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CHAPTER I 

INTRODUCTION 

Consumer education is an integral part of home economics . 

The Vocational Education Amendments of 1968, Public Law 90-576, 

passed by Congress on October 16, 1968, officially added consumer 

education to the t i t le of vocational home economics. Due to the pro

visions of this public law, major emphasis is to be given to including 

consumer education in all phases of home economics programs. Some of 

the purposes of the Vocational Education Amendments of 1968 were to 

provide educational programs that give consideration to a variety of 

social and cultural condit ions, encourage preparation for professional 

leadership , prepare adults and youth for roles as homemakers and wage 

earners , give consumer education programs to the general public, and to 

meet the needs of those that are planning to or have already entered 

work at home. In addition, the Vocational Education Amendments of 

1968 assured the quality of the homemaking programs that are already in 

existence (1). 

There is need for consumer education programs to be more 

concentrated and extensive than they have been in the pas t . Quality 

consumer education programs may be maintained and extended through 

teacher training and supervision, research in curriculum development, 

evaluation of the programs already in ex is tence , demonstrat ions, 



experimentation with new programs and equipment, and with improve

ment of instructional materials ( l ) . 

In order to carry out the requirements as set forth in the 

amendments previously referred t o , more specific information needs to 

be known about the learners , both adult and youth, who are in programs 

that are now in progress and who will later have the opportunity to 
• 

spend more wise ly . Special attention and emphasis must be given to 

the desires and purchasing practices of youth who are consumers now 

as well as the future adult consumer generation. 

American teenagers between the ages of twelve and twenty have 

more than nine billion dollars a year to contribute to the economy of the 

country, as cited by Cover and Powell (2). These authors stated that 

teenagers who live in a family where money management is emphasized 

will have a better understanding of and will practice v;iser money 

management than will youth whose parents do not practice a careful 

management of f inances . Yet, in a report in U . S . News and World 

Report (3), it was stated that young adults tend to spend a larger amount 

of money than they earn, thus consis tent ly adding to debt as they 

spend. This may indicate the lack of education in the spending area of 

consumer education and further justify the need for education of teens 

for effective consumption. As current consumers and future adult 

generation of America, teenagers need education for financial planr.ing 

as well as for the effective use of income. 

There has been much discuss ion about the purchasing practice;-. 

and des i res of famil ies. People need money for the essen t i a l s of l i f e - -

food, clothing, and shel ter . Hownvcr, man, wi'ih lils humanistic: desi re 



to live a more improved exis tence from day to day, wants items that 

make the provision of e s sen t i a l s more cost ly than is actually neces sa ry . 

For example, man's desire for year-around control of temperature is such 

that equipping his shelter or home with the facil i t ies that make the 

fulfillment of this desire to control the temperature poss ib le , increases 

the cost of the shel ter far beyond its original cos t . 

Due to an increase in the various and multiple avenues by 

which goods and services may be obtained by buying now and paying 

later , people are more often tempted to become "free spende r s . " Credit 

enables one to gain more possess ions immediately than if one paid c a s h . 

The availabili ty of credit has helped to make the American society one 

of the most affluent in the world. If Americans are to retain this 

affluency, they must constantly increase their knowledge and strive for 

wiser util ization of individual purchasing power in a rapidly expanding 

market. 

The manufacturing and promotion of goods often tend to mislead 

the consumer into buying beyond his or her immediate needs . This 

action may well result in budget complicat ions. For example, a woman 

may purchase five cans of green beans that are on a shelf with a sign 

s ta t ing, in effect, that these beans are "this week's low price" of five 

for one dollar . Actually, she only needed two cans of green beans , and 

she i s , therefore, spending money on a "special" that she does not n.eed 

at the present in place of spending it on meat, bread, or other food 

items that are necessary to complete the grocery list and to }n>\ic;e 

adequate meals for her family. Advertising has played a jrominen*. lule 



in drawing attention and in convincing consumers that they should give 

attention to many items which they may not need . 

High school students are young, inexperienced, and "wide-

eyed" consumers in today 's expanding market of goods and s e rv i ce s . 

Manufacturers, adver t i sers , and merchants consequently compete for 

the teenagers ' b u s i n e s s . At a point of life in which one frequently 

seeks peer approval, teenagers often may be drawn into a si tuation of 

consuming products in order to meet actual or implied pressures of being 

like the group. Many teens may be unwittingly trapped and/or pressured 

into purchases that are unwise, depending on the individual 's bas ic 

va lues , needs , and resources . To guide youth to avoid some of the . 

above s i tua t ions , it is necessary to know purchasing practices and 

factors that influence teenage purchases . 

The effective teacher should be able to meet these needs of 

s tudents . In order to do s o , the teacher must know what needs exis t , 

whether or not there are individual differences, and the extent of the 

differences that may influence effective teaching and learning. Home 

economics c l a s s e s often include Negro, Mexican-American, and 

Caucasian s tuden ts . Whether or not there are differences in the 

purchasing practices between races is unknown; therefore, research is 

needed to provide reliable information in regard to specific purchasing 

practices and the extent to which these purchasing practices are 

important to the s tuden t s . 

Consumer education involves more than just practices in 

purchasing. Because teenagers spend suc'n a larcje am.ount of r.ioncy, 

they are excellent subjects for extensive ajK.raisal of how, v.l.y, arid 



what they buy. Research on purchasing pract ices is vital if home 

economics programs are to fulfill the obligation ass igned to them by 

the Vocational Education Amendments of 1968. Through such inves t i 

gation and the result ing findings, it may be poss ible to determine areas 

of consumer education that need more emphasis and perhaps even a 

change in emphasis in the high school home economics program. 

Statement of the Problem 

The major problem of the study was to determine the purchasing 

practices of Negro, Mexican-American, and Caucasian students in high 

school . The secondary problem was to determine the extent to which 

•specific purchasing practices were important to the high school s tu

den t s . A third area of investigation was to determine what specific 

factors influence teenagers to buy. 

Purposes of the Study 

Purposes of the investigation were as follows: 

1. To determine the purchasing practices of Negro, Mexican-

American, and Caucasian high school s tudents . 

2 . To compare the purchasing practices of Negro, Mexican-

American, and Caucasian high school s tuden ts . 

3 . To determine the extent to which Negro, Mexican-American, 

and Caucasian students considered specific purchasing pract ices to be 

important. 

4 . To compare the extent to which Negro, Mexican-American, 

and Caucasian high school students considered spcc;ific purchafiiriO 

practices to be im]")ortant. 



5. To identify the factors which influence purchases made by 

Negro, Mexican-American, and Caucasian high school s tuden t s . 

Hypotheses 

The null hypotheses tes ted in the study s tated that there were 

no significant differences between the following: 

1. The purchasing pract ices of Caucasian and Mexican-

American high school s tuden ts . 

2 . The purchasing practices of Negro and Mexican-American 

high school s tuden ts . 

3 . The purchasing practices of Negroes and Caucasians in the 

study. 

4 . The extent to which Caucasians and Negroes consider 

specific purchasing practices to be important. 

5 . The extent to which Negroes and Mexican-Americans 

consider specific purchasing practices to be important. 

6. The extent to which Caucasians and Mexican-Americans 

consider specific purchasing practices to be important. 

Scope and Limitations 

The subjects in the study were Negro, Mexican-American, and 

Caucasian students in the two senior high schools and one junior-senior 

high school in Ector County, Texas . The subjects \ .ere all of the female 

students enrolled in the 1970-1971 Vocational Homemaking program for 

the Fall , 1970. Female studonts were the or^y subjects of the stu^'y due 

to the lack of an adequate numlior of rna^es enrolled in homnma!:ing. The 

homemaking program had no curriculum pattern for c^onsumcr educatio:i in 



which concepts were designated to be taught at specific levels of 

learning. The investigator real izes that there are other aspec t s of 

consumer behavior but the study was limited to one , that of purchasing 

p rac t i ces . 

Treatment of Data 

Information was gathered to determine purchasing prac t ices , 

extent to which specific purchasing practices were important to the 

students s tudied, and factors that influenced the students to purchase . 

In addit ion, biographical information was obtained from each participant 

and tabulated and analyzed. Data were collected through a quest ion

naire which was developed by the invest igator . 

Following the administration of the questionnaire and a deter

mination of the number of participants by r a c e s , all Negro and Mexican-

American respondents were retained. A random sample was made using 

the responses of every third Caucasian part icipating. The above sample 

yielded 56 Negroes, 41 Mexican-Americans, and 108 Caucas ians . 

After collecting the data , the investigator coded and tabulated 

biographical data , purchasing prac t i ces , importance of specific 

purchasing prac t ices , and factors that influence purchases as obtained 

by the quest ionnaire. The coded data were punched on IBM cards and 

processed at the Computer Center, Texas Tech Universi ty, Lubbock, 

Texas . 

A student ^ t e s t program was employed to determine significant 

differences between variables in the study. Tlie p-ogram gavo moans, 

standard devia t ions , standard error, t_test, i\nd level of signifioance. 
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The Investigator chose .05 level or l e s s as the level of significance at 

which to reject the null hypotheses . 

Definition of Terms 

The definition of terms as utilized in this study were as 

follows: 

1. Purchasing practices refers to the ac ts habitually practiced 

regarding purchasing. For example, these practices include a plan for 

spending; select ion of items prior to and while at the market place; the 

extent of participation in impulse purchasing; the decision making 

processes followed in purchasing both before going to the market and 

while in the market. 

2 . The amendments refer to the Vocational Education Amend

ments of 1968, Public Law 90-756. This t i t le is an abbreviated form of 

a previously longer t i t le for the amendments. As stated at the bottom of 

the first page of the law, it is to be called the Vocational Education 

Amendments of 1968. Hereafter, in this s tudy, the investigator may 

abbreviate the t i t le further to s t a t e , the amendments. 

3 . Impulse buying refers to select ions and purchases the 

consumer may make without prior consideration of a need for the item 

before going to the market. The decision that an item is needed may be 

made a considerable length of time prior to the purchase and when the 

purchase is made, this then would not be impulse buying. However, if 

the decis ions as to need, select ion between cho ices , and the purchase 

are al l made within the market place during a specific v i s i t , this is 

considered to be an impulse purchase . 



4 . Mexican-American refers to students who speak Spanish as 

a means , in part or in to ta l , of communicating with other people and 

whose families have been or presently are ci t izens of Mexico. 

5. Caucasian refers to the l ight-skinned, English-speaking 

student whose background is predominantly from people who migrated to 

the United States from European and Mediterranean countries and whose 

parents compose the majority of the labor force of America today. 

A review of literature related to the study is presented in the 

following chapter . 



CHAPTER II 

REVIEW OF LITERATURE 

To conduct the study, the investigator read references pertinent 

to the various factors related to the s tudy. The areas of literature 

reviewed included history and development of consumer education, 

motivations for purchasing, teenagers and their needs regarding con

sumer education, and quest ionnaires . 

• . . , History and Development of Consumer Education 

Consuming of goods and services has been taking place since 

prehistoric man first traded his killed game for another man's tanned 

h ide . As time has passed , goods and services have increased; compe

tition has come into more common usage (4). A consumer is principally 

one that uses products that are available to him as a result of another 

person's labor; or, he may use the ta lents of another person skilled in 

a given area in exchange for money earned by the person utilizing the 

talent or good (5, 6). 

The consumer movement in the United States has been active 

since early 1900 and education in the area of consumption practices has 

existed in the educational system of the high schools and colleges for 

the past forty years (4). Damon (7) s ta tes that during the Jate 1930's 

when the country was recovering from the ]:)low of the do]?r'-'ssion, people 

were concerned with education to help therri lecxMne Iv^uer cons jmcrs . 

10 
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"The public was friendly to any source showing them and their children 

how to spend time and money intelligently,- how to avoid frauds and 

schemes , and how to analyze advertising instead of swallowing it 

whole." (7:392) 

Newspapers , consumer publ icat ions , and consumer tes t ing 

organizat ions , as well as the development of college and high school 

cour ses , united the businessman and educators in a common effort of 

educating the consumer.. The 1950's were filled with greater efforts to 

help people uti l ize goods and services to the maximum (7). According 

to Damon, more textbooks than ever before were dedicated to the 

interest of the consumer.. These books involved not. only home eco

nomics, but areas such as sc i ence , mathematics, social s tud ies , and 

bus ines s , thus relating the problem of educating the public not only to 

home economics but to various other fields as wel l . 

Toward the middle of the next decade people were awakened to 

the flood of products filling the market as a result of advances in 

sc i ence , research , and technology. With this upsurge in products came 

new dilemmas as to which product at what price would be best for a 

person in a given s i tuat ion. The government became concerned with the 

welfare of consumers--were they effectively getting their money's 

worth when they made a purchase (7) ? 

The final result of this concern was the Vocational Education 

Amendments of 1968. Passed by Congress on October 16, 1968, t'le 

amendments officially added consumer education to tlio t i t le of homo 

economics. These amendments were passed in an efforl to i»iOvide 

educational programs that were adapted to a variety of cultural and 
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socia l s i tuat ions as well as to assure the quality of the home economics 

programs that were already in exis tence (1). Thus, the schools are 

more definitely charged with the responsibi l i ty of making the young 

people of America more efficient consumers and wiser managers of 

family r e sou rces . 

Damon (7) feels that during the first twenty years of formal 

structuring through which consumer education passed , it at tained four 

dist inct s t a g e s . They are as follows: 

1. The effort to expose obvious faults of the se l lers and to 
expose the frauds and the vicious quacks; 

2 . The realization that many items were overpriced and poorly 
constructed which led many to making their own products; 

3 . The careful examination of products through test ing and 
•• • analys is ; and ' • ' . • • . • • . • 

4 . An understanding between the buyers and producers that 
one cannot appreciate the other without knowing his 
problems. 

Damon theorizes that the realization of these four s tages led educators 

to become dedicated to the belief that intell igent education of consumers 

would result in a better understanding of bus iness and how it works in 

addition to the ability to avoid quacks , frauds, and decept ions . 

Motivations for Purchasing 

Miller feels that "the most compelling reason for devoting time 

and effort to the making of better decisions as consumers is that this 

is an important means of increasing purchasing power." (8:39) Oflen 

the processes of making decis ions are decidedly different within various 

schools of thought. Richards and Greenlaw feel that , regarding the 

decis ions made by managers, "they should p.it as ide their p r; onal feel

ings and emotions and base decis ions on the facts of the s ' tuation." (9:28) 
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According to Paolucci (10), decis ions are of two types: the 

central sa te l l i te decis ion process and the chain p roces s . The central 

sa te l l i te type of decision making is related and dependent on one cen

tral dec i s ion . Because the central choice has such great influence on 

the events that are to follow, the central decision needs to be made 

with as much rationali ty as is possiblei One needs to consider all 

a l te rna t ives , gather as much information regarding the al ternatives as 

poss ib le , and then, weighing carefully all contributing factors, make 

the central decis ion in light of the consequences . 

Paolucci ' s chain decision process (10) is one in which each 

decision is dependent on the previous decision as it is made. It is a 

logical s t ep -by - s t ep process v/ith each s tep relating to the previous 

decision as well as to the next one . 

A third theory expressed by Gartner, Kalmer, and Jones entails 

four principal s teps . They are: 

1. Search for the total available al ternatives; 
2 . Determination of relevant al ternatives; 
3 . Appraisal of relevant a l te rnat ives , which in some situations 

may be very similar to the process of determining relevant 
al ternat ives; and 

4 . Making the final decision or choice (11:3-4). 

These authors felt that the consumer need not necessar i ly follow a set 

pattern in regard to making a decision and that he could consider two or 

more decis ions at the same t ime. 

Richards and Greenlaw (9) feel that in management, the mana

ger must first decide if a decision really needs to be made. Next, he 

nec'ds to develop or generate alternative s trategies or courses, of actic>n 
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to solve the problem. Finally, the manager needs to make the choice , 

choosing from the most appropriate of the poss ib i l i t i e s . 

Jelley (12) feels that however decisions are made, the con

sumer needs to real ize the role he plays in encouraging producers to put 

commodities on the market every time he buys . Jelley compares eco 

nomic vo te s , cas t so to speak when one buys, to those cast on election 

day. Every time that a consumer buys a commodity or service he indi

ca tes his preference for products and se rv ices . Thus his spending as 

well as his saving habits affect the market system and the economy. 

If one were to determine the basic motivation behind purchases , 

.he would likely determine that the values of the individual and the indi

vidual goals of the person are the major factors. According to Steuart 

Henderson Britt, as quoted in Penney's Forum, 

. . . values are convictions shared by people in a given culture 
or subculture about the things they consider good, important, or 
beautiful. Values define the ends of life and the approved means 
of approaching them (13:3). 

Values have various c l a s ses which may be economic, aes the t i c , moral, 

social or cultural , and may be learned from experience. Values are a 

product of rewards and punishments from the school , family, and other 

contacts of the individual 's l i fe. To detect what may be of value to an 

individual, determine where he spends the most t ime, money, and 

energy. 

A. H. Maslow, as quoted by Richards and Greenlaw (9), 

theorizes that values determine the hierarchy of our goals or levels to 

which individuals aspire to achieve . Goals may be s.-i.all arici close 

range or larger and long range, depr-nding on tlv^ individual 's \a!ue.> 
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and type of goa l s . Proper usage of goods and services may determine 

the level of sat isfact ion one may have regarding his g o a l s . Logically it 

would seem that ways of living are a result of goals and va lue s . Many 

t imes , though, values and goals are a product of the individual 's living 

in that these may change as people achieve real is t ic understanding of 

their own potentials at various s tages of l i fe . Hawver, Burkhart, and 

Peterson (14) concluded that values may be twofold in nature . The 

first is of a spiritual nature, that i s , commitment to religion and to 

personal standards as human beings—generosi ty, understanding, 

responsibi l i ty , sympathy, and rel iabil i ty. The second value is in the 

order of the material gain—the acquisit ion of "things" and p o s s e s s i o n s . 

Human needs either consciously or subconsciously affect 

one ' s goals and va lues . Maslow, as quoted by Richards and Greenlaw 

(9), further supports the previous statement when he sets forth the 

theory that the highest of the human needs is self ac tual izat ion. The 

needs of humans vary, starting with the most demanding and progressing 

to the highest ultimate psychological need. They are as follows: 

physiological needs such as hunger, th i rs t , and sex; safety such as 

security and protection; love and belongingness such as friendship and 

affection; esteem such as self respect , respect for o thers , and recog

nition; and self actualizat ion such as doing what one can do bes t . 

Maslow feels that as the lower level of needs is fulfilled, the next level 

emerges automatically; one satisfaction opens the door to anotlicr. 

Humans have pressures toward the unity of the personality; and if man 

is not doing that for which he is fitted, he . more than l ikely, v;ill 

become discontented with life in general , for by not doincj that for \.'hich 



16 

he is su i ted , he is deprived of the self actualizat ion p rocess . Here, 

values and goals may change either consciously or subconsciously , 

depending on the degree of the individual 's d i ssa t i s fac t ion . 

The influences that may cause changes in the decis ions we 

make are manifold and varying. Gast (15) c i tes examples to support his 

belief that advertising plays i ts role in causing fads , and offspring 

often bring pressure to bear on parents to purchase unwisely. In 

addit ion, Gast s ta tes that advertising has given much idealization to 

the sex role of individuals and often people buy out of partial uncon

scious fear that they might lose their appeal . The article in Penney's 

Forum (13) s ta tes that personal goals may have direct as well as indirect 

effect on the way that people spend. Lane (16) points out that in 1960 

teenagers spent 10 billion dollars on non-durable goods. The age 

bracket between 18 and 35 years controls 44 per cent of all goods bought 

and sold in the United S ta tes . Self sufficiency has changed its role 

considerably. Man no longer produces all that he consumes; ins tead, 

he purchases most of what he consumes . Lane further s ta tes that s ince 

mobility makes it eas ier for people to be familiar with more products , 

then more products are available for buying. Adams (17) c i tes that the 

increase in demand for more knowledge related to consumership has 

been influenced by the increase of goods on the market, a suspicion of 

an increase in unethical practices of re ta i le rs , and the lack of money 

and money management pract ices among the younger generation. 



Teenagers and Their Needs Regarding Consumer Education 

According to ZuTavern and Bullock (18), people must cr i t ical ly 

study things that consume their time and money if they are to survive. 

The authors further s ta ted a concern for youth because they need 

knowledge to protect them from exploitation as they enter the money-

earning careers of l i fe . Jelley (12) is of the opinion that secondary 

school students are already a significant part of the consumer market 

and, with t ime, will become more so in the future. 

"Young consumers need to develop judgment and a recognition 

for the money they are spending so freely." (19:16) Peterson (20) feels 

that youth do npt recei.ve the information and education at home regard-., 

ing buying as they did many years ago . The reason she gives for this 

is that there is an increase in affluency as well as in the complexity of 

the market p lace . With young marriages becoming more of a common 

"happening," few real ize the fact that financial problems are often 

thought to be the cause of the dissolution of these marriages. Family 

life can thereby be better stabil ized by consumer education now (20). 

Feeley (21) contributed to this belief when she concluded that the 

family's ability to live within its financial limitations is the basic 

foundation of the economy of the United States . 

Gast indicates the need for early consumer education when he 

s ta tes : 

Consumer education should begin early and should deal 
directly with consumer problems. If children are Industry's fair 
game, then the school has the moral ciiallenge and resp,'".si t-ility 
to counter with instruction about advertising (15:486). 

Adams (4) points out that the fourteen to seventeen year old eonsumer 
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is a big buyer of goods considered now to be non-durable; but tomorrow, 

next week, or next year he or she may be a consumer of more las t ing 

items such as washing machines and carpet ing. 

Miller (8) feels it i s important for young people to recognize 

that satisfactory solution of their money problems will surely lead to 

sui table solutions of other problems they may have . They must real ize 

that they are lured into spending unwarranted amounts of money by their 

lack of individual thinking and creativity when they follow fads . A 

further problem of youth as cited by Miller is their apathy toward the 

future which resul ts in a lack of init iative to be resourceful and 

c rea t ive . 

Jelley (12) takes an opposite viewpoint to that of Miller when 

he indicates that youth are participants in the economy, have consid

erable discretionary purchasing powers, are keenly interested in the 

markets , and take their responsibil i ty as consumers very ser iously. 

For this reason, Jelley feels it necessary for youth to broaden their 

knowledge of consumption pa t te rns . 

According to Bonde (22), most young people make decis ions 

regarding the use of their income, knowing that credit will get them what 

they want so they will not have to wait , and at the same time they 

assume that they have a secure financial s t a t u s . This assumption and 

belief supports Humphrey's statement that "consumer economics must 

not be purely a textbook course; i l lustrat ions from real life are a must 

if subject matter is to be meaningful. " (23:18) 

As an implication for educational p 'ograms, Go\ cr aiie 

Powell (2) cited a fact that may v/cU serve as a challeiige to all v.-',io 

/ 
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are concerned about t eenagers ' consumer education: 

The fact that t een-agers have money, whether in large or 
small amounts , and have freedom in i ts u s e , implies the need for 
education in money management, preferably beginning before high 
school and planned continuously according to the developmental 
level of the s tudent . Such education should include not only 
how to buy and other phases of consumer education, but a l so 
the development of a recognition of the responsibil i ty that one 
has when he has money (2:361). 

Questionnaires 

"A questionnaire is a form that is used to elicit questions and 

is filled out by the respondent ." (23:90) "It is commonly used in 

obtaining specific facts and data and in the measurement of att i tudes 

and. op in ions ." (25;.35) . . . . . . . . . . 

Arny further defines a questionnaire as being a form of a 

check l i s t , that i s , a l ist of statements or questions to which a 

respondent records his way of acting by writing a word or marking in a 

designated manner. "The term questionnaire is usually applied to a 

l is t of questions which respondents are asked to answer by writing out 

relatively detailed r e p l i e s . " (24:86) 

Questionnaire responses may be one of tv/o k inds . The first 

is a structured type in which the respondents reply in a set manner by 

checking, or underscoring. The second type is an unstructured type in 

which the respondent answers "freely" rather than reacting to possible 

answers that have been presented to him (23, 25) . 

Borg (2 6) and Wrightstone, Justman, and Robbins (2 5) feel that 

a questionnaire can be of great value as an aid in determining an 1 

understanding si tuations in a given educational a rea . Hall (23) is. of 

the opinion that respondents d iscuss or relate ];crsor.al experiences and 
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opinions more freely with questionnaires than through interviews. 

Questionnaires aid in collecting data that are not readily available or 

not readily assembled . They are effective as a means of obtaining an 

idea of the si tuation that may exist regarding an experiment, a unit , a 

project, a study or a group and are a feasible means of obtaining 

information when it is not possible to make personal contact . 

Questionnaires must have statements that carry out purposes 

of the study clearly and without confusion. Personal b i a s , opinion, 

and judgment need to be eliminated from the questionnaire so that it 

can be object ive. Directions need to be explicit and definite, simple 

and effective. . It is considered to be a wise act to administer a ques

tionnaire first to those experienced in the field to which the quest ion

naire pertains . This gives the opportunity for revision of the 

questionnaire prior to its administration to the respondents . The 

purpose of this would be to gain a maximum number of effective 

responses (23, 24, 25). 

Lengthy questionnaires should be avoided so as to reduce 

fatigue and dis interest among respondents during administration. An 

at tract ive questionnaire in which spacing is considered as well as the 

logical sequence of questions will aid greatly in successful adminis

tration (23). 

Questionnaires administered to a small but interested group 

can have a high percentage of re turns . But the larger the group, the 

lower the rapport and the lov;er the perceatage of effective returns :,̂ .ey 

b e . A group needs to be highly selected, and v.eli oriented c.s to the 

importance of a study or their personal em.p'^ascs on accuracy of their 
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individual responses to the questionnaire will have a lower percentage 

of validity (23). 

Procedures and treatment of data are presented in the following 

chapter . 



CHAPTER III 

PROCEDURES AND TREATMENT OF DATA 

The development of the investigation necess i ta ted the formu

lation of the instrument, administration of the questionnaire, and 

treatment and analys is of da ta . The investigator establ ished purposes 

and objectives for the questionnaire, developed questionnaire i tems, 

biographical shee t , written directions for r e sponses , and response 

shee t . 

Development of the Questionnaire 

The purposes of the questionnaire served as guides in formu

lating objectives and are as follows: 

1. To collect data in order to determine purchasing practices 

of Negro, Mexican-American, and Caucasian s tudents . From this data 

purchasing pract ices of the three races were determined. 

2 . To collect data in order to determine the extent to which 

Negro, Mexican-American, and Caucasian students considered specific 

purchasing pract ices to be important. These practices were then com

pared among the three r a c e s . 

3 . To collect information in order to identify factors which 

influence purchasing practices of Negro, Mexican-American, and 

Caucasian s tuden t s . 

22 
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Cluster Plan 

Objectives were es tabl ished as to specific information to 

which the subjects were to respond on the quest ionnaire. A total of s ix 

major objectives with twenty-one sub-object ives were developed as 

seen in Appendix A. Using these objectives as gu ides , statements 

were written that applied more specifically to the points set for 

examination in the objec t ives . 

Development of the Biography and Questionnaire 

Purchasing practices were derived from the review of l i terature, 

from information acquired at the consumer workshops at the College of 

'Home Ecoriomics,' Texas Tech University in the summer of 1969, and 

from observations made during part time working experiences during 

Christmas season of 1969 and summer of 1970 at Sears Roebuck 

Company, Odessa , Texas . 

Formulation of Biographical Information Sheet 
of the Questionnaire 

Biographical data were obtained regarding the following: 

1. Race 
2 . Income source 
3 . With whom the students reside 
4 . Number of siblings of either or both sexes residing under 

the same roof as the student 
5 . Marital s tatus 
6. If the respondents shop for groceries , with whom and ho.v 

often 
7. Classif icat ion 
8. Persons making decis ions regarding clothing for the 

respondents 

These points of iniormation were collected as potential p >s:.i! l i t ' es as 
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"unconscious factors" in decis ions relating to buying pract ices and the 

extent of importance of these buying practices to the s tuden t s . 

Formulation of Parts I and II of the Questionnaire 

Parts I and II of the questionnaire were developed utilizing the 

purposes and objectives of the questionnaire as gu ides . Statements 

were developed and worded in such a manner that they could be utilized 

to match responses regarding actions taken as well as weight of 

Importance given to the ac t ion . Statements were written that related to 

purchasing si tuations that the students likely have experienced. 

Adjectives were used on the response sheet for Part I that offered the 

opportunity for the students to indicate how often they did the actions 

related in the statements . Responses for Part II included phrases that 

offered the opportunity for students to indicate how important they 

considered the purchasing practices to be that were related in the 

s ta tements . 

Formulation of Part III of the Questionnaire 

The third part of the questionnaire was a checklist of factors 

that possibly influenced the respondents to purchase . The students 

selected the six factors that they felt influenced their purchasing the 

most and numerically rated these in order of their influence on the 

s tudent . 

Formulation of Direction Sheets 
of the Questionnaire 

Three colors were used in prer^aring the questionnaire an-; 

related s h e e t s . The directions v.-ere p:intc^d on pin!: t^i.Dor, the 
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biography and answer sheets were printed on green paper, and the s t a t e 

ments relating purchasing pract ices were printed on blue paper. This 

was for the purpose of eas ier identification of the sheets as the students 

responded to the quest ionnaire. 

Administration of the Questionnaire 

Approval for administering the questionnaire to the high school 

s tudents was obtained from Ector County Independent School District 

Assistant Superintendent in charge of Curriculum, the Vocational 

Director for the school d is t r ic t , and from the principals of the three 

schools whose homemaking students participated in the study. 

•• • During the early part of the Fair Semester, 1'970, conferences 

were held with each of the high school homemaking teachers and pro

cedures for administering the quest ionnaire , as shown in Appendix B, 

were explained and d i scussed . The questionnaire was given to each 

high school homemaking student during a specified fifty-five minute 

c lass period. 

High school students were chosen for this investigation 

because at this period, with the required formal education in its con

cluding yea r s , the students are moving to a point in life at which they 

are in a position to control, in part, their own economic s i tuat ion. 

With this tenure in schooling, it may be assumed that the various ave

nues of learning have, in some in s t ances , contributed some consumer 

knowledge to the education repertoire of some of the students . 

All Negro and Mexican-American res;.):)ra-es were used in the 

s tudy. All Caucasian responses v.-ere p.^t together and a ra...\ ..i .-am; le 
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was made of every third response sheet without consideration of the 

original order. The result ing total of Negro, Mexican-American, and 

Caucas ian responses se lected for analysis and util ization in the 

study was 205. 

Treatment of. Data 

The responses to parts one and two of the questionnaire were 

numerically coded, tota led, and punched on IBM cards . The data were 

s ta t i s t ica l ly treated at "the Computer Center on the Texas Tech Uni

versity campus. The t_test for differences to determine significant 

differences between the three races was employed. If differences were 

'at the .05 lever of l e s s , they were judged to be significantly different. 

Responses to the third part of the questionnaire were tall ied 

as to the numerical rating given each factor that influenced the student 

to purchase . Percentage of influence was determined and all information 

was noted for possible use by educators as well as by advertisers and 

merchants . 

The analys is and interpretation of data in the study are pre

sented in the following chapter . 



CHAPTER IV 

ANALYSIS AND INTERPRETATION OF THE DATA 

A questionnaire was employed to collect data regarding the 

consumer habits of Negro, Mexican-American, and Caucasian high 

school s tuden t s . Items in the questionnaire were concerned with three 

aspec t s of consumership: purchasing practices of the s tudents , the 

extent to which students considered these purchasing practices to be 

important, and factors influencing purchases . The means and_t tes t 

were the" bases for comparison of the groups in the study. 

Biographical information concerning the respondents to the 

questionnaire was collected as a part of the administration of the 

instrument. Information regarding the respondents is shown in Table 1 . 

TABLE 1 

BIOGRAPHICAL INFORMATION REGARDING THE GROUPS IN THE STUDY 

Parental Living 
Total One Both Marital Status Grade Level 

Race Respondents Parent Parents Single Married 10 11 12 

Negroes 56 18 38 56 0 9 15 32 

Mexican-
Americans 

Caucas ians 

41 

108 16 

35 39 

92 106 

9 17 15 

34 2C 48 

27 
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As reflected in Table 1, the majority of Negroes, Mexican-

Americans , and Caucas ians lived with their parents but it is interesting 

to note the small number of Mexican-Americans and Caucasians that 

l ive with one parent in contrast to almost one-third of the Negro 

respondents that l ive with one parent . The majority of all respondents 

were single with only two Mexican-American and two Caucasian 

respondents being married. The majority of the Negroes were seniors 

in high school , whereas an approximately equal number of Mexican-

Americans that responded were in the 11th and 12th grade. 

The first three hypotheses of the study referred to the differ

ences between the p)urchasing practices of Caucasians and those of 

Mexican-American high school s tudents , Negro and Mexican-American 

high school s tudents , and Negro and Caucasian high school s tudents . 

The L t e s t s for these hypotheses are shown in Table 2 . 

TABLE 2 

TESTS OF HYPOTHESES REGARDING PURCHASING PRACTICES BY GROUPS 

Hypothesis Level of 
Number Race Means t_ tes t Significance 

Caucasians 116.14 
Mexican-Americans 115.20 

3.09 NS 

Negroes 108.43 i on MO 
>>r . A • 1 1 r o n 1 . 9 0 N S 

Mexican-Americans 115.20 
Negroes 108.43 9 43 f) 
Caucasians 116.14 

r 
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The first null hypothesis was t e s t ed for difference between the 

purchasing pract ices of Caucas ians and Negroes . The second null 

hypothesis t es ted for difference between the purchasing practices of 

Negroes and Mexican-Americans. Both null hypotheses were retained 

as the t_test for difference was not significant at the .05 level or l e s s . 

The third null hypothesis tes ted the difference between the purchasing 

pract ices of Negro and Caucasian s tuden ts . This null hypothesis was 

rejected as the_t tes t for difference was significant at the .05 l eve l . In 

examination of the buying habits of high school youth, the greatest 

variation among groups in the study was betvv^een Negroes and Cau-

c.asia.ns . Inspection of mean scores of Negroes a.nd Mexican-Americans 

indicates that though these figures are not s ta t is t ical ly significant, the 

near significance cannot go unnoted. Caucasians and Mexican-

Americans have similar purchasing practices as revealed by inspection 

of their mean s c o r e s . 

Hypotheses four, five, and six referred to the differences 

between the extent to which Caucasians and Negroes, Negroes and 

Mexican-Americans, and Caucasians and Mexican-Americans considered 

specific purchasing practices to be important. Table 3 gives the analy

s i s of data regarding these hypotheses . 

As reflected by data shown in Table 3 , all three null 

hypotheses regarding the extent of importance of purchasing practiees 

of the Negroes, Mexican-Americans, and Caucasians participating in 

the study were retained as the t_test for differences reflected no signifi

cant difference at the .05 level or l e s s . Mean scores of students 

participating in the study reflected the greatc.st difference bet\.\ en 
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Caucas ian and Mexican-American evaluation of extent of importance of 

purchasing p rac t i ce s . Negroes and Mexican-Americans have the most 

nearly similar evaluation of extent of importance of purchasing pract ices 

while Negro and Caucasian mean scores revealed a noticeable difference 

between the extent of importance of purchasing p rac t i ces . Caucasian 

mean scores were the highest for purchasing practices and the lowest 

for the extent of importance of specific purchasing practices which may 

be interpreted to indicate that Caucasian students purchase as they are 

expected to purchase without regarding these buying practices to be of 

great importance. 

* ' " TABLE 3 ' •' " 

TESTS OF HYPOTHESES REGARDING EXTENT OF IMPORTANCE 
OF PURCHASING PPJVCTICES BY GROUPS 

Hypothesis 
Number 

4 

5 

6 

Race 

Caucasians 
Mexican-Americans 

Negroes 
Mexican-Americans 

Negroes 
Caucasians 

Means 

103.14 
109.76 

107.47 
109.76 

107.47 
103.14 

t. tes t 

1.20 

5.68 

1.71 

Si 
Level of 

[gnificance 

NS 

NS 

NS 

The reactions of students participating in the study were 

compared within each group as to the differences of the purchasing 

pract ices and extent of importance of sp^^cific purcliasino prac t ices . 

The significant differences are sliov/n in Tattle 4. 
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TABLE 4 

COMPARISON OF PURCHASING PRACTICES AND EXTENT OF IMPORTANCE 
OF PURCHASING PRACTICES BY GROUPS PARTICIPATING IN THE STUDY 

Race 
Purchasing 

Practice 
Means 

Extent of 
Importance 

Means 
i . t e s t Level of 

Significance 

Negroes 108.43 

Mexican-Americans 115.20 

Caucas ians * 116.14 

107.46 

109.76 

103.14 

2.60 

1.40 

2.78 

NS 

NS 

NS 

Differences examined in the t_test for differences between the 

purchasing pract ices and extent of importance of purchasing practices of 

Negroes , Mexican-Americans, and Caucasians were not different to a 

significant degree at the .05 level or l e ss as shown in Table 4. 

Inspection of mean scores revealed that there was a wider difference, 

though not significant , between the purchasing practices and the extent 

of expressed importance of the specific purchasing practices of Cau

cas ian students than was true of the other two groups . It is not known 

if these students responded as to their true feelings and actions or in a 

manner in which they felt the investigator would have wanted them to 

respond. The purchasing pract ices and expressed extent of their 

importance to Negro students in the study v/ere veiy similar as revealed 

by comparison of mean scores in Table 4, Negroes in the study appear 

to behave according to their feelings of extent of importance. Mexican-

American mean scores on extent of importance of sr K:ific juirchasmj 

pract ices were much higher than the mean scor -s of the ote.er two r a c e s . 
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Reactions of 10th and 12th grade respondents to the quest ion

naire regarding purchasing pract ices and extent of importance of specific 

purchasing pract ices were compared in order to determine if a significant 

difference ex i s ted . The t_test and means of 10th and 12th grade students 

regarding purchasing practices are shown in Table 5 . 

TABLE 5 

COMPARISON OF PURCIiASING PRACTICE SCORES 
OF lOTH AND 12TH GRADERS 

10th Grade 12th Grade Level of 
Race Means Means _t tes t Significance 

Negroes . . . 112 .22 1.07.12 . . 7 . 8 4 . NS 

Mexican-Americans 101.44 113.93 1.86 NS 

Caucas ians 121.06 112.75 2.01 NS 

Analysis of data as shown in Table 5 indicated that the differ

ences between the purchasing practices of Negro, Mexican-American, 

and Caucasian 10th and 12th grade students were not significant at the 

.05 level or l e s s . On examination of the mean scores , it is interesting 

to note that the Negro 10th grade and Caucasian 10th grade mean scores 

were greater than were those of the 12th graders of the same race . In 

many i n s t a n c e s , c l a s se s are a combination of several grade levels ; 

therefore the possibil i ty exis ts that 12th graders, who have more edu

cational tenure than do 10th graders , may have no more education 

regarding consumership than their 10th grade c lassmates who may be 

included in the c l a s s e s . Of equal importance was the diffeienee in 
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mean scores of 10th and 12th grade Mexican-Americans regarding 

purchasing p rac t i ce s . Figures indica te , as shown in Table 5, that 

Mexican-Americans gain the greater benefit from the two years of 

maturity and experiences than do Caucasians and Negroes that par t ic i 

pated in the s tudy. 

The jt.test and means of 10th and 12th grade students regarding 

the extent of importance of specific purchasing pract ices are shown in 

Table 6. 

TABLE 6 

COMPARISON OF EXTENT OF IMPORTANCE OF SPECIFIC PURCHASING 
PRACTICE SCORES OF lOTH AND 12TH GR/̂ .̂DERS 

Race 

Negroes 

Mexican--Americans 

Caucas ians 

10th Grade 
Means 

105.11 

96.56 

102.82 

12th Grade 
Means 

107.03 

121.13 

104.63 

I t e s t 

1.94 

2.95 

3.14 

Level of 
Significance 

NS 

NS 

NS 

Through the t_test for differences, data regarding the extent of 

importance of specific purchasing practices of 10th and 12th grade s tu

dents were analyzed and found not to be significant at the .05 level or 

l e s s . An examination of the mean scores of 10th grade and 12th grade 

Negro and Caucasian students revealed a similar difference betv/een the 

10th grade and 12th grade scores for each of the two races . Of more 

outstanding note is the difference between the m.ean score of Mexican-

American 10th graders and 12th graders . Mexican-American 10th grader: 
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had the lowest mean score of the three races and the Mexican-American 

12th graders reflected a considerably higher mean score than did the 

Negro and Caucasian 12th graders . 

Another aspect of the study of concern to the investigator was 

that of influences in purchases of students participating in the s tudy. 

Influences on Negroes , Mexican-Americans, and Caucasians part ici

pating in the study are shown in Table 7. 

TABLE 7 

INFLUENCES ON PURCHASING OF RESPONDENTS 

Influence 

1 

2 

3 

Ranking Race . . . . 

Negroes 
Mexican-Americans 
Caucasians 

Negroes 
Mexican-Americans 
Caucasians 

Negroes 

Mexican-Americans 

Caucas ians 

. Factor 

Mother 
Both Parents 
Both Parents 

Mother 
Best Friend 
Best Friend 

Best Friend 
Actual Needs 

Mother 
Cost of Item 
Season of the Year 

Actual Needs 

Per Cent 

•51.40 
31.43 
38.0 

13.3 
12.36 
16.72 

11.4 
11.4 

8.24 
8.24 
8.24 

12.04 

According to data shown in Table 7, the Negroes indicated tiist 

mothers were the greatest influence in the purchasing of goods. 

Mexican-Americans and Caucasians considered both pu'cnts to I.e t'ne 

greatest influence. This finding miglit be expected, as i aference to 

Table 1, page 27, reveals that approximately one-half of the Necroe. 
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res ide with one parent only whereas the majority of the Mexican-

American and Caucas ian students l ive with both paren ts . Another 

interpretation might be that Mexican-American fathers do not exert as 

strong an influence on purchasing pract ices of students in the study as 

might be expected, s ince Mexican-American families are considered to 

be highly patr iarchal . 

When requested to give the second greatest influence on 

purchasing, the largest percentage of Negroes expressed the opinion 

that their mothers were the second greatest influence. The Negro s tu

dents who considered their mothers to be the second greatest influence 

in purchasing had previously considered another factor to be. the , . 

greatest influence on their purchasing. Caucasians and Mexican-

Americans ranked best friends as the second greatest influence on their 

purchasing p rac t i ces . In rank ordering of the third greatest influence on 

purchasing, Negroes considered their best friends as well as their 

actual needs to be equally influential . Mexican-Americans were of the 

opinion that their mothers, the cost of the item, and the season of the 

year all had similar influence on their purchasing. Caucasians con

sidered actual needs to be of the third greatest influence on the buying 

of goods . 

Summary, findings, conclus ions , and recommendations for 

further study are presented in the following chapter . 



CHAPTER V 

SUMMARY, FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS 

FOR FURTHER RESEARCH 

The purposes of the chapter are to summarize the study, 

identify f indings, and give conclusions gained from the analysis of the 

da ta . Recommendations for further study will be given. 

Summary of the Study 

.The problems of the study were threefold. The first problem 

was to determine the purchasing practices of Negro, Mexican-American, 

and Caucasian students in the high schools included in the study. The 

secondary problem was to determine the extent to v/hich specific 

purchasing pract ices were important to high school s tudents . The third 

problem of the study was to determine the factors that influence the 

teenagers participating in the study to buy. 

Null hypotheses stated that there was no significant difference 

between the purchasing practices of and extent to which Caucasians and 

Mexican-Americans, Negroes and Mexican-Americans, and Caucasians 

and Negroes considered specific purchasing practices to be important. 

Information for tes t ing the hypotheses was collected through a question

naire regarding the purchasing practices and extent of i i .portance of 

specific purchasing p rac t i ces . Biographical information wa.̂ ; o])tained 

in the quest ionnaire , a l s o . A third part of the questionnaire examine d 

36 
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factors that influenced the teenagers participating in the study to 

buy. 

The study was limited to 205 Negro, Mexican-American, and 

Caucas ian students enrolled in two senior high schools and one junior-

senior high school in Ector County, Texas . Data were collected from 

students enrolled in the Vocational Homemaking program for the Fall , 

1970. All Negro and Mexican-American responses were utilized in the 

ana lys is of da ta . A random sample of every third Caucasian response 

was se lected due to the large number of Caucasian respondents . 

The t_test was used to determine differences between group 

means . The null hypotheses were rejected when the level of signifi

cance for differences between the means were significant at the .05 

level or l e s s . 

Findings of the Study 

The findings of the study as a result of the analysis of data 

were as follows: 

1. There was no significant difference at the .05 level or 

l e s s between the mean scores of purchasing practices of the following 

high school s tudents: 

Caucasian and Mexican-American 
Negro and Mexican-American 

2 . There was a significant difference at the .05 level 

between the mean scores of purchasing practices of Negro ai:d Cau

cas ian high school s tuden t s . 

3 . There was no significant difference at the .05 level o. less 

between the mean scores of the extent to wliic^ tlie foUowine 1 igh 
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school s tudents considered specific purchasing practices to be 

important: 

Caucasian and Negro 
Negro and Mexican-American 
Caucasian and Mexican-American 

4 . There was no significant difference at the .05 level or 

l e s s between the mean scores of purchasing practices and mean scores 

of extent of importance of specific purchasing practices of the following 

high school s tudents: 

Negro 
Mexican-American 
Caucasian 

5.. There was no significant difference at the .05 level or l e ss 

between the 10th grade purchasing practice mean scores and the 12th 

grade purchasing practice mean scores of the following high school 

s tudents : 

Negro 
Mexican-American 

Caucasian 

6. There was no significant difference at the .05 level or less 

between the 10th grade mean scores regarding the extent of importance 

of specific purchasing practices and the 12th grade mean scores regard

ing the extent of importance of specific purchasing practices of the 

following high school s tudents : 

Negro 
Mexican-American 

Caucasian 

7. Mexican-American and Caucasian high scliool studeri's 

considered their parents to be the major influence on theii p ircliasing of 

i t ems . These students considered their best friends to 1 e tlie secot ; 
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greates t influence on their purchasing. 

8 . Negro high school s tudents considered their mothers to be 

the first and second greatest influence on their individual purchasing of 

i t ems . 

9 . The third influence on the purchasing practices varied with 

the r a c e s . Negroes considered their best friend as well as individual 

actual needs to be the third greatest influence on purchases while 

Caucas ians considered actual needs only to be the third greatest 

influence on their buying. Mexican-American students considered their 

mothers, the cost of the item, and the season of the year all to be 

equally the third greatest influence on their purchasing. 

Conclusions of the Study 

Conclusions based on the findings which appeared to be war

ranted are as follows: 

1. There is li t t le difference in the purchasing practices of 

Caucasian and Mexican-American high school students and between the 

purchasing pract ices of Negro and Mexican-American high school s tu 

den t s , but a decided difference between the purchasing practices of 

Negroes and Caucas i ans . 

2 . Items in the instrument considered by the investigator to 

be acceptable in measuring purchasing practices may have been inter

preted differently by the respondent . 

3 . A concerted effort by teachers to guide students in re e-og-

nizing the value of certain purchasing pract ices and in acc.uirine 

purchasing ski l ls seems called for, as revooled by tlie lacl; of 
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significant difference in the purchasing of 10th and 12th graders . 

4 . Based on findings of no significant difference between the 

purchasing pract ices as well as extent of importance of these specific 

purchasing pract ices of 10th and 12th graders , a cri t ical examination of 

the curriculum of consumer education to identify and determine concepts 

of teaching and the levels of instruction at which these concepts may be 

progressively meaningful to students seems to be needed. 

5 . The purchasing pract ices of Negroes more nearly paralleled 

their personal evaluation of the extent of importance of specific 

purchasing pract ices than did either of the other two races examined. 

6. The behavior of Caucasians in the study is not consistent 

with what they consider to be important. This further indicated that 

Caucas ian students act more a s they are expected to act rather than in 

the manner governed by their personal feelings . 

7. Parents , both or one , have a definite influence on the 

purchasing pract ices of teenagers in the study, regardless of r ace . 

Recommendations for Further Study 

The recommendations for further study are as follows: 

1. Shorten the questionnaire so as to insure adequate time for 

respondents to complete all pa r t s . 

2 . Study the purchasing practices and extent of importance of 

specif ic purchasing pract ices of Caucasian high school students in 

greater detail so as to determine more accurately the difference b tween 

belief and practice of these s tuden t s . 
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3 . Limit the number of se lect ions of factors influencing the 

s tudents to purchase to gain a clearer understanding of factors 

influencing them to purchase . 

4 . Conduct a study to determine the comparative shopping 

pract ices of youth. 

5 . Determine, through an advanced study of information 

gained in the quest ionnaire, if youth participate more in planned buying 

or in impulse buying. 

6. Investigate the role that peer influence plays in teenage 

se lec t ions in shopping. 

. ., 7.. Determine if the name of the brand and/or store are of . , 

significant importance to teenagers when they purchase . 

8. Determine the role of credit in the teenage decision to buy. 

9. Develop an objective means of determining true purchasing 

pract ices and extent of importance of these purchasing practices of 

Caucas ian high school students responding to the quest ionnaire. 
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APPENDIX A: CLUSTER PLAN AND KEY FOR QUESTIONNAIRE 

Purchasing Pract ices and Determination of Importance of These Practices 

Objective I: Identify act ions taken before going to the market and 
determine their importance regarding: 

a . money avai lable #3-6 
b . l i s t of needs #7-11 
c . time required to shop #12-13 
d. mental , physical and emotional readiness 

to shop #14-17 
e . services offered by potential merchants . . . . #18-22 
f. advertising and specia ls #23-25 

Objective II: Identify actions taken after arriving at the market and 
determine their importance regarding: 

a . cost or amount to spend #2 6-29 
b . following l is t strictly or not . . . . . . . . . . . . . #30 . 

• • c . s i zes . . .' . . .' . . ' . .' . • #31-35 
d. appropriate for use or not #36-37 
e . actual usefulness of items #38-41 
f. how to pay for i tems—credit , cash , layaway, 

check #42-45 

Objective III: Identify comparative shopping habits and determine the 
importance of these regarding: 

a . care and use cautions #46-49 
b . color #50-53 
c . cost #54-57 
d. credit services avai lable #58-60 
e . guarantees and services avai lable #61-64 

Objective IV: Identify areas of impulse buying and determine the 
importance of the impulse buying considering: 

a . peer influence #65-68 
b . mental and/or emotional s ta te 4F69-73 
c . cost and its influence #74-76 
d. credit and its influence ->r77 

Factors That Influence Purchases 
(Parents, pee r s , advert is ing, services available and uniqueness m 
packaging, servicing, needs , e tc . ) 

a . Identify factors which influence pi'Tcliases by .-electing 
from a compreliensive l i s t . 

b . Identify the six most imporlant f a d e s !)/ rank ordcrin.g. 



46 

APPENDIX B: TEACHER'S INSTRUCTIONS FOR QUESTIONNAIRE 

1. The questionnaire needs to be completely finished for me to use it 
effectively. 

2 . Ask s tudents to put their first reaction on parts I and II. . .if they 
ponder the answers , they will change their minds and take too 
long. . . .sometimes so much time that they may not finish. 

3 . This takes a good 55 minute period so start them as soon as pos 
s i b l e . Watch them to be sure they understand how to do Part III. 
If that part is not correctly done, I cannot use any part of their 
r e s p o n s e s . 

4 . If they are using ink, and want to change an answer, have them put 
an "x" over the dot they wish to change or cross out as not being 
their answer . 

5 . The resul ts will not be available until after December but I am 
planning to code the cards to which I transfer their information so 
that we can see how each school reacted to the statements for 
consumer p rac t i ces . I feel that this is a good possibil i ty of 
determining needs in the way of what could be taught in c l a s ses in 
the way of consumer buying. 

6. If there are other ques t ions , call me at Permian High School, 
366-3652. The homemaking department 's office has a telephone 
in it and I will be happy to answer your ques t ions . If you have 
questions in the evening as you read over t h i s , my home phone is 
362-4717. 

7. As the las t set of questionnaires are finished, p lease have the 
s tudents separate the papers by color as they turn them in . I need 
all sheets back, p l e a s e . 

I don't know how I can say or express my thanks for your help in the 
administration of this quest ionnaire . Needless to say , without your 
help , it would have been impossible . 

Thank you again! 
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APPENDIX C: INSTRUCTIONS , QUESTIONS, AND ANSWER SHEET 

FOR QUESTIONNAIRE 

Explored By 

Mrs . Wilma Dunias 

Homemaking Teacher 

Ector County Independent Schoel 
District 

Fall , 1970 
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MpW^^^^^^ YOU VISIT WITH ME FOR A MINUTE? . . 

Iff" ^ - l i j 
.''Tiid / ) / ' i 7 ^^^ Y°^ know that American teenagers spend 

"̂  <Xp^/ ^^^^ billion dollars a year? What do they do 

# with all of that money? What have you done 

with al l of your money? Were you happy with your purchases? Some of 

them? Why some of them? Why not all of them? Were some of them 

not wise buys? Why? Didn't you buy what you wanted? OR did you 

know what you wanted? Look at your friends around you. . .many of them 

are happy with what they buy, many of them are never happy with what 

they buy. 

Let 's look at our past exper iences . Don't we have satisfaction with 

many of the things that we have done in the pas t? Many of the suc 

c e s s e s today are a result of research and experimentation yesterday and 

the day before. The car is an example of t h i s . The first self-propelled 

car that looked, incidental ly , somewhat like a tr icycle was built in 

France in 1769-70 by Nicholas Joseph Cugot for the purpose of t r ans 

porting ar t i l lery. The means of propelling this vehicle from one place to 

another was steam that was produced in a can called a boiler that was 

located in front of the front wheel of the car . Now, two hundred years 

la ter , we are concerned with four whee ls , not three , and are further 

faced with the dilemma of high or low octane gasoline; polyglass or rub

ber t i res ; automatic or standard t ransmissions; backet or bench type 

sca t s ; and luxuiy or economy type body s t y l e s . These are on^y a fev; of 

the multitude of choices we ha\'e as a result of research anJ experimen

tation to make more effective use of a mode of trans oortation. 
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As individuals , we can improve ourselves as we have the opportu

nity to do so through programs of educat ion. We can more easi ly learn 

if we understand ourselves better and real ize what we do so that we can 

strengthen our w e a k n e s s e s . You have been chosen to participate in a 

research study that will hopefully achieve the desired goal of improved 

education in the area of consumer buying. 

The purpose of the research study is to gain information which will 

aid teachers in guiding young adults to develop wise buying p rac t i ces . 

Your answers to the statements on the blue sheets will make it possible 

to determine buying prac t ices , the extent to which specific buying prac

t ices are felt to be important, and v/hat and v.ho influences youth in this 

area of Texas to buy. 

It is very important that you answer as frankly as possible as to 

how you feel and as to what you think you do when buying. So that you 

will feel free to answer the questions without feeling that anyone would 

be able to determine who answered how, PLL .̂SE DO NOT PUT YOUR 

NAME ON ANY PART OF THE PACKET THAT HAS BEEN GIVEN TO YOU! ! ! ! 

Use a #2 lead pencil or ball point pen. On the pages you are to 

read in a moment, you will find, from time to t ime, a row of as ter isks 

(****) . This row of as ter i sks will indicate that you are to receive new 

directions for the parts that are to follov/. This will be of aid to you as 

you proceed. 

Color Code 

1. Pink pages - Directions - "WOULD YOU VISIT \VITJi_Mi;_rOR^A 
MINUTE?" 

2 . Green pages - "Who Arc You? " ANSvVi:R_SrIEl7r_]'OK iYvRT I, ANS A'EJl 
SHEET rOR_PARi; '̂il ,'and' PAFIT IJT: v:^^'^ iv'AK^̂ S YOU 
DECIDI; TO BUY?'^ 
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3 . Blue pages - "Buying Pract ices: What Are They? How Important 
Are They? " 

* * * * * * * * * * * * * * * * * * * * * * * * * * * v t * * * * * * 

-S'̂ ^P 1 - Place the green shee ts in front of you. The first green page , 
enti t led "Who Are You?" , is to be filled in at this t ime. Give the 
information on "Who Are You? " following the directions given at the top 
of the page . 

DO THIS NOW BEFORE GOING ON TO STEP 2 

Part I 

STEP 2 . Turn the green "Who Are You? " sheet over so that the ANSWER 
SHEET FOR PART I is facing you. Place the green answer sheets and the 
blue "Buying Practices: What Are They? How Important Are They? " 
s ide by side in front of you. 

STEP 3 . The front sheet or "ANSWER SHEET FOR PART I" is the side that 
• has the l i t t le girl holding a dollar bill and v.-earing a-checked skirt , ^ e 
certain that this side is up for Part I. 

STEP 4 . Read statement number 1 on the blue sheet entitled "Buying 
Pract ices: What Are They? Hov/ Important Are They? " 

STEP 5. Note that the person that marked the answer for item number 1 
evidently felt that in purchasing meat, she sometimes considered how it 
would be cooked before deciding on the cut . She therefore darkened the 
circle in the "Sometimes" column for item number 1. 

In responding to the s ta tements , IF , by chance , you do not or have not 
ever done the thing mentioned in the statement, respond in the "Never" 
column. 

STEP 6. Now, do item number 2 . Read the statement for item number 2 
on the blue shee t , decide what you think you do in buying, and darken 
the appropriate circle on the answer sheet for item number 2 . 

STEP 7. Proceed by marking item numbers 3-77 on the ANS\/ER SHCIlT 
FOR PART I to indicate how often you do the things that arc given in the 
s t a tements . 

READ NO FURTHER UNTIL YOU HAVE FILLED IN A CIRCLE FOR FACH ITEM 
IN PART I. 
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PART II 

STEP 8. Turn the green "ANSWER SHEET FOR PART I" over so that the 
l i t t le girl with the polka dot skirt is facing you now. 

STEP 9 . Turn the blue pages back to item number 1. Read statement 
number 1 on the blue "Buying Practices: What Are They? How Important 
Are They? " It JS the same statement that you read in STEP 4 for the 
other s ide of the answer shee t . You will be reading the same statements 
for Part II as you did for Part I but will be answering in slightly different 
wordings. 

STEP 10. Note on the "ANSWER SHEET FOR PART II" how the person 
answering the statement has responded. She apparently felt that it was 
of l i t t le importance to consider how the meat would be cooked when 
deciding on the cut of meat because she darkened the circle for item 
number 1 in the "Of Little Importance" column. 

STEP 1 1 . Now, do item number 2 . Read the statement for item number 
2, decide how important you think that the act related in the statement 

• is , and darken the circle in the column for i temnumber 2. 

STEP 12. Proceed by marking item numbers 3-77 on the "ANSWER SHEET 
FOR PART II" to indicate how important you feel the actions are that are 
mentioned in the statements . 
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Buying Pract ices: What Are They? How Important Are They? 

1. In purchasing meat, consider how it will be cooked before deciding 
on the cu t . 

2 . In buying a scarf to use as a t i e , determine the number of dresses 
with which it can be worn. 

Before going to the store to shop, I: 

3 . check to see how much money I have in my billfold. 

4 . ask if I can use a charge account or credit card to buy c lo thes . 

5 . consider the possible amounts of money that I have to spend for the 
month. 

6. decide how much would be reasonable to pay for some items and set 
a maximum limit to spend. 

7. know exactly what I want to buy. 

8. admit to myself that I don't exactly know what I want. 

9 . make a l is t if I have more than two or three items to buy. 

10. decide if I really need the art icle that I am buying or am I buying it 
because it is on sale or spec ia l . 

1 1 . look in my closet and other clothes storage places to decide what 
s ty les and colors of blouses might go with the greatest number of 
my sk i r t s , skooter sk i r t s , e t c . 

12. consider how much time I have for shopping. . .for example, if I am 
rushed for t ime, I wait until later to shop for important i tems. 

13 . set a time limit for myself so I won't spend too much time shopping; 
for example, I decide when I will be home and tell mother when to 
expect me. 

14. real ize that I am too hungry to go grocery shopping. 

15. rea l ize that I am too emotionally upset to thin); clearly in shopping. 

16. decide if I really need to shop or if I am shopping only to have 
something new, to have something to do, or to ma!:e me feel better 
and get out of my depressed mood. 

17. decide that I will only loo): and shop to gel an idea of what I va.nt 
and will not make a purchase this t ime. 
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18. find out where stamps are given. 

19. plan to shop where I can charge the merchandise. 

20 . plan to shop where I can get waited on quickly. 

2 1 . decide to shop where I think the merchandise is the price that I 
can afford. 

22 . decide to shop at a chain store that is across town rather than the 
one where I usually shop that is in my neighborhood because the 
one across town may have more variety in products from which to 
choose . 

2 3 . check the paper to see what items are on sale or on spec ia l . 

24. check the paper to be certain of sa le p r ices . 

25 . cut coupons, out of the paper or magazines to use in shopping. 

After I get to .the store to shop, I: . 

26. look at the price before looking at the item. 

27 . look at the price as a part of the "deciding to buy" p rocess . 

28 . buy clothes without regard for the pr ice . 

29 . buy more expensive clothes when I can charge them than I would 
if I had to pay cash for them. 

30 . buy only what is on my shopping l i s t , regardless of whether or not 
an item appeals to me or if it is on spec ia l . 

3 1 . compare cost per ounce of canned goods with others of the same 
s ize and of another s ize to determine where the saving would be . 

32 . buy the can mother always bought and/or buys because she says it 
is good. 

3 3 . consider the length of the dresses I buy this season as to whether 
or not they are the length I may or may not be able to v.-ear next 
year . 

34. buy any s ize of cosmetics that are available just because I need 
them, without considering the costs involved and possilv'c^ ir.oney 
saved in buying a larger amount. 

35 . buy a larger amount than needed because it is on s a l e . 

36. buy what I lik(! in purchasing a gift for someon.e. 



54 

37 . buy what I think that the person receiving an item as a gift might 
need and l i ke . 

3 8 . buy jewelry without thinking about whether or not it would go with 
any of my clothing, but simply because I see it and I l ike i t . 

39 . purchase inexpensive jewelry so if I lose i t , or it goes out of 
s ty l e , I will not have so much inves ted . 

40. consider the price of an item in relation to how long it will las t and 
how long I can use i t . 

4 1 . buy cosmetics because the advertisements say that it will make me 
look better without considering the time and trouble that it takes 
in order to apply them. 

42 . prefer to charge items instead of paying cash because it is eas ie r . 

4 3 . use layaway because it has the advantage of being able to get 
something that you want but do not have the money for at the time 
and you don't have to pay interest on it as with a charge account . 

44. pay for merchandise with a check because it is a good way to keep 
a record of what is spent . 

45 . don' t buy the merchandise if I don't have the cash to pay for i t . 

In deciding to buy i tems , I: 

46 . consider whether or not I have to wash or dry clean a garment. 

47. purchase permanent press garments for their convenience d i s re 
garding the fact that they may wrinkle if they are not given proper 
c a r e . 

48 . read the label as to care and fiber content before deciding to buy. 

49 . read the label of canned goods thoroughly before buying, to be sure 
that I get exactly what I want . 

50. try on several shades of a color to decide which one looks best on 
me. 

51 . consider the possibi l i ty of an item losing its quality and not being 
what I might want after a short v/hile. 

52 . consider the possibi l i ty that some colors mcsy fc;dc as tlioy are 
washed and not be as briglit or nice as I rrAght lil-e. 

5 3 . ' buy a variety of blouses and s!;irts that can h' intcrchangov; with 
each other . 
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54. buy groceries without comparing prices and weights . 

55 . purchase d resses if they are what I l ike and not necessar i ly the 
best buy for the money. 

56. do not shop at some stores because I feel that their merchandise 
is too expens ive . 

57. consider the cost of a dress in deciding between it and another 
dress that I l ike , a l s o . 

58 . shop at a store in which I do not particularly enjoy shopping but in 
which I can charge the merchandise that I purchase . 

59. shop at stores at which I do not have charge accounts . 

60. use the charge account because it gives a good opportunity to 
es tab l i sh a credit rat ing. 

6 1 . determine if an item is guaranteed which helps me in deciding to 
buy an item. 

62. am concerned with finding out what a guarantee includes before I 
buy an item. 

63 . do not shop or buy in stores where the clerks are not polite and 
nice to me. 

64. buy where I can call in my order and have it delivered. 

65 . buy what my best friend l ikes because she likes i t . 

66. drink and eat some foods because the gang d o e s . 

67. want a skooter skirt just because everybody else has one . 

68. l ike to shop with friends and for us to decide together what we want 
when we make purchases . 

69. find that it is hard for me to make up my mind when I am upse t . 

70. find that I like things at the s tore , and when I get them home, I 
have changed my mind and do not l ike them anymore. 

7 1 . think a long time about my purchases before purchasing. 

72. save money to buy something and when it comes tim.e to buy tiie 
i tem, I have the hardest tir.ie spending the mor^ey. 

73 . have to be in the mood to shop or I just will not sliop. 
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74. buy something that is on sa le that doesn ' t cost much because I feel 
that I will probably get my money's worth out of i t . 

75 . buy things that are sometimes a l i t t le expensive but mother and 
daddy are paying for i t , so I don't have to worry about i t . 

76. put an item on layaway when I do not have the money to pay for it 
all at once so that at l eas t I can have it la ter . 

77 . buy things that I do not necessar i ly need but I can have because of 
the opportunity to charge these on a charge account. 
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Who Are You? 

Please tel l me about you so that I can put a face 
on and personality to the person to the left 

To answer the follov/ing quest ions , place a 
check ( l ^ ) in the blank to the left of the 
statement that best answers the quest ion. 

4 '5" - 5'0" 
5 ' l / 4 " - 5'5" 
5 '5 -1 /4" - 6'0" 

The second select ion was checked becau^.e I am 5'4" t a l l . Please fiU in 
the se lec t ions below, using checks ( U^) as they apply to you. On some 
quest ions there may be more than one answer that you will want to check. 
It s o , check as many items as needed. 

EXAMPLE: How ta l l are you? 

How would you describe your skin? 
freckled bumpy 
tanned smooth 

none of these 
What colpr are your eyes? 

blue green 
brown hazel 

What is your race? 
Negro 
Mexican-American 
White 

Describe your nose . 
flat 
long 

none 
Describe your sir 

broad 
warm 

Are you married? 
yes 

of th 
l i le . 

crooked 
cute 

ese 

one sided 
I never smile 

no 
I get the money I spend from: 

al lowance 
job 
given to me as I need i t , 
no limit set 
given to me as I need i t , 
a limit set 
another source (specify) 

Do you shop for the family groceries? 
y e s , consis tent ly by myself 
y e s , consis tent ly with parent(s) 
y e s , sometimes by myself, soia.e-
times with parent (s) 
no 

* * -A -A * -;• -A •:< * * •;. .•- A * A- •:•,• * A- A -A -.V -A 

.What is your classif icat ion? 
• ' 9th 1:; J 1th 

10th . 12th 
With whom do you live? 

both parents father 
husband ^ mother 
relatives other 
(specify) 

How many brothers live where 
you live? 

0 3 
1 4 
2 more 

How many s is ters live where 
you l ive? 

0 3 
1 4 
2 more 

V/ho makes decisions con
cerning the purchase of 
clothes , whether ready made 
dresses or pattern and 
material? 

mother decides most of 
the time 
I decide rnost ĉ f the time 
Sometimes. I decnc'e, auvl 
sometimes mother decides 
v.e decide togetiiCi most 
of the time. 

'. •,%• .'• A •.'.• A •.' • ' • • ' . • : ' : •'. •.'.• -.' A. * 'A :': 'k v ; > . ;': "A 

Turn to page 2 of the pink sheets for c'jreclions for STEP ?. 
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Have you filled in at l ea s t one 
dot for each nnmtAe.-? If no t , go 
back , r r re . (! the s ta tement onr. 
fill in a d o t . Turn to Page 3 of 
the Direct ioi is ant' 1 . qin with 
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Go back through the answer sher>t to be 
abso lu t e ly sure tha t you have reseen.ded 
in one way or another to each i tem. 
Turn the peoe to PAIIIIJLI --^'* STi:i:_l.3 
on the bi'cl: of th i s piicjc. 
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PART III: WHAT MAKES YOU DECIDE TO BUY? 

**********-k-k-k-k-k-k-k-k-k'k-k-k-kic*i:-kk-k-k-kicic**ic*:kkk-k-kkk-k-k-k-k 

STEP 13 . Below are l is ted many things and people that 
may influence you to buy. Go through the l is t and 
circle the people and things that influence you to buy. 

EXAMPLE: 
^ y dog" 

DO THIS BEFORE GOING ON TO STEP 14. 
.^TEP 14. Of the circled i tems, se lect the six most <•-
important items . Number each of the s ix most importarn r '"^> 
items in the blank to the left in the order of i ts inf luenceon 
your buying. 

Give a " 1 " to the item or person that has the most 
influence on you. 

Give a "6" to the item or person that has the least 
influence on you. 

Give "2" through " 5 " to the other items or people in 
the order of their influence on you. 

(specify). 

_both parents 
_mother 
_father 
_big s i s te r 
_big brother 
_little s is ter 
_little brother 
other relat ives 

_best friend 
_several friends 
_school leaders 
_minister 
_teachers 
_administrators (principal, 
counse lors , office staff) 

_someone older than I am 
and whom I admire 
movie s tars 
people like The Beatles , 

'Sonny & Cher, The Rolling 
Stones , e t c . 

_radic) 
_television 
_magazines 
_handbills & leaflets 
_nev/spaper 
_school 
_church 
_the way items are displayed 
_the way items are sold 
_the way items are served 
_if you get stamps or free 
prizes with the items bought 

_the way the item is packaged 
_size of the items 
_actual needs 
_cost 
_what you think the item will 
do for you 
particular mood 

_season of the year 
_weather or climate 
_time of day 

_other (specify) _. 

* * * * * A * k k A k -A * -A * v'; * kk kk :': k * * •.'•.'k k A A k vr ;•: •. • X •, A * :•: v; * * V;'.': -k v * * 

As you complete the entire set of tr i-colored pciges, please turn cd' of 
them to your teacher . 

Thank you for your help; your ceoperatkjn will be of gicat \ a : u e . 


