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ABSTRACT

'Upholstéred Furniture: Effect of Consumer Information and
Education on Cognition and Choice |
by
Kathryn M. M. Kermack -Chandier
University of Alberta, 1983 |

Professor: Dr. Ellzabeth M. Crown
Faculty: Home Economics

. Department: Clothing and Textiles

The purpose of this study was to design and test strategies for the provision of
conurimer information (Cl) and consumer education (CE) on textile product safety using the
| example of upholstered furniture.  More speifically, effects of different CE/Cl

st-ategies on consumers’ awareness and understanding of textile ﬂahmability as well as
their evaluations of and choice among alternative upholstery fabrics were examined.
The EKB model of a hiéh—iqvolvement'decision process (Engel and Blackwell,
1982 p 500) waé used as the conceptual framework for the study.
A total of 448 househélds from both Edmonton and Winnipeg pAarticipated in the
-study.  Subjects’ knowledge of upholstery fabric serviceability and textile flammability
was 'measured before and after the administration of the différent CE and Cl treatments.
Also measured was their choice behaviour in a Simulated burchase experience.
Demographic and socioeconomic ;hformation was also recorded. Two.—way analysis of
‘variance, analysis of covariance and chi-square statistics were used to test the null.
hypotheses.
Flndmgs indicated that CE had a sngmfucant effect on knowledge gain with the

presentation being the more effectsve consumer education strategy, but although sub JBC'(S



showed increases in awareness and knowledge, their choice behaviour regarding FR
fabrics did not differ significantly among CE groups.  The consumer information
- treatment based on the British system of flammability labelling was found to havg the ﬁaost
effect on consumer response. The durability labeis were effective in terms of selection
of an ‘appro;;\rYamly durable fabric but they tended to overshadow the effectiveness 6f the
UFAC flammability labels.

Demographics and socioeconomic status were found to haye some influence on
_ the ?e’pendent variables measured. |
/" lmplica*:ubnls ot ot sé findings for policy decisions and further research are

discussed. !
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l. - INTRODUCTION

Inéreasingponcern is being exbressed about the flammability hazard of
upholstered furniture. " Areview of fire statistics from th'reej Canadian provinces over’a

period of several years shows that upholstered furniture was the material first ignited in

5.3-6.3% of all fires, ‘aécounting for 11.3-14.9% of all fire deaths and 2.3-3.1% o'f all fire )

propérty losses — more than any other materiél’under examination by the Product Safety
Branch of Consumer and Corporate Affairs Canada! Examination of policy issues
regarding furniture flammability regulation and labelling is warranted in 'iight of such
statistics. At present, Canada has no specific regulatory program for upholstered .
furniture flammability. »

-4

" In the United Kingdom, all upholstered furniture must be resistant to iéniﬁon by

cigarettes and must be labelled as to its resistance (or lack thereof) to small flame ignition.

In the U.S.A., the federal government had originally proposed to reguiate upholstered

* furniture, but the Consumer Product Safety Commission has accepted instead, on a trial

basis, .a Qoluntary program operated by the Upholstered Furniture Action Council {(UFAC).
This voluntary program is based on a fabric classification scheme, construction
improvéments, a labelling plan and a compliance procedure. ,

If the UFAC program is successful and"a high comipliance rate achieved in the
U.S.A, furniture not meeting the UFAC standard mighf well be imported into Canada.
Thus, it is now urgent that some specific standard be developed for the flammability of
uphoistered furniture sold in Canada. The question rémains, however, whether such a

standard should be mandatory or voluntary.

unpublished working paper of the Product Safety Branch of Consumer and Corporate
Affairs Canada. ' .
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A. Statement of the Problem |

Knowledge of consumers' p -bable reactions to industry's provision of '
information indicating compliance or non—compliance with a voluntary flammability
standard should be useful in evaluating the possible effect of such a voluntary scheme.
Because of the possibility of information overload fi.e. too much information to
comprehend at once) consumer use of such compllance mformatlon may be affected by
_provision of other disclosures that the upholstered furniture industry may be asked to
supply — for example, durability ratings.’ ,J : .

This study was built on findings from orevious studies of consumer behaviour with
réspect to textile product flam‘mability {specifically, studies of information search aﬁd
alternative evaluation; Crown and Brown, 198 1a, 198 1b; Brown and Crown, 1983; Horne
and Crown, 1983). The p‘L'"' _se of the study was to design and test strategies for the

provision of consumer information {CI) and consumer e’ducation (CE) on textile product

safety using the example of upholstered furniture.

B. Justificafior; j

For a sample of California consumers, Rockef,‘ McGee, Gorong, O'Reilly and Damant
(1980) found that consumers desired furniture flammability standards, but few were
wiiling to pay the increased price associatéd with a national standard. Rgcker {1980) also
found California cor)';urhers to be éenerally unknowledgeable about furniture flammability
" and concluded that consumér education is both needed and apt to be difficult, given |
' c.onsumers‘ lack of desire for information on flammability.

Crown and'Brown {198 1a) used conjoint analysis on prefereace data froma
sample of Edmonton consumers to study flame ~retardance as an evaluative criterion, and
found that when sor;ne upholstery fabrics and blankets were labelled flame retardant, flame
retardance was more impoftaht to consumers than were price, care instructions or hand.

This finding was supported by a more recent replication with a larger stratified random

samplé of Alberta consumers (Crown and Brown, 198 1b), but was not supported by a

* See for example, National Standard of Canada CAN2 130 7- M80 Consumer
informative Labelling of Upholstery Fabrics for Furniture.



Manitoba replication (Brown. and Crown, -1983).  Perhaps consumers who do ﬁot
normglly think about flame retardance make assumptions about the safety of textile
products, assumptions they are forced to alter when confronted with a flame retardant
label on some products, in contrast to the lack of one on others.

Crown and Brown (198 1b) and Brown and Crown {1983) also studied consumers’
attitudes toward flammability and its regulation, and found generally high agreement with
the importance of prétection from flammability, préference for flame retardant household
textile products and the need for E)oth flame retardant labeliing and government regulation.

In a study of consumer information sources for home furnishing textile products,
Horne (1980) found that 90% of respondents wanted to be able to identify flame retardant
producis, including upholstered furniture.  The preferred source for this information

. was the product label. Horne also found, however, that at least 50% of respondents did
not use the information already provided on labels.

‘ Considerable reséarch effort has been spant studying consumer use of
information.  Sproles, Geistfeid and Badenhop (1978, 1980) found that the most
efficient consumers (those making the "best” choize) were those who used the most

?informatibn, but this finding was depenc »nt or :ne quality of the information provided and
its relevance to the consumer. Many other stirdies have suggested that provision of
information does not significantly affect consumer choice.  Such findiggs often lead to
the suggestion that consumer education is needed if consuher informatibn is to have its
desired effects. '

Crosby and Taylor {198 1) studied the effect of consumer information (wear rating

labels) and consumer education {pamphlets) on product performance expectation and

preference for carpets. Information was found to influence product performance /

Va
expectations and preferences of males but not of females. Consumer education v

affected the number of attributes considered but not the relative importance of such
attributes.  Although the effect of consumer education on product performance

expectations appeared considerable, the result was not statistically significant with the

small sample of consumers.
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Wilkie {1876) recognized the need for public agencies to evaluate the impact of
both consumer information and consumer education programs on consumers and at the
same time utilize the results to revisﬂe existing, or design future programs.

This study foéused on the impact of consumer information (Cl) and coﬁsumer
education (CE) on choice of upholstery fabrics. = By understanding the possiblé combined
effects of Cl and CE, judgements can be made regarding a voluhtary flammability standard
for uphoistered furniture.  The findings should help to assess the necessity,
effectiveness and promotional and educational requirements of a voluntary standard |
and/or labelling program for upholstered furniture as an alternative to mandatory
regulation. |

*

C. Objectives.

The objectives of the study were:
1. to develdp several strategies combining consumer information (Ci) and consﬁmer
education (CE) on the topicls of upholstered furniture and textile flammability; and
2. tomeasure the effvect of these differént strategies on:
a consumers' awareness and understanding of textile flammability and related
issues; and
b. consumers' evaluations of and choice among selected pieceé of upholstery

fabric which vary on several factors including resistance to ignition.

D. Null Hypotheses

The following null hypotheses were formulated and have been tested to meet the
second objective: )
1. Subjects axposed to different CE/CI 'c‘featments will not differ significantly in
a knowledge gain regarding serviceability and flammability of upholstered
‘furniture; | '

b. number of salient and/or important dimensions considered during the choice

exercise; or N

c.  intention to buy each 'Eype of fabric.
. N B



2.

For each CE treatment, no significant association exists between exposure to

different Cl treatments and

a.

b.

fabric chosen; or

choice eff‘icitéhcy.

E. Definitions

1.

* (ognition— the process of knowing, which inciudes both awareness and judgement.

in this study cognition was measured in three ways:

a.

Knowledge gain — A post-test identical to a pre—test was administered duriﬁg
the in—home appointment to measure knowledge gain regarding serviceability
and flammability of upholstered furniture.  This wés operationally measured
as post-test scores minus pre—test scores (items 4- 13(pre—test); items Q
1-10(post-test), Appendix B.

Number of salient dfmensions ~ those physical product attributes as well as
subjectiva factors the consumer considers salient in the purchase decision.
This was operationally defined as responses to question 3, Appendix C.
Number of important dimensions - those physical product attributes as well as
subjective factors the consumer considers when faced with actual fabric
samples to evaluate and choose from.  This was operationally defirted as

responses to question 4, App%ndix C

! mtention to buy - the likelihood that a consumer. would buy each fabric variety.

‘ ‘This was operationally measured by the Decision—Making Unit's (DMU's) score for

each fabric on the purchase probability scale, question 8, Appendix C. -

Choice Efficiency - selection of an alternative that most closely meets the

consumer’s needs while, at the same time, maximizing his/her available resources.

N\r 4

This was operationally defined in two ways:

a.

Performance suitability of the chosen fabric ~ whether or not the performance
level of the chosen fabric is suitable for the consumer’s intended use, as
judged by the researcher based on responses to question 6, Appendix C and

question 9, Appendix C.

i
!

|
!




b. Whether or not the chosen fabric is flame }etardant ’

4.  Experience - the sum or cumulative effect of th‘e consumer's past purchases,
previous knowledge éﬁd satisfaction wifh previods upholstered furniture purchases
and/or use. This was operationally defined as thl:\ responses to questions 1
through 3 {previous experience) and questions 4 th'\:\ough 13 (prior knowledgs), .
Pre—test, Appendix B.  This measure was used whén assigning subjects to Cl
treatments. \ \

5. Consumer information — specific data that are related to individual offerings within
the mark.etplace or to the needs of individual consumerfs‘ | Informative labeiling was
the fype of consumer information of concern inythisI stﬂdy. There were four
different Cl treatments involved in the experiment. ,

6. Consumer ;ducat/'on - the preparation of the consumer as an informed acqui}er'and
user of goods and services. Data disseminated through consumer education”
efforts are more "generic"” in nature than cénsumer information. There were four

cifferent CE treatments involved in the experiment.

3Although it may be argued that flame retardance is not a measure of choice efficiency
because it is not necessarily a consumer need, the researcher feels that for the majority
of households fiame retardance is aneed. For the purposes of this experiment,
therefore, choice of a flame retardant fabric constitutes one measure of choice

efficiency.




Il. REVIEW OF THE LITERATURE

The review of literature is divided into three sections The first section briefly

c’escnbes how the concepts of congumer mformatton and consumer, education fit into the :

consumer decision process. The second sectlon is a summary of literature on consumer
information.  This section is further divided into five subsections cqvering literature on
the definition and purpose of consumer information, consumer desire for and use of -
information, effect of label information on knowledge and choice, need for education and
promotlon of consumer information prograMs and, funally the varymg label requlrements
across products.  The thlrd and last section explores literature related to the relatlonshlp
between consumer mformatnon and consumer education.” In this section, consumer
education, the effects of consumer education and the combined effects of CI/CE are

discussed. ~

A. Role of Consumer lnformatlon and Consumer Education in the Decision Process

This study exammed the effect of both consumer information (Cl) and consumer
education (CE) on choxce of upholstery fabrlc Before focusing on CI and CE mdnvudually
it |s necessary to view how eacn relates to the overall decusson process.

The EKB model of consumer behaviour ([Engel and Blackwell, 1982) was used as
the conceptual framework for this study. Central to this model is the decision process
which involves five stages; 1) problem recognition, 2) search (both internal and external), 3)
alternative evaluation, 4) choice, and 5) outcome‘s. The stages are not necessarily present
in e.very purcnase decision nor is the consumer always aware of each stage as it occurs.

- The model also depicts the meny variables which influence the decision process. These’
\ i'nclude various elvjements of the individual's psychological make~up such as knowledge and
experience, eveluative criteria, beliefs and attitudes, as well as environmental elements

such as income and social class. The variables interact to form a filter through which

stimuli are processed and, thus, influence a consumer's decision behaviour.

R RS T SRR S JB R G AR A 0



The focus of this study,‘the effect of Ci and CE on choice of upholstery fabric, is
part of two stages in the decision process:
1. the consumer might or might not seek labe!l irformation when selecting upholstery
fabrlic (SEARCH component of the prbcess), and
2.  the consumer might or might not use label information when selecting upholstery
fabric (ALTERNATIVE EVALUATION component.of the process,.
Determinants of whethér or hot the consumer will seek out and use label informati/on are
.numerous and complex. They will be mentioned briefly at t;wis point and explored more
fully later in'the review of literature.
Factors influencing the search for and use of information which are of particular
relevance to this study are:
1. Characteriétfcs of the product — the extent to which product performance can be
' judged by visual inspection and the number of decisions a consumer must make
about the product.
2. Characteristics of the buyer ~ perceived risk, amount of appropriate stored
information, previous experience including both the amount and whether or not it

was satisfactory, evoked set of evaluative criteria, beliefs and attitudes.
B. Consumer Information

Definition and Purpose

According to Thordlli, Becker and Engledow (1975) there are basically three
sburces of product information: personal, commercial and independent  Of these,
independent consumer information is defined as data about products and services
emanating from organizations which themseives have no economic interest in the sale of
these offerings.  Thorelli and Engledow {1880) further outline three basic types of
independent consumer information: comparative testing — comparing a number of brands
in a product category over criteria selected by the testing-organization and publishing a

fairly extensive summary of the results; informative labelling — permitting a producer to

attach to a product a label rating the product's performance in a limited number of product



characteristics, as determined by testing carried out by or under conditions specified by
the sponsoring organization; and quality certification - allowing the producer to attéch a
"seal of approval” to any product measuring up to the sponsoring organization’s minimum
standards for performance and/or inciuded materials. Informative labelling is the type of

consumer information dealt with in this study.

v

Informative labelling may be voluntarily of fered by manufacturers, as, for example, -

are the CCl carpet classification label and the UFAC upholstered furniture flammability
label. More often, however, such labelling systems are part of government public pélicy
programs of which nutrition labelling and fibre content labelling are examples. |

"The overall'objective in the provision of information to the consumer is that it will
be pertinent, comprehensive, useful and understandable” (Coney and Patti, 1979).

Nourse and Anderson {1973} in their examination of the effects of information labslling on
a consumer durable purchase found that vari.ous types of consumer information schemes
have been implemented, including comparative testing, quality certificgtion and informative
labelling. Though consumer information schemes differ iﬁ detail, their common goal is
informed consumers who can make more intelligent purchase decisions when provided
with objective, factual information on the c'ontents and/or pérformér::ce characteriétics of
compsting products. -

As well as helping the individual consumér maximize his/her resources, information
schemes can hélp the marketplace as a whole. Dardis (1980) stated that "The direct
benefits from consumer product information include more effective communication of
consumer preferences in the marketplace and increased consumption efficiency.”

Ratchford {1980) quoted Salop and Stiéllitz (1977) as saying that relatively large numbers

»

of well informed consumers can discipline the market and poorly informed consumers can

. benefit directly from the information held by others.

Public policy programs, including infc;r;natiVe labelling, have therefore beer .
developed to help alter the consumer information environment and provide neutral
- examination of competing products.  This research attempfed in part to study '{he value
of informative labelling in improving the efficiency of consumer c‘hoice thus justifying the

disclosure of this type of information in the marketplace.
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Consumer Desire for Consumer Information

Label information is desired by-many consumers.  Miller (1978) stated that "There
"is ample evidence from surveys that consumers want labeling information; there has been
favourable response to unit pricing, open dating and nutrient labeling.”

Daly (1976) in her study evaluatiné-'fﬁg‘response of consumers to nutrition labelling
found that consumers were very much in favour of nutrition labelling.  An overwhelming
majority of respondents perceived the nz;ed for labels (91%) and appeared to regard them
as a means of enhancing their confidence with food shopping (89%).  In a study of
consumer information sources for home furnishing textile products, Horne {1980) found
that 90% of respondents wanted to be able -to identify flame retardant products, including
upholstgre\d furniture, and the preferred source for this information was the product label.
Crown‘:i;a Brown (198 1b) studied consumers' attitudes toward flammability and its
. regulation, and found generally high agreement with the importance of proteétion from
flammability, preference for flame retardant household texﬁle product\s and the need for
both flame retardant labelling and government reguvlation.‘

Lenehan, Thomas, Taylor, Call and Padberg (1973) documented widespread
consumer recognition of non—use benefits from labelling as being part of such favourable
response and hypothesized that one reason for this may be that consumers see
informative nutrition labels as part of general food industry accountability rat\her than as an
input to the purchase decisior;. Miller (1978) stated that labelling programs appear to
reassure consumers.  In general, whetrluer or not consumers use labe! information in
detail, fhey feel that someone is "checking on" the system. |

in many studies, as well as expreséing a desire for labels, consumers expressed a
willingness to pay extra in order to have such labelling. Lenehan et ai.( 1973} in t;weir study
of consumer reaction to nuiriﬁon labels on food products found that, overall, an average O
of 36% of all respondents indicated a willingness to pay ”sometﬁing" on a $25.00 ‘grocery.
bill for the labels. Jacoby, Chestnut and Silberman (1977) in their summary of survey
research on consumer use and comprehension of nutrition information stated that "..
survey research results are consistent: consumers say they want nutrition information, say
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they would (or do) use it, and say they are.willing to pay something extra to get it”
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In contrast to these findings, and of interest to this study, are findings of Rucker
et al(1980). Fora samplé of California consumers, Rucker et al.(1980) found that
consumers desired furniture flammability, but few were willing to pay the increased price
associated with a national standard.

In summary, though Rucker et als’.(1880) findings shed some doubt on the
prospect of flame retardance labelling for upholstered furniture, it appears that for the
most part consumers do desire product information in the form of labelling and they are

willing, or say they are, to pay somsthing for it.

Consumér Use of Consumer Information

Despite the fact that consumers expréss a strong desire for label information, a
great deal of curr?nt reseamh'lhd:cates Jthaﬂn réality-consumers, nelther seek out nor use
" informmidtion’ cun;;;,r’wtly provided.

In their study of consumer use and comprehension of nutrition information,
Jacoby, Chestnut and Silberman (1977) summarized their consumer use results by s’gatirig
that .. we find'much lower rates of nutrition information acqui‘siti‘on than was expected
from survey results showing high levels of desire for ,(ahd purported usage of) nufritional
information”  As mentioned previously, Horne (1980), reported that 90% of respondbhts
wanted informative labelling fbr flarme retardant products, but Horne also found that at

least 50% of respondents did not use the information already perided on labels on textile

products.  One last example showing non—use is found in research on consumer use of

fibre and care information when selecting textile yard goods (Wall, 1978). Wall reported

that few consumers (38%) used Fibre content information when selecting fabric and ‘even‘

fewer (8%) used care information.

The reason for consumer non—use of informative labelling has been the focus of

another stream of research. Andreason and Ratchford (1976) noted three broad sets of

factors which ought to determine differences in the extent of information seeking
between individuals: need for information, ability to obtain and use information, and

personal preference for information seeking.
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Several studies to date have indicated that a lack of use of labels is due to a Iack of
understandmg of the labels. Numerous researcheré have, in one form or another,
echoed the statement that information avaulabvluty does not mean comprehension (Arbaugh,
1974; Day and Brandt, 1974; Day, 1976; Jacoby etal, 1977). Labels are a means of
. commumcatmg information to the consumer but they are of littte value to the consumer
unless hn/she knows and comprehends terminology used on the labels and is w:Ilmg to .
take the extra time to read and follow the information.  "The barriers to comprehensmn
involve issues of communication and education, né)tably the potential for misinterpretation !
and the ability of the buyer to absorb the information”(Day, 1976).

In a study, titled "Do Consumers Understand Care Labels?“, Kincaid anc; Hatch (1978)
c'onclud‘ec.ithat consumers do ndt understand care labe(s and do what they consider ‘
acceptablé. Hat;:h and Lane (19861 found that even when given the ihlstru‘ction "do not
bleach” some respondents indicated that bleaching iw’a\é‘acceptable. -Many consumers, .
particularly those from low socaoeconomlc backgrounds who ‘can Ieast afford to make
mistakes when selecting and carmg for textnles have been found to have an inadequate
understanding of textile terminology (Arbaugh 1974).

Misunderstanding and non—use of labels @an also resuit frém what is termed
"information overload”. individualsyface limitations on their ability to deal effgctively with
large amounts of information within a limited time period (Scam_mbn, 1877). If thesé
limits are exceecjed, 0\‘/_erload_ occurs and consumers become confused and make poorer
decisit.)ns‘ Henc'e, tod much information can lead to ’__dysfunctional /performance. .

b‘ Althbugh some researchers have questioned the e'mpiri_cal evidence in support of
information overload (Malhotra, Jain anbd Lagakos, 1982) the basié‘propositioﬁ is .

- supported by numerous researchers. Scammbn {1877) found that subjects made poorer
decis‘ilon_s when information about eight nutrients pius cal};r‘ies was provided in thé
pe’r'"'centage format than when n§ informatjon about nutr}ents was provided. - Sproles
et al (1980) in their study of types and arﬁounts of informat‘ion used by efficient

onsumers’ found that although increased mforma’non led to more efficient decisions
regarding blankets this was not the case regardmg slow cookers Nlore |nformat|on

'therefore,_ls not always better.  If there is too much mformatuon even consumers who

|
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- (1981 inan exploratory study of consumer reasons for non-use of nutrition labels found

would ordinarily comprehend the information will not use it because it adds complexity to

the]purchase decision.

; . Some consumers are simply more apt to use Iabel information when available than
" are other consumers (Miller, 1978).  In general, younger, better educated, higher income
househoicis are more likely to use and benefit from labsl information than are older
consumers and minority segments (Thorelli Becker and Engledow 1975 Wall, 1978)

Information seakers (the’ information elite) look for and use information on labels (Thorelli,

1871). Information avoiders or cognitive snmplifiers (Cox, 1967) avoid such label
information, often relying on surrogate indicators of quality such as price or brand name:
Consumers, therefore, differ in their motivation and pr-edisposition to use'information.
Apart from the differing propensylies OfVB;I,’iOUS consumers to seek out and use
labsl information, there are individual differences among consumers in terms of
infoi‘mationne,eds, both actual and perceived. - ' } . -
Stored information and experience, termed "consumer sophistication by Sproles |
Geistfeld and Badenhqp (1978, particularly if it has been satisfactory and is relevant to the
- present purchase decision, will influence ,the'extent o_f the consumers’ search for and use
of information. . If a consumer's need for informationis filled by the knowledge he/she
already has stored in long term memory; search and use of alternative forms of

" information may be perceived by the consumer as unnecessary Klopp and MacDonald

“that absence of need was cited most frequently as a reason for not usnng nutrition

. labelling. Nonusers said that they trusted their ability to select nutritious foods without
using the label information. Wilkie (1975) noted that one of‘ the reasons for non-use ‘of
information is ".. consumers’ assumption that he/she already knows the information.”

One would think that if a consumeréunsophisticated he/she would seek and use more »
i‘nformatio'n‘ and vice versa’ Howaever, Beales, Mazis, Salop and Staelin « 1981) suggested

that consumers with almost no knowledge about a subject area may ignore subs,equent

information because they do not have the memory structure necessary to evaluate and
- interpret the information lnsights into how knowledge and' experience affect choice

processmg are nesded to determine what types of information might be most effectlve

S e
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for various types of consumers during each phase of information processing (Bettman and

Park, 1980), |

A ronsumer's set of evaluative criteria for a product also influence extent of
information search ana use. Evaluative criteria are those physical product attributes as
well as strictly subjective factors the consumer considers important to the purchase - -
decision (Engel and Blackwell, 1982: p 416).  If the information provided is relévant toa
consumer’s evaluative criteria the likelihood of the informaticn being sought and/or uéed is
increase.d. Cox (1967) vproposed that the consumer will follow a predictabie process in
utilizing relevant information that besth‘reduces the amount of perceived risk in purchasing
the pi*oduct_ The consumer assigns value to information based on the predictive value of
an informational cue (Cox., 1967). ltis often found that consumers cannot distinguish
between good and béd cues with confidence. The informational cue will not do them any
good no matter how higH‘ its theoretical predictive value, if they cannot relate to it.

Nourse and Anderson (1973), during a labo-ator ; experiment focusing on the
extent and type of search for information on carpeting, found that carpet buyers were
concerned with a variety of product features when making their decision.  The results of
the research, however, suggested that carpet purchasers do not attach an 6verwhelming
importa;wce to produyct and performance data provided by an informative Iabel. This
studyL in part evaluated whether or not fiame retardance is or becomes (through Cl and dE
comBined) an importaht evaluative criteria for upholstery faorics.

In summary, consumers differ in the value they attacr to information and the extent
to which they use it when making purchase decisions. Use/non-use of informative
labelling results from factors that are either consumer oriented (motivation, need and

ability to comprehend) or information oriented (availability, content and ease of use).

Effect of Label Information on Consumer Knowledge and Choice
Evaluation of the effect of label information on choice involves a judgement on the

part of the researcher as to what constitutes a "better”, "more efficient”, imprdved"

choice.. ‘An efficient consumer is one who is able to distinguish between various levels
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based on available informatior such that the conépmer agrees with the objective

assessment of quality. Sproles, Geistfeid and'Badenhop (1978) further conclu;:led that a

direct and realistic measure of efficiency is the consumer’s ability to rank broducts by
their level of quality and make a purchase preference using this‘ knowledge.

Consumers differ in their needs, however, and in some experimental situations
what is considered an ?ppropgggge choice for one consumer may be different ffom what is

' considered appropriate for another consumer.  Nourse and Anderson (1973)
encountered this problem area in their research on,the effects of informative labelling on a
consumer durable purchase. They reaii‘zeAd that ideally, the way to measure whether a
con)sumer is making a better choice is to compare his purchase to the best choice for Kjs
parficular set of circumstances.  Since it was not possible to détermine what the best
choice for the individual consumer would be, several arbitrary measures of "better” were
employed, including a measure that defined better choice as choice of a cax:pet with a
waear rating that matched the subject's end use traffic needs. A measuring system of this
type was employed in this research. ’

Even though there are still inherent imperfectjons in curréntly used measures S‘f/
consumer efficiency, the effect of information on knowAledge and choice has been tested
and evaluated through a great deal of research to date. ~Many consumers cannot or do
not use label information, But when consurﬁers do, label information has a positive impact
on choice. "Empirical evidence clearly shows that consumers can improve their state of
knowledge as well as their choice behavior through the use cf label information”(Miller,
18978,

Sproles et al.(1980) found that a consumer was more efficient in his/her
purchasing activity with the increasing uss}'ef information. The more inforhation'that
was available, the more efficient the purch'ase' decision. Also, in their 1978 study they
‘concluded that marketing information cah have a positive influence in making ar%"éfficient .
choice. The more informational cues the consumer receives, the greater the likelihood
of an efficient choice. Sproles et al.(1880) contended that ther;z is widespread belief
that objectivé product information uncluttered with distrac&ions or puffery will enhance

consumer decision—-making.  This holds true especially when additional information on a
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brand's performance and composition are available along with other traditional marketing
information. '

Results from studies such as those by Sproles et al.t1978, 1980) are not always
clear—cut, however. Even though Sproles et al. (1978, 1980) found that more
information led to more efficient choices, this finding was dependent on the quality of the
information provided and its relevance to the consumer.  Nourse and Anderson (1 973)
found that informative carpet labels had lim: =d impact on carpet choice. _The influence
of the label tended to be the greatest for wear rating disclosure in two instances.  When
weér informat;on was presented together with additional less sqlient information, its
influence was greater among higher socioeconomic groups. And, its influence was
greater when buyers were alerted to the existence and contents of informative labels
prior to shopping.  In a study assessing the impact of enérgy labels, McNeill and Wilkie
(1979) noted résults sdeed significant effects of the label on model! preference and
overall impressions w.ith respect to the energy inefficient modlél of freezer. Butina
stronger test of the effect of ti—we labels they concluded thalt the results did not lend strong
support to the argument that consuméré will evidence strong and immediate shifts in
purchasing z;s aresult of the availability of this information. '

McNeill and Wilkie's (1879) rese@arch brings out an irﬁportaht point regarding '
informative labelling: behavioural effects anticipated as resulting from informative labelling
are not always immediately and strongly evident.  There exists a hierarchy of effects in
which prior cognitive effects are a;nec¢ssary condition for subsequent changes in attitude
and behaviour. One of the most dif ficult thresholds in this hierarchy is frém availability
to awareness and comprehension of the information (Day, 1976).  Findings of
Anderson's {1977) informative carpet labelling experiment were that a hierarchical
ordering of consumer respohses to informative labelling exists with the greatest impact
occurring at the attitudinal and behavioural tevels of effect; however, the effects of wear
information appear to be most enduring.  Provision of information is not always enough
to ensure awareness and use. A change in consumers’ beliefs and attitudes toward
informative labeliing is often a prerequisite for use.  Such change may only be achieved

~ through continual exposure to educational programs addressing the information
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in addition to the direct uses of information provided by informative labelling it is
likely that consumers' knowledge and choice may be improved as informative label
elements suggest possible salient dimensions for product evaluation (Miller, 1978).  One
of the desired effects of informative labelling is a shjft from consumers’ evaluation of
products using subjective criteria to, instead, evaluation of products using more objective,

.performance oriented criteria.

Crown and Brown (198 1a) used conjoint analysis on preference data from a.

- sample of Edmonton consumer's to study flame retardance as an evaluative criterion, and
found that when some upholstery fabrics and blankets were labelled flame retardant(FR),
FR was more important to consumers than wére price, caré instructions Aor hand.  This
finding was supported by a more recent replication with a larger stratified random sample
of Alberta consumers (Crown and Brown, 198 1b), but a Manitoba replication did not
support this finding.  In Manitoba, price was found to be the most important attribute
followed by hand then flame retardance and ease of care (Brown and Crown, 1983).

Anderson's (1977) research indicated that the aesthetic or subjective product
attributes are much more salient to carpet buyers than are functional or objective features
such as fibre content, performance and care dimensions of the product ~ Nourse and
Anderson's (1973) results revealed that the existence of labels led consumers to change |
the number of evaluative criteria considered, but not their relative importange. Rucker

(1980} in her survey of California consumers’ concerns about furniture flammability found
that furniture flammability was one of the ieast important concerns to prospective
furniture customers.  Style, durability, comfort, fabric material and colour had the highest
ratings. \

| _ A significant finding of Cox (1967) relevant to this study was that consumers
appear more ‘likely to utilize or respond favourably to perfgrmance information when
performance uncertainty is high. Rucker (1880) found tha: .ne majority of her sample

(66%) reported feeling unable to judge the fire reéistance of upholstered furniture by
inspecting it themselves.  In this study, if consumers have difficulty assessing the flame

“retardance of the various upholstery fabricé, {assuming flame retardance is an evaluative

criterion), they may be more likely to use the labels.
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To summarize, there exists evidence that informative Iabelling leads to more
efficient purchase i<'decision\z; but this evidence is not always clear—cut.  Behavioural
effects are nqi necessarily clearly evident or imﬁwediate. As well as influenciné choice
efficiency, informative labeliing can influence consumers' evaluative criteria, leading the

consumer to evaluate products along more objective criteria.

Need.For Education and Promotion of Consumer Information Programs
Even though labels themselves may be important educational devices - i.e., calling

attention to important produc”t dimensions not otherwise noticed by consumers or
informing consumers of the availability of alternatives - nevertheless, mere placement of
label information into the marketplace will not guarantee its use by consumers (Mitler,
1978). Day and Brandt {1974) concluded with regard to the disclosures of the annual
percentage rate required by Truth—in—-Lending legislation: ‘

What is clear, howevaer, is that it is not enough to simply provide consumers

with more information.  That is simply the first step in a major educational
task of getting consumers to understand the information; and persuading them

to use it{p 31) :
' Day and Brandt's (1874) conclusions continue to be emphasized throughout current.
research on information effectiveness (Daly," 1976; Chestnut and Silberman, 1977;
Scammon, 1977; Wall, 1978; Hatch and.Lane, 1980; Klopp and MacDonald, 1981).
Arbaugh (1874) identified a need for more textile informafion being made available to
consumers, but also recognized that simply providing informaﬁon via labels aione cannot
fill the consumer information gap.  Consumers must be made aware of such Iébel
information and use it Arbaugh (1974) noted that the low awareness and use of the
Permanent Care Label should not be taken as evidence against the continuation of the
program, but rather as an indication of the need for increased promotional efforts to make
consumers aware of the program. " Anderson (1977), Hartman (1982) and Grieve (1983)
.drew similar conclusions regarding the impact of the informative carpet labels and

suggested an educational program accompany informative label disclosure to ensure



awareness and use of the label resulting in a more efficient purchasing decision.

In addition to increasing awareness and understanding of informative labelling,

promotional and educational campaigns can alter existing misconceptions. Rucker (1980)
in her research on consumer concerns about furniture flammability noted that some

misinformation was apparant in the reasons given for not asking about the flammability of

upholstered furniture.  Rucker concluded that consumer education is needed in this area.

A Y
The apparent assumption that the risk of fire declines as the cost of the item increases
needs to be Berrected (Rucker, 1980).  Crown and Brown (198 1a) in their study of flame
retardance as an evaluative criterion suggested that perhaps consumers-v\‘/ho do not

normally ‘think about flame retardance make assumptions about the safety of textile
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products, assumptions they are forced to alter when confronted with an FR label on some

products, or in cémparison, a lack of one on others.

' Of particular pertinence to this study are conclusions made by Rucker (1980) '
regarding furniture flammability. Rucker (1980) found California consumers to be
generally unknowiedgeable about furniture flammability and ¢oncluded that consumer

educalion is both needed and apt to be difficult, given consumers’ lack of desire for

information on flammability.
In suTmary many researchers have suggested that in order for informative

labelling programs to have their full impact, promotlonal and educational campaigns must
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be an integral part of the programs.  Only with such e_fforts will consumers' awareness

and comprehension of labelling be possible.

Need for Labelling Varies across Products
Not all products necessarily need labels.  Labelling information may be

unimportant and redundant for some consumer products, important for others, and

essential for some. Nelson (1870) divided products into three groups: search, ' 3
experience and credence goods.  Search goods are those whose characteristics may be
determined and evaluated by the consumer upon inspection.  Exparience goods are those

whose characteristics or qualities are not known until the consumer has used or consumead
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them. Credence goods reveal their qualities or characteristics to consumers neither
through search nor through experience; some, outside expert may be necessary to
determine quality levels or the existence or presence of characteristics. Miller (1978)

stated that:

Where health and safety are involved or where inspection or experience are’
not likely to yield information to the consumer about the product’s contents or
its performance, or where inspection or experience might be too costily,
labeling is likely to perform an important informational role.(p 69) '

Despite Rucker's (1980) findings regarding consumers’ lack of desire for
" information on furniture flarrimabil_ity, Miller's (1978) comment, above, lends support to the
"prospect of flame retardance labelling for upholstered furniture.  Safety hazards are
involved and néither inspection nor experience on the consumer’s part ié likely to yield
information about the flammability hazard of upholstered furniture. - |

Not all products lend therﬁselves to labelling efforts, but upholstered furniture may

be one product for which labeliing, specifically flame retardance labelling, is apprépriate.
C. Consumer information / Consumer Education interface

Consumer Education ~ Definition-and Purpose

Consumer education is today understood generally as the sum of the concepts,
understanding and information to enable the individual to utilize available
economic and personal resources for the satisfaction of personal wants and
needs.{p ii; Richardson, 1877)

In essence, consuher education is the preparation of the consumer as an informed
acquifer and user of goods and services. - Distinctions between consumer informz_ation |
and consumer education are not hard and fést;\however, the more "generic” the data in
terms of product or consumer characteristics, the more likely it is that consumer
education is the appropriate term.  The more specifically data are.related to in&ividual )
offerings (brands) or to the needs of individual coﬁsumers, the more appropriate it is to

"speak of consumer information (Thorelli, 1978).
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The‘above definition reflects broad based consumer education programs that give
consumers education in more general areas such as consumer economics and banking.
Consumer education programs, however, can be product specific (i.e., seminars on
draperies or upholstered furniture). ~They are generally established by neutral agencies
such as‘Consumer and Corporate Affairs Canada’or Alberta Agriculture. Some private
companies however, have organized extensive consumer education prégrams because
théy s consumer education as a vehicle for creating more satisfied customers and less
governmant interference with tﬁeir operations (Bloom and Silver, 1976).

A zording to Richardson (1977}, consumer education -is not intended to direct
consumer - oices. It does provide awarene;ss of alternatives and opportunities and
assist: the consumer in making the choice which is best fbr his purposes in light of his
values  Nor is it the purpose of corlxsumer education to indoctrinate values. Consumer

- educaticii should provide the experiences that enable consumers to eHgage in the process

of veighing the evidence necessafy to arrive at an intelligent decision.

Effect of Consumer Education Efforts to Date

Research into the effect of consumer education on consumer competency has,
 until very recently, dealt primarily with the generalized effects of consumer education. in
general, Bloom {1976) reported that no reliable evaluation has been reported on how these
programs have affected consumer behaviour.

Langrehr and Mason (1977) pointed out that most research to date has revealed |
that a course in consumer economics or economics does not significantly change a |
student's consumer competency. Hawkins {1977) in a study of the use of consumer
education concepts by high school graduates concluded that a consumer education course
had little or ho significant effect upon the responses-given by the graduates two years
after completing the course when compared with the responses given by a similar gf'oup
who had not taken the course. However, one study by Langrehr (1979) concluded that
student consumer economic cdmpetencies apparénty can be ihproved by requiring

students to take consumer education. It was also found that the students who had an
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improvement in their consumer economic competency also developed a more favourable
attitude toward business.

Staelin (1978) pointed out that there are a number of reasons why few
researchers have evaluated the effect of these programs on behaviour changeé. First,
many of the programs were initiated by action—oriented individuals who had a very strong
prior opinion that education works and thus saw no reason to document this belief.

Also, research in this area requires the use of complex experimental designs to control
for other confounding or intervening variables. Richardson (1977) noted that no
definitive study has been produced that provides the ultimate measure of consumer
education.  As a conseguence, only indirect and partial measurements provide indication
of the status of the education of American consumers.  Staelin (1978 finally pointed out
that it often takes a long time before the program-induced changes in consumer behaviour '
can be detected, since seldom is the consumer immediately faced with situatians that
require a change in behaviour. |

Staelin's (19\78) study of the effects of consumer education on consumer product
safety behaviour concluded with mixed results.  For actual behaviour, increased
knowledge of safety concepts led to significantly safer behaviour. However, there
seemed to be no significant relétionship bétween the level of safety knowledge of a
student and the student’'s opinion on how 6ne should behave.  Staelin concluded that the
prograrﬁ did seem to increase students’ abilities to determine the proper type of safety
behaviour, although the aggregate effect on changing actual behaviour over a short time
span was miniscule. '

Brown and Dimsdale { - 87 3) discussed the reasons behind failures in current
consumer education programs. "hey basically concluded that: a) the great majority of
consumers are not sufficiently motivated to become informed except on the occasion
when they are involved in a purchase decision; b) where programs are conducted they
typically deal with general questions of consﬁfnption activity or they deal exclusively with
p‘roducts and performance standards of a limited array of goods and the result is most
often of little béne_fit to the individual as he becomes a consumer because it does not

relate to his individual problems; and ¢ little in the way of prdgress in consumer education

}



23

e
d

can be made until it is determined i) what needs to be known and ii) how best to
communicate this to consumers.
With respect\to the current state of research in the area o‘f consumer education

effectiveness, Bloom, Ford and Harvey (1877) stated.‘tl'latr

Unfortunately, while much has been written about the potential of consumer

education, very little has been written about the achievements of the

numerous existing consumer education programs.  There have been few

published studies (Staelin, 1974; Uhl, 1970) devoted to evaluating the effects

of consumer education programs on the knowledge levels, behavior and

satisfaction of consumers.  Thus, it is not known whether consumer
education has begun to fulfill its potential.(p 388)

Effect of Consumer Information/Consumer Education Combined

The final stream of research to be addressed infhe review of literature is that
which deals directly with the combined effects of both consumer information and -
consumer education. The review of. literature thus far has indicated that consumers
desire information but for a variety of reasons do not use it As well, though
researchers have strongly recommended consumer education as the key to consumer
understanding and use of jnformative labelling, concrete proof of the effectiveness of
consumer education is no’]( evident. The question, therefore, remains: does, 6r will,
consumer education increase the understanding, use and effectiveness of info,rmative
labelling, as so many people believe?

Research in this a&'ea is of particuiar relevance to this study, but it is limited.
Crosby and Tayldr (1981) studied the effect of consumer information (wear rating labels)
and consumer education (pampﬁlets) on product performance éxpectation and preference
for carpets. Information was found to influence product performance axpectations and
preferences of males but not of females. Consumer education affected the number of
attributes considered but not the relative importance of such attributes. Although the
effect of consumer education on product performance expectations appeared

considerable, the result was not statistically significént with the small sample of

consumers. The present research resembies that done by Crosby and Taylor (1981} with

the major differences being increased complexity in treatments of both Ci and CE, as well '
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as a much larger sample.

As mentioned previously in the review of literature, Nourse and Anderson (1973}
found that the influence of the label on choice of carpsting tended to be greatest for wear
. rating disclosure in two instancés, one being when buyers were alertad to the existence
~ and contents of informative labels prior to shopping.  Alerting consumers to the
’ e'xisteﬁce and contents of the labels could be considered a mild form of consumer
education. _

As stated earlier, there is very Iiﬂie research in this area, and with the number of
public policy programs that are continually being contemplated (such as flammability .
labelling of upholstered furniture), it is clear that a great deal more research is needed in _

this area to ensure that the costs of such programs are at least matched by the benefits.

D. Summary
A feview of related literature reveals a number of important findings that pertain to
this study.

1. Consumers desire label inforrﬁation even though they may not use it directly in their.
purchase decision. Consumers are even will.ing to pay extra for labelling on many
products. ’

2. Consumers do not presently use label information as much as would be expected.
Reasons for this include inability to comprehend the inform‘ation, irrelevance of the
informatién to' the purghaée decision, personal motivation and predisposition to use
information, no actual or perceived need for information and lack of awareness of
the existence of labelling information. |

3. Evidence exists that informative labelling leads to' more efficient choices but the

" avidence is not clear—cut  Behavioural effects are not always clearly evident or’
immediate.

4. Ipformative labelling has 'the potential to influence consumers'. evaluative criteria,
leading consumers to evaluate products along more objective criteria.

5.  Consumers’ awareness and understanding of label information \‘/vill in part depend

upon the strength of accompanying promotional and educational campaigns.
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Not all products lend themselves to labelling. Durable goods and goods with safety

hazards are likely candidates, however, because performance and safety dimensions -

are difficult to judge through consumer inspection.
There are many researchers that strongly recommend consumer education as a
prerequisite for effective information use, but httle in the way of concrete research

has been done to evaluate its effectiveness.




Hi.  METHODS AND PROCEDURES

~

This chapter describes the conceptual framework, overview of the research
experiment, selection of subjects, description of the Cl and CE treatments.developed for

the study, description of the instruments, methods of data collection and methods of data

analysis.

A. Conceptual Framework
The EKB model of consumer behaviour, as revised by Engel and Blackwell (1982),
was used as the conceptual framework for this study. The 1982 version of the EKB
model distinguishes between high—involvement and»low—involvement behaviour in
consumér decision-making.  High—involvement behaviour is de’scribed by Engel and
Blackwell (1982) as "extended probiem solving bghavior when'the act of purchase or
consumption is seen by the deciéion maker as having high personal importance or
relevance.” Purchase of durable goods (such as upholstery fabric in this study) is likely to
activate high—involvement behaviour because the product being cohsidersd is costly and
the risks of a wron‘g decision are high. . Therefore, the EKB model which stresses
high—invqlvement behaviour provided the specifié conceptual framework for this’
study (Engel and Blackwell, 1982: p 500). '
The core of this model is the decision process which has five distinct steps:
1) problem recdgnition; 2) search for information; 3) alternative evaluation; 4) choice; and
5) outcomes of choice.  Many variables affect the decision process. | These include |
various elements of the in&ividﬁal's psychological make—ub as well as environmental
~elements.© Sections of the model which pertain to this study are the information input,
information prqéessing and decision process stages.
| Because high—involvement behaviour involves extended problem solving, there is
active ‘search for and use of information by the consumer.  In this study, respondént_s'
prior knowledge and experience regarding ubholstered furniture was recorded.  This
, , ,

experience is stored in their memory as information.  If a consumer thinks that previous
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experier..e is adequate to permit a purchase, an internal search for information within
memcry may alone take place. |f, however‘; a consumer feels that knowledge about the
intanded perchase is insufficient, he/she may engage in an external search for information.
According to Engel and Blackwell (1982) the major factors that can motivate external
search are: " 1) the quantity and quality of existing mformatlon 2) abillty to recall that
: vnformation 3) perceived risk; and 4) confidence in decrsron -making abllity Bacause of
the time span between purchases and the continual technological changes wnthinlthe
upholstered furniture and textile industries, it is probable that consumers will have
inadequate_interhal information and will conduct an external search, making use of a yariety
of inforrnation sources. In this study this could have entailed seeking out and esing the
label information provided on the upholstery fabric samples. . |
Once information search has been compieted, the buyer must evaluate compsting

» alternativ~s and arrive at a purchase intention.  Alternative evaluation begins with

evaluative criteria. These are the criteria and standards used by the consumer to
evaluate products or brands. In this study the consumers’ evaluative criteria' were
explored through‘ a free—aelicitation task. Consumer education can vpiay arole’in this
stage by modifying consumers’ existing evaiuative crlteria {Engel and Blackwell 1982)
‘this study it was expected that CE mlght lead consumers to consuder durabllity and flame
retardance as important evaluative criteria in the purchase of upholstery fabric.  If
consumers considered these two factors important they may have been more att:entive to
such information when cor.ifront"ed with it on labels. | |

in high~involvement decision—making, the consumer next comoares the

information gained through the search process against these evaluative criteria The
outcome is formation of beliefs regardmg each alternative in terms of these criteria.
Once beliefs have been formed, attitudes toward the act of purchasing an alternative wnli
also be formed.  If the attitude is favourable it is then followed by formation of a
purchase intention. The above process is not clear—cut Intentions and attitudes can
be affected by many outside social and environmental infiuences. These influences,

however, were not of primary concern in this study.

- oo NP
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Throughout the search and alternative evaluation stages of deci. . malu.. the
consumer utilizes and processes information.  Initially the consumer is exposed to the
information but it may not attract the consumers’ éttention. If it doaes attract attention it
is further processed in short-term memory in order to clérify the meaning of its content.
This stage is referred to as comprehension.  If the information is not understandable it
will likely not be used by tﬁe consumer.  Consumer education can anter this stage of
decision—making by increasing consumers’ underStanding, and tn turn usage of, available
information.  Under conditioﬁs of high—involvement, incoming }nfcgrmat_ipn may never
move from short—term into long—term memory. To do so, the information must be
relevant to the consumer.  In this study, mere existence of durability and flame
retardance labelling on fabrié samples (even if consumers understand the labels) will not
ensure use. Durability and flama retardance must be of importance to consumers before
they will use such information in a decision. | |

Once the stimulus is comprehended aqd given meaning, it is compared against

existing evaluative criteria and beliefs which are stored in long term memory.  Unless

" there is compatibility with these beliefs (acceptance of the information by the consumer)

information processing terminates.  If there is compatibility, information processing
continues and, depending upon other factors, existing behefs will either be remforced or
changed, and the message thus is retained in long— term memory.  In this study it was
hoped that the CE treatments would present information that would be both accepted and
retained by ’co_nsumers so that it could be used effectively in decision—making.
Theoretically, use of additional lnformatlon should iead to more efficient buying

behaviour. The phenomenon of mformat:on overload howaever, must be considered.

Engel and Blackwell (1982) suggest that:

All to often it is naively assumed that consumer welfare will be increased once
the consumer has more information.  This completely ignores the costs of
information acquisition and use and assumes unlimited information capacity on
the pa't of the individual (Engel and Blackwell 1982: p 328)

3

1Y

In this study Cl treatment 4, which employs the greatest amount of labelling information,

was set up to test the concept of information overioad.  If too much information was
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provided consumers may actually have made less efficient choices.  Alternatively,
exposing consumers to CE may actually have increaséd their capa(;ity for information
processing.

Congumers differ in their individual propensity to search for and utilize information.
As well, individuals may differ in their response to CE because of an infinite array of
demographic, socioeconomic and lifestyle variables. Factors such as these, however, -

were not the main concern of this study.

B. Method

The design of the study was a pre—test/post—test experiment. | Four consﬁmer
education (CE) treatments and four consumer information (Cl) treatments were developed
to give a fotal of sixteen different strategies (see Table 1). Consumer education and
consumer information were the manipulatéd variables in the experimental design. The
four Iabél (Cl) treatments were manipulated during the choice exercise, whereas the four
CE treatments were manipulated prior to the choice exercise.

Participants were identified and assigned to differenf strategies. Participants

e house1hold vdec.:ision—making units (DMU)L usually 'the wife or the husband and wife.

Following the administration of a pre—test, CE treatments were administered.

y Foliowing the CE treatment an in—home appointment was scheduled, during which
particigants were askec 10 choose among a variety of uphoistery fabric éamples in a
simulated purchase for reupholstering a designated piece of furniture already in the
home.* They also provided reasons for their choice, background information about

themselves and their families and completed a post—test

‘Although the question of furniture flammability is much more complex than the
flammability of the upholstery fabric only, an experiment involving manipulation of
variables with whole pieces of upholstered furniture is alimost impossible. The proposed
experiment should indicate the effect of flammability labels, whether on upholstery fabric
or pieces of furniture. : - : ' ;
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Table 1. Exper’ :.tal Design:
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CI and CE Strategies

Constner Education Treatments (CE)

N
Pa L

Label 1 2 3 4
Information None Presentation Pamphlet Presentation
(Cr)* plus Pamphelt
F.c./brand Strategy 1 Strategy 2 Strategy 3 Strateg: 4
1 only
F.C./brand Strategy 5 Strategy 6 Strategy 7 Strategy 8

2 plus UFAC
labels

F.c./brand Strategy 9
3. plus B S
labels

F.c./brand, Strategy 13
4 UFAC labels

. and wear

ratings

-(CAN2-130.7-
M80)

- Strategy 10

Strategy 14

Strategy 11

Strategy 15

Strategy 12

Stratedy 16

*abbreviations in this column refer to the following:

F.c. - fibre content

UFAC - UPHOLSTERED FURNITURE ACTION COUNCIL (

United States)

B S - British Standard (United Kingdom Upholstered Furniture Safety

Regulations 1980)

2
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Subjects .

Subjects were solicited for the experiment from cooperating service, church and
community groups in the Edmonton and Winnipeg areas. This method of obtaining
subjects facilitated the "presi:jtion” CE strateqy  Groups were recruited which broadly

p

represented consumers of upholstered furnitur 2. The groups were offered $2 per

" member participating.  In additior, individual participants were offered the opportunity to

win sufficient fabric of their choice to reupholster a sofa and/or chair, up to a maximum
value of $400. This latter éffer not only encouraged participation but also made the
"choice” outcome in the experiment more realistic — i.e., consumers were more apt to.
indicate their real choice, rather than what they thought the researcher wanted them to
choose, as they believed they. had a chance of actually obtaining it.

initial contact with each grodp was by telephone and letter, with a follow—up
telephone call to determine-willingness to cooperate.  Each group member received a
letter outlining the requirements of partic;ipation, and signed a consent form (Appendix A)
before beginning‘ participation in the study. It was stressed that parﬁcipation was
voluntary. Thank-you letters were sent to all coope_rating groups.

' Grdups were assigned to CE treatments in a man.n‘er designed to obtain
approximately the same number of subjects in each, to distribute the CE treatments
geographically where possible, and to.f.it in with the groups’ schedules. One member of
each household (the group member) was pre—tested prior to any CE treatment. . The
pre—test information was intended to assess how knowiedgeable respondents were about
upholstery serviceability and flammabi!ity, based on their own purchasing experience and
other sources of information. Pre—test results were used to categorize participants into
one of three levels according to prior knowledge and experience.  The total possible
score on the pfe—test was 16. Participants scoring 0—6 points were categorized as low,
those scoring 7—- 10 as medium and those scoring 11-16 as high. As well, pre-test
results established a baseline for measuring the effects of the various educational
treatments. |

For CE treatments 2 and 4, which included the group audio-visual presentation, tHe

pre—test was administered immediately before the presentation began.  For treatments 1

et e
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and 3, which included no presentation, pre—tests were distributed individually or handed
out by the researchers to members of a gfoup at one of their group meetings.
Addressed postage—paid envelopes were included, when necessary, for return of the
pre—test and consent forms.

For CE treatment 3, the brochure was mailed or delivered to the home
approximately one weasl pribr to the in—home appointment.  For treatment 4 the -
brochure was given to participants at the time of the audio—visual presentation.

Subjects within each of the three pre—test ievels were then randomly assigned in ,‘
equal numbers to the four Cl treatments (see Figure 1. Knowledge/experience
differences among subjects assigned to the CE treatments could not be controlled but
when differences existed, they were accounted for in subsequeﬁt statistical analysis and

interpretation.

Consumer Education (CE) Treatments

The consumer education treatments preceded the in—home choice exercise.
Consumers in the first {control) treatment received no educational experience. The
second treatment (p.resentation)‘included an audio—visual sequence on uphoistered
furniture, emphasizing the flammability issue, followed by grou'p‘ discussion. The

audio—visual presentation was prepared by the researcher with professional help, and

consisted of two slide—tape modules (of a type which couid be easily modified for
educational teievision use). The presentation was scheduled for Jeach group
approximately one to two weeks .prior to the in—home appointments.

‘The third treatment consisted of a pamphlet on upﬁolstered furniture.  The
pamphlet was prepared by the ressarcher for Alberta Agriculture.  Unlike most
pamphlets previously.available on upholstered furniture, this one contained sections on
both flammability and iabelling. Consumers in this treatment were mailed the pamphlet
approximately ten days prior to their scheduled in—home appointments.  This ensured

that consumers had adequate time to read the pamphlet in the week preceding the choice

exercise.




33

Figure 1: Assignment of Decision-Making Units (DMUs)
‘ to CE/CI Strategies.

. Knowledge/Experience CI Treatments
CE Treatments Strata (and Strategies)
Randomly assign to
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by each
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Consumers in the fourth treatment were exposed to the presentation, where they
also received the pamphlet, approximately one to two weeks prior to the scheduled

appointments.

Consumer Information (Cl) Treatments

CC?hsumers in all strategies chose from among the same varieties of upholstery
samples. The four treatments varied the amount and type of information included on the
upholstery sample iabels.

Fabrics for treatment 1 (control) had basic labels like those on most upholstery
fabrics and upholstered furniture cLJrrentIy ;vailable on the Canadian market, giving only
fibre content and brand information {and for some fabrics indication of a stain repellent or
soil release finish).

For the second treatment, the basic label Was supplemented by modified UFAC
hang-tags on those fabrics which would comply with the UFAC voluntary standards.  The
UFAC labels are part of the US.A. upholstered furniture flammability program and they are

attatched to upholstered furniture which meets established voluntary standards (Appendix

Bl The hang—-tags used in this study were modified to make them appropriate for

upholstery fabrics rather than furniture {i.e., a small fabel with the phré.se "The manufacturer
of this upholstery fabric certifies that it is.made to reduce, but not necessarily eliminate
ignition by a bUrning cigarette” replaced the first paragraph appearing oﬁ the traditiénal
UFAC label). '

For treatment 3 the basic label was suppiemented with hang;tégs which conform
to parts It and VI of Schedule 2 of the United Kingdom's Upholstered Furniture (Safety)
Regulations 1980 (Appendix E).  In the UK, ail upholstered furniture must be resistant to
ignition by cigarettes and must be labelled (with iabels like those used in this study) as to its
resistance {or lack thereof) to small flame ignition.  Labels used for this study were taken
from pamphlets obtained from the British Embassy in Ottawa through CCA's Flammability

Hazards Division.
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' For treatment 4, the modified UFAC hang—tags weré used as in treatment 2. In
addition, the fabrics had attached a sticky label indicating a performance rating based on
National Standard of Canada CAN2— 130.?—M80, "Consumer Informative Labelling of
Upholst;ary Fabrics for Furniture.”  The label stated that the fabric complies with CGSB
CAN2-130.7-M80 and had one of the‘ foliowing messages:

a Suggested Use
LIGHT — This fabric is sLJitabIe in a household where it is subject to only
occasional use. “
b. Suggested Use
~ MEDIUM — This fabric-is suitable in a hoﬁsehold where it is subject to more than
occasional, but not constant, use. |
c. . Suggested Use
RIGOROUS - This fabric is suitable for use in a family household where it is

subject to normal, constant use.

Product: Upholstery Fabric

Subjects were asked to evaluate and choose among 12 varieties of upholstery
fabric representing different levels of durability and resistance to ignition.  Each variety
represented oﬁe §,tyle, texture and fibre content.  The fabrics were all in the medium
price range, had little or no pattern and came in a similar colour range. * The 12 fabrics

varied as follows:

casual, flame retardant (FR), low durability
casual, nonFR, low durability
casual, FR, medium durability
casual, nonFR, medium durability
casual, FR, high durability

casual, honFR, high durability
formal, FR, low durability
formal, nonFR, low durability
formal, FR, medium durability
formal, nonFR, medium durability
formal, FR, high durabilit

formal, nonFR, high duraéility
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Choice Exercise

During the in—home interview a number of sets of data were collected. " The data
collection instruments are included as Appendices B, C and D.  Each of the final
instruments was developed after piloting an earlier version with a convenience sample of
eight subjects. Minor changes were made after piloting. A

Theszin—home appointments took an average of 40 to 60 minutes. At the end of

the appointment, subjects were debriefed.  The purpose of the experiment was more

© fully explained and it was pointed out that some of the labels used in the experiment are

not used in Canada.  This was necessary to ensure respondents would not be confused in ’
the marketplace.  Subjects then signed a form attesting to their participation in the

in—home appointments.

Selection and Training of Interviewers
Interviewers with the necessary knowledge and skills to carry out the in—home

appointments were selected. They were graduates or senior students of either clothing

‘and textiles or interior design programs. .

Grdup sessions were held to introduce the interviewers to the project, to discuss
such concerns as confidentiality and debriefing, and to give initial training in interviewing.

In Edmonton, interviewers were then involved in the pilot testing of the instruments.  This

took place in January 1983 with incomplete sample books.  Piloting was carried out in

pairs, with each interviewer conducting two and observing two in—home appointments.

AR
One of the primary researchers was\’\lpresent at each training session.  In Winnipeg, ~
fraining took place in a home enviroﬁment after the completed fabric books and
instruments were received. Each interviewer conducted one and watched two or thfee
interviéws. These training sessions helped to ensure that the same appr.oach was taken

by all the interviewers.  All interviewers were given the same set of written instructions

{Appendix F).
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Demographic, Socioeconomic and Lifestyle Variables

Two brief self-administered questionnaires were completed by one member of
each DMU during the in—home appointment, in order to measure demograbhic,
socioeconomic and Iife;tyle variables.  Though these variables were measured during the

experiment, they were not discussed in this thesis except to assess differences among -

the four CE groups.

Dependent Measures ‘

Five dependent variables were meaﬁured, two cognitive and three choice-related.

Cognitive: A post—test identical to the pre—test was admi_nistered during the in-home
appointment in order to measure knowledge gain (post—test scores minus pre—tést
scores).  Prior to the choice exercise, the DMUs were asked what characteristics
they would consider in theif choice of uphoistered furniture. This free—slicitation
task helped establish rapport and s‘ubjectbinvolvement with the experiment, and the
social interaction within the DMU (where applicable) may have stimulated recall of
more dimensions. V’erbgﬂfesponses were recorded and grouped by the
researcher so that the numbef of salient dimensions considered by the DMU could
@» etermined (question 3, Appendix C).  In addition, the number of dimensions
referred to during the choice exercise was recorded {question 4, Appendix C), and
used as the number of important dimensions. ‘

Choice: The fabric choice of each' DMU was recorded. The DMUs were asked to
complete a purchasé probability scale, estimating the likelihood that they wouid buy
each fabric vari-ety in an actual purchase situation. T_his was a measure of intention
to buy.  In addition, two measures of choice efficiency were determined by the

" researcher using objective flammability and durability criteria.

Data Analysis

Frequency distributions were prepared and/or means and standard deviations

calculated for all variables.  Frequencies were calculated in both absolute and percentage

-~

terms. = Where appropriate, dependent variables were broken down by, and/or
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cross—tabulated with demographic and socioeconomic variables using the "ANOVA" and
"CROSSTABS" programs of SPSS.

In order to test the hypotheses, statistical analysis was carried out as shown in
Table 2. A decision ruie of p<0.05 was used. Where the nature of the data obtained
allowed, analysis of covariance was used to determine the intervening effects of

demographic and socioeconomic variables on dependent variables.



Table 2. Summary of Statistical Analysis
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Null Independent Dependent Statistical
. Hypothesis Variables Variable Analysis,
1 Consumer Education a. Knowledge gain ANOVA
and Consumer - " ‘(interval) (two-way)
Information
(nominal) b. Number of ANOVA
salient/important (two-way)
dimensions
(interval) -~
c. Likelihood to buy ANOVA
(interval) (two-way)
2 Consumer Education a. Fabric chosen Chi-square
' and Consumer (nominal) '
Information
(nominal) b. Choice effi~ ~ncy Chi-square

(nominat)




Vi FINDINGS

This chapter includes a profile of the subjects and descriptive and statistical

~ analysis of the variables and hypoth es.

A. Profile of the Subjects \

A total of 448 Hbuseholds participated in the experiment, 214 from Edmontbn and
‘2\84 from Winnipeg.  The majority of-householids had the wife alone as the
decision—-making unit {DMU) involved in the experiment  Approximately 10 percent of
tHe cases had two participants, usually the wife and husband.  In the tables which follow,
respondent 1 represents the primary participant involved in the experimental selection of
upholstery fabric. Respondent 2 (where appiicabie) represents another participarﬁ who
assisted in the simulatéd purchase. '

Tables 3, 4 and 5 outline a demographic and socioeconomic profile of the
subjects.  Almost all of the primary respondents were female while the majority of
secondary respondents were male.  Wide distribution was found among participants
over both education and income groups.  There waé also a wide range in both age and
years of schooling.

The averége age for the primary respondents was 4 1 years and for the secondary
respondents it was 38.6 years. Full-time homemaker was the occupation of just over
half of the primary réspondenté. About 40 percent were employed, falling largely into
four:éé;pational categories: employed professionals; semi—professionals; skilled clerical,
sales and service; and semi-skilled clerical, sales and service. Secondary respondents
were generally empléyed fuli-time as professionals or skilled craft or tradespeople.

The mean years of schooling for primary respondents was 13.9 years and for secondary
respondents it was 14.5 years. The modal response for level of education reached for

both primary and secondary respondents was some type of vocational/technical diploma

or incomplete university.
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‘Table 3. Frequency and Percentage Distribution of
Participant Type During the Choice Exercise
and Total Income for the 448 Households
Participating.

variable Frequency Percent
Participant Type _

Couple (wife/husband) 41 9.2

Wife Alone _ - 79.2

 Single Female 10.5

Other 5 1.0
Total Household Income

Unknown 52 11.6

Under $10,000 16 3.6

$10,000 - 15,999 26 5.8

$16,000 - 21,999 39 8.7

$22,000 - 27,999 - 50 11,2

$28,000 - 33,999 79 . 17.6

$34,000 - 39,999 58 .., 12.9

$40,000 - 49,999 52" 11.5

$50,000 - 59,999 30 6.7
$60,000 - 69,999 21 " 4,7
21 4.7

0ver'§70,000
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Table 4. Frequency and Percentage Distribution of
: Respondents' Sex, Employment Status, Occupation
and Education.

Respondent 1 Respondent 2

Variable (n=448) (n=44)
Frequency Percent  Frequency Percent
Sex
Female 447 99.8 3 6.8
Male 1 0.2 41 93.2
Employment Status
Full-time " 56 12.5 31 . 70,5
Part-time » 88 19.6 0 0.0
Unemployed 10 2.2 3 6.8
Retired 40 8.9 . 5 11.4
In school 5 } 1.1 1 2.3
Keeping house ' 234 . 52.2 2 4.5
Other 15 3.3 2 2.5
Occupation _
- Self-employed :
professional 3 0.7 1 2.4
Employed professional 17 3.8 7 16.6 =
High-level management 1 0.2 1 2.4
Semi-professional. 36 8.1 4 9.5
Technicians 6 1.3 2 4.8
, Middle management 6 1.3 3 7.1
Supervisors 1 0.2 2 . 4.8
Foremen 0 0.0 1 - 2.4
rSkilled clerical . :
sales, service 39 8.7 3 7.1
Skilled craft, trade 3 0.7 8 19.0
Farmer 1 0.2 0 0.0
Semi-skilled clerical 28 6.3 1 2.4
Semi-skilled manual 2 0.4 1 2.4
Unskilled clerical -8 1.8 0 0.0
Unskilled manual : 3 0.7 0 0.0
Homemaker 240 53.7 1 2.4
Retired - 40 ‘8.9 4 9.5
Student - 4 0.9 3 7.1
Not Applicable ‘ 9 2.0 405 -

continued . . .




Table 4 continued
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Respondent 1

Réspondent 2

Variable (n=448) (n=44)
Frequency Percent Frequency ‘Percent
Education
Some elementary
or complete 3 0.7 1 2.3
Some jr. high or . \
complete =~ 9 2.0 1 2.3
Incomplete sr. high 31 7.0 2 4,5
Complete sr. high 117 26.5 - 9 20.5
Diploma. or some -
university 170 "38.5 14 31.8
Bachelors degree 96 21.7 12 . 27.3
Advanced or _
16 3.6 4 9.1

medical degree
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Table. 5.  Mean Age and Years of Schooling for the
448 Households Participating

Variable Mean Range . Standard
Deviation
Age:
Respondent 1 , , 41.0 19-82 15.1

Respondent 2 38.6 14-74 15.7
Years of Schooling

Respondent 1 : 13.9 6-22 - 2.
Respondent 2 14.5 6-22 2
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Table 6 shows the distribution of the subjects among the various CE/Cl strategies.
The subjects were uniformly distributed among CE treatments except for the control .
group which had a higher than average number of subjects. The subjects were balahged
according to Cl treatments.

Since subjects were not randomly assigned to CE treatments, analyses were done
to determine differences that may have existed among CE treatments regarding various
demographic, socioeconomic and other related variables. Tables 7 and 8 summarize the
results of these analyses.  Significant dif ferences were found amoﬁg CE treatments
regarding both employment status and occupation.  CE treatment 1 (control group) had a
higher concentrétion of full-time workers employed as professionals or
semi—professionals while CE 3 {pamphiet) had a higher concentration of non—working
retired persons. CE 4 includec‘i. more who worked part—time and CE 2 included a larger
percentage of homemakers. - Significant differenc- : were also found among CE
treatments regarding age and both pre-test scores. There was a higher concentration of
older subjects in CE 3 and younger subjects in CE 4. For both pre—tests, subjects in CE

2 and CE 4 scored lower than subjects in CE 1 and CE 3.

R. Descriptive Analysis of the Variables»

Knowledge gain was calculated by subtracting pre—test score from post—test
score. Table 9 shows the respondents’ . an scores on both pre—test and pést—test
Table 10 shows the change in knowledge on both flammability and serviceability.  For the
fnajority of subjects there wa.\c, some increase in knowledge.

Table 11 shows *he frequency distribution for salient and important product
. attributes in choice of upholstery fabric.  The term salient refers to those attributes
mentioned by subjects during the free—elicitation task before the choice exercise. The
term important refers to those attributes mentioned by subjects during the choice
exercise.  Of the salient dimensions, durability was the one most frequently mentioned
foIIov‘vsd by ease of care. Colour and aesthetics ranked third and fourth respectively.
Flame retardance was mentioned by 16 percent of the primary respondents.  Fibre

content was mentioned least often.
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Table 6. Distribution of Participating Households by
CE/CI Strategy.

46

CE Treatment

CI 1 2 . 3 4
Treatment Control Presentations Pamphlet Presentation
and Pamphlet TOTAL

1 . .

Control 33 25 28 29 115
2

UFAC* labels 31 27 27 25 110
3

B S ** Tabels 33 ' 24 27 27 111

4

'[FAC Tabels

and wear ratings 35 26 - 28 23 112
TOTAL 132 102 110 104 4482

a8 Edmonton - 214 of total respondents
Winnipeg -~ 234 of total respondents

* UFAC - UPHOLSTERED FURNITURE ACTION COUNCIL (United States) %

**B §  _ British Standard (United Kingdom Upholstered Furniture| Safety

Regulations 1980) \

\
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Table 7. Chi-Square Analysis of Association of
Respondents' Education, Employment Status,
Occupation and Income with CE Treatment.

Variable Chi-Square d.f. Significance
Education _ 4.81 6 0.568
Employment Status ‘ 27.47% 9. 0.001
Occupation: 43.14* 15 0.000
Income | 23.16 30 0.809

*Significant at the 0.05 level

Table 8. One-Way Analysis of Variance of Differences
Among CE Treatments in Schooling, Age,
Pre-Test Scores and Experience.

Variable F d.f. Probability
/ of F
Years of Schoo]ing. 0.727 3 | 0.536
Age 16,758+ 3 0.000
Pre-test Flammability 2.926* 3 .~ 0.034
Pre-test Serviceability 2,941% 3 0.033
Experience Score 0.177 3 0.912

*Significant at the 0.05 level



Table 9. Respondents' Mean Scores on Pre-Test, Post-Test
and Upholstered Furniture Purchase Experience.

48

Range

Variable Mean Standard
Deviqtion

Pre-test: _

Flammability 1.4 0-5 1.1

Serviceability 1.5 0-5 1.2
Post-test:

Flammabili{ty 2.6 0-5 1.3

Serviceability 2.6 0-5 1.4
Experience 2.9 0-6 1.6
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Table 10. Respondents' Change in Knowledge of Upholstered
Furniture Flammability and Serviceability as
Calculated by Post-Test Minus Pre-Test Scores.
Knowledge Gain Knowledge Gain
Flammability Serviceability
Change (Frequency) (Frequency)
-4 0 1
-3 2 0
-2 ( 11 11
-1 . 38 53
0 113 98
1 106 120
2 95 89
3 57 49
4 23 23
5 1 3
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| The pattern of response for the secondary respondents was similar. 'Durability
was again'ti : most frequently mentioned salient attribute followed by ease of care, colour
and aesthetics.  Flame retardance, fibre content and fabric construction were all least
salient with only one of the secondz;ry raspondents mentioning each.’

For important dimensions durability remained the most frequently mentioned
attribute by primary respondents but the percentage of respondents mentioning it
dropped. Flame retardance also dropped in frequency of mentjon. While these two
attributes decreased in frequency of mention for primary respondents,vthe three
aesthetic—oriented attributes (colour, aesthetics and tactile properties) increased in’
frequency of mention. For secondary réspondents, as for primary respondents, the
aesthetic—-oriented attributes increased in frequency of mention as important.  Howsever,
unlike for primary respondents, both durability and flame retardance increased in
frequency of mention for secondary respondents. Fibre content also increased in
- frequency of mention és an important attribute for secondary respondents.

In general, the physical attributes — colour, aesthetics, tactile properties, fibre
content and fabric construction — ali increased in frequency of mention when respondents
were faced with an actual choice situation. At the same time, durability and flame

" retardance decreased in frequency of mention for the primary respondents.  These same

two attributes increased.for the second respondents but were still less important than.for

the primary respondents. The second respondent tended to mention fewer attfibutes
than the primary respondent.
The total number of salient and important diméngions increased when two

respondents participated (Table 12).  The mean for the number of salient dimensions
'mentioned when there was one respondent Qas 28 When two respondents
participated the mean was 3.4. The mean for the numbef of important dimensions was
3.7 for one respondent and 5.2 for two respondents. It is important to note that the
figures for two respondents represent the total number of different dimensions
mentioned by the two respondents (if both mentioned colour it was only counted once).
Two pérsons together considered more attributes than did one person alone, especially in

the actual choice exercise.
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Table 12. Total Number of Salient and Important Dimensions
Mentioned by Respondents Before and During the
Choice Exercise. ‘

Mean Range >N
Dev® .:ion
One Respondent (n=448) ,
/o :
No. of Salient Dimensions 2.89 1-7' 1.19
No. of Important Dimensions 3.71 0-5 2.03

Two Resp. rdents (n=41)

No. of Salient Dimensions o 3.42 1-7
No. of Important Dimensions 5.17 - 1-9 1.72
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Table 13 summari-es the frequency of selection and likelihood—to—buy each of the
twelve upholstery fabrics. The fabrics are also ranked in order for each measure.
Fabric 5, Mirage, a flame retardant, high durability fabric was the most frequently selected
fabric. The most infrequently selected fabric was 3, Harris, a flame retardaﬁt, medium
durability nylon tweed. ‘

Ranking of the fabrics changed slightly when likelihood—to—buy ratings rather than
fabric chosen, were measured. Consumers on the whole rated fabric 10, Splendor, a
non—flame retardant mediﬁm durability velvet most highly, followed by Mirage and Centaur.
Consumers were least likely to buy fabric 8, a non—flame retardant, jow durability flocked
fabric. T ow

The end—use conditions respondents were cohsidering‘when selecting fabric are
represented in Table 14.  The majority of respondents were selecting a fabric to r.ecoyer
a piece of upholstered furniture that would be used in the living room where it would

receive constant usage.

-

Table 15 shows the appropriateness of the chosen fabric for the specified end
use as measured by'three variables: flame retardant or not; durability rating; and suitability

for intended use.  Of the respondents, 56 percent chose a fabric that was flame

retardant and 50 percent chose a high durability fabric. Over two thirds of the

respondents chose a fabric that was either adequate or more that adequate, in terms of
durability, for their intended use.

Table 16 examines the reasons given by the respondents for choosing the fabric
they did. The most common response given as the first reason for choosing the fabric
was durability, followed closely by aesthetics. One percent of the respondents named
flame retardance as their primary reason for selecting the fabric. Durability was also the

most common response given as the second reason for choosing the fabric, again

followed by aesthetics. When there was a third reason given, durability and aesthetics

- were equally common responses.  Flame retardance remained the most infrequently

”

mentioned response for both reasons 2 and 3.
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Table 14.

()
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Respondents' Intended Use Conditions for
Fabric Selected During the Choice Exercise.

Use Conditions Frequency ‘ Percentage
Room:
Living Room . . 297 66.3
Family Room 53 11.8
Basement/Recreation . 61 13.6
Den 9 2.0
Other 28 6.3 .
Intended Use: ’
/ '
. Occasional 61 ~. 13.6
“Medium 131 : 29.2
Constant 256 57,1




Table 15.

Appropriateness for Intehded Use of Fabric .
Selected During the Choice Exercise.

‘Criteria for

Frequency

=,

-

Percentage
 Appropriateness
Flame Retardant or Not: —
Yes 250 55.9
No 197 44,1
Durability Rating:
Low | \ 103 23.0
Medium . o' 121 27.1
High L e 223 49.9
! ";i’ 3 A hi‘ ‘ »
Suitability for Intended Usé: ' f,:?
‘\iLesé than Adequate | '}i41 31.5
Adequate 203 45,4
More than Needed . /103 23.1

56
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C. Testing of the Null Hypotheses

Consumer Education/Consumer Information and Knowledge Gain

Null Hypothesis 1a:

Subjects exposed to different CE/CI treatments will riot differ significantiy in
knowledge gain regarding serviceability and flammabihty.df_upholstered
furniture. .

Two-way analyses of covariance were used to determine if sigr;ificant
differences in knowledge gain existed among consumers exposed to the various CE/Cl
strategies.

As maqtioned earlier in Chapter 4, analyses were done to’examine differences
between the four CE treatment; on variables such as age and pre—test scores.

Significant differences were found.  As well, a negative correlation existe;ﬂ between age
and knowledge gain meaning younger consumers tended té gain more knowledge. The
younger subjects in the sample tended to be in CE groups 2 and 4, the groups‘ that
exhibited the significant increases in knowledge gain.  Negative correlations also existed
between pre-test scores and knowledge gain with CE treatments 2 ana 4 h‘éving scored
lower on both pre—tests. Because >f the possibiiity of both ;'age and Iovx‘/ pre—test score
rather than CE treatment being r..poonsible for the knowledge gain, age and pre—test
scores were used a:s covariates in the analyses.

Table 17 shows the results of the analyses.  The type of consumer information
had no significant effect on knowledge'gain. Thke/’type of consumer education, however,

" did, even when controlling for age and pre—test scores. Consumers exposed to
different consumer education treatments did differ significan ' in knowledge gain on both
flammability and swei siceability. Consumers in CE treatment 2 (presentation) ar- CE .
treatment 4 (preéenf: son plus pamphiet) had significantly greatér increases in knowledge
than d(igw\coné;umers in both CE treatments 1 (control) and 3 (pamphiet). It is also of

'eré_'ségo ﬁo’te the muitiple R squared figuré The combination of variables used in

these a‘nalyse"s accounted for almost 50 percent of the variance, while initial analyées
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Table 17. Analysis of CovariancefﬁhThe Effect of Consumer
Education and Consumer Information on Knowledge Gain.
Knowledge Gain Knowledge Gain
Flammability Serviceability
CE Effect F- = 84,7 _ F = 41,7
p=0.00*,,. p= 0.00*
df = 3 df = 3
CI Effect F= 1.6 Fa 1.0
p= 0.18 p= 0.42
df = 3 df = 3
Interaction (CE x CI) F= 1.2 F= 0.1
p= 0.27 p= 1.00
df = 9 df'= 9
Covariates:
Age (respondent 1) ::: F = 35.2 F= 3.3
- p = 0.00% p = 0.07
df = 1 af =1
Pre-test (flammability) F =157.8
‘ p = 0.00* v
df = 1
Pre-test (serviceability) F =187.7
p = 0,00%
df = 1
Gradd Mean 1.12 1.07
CE Treatment: Control 0.40 0.22
Presentation 1.96 1.70
Pamphlet : 0.60 0.89
Presentation plus.:- >
Pamph]et 3 ’g«x 1.72 1.68
RN Y2
" Multiple R L 0.48 0.45
*p < 0.001
S
wd -'é L\-E )
. %; " -
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without covariates accounted for less than one third of the variance.
Null ~ypothesi: lais rejected for both measures of knowledge gain (flammabilify
and serviceebility) due o the effect of CE rather than the effect of Cl.  CE was shown to"

have a significant civect on knowledge gain, Ci was not.

Consumer Education/Consumer Information and Number of Salient/Important
Dimensions
Null Hypothesis 1b:
Subjects exposed to "different CE/Cl treatments will not dif fer significantly in
number of salient and important’dimensions considered during the choice

exearcise.

Two-way analysés of variance were carried out to determine if significant
differences existed among the various CE/Cl strategies regarding both the number of
salient dimensions and the number of important dimensions considered. ‘ Analysis with
covariates was unnecessary because there were no significant correlations between any
of the demographic and socioeconomic variables and the number of salient or important

dimensions. ‘ |

Results of these analyses are exhibjted in Table 18.  No significant differences
were observed betweeﬁ consumers exposed to different CE/Cl treatments an‘d number of
salient dimensions. considered. Significant differences on the number of important
dimensions were observed, however, among consumers exposed to different CE/CI
tréatments. Consumer information was the variable responsible for the significant |
differences observed. Consumers in Cl treatments 1 {no labels) and 2 (UFAC labels)

. mentioned significantly more important dimensions than did consumers in Cl treatments 3
(British labels) and 4 (UFAC plus durability labels).

Null hypothesis 1b is not rejected for the effect of either CE or ‘CI on number of

salient dimensions considered but is rejected considering the effect of Cl on number of

importaht dimensions considered.

”



Table 18. Two-Way Analysis of Variance: The Effect
of Consumer Education and Consumer
Information on Number of Salient and
Important Dimensions.

Total Salient  Total Important
Dimensions Dimensions
CE Effect F= 0.47 F= 0,22
p= 0,702 p = 0.880
df = 3 df = 3
CI Effect F= 0.34 F =41,74
p = 0.798 p = 0.000*
df = 3 df = 3,
Interaction (CE x CI) F = 0.43 F= 1.14
' p = 0.918 p = 0.332
df = 9 df = 9
Grand Mean | 2.89 | 3.72
C1 Treatment: Control 2.84 | 4.54
UFAC Tabels - 2.92 4,76
B.S. labels ‘ 2.97 2.50 °
UFAC plus durabillity 2.83 3.06
Multiple RZ 0.006 0,222 %

*p < 0.001
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Consumer Education/Consumer Information and Intention To Buy
Null Hypothesis 1c:
' Subjects exposed to different CE/CI treatments will not differ significantly in

intention to buy each type of fabric.

Twe-way analysis of variance was used to determine if significant differences in
intention to ouy each fabric existed among consumers exposed to dif ferent CE/CI
treatments.  In the first set of analyses the fabrics were treated individuaily.  In the
second set of analyses the 12 fabrics were grouped {by combining casual and formal
fabrics of the same flame retardance (FR) and durability; ratings). |

Table 19 summarizes the results forl this hypothesis and indicates how the fabrics
were grouped.  Only a few significant dif ferences were observed when the 12 fz;brit:s
were analyzed individually.  More significant and méaningful results were attained when
the fabrics were grouped.  Findings discussed below are therefore based on analyses
‘with fabrics grouped.

" Consumers in various CE/CI treatments did not differ significantly in intention to
buy an FR medium or an FR high durability fabric. - They did dif fer significantly, however,
in intention to buy an FR low, nonFR low, nonFR medium, and nonFFi high fabric.

Cl treatment accounted for the significant difference among various CE/CI

. strategies in intention to buy a flame retardant, low durability (FR low) fabric. VConsu.mers
i Cl'treatment 4 (UFAC plus durability labels) wer'e significantly less likely to buy an FR low

A

fabric than consumers in the other three Cl treatments. ST

Both CE treatment and Cl treatment, _contributed to the significant diffe;gﬁce among
. various CE/C) strategies in intention t& buy a non—flame retardant, loW‘durébili/ty {(nonFR
low) fabric. Consumers in CE treatments 2 and 3 were ;ignificantly less likely to bL;y a
nonFR low fabric than consumers in CE treatments 1 and 4. Coﬁsumers in Cl treatments .
3 and 4 were significantly less likely to buy a nonFR low fabric than consumérs inCl
treatments 1 and 2. o | \

Cl treatmerit alone contributed to the significant dif ference among various CE/Cl

strategies in intention to buy a non—flame retardant, medium durability (honFR medium)



Table 19.

/
Two-Way Analysis of Variance:

of Consumer Education and Consumer
Information on Respondents' Likelihood to
Buy Each Fabric.

63

The Effect

Cl Effect

CE Effect
Fabrics (not grouped) F p F P
A% 1.061 0.365  1.861 0.135

B 1.934 0.123 2.490 0.060

C 1.118  0.341 0.990 0.397

D 1.252 0.291 2.759  0.042*

E 0.941 0.421 .0.270 0.847

F 0.054 0.984 1.637 0.180

G 0.058 0.982 1.883 0.132

H 1.586 0.192 1.898 0.129

1 0.120 0.948 0.077 °~ 0.973

J 1.112 0.344 1,954 0.120

K 1.961 0.119 3.679 0.012*

L 2.359 0,071 3.775 0.011*

- Casual and Formal Fabrics

Grouped
A/G (FR; low durability)d 0.553 -0.646 3.685 0.012*
‘B/H (Non FR; low durability)@ 3.514 0.015* 3.378 0.018~*
C/T (FR; medium durability) ‘ 0.851 0.467 0.685 0.561
D/J (Non FR; medium durability)@ 0.154 0,927 3.757 0.011*
E/K (FR; high durability) 1.428 0.234 1.376 0.249
F/L (Non FR; high durability)a 0.899 0.442 ° 4,227 0.006**

a see next page for further analysis

* p < 0.05 5
**p < 0,01 »

-

continued . ...

'/’i
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fabric. Consumers in Cl treatments 2 z;nd 3 were significantly less likely to buy a nonFR
medium fabric than consumers in Cl treatments 1 and 4. 5

Cl treatment,.again, had a significént effect on intention to buy a non-flame
retardant high durability (nonFR high) fabric’ Consumers in Cl treatments 2 and 3 were
significantly less likely to buy a nonFR high fabric. Also of interest in this particu{ar
analysis was the extent to which consumers in C! treatment 4 were likely to buy this type
of fabric. Of all consumers, those in Cl treatment 4 were most likely to buy a nonFR high
durability fabric. ‘

Subjects in Cl treatment 3 (British label) were, génerally, somewhat less likely to
buy nonFR fabrics, and those in Cl treatment 4 (UFAC plus durability labels) were, generally,
less likely to buy low durability fabrics and more likely to buy high durability fabrics.

" The results for this hypothesis should be considerédin light of the multipie R
squared values, however, which are low.  Thus, although hypothesis 1c is rejected for

four of the six fabric groups, the data show that the effects of Cl and especially CE

treatments on intention to buy are small a~d not always clear.

Consumer-Education/Consumer Information and Fabric Selected
N

Null Hypothesis 2a:

For each CE treatment, no significant association exists between exposure to

different Cl treatments and fabric chosen. |

Chi—square analyses were done to test this null hypothesis.  The results of these
analyses are shown in Table 20.  To evaluate any effécts of CE treatments, 'separate
analyses are reported for subjects from all CE treatments together and from each CE
treatment individually: _ Q‘“‘ g ‘

Analysis for this null hypothesis had two phases. In the first phase the four, Cl
treatments were not combined and analyses were carried out, a) with fabrics not grouped,
and, b) by grouping casual and formal fabrics of the samé FR and durability rating.

Through this phésa of analysis a significant association was found to exist between Cl

treatment and fabric thosen when the fabrics were grouped (2nd column, Table 20).
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Consumers in Cl treatment 4 (UFAC plus durability labels) were significantly more likely to

‘choose highudurability fabrics than consumers in the other three treatments.

The second phase of analysis was carried out with Cl groups combined in two
different ways and with fabrics grouped. The significant association found in the first
rhase of analysis became even more evident when the three Cl treatments without
durability labels (CI 1 2,3) were grouped togetner nd tested é‘fgainst Ci treatment 4 (4th
column, Table 20).  This significant effect was noted for thé combination of all CE
treatments and also for CE treatment 2 alone.  CE treatment 4 showed a trend toward
this effect.  For CE treatments 1 and 3, hqwever, the association between Cl and fabric

chosen did not hold.

Cl treatments 1, 2 and 4 were tested against Cl treatment 3 to establish if «ere
were any significant effects from the British flammability label on fabric chosen (3rd
column, Table 20). No significant effects were noted.

When all CE groups are considered together, nuil hypothesis 2a is rejected, both
when CI groups are not combined and when Cl treatments 1, 2 and 3 are tested against Cl
treatment 4. | itis notrejected, hoWever,_When Cl treatments 1, 2 and 4 are tested

against Cl treatment 3.  Therefore, the significant E‘ffect of Clis related to the durability

Ey

‘rather than the flammability labels. Becau_ée the analysis of Cl treatment 1, 2 and 3
inst Cl treatment 4-yiehl;jed a significant as§qé§ation for sub jects in CE treatment 2 but
ot for CE treatments 1, 3 and 4, some effecﬂfﬂfrom CE isvevident
Consumer Education/Consumer Information and Choice Efficienéy
Null Hypothesis 2b:

For sach CE treatment, ne‘a’significant association exists between exposure to

different Ci tr{eatment,é;‘ and choice efficiency.

Chi-square analyses were done to test this null hypothesis.  The variable.choice
efficiency had two measures: selection of a flame retardant fabric or not and selection of
a fabric suitable for intended use.  Results of these analyses are presented in Table 21.

The effect of CE was determined by carrying out separate analyses for each CE treatrrént

/
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No signi}fieant association was found to exist between Cl treatment and selection
of a flame retardant fabric when the Cl treatments were considered individually. ~ This
finding remained unchanged when controliing for CE treatment (1st column, Table 21).

Perusal of the crosstabulations, however, suggested a teRdency of the British {abel to

influence selection of an FR fabric. Further analyses were carried out to establish if thi"gj,' ‘

appérent tendency was in any way significant and meaningful.

-

When Cl treatments 1, 2 and 4 were grouped together and tested against Cl
treatment 3 ’(British label) a significant association was detected eonsidering all CE groups .
together (2nd column, Tabte 21). This cross—tabulation showed that for Cl treatment 3
65 percent of subjects chose an FR fabric compared to 53 percent for all other Cl

treatments combined. . By combining the fabrics and Cl treatments in this way a

significant effect of the British label was detected.  Subjects in Cl treatmen{ 3 terided to -

- be more apt to choose a flame retardant fabric than consumers in the other three Cl ‘

treatments combinad.
A significant association was. found to’ exist between Cl treatment and selection of
‘a suitable fabric. Even when ClI treatments were not combmed, the effect of Cion
suitability for intended use was significant for all _CE' treatments togsther as well as for CE
treatments 2 and 4 individually (3rd column, Table 21).  This association"’became even
stronger when Cl treatments’1, 2 and 3 were grouped together and tested against Cl
treatment 4 (4th column, Table 2 1) ﬁﬂeﬁ the Cl treatments were grouped in this way a
sxgmflcant association was i?tected even for consumers in CE treatment 1 (control group).
In all three cases (CE 1, 2 and 4), sub Jects in Cl treatment 4 (UFAC plus durability labels),
selected fabric.‘ of'appropriate durability for their heeds more often Athan subjects in:Jthe

other treatments. Y

| When aIIACE treatments are considered together ar;d when Cl. treatnterxts are
grouped, null hypothesis 2b is rejected regarding the associetidn hetween Cl and choice
of FR fabrics. Reyarding the essociation:'betw,een Cland cttoice of a fabric suitable for
intended use, nu!! hypothesis 2b is rejected tor all CE treatments together both when Cl
treatmen”- e not grouped and When Cl treatments 1, 2 and'3 are tested against Cl

treatment 4.  When the Cl treatments are not grodped the association holds for CE 2 but

T e

e e
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not for CE 1, 3or'4.  When Cl treatments 1,2 and\)B are tested agalnst Cl treatment 4,
the as':pmatlon holds for CE 1, 2 and 4 but not for %E 3. Thus, both CI ahd CE appear to

have an effect on choice of a suitably durable fabr,c.

D. Analysis of Other Varlables of Interest ‘ | v | \ N

hypothesns testlng but were of intergst to the study

During the chou,e exermse mtervnewers recorded whether the respondents
commented on or asked about the special \abels, seemed to. look at them, ‘or seemed to be
S 4 ) N !
unaware of them.  Table 22 shows results of analyses"' the varnable label awareness S8
"-6) " o )

broken down by CE treatment The Brvtlsh labe el"'t:i‘tedv ore tomments or questlons

(I
than did the otHer labels except from consumers in- CE treatment 4 More consumers

,4“)

seemed to look at or read the labels i Cl treatment 4 wnthout commentJ,ng on them The

- Loy

\UFAC label by itself attracted little attentnon but respondents in  CE} treatments 2,8 and 4 5

were slightly more aware of the UFAC label’ than were those in the oontrbl CE grgoup o

. ’:.\

“ Consumers in CE treatments 3and 4 recelved the pargphlet to read as part of thexr

education treatment  Because of the possnblllty that*these partlclpants may not have read
i Gt
the pamphlets given to them, they were asked whether or not they had read it Table 25

outlines the resuits. = Of the prlmary respondents 69 percent reported readmg it at leastﬁ?&“
iR ]

in part while 31 percent said no’ or lnducated they were unaware of the pamphlet e
Respondents in. treatment 3, to: who the pamphlet was deluvered as the sole educatlonal
material, were slightly more likely to read it-than respondents in treatment 4 who received
it following the slide—tape presentation. A very small number of second respondents '

reported reading the pamphiet o S ¥ -

‘ g It was: thought that perhaps in households in WhICh no one smokes FR fabl"lCS
m|ght have been chosen less often Analysls through crgss— tabulatlons showed that e

although non—smokers were sllghtly more apt to choose nonFR fabrlcs than wére oo

smokers this. effect was not s:gr@:iﬁcant (Tabt’e 24 ' : e .
Hypothesnse 1b anatyzed the effect of consumer education and consumer L
7 J o’ PO K]
lnformatlon on the number of salnent and lmportant dlmens onsndered but the .
o L
o S 7 ¥
. ) w e EAT
N MR



2 5 » . Y sm - qw.
ﬂ. Tix .
o — .
000°0 0££0°0 | 2600%0 “000°0, 22ip2L JLUB LS
b b | b b o “4°p
96°2L 95°8 i BPET 59°9¢ aJenbg- 1y ~
£€e Yi 28 66 . u o
WS %Lz %£2 |4SS 29T %67 | v .. %62 1e30)
, | - S 1 Aiiqeang
FI€ %9 %22 | %GE€ %0 %GE | %2€  %vS . LpT| ¥€2 7 %ps- - snid Jv4n
N %95 ¥6  %GE | %95 ATT  %EE [ %L9 AT, %22 | %9V %8 . ushIng.
EE L BET RET (%24 48 %0z %69 %z 38T | %0/ BT %61 V4N
. , ’ o O ’ o o S L
c — £ c — m fe W < — g .p:pr\mmL.—, I .
> =} w > =} 3¢ .0 > o 3 N
U O u . joV) (@] Q0 o] e e VAN [=}] (@] Qo “ .
. - wn o = =~ w S . E . wv o -3 -~ w 3 . '
o B o oY) x t T x ct u x ct '
= =Y = o = o = o ’
(¢} + (o] . t (o] ¢4 -t (@] 14 ot (o] -
= , = - - = > ‘
m.mmcw,_mzé [3qe | ssauademy [aqeq A,ﬂmmmc.w.,_m.é _wmﬁ, mmmcugmé [ELTR )
g 39| Yduey : SO .
3|dweg aJi3juy - 4 UOLIRIUBSAUY 19| yduiey U0 L3e3UISALY [0J43UC)
: : S 3 '€ 30 iz 3D AEEN) :
- o " ~ssauasemy |ageq T
) SIUSPUOASaY PuP UOLIBWJIOHUT.JBWNSUOY) PUR UOL]RINPT | o
JOWNSU0) US3MDE UOLIRLI0SSY BYI JO SisA[euy adenbs-Ly)  °zz a|qe) - .

¥

AR



t oy

5 72
/// ‘ ..
! Table 23. . Frequency and Percentage Distribution of
‘Pamphlet Recipients Reporting Having Read
Pamphlet.
Respoﬁdeﬁt 1 | ‘Respondent 2
CE . _. - = ™ _

Treatment  Response Frequency Percentage Frgquency Percentage
3 and 4 Yes 75 .36 -3 14
together Partly 68 : 33 2 10

‘No/Unaware 66 31 16 76
3 only Yes . 420 39
(pamphlet) Partly 38 35 S

No/Unaware 28 .26 /
4 only Yes S 33 .33 i
(presenta- Partly “gdat © 30 ~ 30 - '
tion plus  No/Unaware™ - 38 38 , s .
pamphlet) . Tot - ‘ ‘ - ‘ C
S R ' | é§§§
- . R 5‘.\ .
fe~ N ; ;‘ *
' It
. \ - ;{(\’
.\J i
o ko
:ﬂ? C R .
. d Fi,
B N t3 S -

¢
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Tabie 24.
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Chi-Square Analysis of Association Between

Smoking and Selection of

a Flame Retardant

Fauric.
. Members' of Household Smoke
No Yes
Frequency Percentage Frequency P« _entage
Selection of an
FR Fabric:
, Yes 158 53.7 92 60.5
N, o 136 46.3 60 39.5
Chi-square test of significance: X2 = 1.87
p = 0.171 -
d.fo =1 D
{3?;.
vt 2 Tyt
5 o
2 7 )
. . 25 -
- ) E 92_4§ - > s
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“ number alone is not all that is of interest.  The effect of various CE/C) strategies on the

salience and inﬁportance of specific attributes is also worth noting (Tables 25 and 26)
Cross tabulatlons between CE and the sahencé%nd importance of each attribute
indicated only one significant assocuatlon subjects ln @g}reatments 2, 3 and 4 were less 1 :
likely to mention aesthetlcs in the free—elncntatlom task than were subjects in the control l
treatment (1) (Table 25).
, Consumer information treatments were not expected to have any effect on the
number of salient dimensions because consumers had not yet been:expesed te the L
e various labels wher: the number of salient dimensions was measured.  During the choice

exercise, howaever, when subjects were exposed to the various types of labels, those in Cl

treatments 3 and 4 mentnoned significantly fewer attributes.  Cross-—tabulations between
Cl and the importance of =2:.  .“tribute revealed a Ei'énificant association between Cl and
importance of several attributes including flame retardance (Table 26). Subjects in Cl
treatment 3 (British labelﬁ/ere muth more likely to mention flame retardance of
flammability than were th>ose in the other treatments. They were.also less likely to

mention several othfa@gttributes (colour, aesthetics).  There was no significant association
. ""‘k‘}f .

¢

e

between C! treatment and the importance of durability. : ’ }x ’
_ : . {
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[
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1. consumers' awareness and understanding of textile flamm

s and

V. - DISCUSSION

This chapter will consider the findings outiined in Chapter 4 inrelation to the
’ N ) .
objectives of the study, the literature reviewed and the Engel, Kollat and Blackwell model’

of a high—involvement decisipn process which was used as the conceptual framework for
this study (Engel and Blackwell, 1982: p 500).

The overall purpose of the study was to design and test strategies for the
provision of consumer information and education on textile product safety using the

example of upholstered furniture.

A. Design of v .2/Cl Strategies
The first objective was to design several strategies combining consumer
information and consumer education on the topics of upholstered furniture and textile

flammability The four Cl (label) treatments that were developed ere discussed in detail in

H

Chapter 3. The treatments were intended to snmulate Iabellmg environments that could -

- e

evolve in Carfada regardmg upholstered furnlture flammabphty Four CE treatments were

- N"“ - \
-

o &5,
O E: 3 asszellr These treatments

; _,, text:le 7flqnmablllty and

also developed. ‘These are discussed in detail i m_

experiment was desngned to measure the 'effect of the varloﬁs sfrafegies on: i
. B / a .

lity and related issues;

2. corispmers’ evaluations of and choice among selected pieces of upholstery fabric
whnch vary on severaﬁactors including resnstance to lgnltnon

Sever‘al measures of both cogmtlon and choice were thus taken SO the effect of

CE and CI could be evaluated

P



Cognition

Two measures of cognition were taken: knowledge gain an‘d“number of
salient/important dimensions.considered. Label awarleness and;'ééiighée/importance of
specific attributes were also treated as indicators of cognition.

Although fheveffect of Cl on knowledge gain was analyzed the researcher did not
actually expect any effect CE was expected to have the greatest effect on knowledge
gain, and the findings ofvthe study have borne this out. When testing null hypothasis 1a
significant differences were found among CE treétments on knowledge gain (Table 17).
The slide—tape presentation (CE treatments 2 and 4) showed the greatest effect on
knowledge gain, especially regarding uphoistery flammability. The presentation likely
introduced unfamiliar but thought—provoking ideas in a stimuléting manner. It is difficult
to convey fIarﬁmabili,ty information in a pamphlet. .. -A-.sf well, people may not even read
pamphlets as the findirjgs of this study showed (Ta:'t;i'e;l:ZB); almost one third of the subjects
who received pamphlets did not read them.  Such lack of attention to pamphlets is a
possible reason for their_ ineffectiveness. The additiqn of the pamphlet in CE treatment 4
did not add to the knowledge gain brought about by the presentation alone (CE 2). 1t is
interesting to note that the pﬁrﬁbhlet {CE 3) was more effectiv.e in bring.ing about
knowledge gain regarding serviceability than flammabilfty. This is likely because the
pame}et dealt predQ‘minant_ly with'éerviceability, while the presentatioh devoted half the
;ime to discusswing flammabil,ity;. : 4 . J ‘ |

1.
With respect to number of salient and important dimenéions considered, tiiej
REN .

researcher, agéin, did not antifipate any effect from Cl on the number of salient
dimensions considered because when salience was measured the subjects had not yet

’ . 7
been exposed to the labeliing treatments.  An effect from CE on number of both salient

and important dimensions as well as an effect from Cl on number of important dimensions,

Yistwever, was expected.

Sub jecté'on the whole mentioned more attributes during the choice exercise than
they did prior to it during the free—elicitation task (Table 18). As well, assthetic attributes
increased in frequency of mention during theychoice exercise when the subjects were

exposed to the various fabrics and Iabe!ling“ti'eafsﬁ)ents. On initial examination these



~5

“has the potential to modify consumers’ existing evaluative criteria {salient/important

79

L

findings would appear to lend partial“Siipport to those of Nourse and Anderson (1973)

who found that the existence of labels led consumers to change the number of evaluative

- criteria considered, but not their relative importance.- Closer examination, however,

Eeyealed that during the choice exercise when subjects were exposed to the various
Iébelling treatments, those in Cl treatments 3 and 4 mentioned significantly féwer |
attributes than those in Cl treatments 1 and 2 (Table 18). It appears as though both fhe
British flammability label and the durabili't_y rating label reduced the number of important
dimensions considered.  This may be due to the labels focusing subjects’ attention on
one or two dimensions possibly to the exclusion of others and if this is the case Miller's
(1978) thought that informative labelling can suggest possible salient dimensiohs for
product\ evaluation is supported. .Whatever the reasén, these findings do not appear té
support those of Nourée -and Anderson (1973).

The finding that aesthetic attributes increase in frequency of mention (Table 11)

when subjects are faced with actual fabrics and labels also appears in opposition to

‘Nourse_ and Anderson’s {1973) finding that the relative importance of evaluative criteria

does not change with the existence of labels.  Also in opposition is the finding that
subjects exposed to the British label during the choice exercise were significantly‘more \
likely to mention FR as an important dimension (Table 26). In this study, however, the
increased frequency of mention of aesthetics is ‘Iikely due more to the visual stimulus
provided by the fabrics r%ther than,the\Cl labels.

Sy

According to the EKB 1982 model of consumer behaviour, consumer education

dimensions considered).  Findings of this study showed no significanf affact from'.,

- . . . N ‘ . . . R S
consumer education on number of either salient or important dxmensuons considered ™"

(Table 18). As wall, CE did not seem to have an effec& n the sahence or |mportance of

being less likely to mention aesthstics as a salient di ;’f (Table 22). - These findings

differ from those of Crosby and Ta'ﬂlor (1981) who found that consumer education

affected the number of attrlbutes ‘
©

‘sndered but not the relatlve lmportance of such

e

A
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attributes.

Flame reta?dance remained one of the least often considered product attributes by
both primaryvand.secondary respondents.  These results correspond to those of Rucker
{1980} who found ‘that furniture flammabi’lity was one of the least important concerns to
prospective furniture customers. ' As with Rucker (1980), features such as style,

durability and colour were considered most often. It is interesting to note, however, that -

for second respondents, flame retardance and durability increased in frequency of

mention when the respondents were actually looking through the iabelied fabrics. Since
most of the second respondents were males this finding is similar to the Crosby and

Taylor (1981) finding that information influences product performanoe expectations and

'preferences of males but not of females. Even though FR and durability increased in

frequency of mentlon for second respondents, though, they were still less important than
A, '

-for prlmary respondents

Of the two flammability labels used in the study, subjects were more aware of the ' i
L%

British label than the UFAC labe_l'(T\able 22).  Such results likely reflect the wsual design

and message differences between the labels.: The Brms 3 +§es an uncluttered

well=known visual sym\bol: the red'warning triangle. Them 7- SR succinct and has a ' m

Over half of the subjects actually seemed unaware of any of the sQecnaI labels
(Table 22) This seems a hlgh percentage conSldermg that purchase: o‘f upholstery fabruc
is complex and relatively high risk.  According to Engel and Blackwell(“l 982)such a
purchase usually involves extended problem solving and there is active 'se-arch' for and use
of information by the consum_er. ~ In this study the consumers may have felt they had ‘
aldequateinternal i@Ormation with which to make the choice or perhaps they did not '
peroelve high risk (maybe because it was not a real situstl"bn). /?lternatively, the lack ©.

awareness may be due to the quality of@ information provided, rather than the
. ~ . - ¢ ,lfp
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consumers themselves, as other researchers have found (Sproles et al, 1978, 1980;

Anderson, 1977).

~

Engel and Blackwell (1982) suggest that in order for consumers to

use information it must be relevant to thelr needs and concerns. Judging fro_m the low

-

frequency of mention of flame retardance asa sallent dimension it is not surprising that

consumers were not more attentive to flammability labelling.

One further ekplanation tor

such lack of awareness may revolve around the fact that awareness is dlfflcult to measure

and in this study measurement involved an element of judgement on the part of the

_interviewer.

i

As such, actual awareness may not have been measured and results must be

~ interpreted with this in mind.

" n general,the findings of this study indicate that both CE and Ci affect consumers'’

awareness and understanding of upholstered furniture flammab'ility‘.f

Choice

Three measures of choice were taken: purchase probability rating

tir

.(Iikelihood—to;buyl; choice of an FR fabric; and choice of a fabric that was of ap.pr‘opriate

" durability for intended use.

1

The effects of CE and Cl on choice as measured by the llkellhood to—buy ratings

3 were- unclear

likelihood. to purchase nonFR fabrics (Table 19).

There was, however, a tendency for the British label (Ci 3) th inhibit

The British flammability label appeared

%10 dlscourage selectlon of nonFR fabrics while the UFAC label (Cl 2 and 4) dld not appear

it

_to encourage selection of FR fabrics.
& .

The effect of the Brltlsh label was somewhat

clearer when selection of an FR fabrig was analyzed (Ta}ble 21). Sub_jects in Cl treatment

treatments combined.

"3 were more apt to choose a flame retardant fabric than consumers in the other three Cl

‘

The effect of the du'rability .rating labels on choice was clear. Analyses for null

hypotheses 2a and 2b revealed significant differences among Ci treatments on ability to

select a suitable fabric.

approp/rlatelwdurable fabric T:re often than subjects in the othergree treatments T able ‘

~—21).. These results support

<

&

Subjects in cl treatment 4 (UFAC plus durablllty labels) selected

e theory that informed consumers should be able to. make

more lntelllgent purchase dems:ons lf they are provided with objec’:flve factual information

B
[
e, -
v N

E "3.74" )

ﬂi&
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on the features of competing products (Sproles et al, 1980). Cox (1867} found that

/ consumers appear more likcly to utilize or respond favourably to performance
information when performance uncerteinty is high. A's. welll consumers respond to
information if it is relevant to their concerns (Anderson, 1977; Sproles et al, 1980; Engel,

- Blackwell and Kollat, 1978). | Durability is both difficult to assess and very important to'
cor\sumers so perhaps the stressing of such & ' salient attribute on a label had e
po?ttive effect. -

Although the durebility rating label is e1 . «arms of selection of an
.appropriately" durable fabric, it unfortunately appears to overshadow the effectiveness of
the UFAC Iahel in reducing the likelihood to buy nonFR fabrics. Subjects in Cl treatment 4
(UFAC plus durability labels) were much more likely to buy a nonFR h&gh durability fabric .
than were subjects in the other three treatments (T ablef J,S)_/The/feot that the fabric was
rated high in durability was apparently more important than the fact that it was not a flame
retardant fabric.  The durability rating label may not have had the same effect if combmed

wuth the more effective British label but since this Iabelhng combmat:on was not tested it

/

.overloed (Scammon 1977; S le's"ret al., 1980 Engel and Blackwell, 1982). If one
o considers selection of an FR f bric the sole determinant of choice efflcnency then the
‘addition of durability retrhg information led to dyefunctlonal performance by the SUbjSCtS
in Cl treatment 4 (UFAC plus durability labels). Subjects in CI treatment 4 were more
likely to buy a nonFR high durability fabric than subjects in the other three treatments
The durability labels led sub Jects to choose a high durablhty fabrlc even though the fabnc
was labelied nonFR.

Thus it was found that Cl affects chouo_e regardlng ,both durabullty and flammablllty

"The affect of CE on chonce however, wa

flammability. The effectiveness of the duréialhty labels (Cl 4) was more obwous for CE

treatments 2 and 4, where sub Jects chose fabrics Iabel.led‘ high durablllty more often than

\ . .
\ - . .
. . i . 2 : e

\ . L
) o * : Cs Y-S P
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subjects from. the other CE grou‘p’s who had more var;ed perform squirements).

83

subjects in CE treatments 1 and 3 (Table 21).  This flndlng IS similar to Nourse and
Anderson's (1973) finding that influence of labels was greater when buyers were alerted
to the existence and contents of the informative labels. The fact that CE had no effect

on choice of an FR fabric though, is in keeping with the finding that durability was a more

-important attribute in chqjce than was flammability, and information relevant to durability

would be more pertinent to the consumer., . :

ltis interesting to note that for subjects in CE treatment 3 (pamphlet)\ there was no
s:gmflcant assoc:atlon betwgen CI treatment and chosce of.an approprlately durable fabrlc ‘
whereas there was for the other CE treatments (Table 21).  Such results might be |
explamed by the fact that this CE group was composed of a relatively high proportion of
older retired subjects who tended t6 select fabrics whtch were more than adequate for -

their needs tmainly because they more often needed only medium 'dur'ability' fabrics unlike

Half Qf»ms fabrlcs in the experiment were flame retardant (FR). Wlth this in m:hd

\tr

e proportlon ‘of sub jects d)posmg FR fabrics was not encouraglng it was thought that

perhaps in households in which no one smokes FR-fabrics might have beén chosen Iess .

choose nonFR fabrics than were smokers, the

often. . Such was not the case. Although nog—smokers were shghtly more apt to

ffect was not significant (T &ble 24). The
o .

low number of sub ;ects choosmg FR fabrlcs cqnnot be attrnbuted to the fact that —

] .
| o

non~ smokers perceive less need for, FR fabrlcs _ _

As discussed earlier, CE was found to sngmfucantly affect fmowledge gam but at -
the same time, none of the CE treatments appeared to affect the sahence or |mportance :
of FR. G:ven this, it is not surpr:smg that CE dld not affect cho/ce of an FR fabrvc
These flndmgs strongly support those. of Staelin (1978) who f/ound regardmg safaty.
behawour that the aggregate effect of CE on chﬁngmg actua}/bénar\four overl a short time
span was miniscule, . e o /éz;- @ - G

Day (1976) suggested that a hlerarchy of effects e/xlstsim wh:ch pnor cogmtvve

Before actual behaviour i is altered, consumers must alt r thelr attltudes towards

k3 » i

upholstered furmture flammablhty and any type of correspondmg mformatlz/e labelhng

R
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Such change may only be achieved through  tinu  >xpostire to educational programs
addressing the information.  In this study the consumer education treatments involved
ohly a single exposure - hardly enough to significantly affect attifude and choice. What
is important though, is all CE treatments affected klncwledge gain, especially the
presenfation treatments (CE 2 and 4) énd as such, repeafed exposures should eventually
affect attitude and in turn choice.

The findings of this sthdy sholw that both CE and Cl affect chqice but the effect of

Clis more evident in the shért run than is the effect of CE.



o ' . |
VI. SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

n - -
A. Summary

The purpose of this study was to design and test strategies for the pr‘bvision of
consumer information (C" .d ~onsumer aducation (CE) on textile product safety using the
example of upholstered fu: = ure More’ skpecifically, effacts of dif ferent CE/CI
strategies on consumers’ awarenass a\nd understanding of textile flammability as well as
their evaluations of and choice among alternative upholstery fabrics were examined. The
En'gel, Kollaf and Blackwell (EKB) model of a high—involvement decision process was the
conceptual framework used for this study (Engel and Blackwell, 1982: p 500). ‘

Four diffgrent CE treatments and four different C! treatments were developed.
These treatments v;ére combined in various ways to form sixteentdifferent CE/Cl
strategies for the experiméntal defsign.

A total of 448 households participated in the experiment, 2 14 from Edmonton and
234 from Winnipeg. Subjects'lknowledge of upholstery fabric serviceébility and textile
Aflammability.was measured before and after the adrr:linistration of the different CE and Cl
treatments.  Also measured was their choice behaviour in a simulatea purchase
experience. Demographic and socioeconomic information about themselves and their
families was recorded as well. Descripti\)@ analyses such as frequencies and means
were used to describe the sample and the di“fferent variables. To test the null
hypotheses, two—way énalysis of variante, analyéis of covariance and chi—square statistics
were used. Pearson product moment-correlations were done to aséess possible
correlations between the various demographic and socioeconomic vafiab]es and the

/. dependent variables.

Subjects on the whole mentioned durability most frequently during the
free—elicitation task.  Physical attributes (colour, aesthetics, fibre conte'nt, etc.), however,
all increased in frequency cf mention when respondents were faced with an actual choice
situation.  Subjects in CE treatments 2, 3 and 4 were lgss likely to mention aesthetics in

the free—elicitation task than were sub jecfs in treatment 1.  During the choice exercise,

subjects in Cl treatments 3 and 4 mentioned significantly fewer attributes, Subjects in CI

85
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treatment 3 (British label) were much more likely to mention flame retardance than were

1

-

those in vthe other treatments.

;I’he British label elicited more comments or questions than did the other labels,
except from consumers in C&; treatment 4.  More consumers seemed to iook at or read
the labels in C“I treatment 4 without commentihg onthem. The UFAC iabel by itself
attracted little attention but stib jects who received some form of consumer education (CE
2, 3 and 4) were slightly more aware of the UFAC label than were those in the céntrél\QIE
- group. ' _

_ Of the subjects who received the parpphlet as pari of their educational treatment,
approximately two thirds reported reading it at least in part.  Respondents in treatment 3,
‘hom the pamphlet was the sole educational material, were slightly more apt to read it -
espondents in treatment 4, who receivéd it following the slide—tape brgséntation.

Whether or.not members of a househoid smoked had no significant infiuence on
whether or not an FR fabric was chosen. .

Significant dif ferences in knowledge gain were found among subj?cts exposed to
different CE treétlments. Even when cont-roiling' for age and pre—test scores, sub jects in
CE treatments 2 and 4 had significantly greater increases in knowledge than did subjects in
both CE treatments 1 and 3. Consumer information had no effect on knoWledge gain.

A signifi;ant difference in the number of important dimensions considered was
found among Ci treatments, with subjects Ain o trea‘tmehts‘ 3 and 4 mentioning significantly
fewer importaﬁt dimensions than subjects in Cl treatments 1 and 2.  No significant
différencbes in number of salient dimensjons were found among Cl treatments éﬁd no
significant differenceg in number of either salient \or important dimensions were found
among CE treatments. |

Significant differences among CE/Cl treatments were found on intention to buy FR
low durability, nonFR low durability, nonFR medium durability and nonFR high durability
fabrics, Subjects in Cl treatment 3 (British label) were, generally, somewhat Iessilikely to
buy nonFR-fabrics, and those in Cl treatment 4 (Ui / r plus durability labels) were, generally,
less likely to buy low durability fabrics an:: more likely 1o buy high durability fabrics. Ci

treatment affected intention to buytoacrea ....ent:han did CE treatment
~ ,
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Significant associations were found between exposure to different CE/Cl
treatments and faEric chosen.  The significant association was relatéd to the effect of
fhe durability labels on fabric chogen rather than to fhe effect of the flammability labels,
however. Subjects in Cl treatment 4(UFAC plus dufability labels) were significantly more

likely to choose high durability fabrics than subjects in the othear three Cl treatments.  For

. all CE treatments together as well as for CE treatment 2 alone this association between CI

and fabric chosen held (Table 20). } o

Significant assogiations were found between exposure to different CE/CI
treatments and choice efficiency. Considering all CE treatments together, a signifiéant
association existed between Cl treatment and selection of an FR fabric, with subjects in Cl
treatment 3 tending to choose FR fabrics more often than subjpcts fn the other th 2e CI
treatments combined.  Significant associations éxistec >etween exposure to both Cl
treatment and CE treatment and selection of a suitable fabric. For CE treatments 1,2 and
4, subjects in Cl treatment 4 (UFAC plus durability labels). selected suitable fabric more
often than subject§ in the other Cl treatments. .

B. Conclusions

The first objectiveﬁtg design CE and C! strategies regarding upholstery fabric -
serviceability and textile ﬂafnmability, was accomplished.  Four CE treatments and four CI
tr‘eatments, all discussed in detail in Chapter 3, w}ere developsd. .

The second objective was to test the effectiveness of these different strategies in
changing consumer knowledge (cognition) and behaviour (choice) with respect to
upholstery fabric flammability.  This objective was also accérriplished‘ -

Results indicated differing effects of the various CE treatments on knowledge
gain. The slide—tape presentation showed the greatest effect on knowledge gain. = The
pamphiet had little effect on khowledge gain, due likely in part to subjects not reading it
The addition of the .pamphlet in Cl tn;éatment 4 did not acid .0 the knowledge gain brought
about by the presentation alone.  Thus, it.may be concluded that consumer education has.
the potential to change consumers’ knowledge but its effectiveness can depend on its

format A prasentation strategy clearly appears more effective than a pamphlet strategy. i



It should be noted, however, that effectiveness may also depend on characteristics of the
consumer such as capacity for, and interest in iearning (as illustrated in the EKB model).

Of the two flammability labels used in the Stl.de, subjects were more aware of the
British label than the UFAC label.  As well, the British label was shown to have the most
impact on pufchase_ behaviour regarding FR.fabrics.  The British label tended to »
discourage selection of nonFR fabrics whereas UFAC. labels did not necessarily act as
encouragement to select FR fabrics.  These findings suggest that the visual impact and
negative connotation ;Sf the British ‘Iabel are more compelling and thus more effective in
increasing awareness and influencing purchase intentions regarding textile flammability.

Consun:\er sducation did not seem to have an effect on the salience or importance
of FRasa produ_ct attribute.  Flame retardance remained one of the least often
considered prodﬁct'attributes. This result appears not to support the EKB model which
suggests that CE has the potential to modify consumers’ existing evaluative criteria.. It
appeaks that merely one exposure to consume‘r education regarding textile flammability is'
inadequate to alter COH;UMBFS' existing evaluative criteria and make FR an in;portant
product attribute.

Effects from the durability rating label were ' more apparent than were those from
flammability labels.  The durability label was shown to be highly useful it terms of

. . N~

selection of an appropriately durable fabriq but at the same time the effectiveness of the
UFAC Iabél appears to be reduced when accompanied by the ddrability label. The much
higher importance to consumers of durability over flame retardance, howaever, and others’
findings that information affects choice on an importaht attribute (Nou’rse and Anderson;
1973), lead to the conclusion that a high durability rating would have more effect on
choice than would a flammability'label until attitudes change and FR becomes a more
important consideration. 3
| Cénsumer information was shown to have an impact on.purchase be‘haviour. ~
Consumer education, on the other hand, was not | Although CE was found to significantly
affect knowledge gain, none of the CE treatments appeared to affect the salience or
importance of FR; therefore it is not surprising that they did not yet significahtly affect

choice of an FR fabric. ~ Findings of Staelin (1978) are strongly supported by tr:lg results



89

of this study. A hlerarchy of effects (Day, 1976) is likely the reason for such results.
" Before ac®.1al behaviour is altered consumers must alter the;r attitudes towards
upholstered furniture flammablhty and any type of corresponding labelling.  As such,
\fepeated exposures‘ should eventually affect attitude and in turn choice.

The aforementioned concluding thoughts may be condensed into the folioWing
g

major observations:

1. Consumer education can be effective in bringing about knowledge gain.

2. Even though there is knowledge gain. behaviour change in the short run is limited.

3. Consumer infé)rmation can be effective in improving choice efficienc;, especially if
‘it is relevant to consumer concerns.

4. Of the two types of flamability labels, the British warning Iabets were more
effective than the UFAC labelis in eiiciting consum;r response.

5. T-econcept of ahierarchy of effects is substantiated by results of this study;

attitude change is a prerequisite for behaviour change.

Limitetions '

This study wa~ iimited by the inability to randomize subjects into CE treatment:s).
Although analyses reveaied few meaningful effects from extrar.eous variables on results,
biases likely existed. | .

The fabrics used for the experiment lmposedﬂ)ther limitation on the study.
Even though the researcher attempted to choose Qabrlcs of similar aesthstic appeal,
differences did exist ~ Such differences likely influenced results to some extent

The instruments used for data uollectlon could have limited the study to some
extent as well. Measurement of varlables such as "label awareness” and "’ purchase
~ intention” may not have been as accyraté as deswed

One further limitation may hav\:ej;eqh interviewer bias. “Even though training
seWwere conducted and similar instrus;tions yvere given to each interviewer,

differences in attitude and style likely existed and may have affected results.
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C. Recommendations

As indicated in the introduction, some form of furniture flammability regulation and
labelling is warranted in light of current fire statistics.  This study attempted to evaluate
consufnér response ~to various CE/CI strategies that could evolve regarding such

b

The following recommendations for CE and Cl are presented to guide policy

~

decisigns regard}ng_an uphblstered furniture flamme" ity standard.
. a
Consumer"EducationJ 7.

Findings of this study show=d that =. nsumer education affects knowledgs;
however, findings alsg sugges'¢d that hecause o .. merarchy of effects it takes time for
this effect to translatc: into attitede and beasviour i:hange. Such is likely the case’
regarding positive evaluation anc croice « = F< “#brics.  Introduction of consumer
education as soon as possiblé, therefore, - an/esséntial prerequisite to future attitude and
Behaviour. change. FB must be cons_i,d\egzd”a/n important pfoduct attribute before
consumers will choose it, espé"cially} voluntarily. Reinforcement and repetiﬁon’ through
consumer education should bring abo‘yutia gradual chanc : in how consumers evaluate
alternatives.

‘ The audio—\{isual presentation was found to be the more effective CE medium in
this study. If the Canadian gove;rnment decides to implement a consumer education .
program regarding upholstered- furniture flammat;ility it is recommended that funds be
directed to the production of audio-/visuél sequences (television spots, slide—tapes, etc),
and that their use be repeated numerous.times over the next few years.  This type of
program woulc{ be very important if a valuntary standard were to be adopted, but it would

H

also complement a mandatory labelling program.

b

.Consumer Information: Labels

The British label was found to be more effective in this study than was the UFAC
label. If the Cénadian government.introduces a flammability labelling prograrh for

upholstered furniture, a system similar to the British one is recommended. If a voluntary
T e

+
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standard is implemented at least the corresponding labels should be of the British type — a
warning label attatched to non—-complying furniture.  With a voluntary scheme of this
nature, however, it may be difficult to get manufacturers to voluntarily attach a negative
label to their non—complying furniture. ,

Durability labels were shown to have a substantial effect on choice of an S

@probriately erabIe fabric. Results also showed that durability labels reduced the
effectiveness of flammability labels whén both were evident on a fabric. ©= As such, if the
government implements a durability rating labelling program as well as a flammability
labelling program for upholstered furnitur-'e, Ies§ effect from the flammability labels should
be ex>ected, at least until consumer education efforts make FR an important product
attribute.

Further Research ‘ : ' ¥

Although subjects were fairly represenfative of the population of interest to this
study, significant differences were found amor‘x\{; the different CE groups on some of the
demographic/socioeconomic variables. These differences affected dependent variables
to some extent.  As such, replication of this study is recommendéd, using more random
assignment of subjects to CE groups if possible.

Much of the literature reviewed suggested the necessity of consumer education to
ensure effectiveness of consumer information (labelling) programs.  Results of this
study, however, indicatec} thatvit is not as clear—cut as this. Replicatioﬁ of the study using

" another complex product category may provide f;rther insight into the relationship.
between CE and Cl as well as contributing toward theories of consumer behaviour.

Longitudinal research designed to measure the long term effectiveness of
consumer e’&)ucation programs, particularly regarding attitude change,:though difficult
methodologically, could prove extremely rewarding for public policy makers as well as for
consumer behaviour theorists.  When policy decisions involving large expenditures are

contemplated, evidence attesting to the long term effects of both consumer education and

consumer information would be extremely meaningful.
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Refinement of the instruments could improve the validity of the experiment and the

~areliability of'the results.  For example, measurement of the variable “label awareness”
needs to be improved to ensure that awareness is indeed measured.  Although an
| attempt was made by the researcher to use fabrics of similar construction and aesthetic
appeal, éifferenc;es did exist — differences that may have affected results.

Results of this study indicated effects froh demographic/socioeconomic variables
on ér’fectiveness of CE/CL More extensive analysis of this‘data might suggest
appropriate avenues for further resear~* into the influence of such variableé on consumer
propensi’ty to respond to CE and utilize Cl.  Such information would aid in effectively

targeting CE/Cl efforts. o ' . .

<
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FACULTY OF HOME ECONOMICS

THE UNIVERSITY OF ALBERTA - EDMONTON, CANADA - Y8G 2M8

403 - 432°3824

Dear Consumer:

Thank you for agreeing to participate in this research project.
Your participation will include:

- (1) completion®of the attached brief questionnaire today and
returning it in the enclosed postage-paid envelope, and
(11) an appointment in your home, when you will be asked to
imagine you are selecting fabric to reupholster some sofa
or chair already in your home. This appointment should
take no more than one hour of your time.

You are reminded th:t your participation in any part of the study
is voluntary and that you may withdraw at any time. All responses will
be treated confidentially - your name will in no way be associated with
any of the information collected.

For your participution, )
of which you are a member, will be paid $2 00. In addition, your name will
be entered into a draw for the fabrfc you choose when we meet with you in

your home.

Please sign the consent form below and return it with the completed
pre-test.

Sincerely,

/\—5 Z/u/ [/L«{.'Lé"r\ . - %/; ( é,\{,(/é\

Betty Crown, Ph.D. - Kathryn Chandl«3
Professor and Chairperson M.Sc. Candidate and Research Assistant .

Clothing and Textiles Department

I/We - : agree
name(s) - please print :

to participate in the research project on choosing upholstery fabric,
including a choice exercise in my/our home.

Signature(s) Address
- 7
N /

4 /

~Phone No.

TB-CT3505~6 \
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Pre-ctest

The following questions are designed to tell us un;ethinﬁ about your
experience in purchasing upholstered furniture as well as your current
knowledge about such products. For questions 4 to 13, we would
appreciate your checking the "don't know' response if you do not know
the answer or do not understand the question. Please do not guess.

1. How many times have you purchased upholstered furniture (nofa and/or
-chair) 1in the last five years?

(Note: purchasing a matching set of 2 or more pieces at the’
same time would count as only one purchase.)

2. How many times have you purchased upholstered furniture in the
last ten years (including the purchases in f1 above)?

3. How many times have you purchased upholstered furniture in the last
twenty years (including the purchases in #2 above)?

For the following six items, please indicate whether you think each
statement is true or false. <:i)

4. With pile fabrics such as velvet, the denser the pile, the longer
the wear life. - :

True Fulse . Don't Know

5. Stiff coatings on the back of an upholstery fabric help the fabric
have a longer 1life.
True . False " Don't Know

6. Non-expanded vinyls remain flexible for a longer length of £1me than
do expanded vinyls.

True False _ Don't Know
7. Cellulose fibers, like cotton and rayon, are more likely to bhurn
than wool and nylen. ]
True False Don't Know '
8. All upholstered furniture now sold in Caﬁada must béar labels
indicating compliance with flammability standards.
True ) False . Don't Know

9. The fire hazard of upholstered furniture is determined as much by
smoldering of cushioning materials and the resulting smoke and
fumes as by the rapid burning of covering fabric.

True False - Don't Know

TB-CT3505-6 : o ‘ Continued ...
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For questions 10 to 13, check the ONE answer YOu think 18 correct.
If you do not know, please do not puess. ;X
10. Better overall durubillfy of an uphollte;> fabric results with:
a) tighter weaves and loosely twiqied yarns
b) 1looser wveaves and synthetic yary
¢) tighter weaves and highly tvintég yarns
! o Dén't Know
11. - Which of the following statements regarding flocked upholstery
fabrics is falge?
N v
a) Flocked fabrics, thcugh they reseﬁble pile fabrics
in appearance and feel, are made very differently.
b) Flocked fabrics are generally more durable than pile fabrics.
¢) Small particles of fibers are attached with an adhesive
to the surface of a background fabric and can sometimes
loosen or rub off.
Don't Know
12. It has been estimated that ignition of upholstered furniture accounts for
a) 0 - 5%
b) 11 - 152
c) 30 - 40%
of all fire deaths in Canada. Don't Know
13. ' In an actual fire involving furniture, the ease of ignition and

subqequent course of the fire are determined by:

a) the ombfnation of materials used in the upholstery
b) the surroundings of the upholstered furniture
c¢) the design of the upholstered furniture
d) all of the above
e) a) and c) only.
* Don't Know

103
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Post-test

For the first six {tems, please indicate whether you think each
statement is true or false. We would appreciate your checking

the "don't know" response if you,do not kmow the ansver or do not )
understand the question. Please do not guess.,

1. With pile fabrics such as velvet, the denser the pile, the longer
the wear life. .

True False Don't Kaow .
——— r————r

2. Stiff coatings on the back of an upholstery fabric help the - . s
fabric have a longer life. s !

True Yalse ‘Don 't Know

3. . Ron-expanded vinyls remain flexible for a longer length of time
than do expanded vinyls.

True . False Don't Know

4. Cellulose fibers, like cotton and rayon, are lore‘ likely to burm
than wool and nylon. . )

True o False " Don’t Know )
I

5. All upholstered furniture now sold in Canada must beat’ labels
indicating compliance with flammability standards.

True False *  Don't Know

6. The fire harard of upholstered furniture is determined as much by
smoldering of cushioning materials and the resylting smoke and
fumes as by the rapid burning of covering fabric. :

True False ) ' Don’'t Know

~ L.

For questions 7 to 10, check the ONE answer you .think is correct.
- If you do not know, please do not guess. .

7. Better overall durability of an upholstery fabric results with:

8) tighter weaves and loosely tvisted yarns
b) looser weaves and synthetic yarns
€) tighter weaves and highly twisted yarns

Qi T Don't Know
o’

———

t
v

8. Which of the followinpg statements regarding flocked ubholetery

4 " ° fabrics is false? ) -;
’ a) Flocked fabrics, ‘though they, resemble pile fabrics

w in appearance and feel, are made very differently.
b) Flocked fabrice are ‘generally more durable ‘than pile fabrics.
c) Small particles of fibers are attached with an adhesive

to the surface of a background fabric and can somerimes

loosen or rub off. .

Don't Xnow

9. It has been estimated that 1gnition of upholstered furniture accounts for

.a) O -52
h b) 11 - 15%
€) 30 - 402 .

of all fire deaths in Canada.

~ Don't Xnow

. ~

10. In an actual fire involving® furniture, the ease of ignition and
subsequent course of the fire are determined by:

a) the combination of materials used in the upholstery

— b) the surroundings of the upholstered furniture

: c) the design of the upholstered furniture

d) all of the above

e) a) and c) only. .
- Don't Know

1]

TB-CT3505-6
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Interviewer: Please record who is participating:

1 couple
2. wife alone : .
3. husband alone _ '
N 4. single male .
5. single female .

6. other (specify) =

INTRODUCTION: Thank you once again for agreeing to participate in this
project. I would like to remind you that all information

vou give me will be confidential, and that you can withdraw from the

study at any time. In a minute I will be asking you to choose among a

variety of upholstery fabrics, imagining that you are about to reupholster

some sofa and/or chair already in your home. You should select the fabric

you would actually choose if this were a real purchase situation, because

your name will be entered into a draw and thus you may have the chance

to win the fabric you select.

Hould‘you please tell me which sofa/chair‘you might be
wanting to reugholster?

Interviewer: note styie 1. contemporary formal ‘2. informal -
: 3. traditional formal 4, informal
condition 1. like new 2. somewhat worn
3. quite worn

y

Before we bepin, I have one question for (the two of) you (to think about
and discuss). If you were actually huying fabric to reupholster this
sofa/chair today, what characteristictsaould you be looking for in

vour choice of fabric; i.e., what properties would you want the fabric

te have or not have? ’
4—/

Interviever: record all attribytes as mentioned. (Do not prompt.)
(Respondent 1) — (Respondent 2)
\_/\\
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Now please imagine that I am the interior design consultant from your
selected setailer. I have brought sample books to your home so that
you can select your fabric here among your other furnishings.- Let me
first show you each of them, then you can go throuph them again as

' many times as you wish. Assume’ that all fabrics are in the same
price ramge and are available in approximately the same colors (i.e.,
do not worry about price and color for now).

(Go throuph samples: '"This is a cotton corduroy,' etc.)

Take time now to look carefully through the book and select the ONE
fabric you would order. Take as much time as you wish.

4. Interviewer: record‘Qelevant comments/questions during choice process.

(Respondent 1) (Respondent 2)

P

5. Note: Did respondent(s) - comment or ask about special labels
. look at special labels .

seem to be unaware of special labels)

) - N/A
6. SELECTED FABRIC (Interviewer: check ong)
1 A (Fr, low durability) ST, G (FR, low durability)
2 B (non FR, low durability) 8. H (non FR, low durabilfty)
3. C (FR, med. durability) 9. I (FR, med. durability)
4 D  (non FR, med. durability) 10. N J (non FR, med. durability):
5 ) E  (FR, high dqrahilityj 11. K (FR, high durabilicy)
6. ‘¥ (non FR, high durabiliry) 12. *L (non FR, ligh durability)

7. Can yog?tcll me what were the main reasons you chose this fabric?

TTTtTTTT Tttt - (Do not prompt.)

O
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Now, for each fabric, I would like you to estimate the likelihood
that you would buy it if you were actually gpoing to reupholster this
sofa/chair. Can you rate each one on a scale of one to ten, vhere
ten is extremely likely to buy and 6ne is extremely unlikely to buy?

Rating (1-10) ‘ .

Sample

mmg 0w >
MR GoHXO

10.

Please tell me now where this sofa/chair would be used if it were
reupholstered with the fabric you have selected:

1. Living Room 2. Family Room 3. Basement Recreation

4. Den 5. Other (Specify )

Does this mean that:

1. it will get only occasional .use;

2. . it will get more than occasional, but not constant
usage; mostly by adults; .

3. it will be used by a family where it will get normal : ©
- constant usage? ’

For respondents in CE treatments 3 & 4 only:
\

You should have received a brochure on upholstered furniture approximately

one or two weeks ago. WOuld you mind telling me whether or not you

have read 1t?

Respondent 1: Yes Respondent 2: Yes
J?art]y R Partly
' No ___ v No
Unaware ) ' Unaware
N/A ) ' : N/A
1
)



»
I would now ask you to fill in each of these forms, May I
renind you once again that al) information you give me-will be
corfidential and in no way associated with your name.

Hand out: (a) Post-Test - "These questions may look familiar.. I
(Separately) would like you to answer them once again.”

(Read instructions at top of page.)

(D) 1lifestyles (Read ipstructions at top of page and
point out "strongly agree” and "strongly disagree”
columnsi) .

(c) Demographics (Read instructions at top of paée. If
two respondents, direct them to reapond for both.)

o

Interviewer: .
Y

1. (a) How many people live in your home?
(b) How many adults (18 years & over)?
(¢) How many senior citizens?
(d) How many children 12 years and under?
(e) How many children 13-17 years?

2. How many peopleiln the home smoke?

3. Interviewer note sex of respondents:

\

Respondent 1 Respondent 2

That is the end of my questions. 1 wish to Ehank you once
arain for vour cooperation. .

i

The purpose of this study was to qptormine'the effect of various
cducation and information strategic¢s on consumers' choice of gpholste%y
fatrics. For examplcé, one of the factors that was varied is the labels
on these samples. (*1 would like to point out to you now that the
spcecial labels on these samples are not currently used in Canada, so

", do not cxpect to sec them on fabric ot furniture on the Canadian market

right now. However ...) the Federal Covernment is considering )
implementing some type of flammability regulation or labellinp program
for upholstered furnirure. "This study was desipmed to help the Government

du;;}u#n(/thv usefulness of . labels. / "
. . /’ )

A : . ,|

v '
*Intervicwer: ,
Omit th%g portion when no spectal (FR) Tabels are attached to samples.
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The following items are to provide us vith background information

about all participants in the study. Please take this sheet and check
or (111 in thc appropriate responses.

»

TB~CT3505-6

RESPONDERT 1 RESPONDENT 2

T (If applicable)
Highest level of education you have completed:
Elementary
Incorplete eeiesessssacesertseananse
Complete Cre e Cresarsaeveenn _
Junior High ~ -
Incomplete Chesaecctrasetsteeesartaons e
Complete et sseserneatteatearnanonan
HAigh School
Incormplete et eeseatanasirrssene e N
Complete Cesaeseenaes Cheeseseaenan e
Non-University (Voc/Tech, Nursing Schools)
Incrmplete  c......n ceareestasicesesanena
, Complete .. ... ereasssesrese et _
Universicy
Inconmplcte Cisesassasnee Ceteesnene teveee
Diploma/Certificate (Hypienists)  ......... .
Bachelor's Depree  ..cceeesveedocaecccnaens
Medical Derree (Vets, Drs, Denticre) .,.... e
Master's Degree eerensaene  esas Cieees
Doctorate R .
In total, how many years of -choéllng do you
have? This includes tota) of gradc school, high
school, vecstionsl, technical, and university. Years vears
Your Are (in vears) ° years _ years

 Your present employment status (check one) :

Employed full-time it rasesesactesaennns
Emploved part-time civeserencsaseraraennna
Unemploved crieasarreans ecaeaenn .
Retired PN ceen
In School vesaseresnasenns [P
Keeping house eeorreseseranecrranas

Other (Specify)

Your current OCCUPATION: please describe what you do and the kind of
firm or agency for which you do it (e.g., clerk in a grocery store;
elementary school teacher; professional cngineer in own consulting firm).

Respondent 1 _

Respondent 2

What is the TOTAL income of all the members of this household for this
past year before tax and deductions? TPlease check the most appropriate category.

Under $10,000. $34,000 - 39,999 __
$10,000 - 15,999 _ _ $40,000 - 49,999 .
"516,000 - 21,999 _ _ ‘ $50,000 - 59,999 __
$22,000 - 27,999 ___ $60,000 - 69,999
$28,000 - 33,999 ' $70,000+ o



Slease read through esch of tha different statements ustac
saelow snd ciwrcle the one number which best descrizes the
axtent 10 which you ‘sgres’ or 'disagree with each
statemaent

I think | have more seif-confidencs than most people

My friends or naighbours often come to me for agvice

must admit | really don't like household chores.

shop a lot for “spacials”.

often seek out the advice of my friends regarding
which brano to buy

dont like to see children's toys lying sbout

ke to entertan in my own house .

find myself chacking the prices in the grocery store
even for small items

usually kesp my house very nest and clean
| am more independent than most people

Id rather ba more comfortable and less stylish than the
other way around

I find cleaning my house an unpleasant task

Paople come to.ms more often than | go to them for
nformation about brands - .

like- to have the latest styles and colours in my home

|. sometmes worry that something | buy will turn out to
be a mistake I .

‘Usually waich the advertisements for snnouncements
of saies ’

My neighoours or friends usually give me good advice on
what brands to buy m the grocery store.

| am uncomfortable when my house is not complstely clean
1 think | have a lot of personal ability. ‘

| would like to redscorate my home often

Accessories sre an impertant part of today‘; Iook.'

A person can save a ot of money by shopping around
for bargans ’

| prefer 3 simple. classic look to ¥ more fancy or
detatiad style .

Our days segm. to follow a definite routine such as sating
meals at 8 regular time. etc.

When I'm shopbmg | lock for practical rather than
fashionable items.

enjoy most forms of housework

aiwsys look st the labe! to find out what an Ufem is
made of befors | buy it “\

My idea of housekeepinig is "once over lightly”

| like to be considered a leader.

Somewhat
ongly
153Gr o0

Disagres
Str
D

Strongly
Agree
Agres
Agres nor
Disagree
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Images en couleur
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General Directions to Interviewers

' Attached
Forms for
Reference

Each time you receive a list of consumers' names
you will be given ID, address, phone. number, A
CE treatment; as well as a code sheet thh 1D
and the next 9 iteme completed. B
You should phone the consumer as soon as possible
and arrange an in-home appointment within the C
specified time period. Try ta ascertain at this
point who will comprise the decision-making unit \
to be interviewed. - If the appointment is made: .
much in advance, confirming it again closet to
the appointmqqﬁ\?ime might be helpful.
For each in-home appointment, arrange a file
containing one each of: .

- interview guide ) " D R

- post-test E

- lifestyles instrument F

~ demographic instrument G

H

- signature sheet

Make sure that the ID number is filled in on each
of the first four instruments prior to the appoint-
ment. (In addition, you could take along one extra

‘copy of the post~-test and lifestyles instrument in

case Respondent 2 wishes to complete these. This
data will not be used, however, so do not attach
ID or code it.) '

Before you leave, be sure one respondent in the

household signs the signature sheet. These are . H
necessary to prove to the funding agency that the

interview actually took place.

During the choice exercise, it is essential to .
ensure that the respondents see all pages of the

sample book in full. As you show them through the

sample book, be sure to lay the book..out flat and

turn each page over fully so that the next page is D

completely v151ble. : (top of p.)

At this point in ‘the interview it is also essential
to record all relevant comments., This will not be
easy, but it is very important to do so.

While respondents are looking at the fabrics do not
volunteer any information about properties. However,
if they ask about a specific property, answer as
simply as you can - eg., if you have CI treatment #2
a consumer might ask if an unlabelled fabric is flame
resistant. Point out that it  has no label indicating
that it is. :

As soon as possible after you have completed the ,
interview, code the data on the code sheets according I
to the enclosed code book. v J

Staple together the two code sheets and the
lifestyles instrument. ) I,F

For each participating household, return:
all data sheets

code sheets
signature sheet

T - o
oo B ]



