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CHAFTER I

INTRODUCT [OM

Heightened consumer expectations have brought about a
strong consumer movement:; not only in the United States, but
throughout the worlid. The demand for conszumer protection by
organizations has risen dramatically (Hogarty, 127350,
Consumers =ingly and in groups are speaking out and being
heard. Consumers studies has emerged as a professional
degree program in institutions of higher learning. In
response to the need for programs to train consumer atfairs
szpecialists and the demand for individuals capabhle of
establishing and implementing consumer affairs programs,
many universities have developed consumer agencies.

There is a need to improve consumer protection agencies:
out, according to Jackson (1977) it i3 rnot clear what topics
of study. cognitive learning behaviors, and program
guidelines are best suited to the design and implementation
o0+ successful consumer affairs programs. University consumer

agencies can provide experience for students in solving

[}

consumer problems and increase ztudent awarsness an
prnowledge of consumer 1ssSues and communlty resourcss.

Independent consumer agencies, such as universzity based

[y
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agenciec, can represent the consumer interezt om thoe Lo

and state level. More detailed information about univermity
consumer agencies and their interacticon with conmsumers car
orovide insights into the processes and trends 1n conzumesr

education, protection, and problem rescluti

b
s}
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;
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PEIY writes that dizzatisfaction oocurs if

[,

Dear
upections exceed performance levels and ie generally
assumed to be a primary determinant of complaining behavior.
According to Hroll and Hunt (19280, the consumer—-interect

area recognizes the desirability of coordinated esffort

(Al
-
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achieving greater understanding of consumer problems

i
a
1

more realistic solutions. Froll and Hunt alzo ztate that

it
a
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s
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directi1on iz needed. The changing snvironmen
1280z ang the zcope, depth and volume of consumer izzues
have 1nfluenced the way many CONSUMSr AQenNCIilSs ODSraTo.

A comparative study of the consumer agQencles Sponscread

bw unmiversities 1n the Big Eight Conference 13
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we arz to underztand their nature ang scope. Thiz ztudy

4-
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undertalen to analveze the ztate university sponsored

mechanisms avallable within the Big Eight Confarence, nasec
on the recommendation by Geirstfeld and Choy (1978) wo

anzlvoe 1n detail this mechanism through which consumers can
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understanding of university sponsored consumer agenci

i

=. I+
involved a comparison of the scope arnd nature of consumer
agencies sponsored by universities in the Big Eight
Conference. The objectives of the study were:

1. To identify and describe the consumer agencisc
within the Pig Eight Conference.

La To analyze and compare the services providea anc
issues considered important by the agencies.

e To assess and compare the operations according teo
the &) organizational chart, b) objectives, ©) budget,

d) office staff and workers, and =2) number of complaints
handled in relation to population served.

4, To develop & profile or model of the Big Eight
consumer agencies and to make recommendations for use of the
findings of this study.

=, To make recommendations for fuwther study in this

Alrre s,

Agssumptions and Limitations

This study was based on the following assumptions:

1. Adequate records were maintained 1n e:x1

1

ting
consumer agencies zponsored by universities 1n the Big Eight
Conference for the time peripod August 198E through May 1984.

e Exioting consumar agencis

"

zsponsored DY
universities 1in the Big Eight Comference handls consumer

complaints and problems.



The following limitations applied to this studwve
1. The study was limited to the comparison of the five

isting consumer agencies sponsored by universities in the
Big Eight Comnference.

4

2. The study was limited by the records maintainesd in
the sxisting consumer agencies sponsored by univserzinies
in the Big Eight Conference and to the extent this informa-

tion was made available to the researcher.

Definitions

The following definitions were utilized in the study:

Consumer — "The ultimate user of any goods, SEryices,
products, stceteras; for example, the listener at a concert
28 & consumer of music. while the concert artist iz a
producer of music . . . Y (Good. 1259).

Conzusmerism/Consumer movemsnt - "encompasses the

evalving activities of government, business, independent

organtoations., and concerned consumers to protect and

]

enhance the rights of consumers" (Aaker and Dav., 19832).
Consumer studies — Concentrated study 1n any or all of

the following: consumer affairs. Cconsumer SConNOmMic

1t

. COnsumer
mducation. consumer educational services., consumer finance,
consumer policy. consumer relations., Cconsumer resources,

monsumer ZC1SNCS2%, CON3IUMEr Iervices., Consumer technol ogYy

Fou

~+

inan

N

family economizs. family 2. fanily resourcen,

family resource management, or nhousehold economics.



(81

Consumer activiste and consumsr activist organizations -
"those for whom a major goal is to induce government andg
business to provide greater benefit to the consumer, rather
than concentrating solely on producer benefits.! (Willet.
1281:

Zig Eight Conference — includes lowa State tniversity,
F.ansas State University, Eansas University. Oklahoma State
University., University of Colorado, University of Missouwr:i,
University of Nebraska, and the University of Oklahoma.

Fublic Interest Research Group (FIRB) - "isz a campus
office, run quite often by lawyers, whose salaries are
paid out of student activity fees. FIRGs do what they and
their student backers want to do, among other things lobby
ztate legislators, police university administrations,
etcetera.! (Stanford, 1975). PIRGs are educational and
although Ralph MNader says that he has no control over FIRGs,
he did i1nvent them., and goes to campuses to help organize

+hem (Stanford, 197&).



CHOPTER I1

REVIEW OF LITERATURE

Consumer dissatiszfaction with businesé has become wide-—
spread secadse consumers are 111 served by ow pressnt
production and marketing svstems (Troelstrup and Hall., 1978).
Correcting these increasing consumer grisvances leads to new
consumer frustrations and more demands for private and
npolitical action.

A thorough review of the literature revealed that no
ztudies had dealt directly with university sponsored

Ionsumer agencies, however several were i1ndirectly relatesd.

&

Ao s result of the review of literature this pressnbation was

divided into four partz and a summary to facilitate

clarity and organization. The arsas were Consumer

Breotection. Consumerism in a Changing Environment, Consumer

Farticipation., and Consumer Constituencies.

Consumer Frotection

Consumer protection and consumsr education are growing

morcerns of owr society todav. The importancs of

i1

QO BLUNEr

ightz +for the individus onsumer wWwas atfirmed by the lahs
ahtz + th ndividual con was atfirmed b he lat



Fresident John F. Fennedy (19252) in hisg "Special Messzages or

e

“rotzcting the Consumer Interest" to Congress. He zs=t fort

certain rights for consumeres:

1. The right to safety

2. The right to be heard
T. The right to be informed

4, The right to choose
Fresident Mixon elaborated on these consumer rights

5y adding the rights of the consumer to register his or her

i

dizmzatisfaction and to have his or her complaint heard anmd

"

weighed. President Ford went a step further to give
consumers the rignt to be sducated.
In recent vears, such basic assumptions as the beliet

that citizens live in a free market system where supply and

~d

demand are or should be equal, evervone will succeed 14 tnew

work hard, and that the market responds to consumer buving

1]

T e
.y

choicez bw producing better products have been wid

hat the martet

zh=allenged. In fact, Willet (1%81) =z=tates t
mlace hag changed grestly over the past I vears and than

.y
5]
it

the 1ndividual consumer’®s power sgems insignificant o th
of corporations whno are influencing an increasingly larage

zhare of our buving decizions. Also., the government has

i
il
3
3

entered the marietplace as provider. standard setter,

orotector of citizens and industrv through regulationz and

According to Aaker and Day (1983)., the zcope of

consumerisEm ncluges tne rigaht to redress and the right oo
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an envirenment that will ennhance the gualit. of
Consumer rightsz are numan rights. The conszsumer movemsnt has
spread worldwide, focusing con a wide range of activitiers

designed to recognize the value of people and owr environ-

ment. Over the vears., the activitiegs of consumers nave

laa

ion, protection., and sxoanzion of

~mmul te

Cl

in the recogni
consumerism. A 2 dvnamic force 1n todavie rapidly changing
zpciety, consumerism continues to broaden, matur2, and change

itz thrust (Aaker and Day, 128327,

Zonsumerism 1n a Changing Environment

Consumers view the retailer and manufacturer a- their
orimary avenues of redress for unsatisfactory purchazess
Hasfner and Leckenbv, 1278, According to Hasfner ang

deguate short-run szolution out 1t 1=

[
11}
B
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3
¥
+
ju
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i
=1
it
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the long-run solution. education. that ic the mosht ocriticae

=iement. Due to the lack of information about conzumer.

protection. 1t 1 important to construct meaningfal
“i1amal programs. There 13 alzo 3 need o Conyinos CoONTUmEr

that they have the power through cooperation wiith others o

solve thelr oroblzms. Az Hares Bovite (1980, p. 1) writss:
Throughout ow =zZocisty, Lthere 13 a deep and basic
need among p=ople to get come nandles on the
imstitutions which control ftheilr lives politioalls.
Foomnomically. and socially. Feople need to fzsel
there 12 something they can influencs ang conhe ol
andg in whicn they can trust (Stanley Drever).



noh recent development.

i

The zonsumer movement i

]

Ly

1]

u )

liat 1981 states that while it

T}
it

tremgth 13 firmly
grounded in today’s concerns and processes. it is the logical
autgrowth of citizen movements of the American Revolution.
nineteenth-century populist thinking., and the civil-rights
ztruggle and trade unionism of this century. an undeslying
thems +for today’s consumer movement 15 change. Consumear
groups must adjust to a rapidly changing social, economic,
and peolitical environment. According to Willet (1981}
consumer groups know it is no longer enough simply to alert
the public to consumer problems. They must offer solutions.
The nature and depth of the consumer community’s treatment
of concerns is affected by the growing volume of izsues

demanding attention.

1

The roles of government and consumer protection agesncie
have received attention in recent years. Farticulariy
noteworthy is the movemesnt away from the regulatory approach

and towards the informed buyer approachs with the attract:

n
wt

¥
H

of the latter being 1ts claims of greater fre2edom and choice

3]

and greater efficiency due to differences in consumars’
need for protection (Dardis, 1283). PReliance on the

informed buyer approach leeds in turn to the guesstion of
whether individual conzumers will assume responsibility
for their own protection and utilize available consumer

ACenclas.



Conzsumer Participation

(N

atisfaction is important to the individual consumer
because it reflects a positive outcome from the cutlay of
scarce resources and/or the fulfillment of unmet needs (Day

and Landon, 1277). However, dissatisfaction continues to bhe

1]

prevalent i1n poth the product and zervice categoriss. For
xample, Andreasen and Best (1977) report that as many ac

one 1n five purchase experiences results in some dissatisfac-—
tion and that the majority of consumer problems are noh
gupressed. Also, Day and Ash (1979) report freguent inciden—
ces of dissatisfaction for services and durable prmductz.'

Reaction to dissatisfaction i1n terms of complaining
behavior and redress seeking, however, varies considerably.
Freguently, consumers do not take action to alleviate market-
nlace problems. Day and Bodur (1978) found that reported
cazes of extreme dissatisfaction +or which mno action of anvy
kind was taken werese 4%9.48% for nondurable products, 29.4% for
durable productszs, and 23.2% for services. Furthermore. well
over halt of the nonprice purchase difficulties uncoversd byv
Andreason and Rest (19770 precipitated no acticon.

Failure to express justified dissatisfaction iz dig-
mouwraging for =zeveral reasons. First. consumers are preven—
ted from achieving redress from an unplsasant marketplace
IHPErLenca. Second, lack of complaints may maszk marketplace
problems which should be corrected. Third, the lack of

rapr2sentative data limits the amount of pre-purchass
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complaint data available to the consumer (Bearden, 19872).

Oster (1980) states that the tendency of consumers to
complain depends on some characteristics of both the
industry producing the product and the people consuming it.
Fegarding the characteristics of the complainers themselves,
unsolicited complainers are described aszs more articulat=.
more politically active, and as having more time on their
hands (Bearden 1983). Lippert and MacDonald (1921) describe
the most freguent users of complaint-handling servicss az
better-aducated., young or middle-aged perzons with higher
incomes.

According to Bearden (1983), dissatisfaction is
recognized as a primary determinant of legitimate consumer
complaints; although, many factors may inhibit or encourage
complaint expressions. The range of possible reactions tD.
dissatizsfaction and complaint process as conceptualized by
Bearden (1983) iz shown in Figure 1.

fAs zhown, the various actions consumers may take ars
subdivided into public and private actions. Frivate actions
include deciszions to stop further purchases and warnings to
friends; public actions include redress-—seeking efforts
directed toward the seller and complaints to third-party
consumer affairs institutions. Frivate actions may eventual-
ly impact the source of dissatisfaction, but it iz the public
actions that may lead to resolution of problems. It 18 the
public action taken that Beardsn uses to distinguish

complainers from noncompl ainerc.



Dissatisfaction

O\

Take Some Action Take No Action
v
Take Public Action Take Private Action
y 9
Complain to .
- Decide to sto
Seek redress || Take legal business, buying g m :::::
directly from action to private, or product, seller, or
firm obtain redress || government ], ... store || manufacturer
agency

Figure 1. Consumer Complaint Behavior

\

Findings show that there are distinct variables which
are most likely to influence the consumer to either take
action or forego action when dissatisfied. EBearden (1983)
states that dissatisfaction occuwrs if expections excsed
performance levels and is generally assumed to be a primary
determinant of complaining behavior. Other factors examined
in consumer satifaction/dissatisfaction literature include
the costs and benefits from complaining (Richins, 1982},
personality differences (Fornell and Westbrook, 1979,
sacioeconomic characteristics (Bouwrgenis and Barnes, 1979},
prépenslty to complain (Day and Landon, 1%977), and importance

of purchase (Gronhaug, 1977).



Consumer Constituencies

Consumer complaints can be seen as more than individual
vpressions of dissatisfaction to be resolved on a
one-by—one basis. Aggregated, they can be used to reduce
the incidence of problems encountered by consumers 1n ths
marketplace (Center for Study of Responsive Law). Munns
(1978) suggests this can be done in two ways: 1) businesses
or third parties can use complaints to discover and act upon
patterns of defective products, services. or business
practices; 2) complaints can be used as pre-purchase
information to inform consumers of others’ unsatisfactory
sxperiences before they buy.

One of the oldest groups which provide pre-purchase
information are the EBetter Business Bureaus, non-profit
organizations, which are financed by fees from business firm
members (Hogarty., 1973). According to Hogarty (1973, their
principal activities consist of providing informaticon about
zspecific sellers and more recently a system of arbitration
in which complaints against firme are voluntarily resolved.
But, Rosenthal (1971) expressed that Bureau reports and
services are poor quality because of the conflict of interest
between service to consumers, on the one hand, and financial
dependence on business, on the other. One of Munns (1978)
suggestions for i1mproving Bureau réports iz to redefine
complaint resolution to include consumers’® satisfaction as

well az business®™ or the Bureau's satisfaction.



Munns (1979 recommendz that conzumer complaint datz be

255, BEetter RBusinecs

o
[
14
-

made publicly available whether Dy
Bureaus, or independent agencies. Willet (1981) suggests
that local independent groups are gensrally in the pest

oozition to help individuals whose complaintes usually resul-

“rom specific marbetplace transactions. The oubligo awairlo-

]

bility of thig complaint intormation can heln reduce the
incidence of problems in the marketplacey can be usesd by
consumer advocates to prod businesz or governmenit 1nto
correcting abuses of conzumers: and can be used by consumers
to malke more informed purchasing decisions (Munns 1978,

Consumers who are dissatisfied with products or
services and are unable to obtain satisfaction may turn for
help to a variety of consumer complaint agencies and
services, which are often refered to as consumsr activict
arganizations.  Although consumer activism has alwavs
incorporated & wide range of approachess and problem-selving
stvles, Willet (1981, p. 2 suggests that zeveral ingredients
amﬁear with enough freguency to orovide a basic frameworb:

- involvement of individuals

- willingness to act independently and organice
collectively

- wge of political. =conomic. z=ocial. and media
"toole" to achieve desired endz

1

- an underlvying self-interest in obtaining hetter
goods,., serviceo, and opportunities

nterest in improving the sconomic well-being of
arge numbers of peconlse with modest to poor
ztandardzs of living

[T



- commitment to promoting catfer progucts and worbs
mormoitions, & nealthful environment and sguitanl

treatment {from marbketplace providers.

The late 1926072 witnessed & dramatic increase in the

numbsEr. sizse and effectiveness of public 1nterecst groucs

v the sarly 197073, Ralph Mader established a wvaristv
grouwss linbed loosely through hic Public Citicen Founaoss

[N

tWil=opn., 19281, Fublic Citizen

which funds si1y groups: Health Research Group., Citizen

3 an umbrella organisas

e

ot

Action Group (including the Critical Mass Energy Frojectr.

Congresc Watch, Litigation Group. Tan Reform Researcnh &
and Public Citizen Yisitor’zs Center. Public Citizen’s
aroups are supported by contributions. tvproalily $£15. £
approsimately &£5,000 concerned citizcens responding to
direct mail fundraieing appealz., (Millet, 1281i:.

To provide sxpertise and continuity, Ross (1977 =
that many students in various parts of the countrv have

2d their own citizen action groups They call t

g}

oroani
organizations FIRG=s, Fubl:z Interest Research Groups.
firzst PIRGs were formed in Oregon and Minnesota during

1970-71 academic vear. The movement spread rapidis L

8

parts of the United States (Rozz. 1973). According to

Sanford (1275), a PIRG iz founded on a campus t

l’l

netition drive. I+ Mader-backed FPIRE organicsrs can

convince more tham halt a ztudent bhody to sndorss the 1

Fougn o

zigned petions are presented to the university with the

recusst that two dollarz o morse be assecseg sach oouds

zacn term from then on. The funding device 12 callad a

[

i



"nmegative checkoff" bescause evervyone iz made to pay the fee
unless he specifically refuses or unless he presents himseld
for a refund (Sanford, 1976},

FIRGs tackle problems of general public concern.
According to Ross (1973), staff and studentz work together.
Ztudents., through elected representatives., set broad policy
gurdelines and do much of the background research. The staf
and interested faculty members supervisze student investiga-—
tore and, when the data is collected., professionale carrey
out the major part of the action program. Depending on the
particular case, "action" may consist of publication of an
2upose’, dratting a new law or requlation, lobbying or liti-

gation (Ro=ssg, 19732). FIRGs result in a coalition of stu-

4]

dents and professionals which can provide a workable vehicle
for students to pursue their ideals and apply their talentz
‘Mader, Ross, 1971). Numerous other gfoupg have utilized
thiz same model to form their own group.

According o Nil;et (1981), changes of the late *70s
and early "80s brought {further diversification to the
cornzumer community as new groups have sprung up around

issuss. For example. neighborhood groups,. workers organizin

-k

or sater working conditions, and disabled groups are all a

0

part of the consumsr movement., Today’s consumer actiwvish
community includes hundreds of groups with varied interests,
conetituencies, and methods. Willet (1281) alsoc states that
most consumsr activist organizations are stretcheo to the

laimit, with too little time to adeguately address tnhe

-“
0

ix}
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numerous concerns that demand attention.
There iz growing concern today about whether oconsumers

are aware of and understand the functions of var:iouzs

—onsumer protection agencies. To date there have been

basically two types of studiez which have addreszed the

1szue of consumer complaints concerning markst transactions.

The first examined the characteristics of those who

compl ained. The second focused on complaint characteristics

and the percent of compalints voiced by consumers. Geiztfteld

and Choy (1978 suggest strongly that more research iz

needed to analyoe third party complaint handling mechanisms.

Also. Bernacchi (12768) suggests the rnesd for an evaluation

[u]

)

-

of their responsiveness and committment to problem solv

Summarsy

The summary of related literaturs iz relevant to the
ztudy of consumerism and consumer agenclies. The literaturs
reviewsd for this study revealed a lack of information
concerning the operations of third party complaint handling
mechanisms.

Many universities have developed consumer agencies in

response to the need for programs to train consumsr affairs
zpecialists and for indviduals capable of establishing and
implementing consumer affairs programs. These agencies can

orovide experience +or students in sclving consumer problems



i

and increase student awareness and knowledge of consumsr
issues and community resources.

The agenda of consumer organizations includes many
zervices and issues. More detailed information about
university sponsored consumer agencies and their interaction
with conzumers can provide insights into the processes and
trends in consumer education, protection, and problem
resolution. Thiz comparative study concentrated on locai
university consumer organizations to analyze in detail their

nature and scope.



CHAFTER III

METHOD AMD FPROCEDUREE

Introduction

The major purpose of this study was to comcare the nature
and scope of consumer agencies sponsored by universities in
the Big Eight Conference. The purpose of this chapter iz tco
describe the design and procedures followed in conducting
the study. To acauire data which would relate to the intent
and objectives of this study. the consumer agencies
sponsored by universities in the Big Eight Conference were
determined and an instrument was developed. Data were
collected during January and February of 1985. Specific
objectives were utiliced to provide direction for the

conduct of the research.

Type of Study

This study was termed casze study as defined by Bect

11977

0

«

. P. 1080, He state=d:

The case =ztudy is a way of organising =ocial

data for the purpose of viewing social reality.
It examines a social unitis) as a whole. The
case study probes deeply and analyzes interaction

1G

v



hetween the factors that explain, present status,.

or that intluence change or growth. The case

study emphasizes analysis in depth.

The guestionnaire was used to obtain data because the
objectives of the study called for information to be
zupplied by the specific agencies. LCata were collected

primarily from gquestionnaires and telephone interviews witn

the researcher recording the responses.
Selection of Agencies

The survey of literature indicated that the nature and
scope of univefsity consumer agencies had not been studied
prior to this research. This study was designed to compare
specific services and operations of university consumer
agencies sponsored by each university in the Big Eight
Conference.

A comprehensive listing of universities in the Bié
Eight Conference with cdnsumer agencies was complled using
the "19837 Directory of State and Local Consumer
Organizations. Telephone calls were used to screen all
universities in the Big Eight Conference for eligibility and
willingnessz to participate in the study and to schedule
t2lephone interviews. Included in the study were five
consumer agenciecs, sponsored by the following universities:
Fansas State University., lowa State University, University
of Cclorado, kanzas University., and Oklahoma State

University.



Collection of Dats

It was determined that the survey would be conducted by
mail with telephone i1nterviews to record the responses. I3}
letter sxplaining the study was sent to the director of sach
agencv. Included were & guestionnaire and a ctamped
zglt-addressed envelope. Telephone interviews were
conducted two weeks after the first mailing to recora
responses and clarify information. 5ix follow-up telephone
calle requesting retuwrn of the forme and information wers
made to the agency not responding to the the first contact.
Rlso, second copiss of the letter and guesticnnaire were
mailed. A summary of the contacts with universities i1n

the Big Eight Conference is shown in Table I.

TABLE I

RESULTS OF CONTACTE WITH UNIVEREITIEE
IN THE EBIG EIGHT CONFERENCE

Fesponse and telephone interview by deadline 3

No contacts or response made in siy follow-up
relephone calls and one follow-up letter

o

Mot a university with & consumer agency,
but do provide legal aid to studesnts 2

Total Responssc &



]
(N}

Four agencies responded to the letter and initial
contact, one did not. Three universities were not eligible
to participate. These universities only provided legal aid
to students. no consumer agency or assistance was available

(Table 1!.

The Instrument

In the preparation of the study, it was determined that
s gquestionnaire woﬁld be used to meet the DbjEEthES of the
'study. During the review of literature, various msthods of
data gathering were reviewed by the researcher.

To gather data concerning the natuwre and scope of universi
consumer agencies, a set of guestions were constructed.
Feedbacl: was received from four Oklahoma State Universitw
College of Home Economics professors after they had reviewed
the gusstionnaire. Two consumer affaires profescsionals alsc
reviewed and provided comments about the guestionnaire.

The final form of the instrument contained three arsas
+to which the agencies responded. Included were:
1y organization of agency. 2) consumer services provided,
and 3) demographics. A copy of the guestionnaire is

included in the study as Appendix B.

Arnalysis of Data

t
T
]

The data and findings of thizs study enabled

\ e
¥



researcher toc present a descriptive picture of the exizting

uy

consumer agencies sponsored by universities i1n the Big Eiaght
Conference. The instrument contained gquestions requiring
answers provided on an interval scale as well az short
answer items. An item count, percentages, and rankings were
used to analyzoe and present the data ocbtained. Comparison

of agency responses to the areas were summarized in sleven

tables and five figures.



CHAFTER IV

o

FINDIN

I
¢

Introduction

The purpose of this chapter is to report and analvze
the data collected using the procedures described in the
preceding chapter. The data in Chapter IV were obtained
with a gquestionnaire. Backgroqnd data from sach of the
following agencies were used in thie study: Consumer
Affairs Association sponsored by Hansas University (KUY,
Consumer Relationes Board sponsored by Fansas State
University (K8, Iowa Fublic Interest Research Group (FIRG)
sponsored by Iowa State University (ISW), and Consumer
Action Council sponsored by Oklahoma State University.
Individual data on sach agency can be found 1n Appendis &.
The Colorado FPublic Interest Research Group (FIRG) sponzored
by the Colorado University was in the process of closing
temporarily during the collection of datas therefore. no
rFesSponse was received.

The first section of this chapter explores the
descriptive data of the consumer agencies. This information
provides a more complete undersztanding of the participating

cansumer agencies. The sescond section investigates the

24
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specific comparison of the consumer services provided and
issues considered important by the consumer agencies. Tables
were designed to make the data more orderly and easier to
compare. This chapter presents only the research findings.
Chapter V euplores the summary; conclusions, and recommen-—

dations from the research findings.

Descriptive Organizational Data of Consumer Agencies

Years in existence distributions revealed that the
majority (3F) of the agencies were in existence longer than
ten years. PBoth kKansas agencies had been in existence 13
years, the Iowa FPIRG had been in existence 12 years, with the

Dklahoma State sponsored agency in existence ? years.
ocati ency

The agencies were asked to indicate their office
location, =2ither on campus or off campus. Three of the
agencies were located on campus in the university campus
union: kKS8U, 08U, and ISU. The campus office at kU closed
in 1979, reopened in 1981. and closed again June 1984: the
remaining office, which originally opened in 1978, was

located off campusz.
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Organization of Agency

The responses received for this guestion seemed to
naturally divide into two basic categories, organizced
through the Student Government or as a campuz organiczation.
Three of the agencies (K8U, 08U, and KW were organized
through the university Student Government Association or
Senate with the 08U agency being‘cosponsored by the College
of Home Economics and Etudent Government. The fourth agency
was part of the campus organizations, with a $3 check off
charge on student enrollment. The organizational chart of
each of the university sponsored agencies are shown in
Figures Z-4.

The Kansas State University sponsored consumer agency,
the Consumer Relations Board, was organized to provide
students and local residents with a consumer protection
agency. As shown in Figure 2, the University Student
Azzociation provides all funding through student actiwvity
fees. The College of Home Economice helps staff the agency
with students. The objectives of the Consumer Relations
EBoard were to provide students with consumer education and
complaint assistance, and to provide practical experience
for student workers.

The 0Oklahoma State Universzity sponsored consumer
agency. the Consumer Action Council, was organized to
provide aid in =clving consumer problemsz and to encourage

responsible consumer practices through education. The
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agency is co-sponsor=2d by the College of Home Economics and
the University Student Government Association., see Figure 3.
The Cocllege of Home Economics provides approximately
one~third of the funding, while the Student Government
Association provides the other two-thirds. The Collesge of
Home Economics provides one—half of the salary and also helps
staff the agency with students. The Student Government
Association provides the remaining one-half of the zalary
expense plus all operating expenses through student aﬁtivxty

fees.

R e e e e e D e et mnos mmeme tame arma soass sesos seeus masne et Sake Soeee Seice SeNe FaRe 0SS 0O HSrS mbde BS0eS Sice Mepe Serme SHPS Heve Sovad Smecs s somee Seose

[College of Home Economics ] Student Government Associatio
~~~~~~~~~~~~~~~~~~~~~~~~~~ (provided all funding from
L student activity fees)

oot oot sormn coren sasen oo coten wovns 0o o vesse oo somes sove s demee maves ovose soumn cosme tosn apase Socta Somse Sagms Mates deutn Gemgn Pesm Séven SesiS Sorms (e Sedte PeStS She Ve 4e4mt Soode Socad Semms Sbavs Sovm FEVS Peane

[Famlly Economics Department]

e e e I ——
_____________ R S

[\Consumer Felations BEoard ]

ttnn ves sepen toars ot Sours Mtos Sies mesve el s Mavp Smte SeRtl Mawe Seice mass Siupe Sesd e Sores Soets Mrvs maaws Smein et

Figure 2. Organizational Chart - Consumer FRelationz RBoard
f.ansazs State Umiversity

The objectives of the Consumer Action Council wers to
promote geod relations between business and consumers. To
provide consumgr education and aid in selving consumer

praoblems. Alzo, to provide experience for the ztudent in
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=olving consumer problems and 1ncrease student awareness  and

knowledge of consumer and community resources.

College of Home Economics Student Govarnment
Association

Department of Housing, Interior
Design., and Consumer Studies

e amess srs oone Smee mewe cao4s Sovee Seers Feame w000 Sovnd s e SOOeS Ge00d GHmct cmoes Sasee S4ras Semse hecp Semee.

Figure I. Organizational Chart - Consumer Action Council
Dkl ahoma State University

The Iowa State University sponsored consumer agency.
the Iowa Fublic Interest Research Group (FIRG), was
organized to provide consumer help and mediation for
studentz and community people. As shown in Figure 4, the
Iowa FIRG iz'a part of the campus organizations, receiving
funding from a student check off zystem during enrollment.
Each individual university student has a $% check off charge
- for the FIRG. From this three dollars the Iowa FIRG
receives $2 and the other %1 goes to the university
a5 A4 fes. The Iowa FIRG has two functions. the Consumer

Protection Service and Research. The objectives of theo



Iowa FIRG were to continue to provide mediation service,

maintain files, and information for public consumer advocacy.

Iowa EBtate UniversityJG———‘ﬁl Student Enrollment
O ——— — Check off
L &2 £ charge

Iowa FPublic Interest
Research Group

Figure 4. Organizational Chart - lowa Fublic Interest
‘ Research Group, Iowa State University

The kFansas Unmiversity sponsored consumer agsncy, the
Consumer Affairs Association, was organized as a student
organization to provide consumer activism and protection to
the university. Alzso, fto prevent and resolve consumer
problems and disputes. The Association was organioed
through the University Student Senate and was originally
funded only by student activiity fees. During the {first
vaar of operations. the Association incorporated as a

non-profit private aorganization. At the time of this studs



the Association received funding from 1) ztudent actiwvity
fees, 2 city and county revenues sharing, I) Lawrence United
Fund, and 4) memberships and donations. The Consumer Affairs
Association®s Board of Directors iz comprised of a represen—
tative sample (13 members) from the following aresas: Fansas
Universzity students, Fansas University faculty and z=taff.
community, and {from the businesc community. The objectives

of the Association are to provide consumer protection and

educaticonal services to all city and county residente.

£ v Sta a Wortkers

As shown in Table II, the staffing of consumer agencies
participating in the study wvaried: but, all consumer agenciezs
had a director. volunteers, and students were able to enroll
for credit, The agency with the largest budget (FU) had a
director and a Consumer Eervices Specialist on salarv. A
hours per week. The FU sponsored agency also had positions
availrlable for two paid =ztudent interns. the current director
had zerved seven vyears as the director.

The ISU sponzoresd agency director of Research worked 20

+

houre per weelk, and had been director for two years:; the

~
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director of the Consumer Frotection service (assistant
director of the Iowa FIRG) worked 10 hours per weel:, and had
zerved one vyear as the director. The director +or the KEU
zponsared agency had served two years, 20 hows psr weel. The

08U director had served one vyear, 20 hours per weeklk.



TABLE Il

CONEUMER AGENCY STAFF AND WUORKERE

Director
{on zalarv)

ps
s
<
PN

fAzsi1etant Director

or Consumer

Services Specialist

{on salary} A X

Faid Student
Intern EX (=11

Volunteers X (N=2) X X (N=4) b & $4

Students en—

rolled for

credit X (N= XM= X (M=) X AAM=0)
g-10)

M=l unleszs otherwise 1ndicated.

¥ o positions available, one not Filled at time of studyv.

X% Community zervice volunteers working off minor aoffence
fines assigned by court.

The students enrolled for credit in sach agency handled
case loads and participated in sducaticonal activities to

ain euperience in consumer activism. The studentz enroll

e

ke

or 1-3 credits at KEU and 08U are generslly from the

tudent

U]

4]

Collegse of Home Ecoromics. igy also are generally
fram the College of Home Economicz in the Department o+t

Family Environment, and can enroll in 1-3 oredits.  Alzo.

il

1 ntes can enrell for up to 9P hows

HE

omtude

i
a

i
f



special problems, which would ncliude activities =zuch a:z
lobbving or special resszarch reports. U does not have a

College of Home Economics; therefore, the students (able *o

1

anroll in -2 credits) were from various background

[t}

[in]

including: business, jouwnalism, law., and social weltare.

Agency Budget

The agencies were asked to state their budgest for the
198%3-284 =chool year., see Table I1I1I. The zpecific agencey
hudgets varied greatly as well as the dollar amgunts. Onlw
the 0OSU agency received a budget incr2ase for 1984-235,
having had the lowest budget of the four agencies for
198%-84. Both KESU and ISU agency budgets remained the sams
for 1987-84. The KU sponsored agsncy received a gecreass
for the 198%-84 budgest.

The KLU sponsored agency budget was significantly larger
than the other agency budgets. The kU sponsored agency
recelved funding from memberships and donations azs well as
funding from three other sowcez. The agency budget
included &ll office operations and activitiesz: and due *to
the office locat:on. the agency was reqgquiresd to pay remh and
utilities. Two full time staff memberz as well az student
interns were employed by the agency. Travel eupense in town

and out of town were also included in the agency budget.
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TABLE III

COMSUMER AGENCY BUDGET 1983Z-84

o v caomy e Semes So0ss Gooe e Seaee Soote et Shmte Seatn oot oSG Vatoe Suete Sonm Somn Smves Soees S Sbees Sosee Sevte Gosts Seeve Femen Smens S0 Sensn Sasen Seece Seamy Sece eReS Sesse S GuSte Sesms Seert dSven Seben Sec Sevme Gomrs Soase Siems TS PO SHNER Chbss Seow VR PSR Seees S0u SeERS Soem Sveer

Budget Item EEU osu IsU Ky
198784
Salaries
Director FZO00 $2520 FITOOQ $£123E&0
Assistant 1000 1000&
Students 54 (1)
¥¥Froject
Director 200
Total Ealaries Z000 2520 4Z00 2I909
Rent,
utilities oegE
Office
supplies free 1S 100 1400
Publicity 165 273 100 594

Duplicating %
educational

activities 70 00 S0 750
Subscriptions 29 &0 10
Membership dues 15 ' 70
phone expenses free free SO0 2419
Equipment Repair free free 17
Advertising S0 free 100 I3
Conference fees 200 25
Travel 500
Agency Newspaper

% editor salary ZO00
Typewriter 200
Fayroll % Benefits 4207

Total Budget $3529 £330 $8360 I7844
Budget 1984-85

Increase X

Decrease b4

Femained

the same X X
¥¥The position is no longer in existence.
(1)Thie +igure is one-third of the total work study program
aypense, the other two—-thirds iz paid by HU.



Consumer Services Srovidesd

1

Consumer szervices provided and the rank level of
importance to the individual agesncy are shown i Table IV.
Three of the agencies considered complaint handling the most
important ssrvice provided o consumeErs. The REJ sponsares
agency considered consumer inguiries the most important

because they answered large quantitiesz of landlord/tennant

~h

+

inguiriss. Each consumer agency felt consumer education was
important. Among the activities conducted were: speschac,

articl

M

= 1n univarsity and local newspapers, newsletters,

publications, and radic programs.  Also

1]

ach agency had
reference libraries available for consumer use. as well as
files with pre-purchase complaint data for aﬁawerlng
inguiries. Consumer research and lobbvying were ranked low
bvw all agencies, the reason most often stateg was low
ztaffing. All services were pgrovided free to CconsumneErs
except at KU, where a #3 complaint handling charge or £2

cemplaint handling charge for students wers mades.

Complaint Assistance Provided

All participating consumner agencies provided the
folliowing complaint assistance: consulitation, inwveztigation,
mediation., and raferral. Litigation was not provsided by any

of the participating agencie=s.



TABLE IV

COMSUMER SERVICEE FROVIDED

Eervice Frovided Rank importance of service

E8U osu 18U Fid
“ea00 e crte s soten Ge008 Saee ete S e BSSD BS0S S2000 S0 S0 SEPR FERSS FRS0S S0004 S48 FeRp Bete 4aa0y s Sl SRS e S9SOS G900 oS SeR e 4eRe o Sme MRvS S48 S6un Savm SRS FRFRS S80S0 S¥900 900 RGO FNED AP PROSA SESRS TS S 2eee Pl swe heve Tises S0 snre vne wwse
Complaint Handling 2 1 1 3
Consumer Inguiries i 2 2 =
Conzumer Intormation 4 4 z <
Conzumer Education = = 4 4
Research S s 5 b
L.obbvying 5 ) &
Screen Vendors & 7 7

Izsues Considered Important

Each agency was asked to check the five issues
conzsidered mozt important to their individual agency. Table
Y shows the issuesz most important to the agencies. 0OFf the
er1ght various issues considersd important., auto rezair and
credit iszsues were considered importarmt by all participating
agencies, and mail order sales were considered an important
1s33ue by three agencies. The two agencies not chescking
landlord/fennant as a major rssue had off-campus univercity
offices which handled those problems zpecitficallv. The top
five complaints received by the Federal Consumer Offi1ce 1n
1978 were: automebiles and trucks. mail-order, banking and

credit, and appliances and housing (Rowse, 1981).



TaBLE W

ISSUES CONEIDERED IMFORTANT

Izsue Keu osu 18U kU
EBanking X X
Inzurance X h4 X
Credit X X X X
Mail order sales X X X
Auto repair X X X X
Energy x
Fopd and Drug X
Landlord/tennant X %

s v soatn ——— - Aiae 25000 s memt G000 bt catee SH0S0 ede e Sets Fesen 99008 S Semws Smete e Soees it SSede sy e Seamm Saces Shnen lases g Sesce faiep AOSSH HEFS RS Seemt Eate e Mea MAOS Tee4D Sio0a e More

Complaints Received Fer Year Since 1978

Complaints received since 1978 (including summers) ars
portraved in graphical form in Figure 5. Three agencies
wers open during the summer months, kSU., O0SU. and kKU. The
complaints received by each agency varied only by 19Q.t0 A
complaints for indivicdual agencies over seven years. The
FSU sponsored agency varied the agreatest amount an
complaints received and also had the largest number of
complaints received per vear. The information received from
ISU was limited to only 1982 through 1984: therefore. a
long—term complaint patterm cannot be seen. The QSU
sponsored agency complaint pattern had increased slightly
each year since 1978. The KU sponsorsd agency alsc had an

increasing complaint pattern., with & large increases at the
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reszolved by telephone in the inguiries figure,
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Conzumers Herved Fall 19835 ~ Soring 19284

As shown in Table Y1, the number of consumers serwved
by university sponsored consumer agencies ranged from 300 at
ISY to 4000 at kKU. Complaints cases closed by the agencizs
fell into several areas. the following are examples:
satisfactory, no response from consumer, referred to legal
aid, and no basis. The population number for each agency
includes the university population plus the community
population. The 08U, ISU, and KU sponsored agencies stated

they also serve consumers from the respective states.

TABLE VI

ot een tomas sease sttm sanen Sovne oo Seste Sowms boten Sire Gmues Goums S6eth Saved $0000 Sueen Sobes Shets Seemn Soate busme SevES SOoes S Semme SON Vet eSS Woeoe Sevps uess beose MBS Sotis eRwe Sesse S0 SHuen Seemm beom Letts Seben $0e0e Fumer SeLem Sem e SHems Soees Seeis Seee Shite bonse Seom Srews v 40tse e

SEervice Fgu osy sy KU
Complaints  501-1000 S1-15¢  E1-1S0  T01-500
Ingquiries F01-500 S1-159 RESZO00

Total Served I;;; ——————— ;;; ~~~~~~~~~ ;;; wwwwwwwwww ;ggg uuuuuuu
Fepulation
Students 18000 20017 26400 2a000
Community 24000 Z2000 42000 FOO00

reran | TTTTTTTTTTTTTTTTTTTTTmTmTmmmmmes

Fopulation 42000 S2017 TE400 Q4000

¥ Figuwre included complaints resolved by telephons.



Complaints and Ingquiriez Received as Related to Fopulation

The pattern of consumers served by the university
sponsored agencies in the Big Eight Conference indicated
that more consumers (4.26% or 1 in 24) actively sought
assistance from the KU sponsored agency per population. See
Table VII. The agency serving the second largest number of
people in relation to population was the KSU sponsored
agency, having served 2.57%4 or 1 in 28 persons. The 08U
sponsored agency and the ISU sponsored agencies served fewer
consumers in relation to population, .87% (1 in 11& persons)

and .40% (1 in 251 persons) respectively.

TABLE WVII

COMPLAINTSE AMD INGQUIRIES RECEIVED AE RELATED TO FOPULATION

toe oo casoe e caeen e e e Seets St Soeve Snows o Sopee Soves St Sebhs Soeee MOe Seves Wese e Sasep $0008 SEme Smame Soeim eSS BHIG9 St SEeS @SPe S NevR Seeed HASY SSeRS oSS BmS SFOSS S Seees Sebes Sesee Hesd eets Soese S tamee aPSd e Seemh asoes Hees awd Sowae cates Lies Mowe crats Smme

Agency Fopulation Complaints *Consumers seeking Fercen+
Number % Inquiries assistance. 1 person Consmers
Number every N person= Seeliing

Assiztance

o oot obn e ot S SSaas Seamt e S 4D St AU oot S Serts St S Gestn eess At Saate S SORAS GS0NS o St SHnD S SHSMD OO S 4098 $ea D Sebes S SeSHE Seade Semte S Seew Stume Sasws Semes M SO SeawS e SH S S Sheme SONS S S Sattn Sobee S Sty sevts

8y AZQOO0 1200 2 T.57
osu S2017 450 11& .87
1su 75400 SﬁD 2851 . 40
kU 40010 4000 24 4., 2&

o S e e T —

¥ This table i=s to be interpreted as follows: the KU

sponsorad agency served 1 in 28 persons or Z.57% of the
population.
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gency Budget as Related to Fooulation

:

In the comparison of number of consumers per dollars
spent., Table VIII indicates that the pattern of consumer
protection committment varied greatly between participating
agencies. Table VIII shows that for every dollar spent on
zonsumer protection by the KEU sponsorsd agency, there were
Z2.25 people. Whereas, for every dollar spent by the QSU
zponsored agency there were 15.252 people. The kU sponsored
agency ranks highest in number of dollars spent per .
consumer, there were approximately 2.48 consumers per

dollar spent.

TABLE WIII

AGENCY BUDGET AE RELATED TO FOPULATION

Agency Budget Fopulation Mumber of ¥Number of
Consumers per Dollars Spent
Dollars Spent Rant:

o S T e S e L L Ty pepup—

KEU IFO0 42000 12,00 =
sy ZIs0 S2017 15,52 4
sl 82460 TS400 2.13 2
b 7844 24000 2.48 1

¥ These data are to be interpreted as 1 being the largest
amount of dollars spent as related to population.
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Complaint nreas

The agencies were asked to rank the areaz that
complaints most freguently involved. Table IX shows the
complaint areas and the rank by agency. Maill orders were
ranked the most frequent by two agencies. Auto repair was
ranked in the top two most freguent complaint areas by three
agencies. Both agencies that handle land/lord tennant
complaints ranked the area asz the most frequent. Froduct
and purchase problems were also ranked high by three
Agencies. The IEU sponsored agency ranked only mail orders
and autoc repair as their most frequent complaint areas.

The most freguent areas involved in complaintz tend to he
considered impqrtant issues by the agency, for eumple: mail-
orger, auto, and land/lord tennant weres considered impor-—

tant issues (see Table ¥, p. Z5).

Value of Complaints

The wvalue of complaints received by the participating
agencies were shown in Table X. The values ranged from
€11 to %500, The majority of complaints handled by the KEY
sponsored agency were between the values of £251 to 2500,
The 08U zponsored agency handled complaints between the
values of 121 to £250 most freguently. The ISU sponsored
agency handled complaints between the values of £11-42 most

frequently. The majority of complaints handled ov fthe MU
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sponsored agency were between the values of $30-100.

TABLE IX

COMFLAINT AREAE

eean oo ameon oo et Sorea Sm swvws Soaut Seeea mete $9950 Sre0e SrRer SRSV We0S eett Ssmes Feste ewe $00%0 S Seeme SO0 WPy S4RNS Tatse Sl AT Smoes S GSSeé Seied Semwe Sasee e (BeSe 000 e mme WD FRere Sembe Seeee Seeme Sosse Mate Hape SSave 4800S e SeAle Sases ees Hens ceses s Hint tomse st RS

Complaint area Rank by agency
KEU 08U sy by
Mail orders 5 i i =
Auto repair & 2 z ey
Home/landlord/tennant 1 2 4
Defective productcs z S 4
Fraud and Deceptive
Fracticez 2 4 &
Furchase Froblems z 5
Contracts & 2
Warrantee Froblems 7 7 7
Credit G 10 e
Froduct Satety =1 2 1
Financial Aid it 11
l.easing 2 12
TABLE X
VALUE OF COMFPLAINTE

Agency Value of Majority of Complaints

ESU ¥251-500

08U 101-250

IsU 11-4¢

LA ] S0-100
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Research Conducted and Unigue FeEatureszs

The Research section of the Iowa FIRG conducted
research 1n the areas of: telephone rate i1ncresase, utilic:
issues, and the environment. They also conducted a five
vear follow up study of the lowa Bottle Bili., which thev
assisted in lobbying efforts for passage. The Iowa FIRG
also published a newspaper titled "Small Change" two to three
times per zsemester. The paper contained projects working on.
price comparisonc, nNews 1ssues, and featuwre articles. The
agency also wrote articles for the Iowa State Dailvy. The
Consumer Frotection Service section of the Iowa FPIRG,
conducted price comparisons of drug stores and market basket
items.

The kU sponsored agency conducted research in the areas
af: product safety, lemon laws (Lo aupport legielation’.

1 i

i

1]

sue

n

@nergy. eviction actions, utilities. and other 1leg: .
The Conzumer Affairs Association (CAA) also provided written
and consumer iasuses. At the time of thiszs study, the Director
2f CAA zerved on two arbitration panels - the Mat:onal
Funeral Directors Association (a funeral consumer action
pangl}, and the Chrysler Corporation Arbitration FPanel., He
alzo zmerved on the Board of Directorz for the Consumsr
Federation of America. In the area of consumer educaticn.
CAA wrote news articles. completed radio programs. and gave

spesches. The CAA alsc published periodic fact sheetz/news-

letters., and conzumer alerts and updates.
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The CAA had both ctudent members and DuzZiness meEmBkeErzs.
Zusiness mempership cozts are as follows: regular (£300,
sustaining (£73), and friend (E100)., Includeda in individual
memeperzhips are: resgular ($£10), sustaining (#2200, Ffriend
(£50), advocate (£100), Senior/Student (£5). The CAM
mamberz recelive free complaint proceszzing., newslettsrz. other
information. and can checi: out books from the resourcs
librarv. 7The CAA alsoc stated that fﬁev work to represent

memberzhip 1nterests on 1mportant consumer legiclat:ve

I EELES. The CAA operated onmn a full time pasizs the snt.re

The FEU sponsored agency conducted local product
surveys. but have done no major research. In the area of
zonsumer education. the Cormsumer Relations Board (CRE) wrote
& large number of brochures, gave speeches. and wrote
newspaper articles. The CRE handled a large case load anc
ztated that the ztudentz, who fund the agency, recelwved Tor
priority over community residents. At the time o+ thiz ohudy
the CRE waz promoting the CRE claszses az a goog elective for
a wWide variaty of maijors. The CRE operated on o full tine
maciz auring the fall and spring zemesters, but was onen
zniv ten nowrs per weelk during the Zummer months.

The Consumer Action Courncil zponsored byv Ohlahoma Stats

niversity, conducted

i

gzgarch in the following arsas:

physicians survey. State-—wide gasoline survey, 3WTo TepRR10.

]
-k

ild care

¥
J
™

acilities. photo developing, rzsume orinting.

fi

panking., and nealih fitness center=s. Im the areos o conoums:

]



education., the Council presented radic programs statewide.
wrote newspaper articles and fact zsheets. and presented
programe and speeches. The Council has also designed and
distributed pamphletz. The Council, at the time of this
study was in the process of constructing an information
bocklet for new students. as well as implementing a hot-line
service for the 08U campus. The Council operated on a full
time basisz during the spring and fall semesters., but were

only open ten hours per week during the summer monthse.

Methods of Fublicity

As shown in Table XI, sach agency used =zeveral
methods of publicity. The KSU sponsored agency was the anly
agency that used television for publicity. Yellow page ads
and public serwvice announcements were used only by the kU
mponsored agency. Other methods used by each agency inclu-
ded: newspaper ads, radio, pamphlets., and the univercity

newspaper.

Qroganizations With Which Agency Works

Among the responses received from thise question were the
+ollowing organizations: EState and District Attorney
General’s Office, Corporation Commission, Consumer Froduc:t
Eaftety Commission, Federal Trade Commission. Federal Druag

Administration, and Bstter Business Bureau. Alsc,
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gach participating agency statea that the zponzoring

.Lll._
university provided an attorney or legal aid for sztudesnts, to

which they consulted and referred clients.

TAERLE XI

METHODE OF FPURLICITY

Method of Fublicity FeU (REN] Isu I
Newspapesr Az X X X ¥
PFuplic Speaking X X X
Yellow Fages n
Radio X X X X
Displavys X A %
Famphlets X X X X
Television X
Univerzity Mewspaper X X X X
Funlic Service

Announcemants b
Chamber of Commerce b4 pA

Agency Advisers

Three agencies had advisers for their oraganizatiocon. and
2ach 2F their roles varied greatly. The advisesr +for tne

fowa (FIRG) served a non—-active rolg; as an adviser., a

i

orofessor from the ISU English department zigned pavochesons
and involces. The adviser +for the kU sponsored agency wWazs
rom the ascartment of EBEconomics and Education and sEreoea on

i

~he EBoard of Directors. The 08U zponzcorao



gency adviser. from the Department of Houzing, Interio-

)

Design, and Consumer ZStudies, acted as a consultant and met

with the ctaff pericdically.

Summary

The fouw university sSponsored AgGENCLIET WEFe UWN1gue 1n

2acn community, being the only conzumer agency s2rving the

5]

local and area CORSUMEer Nesds.

This chapter summarized and presented the results from
the data. All answered guestions which pertainesc
zpecifically to the research objectives were outlined in

tablez. Thes study euplored the operationg, services

12
a3

provided, and i1s3sues of the consumer agencies. Descriprtive

data were analvyoed to provide a clearer underctanding of htheg



CHAFTER V

SUMMARY AMD CONCLUEIONE

The purpose of this chapter is to present a summary of
the purpose of the study, specific objectives, and major
findings. Conclusions and recommendations based on observa-—

tions and data analysis are presented.

Summary

The purpose of this study was to compare the nature
and zcope of consumer agencies sponsored by universities i1n
the Bi1g Eight Conference. The study compared fouwr agencies:
Consumer Relations Board. sponsored by Kansas State
University; Consumer Action Council, sponsored by 0Oklahoma
State University: Consumer Affairs Asscciation, sponsored by
Kansas Universitys; and the Iowa Public Interest Research
Group, sponsored by Iowa State University.

The objectives of the study were: 1) to i1dentify and
describe the consumer agencies within the Big Eight
Conference; 2) to analyze and compare the services provided
and issues considered important by the agencies: Z) to

assess and compare the operations according to the

48



a) organizational chart., b objectives. c) budget., and

d) number of complaints handled in relation to population
served:; 4) to develop a model or profile of the Big Eight
University sponsored consumer agencies and to maks recommen-—

dations for use of the findings of this study: and 3 te

g

mawe recommendations for further ztuody in this zrea.

The study was termed case study; four agencies
sponsored by universities in the BRig Eight Conference
rezponded to a guestionnaire and telephone interview, one
agency did not reszpond. Three universities only provided

legal aid, no consumer assistance was available: therefors,

the agencies were not eligable to participate.
Major Findings of the Study
i. All participating consumer agencies were well

established in the university svetem, in existance F-17

Waar

4]

2. Three agency pffices were located on campus: HELU,

i
it
[

and DSU. The FU agency waz located off campus.

Z. Two agencies major funding came from the Student

Government Asscciation, FEEU and 08U, these agencies had the
zmallest budggets. MU received funds from four scurces, had

the largest budget, and aleo had two full—time emplovees.

v

4. The two agencies serving the largsst number of

consumers were the FU amd RSU agenciec.

I
41}

tudents were aple to enroll for credit at eacnhn



AQeNCY .
& The two most important services nrovided by sach
agency were complaint handling and inguiries

7 . Auto repair ana credit were the onlyvy issues

~

consi1dered major issues to all agencies,

a2, Three agencilez were cpen vear round — DS, 98U, and

?. The majijor complaint areas and value of most frequent

1
8]
3
a
=
bt}

ints greatly varied from ong agency to ancther,
10, Each agency liszted a numbsr of agencigs. government

and private. with which the agency worked.

Summary of Conclusions

The following conclusions wers mades from an overall
wiew of the data gathered. Yindings of the study., and
cheervations made by the rezearcher.

i There wers gr

i'J
r‘i
w
=
]
rt

ions in universit, zponsored
consumer agencies. No two agenciezs handleg the samns number
ot complaints or the zame type of most freouent complaintz.

The issues considered important by sacn agency and budos

wvaried aresatly. Therefore, rno two agencies were identical.
thevy responded to bthe needs of the local consumersz and

zonstituents or members.
2 The services provided by the consumer agenclas wWers

very imiliar. All agencies handled complaints and

0
Ixs
ot
[u}
3
134
3
ju}
it
[u}
)
3
0w
1
rt
i
[

LNOUlrlEes. provided consuner educ
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resoarch: althouah the zervices were ranked at ariousz
levels of importance.
z. The independent study and actual superience

sncountered in course offerings by consumer agencies could

-+

ot

ill the gap that occasionally exists 1in curriculum. in
order to gevelop competencies.

4 Three of the agesncies were open year round, it

J
appearsad that a twelve month program to assist consumers iz
Jesired.

=. All consumer agencies indicated that consumer
gducation 12 an important service. The educational
activitizs were an integral part of each agency progranm.

& The KSU sponsored agency., which handled the largezt
amount of complaints. had the largest number of workers. The
smaller number of workers i1n the other agencies would nake
such a large case load difficults; thersfore., 1t appears that

zrudent advisors must sncourage all stugenitz to taie

advantage of the valuable learning erperiences avairlapls oy

ry

grivelling for credit in the consumer agernoy Ccwrricuwium

3

available.

7. The kU sponsored agency served the largest number of
consumers as related to population.  The largs conszumer
rzzponse may be = result of convenient acoess by the
community, publicizing efforts such as the vellow pages and
mublic zervice announcemants, full-times vear round statf,

memberzhips. a continuing directorship, andsor funding.

. Major comploint areas recslved by consumer agenole

it



rezult 1n the 1szue being considered 1mportant.

-

2. Baszed on the +indings of this study, the followin

-~

3

profile 1 suggested by the researcher, to complete obiective
number 43 The Big Eight Conferznce wuniversity sponsorad

consumer agencies main functions are complaint handling and

-

inguiries. The i1ssues considersed important result from the

i

areas 1n which complaints are receirved. The majority of
students receiving credit are from the College of Homs
Economices. the agencies are funded primarily by student

e re independently run by the =tatf

[N
u
(1}

dollars. and the agenc
and workers. The overall complaint pattern has continually
increased since 1978, The majority of complaintz recisved
are within the values of $11 and $500. The areasz in which
research has been conducted reflects overall consumer

CONC@rns.

Fzcommendations

It 1= recommended that:

-
3

zimiliar study zhould be conducted nationally to
determine differences from state to state.

Z. Thizs study was limited to 2 study of university
zponsorad agencliec. However, otbther Zonsumar agencles are in
axistence. The resesarcher suggests that research be
undertaken to euplore the nature, scope, and focus of other
consumer agencies. both private and government.

Za Interactions with other Consumer agencisc, such 3z



with thiz studvy. can result in further comcideraticons 2iven
o wariations in programs.
4. There is percieved need for fizld euperiences to be

included in consumer degree programs. Infaormation =zhould be
made available to universities without consumer agency

™~
R

i

1on of cour

i

4]
i
I

Srograms to 2ncourage eup . offerinon.

=. Descriptive data regarding consumer agencies snould
be made available to univercity Ztudents 1n order that
orogrrams can be chosen to correspond with the indivigual ™z
goals and need:=z.

& A study regarding the perceptions of cliertz which
utilize specific consumer agencies be conducted.

7 A nistorical study of zpecific university Zponsoresd
consumer agencies be conducted.

2. An avaluation model and testing procedure be

developed for consumer agencies sponsored by univerzities.
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AFFENDIX A

CONEUMER AGENCIEE COMTACTED



Consumer Agencies Contactea

Consumer Relations Board
Sponsoring University: Kansas State University
Directaor: FKim Hefley
Address: EStudent Government EBervices
l.ansas State University.
Manhattan., FE 86506

o~

Telephone: (F13) 5324341

Consumer Action Council
Sponsoring University: 0Oklahoma State Univerzity
Director: Deborah Cassel
Address: 2406 Student Union
Okl ahoma State University
Stillwater, 0Ok 74078
Telephone: (405) &25-7S2=

Iowa Public Interest Ressarch Group
Eponsoring University: Iowa State University
Director, Consumer Frotection Service: Linda Ohrt
Address: Memarial Union Room 36

Iowa State University

Ames, IA S0011
Telephone: (313) 294-8094

Consumer Affairz Association
Sponsoring University: Fansag University
Director: Clvde Chapman
Address: 2i? Vermont Street
Lawrence. EE &&£044
Telephone: (F13) BAZ-44608E



AFFENDIX E

QUESTIONNAIRE
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N

CAC consumer action council

Student Government Association
Oklahoma State University
040G Student Union
Stillwater, Oklahoma 74078
(405) 624-7523

January 25, 1985

Dear Consumer Leader,

As a result of changes occuring in the marketplace, it
is neccessary that consumers receive education and information
about consumer protection. For my master's degree thesis at
Oklahoma State University, I am compiling information on
Consumer Agencies in the Big Eight Universities.

The project is to determine if there are substantial
differences in the consumer agencies. The comparative study
will provide insights into the processes and trends in consumer
education, protection, and problem resolution at these
institutions. Your participation in this study will be deeply
appreciated.

Please study and complete the enclosed questionnaire. I
will be contacting your office as scheduled on February 7 or 8,
1985 to receive your reactions by telephone. Would you please
mail a copy of your class syllabus (as referred to in question
E5) as soon as possible, preferably no later than February 4,
1985. Also please forward any forms or pamphlets regarding
your agency.

Thank you for your assistance, I will be sharing the
results by mail upon completion. If you have any questions
please contact me at the Consumer Action Council.

Sincerely,

Deborah Cassel, Director
Consumer Action Council
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Name of Agency: Address:

Contact person and title: City, State, Zip:
University: Phone:

Time interview began ended Date:

CONSUMER AGENCY QUESTIO&NAIRE

Part I Organization of Agency

A. Number of years agency has been in existence?

B. Briefly explain why the agency was organized.

Describe agency purpose(s).

C. Please describe your organizational chart, either in words
or chart. (How your organization fits in with the univer-
sity.) Example:

|lelggg of Home Economicsl
(consumer Studies| Services |provided

ICenter for Consumer studiesl

[Consumer Action Council]| | Forum| [Care| [Give]

D. Where is your Consumer Agency office located? (off campus,
on campus, building) i

E. How is your office staffed? Please tell how many of each
and their duties and responsibilities.

1. Director




2. Assistant Director

3. Paid workers

4. Volunteers

5. *Students, enrolled for credit

Other

F. Is there an advisor for the organization? Yes No

If yes, please give his/her title and duties as an advisor.

G. What are the objectives of your Consumer Agency?

H. With what private consumer organizations does your office
work?

I. With what government organizations involved in consumer
affairs does your office work?

J. What was your budget for the 1983-84 school year?
Please give your approximate budget breakdown for the
1983-84 school year.

salaries membership dues

phone expenses

equipment repair
educational activities

office supplies advertising
publicity Conference fees
duplicating_ =~ other
subscriptions other

*If students are able to enroll for credit, please send a copy
of the syllabus.
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K. For the 1984-85 year, did your agency receive a budget -
increase decrease remained the same

L. From what source(s) does your agency receive funding?

Part II Consumer Services Provided

M. What services do you provide for consumers? Please number
the suggested services below in order of importance,
most important = 1. (give examples)

Consumer Complaint Handling

Consumer Inquiries

Consumer Information (product, services, ect.

Consumer Education

Consumer Research

Lobbying

Screen vendors for university solicitation

Other (please be specific)

Does your agency charge consumers for any of the above
services? Yes No
If yes, please list services and charges.

N. What issues does your agency consider important? Check
as many as apply. Please circle the five considered most

important. Technology
Banking Travel
Insurance Public Representation
Credit The economy
Leasing Privacy
Mail Order Sales Other
Auto Repair Other

Housing




0. How many complaints per semester has your organization
received since fall of 1978 or formation?
1978 fall spring 1982 fall spring
1979 fall spring 1983 fall spring
1980 fall spring 1984 fall spring
1981 fall spring

66

P. How many consumers did your agency serve from the beginning

of the fall semester 1983 till the end of the spring
semester 198472

Complaints: 10-50 301-500
51-150 501-1000
151-300 1000 or more
number closed: satisfactory
10-50 301-500
51-150 501-1000
151-300 1000 or more
number closed: no response from consumer
10-50 301~-500
51-159 501-1000
151-300 1000 or more
number closed: referred to legal counsel
10-50 301-500
51-150 501-1000
151-300 1000 or more
number closed: no basis, erroneous
10-50 301-500
51-150 501-1000
_151-300 1000 or more

number closed: other

Inquiries handled:

10-50 301-500
51-150 501-1000
151-300 1000 or more

Others served:

What groups of consumers does your agency serve? Check as

many as apply.

Students Faculty

Community Other, please specify
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Q. What areas do the most frequent complaints involve? Please
number the following complaint areas in order of frequency,
most frequent =1

Auto Repair Warrantee Problems Product Safety
Mail Orders Defective Products Contracts

Home Related Fraud & Deceptive Leasing

Credit Practices other

Financial aid Purchase Problems other

R. In what areas has your organization conducted consumer
research in from 1983 to present?

S. How does your agency publicize its services? Check all that

apply.
Newspaper ads Displays Other
Public speaking Pamphlets Other
Yellow pages vV Other
Radio University Newspaper

|

Part III Demographics

T. Are you a student? Yes No
If yes, what is your status?
Undergraduate Masters Doctoral
What are you seeking a degree in?

U. Are you permanant University staff? Yes No
Other, please explain

V. Is there a Consumer Studies degree program at your University?
Yes in what school/college/department?

No
If yes, what is/are the degree program(s)?
B.S./B.A. Masters PhD./EEd.

W. What is the enrollment of the university?
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Does your agency serve a community population? Yes No
If yes, what is the population number of the city/cities?

Is there a consumer agency that serves the city?

Yes, what is the name of the agency?

No

The majority of complaints your office receives are within
the value of

$1-10 $251-500
$11-49 $501 1000
$50-100 $1000-2000
$101-~-250 $2000 or more

What do you see as the future directions of your agency?

Please discuss unique features of your agency not discussed
in the questionnaire.
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Oklahoma State University, Stillwater. Qklahoma,
1984 completed the requirements for the Masztar of
Science degree at Oklahoma State University,
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