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ABSTRACT

USE OF AND SATISFACTION WITH A PACKAGED
CONSUMER EDUCATION SLIDE PROGRAM

By
M. Charline Hatchett

The purpose of this exploratory study was to evaluate
an informational teaching technique (Ads Add Up slide program

and related material) as to its implication for Cooperative

Extension programs and other educational organizations working

in Consumer Education, This was done by seeking the opinion

of professionals who used the material.
An opinionnaire was developed to evaluate use of, and

satisfaction with, the kit and to learn how users thought

participants benefited from the information. The test group

consisted of all purchasers of Ads Add Up for whom we had a

specific name and address. Since New York Cooperative

Extension Service bought Ads Add Up and recommended its use
on a state-wide basis, data for this group was compared with

all others. There were 37 usable responses from New York and

59 other usable responses--for a total of 96 respondents.

‘Method and Content satisfaction scores were developed

by selecting questions which would represent each, A combina-

tion of these two scores represented Overall Satisfaction.
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Scores were arbitrarily divided into three groups--Clearly
Satisfied, Moderately Satisfied, and Clearly Dissatisfied.

Overall, only 10 respondents were Clearly Dissatisfied

with the kit, however, respondents were better satisfied with

the Method used than they were with the Content.

The recommendation of the Cornell Extension Staff for
use of Ads Add Up on a state-wide basis seems to have influenced

When comparing New York and the Other

the New York group.
group, satisfaction scores of New Yorkers were higher for both

Method and Content than the Other group's. |In spite of this

fact, New Yorkers rated many related questions lower than

the Other group--an inconsistency which could not be fully

explained.

The Ads Add Up kit was developed under the assumption
that professionals as well as consumers have an interest in

learning about marketing functions such as food advertising.

This study was based on the theory that information is an

essential element in effective decision making,which.in turn

affects the management process.
The data shows a majority of respondents felt that parti-

cipants learned the function of food advertising, felt the

kit was relevant to teaching home management and food buying,

and felt that the information would lead to improved decision

making and buying practices.
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The findings of this study cannot be considered conclu-
sive, but they do seem to indicate a need for further

development of packaged information programs and for care-

fully planned research to evaluate them. Indications are

that well designed packaged programs could fill a real need

in the Consumer Education field and would be used if made

available to professionals.
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CHAPTER |

PROBLEM AND RATIONALE

Introduction

Researchers predict that education in the future will be an
organized lifetime activity rather than a segment in life of ]2
or more years., Progress in this direction is evidenced by statis-
tics from the first phase of the National Opinion Research Center's
survey on Adult Education in America, done in 1962, The survey
showed that 25,000,000 adults, or more than one in five, had been
active in educational pursuits other than as full time students,
(1).

From the Home Management-Consumer Economics point of view,
this outlook is encouraging. In a very broad sense, education
widens the scope for decision making, by broadening one's notion
of what is possible., It enables the individual to engage in
the general process of thinking through the problems he faces,
Through education, a knowledge of alternatives is made a consclous
ingredient In a person's thought processes which is one of the
basics In decision making in all aspects of life., (2)

"It has been said that history turns on small hinges, and
so do people's lives, We are constantly making small decisions,
some of them apparently trivial., The total of these decisions

finally determines the success or fallure of our lives." (3)



Many decision making models have been developed. These

usually take the form of a series of steps similar to the

following: '"(1) becoming aware of a choice situation, (2) dis-
covering several alternative courses of action, (3) weighing

these courses of action, and (4) making the choice.'" (4)

But, it is not enough to learn the technique for making
decisions. Information about what is being decided is essential,
Discussing decision making in relation to effective management,

Paolucci says, "The prerequisites of effective management (sound

decisions and effective execution of these) demands both

involvement of persons concerned in determining the solution
plus relevant and accurate information." (5) Gross says that in
order to manage successfully', . . knowledge about each resource
is necessary.,'" (6) Paolucci and O'Brien spell out the need for

information in effective decision making clearly when they say;

The mere recognition of a choice-making situation and
some possible alternatives is not sufficient grounds
The alternatives

for making an intelligent decision.
must be balanced one against another to determine which
An effort

will lead to the greatest satisfactions,
must be made to predict the future consequences of each

alternative, which entails knowing the possible outcome

of each course of action. The more knowledge an
individual has the greater his potential for accurate

prediction, (7)

I't has been said, "Information is not wisdom, but knowledge used

for thinking." (3)



Another aspect of information is Glen Johnson's cost-risk

idea, The idea implies a decision maker may find himself in one
of several situations according to the amount of information
he has for making a decision. Paolucci and 0'Brien interpret

Johnson's idea like this:

1. When present knowledge seems sufficient and more

knowledge is apparently not worth the cost of
acquisition, one is in a risk situation. . . .

2, A learning situation arises when action being
considered is postponed until more knowledge is

gathered. . . .
3. An inaction or no action situation exists when what
one knows is insufficient to warrant positive action,
yet the effort required to gain more knowledge is
apparently not worthwhile. . . .

L, In a forced-action situation, outside influences
compel an individual to act even though his existing
state of knowledge is inadequate and he realizes that
more knowledge would be worth acquiring. (7)

Decision making is barren without action; action involves courage,

Having planned one must risk one's convictions in an act. (3)

The problem, however, lies in knowing when enough information has

been gathered to minimize the risk.
For many years the Cooperative Extension Service has been a

It's primary function as

leader in informal adult education,

in the Smith Lever Extension Act is: '"To aid in the

stated
diffusion among the people of the United States useful and

practical information on subjects related to agriculture and

home economics and to encourage the application of the same.'" (8)






One of the aims of the Michigan Consumer Marketing Infor-

mation (CMI*) program of the Cooperative Extension Service is

to improve the economic literacy of consumers by developing a

basic understanding of the roles played by various marketing

functions in the overall food marketing system.,

With this objective in mind, plans were made to develop a

series, maybe as many as 12 to 15 packaged, self-contained
consumer education slide programs. These would be made available

to the CMI staff as well as to others who are concerned with

consumer education,
The first such kit developed was Ads Add Up. The response

from consumer educators in other states pointed out the interest

in and need for this type of consumer education material.

Because slide programs were a new type of effort for the CMI

program, it was felt that an evaluation of one of the slide
programs was needed before proceeding with the development of

the complete series.
Evaluation has become an important part of Extension

Its importance is emphasized in a study

programs everywhere,
The authors say;

of a consumer marketing program in Missouri.
The findings of this study further demonstrate the

feasibility and the desirability of incorporating
systematic evaluation into the planning and execution

*Henceforth referred to as the CMI program,






In a very real sense,

of an educational program.
carrying on such programs requires systematic and

continuous evaluation of the situation, methods
used, and program content and end results. (9)

Recognizing the importance of evaluation, the CMI| staff

developed guidelines for evaluation soon after its program was

initiated in 1954, These guidelines formed the basis for this

study. (10)

Purpose of Study
This research was designed to evaluate Ads Add Up, A Look at

Food Advertising, a consumer education slide program developed
Its

by the Michigan CM| staff at Michigan State University.

purpose is to gain some insight into professional use of, and

satisfaction with, packaged slide programs as a means of
conducting consumer education programs, This information should
prove useful in program planning for those responsible for
Consumer Food Marketing Programs as well as those concerned with

consumer education in general.

Objective of Study
The objective of this study was to evaluate an informational

slide program and related

teaching technique (Ads Add Up
material) as to its implications for Cooperative Extension

programs and other educational organizations working in consumer



education, by seeking the opinion of professionals who have
used this material, Hopefully, information obtained from this

study will be useful in development of future slide programs.
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CHAPTER 11

REVIEW OF LITERATURE

Consumer Economics Literature
According to Troelstrup, food management is '". . . one of
in the home, The health and happiness

the most important jobs

of the family are directly dependent on the skill and infor-

mation used in the kitchen and in the market place. The family

pocketbook is affected too, because food is the largest single

expense most families have in their budgets." (11)

Gordon and Lee. spell out the responsibilities of the
consumer as follows:

A primary responsibility of consumers is to be aware
of their role and function in the economy . . . , A

second consumer responsibility is to perform
effectively. This requires training and knowledge as

well as independence of judgement and action, Consumers
have an important job to do and must work at it
conscientiously if they are to do it well, (12)

""Consumerism,'" consumer education and consumer economics

have come to the forefront in the U.S. political and educational

arenas in the last ten years, Better educated consumers,

instant communications, mass marketing of consumer products, as

well as the ebb and flow of consumer advocates on the scene have

all contributed to the stirring of consumer awareness., President

Kennedy's awareness of consumer concerns resulted In his setting
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forth a bill of Consumer Rights (13) and appointment of a

Consumer Advisory Council. President Johnson in January 1964,

appointed Esther Peterson the first presidential advisor on

consumer affairs, Her first activity was to travel the

country setting up consumer meetings to hear consumer complaints,

Mrs. Peterson was followed by Betty Furness and then by Virginia

Knauer, who now holds that position. In the meantime, Ralph

Nader, with his crew of '"raiders'" arrived on the scene as a

new voice of the consumer, Mr. Nader has conducted investigations

of many industries as well as government agencies, charging many

inadequacies in both business and government which adversely

affect consumers,
With encouragement from government and others, consumers

have begun to make themselves heard, and as they become vocal

in the marketplace it is ever more apparent that they do not

understand the economics of our marketing system, Recent

attendance at a consumer dialogue in Detroit, sponsored by
industry as an opportunity for businessmen in the food field to

talk to a group of consumers, and at other dialogues, conducted

by the Michigan CMI staff, revealed how uninformed consumers

are in many areas. For instance, some consumers in the Detroit

dialogue (14) thought that retail grocers averaged fifty cents

out of every dollar sold as net profit, Only one out of eleven

at this dialogue came close to the one to two cent actual profit






She said three cents net profit from each dollar sold.

figure.
it is no wonder during the

If these women were at all typical,
boycotts of 1966 and again during the beef boycotts in 1969,

that women were making unrealistic demands.

At the same Detroit dialogue in answer to the question:
"Would you be willing to pay more for groceries if you could

have better service?", all 11 answered no but most felt that

the stores could provide more and better service without

increasing prices -- again unrealistic.

In answer to the question: 'Do you think you would be

interested in a course on how to become a better shopper?", all

11 said yes which indicates a conscious need for consumer

information.
Not only do consumers need information, there is an indica-

tion that many of those who impart information to the consumer

lack economic background in their college work and feel they

need better sources of consumer economic information. This was

pointed out in a study of high school home economics teachers

and women Extension agents in Montana. The authors make the

following statements regarding the findings of their study:

The majority of the home economists teaching consumer
economics had had little actual course work while in
college to help them adequately understand the basic

laws of economics.



ST



10

The results of the questionnaires indicate that
36 percent of the home economists call upon the
food store manager as a resource person to assist
them in teaching consumer economics; 27 percent
named bankers, 15 percent, the Extension family

economist; 11 percent, the Extension marketin?
specialist; and 12 percent, food processors. (15)

Those who use commercial sources of information (about 50

percent) felt that it was biased, but that ". . . it was more

current than most available materials on consumer economics and
marketing research.'" (15)

The home economics Extension agent and high school
teacher teaching consumer economics feel poorly
prepared to do this job adequately: 57 percent of
the respondents rated themselves as average or
below average in their degree of competency in

this area. Approximately three out of four respon-
dents wanted information in the following areas;
instal Iment buying and cost of credit, new products

available to the consumer, seasonal sales, and
managing the food dollar. (15)

If home economics teachers and home economics Extension agents
in Montana are at all representative of those in other parts of
the United States, then these groups indeed need in-depth,

unbiased consumer education materials to aid them in classroom

teaching as well as in informal adult education situations.

Decision Making and Management Literature

Decision making has been called the 'crux" of management,

(16) Paolucci agreés by saying, "The key factor in 'making

things happen' rather than 'letting things happen' is conscious,
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deliberate choice-making." (17) |In this statement Paolucci
points out that decisions can be, and are made at the subconscious
level, but it is only when they are made at the conscious level
that they are managerial in nature. The writer believes that
decisions made at the conscious level without the information
and understanding needed to make an intelligent choice may be
little better than ones made at the subconscious level. With
this in mind, Troelstrup's writing on consumer buying decisions
is of interest. He says, '"In reviewing the studies of how
consumérs behave as buyers, . . . one is struck by the feeling
that much, if not most, buying is routine. Only when a major
purchase is contemplated -- a TV set or a house -- do consumers
indulge in serious conscious decision making before the actual
purchase." (11) And yet it has been estimated by the U.S,
Department of Agriculture that a homemaker could save from six
to ten percent on her food bill if she takes advantage of
specials offered by grocery stores. (18)

Gordon and Lee go even further by saying, "The buyer who
never shops around foregoes savings of 10 to 30 percent in
food purchases and up to 100 percent on other commodities.," (12)
At another point they say, "A typical shopper could cut her
food bill by 25 percent by shrewder shopping. This could amount

to $300 a year or more," (12)
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Troelstrup agrees that there are substantial savings to
be made by saying, '"Any alert shopper can save from 10 to 20
percent by seeking bargains widely available at most competitive
supermarkets." (11) One way he suggests consumers can do this
is by taking advantage of shopping the food ads for specials
before going to the supermarket. He says comparing food costs
before marketing is both economical and timesaving.

It is doubtful that homemakers could make a $200 to $300
savings, which shrewd food shopping seems to offer, on most of
the larger items for which they go through a conscious decision

making process. Yet, according to the Progressive Grocer, Colonial

Store Study, "The typical woman shopper reads food store ads,
but strangely, rarely buys the advertised specials." (12)

In the Detroit dialogue mentioned earlier, nine out of 11 home-
makers read food ads regularly but only five out of the nine
said they used them to plan their shopping. (14)

Troelstrup has characterized some consumers as ""good"
routine shoppers and some as '"bad.'" "A good routine shopper
plans with care, is more discriminating, brings more information
into use, shops around intelligently, and reads labels more
carefully than a bad shopper. The buying skills of good shoppers
must have been learned sometime, . . . however habitual these
skills may have become. Perhaps one may correctly assume that
many, 1f not most, good shoppers receive their earliest consumer

education from their parents." (11)



E




13

Troelstrup goes on to say that decision making takes place,
but implies that much of it may be done, as Paolucci suggests,
at the subconsicous level. He also states that ''sounder
decision making could be encouraged . . . if effective consumer
education were taught in schools and colleges." (11)

Dr. Joseph Uhl of Purdue University, (19) in reporting to
economists on his studies of buying, commented recently that
American education is producing scientific geniuses and
illiterate consumers, however, the need for consumer education
has finally made itself heard, In 1968, the Vocational Education
amendment was passed and funds were earmarked to support consumer
education in public schools.

Reporting on the passage of this amendment at the 1970
National Agricultural Outlook Conference, Rose Mary Bengel
said, "In today's complex society, consumer education is viewed
as a universal need., Consumer education programs in the public
schools can reach a majority of the population, and can therefore
do much to meet this need. Consumer education programs in their
many forms must help people to comprehend and cope with problems
of consumption by equipping them with tools to make wise
decisions and choices.' (20)

This amendment should improve the situation for consumers
in the future but the consumers of today still need information.
It Is with today's consumers in mind that we look for better ways

to communicate and to extend limited staffs to reach as many

consumers as possible.
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Audio Visual Literature

Most of the research on the use of slides and films has
been done in the classroom or other formal training situations
where at least part of the controls needed for valid research
could be met.

It is assumed that the findings of this research would also
apply to use of slides in an informal adult education situation.

The Encyclopedia of Educational Research reviewed the

research on filmstrips and slides. Selected portions of this
review considered to be relevant to this study are presented

here, According to the author of this section:

Filmstrips and slides are among the most economical of
AV materials; therefore, their effectiveness as compared
with the more expensive motion picture has frequently
been studied.

Early studies by Brown (21), James (22), McClusky (23),

and McClusky and McClusky (24), comparing filmstrips

and slides with the silent motion picture found in

general that the projected still pictures were about

?s]effective in teaching factual information as silent
ilms.

Later studies comparing filmstrips and slides with
sound motion pictures supported these earlier

indings. Goodman (25) compared sound and silent
filmstrips with sound and silent motion pictures in
teaching four safety topics to Grades VI and VII
students finding no significant differences among
the four methods when tested a month after the
lessons, (26)

In another article by the same author is found the following

research reported:
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Stampolis and Sewell (27) compared the use of four
filmstrips with lectures in teaching economic concepts
to university students. In only one of the four cases
was the filmstrip method significantly superior to

the lecture method, no differences existing in the
remaining three cases, However, every student felt
that the filmstrip on business cycles, which

produced the superior gain, was the best filmstrip

of the four used. (28)

In general, the research indicates that well designed slide
presentations can be an effective and inexpensive method of

getting information to people.

Communication Literature

In the past it has been assumed that, given information for
making choices, people would use this information to make
rational choices, Like many other educational programs, the
Consumer Marketing program has assumed this role of information
giver, It relies heavily on mass and other specialized media
to reach consumers,

Research on decision practices raises some question as to
whether people actually use such information to maximize
outcomes, At one time it was thought that the mass media were
all powerful -- that one need only push a program through the
media and everyone was influenced., This has been called the
"hypodermic needle" model of communication. (29) Empirical

research soon proved how difficult It Is to "convert' people
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by means of mass media alone. Research also reveals that
people are selective about their mass media exposure usually
selecting information which reinforces the point of view they

already hold. (30)
With the study, The People's Choice, (31) came the

development of the idea of personal influence or the two-step
flow of communication and the coining of the term "opinion
leader." Opinion leaders are defined as those individuals
from whom others seek advice.

In a review of research, Rogers (32) set forth the following
generalizations concerning opinion leaders., Opinion leaders
conform more closely to social system norms than the average
member of society. There is little overlapping among the
different types of opinion leadership, Opinion leaders use more
impersonal, technically accurate, and cosmopolite sources of
information than do their followers, Opinion leaders are more
cosmopolite (in general) than their followers, Opinion leaders
have more social participation, higher social status and are
more innovative than their followers. |In addition, Lazarsfeld
and Menzel state ''they are likely to have the strongest interest
in the subject matter concerned." (33)

The literature further reveals the interplay between mass
media and personal influence on decision making. A good deal

of research has been done on the role of personal influence
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or the two-step flow of communication. The findings of these
studies are almost as varied as the type and number of studies.
For instance, evidence indicates that opinion leaders seek
advice even more than followers. (34) It has been found that
opinion leaders have opinion leaders themselves. (35) Some
evidence suggests that the flow of information may operate
directly from media to ultimate consumer, rather than through
an opinion leader, (36) while still other evidence suggests that
when the inactive segment is omitted, leaders and followers are
equal in knowledge, mass media exposure, etc., and tend to share
opinions rather than influence. (37)

Paolucci found that the teachers were '"more influenced by
their past teaching experience or by alternatives first presented
to them by other home economics teachers than they were by
formal education or alternatives offered by experts or
administrators.!" (7) She says, "This suggests that past'
experience and persons with whom we relate on a face-to-face
basis influence us more than impersonal sources when choosing
among alternatives." (7)

On the other hand, in looking at decision making from the
point of view of the adoption of a new idea, research shows
that the most innovative, or the first to adopt a new idea, use
different information sources than the majority., Beal (38)

found for all stages in the adoption process (awareness,
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information, application, trial and adoption) that innovators
used government agency sources as their most important source
of information. While laggards, or the last to adopt, used
informal sources (neighbors, friends and relatives) as the
most important sources of information at all stages of the

adoption process.

On the subject of information sources, Klapper says:

The source of a communication, or, to be more exact,
the source as conceived by the audience, has been
shown to influence the persuasive efficacy of the
communication itself, . . . Audiences have been
shown, for example to respond particularly well to
specific sources because they considered them of
high prestige, highly credible, expert, trustworthy,
close to themselves, or just plain likable. (30)

While Klapper is talking about mass media, it seems that
this idea of credibility of information source would apply

here as well.

In commenting on a related subject, specialized sources of

information Klapper says:

Highly specialized sources, directed to special
interest, occupation or age groups, and thus not
in a true sense mass media, have been observed to
be especially persuasive for their particular
audiences.

The effectiveness of such specialized publications

Is probably increased by the fact that exposure

to them is likely to be highly selective and in
accord with group norms and interests. 1t is quite
possible that persuasiveness may even be correlated -
with degree of specialization, i.e., that very
highly specialized publications are still more
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persuasive than the ordinary run of specialized
publications., (30)

This idea seems to have a direct relationship to Ads Add
Up and other such specialized programs used as an information

source.,

Food Marketing Literature

A search of the literature did not reveal many pieces of
research in‘the area of food marketing, however, in those located
the role of personal influence in marketing decisions was
considered important.

A study by M, B, Minden, (39) found that talking with
neighbors and friends was the most important source of food
information, while Katz and Lazarsfeld (35) found in the Decatur
study that personal influence played a more frequent and more
effective role in decision making about food marketing than
any of the mass media. Studies by Lewin (40) have demonstrated
that group decision making was more effective in getting home-
makers to change their food buying patterns than individual or
lecture methods tested. Lewin also stressed the importance of
the homemaker as the gatekeeper governing the channels which
bring food to the family. He discussed the conflicts which

arise as a result of making food buying decisions; such conflict,
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no doubt, brings about the seeking out of opinion leaders for
advice and discussion of the matter.

Whether there is a two-step flow, or a multi-step flow as
some research seems to indicate, the importance of personal
influence in the realm of food marketing has been demonstrated.
Research also provides some evidence that many persons who are
associated with and communicate directly with expert agencies,
such as the Cooperative Extension Service, tend to be
influential in interpersonal communication networks on the
topic in question. (41) |If this is the case, perhaps those
who attend Extension meetings are in fact opinion leaders, some
of whom will have a wide and others a more narrow range of

influence.



CHAPTER 111

METHODOLOGY

Research Method Used

Behavioral scientists generally recognize three measurable
effects of communication...change in knowledge, change in
attitude, and change in behavior. The least difficult of the
three to measure is change in knowledge, To do this the
researcher must give the participants a pre-test, expose them
to the message, and then test to see if there is a change in
knowledge level,

Ideally, this study should have evaluated change in level

of knowledge of participants in sessions where Ads Add Up was

used, Because the participants were scattered all over the
country, the cost in time and money of this type of research

would far outweigh its value., Considering limited time and funds,
and the kind of information wanted, the most feasible method
seemed to be a mailed opinionnaire to evaluate the opinions of

those who had used the Ads Add Up kit in consumer education

programs,

Development of Opinionnalre

An opinionnaire was developed to evaluate professional use

of and satisfaction with, the Ads Add Up slide kit,

21
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Each kit contained:*

51 color slides

10 copies Advertisin Adds U bulletin

2 copies Meat Ads bulTetin

2 copies Food in the Light of the Law bulletin
1 copy STide script - with supplemental

material in back
1 copy quiz in back of script booklet

In addition, there was an informational brochyre announcing
the availability of the kit. All this was contained in a
two-pocket folder, at a cost of $10.00., A synchromatic sound
tape was made available at a later date, but this was an
optional purchase and not a part of the kit as such. Each
Purchaser was notifjed of the availability of the tape.

The opinionnaire was pre-tested twice. The first pre-test
consisted of three users of the kit answering the questionnaijre
followed by a Personal interview. For the second, ten
questionnaires were mailed to users, eight were returned. Minor
changes were made after each pre-test,

The opinionnaire was designed to get information regarding
Satisfaction of the user for each element of the kit. This was
done so as to identify the least satisfactory elements which

then could either be improved or eliminated from subsequent

slide Programs,

————

) *See Appendix for a copy of all written material contained
In the kit,
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Satisfaction Score Development

tion method were used to develop a score to indicate Method

Satisfaction.

Question
Number

3

13
14

16
17

22

Did the Ads Add U promotional material describe
the kit meaning?uily?

Was the material Presented in an interesting manner?

Do you feel the Ads Add Up slide program makes jts
Points about the role of food advertising with
enough impact?

Was there enough resource information in the kit
to meet your needs in pPreparing to present
Ads Add Up?

Was the number of slides adequate?

If you used the Ads Add Up slides, how would you
rate the length of the sT de pPresentation?

Did you like the style of art work on the slides?

How would you rate the technical quality (color
quality, etc.) of the slides?

Rate the ease of use of the slide kit,

Because the field of possible responses varied for the

questions used to develop the Method Satisfaction score, the

data from questions 14, 17 and 22 was compressed into the three

Fésponse pattern of the majority of questions used to develop

this score,



were recoded as follows so the three and five pattern responses

could be combined for an Overall Satisfaction score,

New
Original Code
0 = 0
] = 1
Questions with a field of five were recoded: N.A, = 2
2 = 3
3 = 4L
New
Original Code
= 0
Questions with a field of three were recoded: NéA. = ﬁ

The following five questions related to the slide program
content were used to develop a score to indicate Content

Satlsfaction.

Question
Number
9 Rate the quality of the following informatign sources
in the kit as to relevant, factual information:
a. Advertising Adds U leaflet
b. Meat Ads TeafTet
C. Tood in the Light of the Law leaflet
18 How would you rate the appropriateness of the slide
illustrations to the points made in the script?
19 How would you rate the content of the slide script

in regard to accurate, factual informagion on the
role of food advertising in the marketing system?
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Responses to the preceding 14 questions were recoded so
they could be added together to give an Overall Satisfaction
score, An arbitrary decision was made to divide the scores
into thirds as nearly as possible with the overlap going into
the middle group to give three satisfaction groupings; Clearly
Satisfied, Moderately Satisfied and Clearly Dissatisfied.

These satisfaction scores were cross tabulated with the following
questions to see if there was a relationship between satis-

faction and other aspects of the Ads Add Up kit.

Question
Number

20 How would you rate the information in the Ads Add
Up slide kit as to its relevance in teaching
management and food buying decisions?

25 Rate the slide program teaching technique in
comparison with each of the teaching techniques
listed below:

a., Lecture
b. Lecture-demonstration
c. Discussion
d. Motion picture
26 In your opinion does the information in Ads Add Up

benefit participants by:

a. Improving buying practices

b. Improving decision making

c. Entertaining

d. Learning about the function of advertising
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Questionable Data

Question Two caused some confusion for some respondents,
Several thought the code numbers in parenthesis represented an
answer range and merely checked their answer rather than writing
in a number, This confusion occurred because the opinionnaire

was pre-tested without code numbers.

2, With what kind of audience  Number Average Check groups
did you use the Ads Add Up of times Number material is
slide program? shown in groups suitable for
-Extension Leader training ___(3-4) __(5-7) __(8)
-Extension Club meeting __(9-10) __(11-13) (1)
-Church group ___(15-16) ___(17-19) __(20)
-Women's Service Club —__(21-22) T (23-25) ___(26)
-Men's Service Club __(27-28) ___(29-31) __(32)

In classroom:
-Jr. High School _(33-34) __ (35-37) _(38)
-High School —_(39-40) —(L1-43) _(44)
-College ___(45-L46) __(47-49) __(50)
OTHERS: specify
__(51-52) __ (53-55) ___(56)
_(57-58) __(59-61) __(62)

The data from Questions Two was recoded as follows:
+ For those who gave a number answer, that number was used.

For those who checked their answers, the check was coded
to the highest number in the Number of Times Shown column
while the check in Average Number in Group column was
recoded to the middlie number.

Example: |If a respondent checked the (3-4) category in the

Number of Times Shown column, this was recoded to four times

shown -- and if they checked the (5-7) category in the Average

Number in Group column, this was recoded as six.
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The portion of Question Two regarding suitability of
material for various audiences was not usable and all the data
from Question Two are in serious question,

It should be noted that data presented in table form may

not always add to 100 percent due to rounding error,

Sample

Ads Add Up slide programs were sold to individuals, insti-

tutions and businesses across the United States. One large
order came from Cornell University's Consumer Marketing program,
Cornell purchased 61 sets which were in turn sold to New York
County Extension offices. Because this was a concentrated
effort as opposed to the sale and distribution of the other
kits, it was decided to compare this group's evéluation of

Ads Add Up with the rest of the sample. Respondents from New
York were therefore coded so that they could be separated from
the rest of the éample. Questionnaires were sent to every
purchaser on our list for whom we had an individual's name. A
list of names and addresses wés obtained from Cornell for those
individuals who had purchased kits in New York. A total of 190
opinionnnaires were sent out; 148 or 77.9 percent were returned
with only 96 or 50.8 percent of these usable, Percentage of

returns ran somewhat higher for the New York group. See

Table 1.
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Table 1. Opinionnaire response

- Total Percent

Number Number Percent Returned

Sent Returned Returned And Usable
New York 63 55 87.2 58.7
Other 127 93 73.2 L6 .4
Total Sample 190 148 77.9 50.8

The first letter and opinionnaire mailed July 1, 1969,
brought 73 responses, the second letter and opinionnaire mailed
June 17, 1969, drew 64 replies and the final postcard mailed
July 28, 1969, pulled 11 responses. See Table 2 for details of
various reasons returns were not usable, A self-addressed
return envelope which required no postage, was furnished with

the two letters, See copies of this material in the Appendix.

Table 2, Breakdown of opinionnaire returns

p————  — —— — e R

Number Returned Reasons Not Usable
“No. Did Starr
Total Not No. Addressee On Not Use Too
Returned Usable Usable Unknown Leave Use Only Late
N.Y. 55 18 37 12 0 L 2 0
Other 93 34 59 8 3 17 L 2
Total 148 52 96 20 3 21 6 2







CHAPTER 1V

FINDINGS AND ANALYSIS

Respondents Occupation

Tabulation of respondents by occupation reveals, as
expected, that an overwhelming majority were employed by the
Cooperative Extension Service.

Of the 71.9 percent associated with Extension, 54,2 percent
were county Home Economics Extension Agents who work directly
with women's groups and other groups in the community,

The next largest group was teachers,with College Teachers
representing 14.6 percent of total respondents; followed by
Extension Marketing Specialists with 10.4 percent,

Of the 37 New York respondents, there were 35, or 94,6
percent, Extension County Home Economics personnel, one Extension
Home Economics Specialist, and one food business. In the Other
group, Extension personnel also made up the largest percentage
of respondents with 55,9 percent, Of this group, only 28,8
percent were County Extension Home Economists. The remainder
of the Other group was quite different from the New York sample.
See Table 3 for specific breakdown by occupation for Total

Sample, New York and Other.
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Kinds of Audiences

In view of the make-up of the sample, it is not surprising
to see the kinds of audiences with which the slide program was
used. In the New York sample, 73 percent reported using the
slides in Extension Leader Training or Extension Club meetings
while only L9.1 percent of the Other group used the slides with

Extension groups. See Table L for the breakdown of other kinds

of audiences.

Table 4, Kind of audience

Total New York Other
Sample

R
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Extension Leader Training
Extension Club Meeting
Church Group

Women's Service Club
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Other
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Satisfaction Scores

As mentioned in Chapter Two, nine questions were selected
to build a Method Satisfaction score, and five questions were
selected which would represent Content Satisfaction, See

Tables 40 and 41 in the Appendix for how these questions were

answered,
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Satisfaction scores were tabulated for Method, Content,
and Overall for the Total Sample of 96 respondents as well as
for the New York group of 37 respondents and the Other group
which represents 59 respondents.

The score possibility for Method Satisfaction using the
nine questions was from | to 36. The score range for Content
Satisfaction using five questions was from | to 20. Thé
combination of these two for Overall Satisfaction had a score

possibility of from 1 to 56,

Method Satisfaction

With score possibilities for Method Satisfaction ranging
from 1 to 36, the Total Sample range fell between L4 and 36.
In the Clearly Dissatisfied group there was a very wide range,
from 4 the lowest, to 18--a span of 14 points. While the span
in the Clearly Satisfied group was only 4 points, 77.1 percent
of the respondents fell into the Clearly Satisfied category
and only 4.2 percent into the Clearly Dissatisfied group.
Compared with.the Other group, the New York respondents were very
satisfied with the method. Their lowest score was 28 as compared
to a low score of 4 in the Other group. No New Yorkers were

Clearly Dissatisfied with the method used in Ads Add Up and

83.8 percent of this group was Clearly Satisfied compared to

72.9 percent of the Other Group.
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Table 5. Method satisfaction score distribution

Scores Total Sample New York Other
No. % No, % No. %

Clearly L 1 1.0 | 1.7
Dissatisfied 16 ] 1.0 1 1.7

18 2 2,1 2 3.4
Subtotal N L, N 6.8
Moderately 22 ] 1.0 ] 1.7
Satisfied 26 3 3.1 3 5.1

28 7 7.3 3 8.1 L 6.8
—_ 30 7 7.3 3 8.1 4 6.8
Subtotal 18 T8.7 3 16,2 12 _20.h
Clearly 32 20 20.8 7 18.9 13 22.0
Satisfied 34 6 6.3 L 10.8 2 3.4

36 L8 50.0 20 54,1 28 L47.5
Subtotal yin J7.1 3T 83.8 L3 12.9
Total 96 99.9 37 100.0 59  100.1
9 questions, highest score: 36

Content Satisfaction

Score possibilities for Content Satisfaction were from 1 to

20, For the Total Sample the range was from 2 to 20, Once again,
there were no Clearly Dissatisfied respondents in the New York
group, The higher satisfaction of the New York respondents is
clearly evident when they are compared with the Other group.
Since all the Clearly Dissatisfied respondents fell into the
Other group, there were 13,5 percent Clearly Dissatisfied in

this group. Of the New York group, 54 percent were Moderately
Satisfied with Content, compared to 55.8 percent in the Other

Group, While 45,9 percent of the New York respondents were
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Clearly Satisfied, only 30.5 percent of the Other group were

Clearly Satisfied with Content,

Table 6. Content satisfaction score distribution

Scores Total Sample New York Other

No. % No. % _No %

Clearly 2 ] 1.0 1 1.7

Dissatisfied 7 ] 1.0 1 1.7

8 2 2.1 2 3.4

9 L 4,2 L 6.8

Subtotal 8 8.3 8 13.6

Moderately 11 3 3.1 3 5.1

Satisfied 12 7 7.3 2 5.4 5 8.5

13 7 7.3 2 5.4 5 8.5

14 7 7.3 3 8.1 4L 6.8

15 18 18.8 7 18.9 11 18.6

16 11 11,5 6 16.2 5 8.8

Subtotal 53 5.3 20 54L,0 33 6.3

Clearly 17 9 9.4 4 10.8 5§ 8.5
Satisfied 18 6 6.3 6 16.2

19 13 13,5 &4 10.8 9 15.3

_ 20 7 7.3 3 8.1 L 6.8

Subtotal 35 36.5 17 L45.9 18 30.6

Total 96 100.1 37 99.9 59 100.5

) questions, highest score: 20

Overall Satisfaction

Score possibilities for Overall Satisfaction, a combination
of the Method and Content scores, were from 1 to 56. For the
Total Sample, 57.3 percent were Clearly Satisfied while only

10.4 percent were Clearly Dissatisfied, Since there were no
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Clearly Dissatisfied New Yorkers, all of the Dissatisfied
respondents fell into the Other group with a total of 17 percent
of this group Clearly Dissatisfied.

Of the New Yorkers, 37.8 percent were Moderately Satisfied
compared to 28.8 percent in the Other group, and 62.2 percent
of the New Yorkers compared to 54.2 percent of the Other group
were Clearly Satisfied overall,

As has been seen, the New York group noted their satis-
faction with the kit much higher than the Other group. An
explanation for this higher rating may be in the fact that the
Ads Add Up slide program was purchased by the Cornell Cooperative
Extension Service and recommended as a state-wide program,
Because the program had the endorsement of the Cornel] state
level staff, giving it higher credibility, respondents may have
been influenced by this endorsement in their evaluation of the
kit. Klapper's (30) ideas about specialized sources of infor-
mation, mentioned in Chapter Two seem to be applicable here as
well,

In looking at Overall Satisfaction for the Total Sample, it
is interesting to note the contrast between Method and Content
Satisfaction. Over twice as many respondents (77.1 percent)
were Clearly Satisfied with the Method used than were Clearly
Satisfied with Content (36.5 percent). Conversely, twice as

many (8.3 percent) were Clearly Dissatisfied with the Content
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Table 7. Overall satisfaction score distribution
Scores Total Sample New York Other
No. % No. % _No. %
17 ] 1.0 ] 1.7
18 ] 1.0 ] 1.7
26 1 1.0 ] 1.7
Clearly 27 ] 1.0 ] 1.7
Dissatisfied 29 1 1.0 ] 1.7
36 | 1.0 | 1.7
37 | 1.0 1 1.7
38 3 3.1 3 5.1
Subtotal 10 10, 1 10 17.0
39 2 2.1 2 3.4
Ly 2 2.1 2 3.4
L2 1 1.0 ] 2.7
Moderately L3 5 5.2 1 2.7 4 6.8
Satisfied L5 3 3.1 2 5.4 1 1.7
L6 2 2.1 2 5.4
L7 6 6.3 2 5.4 4 6.8
L8 10 10.4 6 16,2 L 6.8
Subtotal 31 32.3 1L 37.8 17 28.9
Lg L L, 2 L . 6.8
50 6 6.3 2 5.4 4 | 6.9
51 15 15.6 7 18.9 8 13.6
Clearly 52 6 6.3 3 8.1 3 5.1
Satisfied 53 I L, 2 2 5.4 2 3.4
54 5 5.2 5 13.5
55 10 10. 4 3 8.1 7 11.9
56 5 5.2 1 2.7 L 6.8
Subtotal _55 57.4 23 62,1 32 54.4
Total 96 99.8 37 99.9 59 100.3

14 questions, highest score: 56
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Table 8. Respondent method, content and overall satisfaction
with kit
Clearly Moderately Clearly Total
Satisfied Satisfied Dissatisfied Across
% % % %

Method Total Sample 77.1 18.7 L.2 100.0
Satisfaction New York 83.8 16.2 0 100.0
Other 72.9 20.9 6.8 100.6
Content Total Sample 36.5 55.2 8.3 100.0
Satisfaction New York 45.9 54.0 0 99.9
Other 30.5 56.8 -13.5 100.8
Overall Total Sample 57.3 32.3 10.4 100.0
Satisfaction New York 62.1 37.8 0 .99.9
Other 54,2 28.8 17.0 100.0
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than were Dissatisfied with Method (4,2 percent). This difference
is, of course, very evident when looking at the data for the New
York and Other groups.

Only 10.4 percent of all respondents were Clearly Dissatis-
fied with the kit, It should be noted, however, that the sample
may be biased in the direction of the favorable reactions since
at least two respondents wrote notes indicating negative
reactions, but failed to fill out the opinionnaire so that these

negative reactions could be tabulated.,

The wide contrast in satisfaction between Method and Content
would seem to indicate that professionals think the CMI program
has found an effective method of presenting information, but

that improvements need to be made in the content.

Satisfaction by Occupation

Method, Content, and Overall Satisfaction scores were
tabulated by occupation for the Total Sample. As mentioned
earlier, County Extension Home Economists were by far the
largest group of purchasers. For Overall Satisfaction, out of
the 52 County Extension Home Economists, 35 or 67.3 percent were
Clearly Satisfied, 28.8 percent were Moderately Satisfied and
3.8 percent were Clearly Dissatisfied., The contrast between
satisfaction of Method and Content of the kit is again striking.

See Tables 9, 10, and 11,
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The College Teacher group is the next largest occupation
category with 14 respondents. This was also the most dis-
satisfied group. They represented two out of four, or half of
all respondents, Clearly Dissatisfied with the Method. Five
out of the eight respondents Clearly Dissatisfied with Content
were from this group and on an Overall Satisfaction basis, they
represented four out of the ten respondents Clearly Dissatisfied.

In Checking to see where the College Teachers rated each
of the 14 questions used in building satisfaction scores, it
was found that this group rated the Method questions slightly
lower than the Total Sample, but it was in the Content area
where the contrast was most evident, The number of "excellent"
ratings for Content questions was in general, much lower -- the
only aspect of content rated similar to the Total Sample rating
was the 35.7 percent who rated the script "excellent"., The
College Teachers show a much higher percentage of "fair" and
"poor'" ratings related to all Content questions than the Total
Sample. See Tables LO and 41 in the Appendix. It should be
noted that a high percentage of the College Teachers did not
respond to the Content questions, so there was a high percentage
in the "no answer' category.

It is difficult to speculate on the reason for College

Teacher dissatisfaction, however, a number of possible reasons
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come to mind. The one that comes to the forefront is that the
Ads Add Up kit was developed by Extension personnel for use with
informal adult education groups and not specifically for class-
room teaching. The idea behind the kit was to acquaint audiences
with the function of food advertising, its costs, who pays for
it, and how the food buyer can make use of advertising. It is

a general overview and probably is not detailed enough for
classroom use unless other classes were devoted to the subject.
Then too, there is the time limitation of the formal classroom
which sometimes makes it difficult to set up, present, and

then have time for discussion and other activities to supplement
a slide presentation.

The third largest occupation category was Extension Marketing
Specialists with 10 respondents. Seven out of 10 respondents |
in this group were Clearly Satisfied with Method. The remaining
3 respondents were Moderately Satisfied.with Method. In
contrast, only 3 out of the 10 Marketing Specialists were Clearly
Satisfied with Content. Six were Moderately Satisfied and one

Clearly Dissatisfied with Content.

Use Made of Information in Ads Add Up

Although data on frequency of use and on average size of
audience are questionable for reasons explained in Chapter Two,

this information is included for the reader's examination.
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Table 12. Average audience size

Average No. Total
in Group Sample New York Other
No. No. No.
1 - 20 43 21 22
21 - Lo 26 5 21
L1 - 60 6 ] 5
N.A. 21 10 11
Total 96 37 59

Nearly half of all respondents reported average audience
size as 20 or less, while about a third said average audience
sizes fell between 21 and 4O. Only 6 respondents reported
audience sizes between 41 and 60. |In general, there seems to

be a tendency toward use of Ads Add Up with small groups probably

due to Extension Club size. It is interesting that the majority
of those using the kits with audiences above 20, fell into the

Other group. Twenty-six respondents in the Other group reported
audience sizes between 21 and 60, while the New York respondents

reported only 6 larger audiences.
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Table 13. Number of times Ads Add Up was shown

|

————
———

No. Times Total
Shown Sample New York Other
No. No. No.
|l -5 50 13 37
6 - 15 2% 13 10
16 - 30 7 3 L
30 - 52 3 2 I
N.A, 13 6 7
Total 96 37 59

Ads Add Up was shown a total of 663 times. The New York

group (37 respondents) made more use of the kit, showing it
331 times, compared to 332 times shown by the Other group

(59 respondents).

Over half of all respondents used the kit 5 times or less.
A little less than a third used the kit 6 to 15 times., Only
10 respondents used the slide kit more than 15 times, Eight
respondents used the kit only 1 time, while one respondent
reported using it 52 times,

Another measure of the use made of the information In the
kit was obtalned from the question: 'In what ways, beslides
8s a slide program, have you used the Information from Ads
Add Up as resource material?"

The three highest uses made, for the Total Sample, were

as resource material for glving talks =-- 36,5 percent, preparing
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news releases -- 31.3 percent, and preparing for radio programs
-- 27.1 percent. It would seem from this that the information

in Ads Add Up received a fairly wide exposure to the public

through mass media as well as through other types of meetings.
See Table 14 for further breakdown of use made of information

in Ads Add Up kit and contrast between New York and the Other

group.

Table 14, Ways, besides as a slide program, information from
Ads Add Up was used as resource material

Total Sample New York Other

% % %
In teaching class Extension 22.9 21.6 23,7
Junior High L.2 0 6.8
High School 7.3 8.1 6.8
College 9.4 2.7 13,6
In a talk 36.5 29.7 40.7
In a news release 31.3 35.1 28.8
In a TV program 13.5 18.9 10.2
In a radio program 27.1 35.1 22.0
Other 10.4 8.1 11.9

Since the New York group had a much higher satisfaction
score and because the kit was recommended for use on a state-wide
basis, it was assumed that a state-wide consumer education
project was in progress. However, in answer to the question,

"Was Ads Add Up used in a series of related lessons being
taught?”, only 10.8 percent of the New York group used the kit
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in this manner while 50.8 percent of the Other Group used the
kit in a lesson series. |t would seem that respondents in the
Other group were probably seeking consumer education material
to be used in a specific way, while the New York group may have

used the material just because it was suggested to them,

Table 15. Respondents use of Ads Add Up in a series of
related lessons

—ET R
Total
Sample New York Other
% % %

Used in series 35.4 10.8 50.8
Not used in series 59.4 86.5 L2 . 4
N.A. 5.2 2.7 6.8
Total 100.0 100.0 100.0

For the reason stated above, it was also suspected that
all of the information in the kit would be used more extensively
by the New York group; however, this was not the case.

In answer to the question, 'When you used Ads Add Up
slides, did you go beyond the slide portion of the program and
discuss sections in the latter part of the script?" A higher
percentage of the Other Group, 42.4 percent, made use of this
supplemental material than did the New York group with 29.7

percent.
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Table 16. Respondent use of supplemental material in script

- Total
Sample New York Other
% % %
Used:.material 37.5 29.7 L2.4
Did not use 38.5 43,2 35.5
N.A, 24,0 27.0 22.0
Total 100.0 99.9 100.0

In regard to use made of the quiz, the figures for the
two groups are reversed, with 48.6 percent of the New Yorkers
using the quiz compared to only 27.1 percent of the Others.
There seems to be no explanation for this reversal. The only
possible answer may lie in the facgrthat the Cornell State
staff may have stressed the use of the quiz and not the use
of the supplemental materials in the script; this does not,
however, explain the lower percentage who used the quiz in the

Other group.

Table 17. Respondent use of quiz

iotai

Sample New York Other

% % %
Used quiz 35.4 LB .6 27.1
Did not use 58.3 43,2 67.8
N.A, 6.3 8.1 5.1

Total | 100.0 99.9 100.0
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The data from two questions dealing with the interest
Ads Add Up created in other consumer education programs and the

general response of the audiences who saw Ads Add Up were again

not as expected, especially when viewed with Satisfaction scores
in mind.

Only 10.8 percent of the New Yorkers with their high
satisfaction scores indicated that the program created interest
in other consumer education programs., However, this may be
explained by the fact mentioned earlier that the New York group
used this as a ''one shot deal'" and not as a part of a series of
lessons, This could account for some of the difference. It is
interesting to note that 10.8 percent of the New York group
used the kit in a series of related lessons and 10.8 percent
of this group :thought it created interest in other consumer
education programs, |t appears that interest created may
revolve around the amount of interest the user of the kit has
in the subject and whether they exhibit this interest to

participants.



o

——
s

€

af




50

Table 18. Respondents evaluation of interest kit created in
other consumer education programs designed to
create understanding of the food marketing system

Total
Sample New York Other
% % %
Created interest 24.0 10.8 32,2
Created no interest 52.1 70.3 Lo.7
N.A. ’ 24,0 18.9 27.1
Total 100.1 100.0 100.0

On the question of rating general audience response, only
8.1 percent of the Clearly Satisfied New Yorkers said their
audiences were '"very enthusiastic," 78.4 percent "mildly
enthusiastic," compared to.23.7 percent of the Other group who
said their audiences were "very enthusiastic" and 61.0 percent

who said they were "mildly enthusiastic."”
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Table 19. General response of audience

Total
Sample New York Other
% % %

Very enthusiastic 17.7 8.1 23.7
Mildly enthusiastic 67.7 78.4 61.0
Lacked enthusiasm 2.1 0 3.4
N.A, 12.5 13.5 11.9
Total 100.0 100.0 100.0

In general, the respondents felt the kit was '"worth the
price paid." However, a higher percentage of the New York
group, 94.6, felt this way compared with 78 percent of the

Other group.

Table 20. Kit worth price paid

Total
Sample New York Other
% % %
Worth price 83.3 94.6 78.0
Not worth price 8.3 5.4 8.5
N.A. 8.3 0 13.6

Total 99.9 100.0 100.1




In
)

=1

IE




52

Response to the question '"Would you be interested in
purchasing additional slide kit programs in the area of food
marketing?'' was particularly interesting when looking back at

the data from the question, "Did Ads Add Up trigger interest

in more consumer education programs designed to create a better
understanding of the food marketing system?'" Only 10.8 percent
in New York compared to 32.2 in the Other group said it created
interest, yet 70.3 percent in New York and 57.6 percent in the
Other group were interested in purchasing additional consumer

food marketing slide programs.

Table 21, Interest in purchasing other food marketing slide

programs

Total

Sample New York  Other

% % %

Interested 62.5 70.3 57.6
Not interested 25.0 24,3 25.4
N.A, 12.5 5.4 16.9
Total 100.0 100.0 99.9

Satisfaction Related to Rating Other Aspects of the Kit

In this section Is found what seems to be a contradiction
or at least an Inconsistency. There Is a tendency here for the
New York group, which consistently rated their Satisfaction

with the kit higher than the Other group, to now rate the
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related questions lower in an almost equally consistent manner.
For example, there were 5.4 percent Clearly Satisfied and 13.5
percent Moderately Satisfied New York respondents who rated
the relevance of the kit to teaching Home Management and Food
Buying as '"fair." On the other hand, only 1.7 percent in the
Clearly Satisfied and Moderately Satisfied Other group rated
the relevance to teaching Home Management and Food Buying as
"fair." The majority of those rating relevance to teaching
Home Management and Food Buying as 'fair'" or below the Other
group fell into the Clearly Dissatisfied category rather than
in the Clearly or Moderately Satisfied groups., See Table 23,
Only 18.9 percent: in. the New York group as compared to 28.8
percent in the Other group rated the relevance to teaching

Home Management and Food Buying as ''excellent." See Table 22,

Table 22, Rating kit for relevance in teaching Home Management
and Food Buying

Total
Sample New York Other
% % %

Excellent 25.0 18.9 28.8
Good 57.3 62.2 54,2
Fair 13.5 18.9 10.2
Poor 1.0 0 1.7
N.A, 3.1 0 5.1

Total 99.9 100.0 100.0
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Table 23. Satisfaction related to relevance in teaching Home
Management and Food Buying

Total
Sample New York Other
% % %
excellent 19.8 16.2 22.0
Clearly good 34.4 Lo.s 30.5
Satisfied fair 2.1 5.4 0
poor 0 0 0
N.A. 1.0 0 1.7
excellent 5.2 2.7 6.8
Moderately good 19.8 21.6 18.6
Satisfied fair 6.3 13.5 1.7
poor 0 0 0
N.A. 1.0 0 1.7
excellent 0 0 0
Clearly good 3.1 0 5.1
Dissatisfied fair 5.2 0 8.5
poor 1.0 0 1.7
N.A. 1.0 0 1.7
Total 99.9 99.9 100.0

Respondents were asked to indicate whether or not they

felt participants benefited from the information in Ads Add Up

in the following ways:
Improves Buying Practices
Improves Decision Making
Entertains
Learns about Function of Advertising
Here again, New Yorkers responded somewhat differently from
the Other group. On the question of whether the information

improves buying practices, 69.5 percent of the Other group felt
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the information improved buying practices compared to 51.4
percent of the New York group. A high percentage, 32.5 percent,
of the Clearly and Moderately Satisfied New Yorkers indicated
the information did not improve buying practices, compared to
5.1 percent in these two Satisfaction categories in the Other
group. See Tables24 and 25,

On the question of improvement of decision making, 76.3
percent of the Other group compared to 67.6 percent of the New
York group felt it improved decision making. Of the New York
group, 18.9 percent which fell into the Clearly and Moderately
Satisfied groups, thought the information did not improve decision
making compared to only 1.7 percent in the Other group...and
this percentage (1.7) fell into the Clearly Dissatisfied category.
See Tables 26 and 27.

Only one respondent out of the total felt that participants

did not learn about the function of advertising from Ads Add Up.

So even the majority of the Clearly Dissatisfied respondents
indicated they felt participants learned about the function of
advertising.,

On the question of the entertainment value of Ads Add Up,

the majority of respondents indicated they thought participants
were entertained. About a third disagreed indicating they felt

Ads Add Up had no entertainment value.
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Table 24. Respondents evaluation of improved buying practices
as a benefit derived from the kit

Total

Sample New York Other

% % %
Improves buying 62.5 51.4 69.5
Does not improve 17.7 32.4 8.5
N.A, , 19.8 16.2 22,0
Total 100.0 100.0 100.0

Table 25, Satisfaction related to respondents evaluation of
improved buying practices as a benefit derived
from the kit

Total

Sample New York Other
% % %

Clearly Improves bluying L43.8 37.8 47.5
Satisfied Does not improve 7.3 16.2 1.7
N.A, .3 8.1 5.1
Moderately Improves buying 15.6 13.5 16.9
Satisfied Does not improve 8.3 16.2 3.4
N.A. 8.3 8.1 8.5
Clearly Improves buying 3.1 0 5.1
Dissatisfied Does not improve 2.1 0 3.4
N.A. 5.2 0 8.5

Total 100.0 99.9 100, 1







Table 26.

57

as a benefit derived from the kit

Respondents evaluation of improved decision making

Total
Sample New York Other
% % %
Improves decisions 72.9 67.6 76.3
Does not improve 8.3 18.9 1.7
N.A, 18.8 13.5 22,0
Total 100.0 100.0 100.0
Table 27. Satisfaction related to respondents evaluation of
improved decision making as a benefit derived from
the kit
™ Total
Sample New York Other
% % %
Clearly Improves decisions L7.9 L5.9 k9,2
Satisfied Does not improve 3.1 8.1 0
N.A. 6.3 8.1 5.1
Moderately Improves decisions 20.8 21,6 20.3
Satisfied Does not improve L,2 10.8 0
N.A. 7.3 5.4 8.5
Clearly Improves decisions L,2 0 6.8
Dissatisifed Does not improve 1.0 0 1.7
N.A, 5.2 0 8.5
Total 100.0 99.9 100.1
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Table 28. Respondents evaluation of learning the function
of advertising as a benefit derived from the kit

Total
Sample New York Other
% % %
Learned 89.6 9L .6 86.4
Did not learn 1.0 0 1.7
N.A, 9.4 5.4 11.9
Total 100.0 100.0 100.0

Table 29. Satisfaction related to respondents evaluation of
learning the function of advertising as a benefit
derived from the kit

Total
Sample New York Other
% % %
Clearly Learned 55.2 59.5 52.5
Satisfied Did not learn 0 0 0
N.A. 2.1 2.7 1.7
Moderately Learned 28.1 35.1 23.7
Satisfied Did not learn 0 0 0
N.A, L,2 2.7 5.1
Clearly Learned 6.3 0 10.2
Dissatisfied Did not learn 1.0 0 V.7
N.A, 3.1 0 5.1

Total 100.0 100.0 100.0
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Table 30. Respondents evaluation of entertainment as a
benefit derived from the kit
- Total
Sample New York Other
% % %
Entertains L2,7 L3,2 L2 .4
Does not entertain 33.3 37.8 30.5
N.A, 24,0 18.9 27.1
Total 100.0 99.9 100.0
Table 31, Satisfaction related to respondents evaluation of
entertainment as a benefit derived from the kit
Total
Sample New York Other
% % %
Clearly Entertains 22.9 21.6 23.7
Satisfied Does not entertain 25.0 27.0 23.7
N.Ao .9'I+ ]3.5 608
Moderately Entertains 15.6 21.6 1.9
Satisfied Does not entertain 6.3 10.8 3.4
N.A, 10.4 S.bL 13.6
Clearly Entertains L, 2 0 6.8
Dissatisfied Does not entertain 2.1 0 3.4
N.A. L,2 0 6.8
Total 100.1 99.9 100.1
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In general, the New York and Other groups were fairly
equal in their opinions as to whether the slide program technique
was "Better Than,'" '"About as Good," or '"Not as Good" as other
teaching techniques such as lecture, discussion, motion picture,
and lecture-demonstration. The one exception lies in the New
York group where a fairly high percentage of the Clearly
Satisfied and Moderately Satisfied respondents rated the slide
technique "Not as Good'" as the other techniques, while a high
percent of those Clearly Dissatisfied respondents in the Other
group rated the slide technique as '"About as Good" or "Better
Than" the other techniques., See Tables 32 through 39,

For example see Table 33. While the New York group had no

Clearly Dissatisfied respondents, 13.5 percent of the Moderately
and Clearly Satisfied groups thought the slide technique was
"Not as Good" as the lecture technique. On the other hand,
17 percent of the Other group were Clearly Dissatisfied and
yet, every respondent in the Other group thought the slide
technique was '""About as Good" or '"Better Than" the lecture
technique.

An explanation of this apparent contradiction does not
suggest itself, unless, an answer lies in the high percent of

no answers in the Other group.
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Table 32. Respondents evaluation of the slide teaching
technique compared to the lecture technique

— — ——————— — ——
Total
Sample New york Other

A A %
Better than 67.7 67.6 69.5
About as good 13.5 13.5 11.9
Not as good 5.2 13.5 0
N.A. 13.5 5.4 18.6
Total 99.9 100.0 100.0

Table 33, Satisfaction related to respondents evaluation of
the slide teaching technique compared to the
lecture technique

Total
Sample New York Other
% % %
Clearly Better than 42.7 L0.5 L, 1
Satisfied About as good 8.3 10.8 6.8
Not as good 3.1 8.1 0
N.A. 3.1 2.7 3.k
Moderately Better than 21.9 27.0 18.6
Satisfied About as good 2.1 2.7 1.7
Not as good 2.1 5.4h 0
N.A. 6.3 2.7 8.5
Clearly Better than L,2 0 6.8
Dissatisfied About as good 2.1 0 3.4L
Not as good 0 0 0
N.A, L,2 0 6.8
Total 100.1 99.9 100.1
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Table 34, Respondents evaluation of the slide teaching
technique compared to the discussion technique
Total
Sample New York Other
% % %
Better than 34,4 Lo.5 28.8
About as good LO,6 37.8 L, 1
Not as good 10.4 13.5 8.5
N.A, 14,6 8.1 18.6
Total 100.0 99.9 100.0
Table 35, Satisfaction related to respondents evaluation of
the slide teaching technique compared to the
discussion technique
Total
Sample New York Other
% % %
Clearly Better than 27.1 32.4 23.7
Satisfied About as good 22,9 18.9 25,4
Not as good 3.1 5.4 1.7
N.A, 4,2 5.4 3.4
Moderately Better than 6.3 8.1 5.1
Satisfied About as good 15,6 18.9 13.6
Not as good L,2 8.1 1.7
N.A, 6.3 2.7 8.5
Clearly Better than 0 0 0
Dissatisfied About as good 3.1 0 5.1
Not as good 3.1 0 5.1
N.A, L,2 0 6.8
Total 100.0 99.9 100.1
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Table 36. Respondents evaluation of the slide teaching
technique compared to the motion picture technique

Total
Sample New York Other
% % %

Better than 19.8 18.9 20.3
About as good 50.0 59.5 LL 1
Not as good 13.5 16.2 11.9
N.A, 16.7 5.4 23.7
Total 100.0 100.0 100.0

Table 37. Satisfaction related to respondents evaluation of
slide teaching technique compared to the motion
picture technique

Total
Sanle New rork Other
Clearly 10.4 10.8 10.2
Satisfied 35.4 37.8 33.9
6.3 10.8 3.k
5.2 2,7 6.8
Moderately 7.3 8.1 6.8
Satisfied 12.5 21,6 6.8
5.2 5.4 5.1
7.3 2.7 10,2
Clearly 2.1 0 3.4
Dissatisfied 2.1 0 3.4
2.1 0 3.4
L,2 0 6.8
Total 100.1 99.9 100.2
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Table 38. Respondents evaluation of the slide teaching
technique compared to the lecture-demonstration

technique
Total
Sample New York Other
7% % %

Better than 19.8 21.6 18.6
About as good 58.3 56.8 59.3
Not as good 8.3 16,2 3.4
N.A. ]3.5 5.l+ ]8.6

Total 99.9 100.0 99.9

Table 39. Satisfaction related to respondents evaluation of
slide teaching technique compared to the lecture-
demonstration technique

Total

Sample New York Other

% % %
Clearly Better than 14,6 16,2 13.6
Satisfied About as good 37.5 37.8 37.5

Not as good 2,1 5.4 0
N.A. 3.1 2,7 3.4
Moderately Better than L,2 5.4 3.4
Satisfied About as good 16.7 18.9 15.3
Not as good 5.2 10.8 1.7
N.A, 6.3 2.7 8.5
Clearly Better than 1.0 0 1.7
Dissatisfied About as good L.2 0 6.8
Not as good 1.0 0 1.7
N.A L, 2 0 6.8
Total 100.1 99.9 100.4
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The majority of respondents, 67.7 percent, rated the slide

technique "Better Than'" while 13.5 percent rated it '"About as

Good" as a lecture. When comparing the slide technique with

the discussion technique 34.4 percent of the Total Sample rated

the slide technique "Better Than' and L40.6 percent '"About as

Good" as discussion,
A majority of respondents rated motion picture and lecture-
demonstration '"About as Good' as the slide technique.

In answer to the question, '"If you were assigned to revise

Ads Add Up, what would you do to improve it?", there came a
variety of answers, some of which should be considered in the

development of future slide programs. However, no visable

trend for suggested changes developed,
There were several suggestions to cut the length of the

program and several others who would provide more extensive

detail, which no doubt would lengthen the program. A couple of

comments Iindicated that the program was not sophisticated enough
Other comments dealt with gliving more
Information which the homemaker

Several wanted more emphasis

for college students,
practical Illustrations =--

could take home and put to use,
on deceptive advertising and the moral Issues of advertising,

In another veln, there were numerous suggestlons which

dealt with the technical aspects of the kit, For instance, it
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bothered some that a couple of slides were repeated; one would
not use art, but actual photographs; others wanted the slides
to say more; and the problem of keeping the information up to
date was also mentioned.

In addition to the above, there were numerous positive
comments such as, "it's good as is," or 'can't think how to
improve it," or '"flexible enough to be adapted to almost any

audience,"

Major Findings

I. Overall, only 10 respondents were Clearly Dissatisfied
with the kit. All 10 Clearly Dissatisfied respondents
fell into the Other group.

2, Respondents were much better satisfied with the Method used

than they were with the Content.

3. The New York group's Satisfaction scores were higher for
both Content and Method, than were the Other group's. In
spite of this fact, New Yorkers rated many related questions
lower than the Other group.

4. Over 80 percent rated the kits relevance to teaching Home
Management and Food Buying as ''excellent'" or '"good.'" In
addition, a majority felt participants benefited in the
following ways, (1) learned about the function of food

advertising; (2) improved buying practices; (3) improved

decision making.






CHAPTER V

SUMMARY AND DISCUSSION

There is general agreement in the Home Management-Decision

Making literature that information is an important element in

decision making. This study evaluated a packaged consumer

education slide program as a method of communicating consumer

information and was based on the theory that information is an

essential element in effective decision making which, in turn,

affects the management process.
One of the aims of the CMI program is to provide consumers
with information to help them understand the food marketing

system, As one means to accomplish this goal, plans were made

to develop a series of packaged slide programs on the various

aspects of food marketing.

Ads Add Up, A Look at Food Advertising was the first

program developed, This kit was made available on a materials

replacement cost basis, to all who had an interest in the

information., Because slide programs were a new method of

communicating consumer marketing information for the CMl| program,
it was felt that an evaluation of this slide kit would provide

information useful in the development of additional kits.

67
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Simmons and Roehm (15) in their study of the needs of
Home Economics Teachers and Extension Home Economists in

Montana, demonstrated that professionals need in-depth, unbiased

consumer education information.
The consumer movement. which in many respects is an

information seeking movement, along with trends in the widening

scope of Adult Education add strength to the idea that consumers
in turn, points to

need and want consumer information. This,

the need to explore different communication methods in order
to develop more efficient ways to disseminate information, and

in the process extend limited professional staff time.

Evaluation has become an accepted part of most Extension

programs and one of the important findings in this study
supports the need to evaluate a project of this type. Even

though only a small percent of the respondents were Clearly

Dissatisfied with the kit, the study reveals an apparent

staff would

weakness in the content of the kit which the CMI

not likely have suspected.

Summarz

The objective of this study was:

1. to evaluate an informational teaching technique
(Ads Add Up slide program and related materials)
as to its implications for Cooperative Extension
programs and other educational organizations
working in Consumer Education, by seeking the
opinions of professionals who used this material,
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No hypotheses were formulated since this was an exploratory
study.

In the review of literature, the lack of current research
which evaluated audio-visual methods of communicating informa-
tion was shown. Much of the previous research was done in the
1930's and usually tested one teaching method against one or
more audio-visual methods. There was little evidence of any
type of packaged information programs having been evaluated in
the Home Management-Consumer Economics area. In the communica-
tions field, researchers had looked at where homemakers get
information related to food buying decisions. This research
revealed that homemakers obtain most food buying information
in personal contacts with family members, friends, and neighbors,
In one such study, persons from whom others seek information
were labeled "opinion leaders."

Research also indicates that opinion leaders use different,
more technically accurate sources of information,and are often
found to be in direct contact with organizations which provide
such information. From this it was speculated that women who
are associated with the Cooperative Extension may be, in fact,
opinion leaders.

The review of literature revealed numerous research possi-
bilities, but considering limitations of time and money alone,

the mailed opinionnaire seemed to be the most appropriate method

available,
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An opinionnaire was developed to evaluate use of, and
satisfaction with, the kit and to learn how users thought

participants benefited from the information in Ads Add Up.

The opinionnaire was first pre-tested with three users, who
were then interviewed to identify areas of concern to them,

The revised opinionnaire was then mailed to a sample of 10
users. Only minor changes were made after this pre-test. The
opinionnaire was then pre-coded so that data could be punched
directly from the opinionnaire to computer cards. The presence
of the code numbers on the opinionnaire caused a problem for

a number of respondents, particularly on Question Two. The
data from this question had to be recoded in order to be used
and its reliability is in question,

Method Satisfaction and Content Satisfaction scores were
developed by selecting questions which would represent each.

A combination of these two scores represented Overall Satisfaction
with the kit., These satisfaction scores were arbitrarily divided
into three groups -- Clearly Satisfied, Moderately Satisfied,

and Clearly Dissatisfied.

In an analysis by occupation, the 52 County Home Economics
Extension agents were by far the largest group. A majority of
this group was Clearly Satisfied while only 3.8 percent were
Clearly Dissatisfied with the kit, The next largest occupation

group was College Teachers with 14 respondents, This was also
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the most Dissatisfied group. Comments in open-ended answers
indicated the information probably was not specific enough for
the college level., This may be due to the fact that Ads Add Up
was developed for use in informal Adult Education situations
rather than for use in the classroom,

For the majority of the analysis, respondents were divided
into two groups. Those from New York (37 respondents) who had
the kit recommended to them by the Cornell Extension staff and
all Others (59 respondents) for a total of 96 respondents.

Overall, only 10 respondents out of 96 were Clearly Dis-
satisfied with the kit., There were no Clearly Dissatisfied
respondents in the New York group, so, all 10 Clearly Dissatis-
fied respondents fell into the Other group.

There was a wide difference between respondent satisfaction
with Method and satisfaction with Content. Overall, twice as
many respondents were Clearly Satisfied with the Method used,
than were Clearly Satisfied with Content. Conversely, twice
as many were Clearly Dissatisfied with Content than were Clearly
Dissatisfied with Method, This contrast in Method and Content
Satisfaction seems to indicate that respondents felt the CMl|
staff had found an effective method for presenting information,
but that improvements needed to be made in the Content. A
partial explanation for the discontent with Content may lie in

the fact that two bulletins included in the kit were Michigan



oriented with information regarding laws and regulations for

the State of Michigan. It should also be pointed out that a

New York version of the Food in the Light of the Law bulletin

was printed for use in that state.

The New York group's satisfaction scores were higher for
both Content and Method, than were the Other group's. This
finding may be partially explained by the fact that the kit was
recommended to the New York group by the Cornell Extension staff
at the state level., Such a recommendation may have influenced
respondent evaluation by creating a higher credibility for the

information in Ads Add Up.

The data related to how Ads Add Up was used, specifically

if it was used in a series of related lessons, seems to indicate
that respondents in the Other group were probably seeking
consumer education material to be used in a specific way, while
the New York group may have used the program just because it
was suggested to them,

The data also reveals an inconsistency relative to the
New York group. This group which consistently rated their
Satisfaction with the kit higher than the Other group, rated
related questions about other aspects of the kit lower than the
Other group in an almost equally consistent manner, A reason

for this inconsistency escapes the writer,
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Ads Add Up was developed under the assumption that pro-
fessionals and participants wanted information about and had
an interest in, learning about the furnction of food advertising
-- jts purpose, who pays for it, and how homemakers can use
food ads and merchandising techniques to advantage. The data
show that 90 percent of the respondents felt that participants
learned the function of food advertising. In addition, over
80 percent rated its relevance to teaching Home Management and
Food Buying as "excellent'" or '"good". Over 60 percent felt the
information led to improved buying practices, while over 70
percent felt it would lead to improved decision making, A
review of communications research leads one to believe that the
respondents in this study, in all probability, were over
optimistic in their evaluation of the benefits derived from

the information in Ads Add Up. However, Lewin's research

revealed that group decision making was more effective in
changing behavior than lecture or individual methods. So, the

way in which Ads Add Up sessions were conducted, no doubt,

influenced the benefits participants received, Then, too, if
women who associate with "expert agencies' are in fact,
"opinion leaders' as some research suggests, perhaps respondent

evaluation of benefits derived from Ads Add Up are not so far

off base after all,
The variety of ways the kit was used is another indication

that professionals want; need and will use this type of packaged
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information. Respondents reported using the kit a total of

663 times. New Yorkers used it proportionally a larger number

of times, but the Other group reported larger audience sizes,
About a third of all respondents reported using the infor-

mation in Ads Add Up as resource material for giving talks,

preparing news releases and preparing for radio programs.
Communication research on the effects of mass media show that
reinforcement of existing ideas and beliefs is more likely

to be the result of mass media than changing ideas and beliefs,
However, if the people who used this information as resource
material for mass media are recognized as a ''specialized source
of information' and if they have a following, mass media used
in this way may be more effective as a source of information
than the usual mass media program -- at least for part of the

audience,

Implications

On one hand, the Home Management literature states that
information is an essential element in effective decision
making, while on the other, the Simmons and Roehm (15) study
reveals professional home economists feel a lack of training
and a lack of unbiased consumer education information. Where
are professionals, or for that matter, consumers to get

accurate, unbiased consumer information on which to base decisions?
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The findings of this study raise about as many questions
as they answer and cannot be considered conclusive, but they
do seem to point the way to the need for further development
of packaged information programs and for sound research designed
to evaluate them. Just from the standpoint of economies of
professional time alone, this type of pulling together of infor-
mation seems to justify itself,

Lewin's (L4O) research indicated that group decision making
was more effective in changing behavior than lecture or
individual methods. |t would seem that research on the effective-
ness of various methods used when presenting information to
groups could help guide those who design programs. In addition,
this information could be used as suggested guides for presenting
consumer education material. Along this same line, some testing
of effectiveness between individuals who are more or less told
they should use materials and those who make this decision
themselves could prove interesting.

Since the CM| program relies heavily on mass and other
specialized media for dissemination of consumer information,
it would seem that cooperative research, which builds on past
research in the Audio-Visual and the Communications areas would
benefit each discipline.

Even though the method used was considered the most appro-

priate under the circumstances, one of the main weaknesses of
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this study lies in the fact that it did not go far enough. It
solicited user opinions rather than measuring change in knowl-
‘edge of participants., With a little planning one could compare
user opinions with what participants actually learned. For
example, cooperation of two or three users in pre-testing

and post-testing their audiences could provide enough data

for this comparison.

Another weakness was the lack of clarity regarding code
numbers on the opinionnaire. |f such codes are to be used,
they should be on the questionnaire during pre-testing in
order to eliminate such problems.

The development of a satisfaction score seems to have some
merit, In this study it revealed a very clear picture of the
differences between satisfaction with the method used and the
content., This technique was somewhat limited; however, when
used to try to relate satisfaction to other questions in the
evaluation, This limitation seemed to be due to the fact that
there were very few Clearly Dissatisfied respondents so that
the majority of respondents fell into the two top categories.

It is doubtful that a packaged program such as Ads Add Up,

could ever be developed that would please all who need and want
specifjic information on a particular subject., However, steps

could be taken to increase the versatility of such kits, For
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example, better suggestions could be made on how to shorten or
lengthen the program. In addition, specific materials could be
developed for use with a specific audience such as, 4-H, high
school, or college groups.

The main strength of this study seems to be: it shows that
even with inevitable shortcomings, well designed packaged
information programs could fill a real need in the Consumer
Education field and will find use if made available to

professionals,
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Table 40. Questions used in method satisfaction score develop-

ment
o o o ota
Yes No N.A. Across
3. Promotional Material Total 92.7 4,2 3.1 100.0
Meaningful N.Y. 9L.6 2.7 2.7 100.0
Other 9].5 5.1 3.4 100.0
, College 85.7 7.1 7.1 99.
5. Material Presented in  lotal 89.6 3.1 7.3 T00.
Interesting Manner N.Y. 91.9 0 8.1 100.0
Other 88.1 5.1 6.8 100.0
College 78.6 7.1 14,3 100.0
. Program Makes Point Total 87.5 9.4 3.1 T00.0
with enough Impact N.Y. 94,6 2.7 2,7 100.0
Other 83.1 13.6 3.4 100.1
College 1.4 28,6 0 100.0
8. Enough Resource Total 58.5 8.3 3.1 39.9
Material N.Y. 89.2 8.1 2.7 100.0
Other 88.1 8.5 3.4 100.0
College 83.7 14,3 0 100.0
T3. Number of S1ides Total 89.6 T.0 9.4 T00.0
Adequate N.Y. 91.9 0 8.1 100.0
Other 88.1 1.7 10.2 100.0
College 71.k4 0 28.6 100.0
14, Length of Total /4.0 15.6 10.4 100.0
Presentation* N.Y. 75.7 10.8 13.5 100.0
Other 72.9 18.6 8.5 100.0
College 71,4 14,3 14,3 100.0
16, Like Style of Art Total 87.5 7.3 5.2 100.0
NoYu 97.3 207 O ]00.0
Other 81.4 10.2 8.5 100.1
College 71.4 7.1 21.4 99,9
T7. Technical Quality Total 90.6 5.2 4.2 100.0
of Slides** N.Y. 94.6 SoL’ 0 ]00.0
Other 88.1 5.1 6.8 100.0
College 28.7 0 14,3 100,0
77, Ease of Use Total .0 3.1 7.3 100.0
of Kit** N.Y. 100.0 0 0 100.0
Other 94,9 0 5.1 100.0
College 71.L 7.1 21,4 99.9

*  too lon? and too short = no
about right = yes
** Used recoded data
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COOPERATIVE EXTENSION SERVICE

MICHIGAN STATE UNIVERSITY . BAST LANSING . MICHIGAN 48823
Marketing Information for Consumers

AND U.S. DEPARTMENT OF AGRICULTURE COOPERATING
29 Chittenden Hall

As a purchaser of Ads Add Up slide program, you are in a
unique position to help the Michigan Consumer Marketing
program.

In your position, I am sure you are aware of the importance
of evaluation in program planning. Would you please take
the time to help us evaluate Ads Add Up by filling out the
enclosed opinionnaire?

A self-addressed envelope, which requires no postage, is
enclosed for your convenience. If possible, I would like
to have the opinionnaire back in my office by June 15.

Your cooperation is very much appreciated.

Sincerely yours,

M. Charline Hatchett
Extension Specialist
Consumer Marketing Information

MCH: jp

Enclosures






COOPERATIVE EXTENSION SERVICE

MICHIGAN STATE UNIVERSITY . EAST LANSING . MICHIGAN 48823

Marketing Information for Consumers
29 Chittenden Hall

AND U.S. DEPARTMENT OF AGRICULTURE COOPERATING

June 17, 1969

Our Consumer Marketing Staff is in the process of evaluating

the slide program, Ads Add Up and as a purchaser of Ads Add Up,
we need your help. A couple of weeks ago, I sent out an

opinionnaire and we have had good response, but as yet, I
have not received your reply.

For your convenience I am enclosing another copy of the
opinionnaire along with a self-addressed envelope which

requires no postage.

Won't you please take a few minutes to check your answers?
Thanks so much for your cooperation.

Sincerely yours,

M. Charline Hatchett
Consumer Marketing
Information Specialist
MCH: jp

Enclosures
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COOPERATIVE EXTENSION SERVICE

MICHIGAN STATE UNIVERSITY

e EAST LANSING . MICHIGAN

48823

AND U.S. DEPARTMENT OF AGRICULTURE COOPERATING

JPINIONNAIRE - ADS ADD UP KIT
Slides and Related Material

Marketing Information for Consumers

l. My area of work is: (1l-2)

Extension Home Economist
0 County e
1 Specialist__
2 Director .
3 High School Teacher
of

4 Junior High Teacher
of

Extension Consumer Marketing
7 Agent
8 Specialist

10 Advertising Firm

11 Food Business

12 Agricultural Economist

, 13 OTHER specify
; 5 College Teacher of
6 State Education
Director

l. With what kind of audience Number Average Check groups
did you use the Ads_Add Up of times namber material is
slide program? shown 1n groups suitable for
-Extension Leader training . _(3-4) . (5-7) ___(8)
-Extension Club meeting ____(9-10) ___(11-13) ___(14)
-Church group ____(15-16) (17-19) —_(20)
-Women's Service Club (21-22) _(23-25) ——(26)
“Men's Service Club (27-28) (29-31) ____(32)
In classroom:
-Jr. High School (33-34) ____(35-37) (38
-High School (39-40) ___(41-43) __(48)
-College __(L5-46) ___(47-49) ____(50)

OTHERS  specify

—_— (51-52) ____(53-55) ____(56)

____(57-58) ____(59-61) ___(62)

3. Did the Ads_Add_Up

promotional material Yes No 5

describe the kit
meaningfully? (1)

——————




Was Ads Add Up used in Yes No
a series of related 3 0
lessons being taught? (2)

—

1f YES, what type of

lesson?
5, Was the material presented Yes No
in an interesting manner? (3) 3 0

6. Do you feel the Ads Add Up
slide program makes its Yes No
points about the role of 3 0
food advertising with
enough impact? (&)

1. What was the general response

of your audiences? (5) very enthusiastic 2
mildly enthusiastic 1
lacked enthusiasm 0

8. Was there enough resource
information in the kit to Yes No
meet your needs in pre- 3
paring to present Ads Add
Up?  (6)

9. Rate the quality of the
following information

sources in the kit as to .
relevant, factual excellent good falr POt

information: 3 2

8. Advertising Adds Up
leaflet (7)

€. Food in the Light of
the Law leaflet (9)

b. Meat Ads leaflet (8) =

[

—_—

0,

Did you use the quiz? (10) Yes

———

L 1f YES, rate the quiz as: excellent good

a. a pre-test (11) _—

b. a test (12) -

——






2. How would you
improve the quiz?

3. Was the number of slides
| adequate? (13)

. If you used the Ads Add Up

slides, how would you rate
the length of the slide
presentation? (14)

5 a. When you used Ads_Add Up
slides, did you go beyond

the slide portion of the
program and discuss sec-
tions in the latter part
of the script? (15)

b. If YES, list the sec-
tions you discussed.

€. Rate general audience
Participation in this
discussion: (16)

————————

6. Dig you like the style of

4t work on the slides? (17)

’\
. How woulq you rate the
technical quality (color
quality, etc.) of the
slideg? (18)

\

How would you rate the
aPPropriateness of the
slide illustrations to
the points made in the
Script? (19)

»

Yes
3
long too short right__
too lon - 3
Yes
3
poor
excellent good_ -
3 2
Yes
3
or fair good excellent_g__
O ——— —— ———
P 0 1
poor
excellent good____ 0
3 2




How would you rate the
content of the slide script
in regard to accurate,
factual information on the
role of food advertising in
the marketing system? (20)

poor fair

good___ excellent

How would you rate the
information in the Ads Add
Up slide kit as to its
relevance in teaching
management and food buying
decisions? (21)

excellent___ good_____

fair poor_____

————

2

———

3,

Did you purchase the syn-
chromatic sound tape for
Ads Add Up when it became
available? (22)

[f YES, rate the techni-

cal quality of the tape- (23)

If NO, specify reason (24)

Yes

excellent
3

good

N

fair poor_____

Lack of equipment (synchromat, recorder)
Lack of knowledge for using equipment
Lack of interest in this type program

OTHER  specify

w N — O

Rate the ease of use of
the slide kit. (25)

very easy

easy

difficult

very difficult

In what ways, besides as a

slide program, have you used

the information from Ads

Add Up as resource material?

In teaching a class

(26) Extension
(27) Junior High
(28) High School
(29) College
(30) In a talk

1]

(31) In news release
(32) In TV program

(33) In radio program__

(34) OTHER: specify

———




2.

Did the Ads Add Up program
trigger interest in more

consumer education programs
designed to create a better
understanding of the food
marketing system? (35)

If YES, list the kinds of
programs :

No

Yes

(5

25.

Rate the slide program
teaching technique in
comparison with each of
the teaching techniques
listed below:

a. Lecture (36)

b. Lecture-demonstration (37)

c¢. Discussion (38)
d. Motion picture (39)

Slide program teaching technique is...

Not as Good
0

About as Good
1

Better Than

2

26.

In your opinion, does the
information in Ads Add Up
benefit participants by:

4. Improving buying
practices (40)

b. Improving decision
making (41)

c. Entertaining (42)

d. Learning about the
function of
advertising (43)

olz
)

27.

Would you be interested in

pPurchasing additional slide
kit programs in the area of
food marketing? (44)

If YES, what areas of food
marketing would you like to
see covered?

Yes

No







(¢

28. Do you feel the Ads Add Up
slide kit was worth the Yes No
| price you paid? (45) 3 5
|
29. Please indicate which parts
of the kit you actually used;
and which, as far as you are Actually Could Be
concerned, could be left out Used Left Out
without affecting the useful- 0 1
ness of the kit:
! = Quiz (46)
[ - Script (47)
) - Slides (48)
Bulletins:
© Advertising Adds Up (49) _
- Food in the Light of the
Law (50) - -
© ‘Meat Ads (51) - _—
|
!30. If you were assigned to

revise the Ads Add Up slide
program, what would you do
to improve it?

—

Thank you for your cooperation.

Sincerely yours,
Y. Charline Hatchett
Consumer Marketing Specialist
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ADS
ADD UP

s
CONSUMERS’ ANNUAL STATEMENT

BILLED TO: Each U.S. consumer
AMOUNT DUE: $240 per household . . about
$70 per person

SERVICE RENDERED: Exposure to 1500
messages daily

e

Yes, you pay this bill each year; about g
fifth of it for food ads. With every purchase
you contribute to a dynamic and vital educa-

tional movement . . . . American advertising_
You increase the number of TV and radig
commercials. . . .. put more ads in newspapers
and magazines . . . . ask for more direct mai]

promotion. Why?

“Ads Add Up” — A new and fascinating
color slide-lecture program for consumers —
goes directly to the heart of this question, It
examines closely how advertising . . . made
possible by your support . . . is essential to the
successful operation of our food distribution
system and well being.

Written and produced by the Consumer
Marketing Information Agents of the Michigan
State University Cooperati<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>