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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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OZET

Bu calismanin amact; istanbul Halk E§itim Merkezleri tarafindan acilan
meslek kursliarina katilan kisilere ytnelik tiketici e§itimi programinin

gelistirilebilmesi i¢in i1k verileri elde etmektir.

Bu calismada, arastirmaya katilanlarin (a) tiketime iliskin bazi konu-
Tarda kendilerini ne dereceye kadar yeterli hissettikleri, (b) algiladik-
Tart bi¢imiyle tiketici editimine olan ihtivaclari, {c) tiketici egitimine

kat1lma istekleri ve (d) bazi mal gruplarini satin alirken kullandiklari

=

riterleri saptands,

Orneklem, 1985 ilkbaharinda seg¢ili Uc¢ Halk EGitim Merkezinde agilan
mesleki kurslara katilan 18 yas ve lzerindeki 330 kadindan olusmaktayds.
Veri toplama araci olarak kullanilan anket, arastirmaci tarafindan gelis-
tirildi. Veriler say1 ve yizdelerden olusan dadilim tablolari, ortalama,

Ki-kare ve Kramer's V gibi istatistik ydntemlerie analiz edildi.

Arastirma bulgularina gore tipik anket yanitlayicisir ilkokul mezunu,
bekar, issiz ve 24 yasinda gen¢ bir yetiskindir. Ortalama 50.000 ila
100.000 TL. arasinda aylik geliri olan bes kisilik ailesiyle birlikte

kendi evinde yasamsktadir.

Arastirmaya katilanlar kendilerini en ¢ok Genel Satin Alma Kurall
rinda yetersiz hissetmekte, bunu sirasiyla Yiyecek ve Beslenme, Yasal
Uygulamalar ve Kurumlar, Dayaniklir Tiketim Mali, Giyecek, GBenel Pazarlama

ve son olarak da Bltce konulari iziemektedir.

Tuketici editimine iliskin algilanan ihtiyaclar gdz online alindiginda
dncelik siralamasinda Butge birinci gelmekte, bunu sirasiyla Genel Satin-

Alma Kurallari, Yiyecek ve Beslenme, Giyecek, Dayanikli Tlketim Mali, Yasal



vii

Uygulamalar ve Kurumlar ve Genel Pazarlama izlemektedir.

Meslek kurslari programina tiketici egitiminin dahil edilmesi Gnerisi,
anketi yanitlayanlarin buyik bir ¢cogunlugu (391.2) torof1n an ilgiyle kar-

s1lands.

Q)

Arastirmaya katilanlarin satin almada kullandiklari ilk g kriter
sirasiyla: yiyecek alirken tazelik, besieyicilik ve ucuzluk; giyecek
alirxen yakismasi, dayarmast ve rengi; dayanikly tiketim maly alirken

dzyanixkiilik, garanti belgesi ve marka clarak belirlendi.

‘)

Bu arastivmanin bulgulary, Halk E£§itim merkezleri mesiek kurslarina
ra yOnelik tiketici egitimi programinin gelistirilmesi
1¢in gerekli i1k bilgileri sadlamaktadir. Ancak, bu bulgular, Tirkiye'de

daha orceden avastirma yapil

cldugu gbz onine alinarak ¢
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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 all over 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 Tived

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

The consequences of this development have been manifo1d: 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
pecple about the new products but they also stimulate the desire to
buy. Families are faced with more purchasing decisicns tdday then ever
before. They are confronted with a highly complex market system which

requires both knowledge and competence in matters of consumption.

The developments described above are universal with variations from

one country to another. Turkey is not an exception.

Need for Consumer Education

A growing number of Turkish famiijes have started to consume food ,
some goods, some of which they used to produce themselves. They rneed 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_pecple 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

oa

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

gereral 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).



Two institutions played a historic role in the formation of PEC's

U

N

kan, 1973). These institutions were Turkish Hearths (Turk Ocaklari)

—
[
el

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

bolishment in the early 1950's. Although the first PEC's established

ey

in Tate 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 cutside the formal educaticnal

T i
1

hey include those who 1

(a7

system. ck 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 opportunity to berefit from adult education services
of fered by PEC's. No Timitations are imposed in terms of age or previous
educaticn. However, there may be prerecuisites for some of the courses.

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

According to the "Regulations for Non-Formal Education Institutions',
put into effect in 1979, esch 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 include lectures, performances, concerts, exhibitions, shows,

i

panels, conferences and the like. Turkish State Institute of Statistics



classifies the courses offered by PEC's into five groups as follows

(DiE, 1985):

1. Literacy courses

2. General knowledge courses
3. Vocational courses

4, Industrial courses

5. Social and cultural 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, Yocuth and Sports. In
cases where there is no such an imposition, local PEC's may develop

their own programs.

Yocaticnal courses often last eight months, starting in fall and
ending in late spring. Each course reguires forty hours of attendance
per week. Thus, the total number of hours exceeds one thousand hours

of class work.

A special provision is made for education within the vocaticnal
courses. Out of forty hours of instruction per week, 2 hours must be
devoted to general education. This makes sixtyfour hours of general
education instruction for a course of eight month duraticn. The topics
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

ereral education over several topics.

Consumer education may be one of the topics that can be intro udCcd
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
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 adequaéy 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 fcllowing 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’ fee]ing of adequacy and their



perceived need for consumer education;

4. The relationship between the respordents' feeling of adeguacy and

their demographic characteristics;

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 Canacda are rather scarce.

Significance of the Study

There is no special Taw in Turkey which aims at the protection of
consumers as such, except the references to consumer protection in the

various laws. There has been also a number goverment regulations for the

protection of the consumers. Examples are the regulations for food items
and fair advertisement. However, there are a number of gaps in the legal

system and the effectiveress of the existing legal ruling is guestionable.
Since 1971 four drafts have been made for the enactment of a consumer

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

he state

(s
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.

ticle 172 of the Constitution (1982) requires that
measures to protect and inform the consumers, and aiso supports initiatives

by the consumers to protect themselves.

A reference to consumer education is found in the Regulaticns for

i

he Non-Formal Institutions (1

—
&(J

82). Article 8 indicates the development

o+

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

Neither the consumer protection nor consumer education is at a

satisfactory Tlevel in Turkey at present. This study is a picneering



attempt in assessing the need for consumer education in relation to a
specific type of adult education organization namely, the People's

Educatiocn Centers.

The development and implementation of a consumer education program

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

~

Definitions of the Terms

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

Adult Education is a process whereby persons whose major social roles

are characteristic of adult status undertake systematic and sustained
learning activities for the purpcse of bringing about changes in krowledge,

attitudes values or skills (Barkenwald and Merriam, 1982)

Consumer 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

relationship 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 desir

o

a

]

le (Leagens, 1964)

Needs Assessment 15 a systematic method of determining the educaticnal

needs of a particular group or community (UNESCO, 1979)

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

the specific areas of consumption areas

Perceived Need is a need identified by the person.




IT. REVIEW OF LITERATURE

A thorough examination of Tiirkiye Bibliografyasi (Turkish Bibliography)

which 1lists books and Tirkiye Makaleler Bibliografyasi (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 El1lis, 1971). Dewey
thought that the traditional subject-matter approach resulted in a neglect
the needs and interests of the Tearners. 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.



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 tensjon in a person causing

him to do something to eliminate this tension.

According to Atwood and EVlis (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 physiolegical needs, and
going up to safety needs, belongingness, esteem, and self-actualizaticn
in an ascending order. The emergence of a new need is essentially dependent
on the satisfaction of a more basic need. Thus, a person has to satisfy at
Teast 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 jearning 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 own good, for the good:of an organi-
zation or for the good of the society. It was the gap between the present
Tevel 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

Fresent Level of Competency

According to Atwood and E11is (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 educaticnal

activity reguired to overcome.

Monette's (1977) definition of educational need agrees with the one
proposed by Atwood and E11is. According to Menette, 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 terms
of three needs components, namely, competence, motivation, and relevance,
and he proposed two categories of higher order definition based on these
comporients. Competence referred to an individual's ability 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 generaT:sense and

should be operationalized for any study. The higher order categories,
wants and complex needs involyed a combination of two or more reeds
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

Titerature,

According to Archambault (1957) two types of needs are important when
planning educational experiences: Fe?tlneeds, and real needs. Archambault
argued that both types of needs were important in the development and
implementation of educatioral 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. Hewever, the real needs have to be
identified and become the focal point for guiding the processl Real
need tock its character from an objective reality in relation to the

environment.

Although the ccncept of need is defined and classified in a number
of ways, it is an important concept in acdult education. As Kncwles 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

technigues of assessing needs are explained in detail.

Needs Assessment in Adult Education

There is a general agreement on the importance of needs assessment in
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planning adult education programs. No such agreement exists, however, as

to the best method of determining needs.

According to Kempfer (13955), 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 varicus 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 scheools and community colleges in 1947-1948. He used a
questionnaire to coliect data. He indicated that there were additioral
sources of information which could aid educators in assessing the needs,
These sources included the Chamber of Commerce, civil leaders and
asscciations, 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 purpcses 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 regicn. These countries were Costa Rica,
E1 Salvador, Guatemala, Honduras, Nicaragua and Panama. An interview
schedule was used to gather information cn the basic educational need

in all countries.



In Jutipa, a village in Honduras, the sample was coméosed of 107 narsons
corresponding to 18 per cent of the poputation aced 15 or over. The
results showed that the basic educational needs expressed were to learn:
reading and writing: spelling; dress making; farming; animal husbandary;
cooking; varicus trades: forriery, carpentry, bakery, shoemakirg, nursing,

floristry; how to get more land, in the order of their frequency.

In La Puerta, a village in E1 Salvador, the sample was drawn fiom
20 per cent of the population over the age of 14 (twenty-five men aiu
twenty-seven women, totalling fifty-two). Basic educational needs spon-
toneously expressed by women in reply to the open ended guestions were
learning te read and write, dressmaking, cooking, giving injections,
preparing food, counting, embroidery, and basic nursing. Men, ©i the
other hand, indicates preference for vccational training; they were most
interested in tailering, building, reading and writing, driving, sawing,
coffee-growing, giving injections, carpentry, electrical work, mathematics,

farming, in the order of their preference.

The major purpose of a survey conducted by Cakir (1283) was to assess
~4ult education needs in the $isti-Giltepe districts of Istanbul, The
survey was conducted on a sample of randomly selected 140 houscasias,
using one respondent from each household. A total of 58 men aud 87 wowen
were interviewed. The survey indicated that there was a range o7 nesds
as expressed by the sample in the districts for adult educaiicn courses

and activities to be offered by the Center. Most of the needs erove

(%2}
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centered around home activities, because of over-representatlivn

femaies in the sample.

Another approach for needs assessment is the Delphi techwigue. This

technique is basically a way of collecting opinion in an effort to produce
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a group concensus.

Delphi technique was used in the United States by a group working
at the School of Educaticn of the University of Massachussetts. Tha
four-rounds questionnaires were administered during a two day zonference.
The final results revealed highest priority ratings for 29 of the 113
need statements originally generated. The highest priority statements
provided & basis for planning in-service training and staff development
work shops for the aduit learning centers in Massachussetts (fussman and

v i

Carey, 1973).

In addition to the methods described above there are othir nseds

assessment methods, including the use of fests, group problen a.al
job analysis, performance review, records and reviews. The survey method,
however, by means of interviews and questicnnaives is the

Coeos \pevrany g
MO COMWBON

one used for research purposes.

Consumer Education

A report of the Office of Education of the United States publishen

in 1967 defined consumer education as:

The study concerned with the development of knc "cdge
understanding, appreciations and skills invoived in the
economic welfare of consumers and consumer groups in
everyday life; for example, competency in minaging mone;
consumer legislation, evaluation of consumer research,
and product testing, and the role of the consumer fin i
economy (Charter, 1973, p. 3).

According to Mendenhall, the goals of consumer education w2 0
produce:

(1) A prudent manager of personal and family finance

(2) A wise buyer of goods and services in the marker
place;

(3) A careful user of personal and public pessessions



(4) An informed and intelligent acting consumer
citizen (Charter, 1973, p. 3).
The report of the President's Commission on Consumer Interest of the
United States publizhed 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

va’iues2 maximum utilization of and satisfaction
from his resources (Charter, 1973, p. 2).

In the Guidelines of Education (1968) prepared by the I1iinvis
State Office of the Superintendant of Public Instruction, conciusscy
education was defined as:

The development of the individual in the skills,

concepts and understandings required for everyday

1iving to achieve within the framework of his own

values, maximum utilization of and satisfaction

from his rescurces (p. 1).

According to the Guidelines, consumer education does not intend to
direct consumer choices. Tt means to provide an awareness of ail.ernalives
as well as the opportunities and to assist consumers in making chie choice
which is best for their purposes in the Tight of their values. Tonsumer
education does not seek to indoctrinate values. It should provide the
kind of experiences which will enable consumers to engage in th2 process

of weighing the evidence necessary to arrive at intelligent decisions.

According to a UNESCO definition (1979), consumer educaticn aims

=

to develop inteiligent consumers who will use effective methods of

purchasing and using goods and services, who manage their money o

Y~

e

tently and who understand their relationship to the economic system.

While examining the Titerature on consumer education, it bevaws

. . . " ~ - PR " A S e e oy i'-f‘i‘" (
apparent that the concept of consumer education was somellmes ©oniusé
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with that of the consumer information. An annual repért by 0.E.C.D.
(1974), makes the following distinction between the two concepts: "The
purpose of gducating consumers is to deveicp a critical sense and proper
judgement on all consumer related matters. Consumer informaticn. on the
other hand, provides consumers with facts relating to oroperties, or
prices of goods or the nature of protective laws". Ancther annual report
by the same organization (1981) proposes that consumer infornsling and

consumer education are compiementary.

According to the results of six separate studies or consumer use and
comprehension of nutrition information in the United States, i%: grovision
of informaticn without education did not necessarily have any iasect on

consumers (Jacoby, Chestnut, Sitberman, 1977).

Studies Related to Adult Consumer Education

In the United States Lee studied fifty adults (29 hauomakars an
male family heads) who were 1iving in substandard housing areas in

Washington D.C. in 1962. The purpose of this study was to vetarming the
interests of the adults in the sample in homemaking education as well &s
the possible content areas and their awareness of existing progroms.
Interviews were used as the data collection instruments. Lee found that
altheugh consumer education was the most frequently mentioned sihisct

no classes oy courses were offered in that area {Charters, 19/3;.

The purpose of a study completed by Skrdla in 1969 was %o investigute
the needs and interests of foreign student families, especiaily the
difficulties perceived by students' wives in selected aspects or hume
making. Data were obtained through structured personal intervies: g ith

families representing eight different areas of the world, Vour uyues of
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Tocal housing, five religions and differing family séatus and cultural
backgrounds. Common difficulties involved such matters as housing,
shopping, transportation and unfamiliar food . Needs included information
about local resources, orientation to shopping, child care, better
lighting, nutritional and food preparation informatior, and nhelp with

banking,credit, legal documents and househiold records {Charters, 1973).

Gilchrist and Barton (1970) studied homemakers in two housing proiscis
in Montgomery, Alabama. Fifty white and fifty non-white vespondants ware
included in the sample. The purpose of this study was to identify common
needs and interests. The respondents expressed the need for an increased
number of consumer education programs. Non-white homemakers expressed a

desire for a greater number of programs aimed at increasing

!

their under-
standing of credit, and white homemakers exnressed a ‘a2sire for programs

on money management {(Charters, 1973).

The purpose of the study byBraun (1979) was to ascertain the existing
consumer economic knowledge of women 55 years of age and otde - participating
in adult consumer education courses in rural and urban aress i the Unitad
States. It was found that the programs in both urban and ruic! @veas
of fered the same type of consumer economic knowledge. The young participants
possessed a higher level of consumer economic knowledge than cider parti-

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

difference.

While reviewing the literature it became apparant that a study similar
to the present study was conducted by Johnson (1980Y, This simitarity

results from the fact that two of the four basic issues examined by

("8

Johnson in her study are similar to the issues under examination in chi

study. Johnson's study compared the educational needs of honerakers wi



the centent of the programs offered in consumer and home-making education

in two selected communities in Idaho. She atiempted to answer b

L

following questions:

1. What were the aduits' perceptions of neads for consumer and home-making
education.

2. Did the perceived needs differ for adults with different demojraphic

characteristics, namely, age, employment status, type of em;}vment,

number and ages of children in the family, income, geograph'c regi

.y
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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 contept areas of
personal relationship, housing and consumer education, and resource
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 art
and crafts classes while the educational needs of the home-makers also
inciuded energy conservation. Except for the educational background and
sex, the other characteristics of home-makers were significanily related

to the educational needs.

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

characteristics, there was no consistent pattern of distribution.

The majority of studies on adult consumer education are concerned
with the identification of home-makers, needs. Investigation of the

relationships between identified needs and demographic characlaristis

@]
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a comuon feature of these studies. On the whoie, the research avaiioble

indicates a clear need for consumer education.



ITT. METHODOLOGY

This chapter deals with the methodological aspects of the siudy,
namely, the basic questions that the study addresses itself, the
population, selection of the sample, development of the data collection
instrument, implementation procedure, and finally the approach fur the

analysis of the data.

Basic Questions of the Study

The present study attempts to answer the fellowing questions:

1. To what extent did the respondents feel that they had adequate know-
ledge in the following major consumption areas:
a) Food and nutrition
b) Clothing
c) Legal requlations and institutions
d) Durables
e) General marketing
f) Gereral principles of purchasing
g) Budgeting
2. Was there any relationship between the feeling of adequecy &:d ithe
following demographic characteristics:
a) Age
b) Marital status
c) Level of education
d) Level of income
3. What were the specific areas in which the respondents perceive & need

for consumer education.
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4. Was there any relationship between the perceived need for ccnsuiner
education and the demographic characteristics specified in Guestion

2 above.

5. Was there any relationship between the felt adequacy of thz respondents

in having knowledge in specific areas of consumption and the perceived

need for consumer education.

Population

The population of the study consisted of 18 years old and ¢lder females
participating in the home-making courses at the PECs in the metecepolitan
area of Istanbul. Information about the size of participants at .ending
these courses and their distribution over the centers was pbrained from
the Tocal authorities responsible fecr the centers in Istanbui (Halk E3itimi

Baskanlig1). A total of 8917 female participants was estimated.

Basically, the PECs serve cut-of-school youth and adults. Hiaever,
the official statistics records the attendance of some particiniats even
younger than 14. In the present study the reason for setting Lth. wintpum
age Timit at 18 is the assumption that people do not usually become futd
consumers with sufficient experience in all of the major aspects of
consuming behavior, before they reach a mature age. This may b2 narticulariy
true in the Turkish culture since it is common for teepagers 7o rveside with

theiy parents.

The reason for excluding males from the population is the® “he siudy
intends to obtain initial data for the purpose of introducing o Conumer
education compenent to general education section of the home-uni fng couvses.

There are no male participants attending the hone-making coursi:.
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The total population of the study includes the female participants

pan

in the home-making courses in nine PECs in metropelitan Istanbul, They

are those located in Kadikiy, Uskidar, Zeytinburnu, Sariyer, Sizli-Gul-
tepe, Kartal, Bostanci, Emindnii and Bayrampasa. The PECs which have been

] [

recently estabiished at time of the study are not included.

Selection of the Sample

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 PECs that would represent all of the nine centers under study,
The nine original centers were classified into three main groups according
to their locations. With the aid of the Istanbul Directorate of Adult

Education, the following classification had been worked out:

Characteristics of ftre

PECs Locatians S

A. Kartal, Zeytinburnu Locations with a hezvy concentralbion
Bayrampasa of workers

B. Sisli-Giiltepe, Sariyer Locations with autheniic istanbyl
Oskiidar, Eminoni population mixad with new Cuiers
Bostanct to the city

C. Kadikoy A well established resicentia]

area.

Tt was decided to select one center from each group. Since Kadikdy
was the only center in group C, it was included automatically. For ihe
selections from groups A and B names were drawn randomly. Zejytinburnu
and Eminbnii were thus selected as the representative PECs for ijraups
A and B respectively. There were a total of 1101 females 18 ywars old

3 ! AC & i Y % Fal nlortan
and older attending home-making courses in the three centers selectaa.



The next step in the sampling was to select a relatively 1imitad

number ot participsnts from each center. Since convenient quotc sanpiing

was applied for practical reasons a large sample size (30%) was used in

order to minimize the sampling errors. This method yielded 150 participants

from Kadikdy, 100 from Eminoni and 80 from Zeytinburnu. This brought the
total sample size to 330, which was considered a good size for data
collection and data analysis. The distribution of the 1101 participants
of the original sampie over the three centers and the 330 selecterd from

these groups for the actual use in this study is shown in Table 1.

TABLE 1

Distribution of the Respondents
in the Sample over the Three Centers Selected for the Study

Name of Number of Number of respondents
the PEC participants included in the «umpia
Kadikoy 500 158
Emintnii 334 |50
Zeytinburnu 267 &)
TOTAL 1101 530

Development of the Questionnaire

A four-part questionnaire was developed by the investigator (Appendix A

The first part contained 10 questions about the demographic characte-
ristics of the respondents. The purpose was to obtain both a prufile of
the respondents and the data necessary for the analysis related tu 1he

basic questions of the study.

—
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Part Two investigated the extent to which the respondents f.it

e



in relation to the selected aspects of consumption. The content of Lhis
part was based on consumer and homemaking competencies. These competencies
were identified in prior studies by Uhl.etal, Erikson and Simi (Charters,
1973) and in the Guidlines for Consumer Education (1968;. A total of 28

competencies were derived from these sources. The competencies were then

grouped into the following seven basic consumer education areas;:

1. Food and nutrition

2. Clothing

3. Durables

4. Legal regulations and institutions
5. General marketing

6. General principles of purchasing

7. Budgeting.

Questions in this section were formulated to check four specific
competencies in each of the basic areas. For example in  fuzd zaid
nutrition area questions were formulated to check the resp ndenss’
feelings of adequacy in nutritional value of food, healthivi foud,
balanced diet and the selection of food items (Appendix K. Questicns
related to all the seven areas were mixed randemly throuchout this

particular section. The mixing is shown in Table 2.
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TABLE 2

Distribution of Competencies Over
the Major Consumption Areas

Number assigned 1o each

Major Consumption Areas competency in the cuestionnaire
Food and Nutrition 1, 6, 12, 20
Clothing 3, 14, zé, 27
Durables 4, 10, i, 25
Legal Regulations and Institutions 5, 17, 19, Zb
General Marketing 2, 8, 12, i
General Principles of Purchasing 9, 18, 21, Z4
Budgeting 7,» 14, 25, 28

The scale used in this part of the questionnaire was a variation 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 given
competency. The competencies were formulated in behaviora! Levms such
as "I hesitate to buy goods on credit by myself" and "I make good choices
in my selection of food item purchases". Respondents were asked to
indicate their personal judgement by marking one of the four cptions.
These options were “"strongly agree", "agree", “disagree", and “stircngly

disagree”.

This method of categorizing 28 competencies into saven major
consumption areas is similar to Johnson's categorization which has been
explained in detail in review of literature chapter of this study.

Johnson's interview schedule was also based on a Likert type of scale.
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However, in this study a four-point scale is used instead of five i

-
—

order to avoid neutral answers.

The purpose of the third part of the questionnaire was to ascess the

D

perceived needs of the respondents for consumer educaticn in the seven
major consumption areas. Thesa seven areas were presented directly Lo
the respondents. The respondents were asked to select three areas cut of
seven and to place them into a rank order of priority, the most wanted

area of Tearning to be marked 1.

The third part of the questionnaire included also a direct questiun
as to the willingness of participants to have consumer education as part

of the course that she was attending. The respondent was expectzd to

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

In part four the major purpose was to investigate the criteria used
by the respendents when purchasing goods, namely, food, clothing and
durables. Seven attributes were identified in each group, and .raspondents
were asked to rank three out of seven in a priority order, the most

emphasized attribute to be marked 1.

Procedure

Five judges were asked to check the content validity of the draft
questionnaire before the pilot study. Three of them were selectzd from
the Faculty of Economics and Administrative Sciences and tvo from the
Faculty of Education of Bodazicgi University. The judges acrecd that the
instrument developed could serve the purpose. Aside from fne criticisims

and the suggestions on specific items, they also agreed that 2% competoncies
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grouped into seven consumption areas represented those areas. 1

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

the judges.

A pitot study was conducted with 60 participants at the Sisli-
Gultepe PEC - a center which is not included in the study.

Taking into consideration the results of the pilot study and ihe

suggestions of the judges, the questionnaire was given its fira! form.

Home-making courses were offered in the main building of Kad:kiv and
Eminoni PECs, whereas Zeytinburnu PEC offered these courses cutside the
main building in the vicinity as well as in Sirinevier. The g.estionnaive
was conducted by the investigator and the three trainad members from the
Faculty of Education of Bogazici University. A1l the women parcicipants
who were 18 years old and older attending homemaking courses in Llhose
three Centers were included. Then 30 per cent of the replies weve
randomly selected from among the questionnaires given in each contar,

The procedure yielded 330 respondents (See Table 1).

Data was collected in June 1985. Due to the scheduling of ¢ asses
in different days of the week the collection of the data was o cleted

in six days.

Analysis of Data

The data were processed at the Bodazisi University Computsr Uenter,
Fal

The statistical methods used in this study were frequency d7<iriputivas

by numbers and percerages, means, Chi Square test and Cramcr V test,

£+ e+ ANNA TG R e s s e PR R LN
In analyzing Part I of the questionnaire numbers anG purteniag., were
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used to describe the characteristics of the respondents. In additicn,

the average number of people Tiving with the respondent in the same

house was calculated.

Part II of the questionnaire consisted of questions relaied to felt
adequacy of the respondents in having knowledge in seven major consumption
areas. The degree of felt adequacy was calculated by assigning veights
to each response. As it was previously explained there were altogether
28 competencies grouped into seven major consumpticn areas with four
competencies in each. Responses to each competency were weignted from
T to 4. For the questicns implying adequacy in a particular comgelsncy,
the "strongly agreed" was given a weight of 4, while "strongly disagreed”
received a weight of 1. Reverse coding was applied for the cuz.tions
implying inadequacy. An example of the scale used for this par of the

questicnnaire and the coding process are shawn below:

Agree _  Agree Disagree Dizagree

I have knowledge about

the nutritional values of (4) (3) (2) (1)
various food item
I don't know how to
prepare a family budget (M (2) (3) (1)
The analvsis in this part started with summation of the tof:z? numhor

of respondents who marked on of the four options in each coruetency. fhe

results were presented by numbers and percentages.

Since there were four competencies in each major area, tha cmipcsits



weight for a given consumption area was calculated by adding the weighted
scores of ail the four competencies. Since the weighted score for each
specific competency could change between 1 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 was divided into
two parts tocorrespond to these categories with 4-10 indicating "inade-
quacy", and 11-16 indicating "adequacy". According to this classification
a respondent whose composite score was eight on the four questions related
to any of the major areas would be classified as "feeling inadecuate” 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 calculated. Again
respondents were classified either as adequate or inadequate. As it was
explained in this section, there were four options in each competency
with assigned values of 1 to 4. The 1 - 4 range was divided in the middie
with 1.00-2.50 indicating respondents feeling of inadequacy and 2.%5'-4.00
indicating feeling of adequacy. According to this classification, 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, however, used three categories: 1.0-2.4 neant
that the respondent perceived little or no need, 2.5-3.4 meant that the

respondent perceived some need, 3.5-5.0 meant that the respondent
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perceived moderate or great need 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 cof 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 accordingto the priorities assigned by
the respondents. The respondents ranked these areas according to their

educational needs as they saw them.

The Chi-square test was applied to determine if there was any signi-
ficant relationship between the perceived need for education in each of
the seven major consumption areas and such characteristics as agye, marital
status, level of education and Tevel of income. The same test wias also
e of

applied to establish the relationship, if any, between the deqgr
felt adequacy and the perceived need. In addition Cramers V tash was
applied. The purpose of using this statistical method was 1o measure

the strenqgth of the relationship.

Part I1I consisted of a guestion to check the interest of tae
respondents in a prospective consumer education 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 Lo
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jnvestigate 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 into a rank order.
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The table indicates that 50 per cent of the respondents weva 19
years of age and below, 33 per cent were in the 20 -24 age ¢roun.
Percentages dropped sharply with the age bracket 256 -29 and certinued
to do so with each of the following age group.
The distribution of the respondents according to merital siaius i3

presented in Table 4. A great majority of respondents (B1.8 cer cent)

was single. Thi

(V2]
I

wes followed by 17.0 per cent of the respordents who

were married. The vemaining inciuded widowed, divore '

ced or separaiad,

TABLE 4

Distribution by Marital Status

Marital Status Number Perzentuge

Single 270 LRI

Marviedg 58

Widowed, divorced
live separate 4

TOTAL 330

The distribution of the respondents according to the iy cocumiicn is

shown in Table 5.

Distribution by Occupation

Occupation Number Percanluge

Housewives ' 304 SR
Self-emp’ oyed 5 (3
Worker 4 P2
Student 1o 4.8

‘ -
No Answer ! :

i

TOT A 330 S




The majority of the respondents (92.1%) were housewives. Resoontes

o arhar quostion indi- o
to anothear queothh indicated that seven out of nine who nsd bees Gmp?“”“@

Sy £

wayre %Olk?ﬂq part-time,

The distribution of the respondents eccording o tleir

background 5 shown in Table 6. Primary school graduates made uo 6.4
per cent of the total, comprising the largest group. This was foilcwed
by tne Junior and senior high school graduates, accounting for 28.8 par
cent and 21.8 per cent respectively. Only 2.4 per cent of the respandents
did not atliend any institution of education but they were litarate, The

university graduates made up only 0.6 per cent of the respondents

TABLE 6

Distribution by Education

Last School Number Parcentig:
Completed

Literate only a 5 4
Primary School 153 G
Junior High School 95 28,5
Senjor High School 72 21.8

University 2

TOTAL - 330 133,10

The distribution of the resnondents by monthly income it
Table 7. Respondents who had a monthly household income ocvinen Ui UGN
100,000 TL made up 42,1 per cent of the total, cowpiising s liroest

group. This was followed by O - 50.000 TL nonthiy incomz groon ohioh s

20.3 per cent of the total. Those who had &



150.000 TL made up 19.4 per cent of the total.

TABLE 7

Distribution by Monthly Income

Monthly Household Number Parcentage

Income -
0- 50.000 TL 64 20.3
51.000-100.000 TL 139 42,1
101.000-150.000 TL 59 17.9
151,000 and above 64 19.4
No Ansvier 1 0.3
TOTAL 330 100.0

Table 8 shows the distribution of the home ownership. As seun
on Table 7, 70.6 per cent of the respondents cwned t i iv
TABLE 8

Distribution by Home Ownership

Ownership of Number Percentage
the house

Owned by the 233 70.6

the respondent

Rented a3 28,7

No Answer 4 1.2
TOTAL 330 PG

houses whereas 28.1 per cent lived in rented houses. Ffasther quastivn
in the study indicated that the average price for vent wos JEELD L.

a month.



The distribution of the respondents according toﬁthe numbey of
people Tiving in the household is shown in Table 9. 61.8 per cent of
the respondents were 1iving with 4 to 6 people in their houses including
themselves. Households with 7 to 9 and 1 to 3 people accounted “or 20.9

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

approximately 5.

TABLE 9

Distribution by Household Size

Household Size Number Percentage
1 - 3 people 51 15.5
4 - 6 people 204 61.8
7 - 9 people 69 20.9
10 pecple or nore 4 1.2
No Answer 2 . -
TOTAL 330 190.0

Table 10 shows the types of courses that the respondents attendzd at
the time of the study. The most popular course was cutting and sowing,
This particular type of course accounted for 65.8 per cent of the respcn-

dents. This was followed by the machine embroidery course with 13.6 per cent.

TABLE 10

Distribution by Type of Course

Type of Course Number Percentage
Cutting-Sewing 217 65.5
Machine Embroidery. 45 13.6
Hand Embroidery 10 2.9

. Handicrafts 19 5.8
Artificial Flower 26 7.3
Knitting 13 e

— 330 000
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The remaining respendents were scattared throughott courses o

nses i3
artificial flowers, handicrafts, knitting and hand embroiger, wity

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

Taking into consideraticn the data given above, the typical participant
in the sample could be described as a young adult below the age of 24,
holding a primary school diploma, single, unemployed, Viving in hee cwn

house with five other peopie with a monthiy household incowme beoiweon

<

0.000-130.000 TL. She wenld typically be attending a cousin ia cuttirg

Felt Adecuacy of Regpondents as Consumers

ained in the methodology chapter of this study ih2 degrao

of adeguecy felt by the respondents on each of the major ¢ nmosumplion aveas

was messured by four Cp‘cif%c questions. These questions were formulated
check four competencies in each of the major area. tach o

four options assigned weighted values ranging from 1 w 4. The

feelings of adequacy increase as the weighted values gained bv

from 1 to 4.

As the weighted values ranged from 1 to 4 the numerical value For

any major consumption area could fluctuate from a minimum of 4 Co g wmaCimum

of 16. Using the midpoint, respondents were ctassified either oo "funl

: > : v Ao Ao B
adequate” or "“feeling inadequate

The recylts based on this classification are chown 0 Loota 00
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bistribution by Feeling Adequate/inadequate

Consumption Feeling Adequate  Feeling Inadequate Yo Answer
N

1]
‘8RS o/ o N
Arezs % N 5 <

Food and Butrition 2 12.8 266 30.6
Clothing 146 a4.2 183 55,5 ] 3
Durables 137 41,5 192 h8 v

Lege! Re:
1

and Institutions 93 28,2 236 7.5 i L3
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Table 11 shows that it is only in the "Budoeting” ares whoys o ightly
over 50 per cent of the respondents felt adequate. Ir a
gories, those who felt adequate stood Delow that mark. The two catigorie:z
in which the participants felt least adequate were "General Prinziples
of Purchasing" and "Food and Nutrition™. As for "Legal Reaulations and

Institutions®, the percentage stcod at 28.2.

As to the specific competencies under each major consumption orag,
the distribution of the respondents who felt inadequate ere shison in
Table 17. The reader who is interested in furtner dotails sisy find

additional information in Appendix B.



The |
Major Consumpticn
Area

lst of fFeit Indieona'y

TABLE 12

Food and Nutrition

Burables

Food and Hutrition

General Principles of
Purchasing

General Marketing

General Principlies of
Purchas ing

General Privcipies of

Purchasing

Clothing

Legal Regulations and
Eh&L?pULEOﬂ&
Legal Regulations and
Institutions

Ge nwra1 Principlies of
Purchasing

ations and

Competency Frai
U would Tike to DL
knowledge abauL a u,‘
diet
I am afraid to buy items LER
such as washing machine,
refrigerators caWpﬂis ant
furniture by mysel!f
I am doubtful whether the fLaH
food items we eat are
fealthful
Even if I search a good 1,91
deal before I make a
pu:chage, there are times
when 1 am rnt satisfied
with what 1 buy
I hesitate to buy gougs Ll
o credit by myself
[ can only judge if T have
made a good decision only
after I use what | heve
bought
Sometimas [ realize that my R
purchases do not fulfill my
exact neads
Thare are clothing
I am not happy with a
Buy them
I cannot wear what il
pefore some adjustment
{ have no idea about the
rights of consumers

I do not know the names of
the institutions which prote:
CONSUMETS

I do not know where to g0
whan my 1“*0%Muii\h about
a product 15 not adeuys

[ don't know what tw
the setler does not
hack a def 1

CL? pie




TABLE 12 (Continued)

Maior Consumption
Area

Competency

General Marketing

Budgeting

Budgeting

Legal Regulations
and Institutions

Durables

I don't know how and by
whom the prices of the
item that I purchase are
determined

We cannot balance the
family inceme and expenses

I don't know how to prepare
a family budget

I think the writings in the
newspapers about the laus
regulations related to
consumers are complicsted

{ don't know how to protect
iy electrical househoid
appliances when there are
fluctuations in the voltage
or when the electricity is
cut off

Table 12 indicates that the respondents feels

four competencies related to "General Principles of Purchasing” as

as the "Legal Reguiations and Institutions”. The rest

are equally distributed in the remaining five are

inadequacy in two competencies from each area}.

4t

{
i
L

In Table 13, the compeiencies in which the respoadants feit

is given.

Standard

Deviation

.
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H
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Poe 1
-
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0 well

adequate



TABLE 13 ‘

The List of the Felt AuLUhd ies

Major Consumption Competancy oo
Area 3DY.

Food and Nutrition I make good choices in my 3.5 .85
sefection of food 1tem
surchases

Budgeting I know the uses of a family 3,51 1,05
budget

Clothing I can be very helpful o my 5 on rr

Trnhﬂds in the selecting ¢ 7
tothing items

General Marketing [ can spot an advertisemeni 3,75 61
the % is not credible

Durables I know what to do to protect 2,21 S5
items such as carpets and
furniture from becoming wory
out too quickly

Food and Nutrition [ have knowledge about the 3.0 N
nufrlt1una1 value of varicus
food items

Clothing [ am knowledgeable in the R R
shrinking and fading
charscteristics of cloths

General Marketing [ have difficulty in 278 oog
calculating the price of
a good that comes out &t
different weights

Budgeting I don't always know where to oy .19
invest my savings

Durables I became confused when I AR HI R

read the manuals of durabi
such as washing machine ai:
refrigerators

Table 13 shows the 10 competencies started from the coanciuncy in

which respondents felt most adeguate to the competarcy

felt least adequate. As shown in Table 13, the vecpipi s ©000 sdermin
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Table 14 shows that among the seven consumption areas, "Purgeting”
is indicated as the most needed area both as a first and a tote] of
all choices. "General Principles of Purchasing" is the second reedad
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. 1he
remaining consumption areas, namely, "Clothing", "Durables", "Legal
Regulations and Institutions” and "General Marketing" were selected
as fourth, fifth, sixth and seventh areas with percentages of 12.0,

- 10.8 10.4 and 5.3 respectively.

Perceived Need and the Characteristics of the Respondents

Under each of the seven major consumption areas demogfaphic charac-
teristics were cross tabulated with the perceived need for ediration in
that area using the categories described under the heading of felt
adequacy and the characteristics of the respondents. For this purpose
those who indicated a .riority for a given area as 1, 2, and 3 were

combined as perceiving a need.

Table 15 presents the Chi-square values, degrees of freedon, the
levels of significance and the Cramer's V values in "Food ard Nutrition®
area for the variables under consideraticn. Ac it can be seen ia Table
15, respondents' demographic characteristics were not significantly

relatad to the perceived need for education in that area.



TABLE 15

Chi-Square Test of Demographic Variables

and Perceived Need

Variables A2 d.f.
Age and Perceived Need 14 Z
Marital Status and

Parceived Need .79 1
Level of Education

and Perceived Need .97 2
Level of Income and

Perceived Need .21 3

__Signi:icance

for Information in Food and Nutrition

Level of

Cramers'

M5, -

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

four variables, level of education and ievel of income were significantly

related to perceived needs in "Clothing". .

TABLE 16

Chi-Square Test of Demographic Variabies
and Perceived Meed for Information in Clothing

2

Variables 4 d.f. Level Jf Lramers v
Significance _ . .

Age and Percevied Need 2.85 2 n.s. -

Marital Status and

Perceived heed 3.30 ! r.s.

Level of Education and '

Perceived Need 19.46 2 01 17

Level of Income and R N >

Perceived Need 17.10 3 LGt i

The analysis for the "Durables" aree s preseniid io Tuod

)



TABLE 17

Chi-Square Test of Demographic Variables

and Perceived Need for Information in Durables

Variables Kz d.f. Level of Cramers' V
Significance

Age and Perceived

Need 11.81 pid .01 .13

Marital Status and

Perceived Need 6.27 1 .05 .09

Level of Education

and Perceived Need 22.89 2 .04 .18

Level of Income and

Perceived Need 17.61 3 01 .16

As shown in Table 17, all of the four characteristics

of the respon-

dents were significantly related to their perceived needs for consumer

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 Institutious were related to only two demographic

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

Variables 2 d.f. Level of Cramers' V
Significance e

Age and Perceived Need 3.58 2 n.s. -

Marit=1 Status and

Perc.. ived Need 4.40 1 n.s -

Level of Education

and Perceived Need 21.30 2 .01 A7

Level of Income and ‘

Perceived Need 12.10 3 .01 1?
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The analysis for the "General Marketing" area is presented in Table
19. The only demographic characteristic related to the perceived nesds

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

Tevel of education.

TABLE 19

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

Variables ﬁ? d.f. Level of Cramers' ¥
Significance

Age and Perceived Need .70 2 n.s. -

Marital Status and :

Perceived Nead .86 1 n.s. -

Level of Education and .

Perceived Need 7.59 2 .05 i

Level of Income and

Perceived Need 2.83 3 n.s. -

The analysis for the "General Principles of Purchasing™ area is shown

in Table 20.

TABLE 20

Chi-Square Test of Demographic Variables and Perceived
Need for Information in General Principles of Purchasing
2

Variables K d.f. Level of Cramers' ¥
Significance

Age and Perceived Need 2.37 2 n.s.

Marital Ctatus and

Perceived Need 3.04 1 n.s. -

Level of Education

and Perceived Need 11.94 2 .01 G

Level of Income and ]
Perceived Need . .. 8.65. 3 .05 L




By viewing the data presented in Table 20, it becomes apparent that

the perceived needs for consumer education in “General Principies 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".

TABLE 21

Chi-Square Test of Demographic Variables

and Perceived Need for Information in Budgeting

VYariables *Xz d.f. Level of Cramers' V
Significance

Age and Perceived Need 19.98 2 01 19

Marital Status and

Perceived Need 7.30 1 N1l A0

Level of Education and )

Perceived Need 24.46 2 .01 .19

Level of Income and -

Perceived Need 18.02 3 .01 15

Table 22 summarizes the relationships already reviewed through

Tables 15 - 21.
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TABLE 22

A Summary of Relationship Between

Perceived Need and Demographic Characteristics

Levels of Significance

Major Consumption Marital Level of Level of
Areas Age Status Education Income
Food and Nutrition n.s. n.s. n.s. n.s.
Clothing n.s. n.s. 01 .01
Durables .01 .05 .01 .01
Legal Regulations
and Institutions n.s. n.s. 0 .01
General Marketing n.s. n.s. 05 . n.s.
General Principles of
Purchasing n.s. n.s. .01 .05
Budgeting 01 .01 .0 .0

~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 significantiy 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 these
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 areas. Mowever, since the data were distributed in an inconsistent



manner it was difficult to make generalizations concerning tha directicn

of the relationship.

Cramers' V test was applied to the associations which were found to
be significant in order to measure the strength of those relationships.
It is found that the strengths of the relationships varied frem 0.10 to
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 Adequacy

The Chi-square test was used to determine whether or not there was
a significant relationship between the level of felt adequacy énd the
perceived need for consumer education in each of the seven major consunn-
tion areas. For this purpose the distribution for the felt adequacy w3s
cross tabulated with the distribution of perceived need in eacn major
consumj-tion area, with priorities as 1, 2 and 3 being combined. No
significant relationship was found. The results show that the respondents’
perception of their needs for consumer education was not related to their

feelings of adeguacy in having knowledge in specific areas of ccazumption

and yice versa.

Opinions about a Consumer Fducation Unit

The respondents were asked if they would like to see a consumer
education component integrated into the courses they attended in PEC at
the time of the study. Table 23 presenis the respondents’ opinion ahout

a prospective consumer education unit within the home-makino ccurses.



TABLE 23

Participants Favoring Consumer Education

N %
In favor 301 91.2
Not favor 28 8.5
No Answer 1 0.3

91.2 of the respondents would like to sce a part of the home -making
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 asknd
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 ewrphasized
attribute either as the first choice or the total of all choices. This
is followed by the nutritional value of food and the Tow cos?, respectively.
It is also seen that taste, durability, keeping full and appearance

were the attributes which were emphasized in a descending order,



TABLE 24

Respondents' Rankings of the Attributes for Food

Attributes

1st Choise 2nd Choise 3rd Choise Total

N % N % N % N %
Freshness 193 58,5 87  26.4 12 5.5 298 30.1
Nutritious 79 23.9 105 31.8 59 17.9 243 24.%
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 1.7
TOTAL 330 100.0 330 100.0 330 100.0 230 100.0

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

attributes of clothing as first, second and third choices and their
totals are shown. Suitability was the most emphasized attribute for
clothing, durability ranked second in the priority 1ist, and color
ranked third. These three attributes were followed by low cost, shape,
fashionability and brand name as the fourth, fifth, sixth and seventh

attributes, respectively.



 TABLE 25

Respondents' Rankings of the Attributes for Clotking

83
[g%]

Attributes 1st Choice 2nd Choice 3rd Choice Total
N % N % N % N %
Suitability 154 46.7 84  25.5 36 10.9 274 27.6
Durability 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 1.2 47 14.2 14 11.5
Fashionability 8 2.4 41 12.4 36 10.3 85 8.5
Brand Name 8 2.4 10 3.0 11 3.3 29 2.9
TOTAL 330 100.0 330 100.0 330 100.0 93¢ 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 attribute for

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

tively Tow cost, shape maintenance service and color followed in

descending order.
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TABLE 26

Pespondents' Rankings of the Attributes of Dirablas

Attribuies 1st Choice 2nd Choice 3rd Chosce Tetal
N % N % N % N %
Durability 196 59,3 60 18.2 40 12.1 296 79.8
Warranty 49 14.9 93 28.2 80 24.2 P22 22.4
Brand Name 25 7.6 60 8.2 39 11.8 124 12.5
Low Cost 19 5.8 35 10.6 £8 20.6 122 2.3
Shape (B 3.3 39 11.8 37 11.2 87 8.7
Maintenance S 2.7 25 7.6 49 14.9 &3 8.3
Service
Color 21 6.4 18 5.5 17 5.2 56 E.5

TOTAL 330 100.0 330 100.0 330 160.0 - 9%0 100.0




V SUMMARY AND DISCUSSIGN

In this chapter first the summary of the study will be given. Then
the results related to the demographic characteristics, the felt adequacy
and the perceived needs of the respondents for consumer education and
the criteria used during the buying process will be discussad. The chapter
ends with a consideration of the limitations of the study, implicstions

for education, and suggestions for further research.

This study aimed at obtaining initial data which could be used far
the development of a consumer education unit in the home-making courses
offered by the PECs in Istanbul. The sample consisted of 330 participants,
all female at the age of 18 or over attending these courses in the spring
of 1985 in three selected PECs. Data collection instrument wss a questivi-
naire developed by the investigafor. In addition to the demograzhic
characteristics, the respondents were asked to indicate their feclings of
adequacy in basic consumption areas, their perceived needs for consumer
education, their willingless to participate in a consumer oducation
program, and their personal criteria in the choice of some common purchasing
jtems. Frequency distributions by numbers and percentages, moars, Chi-
square tests and Cramer V tests were used as statistical methods for the

analysis of the data.

As a pioneering study in the area of adult consumer edication in
Turkey, the study has been exploratory in nature. It sought answers to
specific questions related to some of the important cencerns in consumer

education.



Demographic Characteristics

The statistical evidence indicates that PECs all over Turkey attract

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

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

in the United States, England, Wales and elsewhere show that participants

in adult education programs tend to be younger (Lowe, 1975; Darkenwald and

erriam, 1982). The fact that over 80 per cent of the respordents in the

sample was 24 of age or under agrees with this general trend.

The sample represents a mixed group as far as the level of educaticn
is concerned. Reflecting partly the educational level of the population
in Turkey in general, the largest group (46.4 per cent) was primary 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 agais agroes
with the world-wide trend for adult education, attracting participants
from the relatively better educated (Lowe, 1975; Darkenwald and Merrias,

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 Turkey 1is
going up (DIE, 1985). The increase in the educational level c¢f the ycung
urban people, the movement away from the traditional family structure and
the economic difficulties of establishing a new family may be the reasons
for the relatively higher marriage age. On the other hand, informal
contacts with the respondents during the study suggested that most of the

participants were willing to acquire a skill that would enabie *hum tn



become procuctive and improve the economic position of their families.

This interest may be due, in part to the fact that an overwhelmirg .

majority of the respondents were unemployed.

The present study indicated an average of 50.000 TL-1CC.000 TL monthly
income in the mid - 1935 for the sample, which makes roughly 600.000 -
1.200.000 TL. per year. Considering that an average of five persons shared
this income in the household, the income per person could be estimated
between 125.000-250.000 TL in a year. This is below the per capitz income
for the country in 1985, which was slightly over 400.000 TL. However, a
sizeable group (37.3%) had income above the average. Considering that
70.6 per cent of the respondents lived in their own houses, {! house-

hold income as at least free from the pressure for rant. -

Felt Adequacy as Consumers

The noticn of felt adequacy in major consumption areas is essontiul
from the view point of the definition of need adopted in this study. In
fact need is defined as the difference between what is and what cight
to be, or the gap between the status quo and a new chang:d se!l of

conditions assumed to be more desirable (Leagens, 1964).

The analysis indicated that as far as the major areas were concerned
the respondents felt Jeast adequate in "General Principles of Purchasing
and most adequate in "Budgeting". Since consumer education or information
programs are extremely limited in Turkey, and many producers do not
inform the public sufficiently about their products, it should not be
surprising to find that the respondents felt most inadequate in tpo

General principles of purchasing. The study indicated that the typical



consumer in the sample needed help in pre-purchase, purchasing and post

purchase stages. On the other hand, families living on a Timited income

have to find ways to match the expenditures with their income. This iy

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, Durabies

5. Clothing

6. General Marketfng

7. Budgeting

As for the 28 specific competencies falling into seven wajor categories,

the quarter of the total about which the respondents felt least adequate

and the quarter on the other end of the scale were as follows:

Felt least adequate

1. Balanced diet
2. Buying durables
3. Attributes of foods

4. Satisfactory purchases
5. Buying on credit

6. Buying to fullfill the exact needs

7. Knowledge required at the pre-purchase
stage

Felt most adecuate

1.
2.

Buying fouds

Adventages of Family Budget

. Providing advices when others

buy clothing

. Advertisement
. Protecting durables

. Nutritional valuss of food

items

. Shrinking and fading

characterisiics of oloths.
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The observaticn to be made from the data on hand is that feeling
adequate in a major area of consumption may not mean feelinj adequate
in all aspects of that area. For example, most respondents felt adequate

in the nutritional value of food items, while they felt inadequate in

having knowledge in balanced diet.

Perceived Need for Consumer F-ducation

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

consumption areas were concerned. No such relationship for the group was

established.

The respondents indicated their preferences in the major areas of

consumption in the folilowing order:

1. Budgeting

2. Genaeral Principies of Purchasing
3. Food and Nutrition

4, Clothing

5. Durables

o

. Legal Regulations and Institutions

7. General Marketing

The rank orders for felt adequacy and perceived need for education
make it evidant that there are some discrepancies between the two lists.

One of the striking discrepancies is that while "budgeting" is an area



where the respondents felt most adequate, it is in this area that they
expressed the highest need for education. One possibie explanation of
this discrepancy is that the respondents, although they feel quite
competent in this area, may want to further their competency as they
consider the proper management of their budget as scmething that would
contribute greatly to the betterment of their Tiving. 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 answers. The best
approach to program development requires 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 aress which
received a similar emphasis both from the view of felt adequacy 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 prospective
consumer education unit, it is important to note that an overwhelming
majority indicated an interest in a consumer education program. In fact,
91.2 per cent answered positively to the question whether they are
interested into the course which they were attending at the PLC, This
should provide sufficient ground to initiate a consumer education program

at PEC's,
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Criteria Used During 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 Tow-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 reme as the

most frequently used three criteria for durables.

A study conducted by Borak (1985) on consumer 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 three

most frequently used criteria.

Ttens Borak's study Present study
Fuod Freshness, price, trust Freshness, nutritional
in producer's firm value, Tow cost
Clothing Quality, price durability Suitability, durability,
color
Durables Trust in producers firm, Durability, warranty,
variety, quality brand name

In spite of different formulations of the questions in two studiec,

it is interesting to note that some of the criteria appears in bolh,

The type of information presented above coutd be used in program

planning in at least two ways. On way is to further the understanding
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of the participants about the criteria to be used du;ing the purchase

of foods, clothing and durables. The other way is to stimulete an interest
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 the consumers.

In another study Borak (1984) observes that Turkish consumers hava
Timited knowledge about the attributes of goods which they buy. She
proposes that they should be informed about them through education
including adult education. The findings of the present study including
a Qide interest in consumer education among the participants of home-
making courses at the PEC's provides further support to the proposal

made by Borak.

Limitation of the Study

Although this study gives important clues for a consumer -education
unit to be included in the home-making courses offered by PECs, the
findings could be generalized only to the participants in the metropclitan

area of Istanbul.

As a pioneering study in Turkey, answers were sought to questions
related to several aspects of consumer education. The breadth of the
concerns in such an exploratory study linited the collection of mere
detailed information on the aspects included. For example, each major
consumption area was represented only by four items. Another conside-
ration in this regard was to keep the questionnaire to an optimm size

for the group of respondents for whom it was prepared.
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Practical problems encountered constituted another set of limitations.

In addition to Timitations in time and material facilities, th. investi-

gator had to spend considerable effort to obtain the amount of relevant

literature she was able to review.

Implications for Education

In spite of its Timitations, the study yields useful information
for the development of a program in consumer education directed to
women participants in PECs. 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 also be a point
to be considered by the mass media. Press,radio and television may furtiher
their efforts in providing continuing help to consumers. Such efforts
should be built on systematic information on consumer needs and consumer

behavior.

The present study provides useful information as to the topics that
may be included in a consumer education program. The planner could make
yse of the detailed information already presented in formuiating the

Tearning objectives and determining the content for such a progrem.

Another implication of the study is that the program planner needs
to take into consideration education and inccme levels of the respondents,
It i5 seen in the study that levels of income and education weiz signi-

ficantly related to the perceived needs of respondents for cunsumer

education.
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Suggestions for Further Research

It should be pointed out that this Study providas 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 picneering effort, this study has sought answers to a range of
questions in various areas of consumer education. Further studies may
concentrate on a particular aspect such as budgeting or general principles

of purchasing and seek more detailed information.

Still another possibility may be to compare felt adequacy with
"actual" adequacy in major consumption areas. It may be possible that
some adults may have expressed a high need for education in areas where

they are actually adequate.

Finally, this study covers only females at PECs in the metropolitan
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 YONELIK TOKETICt EZITIMI
THTIYAC SAPTAMA ANKET!

AC TKLAMA

Bu anket Halk Egitim Merkezlerinde kadinlara yonelik meslek kurslarinin
bir parcasi olarak uygulanabilecek bir tiketici editimi programi igin
gerekli bilgileri toplamak amaciyla diizenlenmistir. Anketteki sorulari
cevaplamak suretiyle bize yardimc1 olmanizi rica ederiz. Ankete adimizi
yazmaniza gerek yoktur. Katkilariniz ic¢in tesekkiir ederiz.

BULOM

I

Asagida kisisel durumunuzla i1gili baz1 sorular sorulmustur. Durumunuza
en uygun buldugunuz secenedin »ol tarafindaki harfi daire <icine alin.

1.

Yasini1z?

a) 19 ve daha kliclk
d) 30-34
g) 45 ve daha biiylik

. Medeni durumunucs

a) Evli

ggrenim durumunuz?

a) Okur-Yazar
d) Lise ve Lise dengi
meslek okulu mezunu

. Calisma durumunuz?

a) Yarum glin calisiyorum
d) is ariyorum

Meslediniz?
a) Ev kadini/ev kiz1

d) tsei/Sigortaly

e)

20-24 ¢) 25-29
35-39 f) 40-44
Bekar ¢) Dul/Bosanmis/

Ayr1 yasiyor

t1kokul mezunu ¢) Ortackul mezunu
Yiksekokul ya da
Universite mezunu

Tam giin ¢alisiyorum c¢) Calismiyorum

Serbest meslek c) Memur

sahibi

vgrenci (Halk E§itim Merkezi disindaki
bir okulda)



. Halk E§itim Merkezinde hangi kursa devam ediyorsunuz? _

. Evinize giren toplam aylik gelir ne kadardir?

a) 0-25.000 TL b) 26.000-50.000 TL ¢} 51.000-75.000 TL

d) 76.000-100.000 TL e) 101.G00-125.000 TL f} 126.000-150.000 TL
g) 150.000 TL ve daha

yukarisi

. Oturdufunuz yere kira odilyormusunuz?

a) Evet b) Hayir
Kirada oturuyorsaniz bir aylik kira gideriniz ne kadardir?
a) 0-10.000 Tt b} 11.000-20.000 TL c) 21.000-30.C00 TL
d) 31.000-40.000 TL e) 41.000-50,000 TL f) 51.000-60.000 TL
g) 61,000 TL ve daha

yukarisi

. Evinizde siz dahil kac kisi oturuyorsunuz?




Asadida tngtici]erle ilgili clmleler verilmistir. Her ci
tarafind.. dort ayrv durum bulunmak tadir. Bu durumlar sir

Bana tam uyuyor

BOLOM 11

8ana az cok uyuyor

Bana pek uymuyor
Bana hi¢ uymuyor

seklindedir. Her sory i
altindaki kutuya (X)

URNEK:

Sabahlari erken kalkarim.

t. Cesitli gidalarin besin
degeri hakkinda bilgi
sahibiyim.

2. Satin aldigwm mallarin
fiyatlarinin nasil ve
kimler tarafindan belir-
tendigini bilmiyorum,

3. Giyecek secimi stz konusu
oldugunda yakinlarima ra-
hatiikla yol gosterebili-
rim.

4. Camastir makinasi ve buz-
dolab1 gibi esyalarin
nasil kullanilacagina
anlatan kitapciklam
okurken kafam karisiyor.

5. Gazetelerde tiketicilerle
ilgili yasalari anlatan
yazilari karisik buluyo-
rum,

6. Yedigimiz yiyeceklerin
sadl1ga uygun olup ol-
madigindan kuskuluyum.

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana az
uyuyor

(X)

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

cok

cok

cok

¢cok

cok

cok

cok

mlenin sad
asiyla:

Bana pek
uymuyor

()

Bana pek
uymuyor

C0)

Bana pek
uymuyor

()

Bana pek
uvinuyor

()

Bana pek
uymuyor

()

Bana pek
uynyor

()

Bana pek
uUymayor

()

oh

_icin pu dort durumdan size en cok uyan bir tanesinin
1sareti koyun. Urnedi okuduktan sonra sorulara gecin,

Bana hig
Lynuyor

()

Bana hicg
uynuyor

()

Eana hic
uymuyor

-

Bana hic
uymuyor

()

Bana hig
uymuyor

()

Bana hig
uymuyo:

()

Bana hicg
uymuyor

()



10.

11.

12.

13.

14.

15,

16.

. Bazv aylar kiiglik

tasarruplarim nereye
yatiracagimi bilemi-
yorum,

Kendi basima bono ile
alisveris yapmaya kal-
k1smam.

Zaman zaman satin al-
digim mallarin ihti-
yacim tam olarak kar-
s1lamad1gint farkedi-
yorum,

Voltaj inip ¢ikmalari
ve elektrik kesilmele-
ri gibi durumlarda
elektrikli ev aletle-
rini nasil koruyaca-
gim bilmiyorum.

Kumaslarin cekme ve
solma gibi dzellikle-
rini iyi bilirim.

Dengeli heslenme ko-
nusunda daha ¢ok bil-
gi sahibi olmayir is-
terdim,

Dedisik agirliklarda
satilan mallarin bir
kilosunun kaca geldi-
§ini hesaplamakta gii¢~
1ik ¢ekerim,

Aile biitcesinin en ise
yaradigini biliyorum.

Hal1 ve mobilya gibi
esyalarimin cabuk
yipranmnamasi i¢in ne
yapmam gerektigini
biliyorum.

fnandirici olmayan

bir reklam farkederim.

Bana tanm
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

¢cok

cok

cok

cok

cok

cok

cok

cok

cok

cok

Bana pek
uymuyocr

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymnuyor

()

Bana pek
uymeyoy

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()
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Bana hic
uyryor

()

Bana hic
uymuyor

()

Bana hig
uymuycr

()

Bana hicg
uymuyor

()

Bana hic
uymuyor

()

Bana hig
uymuvor

()

Bana hig
uymuyor

()

Bana hic
Uyniuyor

-

Bana hig
Uiy or

-

Bana hic
UYMUYGY

()



17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

Tuketicilerin ne gibi
haklara sahip olduguny
bilmiyorum.

Alisverislerimde iyi

karar verip vermedigimi
ancak o malr kulland1k-
tan sonra anliyabilirim.

Tuketiciyi koruyan kuru-
Tuslarin adlarini bili-
yorum,

Yiyecek alisverisimde
isabetli secimler
yaparim.

Bir mal hakkinda kendi
bilgim yetersiz kalir~
sa, daha fazla bilgiyi
nereden bulacagim bil-
miyorum. o

Satin aldigwm bir gi-

yecedin birkag yerini

elden gecirmeden giye-
miyorum,

GCamasir makinesi, buz-
dolabi, halir ve mobil-
ya gibi alisverisleri
tek basima yapmaktan
cekinirim.

Bir mali alirken ¢ok
gezsem, arastirsam bile
sonradan memnun kalmadi-
gim alisverislerim olu-
yor.

Gelirlerimizle giderle-
rimizi bir tlrll denge-
de tutamiyoruz.

Hatali bozuk ya da
cliriik ¢1kan bir mals
satic1 geri almazsa

ne yapacagim bilmiyo-
rum,

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam

uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana az
uyuyor

()

Banu az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uvuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

Bana az
uyuyor

()

cok

cok

cok

cok

gok

cok

cok

cok

cok

cok

Bana pek
Uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uynuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()

Bana pek
uymuyor

()
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Bana hic
uymuyor

()

Bana hic
uymuyor

()

Bana hig
uymuyer

()

Bana hic
uymuyor

()

Bana hig
uymuyor

()

Bana hig
uymuyor

()

Bana hig
LYMUYCr

)

Bana h:g¢
Uymuyor
\

()

Bana hig
uymuyor

()

Bana hig
uynuyor

()



27. Satin aidiktan sonra

pisman oldugum giyecek-
ler oluyor.

28. Aile biutcesinin nasil
hazirlanacadini bilmi~
yorum,

Bana tam
uyuyor

()

Bana tam
uyuyor

()

Bana az cok
uyuyor

()

Bana az ¢k
uyuyor

()

Bana pek
uymuyor

Bana pek
uymuyor

()

Bana hig¢
uymuyor

{)

Bana hig
uymiyor
3

()



70

BOLOM 11

1. Halk Egitim Merkezinde su an devam ettigniz kursun bir boluminin

tiketiciyi aydinlatan bilgilere (yani tiketici egitimine) ayrilmasin
ister miydiniz?

a) Evet b) Hayir

Asagida tiiketici editimi ile i1gili toplam yedi tane konu verilmistir.
Bunlaqun sadece lUg¢ tanesini segmeniz istenmektedir. Bu segtiginiz ic¢
konu icinde en cok ogrenmek istediginiz bir tek konunun sol tarafina:
13 ondan sonra odrenmek istedidiniz konunun sol taratina: 2; daha sonra

0grenmek istediginiz konunun sol tarafina: 3 koyun. Ucten fazla konu
isaretlemeyin.

Konular:

Yiyecek dzelliklerini anlatan ve yiyecek seciminde yardimci

olacak bilgiler.

Bono veya taksitle Gdemenin nasil yapildigini, fiyatlari, rek-
lamlarin tiiketiciyi nasil etkiledigini anlatan bilgiler.

Bir mal1 satin alirken en iyi kararin nasil verilecegini, nzre-
den ve nasil bilgi alinacagi, ihtiyaca en uygun alisverisin
nasil yapilacagini anlatan bilgiTer.

Giyeceklerin Gzelliklerini anlatan ve giyecek seciminde yar-
dimc1 olacak bilgiler.

Tiiketicilerin haklarini, tuketiciyi koruyan yaca ve kurulusiar
anlatan bilgiler.

Hal1, buzdolabi, mobilya, firin gibi mallarin ozelliklerini
anlatan, bakimin1 ogreten ve bunlarin satin alinmasinda hanagi
noktalara dikkat edilecegini anlatan bilgiler.

Aile biitcesi hazirlamay1, tasarrufiarin nasil dejderlendirile-
cedini tgreten bilgiler.
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BOLOM IV

Asagidaki scrularda bazi mallar alirken en cok nelere dikkat ettidiniz
sorg1mqstgr. Her"sorunun altinda sorulan malla ilgili ayr1 ayri czellikler
ver11m1§t1r. Bu 8zelliklerden sadece lic tanesini secin. Bu sectiginiz g
tane icinden en Onem verdiginiz 6zeTTigin sol tarafina: 1; ondan sonra
onem ygfd1g1n1z 6zel11igin sol tarafina: 2; daha sonra onem verdiginiz
oze!11g1n sol tarafina: 3 koyun. Her soru ic¢in sadece {ic Gzellik 15aret-
leyin., Ornedi okuduktan sonra sorulara gecin. T

ORNEK :

Paltoluk kumas alirken en ¢ok hangi renkleri tecih edersiniz?

_3_ Mavi ___ Sam 2 Yesil
. Gri 1 _Siyah ____Mor
Sorular:

1. Yiyecek satin alirken en ¢ok nelere dikkat edersiniz?

_ Ucuzluk A Tazelik Doyuruculuk
_ Besleyicilik ____Uzun stre dayanmasy __lLezzet
Goriinis

2. Giyecek satin alirken en ¢ok nelere dikkat edersiniz?

Renk Marka Ucuzluk

o w—— e —

Yakismasn Dayanmasi Birimi

e

__Modaya uymas?

3. Hali, mobilya, buzdolabi, firin gibi mallary satin alirkenen ¢ok nelere
dikkat edersiniz?

__Renk - Bicim Yeuziuk
_ _Saglamisk ____Garanti belgesi ____ Servis
Marka

A A ek

ANKETt CEVAPLADIGINIZ ICIN TESEKKOR EDERIZ.



APPENDIX B

Frequency Distribution of Felt Adequacy of the Respondents in Each Compency

Major Consumption Felt very  Felt Inadequate .Felt Adequate Felt Very  No
Area Competency Inadequate Adequate Answe
(1) (2) (3) (4)
N z N % N % N p %
Food and Nutrition I have knowledge about the 14 4,2 19 5.8 224 67.9 73 22.1 -
nutritional value of various
food items
Food and Nutrition I am doubtful whether the 161  48.8 11 33.6 28 8.5 30 9.1 -
food items we eat are health-
ful
Food and Nutrition I would 1ike to have more know- 270 81.8 47 14.2 4 1.2 g 2.7 -
ledge about a balanced diet
Food and Nutrition I make good choices in my 19 5.8 23 7.0 107 32.6 179 54,6 0.¢
selection of food item
purchases
Clething I can be very helpful to - 20 6.1 30 9.1 110 33.3 170 51.5 -

my Triends in the selections
of ciothing items

el



APPENDIX B (Continued)

Major Consumption

Area Competency {1) (2) (3)
N % N % N

Clothing I am knowledgeable in the 34 10.3 50 15.2 134
shrinking and fading charac-
teristics of cloths

Clothing I cannot wear what I buy 146 44 .4 67 20.4 45
before some adjustment

Clothing There are clothing items that 131 39.8 80 27.4 59
I am not happy with after I buy
them

Durables I become confused when T read 64 19.4 74 22.4 68
the manuals of durables such
as washing machine and refri-
gerators

Durables I dor't know how to protect my 92 27.9 84 25.5 €0

eiectrical household appliances
when there are fluctuations

in the voltage or when the
electricity is cut off

No
(4) Answe
% N % N y!
40.6 112 33.9 - -
13.7 71 216 1
17.9 49 14.9 1
20.6 124 37.6 - -
18.7 94 Z28.5 - -

gL



APPENDIX B {Continued)

Major Consumption ~ No
Area Competency (1) (2) (3) (4) Answer
. N % N % N % N % N %
Durabies I know what to do to protect 26 7.9 44 13.3 88 26.7 172 52.1 - -

items such as carpets and
furniture from becoming worn
out too quickly

Durables I am afraid to buy items such 220 66.9 50 15.2 19 5.8 40 12.2 1 3
as washing machines, refri-
gerators carpets and furni-
ture by myseif

Legal Regulations 1 think the writings in the 78 23.6 102 30.9 81 24.5 69 20.9 - -
and Institutions mewspapers about the Taws

and regulations related

to consumers are complicated

Legai Reguiations I have noidea about the 122 37.0 95 28.8 49 14.8 64 19.4 - -

and Institutions rights of consumers



APPENDIX B (Continued)

Major Consumption No
Area Competency (1) (2) (3) (4) Answer
N % N % N % N 9 N 9
Legal Regulations I don't know the names of the 121 36.8 85 25.8 70 21.3 53 16.1 1 .3
and Institutions institutions which protect
consumers
Legal Regulations I don't know what to do if 114 34.6 g0 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 1 .3
the price of the items that
I purchase are determined
Gerieral Marketing I hesitate to buy goods on 196 59.3 32 9.7 33 0.t 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 1 .3
Tating the price of a good
that comes out at different
weights
Geners1 Marketing I can spot an advirtisement 23 6.9 32 9.6 04 31.5 171 51.8 - -

that is not credible
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APPENDIX B (Continued)

Major Consumption No
Area Compency (1) (2) (3) (4) Answer
N % N % N % N A y
General Principles Sometimes I realize that my 133 40.3 111 33.6 45  13.6 41 12.4 -
of Purchasinrg 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 adeguate
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 o )
are times when I am not satis-
fied with what I buy
Budgeting i don't always know where to 70 21.2 66 25.0 61 18.5 132 40.1 3
invest my savings ]
Budgeting I know the uses cf family 46  13.9 14 4.2 6t 18.5 208 63.2 3
budget : y
Budgeting We cannot balance the family 91 27.7 104 31.7 60 18.2 73 22.2 3
income and expenses ) "
Budgeting I don't know how to prepare 95 28.8 91 27.6 62 18.8 81 24.6 3 e

a family budget
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