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;,BSTRACT 

The purpose of this study was to obtain initial data for developing 

a consumer education program intended fer the participants of h:me-making 

cou)'ses offered by selected People's Education Centers in the nietropolitan 

area of Istanbul. 

The study attempted to answer (a) respondents' feelings of adequacy in 

basic cons:.;r;;ption ar-eas, (b) their ~erceived rleeds f.Jr conSLJ::!er' education, 

(c) their willingness to participate in a consumer education, and (d) their 

personal criteria in the choice of some commen purc~asing ite~s. 

The sample consisted of 330 female ~articipants, all at the age of 

18 or ever attending home-making courses in the spring of 1985 in three 

selected People's Education Centers. Data collection instr~~ent ~as a 

questionnaire developed by the investigator. Frequency distributions by 

numbers and percentages, means, Chi-square tests and Cramer V tests were 

used as statistical methods for the analysis of the data. 

Findings of the study irldicated that a typical respordent \'i3S a 

, , t b' ., f r4 I ,,,. • I 1 d' , . 1 young aaul ,eIOIt! tne age 0 c. , nOIl.l!ng a pnmary scnoo lpiC::1a, slng,e 

u~employed, living in her own house with five other ~eople with a monthly 

household income between 50.000-100.000 Tl. 
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The respondents felt least adequate in General Principles of Purchasing, 

followed by Food and Nutrition, Legal Regulations and Institutions, Durables, 

Clothing, General Marketing and finally in Budgeting. 

As for the perceived need for consumer education, Budgeting come the 

first priority area, followed by General Principles of Purchasing, Food 

and Nutrition, Clothing, Durables, Legal Regulations and Institutions, 

and General Marketing. 

The majority of the respondents (91.2%) indicated an interest in 

inclusion of consumer education in their home-making program. 

The respondents indicated freshness, nutritional value and low-cost 

as the most frequent three criteria for food. For clothing the most 

frequent three criteria were suitability, durability and color. The 

group marked durability, warranty and brand name as the most frequently 

used three criteria for durables. 

The findings above provide initial data for the development of a consumer 

education program directed to the female participants of home-making 

courses offered by People's Education Centers. The study provides strong 

evidence that such a program will meet with interest. However, the findings 

of this study should be considered as an attempt to identify the needs of 

the respondents in a field where no previous research has been done in 

Turkey. 
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DZET 

Bu ea11smanln amaCl; Istanbul Halk E~itim Merkezleri taraf,ndan aellan 

meslek kurslarlna katllan kisilere y~nelik tUketiei e§itimi programlnln 

gelistirilebilmesi icin ilk v~rileri elde etmektir. 

Bu eallSmada, arastlrmaya katllanlarln (a) tUketime iliskin bazl konu­

larda kendilerini ne dereceye kadar yeterli hissettikleri, (b) alglladlk-

1arl bieimiyle tUketiei e~itimine olan ihtiyac1ar1, (e) tUketiei e~itimine 

katllma istekleri ve (d) baZl mal gruplarlnl satln allrken kullandlklarl 

kriterleri saptandl. 

Orneklem, 1985 i1kbaharlnda seeili Uc Halk E§itim Merkezinde aellan 

mesleki kurslara katllan 18 yas ve Uzerindeki 330 kadlrdan olusmaktaydl. 

Veri toplama arael olarak kullanllan anket, arastlrmacl taraflndan ge1iS­

tirildi. Veriler saYl ve yUzdelerden aljsan da~'11m tablolarl, ortalama, 

Ki-kare ve Kramer's V gibi istatistik y~ntemlerle analiz edil~i. 

Arastlrma bulgularlna g~re tipik anket yanltlaYlclsl ilkokul mezunu, 

bek~r, issiz ve 24 yaSlnda gene bir yetiskindir. Ortalama 50.000 ila 

100.000 TL. araslnda ayllk geliri alan bes kiSilik ailesiyle birlikte 

kendi evinde yasamaktadlr. 

Arastlrmaya katllanlar kendilerini en cok Genel Satln Alma Kuralla­

rlnda yetersiz hissetmekte, bunu slraslyla Yiyecek ve 8eslenme, Vasal 

Uygulamalar ve Kurumlar, Oayanlkll TUketim Mall, Giyecek, Genel Pazarlama 

ve son olarak da BUtce konularl izlemektedir. 

TUketici e§itimine iliskin algllanan ihtiyaclar gdz ~nUne allndl~lnda 

dncelik slralamaslnda BUtce birinci gelmekte, bunu slraslyla Genel Sat,n­

Alma Kurallarl, Yiyecek ve Beslenme, Giyecek, Dayanlkll TUketim Mall, Vasal 
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Uygulamalar ve Kurumlar ve Genel Pazarlama izlemektedir. 

Meslek k~rslarl programlna tUketici e~itiminin dahil edilmesi bnerisi, 

anketi yanltlayanlarln bGyUk bir co~unlu§u (~91 .2) taraflndan ilgiyle kar­

Sllandl. 

Arastlrmaya katllanlarln satln almada kullandlklarl ilk Uc kriter 

slras1yla: yiyecek allrken tazelik, besleyic i lik ve ucuzluk; giyecek 

allrKen yaklsmasl, dayanmasl ve rengi; dayanlkll tUketim mall allrken 

dayanlkllllk, garahti belgesi ve marka olarak belirlerdi. 

Bu arastlj-manln bulgularl, Halk E§itim merkezleri meslek kurslarlna 

katllan kadlnlara ybnel ik tUketici e~itimi programlnln gelistirilmesi 

lcin gerekli ilk bilgileri sa§lamaktadlr. Ancak, bu bulgular, TUrkiye'de 

daha 6~ceden a:3stlrma yapllG2mlS bir alanda ihtiyac sapta~aSl giris~mi 

oldu~u g~z dr~ne allnarak de~erlendirilmelidir. 
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I. INTRODUCTION 

This study focuses on the Consumer education needs of adults in the 

Turkish setting. Consumer education has been growing in importance during 

recent years allover the world. The interest of the investigator in 

consumer education comes from her marketing background. The investigator 

has felt that there is a need for consumer education in Turkey and has 

decided to conduct this study in order to obtain initial data to be used 

in the development of a consumer education program. The introductory 

section presents the background of the study, states the problem, explains 

the significance of the study, and defines the basic terms used. 

An outstanding development of our time is the rapid industrialization 

and urbanization. In 1935 only 24 per cent of Turkey's population lived 

in urban areas, whereas in 1985 this percentage increased to 54 (DIE,1985). 

The consequences of this development have been manifold. A growing 

number of families have become dependent rather than independent economic 

units. With the mechanization of agriculture, great numbers of people 

began working for others in rural areas or migrated to urban areas. They 

became wage earners, working in farms, factories or services. 

On the other hand, the advent of science and technology has resulted 

in the proliferation of produced goods. Persons trying to select a specific 

product to fulfill a need are now faced with an overwhelming number of 

alternatives. Innovations in transportation and communication enlarged 

the boundaries of the market. 

The mass media and other communication means such as newspapers, 

radio and television have become influential advertising agents. 



Advertisements, by means of communication media, do not only inform 

people about the new products but they also stimulate the desire to 

buy. Families are faced with more purchasing decisions today then ever 

before. They are confronted with a highly complex market system which 

requires both knowledge and competence in matters of consumption. 
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The developments described above are universal with variations from 

one country to another. Turkey is not an exception. 

Need for Consumer Education 

A growing nu~ber of Turkish families have started to consume food, 

some goods, some of which they used to produce themselves. They need to 

adjust to the on-going changes in the market structure. On the other hand, 

people who are not educated in the consuming behavior may be confused and 

feel incompetent in the face of growing complexity of the market structure 

Adult education could be one of the means to help the_people become 

more intelligent consumers. This study focuses on adult education as a 

vehicle to develop conscientious consumers in the Turkish setting. An 

important organisation in the field of adult education where consumer 

education may be introduced is the system of People's Education Centers 

(PECs) run by the Ministry of National Education, Youth and Sports. A 

general description of these centers is provided in the following section 

People's Education Centers 

People's Education Centers occupy an important position in Turkish 

adult education. There were altogether 644 PECs functioning throughout 

Turkey in 1984 (MEGSB, 1985). 
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Two institutions played a historic role in the formation of PEe's 

(O~uzkan, 1973). These institutions were Turkish Hearths (TUrk Ocaklarl) 

and People's Houses (Halk Evleri). Turkish Hearths established in 1911 

and served as cultural and educational centers until the early 1930's. 

In 1932 they were replaced by People's Houses which remained as popular 

centers of culture and education based on voluntary service until their 

abolishment in the early 1950's. Although the first PEe's established 

in late 1950's, their full development came with the founding of the 

General Directorate of Adult Education at the Ministry of National 

Education, Youth and Sports in the early 1960's. 

The overall purpose of PEC's is to meet the needs of people who want 

to benefit from educational services outside the formal educational 

system. They include those who lack previous education or have left 

school early as well as those who have finished a certain type of school 

but would have liked to continue learning. 

Everyone has the opport0nity to benefit from adult education services 

offered by PEe's. No limitations are imposed in terms of age or previous 

education. ~cwever, there may be prerequisites for some of the courses. 

For example literacy is a prerequisite for enrollment in a typing course. 

,lkcording to the "Regulations for Non-Fot'mal Education Institutions", 

put into effect in 1979, each center is run by a director assited by 

assistant directors. Other staff members include supervising teachers, 

course instructors, specialists, skilled persons, and technicians. 

The PEC's offer both courses and cultural activities. The cultural 

activities incl~de lectures, performances, concerts, exhibitions, shows, 

panels, conferences and the like. Turkish State Institute of Statistics 
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classifies the courses offered by PEC's into five groups as follows 

(DiE, 1985): 

1. Literacy courses 

2. General kno\11 edge courses 

3. Vocational courses 

4. Industrial courses 

5. Social and cu 1 tu ra 1 courses 

There are varieties of programs under each heading. As far as courses 

are concerned, their content are generally determined by the central 

authorities of Ministry of National Education, Youth and Sports. In 

cases Vihere there is no such an imposition, local PEC's may develop 

their own programs. 

Vocational courses often last eight months, starting in fall and 

ending in late spring. Each course requires forty hours of attendance 

per week. Thus, the total number of hours exceeds one thousand hours 

of class \'iork. 

A special provision is made for education within the vocational 

courses. Out of forty hours of instruction per ~eek, 2 hours must be 

devoted to general education. This makes sixtyfour hours of genera 1 

education instruction for a course of eight month duration. TI J..- • 
i ne LOP1CS 

selected for general education depend on the needs of the group. Some 

of the current topics include literacy, health, family planning and 

civic education. The teacher may distribute the time available for 

general education over several topics. 

Consumer education may be one of the topics that can be introduced 

in the general education component of the vocational courses offered by 

the PEC's. The advantage of such an arrangement will be the presence 



of an already large group of participants in these well-established 

programs. Our contacts with the various centers in Istanbul indicated 

an interest in such a development. 

Statement of the Problem 

The purpose of this study is to obtain preliminary data to be used 

in the development of a consumer education program intend for the 

participants of the home-making courses offered by the selected PEC's 

in the metropolitan area of Istanbul. Six types of courses which are 
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most typical in these centers are selected for the purpose: (1) Cutting 

and sewing; (2) Machine embroidery; (3) Hand embroidery, (4) Handicrafts; 

(5) Artifical flower and (6) Knitting. Since most of the participants 

attend these courses to improve their home-making skills rather than 

vocational purposes, these courses will be referred as the "home-making 

courses" in this study. 

This study aims to investigate (1) feelings of adequacy in specific 

areas of consumption, and (2) the priority areas in a propective consumer 

education program as perceived by the respondents. It also aims to examine 

how the feelings of adequacy and the perceived priority areas relate to 

one another and how each in turn relates to demographic characteristics. 

More specifically the following points will be investigated: 

1. The extent to which the respondents feel adequate in relation to the 

various aspects of consumption; 

2. The specific areas for which the respondents perceive a need for 

consumer education; 

3. The relationship between respondents' feeling of adequacy and their 



perceived need for consumer education; 

4 The relationship between the respondents' feeling of adequacy and 

their demographic characteristics; 
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5. The relationship between the respondents' perceived needs for consumer 

education and their demographic characteristics. 

This study intends to be descriptive and exploratory in an area where 

no previous research has been done in Turkey. Available research made 

in the United States and Canada are rather scarce. 

~ignificance of the Study 

There is no special law in Turkey \,;hich aims at the protection of 

consumers as such, except the references to consumer protection in the 

various laws. There has been also a number gover~ent regulations for the 

protection of the consumers. Eyamples are the regulations for food items 

and fair advertisement. However, there are a n0~ber of gaps in the legal 

systEm and the effectiveness of the existing legal ruling is questionable. 

Since 1971 four drafts have been made for the enactment of a consumer 

protection law but none of them has been put into effect. 

Article 172 of the Constitution (1982) requires t~at the state take 

measures to protect and inform the consu~ers, and also supports initiatives 

by the consumers to protect themselves. 

A reference to consumer education is found in the Regulations for 

the Non-Formal Institutions (1982). Article 8 indicates the dE~elopment 

of thrifty consumers as one of the aims of adult education institutions. 

Neither the consumer protection nor consumer education is at a 

satisfactory level in Turkey at present. This study is a pioneering 



attempt in assessing the need for consumer education in relation to a 

specific type of adult education organization namely, the People's 

Education Centers. 

The development and implementation of a consumer education program 

may enable the PEe's to broaden and enriche their programs. 

Definitions of the Terms 

The following terms used in this study are defined as below: 

Adult Education is a process whereby persons whose major social roles 
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are characteristic of adult status undertake systematic and sustained 

learning activities for the purpose of bringing about changes in knowledge, 

attitudes values or skills (Carkenwald and Merriam, 1982) 

ConSlmer is the buyer or user of commodities or services (Webster Dictionary, 

1981 ) 

Consumer Education is education in intelligent and effective methods of 

buying and using goods and services; competent money management and the 

relationshiD of the consumer to the economic system (UNESCO, 1979) 

Need refers to the difference between what is and what ought to be, or 

a gap between the status quo and a new or changed set of conditions 

assumed to be more desirable (Leagens, 1964) 

NeedsAssesS::lent is a systernatic method of detel~mining the educational 

needs of a particular group or co~munity (UNESCO, 1979) 

Felt Adequacy is the respondents' feeling about their own adequacy in 

the specific areas of consumption areas 

Perceived Need is a need identified by the person. 
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II. REVIEW OF LITERATURE 

A thorough examination of TUrkiye Bibliografyasl (Turkish Bibliography) 

which lists books and TUrkiye Makaleler Bibliografyasl (Turkish Bibliography 

of Articles) which lists articles covering the years 1970-1984 indicated 

no publication in the area of needs assessment in adult consumer education 

in Turkey. An examination of the sections devoted to adult education and 

home economics of Dissertations Abstracts covering the years 1975-1983 

showed that the research conducted in this area in the United States and 

Canada was scarce. Due to some practical problems the existing literature 

could not be fully obtained. Therefore, the following survey is based on 

the literature which has been available at the time of the study. 

This chapter starts with the concept of need, followed by the sections 

devoted to needs assessment in adult education and consumer education. It 

ends with the studies related to adult consumer education. 

The Concept of Need 

The doctrine of interests and needs in education was first proposed 

in an eloborate manner by John Dewey (Atwood and Ellis, 1971). Dewey 

thought that the traditional sUbject-matter approach resulted in a neglect 

the needs and interests of the learners. He sought to replace this approach 

by a learner-centered approach. 

There are a number of definitions of need in the literature. In all 

definitions of "need" reviewed, the term implied the existence of a 

discrepancy between the observed status of individuals and groups and 

the desired, required or acceptable conditions, outcomes or goals. 
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According to Knowles (1970) two kinds of needs have meaning for 

adult educators in program development. These are (1) basic or organismic 

needs, and (2) educational needs. 

Basic or organismic need is a deficient state that initiates a motive 

on the part of the individual~ It produces tension in a person causing 

him to do something to eliminate this tension. 

According to Atwood and Ellis (1971) such a concept of need is similar 

to the concept of drive which refers to a bio-psychological state of tension 

causing gratification seeking behavior. A state of inequilibrium occurs as 

a result of tension, and this state continues until equilibrium is restored 

by a satisfaction of the need. 

One of the best known theories of human motivation is the one proposed 

by Moslow (1954). According to Moslow human needs are arranged in a 

hierarchical form, starting at the bottom with physiological needs, and 

going up to safety needs, belongingness, esteem, and self-actu~lization 

in an ascending order. The emergence of a new need is essentially dependE~t 

on the satisfaction of a more basic need. Thus, a person has to satisfy at 

least partially the need for food before he becomes preoccupied with such 

needs as job security or acceptance by others. 

Knowles (1970) classified the basic or organismic needs into the 

categories of (1) physical needs, (2) growth needs, (3) need for security 

(4) need for new experiences, (5) need for affection, and (6) need for 

recognation. 

These basic needs had relevance to education in that they provide 

the deep motivating springs for learning and they prescribe certain 

conditions that the educator had to take into account if he were to help 
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people learn. 

As for the educational need, Knowles proposed that it was something 

a person ought to learn for his/her cwn good, for the good of an organi­

zation or for the good of the society. It was the gap between the present 

level of a competency and a higher level required for effective performance 

as defined by the person, the organization, or the society. Knowles port­

rayed his definition of educational need graphically as shown below: 

Required Level of Competency 

Educational Need 

Present Level of Competency 

According to Atwood and Ellis (1971), educational need was a need 

that could be satisfied by means of learning experience. It was considered 

to be a deprivation or deficiency that gave some clue as to the educational 

activity req~ired to overcome. 

~onette's (1977) definition of educational need agrees with the one 

proposed by Atwood and Ellis. According to Monette, labeling a need as 

educational implied that it was capable of being satisfied by means of 

learning experience through the provision of appropriate knowledge, 

skills or attitudes. 

Scissons (1982), described the concept of educational need in tenns 

of three needs components, namely, competence, motivation, and relevance, 

and he proposed two categories of higher order definition based on these 

components. Competence referred to an individual's abil ity to perform 

a range of skills, Relevance referred to the utility of those skills to 
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the individual's situation, and motivation referred to the predisposition 

of the individual to improve his/her ability in those skills. According 

to Scissons each need component was important in a general sense and 

should be operationalized for any study. The higher order categories, 

wants and complex needs involved a combination of two or more needs 

components. According to Scissons, the three need components, either 

individually or in some dyadic or triadic combination with each other, 

subsumed many of the varying definitions of need existing in the 

literature. 

According to Archambault (1957) two types of needs are important when 

planning educational experiences: Felt needs, and real needs. Archambault 

argued that both types of needs were important in the development and 

implementation of educational activities. A need has to be felt in order 

to have the individual motivated. Felt needs could be used as starting 

points in the educational process. However, the real needs have to be 

identified and become the focal point for guiding the process. Real 

need took its character from an objective reality in relation to the 

environment. 

Although the concept of need is defined and classified in a number 

of ways, it is an important concept in adult education. As Knowles puts 

it, "the highest expression of the art of the adult educator is skill 

in helping adults discover or become interested in their needs". Conse­

quently, educational needs of the target population need to be investigated 

by using the appropriate techniques. In the following section some of the 

techniques of assessing needs are explained in detail. 

Needs Assessment in Adult Education 

There is a general agreement on the importance of needs assessment in 



12 

planning adult education programs. No such agreement exists, however, as 

to the best method of determining needs. 

,l'lccording to Kempfer (1955), the existing methods of determining 

needs can be placed on a "scale of involvement". At one end of the scale, 

the director of an adult educational institution sets up activities for 

adults, and at the other end, the director and the adult plan together. 

Since the methods vary, the adult educator should know the various means 

of determining adult needs. He should know how to operate at various 

points along the scale of involvement. 

The pioneering study by Kempfer covered the directors of adult education 

in 530 public schools and community colleges in 1947-1948. He used a 

questionnaire to collect data. He indicated that there were additional 

sources of information which could aid educators in assessing the needs. 

These sources included the Chamber of Commerce, civil leaders and 

associations, labor unions, newspapers and existing documents. Kempfer 

found that maintaining contacts with organizations in the community was 

the most effective method of determining adult education needs and 

interests. 

Another method commonly used in data collection for the needs 

assessment purposes is the interview. In a group of projects financed 

by UNESCO and UNICEF (1966-1967), the major purpose was to identify the 

basic educational needs of rural communities in selected villages of six 

countries in the Central American region. These countries were Costa Rica, 

E1 Salvador, Guatemala, Honduras, Nicaragua and Panama. An interview 

schedule was used to gather information on the basic educational need 

in all countries. 



In Jutipa, a village "in Honduras, the sample was composed of 107 :"';l'"sons 

corresponding to 18 per cent of the population aged 15 or over The 

results showed that the basic educational needs expressed vvere tD lea}"n: 

reading and writing; spelling; dress makil'l9; farming; animal husbandvTY; 

cooking; var·ious trades: forriery, carpentry, bakery, ShOE%a'<lrog, nursing, 

fl od stry; how to get more 1 and, in the order of thei r frequency. 

In La Puerta~ a vil"lage in E1 Salvador, the sample was dt'a'tlfl flu:'l 

20 per cent of the population over the age of 14 (twenty-five men .:\"ij 

t\AJenty-seven women, totalling f'ifty-t\vo). Basic educational needs spon­

toneously expressed by women in reply to the open ended questions were 

learning to read and vvrite,dressmaking, cooking, giving injecL·;)I:S, 

preparing food, counting, embro"idery, and basic nursing. ~11en, (/\ the 

other hand, indicates preference for vGcational training; they were mo~t 

interested in ta"iloring, bunding, reading and writ'ing, Jt'ivir!s), si3.~I/':ng, 

coffee-grm1ring, giving injections, carpenti'y, electrical H01"k, :1]i3thernatics, 

farming. in the order of their preference. 

The major purpose of a survey conducted by Caklf (j983) was tc aS~2SS 

'-iuH education needs 'in the $is1i-GUltepe d'istr'icts of Istnnbu]. )h!"~ 

survey was conducted on a sample of randomly selected 140 ~i()JJs2:iiJlds, 

using one t'espondent from each household. A total of 58 men (,lid 8? ltiGiilf::'!l 

\!,fel~e intervieltJed. The survey indicated that there was a rang,,; 

as expres:::ed by the sample in the districts for adul t educt,,), ie:': i,_:Ui'~;(:'S 

and acti v"i ties to be offered by the Centet'. Mos t of the nefJiS ;":'<'("c''.:. ::.;vd 

centet'ed aroufid home activities, because of oVer-'repl'e~;c:nlat i"i'i 

fema": es in the sampl e. 

Anothel~ approach for needs assessment is the Delphi tectmlqut'.rhis 

techn'ique is basically a way of collecting opinion in an effott tu ;>toduce 



a group conC2nsus. 

Delphi technique was used in the United States by a group ~jrking 

at the School of Education of the Un;vers'ity of t~assdch'lssetts .Iiv:, 

four-rounds questionnaires were administered during a two day ~on~erence. 

The fina"1 )~e5ults rev(:!aled highest priority ~'atinus fOl~ 29 of the 1 'l3 

need statements originally generated. The highest priority stat~mEnts 

prov'j ded a bas is for pl anning in-service tra ining and staff deve"1 opmen t 

work shops for the aduH 1 earning centers in Massachussetts (i',(:,sfiiClrl .1nd 

Carey, 1973). 

In addit"ion to the methods described above there are l)t):.:r';'::ec!s 

assessment methods, including the use of tests, gr'oup ptO!))l!:, ,} ,a-!j:oi:;, 

job and'lysis, performance tevielfJ, records and rev·ie\J>Js. The s~:~·v :n:?tl:nd" 

however, by means of interviews and questionnai;"es is the :;I):'·"t (Oi,ml()n 

one used for research purposes. 

Consumer Education 

A re~ort of the Office of Education of the United States pu~11shed 

in 1967 defined consumer' education as: 

The study concerned with the development of knowledge, 
understanding, appreciations and skills involved in th~ 
€.~conomic wel fare of consumers and consumer g)'G',lpS in 
everyday life; for example, competency in p';naging n1C 1n(-:/, 
consumer legislation. evaluation of consumer research, 
and product test"ing, and the rol e of the COnSL'I1lEi' in t 
economy ( Charter,. '1973) p. 3). 

Jl.ccord-inq to ~1endenhan, the goals of consumer' edur:.:rltion I'v' '.; CD 

pY'oduce: 

(1) 
( 2) 

(3) 

A pt'udent manager of personal and fami 1 y fi nance'; 
A wise buyer of goods and services in the marke~ 
place; .. 
A careful user of personal and publlC possesslons; 



(a) A . f d 
r ~ ~n 'OY'I~e and intell igent acting consumer 

clt"lZen (ChatteY', 1973, p. 3). 

The report of the President's Commission on Consumer Interest OF the 

United States publi.hed in 1968 defined consumer education as: 

The development of the individual in the skills, 
concepts and understandings required for everyday 
living to achieve within the framework of his own 
values, maximum utilization of and satisfaction 
from his resources (Charter, 1973, p. 2). 

In the GU'idel"ines of Education (1968) pt'epared by the Ill'i~'h)is 

State Office of the Superintendant of Public Instr'uct'ion, CO!1('~X!i~r' 

education was defined as: 

The development of the individual in the skills, 
concepts and understandings required for everyday 
living to achieve within the framework of his own 
values, maximum utilization of and satisfaction 
from his resources (p. 1). 

Ikcording to the Guidelines, consumei~ education does notintc\\d to 

direct consumer choices. It means to provide an awareness uf al ~2rnativcs 

as well as the opportunities and to assist consumers in makin~1 (;1,2 cheiel: 

which is best for the'ir pur'poses in the 1 ight of their- values. ::ClIISlH)it:}' 

education does not seek to indoctrinate values. It should provide the 

kind of experiences which will enable consumers to engage in th~ process 

of weighing the evidence necessary to atTive at intelligent (h.'cisiors. 

According to a UNESCO definition (1979). consumer education aims 

to develop intelligent consumers who will use effective methods of 

purchasing and using goods and services, \lJho manage theil~ money corq:;l:'-

tently and who understand their relationship to the economic system. 

~lhile examining the literature on consumer education, it iYOI,'!>]" 

apparent that the concept of consumer education was someiim2S C'I~(u~eu 
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with that of the consumer infonl1ation. An &ml~101 l'eport by O.E.C.D. 

(1974), mukes the fol1ov'J'ing distinction between the t\'IO concE:pts: "The 

purpose;: of educating consumer'S is to develop a critica-I sense anel prope~' 

judgement on all consumer t'elated matters. Consumer information ,-.:,ll tli!2 

other hand, provides consumers with facts relating to properties. or 

prices of goods or the nature of protecti ve 1 av.Js u. Another iHil:'.\d 1 t"{:V)\'t 

by the same organization ('1981) proposes that consum'2r inforn:2Vi';I:,lnd 

consumer educai:'ion are complementary. 

According to the results of six separate studies or conSUTr:cr use and 

comprehension of nutrition infomation in the United States, U:,: ~;rov-;s-i(ln 

of informatiGn vIJithout education did not necessar·-j1y have any 1 ,lPiV1: on 

consumers (Jacoby, Chestnut, Silberman~ 1977). 

Studies Related to Adult Consumer Education 

In the United States Lee studied fifty adults (29 1I'):ileff;,\k':';(:;~I:l(111 

male family heads) who were living in sUbstandatd hou5~n9 ,p'el-\-~;'l 

Wash-ington D.C. in 1962. The purpose of tl,-is study was to (;et;~i~,!1:':\,;UH, 

intei"ests of the adul ts in the sample in homemaking cducc,tion a; '.;2\! 0,5, 

the possible content areas and their awareness of existing progrzffiS. 

Interviews ItJer'e used as the data collection instruments. Lf;!~ fO_Ii!d that 

a lthough consumer educati on VJas the most fl'equentl y menU Oli2d S lhj ,?ct 

no classes OY' courses were offered in that ay'ea (Charters, '1913). 

The purposE of a study completed by Skrdla in 1969 \lJas to ':TI/(;sti9i,_t,(~ 

the needs and interests of foreign student families, especially the 

diff-jculties perce-ived by students I wives in selected aspects C)I' iI'Jilh: 

making. Data were obtained through structlHAed personal inter'vi':'!::: ,;jiUi 

farnil-iesrepresenting eight different areas of the vJorld,1uur'l.y:,<c:i C(-



local housing, five religions and d-lffering falT:ily status and cu-ltural 

backgrounds. Common difficulties involved such nlattel~S as hous-it:g, 

shopping, transportation and unfilmil-iar food. Needs -inc-Iuded i!]forll!~\t:ion 

about local resources, orientation to shopping, child care, bettor 

lighting, nutritional and food preparation information, and tlelp 11'JHh 

banking,credit, legal documents and household records (Charters. 1973). 

Gilchrist and Barton (1970) studied homemakers in two housinn Droiects 
'.' I '-

in f"lontgorneY'Y, Alabama. Fifty \lJhHe and fHty non-white r--csp(jndc:rlt~; \-121'(: 

included in the sample. The pur'pose of th-is study was to identify common 

needs and interests. The respondents expressed the need for an il1creased 

number of consumer education programs. Non-white homemakers expressed a 

desi re for a greater number of programs aimed a.t increasing their· undr2r-

standing of credit, and white homemakers expressed a. '2sire for P"O~~\)jI13 

on money management (Charters, 1973). 

The purpose of the study byBraun (1979) was to ascerta-in till' existing 

consumer economic k:l"wledge of women 55 years of age and olde :u:-ticipGtin~; 

in adult consumer education courses in rural and urban an~6.~:' i-"; Lr.E:: Un;t:~d 

States. It was found that the programs in both urban and r~I(: ~reas 

offered the same type of consumer economic knowledge. The y(,ung participa.nts 

possessed a higher level of consumer economic knowledge than older pat'ti­

cipants. Type of program, age and place of residence did not produce a 

difference. 

While reviewing the literature "it became apparent that a stl,dy s'inin,n' 

to the prE-sent study was conducted by Johnson (-1980). This ~;-;:'lii6(ity 

resu'lts from the fact that two of the four basic issues exa:il~ilcC by 

lJohnson in hi~r study are silfirlar to the issues under ex.iJ.~:linatio'i \i- Uiis 

study. Johnson's study compared the educational needs of hon(,;i'!(L~,':; liiLhir: 



the content of the programs offered in consumel' "nd hOllIe-making cduca 1>1 on 

in biD se"lected communities in Idaho. She attempted to answer V\r~ 

following questions: 

1. What were the adults' perceptions of needs for consumer and home-mak~rlg 

eduCi'!"ti on. 

2. Did the perceived needs differ for adults with different demo]raphic 

character'-istics, namely, age, employment status, type of ~;n\:~ ,/iL(:nL, 

number and ages of childY'en in the family. income, ge09t'iJph"l~ :~(~;iOi:, 

level of education, and sex. 

Data were collected by use of an interview form developed by the 

investigator. The study covered 60 randomly selected home-makers. It was 

found that the greatest educational needs were in the content areas of 

personal relationship. housing and consumer education, and l'esource 

management in their order of frequency. Most of the on-going classes, 

however, were in the content areas of clothing and textile~ food and 

nutrition. and housing. The classes taught in housing were mainly ~rt 

and crafts classes while the educational needs of the horne-Ir:akers dlc;o 

included energy conservation. Except for the educational backgro',r,cJ end 

sex, the other characteristics of horne-makers were signif"icant1y ;"o"lated 

to the educational needs. 

When the responses to need for education were cross-tabulated with 

characteristics, there was no consistent pattern of distribution. 

The rnajoY'ity of studies on adult consumer education are concl~i"ned 

with the identif'lcation of home-makers, needs. Investigation of tLe 

relationships between identified needs and demographic chardcter~stics is 

a common feature of these studies. On the whole, Ule resei!\"ch JV:;l',;;I I; 

indicates a clear need for consumer education. 



IT I. ~1ETHODOLOGY 

This chapter deals with the methodological aspects of the study, 

namely~ the basic questions that the study addresses itselF, the 

In 
i :,: 

population, selection of the sample, development of the data co"ilect"ion 

instrument. implementation procedure, and finally the appt'oach fur the 

analysis of the data. 

Bas ic Questi_C2..~2, of the Study 

The present study attempts to answer the following question5: 

1. To what extent did the respondents feel that they had adequatE:" knmv-

ledge in the following major consumption areas: 

a) Food and nutriti on 

b) C1oth-ing 

c) Legal regulations and 'insti tut"i ems 

d) Durables 

e) General marketing 

f) General prine i p'1 es of purchasing 

g) Budgeting 

2. Was there any relationship between the feeling of adequdcy a!d the 

fo1'! ovJinq demogY\lphic characteri sties: 

a) Age 

b) Marital status 

e) Level I)f educa tiLln 

d) Level of income 

3. ~~hat \..Jere the specific areas in which the respondents ~wn:ej /c c; lif.::E:d 

for consumer education. 



4. Was there any relationship between the perceived need for ccnsumer 

education and the demographic characteY'istics specified -in r;o;le:o;tion 

2 above. 

2!J 

5. Was thet~e any t~elationship between the felt adequacy of tho"::; Yfsy)nd2nts 

in having knowledge in specific areas of consumption anJ the perceived 

need for consumer education. 

Population 

The population of the study consisted of 18 years old and older females 

participating in the home-making cow'ses at the PEes in the meVupolitan 

area of Istanbul. Information about the size of participants i:lt oendinG 

these COUI~ses and their distribution over the center'S \'>/as ))cra\r;C'd ft'orn 

the local authorities responsible fer the centers in Istanbul (ialk E~itiMi 

Baskanllg-!). J\ total of B917 female partoicipants was estirnt1t(~;oi. 

Basically. the PEes serve out-of-school youth and adul ts. fi,j\,\_~vt~r, 

the official statistics records the attendance of some parttcj"ln~~ even 

younger than 14. In the present study the reason for setting U. !i:'Ir!Oi:pLim 

age l-imit at 18 is the assumption that people do not usual"!y bb~O:\le fun 

consumers with sufficient experience in all of the major aspect~ of 

consuming behavior. before they reach a mature age. Th'is rncIY b,=; ')drl-;"'lil;w!y 

true in the Turkish culture since it is common for teenagers °t,J (;':;;02 i'Ji':h 

their' pdrents. 

The reason for excludin~l males from the popu'\a,tion is tlla:-o oh,~ ',iolidy 

intends to obt.ain initial data for the purpose of int\'oduc~r'9 ~'o ;:;);II,r"(.:'" 

education component to generul education section of the h()!iI0--1Cl;ii:',~ cou\'ses" 

There are no male participant:; attending the hOi"118-making COl.li':o:;~" 
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The total population of the study includes the female participants 

in the horne-makirng courses in nine PEes "in mettopo"iitan Istanbul, Tf+j 

are those located in Kadlkby. OskUdar, Zeytinburnu, Sarlyer, ~i~li-GU1-

tepe, Kartal, Bostancl> EminonU and Bayrampasa. The PECs \'lh";Crl lld\."e ber:n 

recently established at time of the study are not included. 

Select"ion of the San]ple 

Due to the practical difficulties in sampling on the basis of the 

course participants, it was decided to select and focus on a limited 

number of PEes that would represent all of the nine centers under study. 

The nine original centers wel'e classified into th"ree main groups accol"'d"inq 

to their locations. With the aid of the Istanbul Directorate of Adult 

Education, the following classification had been worked out: 

PEes 

A. Kartal, Zeytinburnu 

Bayrampasa. 

B. $iSli-GUltepe, Sarlyer 

OskUdal', El11inonU 

Bostancl 

c. Kadlkoy 

Characteristics of t~e 
Locations 

of workers 

Locati ons wi th aui)!:"~n t it: is ta:!bu 1 

pGpulation n1ixi~d \'l,tf~ il0':J (u;iif~'l"S 

to the city 

A vIe 11 estab 1 i shed f"('S"; cr:nti(.\ 1 

area. 

It was decided to select one center from each group. Since Kadlk~y 

was the only center in group C, it was included automatically. For the 

1 "1" Il. and B nlalnes we\'(' drawn l'andoiill,". Zf:..~J·t i nburnu se ectlons Tram groups ~ J 

and EminonU \lJere thus selected as the re;:;resentat"iv(,: PEes for :;t'c.ups 

A and B respectively. There were a total of i101 females 13 ]"1:'(\(':; (;lJ 

and older attending home-ma~ngcourses in the three centers selecteo. 
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The next step in the samp-ling \vas to select d relatively -liiiiit·::c1 

number of participants from each center. Sinc(.; convenient quolo ~;(lil<phn(J 

wa~ applied for practical reasons a large sample size (30%) was uS0d in 

order to m'inirnize the sampling errors. This method yielded 150 ;E;r'ticipants 

from Kadlkoy, 100 from ErninonU and 80 from Zeytinburnu. This brolJiJht tli'~ 

total sample size to 330, which was considered a good size for datJ 

collection and data analys·is. The d'istribution of the 1101 pal~';'~-!;J':Hlts 

of the original sample over the three center's and the 330 Jt:lsc!:r,.j fY'wl 

these gi~OUpS for the actual use in th'is study is shown in f'jbl", 1. 

TABLE 

Distribution of the Respondents 

in the Sample over the Three Centers Selected for the Study 

Name of 
the PEC 

Number of 
participants 

Number of t'-'S[";CHH;U:ts 
included 1(,t:18 sdl1iple 

,--- ------------.----- --- ... ------- -----.. -- ... --.... --. ,--- '---

Kad 1 kay 

EminonU 

Zeyt'inburnu 

500 

334 

267 
------.----,----------- .---

TOT A L 1101 

Development .of the Que?tionnair~ 

I ~i CJ 

A four'-part questionnaire was developed by the invE:st'j(Yll')1' (ApfJendL< !\). 

The fi rst part canta ined 10 questions about the demographL dk1t'i.1CtC­

ristics of the respondents. The purpose was to obtain both a ~rjfile of 

the respondents and the data necessary for the a.nalysis re'!at(:'~ t:) l'e 

basic questions of the study. 

Part Two investigated the extent to which the tespondents •. 1t c:de'.u::,'l>C:~ 
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in relation to the selected aspects of consumption. The content of this 

part was based on consumer and homemaking competenc i es. n~2S0 L'..1mpetencl eo:, 

were identified in prior studies by Uhl.etal, hiksOYI and Sind (Ch3.rters, 

1973) and in the Guidlines for Consumer Education (1968). A totdl of 28 

competenci es wel~e derived from these sources. The competen-:: i es we\'e tht:n 

g)~ouped into the following seven basic consumer education J(eiE: 

1. Food and nutrition 

3. DuY'ab 1 es 

4. Lega<1 regulations and institutions 

5. General marketing 

6. General principles of purchasing 

7. Budgeting. 

Questions in this section \,icre formulated to check four spC'!\ifk 

competencies in each of the basic areas. For example in flu) ,:,d 

nutrition area questions were formulated to check the I'C:S!ndeil~S' 

feelings of adequacy in nutritional value of food, healthill foed, 

balanced diet and the select';on of food items (I;ppendix Bl, Qut";t'e;ns 

related to all the seven areas were miJ<ed rand0'111y thr\)u'~k)u( tt>i'~; 

particular section. The mixing is shown in Table 2. 



TABLE 2 

Distribution of Competencies Over 

the Major Consumption Areas 
-------------------_._--------------------

Major Consumption Areas 
Number assignee to e2ch 
competency in the questlonnaire i 

_._------------------------- ---------------_._._. __ ._--_._-- .-

Food and Nutrition 

Clothing 

Durables 

Legal Regulations and Institutions 

General Marketing 

General Principles of Purchasing 

Budgeting 

1 , 6, 1 ';. 
I L. , 20 

3 , 1 I , .2~ ~ 27 

4, 10, 15, 25 

5, A 7 I . , 10 
i .... :' 

"h l.,.,,J 

2, 8, P - , 'ie 

0 J, 18, 21 , l>+ 

7, 14, ?5 .- , 28 
--------~------.--.----.. ------.. -.-

The scale used in this part of the questionnaire was J variJtion of 

the Likert-type scale with four categories. The scale intended to assess 

the extent to which the respondents felt adequate in relation to a give~ 

competency. The competencies were formulated in behdviora 1 L·::nilS such 

as "I hesitate to buy goods on credit by myself" and "I mdke gc(\d choicos 

in my selection of food item purchases ll
• Respondents were asked to 

indicate their personal judgement by Inarking one of the four options. 

These options 'dere IIstrongly agree", lIagree", "disagree", imd "stl'(Xlgly 

disagree" . 

This method of categorizing 28 competencies into SGve~ majo~ 

consumption areas is similar to Johnson1s categorization vihich has been 

exp'lained in detail in review of literature chapter of this study. 

Johnsonls interview schedule was also based on a Likert type of :'.CJ:e. 



However, "in this study a four-point scale is used instead of f-ive "in 

order to avoid neutral answers. 

,")r 

t. :J 

The purpose of the third part of the questionnaire was to ass(.ss the 

perceived needs of the respondents for consumer education in +.he seven 

major consumption areas. These seven areas were presented directly to 

the respondents. The respondents were asked to select three areas out of 

seven and to place them into a rank order of pl~iority, the most v;;;c,.ntr:o 

area of learning to be marked 1. 

The third part of the questionnaire included also a direct quostiun 

as to the willingness of participants to have consumer education as ~art 

of the course that she was attending. The respondent was expect~d to 

answer this question by saying "yes" or "no". 

In part four the major purpose was to investigate the criteria used 

by the respondents when purchasing goods, namely, food, clothing an0 

durables. Seven attr'jbutes were identified in each group, and -r?'-,pondent:; 

were asked to rank three out of seven in a pY'iot'ity order, thE' 'nost 

emphasized attribute to be marked 1. 

Procedure 

Five judges were asked to check the content validity (If the rlraft 

questionnaire before the pilot study. Three of them were sel~ct2d frmn 

the Facul ty of Economics and Adnrinistrative Sciences and h'i) frorl U12 

Faculty of Education of Sogazi<:i University. The jud~)es 6c: recd t!li.lt th,:~ 

instrument deve'loped could serve the purpose. Aside from i;r:E crHicisims 

and the sugqes ti ons on specific items, they also ilureed thdt 2b C(:m:)('t..~nc i es 



grouped into seven consumption areas represented those aredS. I I 

addition. the results of the first pilot study were discussed with 

the judges. 

A pilot study was conducted with 60 participants at the Si~li­

GUltepe PEe - a center which is not included in the study. 

Taking into consideration the results of the pilot study and the 

suggestions Df the jud']es; the questionnaire \lIas given its f'ir:Cl' fOI'nl. 

, .-
L.U 

Home-making courses were offered in the main building of K~d~kj! and 

EnlinonU PEes, whereas Zeytinburnu PEe offered these C0Uy·se:) Glit'~,ide ~he 

main building in the vicinity as well as in $irinev-Ier. Thc! q-J,~::LionrH_it·t.' 

was conducted by the investigator and the three train2d members ftOnl th2 

Faculty of Ed;Jotion of Bogazi<.:i University. All the \'Jomen pax.:iciparts 

who were 18 years old and older attending homemaking courses if! th~se 

three Centers were included. Then 30 per cent of the replies were 

randomly selected from among the quest;onna;n~s given in eac!; '::~~nt<:'r. 

The pr:;cedur-e yielded 330 respondents (See Table 1). 

Data was COllected in ,';jne 1985. Due to the schedu'ling of I~ (1S:;(~S 

in different days of the vJeck the collection of the data VJc~S (0" relet-cd 

in s"ix days. 

The data we\~e processed at the Bogazi;;i UniversHy Cornp.i~':_j- Lcnter. 

The statist"ical methods used in this study were frequency ri:, ';l:but-iudS 

by numbers and percen-ages, means, Chi Square test i'lnd ('{'aide;' V tr-st. 

In analyz ing Part I of the questionnaire numbers i::rld pt_'r'-cc;r'~,'_ ) t;"i'f\ 



used to describe the characteristics of the respondents. In addition, 

the average number of people living with the respondent in the sclnll? 

house was calculated. 

Part II of the questionnaire consisted of questions related to felt 

adequacy of the respondents in having knowledge in seven major (onSumptlun 

areas. The degree of felt adequacy was calculated by assigning ~eights 

to each response. As it was previously explained there were altogether 

28 competencies grouped into seven major consumption areas with four 

competencies in each. Responses to each competency were weightrJ frOnl 

1 to 4. For the questions implying adequacy in a particular con~~:~ncy. 

the "strong"ly agreed" was given a weight of 4, while "strongly dis2fj!'H::(1" 

received a weight of 1. Reverse coding was applied fOr' the c;uc:~,t ~O(I:"; 

implyingjnadequacy. An example of the scale used for this pi\t'!f the:: 

questionnaire and the coding process are shown below: 

I have knowledge about 

the nutritional values of 

various food item 

I don't know how to 

prepare a family budget 

Strongly 
Agree Agree Di sagre(~ 

(4 ) (3) (2) 

(1) (2 ) (3 ) 

S tr'C f~01 y 

"~~:"~-g!"~-(~-

( 1 \ , ) 

The analysis in Uris part started with summation of the tfJ;<~ nun:bcy 

, k d at- the four or,Jtio!'lsin each CO;" ~'"',t~:~'/, n~2 of respondents wno mar'e on -

~ b t1l,'m,bers ~ .. nld percentnoes. results were presenteu y ,."- ~ 
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weight for a given consumption area was calCL(lated by adding tile \veighted 

scores of all the four competencies. Since the weighted score for each 

specific competency could change between and 4, the range for each 

group of major consumption area was 4 to 16. 

It was decided to group the respondents either as feeling adequate 

or feeling inadequate in seven major consumption areas. Since the options 

for questions were designed in such a way that one end of the scale would 

reflect "adequacy" and the other "inadequacy". 4-16 range vias divided;nto 

two parts to correspond to these categories with 4-10 indicatin9 "inade­

quacy", and 11-16 indicating "adequacy". According to this clas~;Hjcation 

a respondent whose composite score was eight on the four questions related 

to any of the major areas would be classified as "fee1ing ~nadequate" in 

this area, whereas a respondent with a composite score of 14 would be 

classified as "feeling adequate". 

In addition, the mean score of each competency was calcu'at0d. ~gdin 

respondents were classified either as adequate or inadequate. As it was 

explained in this sectiol1~ there Here fout' options in each cOlnp~t·.:r.c/ 

with assigned values of 1 to 4. The 1 - 4 range was dividerl in tile !!liddlt~ 

with 1.00-2.50 indicating respondents feeling of inadequacy and 2.~~-~.OO 

indicating feenng of adequacy. According to this classificatioll, a 

respondent with a score of 1.50 in any competency would be classified 

as "inadequate" 'in this competency whereas a respondent with a score of 

3.00 would be classified as "adequate", 

The classification used in this study is basically similar to that 

of Johnson (1980). She, hm'lever, used three categories: 1.0·-2.4 !:leant 

that the respondent perceived little or no need, 2.5-3.4 meant ttal' tilE' 

respondent perceived some need, 3.5-5.0 meant that the responJeilt 
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perceived moderate or great t1,"ed as she put it. 

The Chi-square test was used to determine if there were significant 

relationships between felt adequacy and such demographic characteristics 

as age, marital status, level of education and level of income. The 

distribution of data made it impossible to use other variables for 

analysis. 

In analyzing Part III of the questionnaire, the seven consumption 

areas were put into rank order o.ccord·ing to the priorities assigned by 

the respondents. The respondents ranked these areas accordin3 to their 

educational needs as they saw them. 

The Chi-square test was applied to determine if there ~as any signi­

ficant relationship between the perceived need for education in each of 

the seven major consumption areas and such characteristics as aye, marital 

status, level of education and level of income. The same test was also 

applied to establish the relationship. if any, between the de~r2e of 

felt adequacy and the perceived need. In addition Cramers V test was 

applied. The purpose of using this statistical method was to me3sure 

th2 strerqth of the relationship. 

Part III consisted of a question to check the interest of t~e 

respondents in a prospective consumer edu~ation program. The answers 

were analyzed by numbers and percentages. Since there were only a limited 

number of respondents who did not indicate an interest, further analysis 

of the data seemed to be unnecessary. 

The major purpose of the fourth part of the questionnaire was to 
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investigate the criteria used by the respondents when buying certain 

categories of goods, namely. food, clothing and durables. The attributes 

that were selected as important were placed intu a rank order. 
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TABLE 3 

Distribution by Age 

Numbet' 

HiS 

1 '1 0 I 

17 

I 1 

, 
1 I 

6 

s: 

'r ~ \ , 
,- ,-J 

~-\:", i '., 

, .. 

- , 
.'; i 

. " ~.' 



The table indicates that 50 per cent of the respondents WEle 19 

years of age and below, 33 per cent \'.Jere in the 20 -2,1 age S/';U:-l. 

Percentages dropped sharply with the age bracket 25 -29 and (01 tinu~d 

to do so with each of the following age group. 

The eli stributi on of the respondents accol"ding to Inc! Y i l') 'I s cU eus is 

presented 'in Table 4. l\ g'reC\t majority of r(;spolldents (21.8 pc')' ceLi:) 

TA.BLE 4 

Ma rita 1 Sta tus Number 
--------~----'-~-~---.--.-"'''-----,-----------------~-~. ----.~-- ." ... -

Singl f; 

Married 

Widowed, divorced 
live separate 

TOT A L 

270 
56 

4 

330 

(I'; . 
";,, \./ 

;- r· 
i i ~ \.i 

The di stY'ibution of the respondents accotd'ir,g to th<,; > (",_ ,:,"'cC: U;l' S 

shown in Table 5. 

TABLE 5 

Occupa tion Number 
,.,-~-.--",--~~.~.---- .. ""---'~-----'-''''-''~--~--'-'-~---'--'~' 

Housew'j Vf~S 304 

Sel f -emp; .;yed 5 

Student 16 

No Answer 
- ~-------.--.. -.,---,----.-"..-.. --~-----.--

_____ ~ _, __ • ___ ._~_~._ •• _~~A ___ ~ ~ •• ~ _ 

TOTAl_ 330 
-... --.. -~------.----, .. ,----------.. - -_._--_ .... _. ~ .. _~.­

.~,.-----~-



to another' question 'indL:ated that seVEn out of nine \IJho hJd :<'::Li e~i;flluyc'""; 

were working part-time. 

T't ""b' ~ h ' ~e OlStrl'utlon OT t e respondents 

background is shown in Ta.ble 6. Primary school grJduates n:,1'~E' :.<~' i;6.L\ 

pet' cent of the total, comprising the largest 9roup. "i"II';s ~Ia:.; fol1c~\!Ed 

by .1;2 junior and senior high school graduates, accocnting for 28.8 p2r 

cent and 21.S per cent respectively. Only 2.4 per- CEnt of the; Fspn;:c;;';nts 

univer-:;Hy graduates made up only 0.6 pei" cent of the l~i::~p:);'jd.:nL" 

TMILE 6 

Distribution by Education 

Last School 
Completed 

Literate only 

Pr'imal'Y School 

Jun 101' Hi SJh School 

Senior HiGh School ,J 

Un"! versi ty 

,---.--------~-,--,--,-,,'---, -_." ' 

Number 

8 

153 

95 

72 

2 

21.S 

q .­
" • tl 

-.--.--------~--"--- - ---­.---.-----.~-~ .. ---".-~~--~~----.-.-------.-----~ 

TOTI\L 330 
-.----.-~-,,~.,--.-.---"----. -~~--~----

----- ------- _._-----

ThE! d-lstY'ibution of the respondents by rronth;y inCO::lf: I' S1':,>,::'1 

Table 7, Respondents \vho had a monthly hOJsr::ho I d inco:ne DC;"",) 

O 0 "rl l UI) 4? 1 Der cent of the tot.al, c:Jinp;,~~;1n:jl:" !T/:~\ 'lOa. 0- I., mfH.lt: '!' .,0 t 

T! . "lco1,i,',Y,fe,(i, ti" (] .. 50.GOO T:" n:mchly ~nCfJ:n~ 9il;u" ',ii'" group. ,,1'IS was .-,.-J 

20 .. 3 per' cent of the tota1, T\'iC'se who hJd a. nCLti-:!y h.:.':, ,', i.>.; ,: 



150.000 TL made up 19.4 per cent of the total. 

TABLE 7 

Distribution by Monthly Income 
._---------- --_._--_ .. _ .. - .... -.-... __ ._-_. 

Monthly Household 
Income 

0- 50.000 TL 

51.000·-100,000 TL 

101.000-150.000 TL 

151.000 and above 

TOT A L 

Number 

64 

139 

59 

64 

330 

Percer.ta~:;t: 

20.3 

42. '1 

11 . 'J 

0.3 

100.0 

Table 8 shows the distribution of the home ownershir. ~s S~0n 

on Table 7 ~ 70.6 per cent of the respondents c'~'in':?d L I' .. If 

TAGLE 8 
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_________ J2Lstrl~~~_ion by Home OwnershiJ? ____ . ___________ . _ .. __ 

Ovmership of 
the house ----
Oltmed by the 

the respondent 

---_ .... _.-... __ ._--_._--

TOT A L 

Number 

233 

93 

4 

330 

Percentdq.-'! 

70.6 

')0 .') 
L('. C 

__ ~_._. _______ .. _. ___ w_~ ___ ..,._~ __ • ____ -----.----,,-- --- .--- -- .- •••• - ••• -.- -. 0"'_ -~----.-

houses whereas 28.1 per cent lived in rented houses. i'''i(.,t::~\· (V::stiU!'i 

'in the study 'indicated that the average price fOl' \'h':t ,: c'?~i;(.!i ':1 .• 

a month. 



The distribution of the respondents according to the number of 

people living in the household is shown in T3ble 9: 61.8 per cent OF 

the Y'espondents "jete 'Iiving with 4 to 6 people -in their houses includir1g 

themselves. Households with 7 to 9 and 1 to 3 people accounted ~r)r 20.9 

per cent and 15.5 per cent, respectively. The average family size was 

approx'irnately 5. 

TABLE 9 

_____ D_istrib_t.:!..tio~_by Household Size 

Household Size 

- 3 people 

4 - 6 people 

7 -, 9 peopl e 

10 people or more 

No AnsvJer 

TOT A L 

Number Percent0.g2 ,-------_._-----_.- - --.- --.- ,-_ .. --

51 

204 

69 

4 

2 

15.5 

61.8 

2.0.9 

1,2 

0.6 ._-_._------------ --'-'--'----- -- .---"" _ .. _._--

330 1QO.0 

Tab 1 e 10 shows the types of courses that the reSpOnd2!1 Ls i11:t~e::d-::( i:~ t 

the time of the study. The most populilr course vias cutting and ';",'11:1(]. 

This particular type of course accounted for 65.8 per cent of the respCl­

dents. This \'JaS followed by the machine embroidery course '!'lith 13.6 pCI' cent. 

TABLE 10 

Distribution by Type of Cou.C?_~ ______ . __ . ____ . __ , ____ ._._ 
----~------.--.. ----.-

Type of Course 

Cutting-Sewing 
r~achine Embroidery_ 

Hand Embroidery 

f!andicrafts 

Artificial Flower 

Number 

217 

45 

10 

19 

26 

65.8 

'!3.6 

J.G 
,- n 
~)" 0 

7,) 

13 ?: '3 ~~lttin9 __ . .------------_.-.-----_._.- -_ ... _._-------,. ----- -.. - -'.-.. -

TOT A L ,---
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The rema in in~l respondents \iI,ere scattt:!rcc throughout COll"'SE:>S!!,-,;; ;: S 

artificial flG~ler~. hand·l°c-raJ~·t~, k OttO ~ 
, - J - n1 1n9 anu hand embroLuOj 

percentages of 7.9, 5.8, 3.9 and 3.0, respectively. 

Taking into consideration the data given above, the typicll participant 

in the sample could be described as a young adult belovJ the 03.:1(: (;.,. 24, 

holding a primary school d-lp1oma, single, unenq::.loyed, l-ivin'J ';i1 h:~r' c"m 

house ~vith five othel' people with a monthly household ;nCO!\i(> bCl,~-{(l'n 

50.000-100.000 TL. ~,fl{:! w(}iild typically be attending C1 cou_,:.~ in C.ttti; f3 

As explained in the methodology chapter of this st,UCj (\'::; ,k'~;\"·:!.: 

was ffh"'isured by four' specific questions. These questions l,·:eir:: f,)r'll1,:'ii::12J 

four opt'ions assign::::d weighted va.l ues rangin~j from 1 U) 4. ,';;(-: 1';,~sporiJ<::rlt'j! 

fE-;elings of a.dequacy increase as the wc::ighted values ]c.ii;c·j 

from .\ to 4. 

As the vJeighted values ranged from 1 to 4 the rnmleriu-: viiL...: i',.,( 

any majcH~ consumption area could f"luctuate from a minimum (jf ,~~') J. ,1J;:lx-lill\j:n 



Consumption 
Areas 

TABLE -11 

Feeling Adequate 
N ?; 

Feeling InadequatA 
(I! 
j,) 

-- ~------ -~-~ _. ~--.- ~~~~----~-----
--~-------------~------.---- ; --- --.- ..... -~ .. - .-,-----,-,~-~.,-

Food and Nutrition 62 18.8 266 80.6 '" ,lJ 

("loth i nSl 146 4~,. 2 183 ~).rj C' 3 ,; 

Du ;"&b 1 (-:; 137 4'1 .5 192 58" ;; 'J 

Lege,'j Reqlliations 

and lnst'jtutions 93 28.2 236 71 ~ ~~J 
-, 

','. 
, 

GeneY'a 1 ['i1a 'f'ket i r,q 11t9 45.2 1,79 ~::~t~. " ? r 

Genera 1 PY"i nc i p h:s 

of Purchasing 53 16. 1 276 83 ~ ,~, 

Budgeting 179 54.2 '147 4";'. S ::~ 1 ) 
;; :..-

--~.-~---~.-------------------.. -------------- - -------- - _.- --, .. _-_.-... 

oVer 50 per cent of the respondents fl,::l t adequate. It, i:\ i! ;:'!r~ o'h -'l~ culo.' 

gOl~ies~ those who felt adequate stood below that mark. 'The tviO ,;at:'::,'JYi".'s 

in vl/hieh thE:: part'jclpants felt least adequJte Vlere "Gent:rc\l Pi'inciples 

of P!l'chas'ing" and "Food and Nutrition". P,S for "Legal Ren,IL:ti,)!)', ,:!r:,j 

Institutions", the percentage stood at 28,2. 

i\s to thr: specific competencies under each major t:w;:,u:'it':-:i: . ;<:,~~, 

the distr'ibuUon of the respondents v.Jho felt l'!:)oeqtwtE': c,'~ji: ;il ~n 

Table 12. The i'ender who is 'interested in furtnet' d(:tci':~ JiCij fjlld 

additional information in Appendix B. 



Major Consumption 
Area 

T,lI,BU:: 12 

competency 
----~------.~--.----~.--.--~- ~--.- ~----~-~---~-~- -------- -~. --'-"--.-_. 
Food and Nutrition 

DUY'ab 1 es 

Food and Nutrition 

General Principles of 
Purchas 1 ng 

General Marketing 

General PY'inciph:s of 
Pur'dla.slng 

General Principles of 
Purcha s": ng 

C1 otlTi ng 

Legal Regulations and 
Institut"ions 

Legal Regulations and 
Institutions 

General Principles of 
PU,'C he :-; i n'J 

Legal Regulations and 
Insti tut -i cms 

I IflOuld like to ~v:;ve L1CJr'e 

knowledqe about (~ bi:":OllC,_'!(; 
diet -

I am afraid to buy it~ms 
such as washing machine, 
refrigerators carpets end 
furniture by myself 

I am doubtful whether the 
food items we eat are 
Ilea lthful 

Even if I search a good 
deal before I make a 
purchase. there are times 
when I am P0t satisfiEd 
~d th irl/ha t l rJuy 

J hesi tate to buy 9'")(IC5 
Oil cred -i t by mys(~ H 

I can only judge if J hav~ 
made a good decis":on on1.',' 
after I use what J hav~ 
bought 

Sorletill1es I r-ealize that my 
plwch~lses do not fu If"j 11 11":) 

exact nel~ds 

There are cloth! items 
I aln not hcqpy vrith af:.pr 
buy them 
I cannot wear vhjt I bJy 
before some adjustm0n~ 

I have no "id(::d abG~d the 
rights of consumers 

I do not know the names r~ 

the institutions which PYOt0C 
consumers 
I do not know whe~2 to 
\vhen my infor'l1lat~:'r; ;::liJ':,ut 
a product is not adeQu&te 

I don; t: kno\,1 ~,'hi\ t tow if 
the se'ller do~:s r1Dt t~~; .. ·~f.: 
bJck a defectlJe it0~ 

(.: .. ~ 
l: _ 

j C·1j 
i " .7 ! 

,:,.' , : :' 

i., .',. 

, ,." 
L.t.: \;'"i -::. ;,1 () ; .. : 

i. " ~ 

; : "," 



TABLE 12 (Continued) 
------~.------"-.---."-~--~--"----------.--- ..... --- -.--"-'- -

Mejor Consumption 
A.rea 

General Marketing 

BudgetiWJ 

Budgeting 

Legal Regulations 
and Institutions 

Durab 1 es 

Competency 

I . I + I aon ~ Know how and by 
whom the prices of the 
item that I purchase are 
detenni ned 

We cannot balance the 
family income and expenses 

I don't know how to prepare 
a family budget 

I think the writings in the 
newspapers about the lc;"s 
regulations related to 
consumers are complicatpd 

I don't know how to protect 
my electrical household 
appliances when there are 
fluctuations in the voltage 
or \'Ihen the e1ectY'icityis 
cut off 

~lean 

{,; 25, 

2.35 

2.J9 

-.~ ':.' 

De"}"]') ti 01 

1.09 

: "-i 
, ,t..i! 

Table 12 indicates that the respondents feels in:)(b::'Ji.1te ((' c;;"i '.H 

four competencies related to "General Principles of f\!i'cha:;ing" ,3', <,;{:ll 

as the "Legal Regulutions and Institutions", The rest of the 1r '::c)mrjcLt::'",::;!c:~; 

are equally distributed in the remaining five areas (i.e. fpeli~] cF 

inJdequacy in two competencies from each area). 

In Table 13, the competencies in which the resrcndents felt adeouate 

is given. 



TA2LE 13 

TlI0, .. !L"I'~ t· ,- t' r' 1 r ~ v OT .ne r e, t Adt!q:;aci e.s 
--~-.-~.-~.------~.'-"~--~.-.~~,.-~----~-.---.--~------~ ---- ---- -"-~- --~~-

Maj Ot' Con s urnpt ion 
Area 

Food and NuuHion 

Budq\':ti ng 

Clothin9 

General Mar~2ting 

Du r-ab ., (;5 

Food and Nutrition 

Clothing 

General Marketing 

Budgeting 

Dut"ab 1 es 

Corripe+pncy 
C E V i E\ t -j ;) ,1 ---'-'---'--_._- .. - .. _-. - ------.~ - ...... -. -- -- •.. _.-.- ~"-.- .. --.'--

I make good choices -i n f:lY 
se'l ecti on of food i teiil 
1;1.1 rc hases 

I know the uses of a fam~ly 
budget 

I can be very helpful to nw 
friends in the selecti'.'il !. 

cloUd ng ; terns 

I can spot an advert; semC;,f: 
th:t is not credible 

I know what to do to pro t 
items such as carpets and 
futniture from becoming won', 
out too quickly 

I have knowledge about the 
nutr'i tiona 1 va'l ue of va t' i OT, 

food 'i tems 

I am knoltlledgeablein the 
shr-Jrlking and fading 
cilarc.cteristics of c]oi:hs 

I have difficulty in 
calculating the price of 
a good that comes out at 
different weights 

I don I tal ways knm'i vJ!,ete t;, 
i i1ve~; t my sa vi ngs 

I became confused when I 
read the manuals of durabl ~ 
such as washing machine c:n" 
t'efri gera tors 

J.Y) 

'. OJ 

'"l ;"" • 

.. J. ~ .. :~ 

.) --;~) 

l ..• J '_J I • Uc; 

'j,H 

._--_ .... _ ... - .. --- .. - - -- .--- .. -.- - ....... - ..... -. - .... - ._--- . 

Table 13 shoVJS the 1 0 competencies started frui: tht~ ;~'~'il>::~.;''icy -;.! 



·., . . , 
, :.;' '~ '.! 

"Le~;a 1 InstHut"i on'.; and Regull':, t'i on::;". 

The dE:rflOgl'ctph i :; chatacteristics us€:d in this PD1t of U-,e)r.il!VSS '.' 

J\g~; 

18-19 

20-29 

30 i~r;d above' 

rla ri ta.l 
5 ta '(\lS 

+ seperat.ed 

,.. d~vol'ced 

Leve-I of 
Education 

Pr-imar-y sch,)G' 

gfaduai:es 

+iiteratcs 

Junior HiCifl Seh" 

I]r'adu2tes 

Senior 

,./' . " 

;: ./: I ."; .' 

" i 

,1. .. ~ 



PC:,tC(,i 1j(:;1 N0i~d for Con,\ui:1i?Y [delca eli,Hl 
.-~" ~-"~'-'- .~-~~ ,~"~" "'''_ .. -.~.- --~- ~.---~-.~~ ... ~-~~.---, -,~~. ---.-.~. '-----. 

In the third part of the questionrn;l"(' t 

number 1 to th2 i11'(o. 'in \>Jhictl they perceived the ,! j';h:st need, t')il'ber' ! 

to tf';(~ ())'E;d in which they per'ceived a secondary !l'.·:rl .. aid nlii.ibrt 3 t;) 

are;) (IS theil~ first, second and third choices a.nd +hei,' r'J:.·j :5: .H: 

given in T3ble 14. 

Respondf.:nts' Rankings of Consum\Juu, il.recls 

According to Pe!"ceived Need for fdl:cdtic)n 

Consurnpt-i on 

~\reas 

1st Chaise 
N 

2nd Choise 
N /" N 

_.- -'-~-~---'---~ - - ~--~--, - -- -- -- -- - ~-"-.­-~-.-.-------.. -------.-.-

Food and Nutrition 77 

22_ Clothinl] 

Durables 10 

Le~~al P.e~p'lJticns :8 

and InstHutiol':s 

Genu'ai ;\'larketinq 25 

General Principles 80 
of Pu.n: 0; -\ r](l 

~~3 ,3 

6.7 

3.0 

5.S 

7,6 

24. ') 
L 

"Cl 7 L .... 

44 1 

64 1 

LJ·..., TL 1 

~') 
.)L 

1 , 

13 

72 2 

'I '~ L,v '1 

'J j 3? .J 

9 4 1 ) 
"J 

'.) " 

SS ( . i 

~) V " ~.:I 

,U ..J .. ; 

" <" 2 J , 

1 c ,j :.~ { 

') li 1 Of+ .) . , 

9 -;; 
: 

I 0 · 0 

16 :~ · ',' 

i U · C 

G '-' 

! 5 (\ 
j 

) , " ,J I 

~,--~~-~---.--- ----_ .. -.---.- ~ .- .. -... --. - " .. _. --- - - "­- .-.--,,---.-.~.~-.--, ---.~-- -----~.-~.--~.--.~~ .. --. 

lOO.D 330 

,. 
j \. 

r: 

r~ , 
,I :. 

'! .~ 

, :.'7 , 

.\ u) I 

'j':i 

1 ~ • L! ~ 

'1 2 (' 

· ..J 

1 (\ 8 ,~. · 
, 
0 I; ! · 



Table 14 shows that among the seven consumption ~I'eas, "rW'llftlnq" 

is indicated as the most needed area both as d first and a tot&l of 

all choices. "General Principles of Purchasiny" is the second r,eedaJ 

area with 20.6 per cent as the total of all choices. This area is 

followed by "Food and Nutrition" with the percentage of 15.4. lhe 

remaining consumption areas, namely, "Clothing", "Durab1es", "Legal 

Regulations and Institutions" and "General Marketing" were selected 

as fourth, fifth, sixth and seventh areas with percentClges ofI2.0, 

10.8 10.4 and 5.9 respectively. 

Perceived Need and the Characteristics of the Responden!~ 

Under each of the seven major consumption areas demographic ch,J.ra.,:-

teristics were cross tabulated with the perceived need for ~'dl'''at"iorl l,f' 

that area using the categories described under the heading of felt 

adequacy and the characteris ti cs of the respondents. For th i s 1~:J(pf)Se 

those who indicated a ~riority for a given area as 1, 2, and 3 were 

combined as perceiving a need. 

Tab 1 e 15 presents the Chi -squa re values, degrees of freedon" tl,2 

levels of significance and the Cramer's V VCiluesin "Foud ilrd N'ltritioll" 

area for the variables under consideraticn. A~ it can be S2en j,1 Table 

15, )'espondents' demographic characteristics viere not signified"Illy 

related to 1he perceived need for education in that area. 



TABLE 15 

Chi-Square Test of Demographic Variables 

and Perceived Need for Information in Food and Nutrition 

Variables 'x 2 
d.L Level of Cranlers' V 

Sign-! ;:cJnce 
'-~' - --_._-." .. ---"_._-----_ .. _--_.-. 

Age and Perceived Need 

Marital Status and 
Perceived Need 

Level of Education 
and Perceived Need 

Level of Income and 
Percei ved Need 

.14 

.79 

.97 

.21 

2 n.~. 

n.s. 

2 n. s. 

3 n.s. 

Table 16 presents the analysis for the clothing area. Only two of the 

four variables, level of education and level of income werr sigllificclnt1y 

related to perceived needs in "Clothing" •. 

TABLE 16 

Chi-Square Test of Demographic Variables 

and Perceived Need for Information in Clothing 
._-----_ ... _ .... _---_._- -- ' ..... - ... 

Va r i ab 1 lOS If.,2 d. f. Level jf ,~ h,)111f:t'S 

Si9r:.i!ica.f!.cf.· _____ ... 

Age and Percevied Need 2.85 2 n.; . 

Ma rita 1 Sta tus and 
Perceived I,eed 3.30 r·. S • 

Level of Education and 
Pel'ce i ved Need 19.46 2 .01 .'17 

Level of Income and 
'" 11. 1 0 3 " 1 Pet'c(' i ved Need _ c. • I c. 

-------- -----.-. ---_.- ---- --' .. ----. 

The ana'lysis for t.he "Durables" area 'Ie. !JieSt:,n.' rl j" 1:,:: '. 

\ , 
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TABLE 17 

Chi-Square Test of Demographic Variables 

and Perceived Need for Information in Durables 

Variables r..
2 d.f. Level of Cramers' V 

Significance 

Age and Per'ceived 
Need 11 .81 2 .01 .13 

Marital Status and 
Perceived Need 6.27 .05 .09 

Level of Education 
and Perceived Need 22.89 2 .04 .18 

Level of Income and 
Percei ved Need 17.61 3 .01 . 16 

As shown in Table 17, all of the four characteristics of the respon­

dents were significantly related to thf'ir perceived needs for ctlrlsume'r 

education in "Durables". 

The an'lysis for the "Legal Regulations and Institutions" area is shown 

in Table 18. The perceived needs of the respondents for consumer education 

in Legal Regulations and Institutions were related to only two demo9raphic 

characteristics, namely, level of education and level of income, 

TABLE 18 

Chi-Square Test of Demographic Variables and 

Perceived Need for Information in Legal Regulations and Institutions. ______ __ 

~2 d.f. Level of 
___________________________ --:::Sj gn i fi canee Variables 

Age and Perceived Need 3.58 
Marit~l Status and 
Perc. i ved Need 
Level of Education 
and Perceived Need 
Level of Income and 
Percei ved Need 

4.40 

21.30 

12.10 

2 n. s. 

n. s. 

2 .01 

3 .01 

Cramers' V 

.17 

. ~ • tv 
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The analYSis for the "General Marketing" area is presented in TaDle 

19. The only demographic characteristic related to the perceived ncpds 

of the respondents for consumer education in "General Marketing" is the 

level of education. 

TABLE 19 

Chi-Square Test of Demographic Variables 
and Perceived Need for Information in General Marketing 

Variables 

Age and Perceived Need 

Marital Status and 
Perceived Need 

Level of Education and 
Percei ved Need 

Level of Income and 
Percei ved Need 

't.,2 

.70 

.86 

7.59 

2.83 

d.f. 

2 

2 

3 

Level of 
Significance 

n.s. 

n.s. 

.05 

n. s. 

Cr'amers' 

.10 

V 

-----------------_ .. _----_._--

The analysis for the "General Principles Df Purchasing" area is shown 

in Table 20. 

TABLE 20 

Chi-Square Test of Demographic Variables and Perceived 
Need for Information in General Principles oJ Purchasing 

CrJmers' V Variables 't.,2 d.f. Level of 
___________________________________ ~s~i~g~n~if~i~c~an~c~e~ __ . _________ _ 

Age and Perceived Need 

Marital ~tatus and 
Perceived Need 

Level of Education 
and Perceivec Need 

Level of Income and 
Percei ved Need 

2.37 

3.04 

11.94 

8.65 

2 n. s. 

n. s. 

2 .01 .10 

3 .05 • 11 
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By viewing the data presented in Table 20, it becomes apparent that 

the perceived needs for consumer education in "General Princip·ies of 

Purchasing were related to only two out of four characteristics, level 

of education and level of income. 

The analysis for the "Budgeting" area is presented in Table 21. All 

of the four characteristics were significantly related to their perceived 

needs for consumer education in "Budgeting". 

Variables 

TABLE 21 

Chi-Square Test of Demographic Variables 

and Perceived Need for Information in Budgeting 

~2 d. f. Level of Cralilers' V 
Significanc_e ____________ 

Age and Perceived Need 19.98 2 .01 · 19 

Ma rita 1 Status and 
Perceived Need 7.30 .01 · 10 

Level of Education and 
Perceived Need 24.46 2 .01 _ i 9 

Level of Income and 
Perceived Need 18.02 3 .01 1" • J ----

Table 22 summarizes the relationshi~s already reviewed through 

Tables 15 - 21. 



TABLE 22 

A Summary of Relationship Between 

Perceived Need and Demographic Characteristics 

Levels of Significance 

Major Consumption Marital Level of Level of 
Age Status Education Income 

------------~~------~~~~ 
Areas 

Food and Nutrition 

Clothing 

Durables 

Legal Regulations 
and Institutions 

General Marketing 

Genera 1 Pri nc i p 1 es of 
Purchasing 

Budgeting 

n.s. n.s. 

n.s. n.s. 

.01 .05 

n.s. n.s. 

n.s. n.s. 

n.s. n.s. 

.01 .01 

n. s. 

• 01 

· a 1 

· a 1 

.05 

· a 1 

.01 

n. s. 

· a 1 

.01 

· 01 

n.s. 

0,-· ~ 
.01 
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Table 22 indicates that 15 out of 28 relationships were found to be 

significant either at .01 or .05 level. As shown in Table 22, none of 

characteristics of the respondents were significantly related to thr 

perceived need for education in Food and Nutrition. In "Durables" and 

"Budgeting" areas, however, all the four characteristics of the respondents 

were significantly related to the perceived need in education in th8se 

areas. Table 22 indicates also that the level of education and the level 

of income were two outstanding characteristics which had Significant 

relationships with the perceived need for consumer education in most of 

the other ar0as. However, since the data were distributed ir. an inconsistent 



manner it was d'ifficult to make general izat'ions concerning th;: di recticn 

of the relationship. 

Cramers' V test was applied to the associations which were: founrl to 

be significant in order to measure the strength of those relationships. 

It is found that the strengths of the relationships varied from 0.10 tG 

0.19. Those values indicated that there were significant but not strong 

relationships between the respondents characteristics and their perceived 

need for consumer education in all cases. 

Perceived Need and Felt Mequacy 

The eh'i-square test was used to determine whether or not tl;ere \','us 

a significar,t relationship between the level of fel t adequacy end the 

perceived need for consumer education in each of the seven miljor ct'nsl!'n7-

tion areas. For this purpose the distribution for the felt adequacy \I3S 

cross tabulated with the distribution of perceived need in each IHjor' 

consumi ti on a rca, with pri or'i ties as 1. 2 and 3 bei ng combi ned. No 

significant relationship was found. The resul ts show that the respo'lu<:ni;s' 

perception of their needs for consumer education was not relatEd to their 

feel ings of adequacy in having knowledge in specific areas of cCilsumrtion 

and vice versa. 

Opin;ons about a Consumer Education Unit 

The respondents were asked if they would 1 ike to see a consumer' 

ed~cat'i()n component int.egrated into the courses they att.ended in PEC ilt 

the time of the study. Table 23 presents the re-;pond",nts' opiniofJ about 

, ~ducatl'on IJnl't within the homp.-makinl,l, ccul'ses. a prospectlve consumer ~ 



TABLE 23 

Participants Favoring Consumer Education 

In favor 

Not favor 

N 

301 

28 

" " 

91.2 

8.5 

No Answer 0 3 
~~~--------------~--------~.~------

91.2 of the respondents would like to see a part of the hornE. 'Illaking 

courses devoted to consumer education. Those who advanced a contrary 

opinion made up 8.5 per cent. Only one person did not answer this 

question. 

Criteria Used as to the Attributes of Goods 

In the last part of the questionnaire the respondents were askr;d 

to select and rank three out of seven attributes of goods related to 

food, clothing and durables. 

In Table 24, the distribution of the respondents who selected the 

attributes of food as first, second and third choices and their totals 

are presented. As shown in the Table, freshness is the most mphasized 

attribute either as the first choice or the total of all choices. This 

is followed by the nutritional value of food and the low cos';, rp.spectively. 

It is also seen that taste, durability, keeping full and appearance 

were the attributes which were emphasized in a descending order. 
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TABLE 24 

Respondents' Rankings of the Attributes for Food 

Attributes 1st Chaise 2nd Chaise 3rd Chaise T 0 tal 

N % N % N % N 'I 
" 

Freshness 193 58.5 87 26.4 18 5.5 298 3U.l 

Nutritious 79 23.9 105 31.8 59 17.9 243 24. E· 

Low Cost 34 10.3 43 13.0 66 20.0 143 14.4 

Taste 10 3.0 45 13.6 84 25.5 139 14.0 

Lasting Long 8 2.4 33 10.0 66 20.0 107 10.8 

Filling 3 0.9 10 3.0 30 9.0 43 4.3 

Appearance 3 0.9 7 2.1 7 2.1 17 1.1 

TOT A L 330 100.0 330 100.0 330 100.0 990 100.0 
---------

In Table 25, the distribution of the respondents who selected the 

attributes of clothing as first, second and third choices and theil" 

totals are shown. Suitability was the most emphasized attribute for 

clothing, durability ranked second in the priority list, and colo)" 

ranked third. These three attributes were followed by low cost, shape, 

fashionabil ity and brand name as the fourth, fifth, sixth and seventh 

attributes, respectively. 
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TABLE 25 

Respondents' Rankings of the Attributes for Clothing 

Attributes 1st Choice 2nd Choice 3rd Choice T 0 tal 

N % N % N % N ,/ 
K> 

Suitabirl i ty 154 46.7 84 25.5 36 10.9 274 27.6 

Durabil ity 44 13.3 70 21.2 83 25.2 197 19.8 

Color 64 19.4 54 16.4 56 17.0 174 17.5 

Low Cost 22 6.7 34 10.3 61 18.5 117 11.8 

Shape 30 9.1 37 11.2 47 14.2 1 14 11 .5 

Fashionabi 1 ity 8 2.4 41 12.4 36 10.9 8S 8.5 

Brand Name 8 2.4 10 3.0 11 3.3 29 2.9 
---

TOT A L 330 100.0 330 100.0 330 100.0 990 100.0 

Table 26 presents the distribution of the respondents who selected the 

attributes of durables as first, second, third choices and their totals. 

As shown in this table, durability is the most emphasized attribut,; fOl' 

durables by the respondents, followed by warranty and brand name respec­

tively low cost, shape maintenance serv"ice and color folloWE:d in 

descending order. 
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TABLE 26 

Respondents' Rankings of the Attributes of Dl'rab 18S 

---- .. -.---.----. - ---'-

A ttt'ibu tes 1st Choice 2nd Choice 3rd Cih ";ce T 0 t a 1 

N ,. 
N % N % N 0,' 7, , 

-------

Dur'ab il ity 196 59.3 60 18.2 40 12 . 1 296 (9.B 

Warranty 49 14.9 93 28.2 80 24.2 ~'2L 22.4 

Brand Name 25 7.6 60 18.2 39 11.8 ! 24 12.5 

Low COot 19 5.8 35 10.6 68 2Q .6 122 12.3 

Shape 11 3.3 39 11.8 37 11.2 87 3.7 

Ma intenance 9 2.7 25 7.6 49 14.9 F3 8.3 
Service 

Color 21 6.4 18 5.5 17 5.2 SG S.G 
h. _._ ••• ____ ... _______ 

T 0 T ,~ L 330 100.0 330 100.0 330 100.0 990 100.0 

"' ._---".----- --------,-_. 
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V SUMMARY AND DISCUSSION 

In this chapter first the summary of the study will be given. Then 

the results related to the demographic characteristics, the felt ade~lIaty 

and the perceived needs of the respondents for consumer education and 

the criteria used during the buying process will be discussed. The chapter 

ends with a consideration of the limitations of the study, implic,'tions 

for education, and suggestions for further research. 

This study aimed at obtaining initial data which could be used f0r 

the development of a consumer education unit in the home-makin~ courses 

offered by the PEes in Istanbul. The sample consisted of 330 participdnts, 

all female at the age of 18 or over attending these courses in the spring 

of 1985 in three selected PECs. Data collection instrument wo~ a 1uest;'lil­

na ire developed by the i nvesti ga tor. In add it i on to the demogra ;Ji1 i c 

characteristics, the respondents were asked to indicate their fet,] inCls of 

adequacy in basic consumption areas, their perceived needs for consumer 

education, their willingless to participate in a consumer 2ducalion 

program, and their personal criteria in the choice of some CC'!;1!'on pUY'ch,'S;,1Y 

items. Frequency di stri buti ons by numbers and percentages, 11!(,1lI'S, ell i -

square tests a~d Cramer V tests were used as statistical methods For the 

analysis of the data. 

As a pioneering study in the area of adult consumer edlcation i,l 

Turkey, the study has been exploratory in nature. It sought answers to 

specific questions related to zome of the important CO!1cerilS in ~onSL!ner 

education. 
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Demographic Characteristics 

The statistical evidence indicates that PEes allover Turkey attract 

mostly out of school youth and young adults (DIE 1985). Althouqh the 

specific age limits vary from one country to another, studies conducted 

in the United States, England, Wales and elsewhere show that partici~ants 
in adult education programs tend to be younger (Lowe, 

1982). The fact that over 80 per cent of the 

1975; Darkenwald and 
11erriam, res pon den ts 

sample was 24 of age or under agrees with this gene~al trend. 

in tile 

The sample represents a mixed group as far as the level of education 

is concerned. Reflecting partly the educational level of the population 

in Turkey in general, the largest group (46.4 per cent) was pri1nary school 

graduates. The graduates of the junior and senior high schools together 

made up an additional 50.6 per cent which was much larger compared with 

the proportion of that level in the general population. This ag');:) a'Jrees 

with the world-wide trend for adult education, attracting participan+.s 

from the relatively better educated (Lowe, 1975; Darkenwald an'lj i'1etrL1.;', 

1982) . 

It is interesting to note that an overwhelming majority of the sample 

was single (81.8 per cent) and unemployed (92.1 per cent). It is known 

that the average age of marriage for women in large cities of TurkQy is 

going up (DIE, 1985). The increase in the educational level cf the young 

urban people, the movement away from the traditional family structure and 

the economic difficulties of establishing a new family may be the Y'e3sons 

for the relatively higher marriage age. On the othel' hand, informal 

contacts with the respondents during the study suggested thet most uf the 

participc.nts were will ing to acquire a ski 11 that woul d en~t;'l c 'h,'"" trl 



become productive and improve the economic position of their farnil ies. 

This interest mily be due, in part to the fact that an ovel'whelr'lir:g 

maj Drity of the respondents were unemployed. 

S6 

The present study indicated an average of 50.000 TL-1CC.OOll TL munthly 

income in the mid - 1935 for the sample, which makes l'oughly 600.000 -

1.200.000 TL. per year. Considering that an average of five persons 5hlred 

this income in the household, the income per person could be estimat.,d 

between 125.000-250.000 TL in a year. This is belO\v the per rapit3 income 

for the country in 1985, which was sl ightly over 400.000 TL. HClWeVf!r, a 

sizeable group (37.3%) had income above the average. Considerir>9 that 

70.6 per cent of tt:e respondents 1 ived in their own hou~.es, t r house-

hold income "135 at least free from the pressure for r'e~t.· 

Fe j t Ad,equacy as Consumers 

The notion of felt adequacy in major consumption areas is e<;,.cntiul 

from the view point of the definition of need adopted in this ~.tudy. 1n 

fact need is defined as the difference bEtween what is and what D·.qht 

to be, or the gap between the status quo and a nevI cliallg c·d 

conditions assl,rned to be more desirable (Leagens, 1964). 

" .~ 1 .. ~.(. 
,JI;; •• '. I 

The anulysis indicated that as far as the mojo!' (lreas ,Iere concerned 

the respondents felt least adequate in "General Principles of Pun;hRsing" 

and most adequate in "Budgeting". Since consumer education or infLwlndiion 

programs are extremely limited in Turkey, and many producers elo nut 

inform the put/lic sufflciently about their products, it shaulrJ not b2 

surprising to find that the respondents felt most inadequat" in 1:,,:.' 

C.ener"l principles of purchasing. The study indicat.ed the,!; ~,he tY!"'ic"l 
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consumer in the sample needed help in pre-purchase, purchasing and post 

purchase stages. On the other hand, families living on a lill,ited income 

have to find ways to match the expenditures with thei r income. This may 

be the reasons for their feeling relatively adequate in Budgeting. The 

rankings of the major consumption areas from the feeling of least 

adequate to the most was as follows: 

1. General Principles of Purchasing 

2. Food and Nutrition 

3. Legal Regulations and Institutions 

4. Durab 1 es 

5. Clothing 

6. General Marketing 

7. Budgeting 

As for the 28 specific competencies fall ing into seven iiajor ca t.e90rib, 

the quarter of the total about which the respondents felt least adequate 

and the quarter on the other end of the scale were as foll0vl~: 

Felt least adequate 

1. Balanced diet 

2. Buying durables 

3. Attributes of foods 

4. Satisfactory purchases 

5. Buying on credit 

6. Buying to fullfi 11 the exact needs 

7. Knowledge required at the pre-purchase 
stage 

Fel t most adequ.?..!~ _________ _ 

1. Buying fl)ojs 

2. Advelltages of Fbmily Budget 

3. Providing advices when others 
buy clothi~g 

4. Advertisement 

5. Protecting durables 

6. Nutrit i Olli,1 V~ 1 (it'" of food 
i terns 

7. Shrinkin~J Jl!J f,ld'ing 
character;'; Lies of ,'I nth,. 



The observation to be made from the data on hand is that feel ing 

adequate in a major area of consumption may not mean feel ing adequate 

in all aspects of that area. For example, most respondents felt ,,"equate 

in the nutritional value of food items, while they felt inadequate in 

having knowledge in balanced diet. 

Perceived Need for Consumer riucation 

The purpose of this section was to see whether the feeling of adequacy 

would be related to perceived need for education as far as the major 

consumpt.ion areas were concerned. No such relationship for the group was 

established. 

The respondents indicated their preferences in the maJor areilS of 

consumption in the following order: 

1. Budgeting 

2. Gen~Y'a 1 Principles of Purchas ing 

3. Food and Nutrition 

4. Clothing 

5. Durab 1 es 

6. Legal Regulations and Institutions 

7. Gener~l Marketing 

The rank orders for felt adequacy and perceived need for educiltion 

make it evident that there are some discrepJncies behleen the two list~. 

One of the striking discrepancies is that while "budgeting" is an ~r~a 



where the respondents felt most adequate, it is in th'is area thRt they 

expressed the highest need for education. One poss,Gle txplanalion of 

th is disc rerancy is tha t the responder. ts, a lthough they fee 1 qu i te 

competent in this area, may want to further their competency as they 

consider the proper management of their budget as sarneth ing that wo~ld 

contribute greatly to the betterment of their living. Another explanation 

is that the respondents may use different criteria when they answer' to 

different sets of questions. In the case of felt adequacy, the respondent 

reacts as a consumer, while in the case of perceived need she reacts as 

a prospective participant in an educational program. 

The general observations to be made is that different approaches to 

the assessment of needs may yield somewhat different answe'rs. The best 

approach to program development requ'ires that all views are taken into 

consideration. 

There are, however, overlapping areas in the two lists. "The general 

principles of purchasing" and "food and nutrition" are the areas \I~idl 

received a similar emphasis both from the view of felt adequB(y and need 

for education. Program planner for consumer education should take such 

overlappings into consideration. 

Apart from the order of major consumption areas in a prospect'ive 

consumer education unit, it is important to note that an overwhelming 

majority indicated an interest in a consumer education program. II' fact, 

91.2 per cent answered positively to the question whether tlley are 

interested into the course which they were attending at the PEe. This 

should provide sufficient ground to initiate a consumer educati')rl p'oGr'am 

a t PEe's. 



Criteria Use,r] purin_9 the Buying Process 

The study focused on three purchasing items, namely food, clothing 

and durables. The respondents as a group indicated freshness, nutritional 

value and low-cost as the most frequent criteria for food. For clothing 

the most frequent three criteria were suitability, durability and color. 

And finally, the group marked durability, warranty and brand name as the 

most frequently used three criteria for durables. 

A study conducted by Borak (1985) on consumel' problems and protection 

issues, for the criteria used in the purchase of food items, clot'ing 

and durables were checked. The findings of Borak's study are compared 

below with the findings of the present study on the basis of the thrf·e 

most frequently used criteria. 

Itel,ls 

Clothing 

Durables 

Borak's study 

Fre:hness, price, trust 

in producer's firm 

Qua I ity, price durabil ity 

Trust in producers firm, 

variety, quality 

Present study 

Freshness, nutritional 

villue, low cost 

Suitability, durab'ility, 

color 

Duralli 1 ity, Y/,)rran ty, 

brand name 

In spite of different formulations of the questions in two st,.die:.., 

it is intel~sting to note that some of the criteria aprears in boLh. 

The type of information presented above could be used in progl"il.m 

planning in at least two ways. On way is to further the understlflding 
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of the participants about the criteria to be used during the purchase 

of foods, clothing and durables. The other way i. to stimul.te an i~terest 

in other less frequent but important criteria in order to be able to 

change the order of importance attached to various criteria. This type 

of information could also be used by the producers who wish to direct 

produc'ion and marketing efforts towards the preference of tile ccnsume,'$. 

In another study Borak (1984) observes that Turkish consumers hilVp. 

limited knowlp.dge about the attributes of goods which they buy. She 

proposes that they should be informed about them through educntion 

including adult education. The findings of the present study inclt.:,.i.ing 

a wide interest in consumer education among the participants of home­

making courses at the PEC's provides further support to tl,e Pl'oposul 

made by Borak. 

Limitation of the Study 

Although this study gives important clues for a consumer ·educat·ion 

unit to be included in the home-making courses offered by PECs, t'lG 

findings could be generalized only to the participants in the metropGlitan 

area of Istanbul. 

As a pioneering study in Turkey, ilnswers were sought to questions 

related to several aspects of consumer education. The breadth of the 

concerns in such an exploratory study 1 ionited the collection of IT:ore 

detailed information on the aspects included. For example, each lilajGI' 

consumption area was represented only by four items. Another conside­

ration in this regard was to keep the questionnaire to an opthwil size 

for the group of respondents for whom it was prepared. 
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Practical problems encountered constituted anotht~r set of 1 imitaticlns. 

In addition to limitations in time and material facilities, the investi­

gator had to spend considerable effort to obtain the amOl.lnt of relevant 

literature 5he was able to review. 

Impl ications for Education' 

In spite of its limitations, the study yields useful information 

for the development of a program in consumer education directed to 

women participants in PEes. The fact that 91.2 per cent of the respondents 

favors the inclusion of such a program provides a strong justification 

for taking initiative in that direction. 

The high percentage favoring consumer education may al'so be a point 

to be considered by the mass media. Press,radio and television 11ay further 

their efforts in providing continuing help to consumers. Such effort, 

should be built on systematic information on consumer needs und consumer 

behavior. 

The present study provides useful information as to the topic$ thH 

may be included in a consumer education program. The plannel- cO:(ld iTah 

use of the detailed information already presented in formulat.ing the 

leal'ning objectives and detel'mining the content for such a progr<.m. 

Anothel' imp]-jcation of the study is that the pl'ogram planner needs 

to take into consideration education and income levels of the l·cs~('ndents. 

It is seen in the study that levels of income and education vie,':; ~!]lli­

ficantly related to the perceived needs of respondents for CullSUI'ler 

education. 
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?uggestions for Further Research 

It should be pointed out that this study proviJas only initial 

information in an area where research is scarce. Further studies would 

help to clarify the issues raised by this study, and provide additional 

clues in the development of effective consumer education programs. 

As a pioneering effort, this study has sought answers to a range of 

questions in various areas of consumer education. Further stud ies may 

concentrate on a particular aspect such as budgeting 0)' general princ'iples 

of purchasing and seek more detailed information. 

Still another possibility may be to compare felt adequacy I/ith 

"actual" adequacy in major consumption areas. It may be possible t.hat 

some adults may have expressed a high need for education in areas where 

they are actually adequate. 

Finally, this study covers only females at PEes in the metl'opol itan 

area of Istanbul. Obviously, this is a highly limited group. 'Studies 

need to be conducted in solving other important consumer groups. Studies 

should also be extended to other geographical areas. 
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APPENDIX A: Questionnaire 

YETISKINLERE YUNELIK TOKETICI l~ITIMI 

IHTIYAC SAPTAMA ANKETI 

AC I KLAMA 

Bu anket Halk Egitim Merkezlerinde kadlnlara yonelik meslek kurslarlnln 
bir par~asl olarak uygulanabilecek bir tUketici egitimi programl iein 
gerekli bilgileri toplamak amaclyla dUzenlenmistir. Anketteki sorularl 
cevaplamak suretiyle bize yardlmcl olmanlzl rica ederiz. Ankete adlnlzl 
yazmanlza gerek yoktur. KatkllannlZ iein tesekkUr ederiz. 

BOLOM I 

Asaglda kisisel durumunuzla ilgili bazl sorular sorulmllstur. DuruITIlInuza 
en uygun buldugunuz seeenegin .01 taraflndaki harfi daire ~cine alln. 

1. YaSlnlZ? 

a) 19 ve daha kUcUk 
d) 30-34 
g) 45 ve daha bUyUk 

2. Medeni durumunuL: 

a) Evl i 

3. tlgrenim durumunuz? 

a) Okur-Yazar 
d) Lise ve Lise dengi 

meslek okulu mezunu 

4. Callsma durumunuz? 

a) Varl," gUn ~a"Slyorum 
d) Is anyorum 

5. Mesleginiz? 

a) Ev kadlnl/ev klZI 

d) hci/Sigortall 

b) 20-24 
e) 35-39 

b) 8ekar 

b) !l koku 1 mezunu 
e) YUksekokul ya da 

Oniversite ITIezunu 

c) 25-29 
f) 40-4·) 

c) Dul/Bosannll~! 
AYrl yas lyor 

c) Ortaokul mezunu 

b) Tam gUn ~allSlyorum c) CallSmlyorum 

b) Serbest meslek c) Memur 
sahibi 

e) Dgrenci (Halk Egitim Merkez; dlSlndaki 
bir okulda) 



6. Evinize giren toplam ayl1k gelir ne kadard·lr? 

a) 0-25.000 TL b) 26.000-50.000 TL 
d) 76.000-100.000 TL e) 101.000-125.000 TL 
g) 150.000 TL ve daha 

yukans1 

7. Oturdugunuz yere ki ra i:idUyormusunuz? 

~) Evet b) HaY1r 

GS 

c) 51.000-75.000 TL 
f) 126.000-150.000 TL 

8. Kirada oturuyorsan1z bir ayl1k kira gideriniz ne kadard1r? 

a) 0-10.000 TL b) 11.000-20.000 TL 
d) 31.000-40.000 TL e) 41.000-50.000 TL 
g) 61.000 TL ve daha 

yukarl S1 

9. Evinizde s·iz dahil kac ki$i ot.uruyorsunuz? --

c) 21.000-30.000 TI. 
f) 51.000-60.000 TL 

10. Halk Egitim Merkezinde hangi kursa devam ediyorsL;nuz? _______ ._. ____ . __ ... 



BOLOM II 

Asaglda tUk~ticiler1e ilgi1i cUm1e1er verilmistir. Her cJm1en in 5a(1 
taraflnd~ dort ayn durum bu1unmaktadlr. Bu dururnlar 51ra51y1a: 

fsana tam uyuyor 
Bana az ~ok uyuyor 
Bana pek uymuyor 
Bana hi~ uymuyor 

sek1inde~ir. Her 50ru.i~in bu dHrt durumdan size en cok uyan bir tanesinin 
altlndakl kutuya (X) lsareti koyun. tlrnegi okuduktan sonra sorlilara ger;:in. 

tlRNEK: 

Sabah1arl erken ka1karlm. 

1. Cesit1i glda1arln besin 
degeri hakklnda bi1gi 
sahibiyim. 

B~na tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

2. Satln a1dlglm ma11arln Bana tam 
fiyat1arlnln nasl1 ve uyuyor 
kim1er taraflndan be1ir- () 
1endigini bi1miyorum. 

3. Giyecek se~imi sHz konusu 
oldugunda yakln1anma ra­
hat11k1a yo1 gHsterebili­
rim. 

4. C~ma$lr makinaSl ve buz­
do1abl gibi esya1arln 
nasl1 kullan11acagln1 
an1atan kitapelk1arl 
okurken kafam ka rl S lyor. 

5. Gazete1erde tUketici1er1e 
i1gi1i yasa1arl an1atan 
yazl1arl karlSlk bu1uyo­
rum. 

6. Yedi~imiz yiyecek1erin 
sa911ga uygun olup 01-
madlglndan kusku1uyum. 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

(X) 

Bana az ~ok 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

( ) 

Bana az ~ok 
uyuyor 

( ) 

Bana pek 
uymllyot' 

( ) 

Bana pek 
uymuyor 

,( ) 

Bana pek 
uymuyor 

( ) 

Bana pek 
u:.,nuyoI' 

() 

Bana pek 
uymuyor 

( ) 

Bana pek 
uyr:I'Jyor 

( ) 

Bana pek 
uyrnuyOl' 

( ) 

Bana hi~ 
uymuyor 

( ) 

Bana hi~ 
uymllyor 

( ) 

Bana hie 
uymuyor 

( ) 

Ban.} hie 
uymuyoy' 

( ) 

Bana hi~ 
uyrluyor 

( ) 

Santi hie 
lIymuyo i' 

( ) 

Bana hi~ 
uyrnuyor 

( ) 



7. BaZl aylar kUcUk 
tasarruplarlml nereye 
yatlracaglml bilemi­
yorum. 

8. Kendi baslma bOllO ile 
allsveris yapmaya kal­
klsmam. 

9. Zaman zaman satln al­
dlglm mallarln ihti­
yaclml tam olarak kar­
Sllamadlglnl farkedi­
yorum. 

10. Voltaj inip Clkmalarl 
ve elektrik kesilmele­
ri gibi durumlarda 
elektrikli ev aletle­
rini nasll koruyaca­
glml bilmiyorum. 

11. Kumaslarln cekme ve 
501ma gibi ozellikle­
rini iyi bilirim. 

12. Dengeli heslenme ko­
nusunda daha cok bil­
gi sahibi olmaYl ;s­
terdim. 

13. Degisik aglrllklarda 
satllan mallarln bir 
kilosunun kaca geldi­
gini hesaplamakta gUC­
lUk cekerim. 

14. Aile bUtcesinin en ise 
yaradlg~nl biliyorum. 

15. Hall ve mobilya gibi 
esyalarlmln cnbuk 
Ylpranmamasl ;cin ne 
yapmam gerektigini 
bil iyorum. 

16. InandlrlCl olmayan 
bir reklaml farkederim. 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Balla tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana tam 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana az cok 
uyuyor 

( ) 

Bana pel; 
uymuyor 

( ) 

Bana pek 
uymuyor 

( ) 

Bana pek 
uymuyor 

( ) 

Bana pel: 
uymuyor 

( ) 

Ban.a pek 
uymuyor 

( ) 

Bana pek 
uymuyor 

( ) 

Bana pek 
uyllluyOI' 

( ) 

Bana pek 
uynll;Yol' 

( ) 

Ban,) pek 
uymuyo,' 

( ) 

Bana pek 
uymuyor 

( ) 
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Bana hie 
lIym' I yo,' 

( ) 

Bana hie 
uymuyor 

( ) 

Bana hie 
uyrnuyor 

( ) 

Bana hie 
uyrnuyor 

( ) 

Bana hie 
uyrnuyor 

( ) 

Bana hie 
uyrnuyor 

( ) 

Bana hi\. 
uymuyor 

( ) 

Bana hie 
lIymuyo~' 

( ) 

Bana hie 

Sana hie 
uymuyor 

( ) 
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17. TUket i ci 1 eri n ne gibi Bana tam Bana az ~ok Bana pek Bana h'ic haklara sahip oldugunu uyuyor uyuyor uymuyor uymuyor bilmiyorum. ( ) ( ) ( ) ( ) 

18. Allsverislerimde iyi Bana tam Banu az ~ok Bana pek Bana hi C karar verip vermedigimi uyuyor uyuyor uymuyor' uymuyor ancak 0 rnall kullandlk- ( ) ( ) ( ) ( ) tan sonra anllyabilirim. 

19. TUketiciyi koruyan kuru- Bana tam Bana az ~ok Bana pek Bana hi~ luslarln adlarlnl bili- uyuyor uyuyor uymuyor uymuyor yorum. ( ) ( ) ( ) ( ) 

20. Yiyecek allsverisimde Bana tam Bana az ~ok Bana pek Bana hie isabetli se~imler uyuyor uyuyor uymUYOI' uymuyor yapanm. ( ) ( ) ( ) ( ) 

21. Bir mal hakklnda kendi Bana tam Bana az eok Bana pek Bana hie bilgim yetersiz kallr- uyuyor uyuyor uymuyor uymuyor 
sa, daha fazla bilgiyi ( ) ( ) ( ) ( ) 
nereden bulacaglml bil-. -mlyorum. 

22. Satln aldlglm bir gi- Bana tam Bana az eok BaM pek Bana hie 
yecegin birkae yerini uyuyor uvuyor uyilluyor uymUYOI' 
elden ge~irmeden giye- ( ) ( ) ( ) ( ) 
miyorum. 

23. CamaSlr makinesi, buz- Bana tam Bana az cok Bana pek Bana hie 
dolabl, hall ve mobil- uyuyor uyuyor uymuyor uymuyor 
ya gibi allsverisleri ( ) ( ) ( ) ( ) 
tek baSlma yapmaktan 
eekinirim. 

24. Bir mall allrken eok Bana tam Bana az eok Bana pek Bana it:~ 
gezsem, arastlrsam bile uyuyor uyuyor uyilluyor uymUYOI' 
sonradan memnun kalmadl- ( ) ( ) ( ) ( \ 

I 

glm allsverislerim olu-
yor. 

25. Gelirlerirnizle giderle- Bana tarn Bana az eok Bana pek Bana hie 
rimizi bir tUrlU denge- uyuyor uyuyor uymuyor uymuyor 
de tutarnlyoruz. ( ) ( ) ( ) ( ) 

26. Hatall bozuk ya da Bana tarn Bana az eok Bana pek Bana hie 
eUrUk Clkan bir mall uyuyor Uj uyo r uymuyor UyclilyOI' 
satlcl geri alrnazsa ( ) ( ) ( ) ( ) 
ne yapacaglrnl bilmiyo-
rum. 
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27. Satln aldlktan sonra Bana tam Bana az ~ok Bana pek Bana hi~ 

pisman oldugum giyecek- uyuyor uyuyor uymuyor uymuyor 
ler oluyor. ( ) ( ) ( ) ( ) 

28. Aile butcesinin nas 1 1 Bana tam Bana az ~Jk Bana pek Sana hie 
hazlrlanacaglnl bilmi - uyuyor uyuyor uyrr,uyor uyrlUyor 
yorulfl. ( ) ( ) ( ) ( ) 
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BOLOM I1J 

1. Ha1k Egitim Merkezinde ~u an devam ettigniz kursun bit' bi:i1UmUnUn 
tUketiciyi aydln1atan bi1gi1ere (yani tUketici egitimine) ayrllmaslnl 
ister miydiniz? 

a) Evet b) HaYl r 

2. Asaglda tUketici egitimi ile ilgi1i top1am yedi tane konu veri1rnistir. 
Bun1ardan sadece lie tanesini seemeniz istenmektedir. Bu seetiginiz UC 
konu ieinde en eok Bgrenmek istediginiz bir tek konunun sol taraflna: 
1; ondan sonra i:igrenmek istediginiz konunun sol tal'3fln.,: 2; daha sonra 
Hgrenmek istediginiz konunun sol taraflna: 3 koyun. Oeten faz1a konu 
isaret1emeyin. 

Konu1 a r: 

Yiyecek Hze11ik1erini an1atan ve yiyecek seciminde yardlmcl 
--- olacak bi1giler. 

Bono veya taksit1e odemenin nasl1 yapl1d191nl, fiyatlarl, rek­
---lam1ann tUketiciyi nasl1 etkiledigini anlatan bi1giler. 

Bir mall satln a11rken en iyi kararln nasl1 verileceijini, n,','e­
--- den ve nasl1 bi1gi allnaca91, ihtiyaca en uyqun a11sveri;;in 

nasl1 yapl1acaglnl an1atan bi1gi1er. 

Giyecek1erin oze11iklerini an1atan ve giyecek seeilninde yar­
---- dlmel olaeak bilgi1er. 

TUketiei1erin hak1arlnl, tUketieiyi koruyan yasa ve i;urulu51ar I 

---- an1atan bilgiler. 

Hall, buzdo1abl, mobi1ya, flrln gibi md11arln ozelliklerini . 
--- an1atan baklmlm ogreten ve bun1arln satIn allnmilSlnda hun'll 

nokta1a~a dikkat edileeegini anlatan bilgi1er. 

Aile bUtcesi hazlr1amaYl, tasarruflann nasll degerlend-iri1c­
--- eegini Hgreten bilgiler. 
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SOLUM IV 

Asagldaki scrularda bazl mallar allrken en eok nelere dikkat ettiginiz 
sorulmustur. fkr sorunun altlnda sorulan malla ilgili ayn ayn Q2ellikler 
verilmistir. Bu ozelliklerden sadece Ue tanesini seein. Bu secti~iniz Uc 
tane ieinden en onem verdiginiz Qzel1lg1n sol taraflna: 1; ondan sonra 
onem verdiginiz ozelligin sol taraflna: 2; daha sonra onem verdiginiz 
ozelligin sol taraflna: 3 koyun. Her soru iein sadece Uc ozellik l,aret­
leyin. Ornegi okuduktan sonra sorulara geein. 

tlRNEK: 

Paltoluk kumas allrken en eok hangi renkleri tecih edersiniz? 

3 Mavi 

Gri 

Sorular: 

Sarl 

__ Siyah 

_2 __ YeSil 

Mor 

1. Yiyecek satln allrken en eok nelere dikkat edersiniz? 

Ucuzluk --" 
Tazelik __ Doyuruculuk 

Ses 1 eyi c i 1 i k Uzun sUre dayanmasl Lezzet 
--

GorUnUs 

2. Giyecek satln allrken en eok nelere dikkat edersiniz? 

Renk Marka Ucuzluk 
---

Yaklsmasl _Dayanmasl ___ Bic imi 
---
____ Modaya uymasl 

b d 1 b fl 'rln gl'bi mallan satln allrken erl \-ok nelere 3. Hall, mobilya, uz 0 a 1, 
dikkat edersiniz? 

Renk Bieim -- Ucuz'i uk 

Sagl am" k Garanti belgesi Servis 
--

~1a rka ---
ANKET! CEVAPLADI~INIZ lC!N TESEKKUR EDER!Z. 



APPENDIX B 

Frequency Distribution of Felt Adequacy of the Respondents in Each Compency 

Major Consumption Fel t very Felt Inadequate .Felt Adequate 
Area Competency In.adequate 

(1) ( 2) (3) 
N Of N % N % " 

Food and Nutrition I have knowledge about the 14 4.2 19 5.8 224 67.9 
nutritional value of various 
food items 

Food and Nutrition I am doubtful whether the 161 48.8 111 33.6 28 8.5 
food items we eat are health-
ful 

Food and Nutrition I woul d 1 ike to have more know- 270 81.8 47 14.2 4 1.2 
ledge about a balanced diet 

Food and Nutrition I make good choices in my 19 5.8 23 7.0 107 32.6 
selection of food item 
purchases 

Cl ct!,-i ng I can be very helpful to 20 6.1 30 9.1 110 33.3 
my ft'iends in the selections 
of clothi~g items 

Felt Very 
Adequate 

(4) 
N % 

73 22.1 

30 9.1 

9 2.7 

179 54.6 

170 51. 5 

N 

2 

No 
Answel 

" N 

% 

O. / 



-. 



APPENDIX B (Continued) 

Major Consumption 
Area Competency (1) 

N % N 

Durables I know what to do to protect 26 7.9 44 
items such as carpets and 
furniture from becoming worn 
out too quickly 

Durables I am afraid to buy items such 220 66.9 50 
as washing machines, refri-
gerators carpets and furni-
ture by myself 

Legal Regulations I think the writings in the 7B 23.6 102 
and Institutions mews papers about the laws 

and regulations related 
to consumers are complicated 

legal Regulations I have nOidea about the 122 37.0 95 
ar.d Institutions rights of consumers 

( 2) (3) 
% N % 

13.3 88 26.7 

15.2 19 5.8 

30.9 81 24.5 

28.8 49 14.8 

-' 

(4) 
N % 

172 52.1 

40 12.2 

69 20.9 

64 19.4 

N 

-

-

No 
Answer 

'J ... 

% 

.3 



APPENDIX B (Continued) 

Major Consumption 
(1) (2) (3) 

No 
Area Competency (4) Answer 

N % N % N % N % N % 

Legal Regulations I don't know the names of the 121 36.8 85 25.8 70 21.3 53 16. 1 .3 
and Institutions institutions which protect 

consumers 

Legal Regulations I don't know what to do if 114 34.6 90 27.3 62 18.8 63 19.7 1 .3 
and Institutions the seller does not take back 

a defective item 

General Marketing I don't know how and by whom 101 30.6 106 32.2 60 18.2 62 18.8 .3 
the price of the items that 
I purchase are determined 

General Marketing I hesitate to buy goods on 196 59.3 32 9.7 33 0.1 69 20.9 
credit by myself 

General Marketing I have diffi-ulty in calcu- 44 13.3 104 31.6 60 18.2 121 36.6 .3 
lating the price of a good 
that comes out at different 
weights 

GE-ne;"E:l f,'jarketing I can spot an advirtise~ent 23 6.9 32 9.6 i 04 31. 5 171 51.8 
that is not credible 

" <n 

.. 



APPENDIX B (Continued) 

Major Consumption No 
Area Compency (1) (2) (3) (4) Answer 

N % N 0/ N 0' N % N % ro 70 

General Principles Sometimes I realize that my 133 40.3 111 33.6 45 13.6 41 12.4 
of Purchasing purchases do not fulfill my 

exact needs 

General Principles I can judge if I have made a 140 42.5 99 30.0 47 14.2 43 13.0 0.3 
of Purchasing good decision only after I use 

what I bought 

General Principles I don't know where to go when 120 36.4 88 26.7 60 18.2 61 18.5 .3 
of Purchasing my information about a product 

is not adequate 

General Principles Even if I search a good deal 141 42.8 110 33.4 46 13.9 32 9.7 .3 
of Purchasing before I make a purchase, there 

are times when I am not satis-
fied with what I buy 

Budgeting I don't always know where to 70 21.2. 66 20.0 61 18.5 132 40.1 .3 
invest my savings 

Budget.ing I know the uses of family 46 13.9 14 
budget 

4.2 61 18.5 208 63.2 .3 

Budgeting We cannot balance the family 91 27.7 104 31.7 60 18.2 73 22.2 2 .J income and expenses 

Budgeting I don't know how to prepare 95 28.8 91 27.6 62 18.8 81 24.6 .3 
, 
c a fami ly budget 

. , 
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