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ABSTRACT -

The purpose of this study was to assess the most 

effective method .for presenting, consumer information to cli

ents in counseling.

The subjects, eight counselors and.thirteen clients, 

volunteered from the individual counseling practice and the • 

CIRCA project at The University of Arizona. The subjects 

were randomly assigned, to one.of three groups. Group A in- . 

volved a written-verbal method of presenting consumer infor

mation. ■ Group B represented a written only method. Group C 

was the control-comparison group. All counselors presented 

their orientations during the initial interview.

The Consumer Orientation Assessment Questionnaire 

measured the clients’ reponses to the various methods of 

presenting consumer information. An achievement and an at

titude scale composed the 27 item questionnaire.

A Chi-square was used to determine significant dif

ferences among the groups. A Chi-square of the achievement 

scale indicated n o ;significant differences. A Chi-square 

discerned significant differences among the: groups for the 

attitude scale. Chi-squares for groups A and B , and A and 

C revealed significant differences. No significance was 

found between groups B and C. The results indicated that the

' vii ■ . .



. ' . - viii
written-verbal method was the most effective method for pre

senting consumer information.

' Implications and suggestions for further research 

are presented.



CHAPTER.1

INTRODUCTION ; ;v: ■

In recent years,, a growing Zeitgeist has developed in 

which consumers are demanding accurate information in making 

decisions about the goods and services they receive. As 

Winborn (1977 , p . 206) wrote, "one of the early goals of the 

consumer protection groups was to seek honest labeling of 

products and services offered to the public”. Legislation, 

in state and federal levels, has mandated that products be 

labeled as;to content and, in some instances, to the degree 

of safety.
. ■ , - . ' > . . - ■ . . - ■ . -

Lately, the professional services provided by attor

neys, physicians, and counselors have come under the scrutiny 

of consumer protection groups. Professionals are increas

ingly being held accountable for their performance and 

competency. Professional organizations such as the Ameri

can Psychiatric Association and the American Psychological 

Association, have.begun to reflect a consumer protection 

orientation. Qualifications for admission into professional 

organizations,. such as the American Association of Marriage 

and Family Counselors, have become more stringent in regard 

to competency and experience.. Many states are now setting 

licensure and certification standards for counselors. These

1



organizations, have adopted.into, their code of ethics/pro

cedures assuring the informed consent of each client.

The consumer protection movement has stimulated con

sumers of counseling, services.' to demand more information • 

about what occurs in■counseling before consenting to the \ 

counseling relationship. This informed consent process rep

resents a decision making strategy by the client to insure 

the best possible service. Informed consent assumes the 

right of. the client to be responsible and to actively partic- 

ipate in the- counseling process as an equal with the coun

selor.

There are many reasons for the growing demand for 

informed consent or consumer information in couhseling; 

however, several reasons stand out as most important. First, 

an abundance of"psychological literature has inundated the 

public. Popular magazines, such as Psychology Today, present 

the latest findings and discussions in the field. Psycholog

ical books, such as Eric Berne's Games People Play, are fre

quently on the best seller lists .• Psychology classes are 

.often the most popular and widely enrolled classes on college . 

campuses. People are turning to the study of psychology as a • 

means to better understand themselves, others, and to live 

more effective lives. In short, psychologists and counselors 

no longer hold the monopoly of knowledge in psychology.



. A second reason for the growing, demand for consumer 

information in the helping:professions is the decline of 

authoritarianism and the, rise of more . equalitarian ideas . 

Minority groups , womens 1 groups ,, etc. have begun to demand ■ 

the same respect and treatment accorded to other groups. 

Theorists, such as Carl Rogers, Fritz Peris, Alfred Adler, 

have done much to advance the idea,that the client can take 

the responsibility for determining what is best for him/ ://; 

herself. For clients to determine what is best for them

selves ,' they must have sufficient information to make their 

decisions.

. Statement of the Problem 

The purpose Of the present study is to investigate 

the problem posed in the following question: What is. the

most effective method for presenting consumer information in 

counseling?

Signif icance of the Study ■ ^ ;

With the demand from the public, legislation, and 

litigation for consumer protection, much has been written in 

the psychological literature about the need of counselors. 

(Winborn, 1977) to incorporate a client-consumer orientation 

into the counseling process. To date, there is no experi

mental evidence indicating, the most effective method for pre

senting .consumer information in counseling. This study .



represents a pilot effort to compare various methods for pre

senting consumer information: to clients in counseling.

Definitions 1

The following are definitions of the terms used in 

this research.

Counseling Process— Counseling process is. the methods 

and the procedures by which the client and the counselor 

determine.and accomplish the client’s goals.

Consumer Information— Consumer information concerns the ' 

information given by the counselor to the client. .. This in- 

formation involves the counselor's qualifications and experi

ence, the counseling process, methods, and the clarification ; 

of the counselor and client expectations. It further in

vites the client's questions in these areas that will enable 

the client to make judgments concerning the counseling ex

perience. .

• Consumer Protection— -Consumer protection represents a 

legal and social phenomenon protecting consumers from false, 

unsafe, or misleading goods and business practices. The 

guidelines for consumer protection efforts consist of four 

basic consumer rights. They are (1) the right to safety,

(2) the right to be informed, (3) the right to choose, and 

(4) the right to be heard (Magnuson, 1972).

" Informed Consent— Informed consent represents'the■cli

ent ’s agreement to participate in the counseling process.



This is a cooperative effort based on the client receiving 

.sufficient information, from the c o u n s e l o r t o . enable de

cisions regarding the initiation, the efficiency, and the 

continuation of counseling. . ' \



CHAPTER 2 

REVIEW OF THE LITERATURE

Consumer protection, a common shibboleth, has reached

into the very essence of our economic system. According to

Laurence Feldman (1-976, p. 4), "in the last decade the rate

of passage of consumer protection legislation at both federal

and. st ate. 1 evel s' has - acce 1 erat ed, > with > many - laws . in pro cess -,

or about to enter.the legislative hopper". However, consumer

protection is difficult to define, and it is largely a matter

of attitude and point of view. Betty Furness (Feldman, 1976,

p. 4), former Special Assistant for Consumer Affairs to

President Johnson, defined consumer protection as follows:

. . . an effort to put the buyer on an equal footing. -
with the seller. Consumers want.to know what they’re : 
buying. .What they’re eating. How long a product 

■ will last. What it will do and will not-do.. Whether 
it will be safe for them and/or the environment... . .

Consumers do not want to. be manipulated, hornswog- 
gled or lied to. They want truth, not just, in lend
ing, labeling and packaging, but in everything in 
the whole vast bewildering marketplace.

This definition suggests that consumers need protecting from . 

businesses which defraud or mislead, intentionally or unin

tentionally, their customers. . . .

A friendlier definition toward business is offered 

by Peter Drucher (Feldman, 1976, p . 4), a business consul

tant : ■■

6 :
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Consumerism means that the consumer looks upon the 

' manufacturer as somebody who is interested but who 
really does not know what the consumers’ realities 
are. He regards the manufacturer as somebody who '■ 
has not made the effort to find out, who does not ; 
understand the world in which the consumer lives, 
and who expects the consumer to make distinctions 
which the.consumer is neither willing nor able to. 
make. . - -:

Despite the different emphasis in defintion, con

sumer protection is concerned with the relationship between 

the seller and the buyer. The essential element is how to 

optimize this relationship for the benefit of all concerned. •

Feldman (1976) reviewed the history of consumer pro

tection and found that it is not a new phenomenon. Feldman / 

contends that the seeds of consumer protection developed 

during the late nineteenth century in response to the new 

technology and industrialization. . Prior to the civil war, 

businessmen often had small markets and were familiar with 

their customers. After the civil war, technology changed the 

personal seller-buyer relationship to larger international 

markets. As a result of abuses and dishonest selling prac

tices , Congress passed legislation, such as the Food and Drug 

Act and the Meat Inspection Act of 1906, designed to protect 

consumers.

In the 1930’s, President Franklin Roosevelt gave new 

impetus to the consumer protection movement by appointing a 

consumer advisory board and set into motion legislation to 

strengthen consumer protection. Legislation such as ;



Wheeler-Lea Amendment mandated the Federal Trade Commission 

to act against unfair'and deceptive acts in commerce. .

President John Kennedy, in his first consumer message 

to Congress in 1962, enumerated, four basic consumer rights 

which have,become guidelines for consumer protection efforts. 

They are (1) the right to safety, (2) the right to be in- .. 

formed, (3.) the right to choose, and (4) the right to be 

heard (Magnuson, 1972).

. Since President Kennedy proclaimed the basic rights

of consumers, business has attempted to define their limits . 

of accountability in terms of how much information' the con

sumer needs. Trombetta and Wilson (1975) analyzed the limits 

of liability particularly in the foreseeability of misuse and 

abnormal use of products by the consumer. Trombetta and 

Wilson (197 5) discussed the various judicial implications on 

liability and concluded that the manufacturer is liable if he 

has failed to anticipate misuse of the product. The implica

tion is that the seller can be held liable for the negative . 

effects of his/her product by not giving adequate warning or 

information.

The question of how much product information needed 

by the consumer in making decisions is unresolved. Jacoby,

• Speller,.and Kohn (19 74) conducted research on the effects 

of increasing information load upon both brand choice behav- 

ior and "several attendant psychological states". The sub

jects were 153 college students who responded to a newspaper



.advertisement. A 3 (number of brands). X 3 ( items' of informa- . . 
tion per brand) between subjects design was.used in which 

Subjects were randomly assigned to one of nine experimental - 

treatments.. The 17 subj ects in each cell received either .

2, 4, or 6 items of information for either 4, 8, or 12 bogus 

brands of detergent. Jacoby, Speller, and Kohn (19 74), found 

that consumers, felt better with more information but actually 

made poorer purchase decisions.

In another study, Jacoby, Speller, and Berning (1974) 

using 192 paid housewife volunteers, reconfirmed their pre- . ; ■ 

vious findings. Jacoby, Speller, and Berning (1974) used 4 

(number of brands.) X 4 (number of bits of information per . 

brand) design in which subjects were assigned to one of six

teen cells. . All subjects responded to information regarding' 

two products: rice and prepared dinners.

, ■ Russo (1974) reevaluated the data Used by Jacoby, 

Speller, and Kohn (19.74) and concluded that consumers. both 

want and benefit from more information. Russo concluded that 

Jacoby’s concept of total information was not a psychologi

cally relevant measure of information for the task. Russo 

suggests that dimensions per alternatives alone is more per

tinent to the actual processing of information. Russo cites... 

the self report ratings used.b y 'Jacoby, Speller, and Kohn 

(.19 74) as supporting these data, Russo states that the sub- 

jects’ confusion resulted not from too much information but 

from too little information. -



Consumer protection is a recent area of concern for 

psychology land counseling (Winborn, 197 7 ; Simon;,: 1975;

Sinnett and Thetford, 1975) . ' Although little experimental 

research has been completed to date, articles are published 

which assess various elements of the consumer protection 

movement. Most:of the literature depicts the change in coun

seling where the focus was on the expert as an authoritarian. 

source of knowledge to the awareness of the client as a 

possesser of knowledge and abilities to change (Lapata, 1976; 

Margoles, Sorensen, and Galano, 1977). -

Margoles, Sorensen, and Galano (1977) assessed con

sumer satisfaction in mental health services. The indicate 

that psychologists have traditionally been skeptical of pa

tient self-reports. They argue that the helping services are 

evolving from the medical model toward a preventive orienta

tion. Because of this evolution, client satisfaction and 

input are becoming more important. Consumers, through legis

lative dictates, are supporting consumer evaluations of . 

direct services.. 'The current belief is that clients can ac

curately judge their own therapy outcome and progress. 

Margoles et al. (1977) emphasize that consumer satisfaction 

instruments can be benefical to the counseling profession. 

These measures may facilitate the professional growth of 

therapists by providing information about the client’s view 

of therapy. More broadly, the results of consumer satisfac

tion measures may create mental health systems that will
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respond, to the needs of neglected client groups. Often coun

seling addresses only the goals that are understood through 

middle class values. . Consumer satisfaction measures may pro

vide information;.as to how to . best meet the needs of lower 

class or minority clients. '

Recently, Winborn (1977) advanced the issue of con

sumer protection in counseling by emphasizing a consumer 

information policy to the client. Winborn believes that the 

more information given to the client about the counselor1s 

qualifications, experience, and the counseling process 

assists the client in making treatment decisions. Winborn 

indicates that at the very least honest labeling provides 

consumers, with information for deciding whether; they want to ;. 

avail themselves of the counselor1s services or whether to 

continue the counseling.process^



'. DESIGN OF THE RESEARCH

The research methodology is discussed in this chap

ter . Included are the paradigm on which data gathering 

procedures were based, the characteristics of the subjects-* 

counselors and clients, the instrumentation, and the- statis

tical analysis.

CHAPTER 3

. , Subjects

The subjects of this research study are classified 

into two categories: counselors and clients. Eight coun- /

seiors were randomly assigned to one of three groups. Three 

counselors comprised the written-verbal consumer information 

orientation (group A)., two counselors presented the written 

only consumer information orientation (group B), and three 

counselors represented the control-comparison group 

(group C).

The counselors were masters and doctoral students 

from the Department of Counseling and Guidance at The Univer 

sity of Arizona. The counselors volunteered from the indi

vidual counseling practice and the Career Information ; 

Resources Center for Adults (CIRCA).

A total of thirteen clients participated in the 

study. Group A consisted of five clients; four clients



comprised group B , and group C numbered four clients. The 

client was defined as anyone, fourteen years or older, who 

sought counseling, with the counselor-subjects, through the 

individual counseling practice or the CIRCA project in the 

counseling and guidance department at The University of 

Arizona.

Procedure

The research paradigm used in this study is the post 

test only control group design. . This design (see Table 1) . 

involves the use of experimental and control-comparison 

groups given a post test. No pretest measurement is con

ducted with the experimental.and control-comparison groups.

. Group A counselors were instructed to present their 

consumer information in a written and verbal manner. :Prior

to any counseling, group A counselors were to write out their 

qualifications,• ■experiences, and . counseling - procedure .accord

ing to an outline (Appendix A) and an example (Appendix B) . 

developed by Winborn (1977).... Each counselor used their own ' 

counseling experience, qualifications, and counseling mod

ality . Group A counselors were instructed to present their .

(consumer information) qualifications, experiences, and coun

seling process during the initial interview with their cli

ents . The presentation of the consumer information was done 

verbally while at the same time the client was given a writ

ten copy to read. The counselor gave the.client time to read
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Table 1. A Schematic Presentation of the Post Test Only Control Group Design with 
Two Experimental and One Control-Comparison Groups

Treatment
Preinterview Interview

Post test 
Post Interview

A0
I

Group A

■ rt

Client given written Consumer Orientation
and verbal information Assessment Question-

"V '••• . naire

Client given written Counselor answers ques- Consumer Orientation
Group B consumer information tions concerning writing Assessment Question-

consumer information . naire 
orientation

00o1

■p■d
8

Group C
Typical counselor style Consumer Orientation

Assessment Question- 
■ naire

H
4=
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the written statement, and encouraged the. client to keep it. 

The client was.encouraged to ask questions, at the end - of the 

consumer information presentation.

- The group B counselors, like the group A counselors, 

detailed their experiences, qualifications-, and counseling 

procedures in written form according to the outline,(Appendix 

A) and the example (Appendix B). Prior to the initial inter

view, the client was presented with a written copy'of the 

consumer information. The client was asked to read the con

sumer information paper and was given time to study it. . The 

counselor then proceeded with the initial interview in his/ 

her typical counseling style. During the interview, the 

counselor asked the client - if there were any questions based 

on the written consumer information material. • If the client 

had any questions, the counselor answered them.

Group C counselors, the control-comparison group, 

conducted the initial counseling interview with their clients 

in their typical style. Group C counselors were not asked 

to list their qualifications, experiences, and counseling 

procedures prior to seeing any clients or during the initial 

counseling interview.

Counselors in all three groups were specifically 

instructed not to discuss the research study with fellow 

practicum students or to review the Consumer Orientation 

Assessment Questionnaire (Appendix C).



Counselors were assigned clients according to the ' 

practices of each agency where they worked.. During the ini

tial . interview, counselors- presented their various:- consumer ' 

information procedures (groups A, B, C). Immediately follow

ing the initial interview, each counselor asked the client to 

complete the Consumer Orientation Assessment Questionnaire 

(Appendix C). Counselors.told their clients that the cues- , 

tionnaire was a n .assessment device designed to improve coun- ' 

seling services.

Counselors of all groups were given their instruc

tions for the study in both a written (Appendix D) and verbal 

manner. The counselors were contacted individually and given 

a packet of written instructions': (Appendix,D),. for the group . 

they were assigned, and each verbally reviewed the contents 

of those instructions with the experimenter. The in^ " 

structions dealt specifically with what the counselor was to 

say and do with the client before, during, and after the 

initial interview. Each counselor was encouraged to ask 

questions Or contact the experimenter at any time if 

questions or difficulty arose. The experimenter periodically 

contacted each counselor to determine if there were any dif

ficulties or questions, and to check whether or not the 

instructions were being followed.

The outline (Appendix A) and the example (Appendix 

B) provided counselor uniformity when the counselor'described



his/her'consumer information procedure. The outline was ex

tracted from the honest labeling procedures used b y .Winborn 

(1977). The outline-' clearly defines and standardizes the 

counselor's personal', counseling style according to process, 

experiences, and qualifications. The outline details aca

demic qualifications, academic knowledge, types of counseling 

experiences,.and special group experiences. The counseling 

process is defined. The counselor states the.nature of coun

seling , its purpose, what will happen, counselor and client 

responsibility, confidentiality, evaluation procedures, and 

time and money involved.

■ The example (Appendix B.) serves as an aid for organ

izing and illustrating.the outline.and - the counselor's con- / 

sumer information orientation. The counselors of groups A 

and B presented their consumer information in the same manner 

and style as the example (see Appendix E).

Hypotheses

Six:research hypotheses are postulated for the re

search paradigm. They are as follows:

Hypothesis 1--There will be no significant differences 

(null set) between the verbal-written group (group A) and the 

written only group (group B) methods in presenting consumer 

information to clients as indicated by the achievement scale 

of the Consumer Orientation Assessment Questionnaire.



- Hypothesis 2— The written only group (group B) will be 

significantly . more effective than the control-comparison 

group (group C) in presenting consumer information to.clients 

as indicated by. the achievement scale of the Consumer Orient-. 

tation Assessment Questionnaire.

Hypothesis 3— The verbal-written group (group A) will be 

significantly more effective than the control-comparison •

, group (group C ) in presenting consumer information to clients 

as indicated by the achievement scale of the Consumer Ori- ' 

entation Assessment Questionnaire..

Hypothesis.4— The written-verbal group (group A) will not 

be significantly more satisfied with the consumer information 

than the written only group (group B) as indicated by the • 

attitude•scale of the Consumer Orientation Assessment Ques

tionnaire .

Hypothesis 5--The written-verbal group (group A) will be 

significantly more satisfied with the consumer information 

than the control-comparison group (group C) as indicated by 

the attitude scale of the. Consumer Orientation Assessment 

Questionnaire.

.Hypothesis 6— The written only group (group B) will be 

significantly more satisfied with the consumer information 

than the control-comparison group (group C) as indicated by 

the attitude scale of the Consumer Orientation Assessment 

Questionnaire. ' :



Instrumentation

The Consumer Orientation Assessment Questionnaire -, 

(COAQ), designed by the experimenter, measures the clients’ \ 

responses to the various methods for presenting consumer in

formation in counseling. The questionnaire, composed of 27/. 

questions, combines two scales— an achievement scale and an 

attitude scale. In the achievement portion of the question

naire , questions 1-13, the client responds by circling "yes", 

"not - sure",.or "no" to each item. Using the Likert.format 

for the attitude scale, questions 14-27, the client chooses 

a response of "strongly disagree"., "disagree", "not sure", . 

"agree", or "strongly agree" for each question.

The questions were taken from the outline (Appendix 

A) used by the counselors in organizing their consumer infor

mation papers. The questions concern the counseling process, 

the counselor * s qualifications, the counselor's experience, 

expectations, and the continuation of counseling. .Each ques

tion is expressed in both the achievement scale format and 

the attitude scale format.

The questions are designed to assess responses to
■' " ■ - - -

three categories. These categories involve the client *s 

questions, the continuation of counseling or the benefit of 

counseling, and•the counselor *s behavior. In the achievement 

scale, item 4 asks if the client felt free to ask questions 

about the counselor and the counseling - process. Questions



17 and 18, in the attitude scale, concern the client's wish 

to have asked more questions.about the counselor and the ; 

counseling, process.. Item 13, in the achievement scale, and 

item 27, in the attitude scale, seek to determine the benefit 

of counseling by asking if the client will continue counsel

ing and .if counseling would be recommended.to friends in 

need. The last category of questions concern what the coun

selor did, in the achievement scale, questions 1-3 and 5-12, 

and in the attitude . scale, questions 14-16. and 19-2 6, what, 

the client wished the counselor had done. These questions 

concern t he.counseling process and the counselor's qualifica

tions and experience.

.. The categories representing counseling behavior, 

items 1-3, 14-16, and 19-26, and client's questions, items 4, 

17, and 1.8, comprise the consumer information orientation.

The questions concerning the continuation of counseling,. 

items 14 and 27, do not.

; Since this, study represents a pilot program no valid

ity and reliability measures for the COAQ have been estab

lished. Further testing with larger subject populations is 

necessary to establish adequate reliability and validity.

Statistical Analysis

. The statistical procedure used.in this study was the 

Chi-square. The Chi-square was deemed the most effective 

•tool for analysis because of the small N and the distinct' ■
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frequency categories of the data. Each Chi-square was cor- ' 

rected with the Yate’s Correction for Continuity when the .

■ Chi-square expectancy cells were less than ten. (Hardyck and .. 

Petrinovich, 19 6 9). /.
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. RESULTS AND DISCUSSION

The results of the study and its implications are 

discussed in this chapter. . Analysis of the-results;includes 

•the study's limitations, a discussion of the.hypotheses, and 

the effectiveness of each experimental and control group.

Results '

Table 2 details .the frequency and percentage 

scores for the achievement scale.in the COAQ. The results 

of the.questions are classified into three categories. The 

first category, items 1-3 and 5-12, involved questions that 

were phrased in the manner of what my counselor did. •. These 

questions concerned the counseling process, and the coun

selor's experience and qualifications.. The frequency and 

percentage scores for this category are detailed for each. 

question. The combined results for all questions in this 

category are as follows: For group A, 47 or 86% of the re

sponses were marked yes, 6 or 11% were not sure, and 2

responses or 4% indicated no. Group B showed 34 responses

for 77% yes, 6 responses for 14% not sure, and 4 responses

for 9% no. Group C exhibited 38 yes responses for 87%, 4 

not sure responses for 9%, and 2 no responses., for 5%.

. 22 ■, -



Table 2. Frequency and Percentage Scores for the Achievement Scale— Category One
Two and Three

Written Only Method 
Group B

D . NS A
I % N % N %

Control-Comparison / 
. Group C

Written-Verbal Method 
Group A

. SA A, . SASD
Questions N % N % N % N % N N % • N

1 25 1 2.51 25 2 50 1 25 1 251 251 204 80
1 251 25 1 255 100 2 5015

3 60 1.20 2 501 25 1 251 20 2 502 50
2 40 1 25 2 50 1 25 1 25 1 253 60 1 25 1 25

3 60 2 40 1 25 1 251 25 2 50 1 2520
2 50 1 25 1 251 20 1 252 40 2 40 1 25 . 2 5021

2 50 2 50 2 503 60 2 40
2 50 2 50 -1 25 1 25 2 503 60 1 20 1 20

4 80 1 20 2 50 2 50 2 50
1 254 80 1 253 75 2 50 -1 20 1 25

1 25 1 25 1 25 1 2526 2 501 20 2 504 80
38 69 14 26 13 30 19 43 18 41 7 16 36 7 161 2 7 16Total 

N . 55 . . 44 .

2 501 252 40 3 60 1 25 2 50 1 25 1 25
1 20 3 60 1 251 25 1 25 1 25 1. 25 ; 1 25 1 25 1 251 20%V  Total 2 25 3 38 2 25 . 2 25 1 13 3 383 30 1 13 2 251 10

15 29 22 42 8 15 7 14 5 10 17 33 10 1920 3941 63 20 3114-26

3 751 20 3 60 . 1 251 20 4 100

Total test
Results 42 60 20 29

89%.
5 9 17 37 10 1816 . 29 22 39 8 14 7 13 20 36

37%45%3%



Thesecond ■ category, question 4 , concerned the cli

ent rs comfort and freedom to ask questions. The.results of 

the'second category show 5 yes responses for 100% in group A

and 4 yes responses for 100% in group B . Group C showed 1 ' 

no response for 25% and 3 yes responses for 75%. '

Categories.one and two combine to determine the con

sumer information achievement scale. Both sections are a 

necessary part of the consumer;information definition. .The

sum total for both categories, questions 1-12, show 52 yes 

responses for 87% in group A, 6 not sure for 10%, and 2 no 

responses for 3%. . In group B, 38 or 79% of the responses

were yes compared to 6 (13%) not sure responses, and 4 (8%) 

no responses. Group C produced 41 (85%) yes responses, 4 

(8%) not sure responses, and 3 (6%) no responses. .

Category three, question 13, concerned the continua

tion of counseling. :This item was deleted from•the statisti

cal analysis because it was not a measure for consumer 

information nor was it inherent in its definition. This 

question was designed to measure the benefit of.counseling 

by the willingness to continue. Five (100%) of group A re- 

sponsed yes. Group B detailed 3 for 75% of the yes respon-- 

ses; the remaining 1 response for 25% was marked not sure.. 

Four responses for 100% were listed yes in group C .

. The total test results for all groups, questions 1- 

13, remained consistent.. Group A yes responses were 57 for 

87%, 6 for 9% not sure, and 2 for 3% no responses. Group B



• indicated 41 or 78% yes, 7 for 13% not sure, and 4. for 7% no. 

Group. C shows ' 45-for 86%, 4 for 7% not sure, and 3 for 5% no.

Frequency and percentage, scores.(Table 3) for the-at

titude scale of the COAQ are divided into three similar .cate

gories as found in Table 2. The first category items 14-16. . 

and 19-26, involved questions that were phrased in the manner 

of what the client wished the counselor had done. These 

;questions concerned the client *s attitudes about the counsel

ing process , and the counselorT s qualifications arid experi-' 

ence. The frequency and percentage scores are, detailed for. 

each question in this category'.. The combined results for all 

questions in this.category are 38 responses for .69% .strongly 

disagree, 14 for 26% disagree, 1 or 2% not sure, 1 or 2% 

agree', and 1 for 2% strongly agree in group A. Group B 

responses show 13 strongly disagree for 30%, 19 for 43% dis

agree , 7 for 16% not sure, 5 for 11%. agree, and no strongly , 

agree responses. Group C responses indicated 18 strongly 

. disagree for 41%, 3 disagree for 7%, 18 not sure for 36% and. 

7 agree for 16%.

The second category, questions 17 and 18, asks if . 

the client wished that he/she had asked more questions. The 

combined results of the two questions show, for group A,' 3 

for 30% responded to strongly disagree, 6 or 60%. disagreed, • 

and 1 for 10% not sure. Group B responses indicate 2 or 25% 

strongly disagree, 3 for 38% disagree, 1 for 13% not sure,



Table 3. Frequency and Percentage Scores for the Attitude Scale— Category One, Two 
and Three / V-

Written-Verbal Method Written Only Method
Group A Group B
Not

. Yes Sure 
% N %

Control-Comparison 
Group C 
Not

Yes Sure No
N % N % N %Sure

Questions N
4 100 - 50 2

4 1004 1004 80
4 100123 60

75 180 1
5 100 50 . 1 25 . 175 -

2 575 -50 -50 2
4 1005 100 75 1
4 100

4 100 4 100. 5 100;10
4 10080 1 20

3 75 4 10015 100
11 2 9 277 6Total 86 6

4 100 2 53 755 100

Total 85 410 2 .1-12
60

4 1005 100
o Total test 

Results 86 478 7 13 4.9 2

ro
GO
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and 2 for 2 5% agree. Group C has 2 for 2 5% strongly dis

agree , 2 for 25% disagree, 1 for.13% not sure, and 3 for 38%. 

agree responses.

Categories one and two combine to form the consumer 

information attitude scale. The sum total of categories one 

and two, questions 14-26, show group A exhibiting 41 or 63% 

strongly disagree,, 2 0 for 31% disagree, 2 for 3% not sure, 1 

for 2% agree, and 1 for 2% strongly agree. Group B for 

strongly disagree has 15 responses for 29%, 22 disagrees for 

42%, 8 not sure for 15%, and 7 agree for 14%. Group C breaks 

down into 20 or 39% strongly disagree, 5 disagree for 10%,

17 or 32% not sure, and 10 for 19% agree. .

Category three, question 27, measured the. benefit of 

counseling by asking the client if he/she would recommend 

counseling to a friend in need. This question was deleted 

from the statistical analysis because it is not inherent in 

the definition of cornsumer information. The results of this 

category show, for group A, 1 strongly disagree response for ; 

20%, 1 for 20% agree response, and 3 strongly agree responses ; 

for 60%. Group B has 1 for 25% strongly disagree, and 3 for 

75% who strongly agree. In group C , 4 responses for 100% 

strongly agree.

The total test results for all groups, questions 14- 

27, remained consistent. Group A totaled 42 strongly dis

agree responses for 60%, 20 disagree responses for 29%, 2 not



sure for 3%, 2 agree for 3%, and 4 strongly agree responses 

for 7%. Sixteen or 29% strongly disagree responses appeared 

in group B while 22 or 39% responded disagree, 8 not sure 

for 14%, 7 or 13% agree, and 3 strongly agree for 5%. Group 

C produced a total of 20 strongly disagree for 36%, 5 or 9% 

disagree, 17 not sure responses for 37%, 10 agree responses • 

for 18%, and 4 or 7% strongly agree responses.

The total number of responses per question (Table 4). 

was computed in percentages. This table details the re

sponses of all groups for each question. For example, 84.6% 

of all subjects.(N=13) responded with yes to item one. . For ’ 

item two, 92.3% of all subjects responded with yes while the 

remaining 7.7% responded not sure. Question ten shows 100% 

yes responses. In the achievement scale, 46.2% of all sub

jects responded with strongly disagree to question 14.while 

15.4% responded with, agree. . The remaining responses.for 

item 14 are 30.8% disagree and 7.7% not sure. Item 21 shows - 

the total response spread of 30.8% strongly disagree, 30.8% 

disagree, 15.4% not sure, and 23.1% agree.

The Chi-square analysis results are presented in 

Tables 5-9 for the achievement and attitude scales. No sig

nificant differences among the groups (Table 5) in the 

achievement scale were present. The Chi-square analysis, • 

using the Yate's correction for continuity, yielded .685. <.05 

level for 2.DF.



Table Percentage Comparison for.Total N
- ■ ■ " : ; ' _ ' 2 9.

Question
Achievement Scale 

Yes Not Sure - No

:■ i '. 84,6% .15.4% \ 0
' - 2 92.3% : 7.7% .0

3 76.9% 0 : 23.1%
' 4 92.3% o . 7. 7% . ;
5 . 76.9% • 23.1% 0
6 : 1 76.9% .7.7% - . 15. 4%
7 . 53.8% 38.5% ’ . 7. 7% :
8 9 2.3% 7. 7% 0
9 92.3% . 0 . 7. 7%

10 100.0% 0 0
ii 76.9% ■ 23.1% 0
12 ' 92.3% . 0 7. 7% .

' is 92.3% ' 7.7% : 0

Attitude Scale
. SD D Not Sure .. A ' SA

14 46.2% 30.8% 7.7% 15.4% 0
' 15 61.5% 2 3.1% 7.7% 7.7%. 0
16 53. 8% 15.4% 2 3.1% 0 7. 7%
17. 30.8% 46.2% . Q 2 3.1% 0

• 18 23.1% 38.5% 2 3.1% 15.4% 0
19 38.5% 38.5% 15.4% 7. 7% 0

• 20 38.5% 30.8% >.7% 7. 7% , 0
21 30.8% 30.8% 15.4% ; 23.1% 0
22 53.9% 30.8% 15.4% 0 0
2 3 46.2% 23.1% .■ 23.1% 7.7% 0

■ 24 61.5% 23.1% 15.4% ; 0 0
25 .. 46,2% 15.4% ■ 30.8% 7.7% 0

■ ' : 2 6 . V 53.8% 15.4% 2 3,1% 7. 7% , 0
• 27 15.4% .0 0 7. 7 % ■ 76.9%



Table 5. ■; Chi-square 
Correction

for
for

Achievement 
Continuity .

Scale with the Yate's

Group . Yes . Not Sure ■. No ; ‘Total X 2 v P ;

A' ’ : 52 6 ■ - 2 156 . 685< . 05

B , 38 6 4

C 41 4 3

The criteria for .05 = 9.49 at 4 DF.

Table 6. Chi-square
Correction

for Attitude Scale 
for Continuity

with the Yate's

; Group Disagree Not Sure Agree . .Total x2 ■ ; P.

.■ .I A ' v 61 2 . : 2 169 27.65 >. 001

B 37 8 7

C 25 17 . 10

The criteria for .05=9.49 .at 4 DF

Table 7. Chi-square for A and C Groups (Attitude Scale) 
with the Yat-e1 s Corrector for Continuity

Group : ■Disagree Not Sure • Agree Total X2 P

A ■ . 61 - 2 2 117 27.76>.001

• C 25 17 10

The criteria for .05=5.99 at 2 DF.



Table, 8. Chi-square for. A and.B Groups (Attitude Scale).. 
with the Yate * s Correction for Continuity

■ Group Disagree . Not Sure Agree Total ,

A ■ 6i i 2 . 2 . 117 . 8.13>. 05 -

B V. ' 37 8 7 ' ' • " ., •

The criteria for .05=5.99 at 2 DF

Table 9.. Chi-square for B and C Groups (Attitude Scale) 
with the Yater s Correction for Continuity

Group: . Disagree .• Not Sure Agree. Total ,X2 P

B 37 8 7 104 4.78 >.  05

■ ; 2 5 .. 17 . 10

The criteria for .05=5.99 at 2 DF

■ The Chi-square analysis, using.the Yate1s correction 

for continuity, revealed significant differences among all 

the groups in the attitude•scale. The analysis yielded 

27.65 >.001 level for 4 DF. Chi-squares with the Yate’s cor^ 

rection for continuity were then computed between two group 

combinations to determine which group showed signficance. . A 

Chi-square analysis between.groups A and C;(Table 7) yielded 

a significant difference of 27.76 >».001 level for 2 DF. A 

Chi-square between A and B (Table .8) yielded 8.13 05 level



for 2 DF, N o . significance was; found'between, groups B and C 

(Table. 9). The Chi-square results yielded 4..78<(..0 5 level

for 2 d f . : : . v.; ' ' . : ■ . .

: Limitations

Before discussing, the results and implications of theX / • ' "
data, three research limitations must be considered. The 

first limitation concerns the small subject population. 

Thirteen, subjects participated in the study. The small N 

does not allow for the generalization of the data beyond the 

subj ect.groups.. A larger N is needed to make accurate pre

dictions to the general counseling populations.

. . A second limitation of the study concerns a discrep

ancy in the amount of counseling experience between the. CIRCA 

counselors and the practicum counselors. For most CIRCA 

counselors, CIRCA was their initial attempt at counseling 

while practicum counselors, for the most part, had prior ex- .. 

perience in counseling through other counseling practice or 

work experience. The lack of counseling experience of CIRCA 

counselors may have affected their clients1 perception of the 

initial interview.: . , ■' ...; . ' • . . ' ' - . :
The third limitation of the study concerns the.lack

of random assignment of subjects to the various experimental 

and control groups. Only the counselor-subjects were ran

domly assigned to each group. The.study exercised no control



over the.assigning of client-subjects to the counselor- 

subjects. : ; :

Discussion

The discussion of the results is presented in two 

sections>' The first section reviews the results of each 

hypothesis. The second section discusses the.effectiveness 

.■ and the :limitations . of each experimental and control group.. • 

Six hypotheses were postulated for,the study.

Hypothesis 1— This.hypothesis stated that there would be 

no significant.differences between the written-verbal.group ; 

(group A) and the written only group (group B) methods in 

presenting consumer information to clients as indicated by ; 

the achievement scale of the COAQ. The results of the Chi- % 
.square analysis found no significant differences between the 

two groups.. Therefore, hypothesis one is accepted.

Hypothesis 2--This hypothesis stated that the written 

only group (group B) would be significantly more effective 

than the control-comparison group (group C ) in presenting, 

consumer information to clients as indicated by the achieve

ment scale of the COAQ. The results of the analysis indi

cated no significant differences between the two groups at

the .05 level. Hypothesis two is rejected.

Hypothesis 3— This hypothesis stated that.the written- 

verbal group (group A) would be.significantly more effective 

than the control-comparison group. (group C) in presenting



consumer information to clients., as indicated by the 'achieve-, 

ment scale of the COAQ. The results of the analysis indi^ . \ 

cated no significant difference between- the two groups at 

the .05 level of significance. Therefore, hypothesis- three 

is rejected.

Hypothesis 4— This hypothesis stated that the written- 

verbal group (group .A) would not be significantly more 

satisfied with the consumer information than the written only 

group (group B) as indicated by the:attitude scale of COAQ. ■ / 

The results of the Chi-square analysis revealed a significant 

difference beyond the .05 level of significance between the 

two groups. Hypothesis four is rejected.

Hypothesis 5— -This hypothesis indicates that the written- . 

verbal group (group A) will be significantly more'satisfied 

with the consumer information than the control-comparison : 

group (group. C) as indicated by the attitude scale of the 

COAQ. . The analysis of the results indicated a significant 

difference beyond the .001 level of significance between the 

two groups. Therefore, hypothesis five is accepted.

Hypothesis 6— This hypothesis stated that the written 

only group (group B) will be significantly more satisfied 

with the consumer information than the control-comparison_• 

group (group C ) as indicated by the attitude scale of the 

COAQ. The Chi-square analysis, of these two groups indicated 

no differences at the .05 significance.level. The hypothesis 

is not validated.



. The analysis of the: data indicates that , in the 

achievement scale, all; methods for presenting consumer infer- • 

mation to the clients of the experimental and control groups- 

produced no differences. However, the results of. the atti- . 

tude scale .indicated differences for all'three groups. Group ' 

A clients were more satisfied with the consumer information 

they received than were groups B and C. Both groups B and C 

revealed dissatisfaction with the amounts of consumer in

formation they received during the initial counseling ses- •: 

sion. 'It appears that a written-verbal consumer information 

orientation is. an effective and more satisfying method for 

producing consumer information that is the written only • 

method.

Many factors affect the results of the experimental 

and control groups. Each group, in this section, will be 

analyzed to determine the effectiveness and the difficulties 

encountered. . . .

The written-verbal method (group A) produced fewest 

attitude and achievement disagreements in question group.one 

and 14. Items one and 14 concerned specific counseling pro

cedures discussed during the initial interview.. Item one, 

an achievement question, asked if the counselor informed the 

client of specific counseling procedures. ' Groups A and B 

indicated 100% yes responses. However, 50% of group C re

sponded that they were not sure if the counselor had informed ,
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them of specific counseling procedures. When the clients . 

were, asked, item ; 14 ,:: if they. wished' the, counselor had, given, 

them’ more information about specific - counseling, procedures, 

the discrepancy among the groups became more apparent. ' In , 

the written only method (group B) and the controlscomparison 

group, 25% of the clients wanted more information while 

written-verbal method (group A) was satisfied with the infor

mation they received.

The reasons for the increase dissatisfaction of 

groups B and C vary. Groups B and A ■ clients indicated that 

the structured presentation of the consumer information by 

the counselor helped them to be aware that specific counsel

ing procedures had been presented. Counselors using the 

,written-verbal and written only methods presented structured 

information regarding counseling procedures whereas the 

control-comparison group was left to chance- : Group. A, the 

written-verbal method, in.the attitude response, fared best 

because a definite period of time was set aside to discuss 

counseling proceduresL This was not the case with the other 

groups.

Another area in which written-verbal method showed • 

less dissatisfaction responses concerned items two and 15, 

the purpose of counseling. ’ Item two, in the achievement sec

tion, asked the clients if the purpose of counseling had been 

explained to them by their counselor. All clients, with the



exception of 20% in' the written-verbal method (group A) who 

were unsure, responded that they were informed of the purpose 

of counseling. 'Twenty-five percent o f •control-comparison 

group wanted'more, information when clients were asked if they 

.wished their counselor had more fully explained the purpose 

of counseling. The clients in the written-verbal and the 

written only methods (groups A :and B ) were satisfied with the 

amount of information they received.

The majority of clients in all groups, indicated that 

the counselor told them the purpose of counseling; however * 

the written-verbal and the written only methods adequately . 

answered the clients questions as to the purpose of couhsel- 

.ing. .The.written-verbal and•the written only method (groups

A and B) counselors detailed their views of the purpose of - 

counseling to their clients. Clients may have different 

interpretations or assumptions regarding the purpose of coun

seling. . Moreover, the client may not have given much thought 

to the purpose of counseling beyond "getting help for my 

problem". Unless the purpose of counseling is specifically 

detailed by the counselor, the client may be unaware or will 

assume the counselor’s concept of counseling. Unanswered 

questions and concerns may be generated by the client when 

ambiguity exists.

The written-verbal method best defines the coun

selor 1s expectations for the client (items 11 and 25).



Eighty percent of written-verbal (group A ) , 50% of the writ

ten only (group B ) a n d  100% of the control group (group C)

indicated that their.counselor had informed them of what he/ 

she expected of them during counseling. However, 25% of the. 

control group wanted more information and 75% o f 'written only 

group (group B) wwre unsure if they were satisfied with the 

amount of information they received.

It is interesting to note that while 20% of group A, 

the written-verbal method, were not sure if they received the 

information all were satisfled.and didn’t feel the need for 

more information.: The reason for this discrepancy may be 

that the counselor specifically set aside, time to discuss

issues and counseling beliefs. . This may have generalized 

into a. sense of well being for the client.

Clients of the written-verbal method (group A) tended 

to respond with the fewest not sure responses. For example, 

items 24 and 10 address the issue of confidentiality. One 

hundred percent of the subjects responded that the counselor 

had explained his/her policy regarding confidentiality. 

However, 50% of the control group were not sure if they. 

wanted more information about confidentiality.

Several reasons may explain this uncertainty regard

ing confidentiality. One intrepretation might be that all 

clients expect the counselor to keep confidentiality. Group 

A (written-verbal method) and B (written only method) coun

selors detailed what circumstances they would release



information and to whom they, would release it.. Another ex

planation might be that unless confidentiality is brought up 

and discussed.in detail some clients may not think about it.: 

Some client's may not know what questions to ask or how much 

information they need.

The frequency of meetings, items eight and 22, is 

another area in which groups ■ B (written only) arid. C (control- 

comparison) produced more not . sure responses than group A, 

the written-verbal method. When the client was asked if they 

knew how often they would meet, the written-verbal group and 

the control group responded, yes.. The written only group 

(group B ) indicated 75%.yes. When asked if the counselors 

had given them more■information about how often to meet, 50% ■ 

of the control group said they were not sure. The written-, 

verbal group and the written only group were satisfied with 

.the information. One reason that the written-verbal group 

and the written only group were more successful may be due to 

the focusing on the number of meetings and specifically dis

cussing the issue. It appears that the control group may 

have focused superficially on the number of sessions, thus 

leaving room for uncertainty with regard to more information.

There occurred several question groups in which the 

effectiveness of the written-verbal method is unclear. The 

written-verbal method (group.A) indicated that 60% of the re

sponses were marked not sure for items seven and 21 when the



clients were, asked if the .counselors explained-- the evaluation, 

and follow up procedures.. Likewise the written only (group 

B). indicated 50% of the responses'were not sure. Twenty-five

percent of the control group (group C) said that:their coun

selors did not tell them, of the evaluation arid follow up

procedures. When asked if they wished their counselor had 

more fully explained the evaluation and follow up procedures, 

20% of the written-verbal group (group A) and 50%' of control 

group wanted more information. . Twenty-five percent of the .\

written only group were not sure.

Several variables may account for this dissatisfac

tion. ; First, different courtseling modalities, or theories . 

have differerit criteria for evaluation and follow up. For 

example, behavioral counseling may be more definitive and 

contingent on a certain number of specific behaviors which 

are defined by the client and counselor. Gestalt therapy may 

not use the exactness of behavior therapy, thus clients may 

question or be unsure of evaluation procedures that are non

specific . Secondly, since all groups had a high percentage 

of not sures in the achievement section and wanting.more in

formation in the attitude section, the client may.not under

stand what is meant by evaluation and follow up. It is . 

possible that this represents therapist jargon, and corise- 

quently it may be necessary to more closely define their 

meanings in ways more easily understood by the client.



In essence, the written-verbal method- was more effec 

tive than the other methods. Several factors may be in- ■ 

volved. First, a specific period, of time was set aside to 

discuss.counseling issues in a structured manner. Even if 

all questions were not answered satisfactorily, perhaps the 

environment generated a sense of well being and trust by 

answering other questions more specifically. Second, the 

presentation of definitive consumer information provided 

structure lucidating the counseling issues.

Sixty-seven percent, from the total test results, of 

group - B were satisfied with the - written only method of pre

senting consumer information. However, no question groups \ 

in the written only method showed itself to be significantly 

more effective than the written-verbal method. . Several fac

tors may be involved to 1imit the effectiveness of the writ

ten only method. First, clients may have been too 

apprehensive or nervous about their concerns before the 

initial interview to have read or concentrated on the con- . 

sumer information paper. Some clients, when first given the 

paper, may have treated it superficially because of this 

anxiety. Second, the consumer information was treated in a 

cursery manner. Prior to the initial interview, the client 

was given the consumer information paper without much focus 

or direction. During the interview, the only reference to 

the consumer information was when the counselor asked the



client if he/she had;any .questions.v Little time was allotted 

: to the discussion of the consumer.information. If the client 

had no immediate questions, the counselor. ■continued: with the 

interview... Such was; not the. case for the written-verbal . 

method.. The written-verbal method involved a focus of dis-. 

cussion regardless of the asking of questions. Finally, 

there was a time span between the reading of the paper and 

when the client was asked if there were any questions. If 

the client had any questions, they may have been temporarily 

forgotten due to the fact that the consumer information was .. 

not a focus of attention during, the interview.. -

From the total test results, only 45% of. the clients. 

in the control group expressed satisfaction with.the informa

tion received as. compared with 68% in the written only group 

and 89% in the written-verbal group. Control group coun

selors .were not .instructed to specifically focus on consumer 

information although they might have alluded to some of the 

consumer information issues.

It seems likely that clients were more satisfied with

the consumer information they received when the counselor
■ " . - . ■ ' ’ ' . .made a special effort, such as in writing, Verbally, or both,

to provide the client with such information..



CHAPTER'5

•SUGGESTIONS FOR FURTHER RESEARCH

Since this study represents a pilot effort, further 

research is needed to affirm or reject this study’s various 

findings. Several.suggestions’for research . are recommended.

. One obvious direction concerns the use of. a,larger " 

sample population. A  sufficient N must be studied before the, 

results of the data can be generalized to the counseling‘sit

uation.

Another recommendation would be the - inclusion of a

verbal only group. The research paradigm did not utilize all

of the various methods for presenting consumer information. -, 

Further research is needed to measure the effectiveness of a ; 

verbal only presentation and to compare its effectiveness 

with other consumer information methods.

The use of different subject populations suggests 

another area for further research. To test the efficacy of 

the various consumer information methods, it may be necessary 

to discover what methods are best for what group, socioeco

nomic status and discover how they respond to various con

sumer information methods.

:. Finally, a further suggestion for research would be 

to use counselors in a nonacademic setting. It is possible
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that the stigma o.f being a student counselor may influence 

the interaction and relationship between counselor and cli

ent. The counselor in a .nonacademic setting may be viewed . 

as more experienced by the client. .

Thirteen clients and eight counselors participated 

in a study to determine the most effective method for pre

senting consumer information in counseling. Two experimental 

and•one control-comparison groups were utilized in a post 

.test only control group design. The first experimental . . 

group, group A, Concerned a written-verbal method of present

ing consumer information to clients. The second experimental 

group, group By involved presenting a written only method of 

consumer information to clients. The control-comparison 

group, group C, represented the counselors who conducted 

their interviews with the clients in their typical counseling 

style.

The Consumer Orientation Assessment Questionnaire, 

designed by the experimenter, measured the clients' responses 

to the various methods for presenting consumer information. 

The questionnaire was composed of an attitude scale and an 

achievement scale. ..

A Chi-square analysis of the achievement and the 

attitude scales of the COAQ was used to determine any signif- 

.icant.differences among the three groups. •The X 2 indicated ■



no significant differences among the.three groups in the 

achievement portion of the COAQ. However, in the attitude 

scale of the COAQ, the Xz showed a significant difference 

among the three groups. Chi-square analysis between groups - 

A and B proved to be significant beyond the .05 level. , 

There also existed a significant difference beyond the .0 5 

level for groups A and C. However, the failed to discern 

any significant differences between groups B and C . The 

written-verbal method, group A, proved the most effective and 

satisfying method for producing consumer information to. the 

clients in counseling. .

The implications for further.research include the use 

of a larger sample population, and the inclusion of.a verbal 

only method for presenting consumer information. Other im

plications for further research involve the use of different 

subject populations, and the use of counselors in a nonaca

demic setting.
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Qualifications and experience ■

A. . Academic qualifications

1. Degrees obtained: where— area of training .

2. Degree completing: area of study.

3. Areas previously studied: courses', workshops,
skills

B. Counseling experience

1. What types of counseling done, where, position 
held

2. Counseling with special groups

3. Knowledge of special groups: second language

C. Counseling procedure

1. What is . counseling? purpose .

2. Several steps.in counseling process: what will
happen•

3. Counselor’s responsibility in counseling
process - ■.

4. .Client’s responsibility: what the counselor
expects

5. Confidentiality

6. Specific counseling procedure: i.e.,.tests,
develop goals

7. Evaluation procedures

8. Follow up procedures

9. Time and money: how often will meet, number of.
sessions per week, charges for tests, fees, etc

. 10. Questions



APPENDIX B
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. INFORMATION ORIENTATION



Some-. Things You Should Know About. Your .Counselor 
and The Counseling Process

Since counseling is conducted in a number of differ

ent ways, depending.on the counselor, this description has 

been prepared to inform you about my qualifications, how I 

view the counseling process, and what you can expect from me 

as your counselor.

My Qualifications— I received a doctorate from 

Indiana University with a major in counseling and a minor in 

psychology. During my 16 years as a counselor I have served 

as an assistant director of counseling centers at .two major 

universities and as a professor in a university department 

that trains counselors. I am a licensed consulting psycholo

gist in Michigan.

Most of my experience in counseling has been with 

teenagers a nd.adults. I also have had.experience in coun- . 

seling elementary school pupils, but this has been a small 

amount.of my practice. Although most of my experience has 

been in counseling members.of the White race , I •have had 

some experience in counseling Blacks and Americans of Spanish 

surnames. I am not, however, bilingual. I have some knowl

edge of the American Indian culture in addition to that of 

Black and Latin cultures. •

I have counseled individuals who have various kinds 

of vocational, educational, and personal, social problems.

My training and experience provides me with the skills to .'



work with people who have concerns that range from what type 

of job they should seek or how to overcome problems associ

ated with school achievement; to marital problems, fears, - 

and anxious.: feelings. I have also worked with individuals 

who have been referred to me by the Probate Court, Voca- t 

tional Rehabilitation Service, Veterans Administration, and 

Social Security Disability Determination Program.

' In summary, my qualifications enable me to counsel 

people who are able to function at home,; school, or work even 

though they may have serious problems. I am not qualified to 

work with individuals who need hospitalization o r .similar ; ; - 

care, or who need the care of a psychiatrist. . In certain 

situations, however, I can work with individuals under the 

supervision of a psychiatrist.

What is Counseling?— Counseling is a learning process 

whereby you may learn to make personal decisions or learn 

skills, such as how to become comfortable in social situa

tions . You may have some behavior you want to eliminate such 

as the fear of flying in an airplane.. You may want. to learn 

how to communicate with your husband or wife, or how to cope 

with situations that cause you to be depressed or anxious.

There are several steps in counseling process.

First, we will probably spend some time talking about your 

problem. I need to know you and how you view yourself. You 

will probably come to understand yourself better as we talk.



Obviously, we.need to discuss■your concerns openly and - 

honestly. This means that we will need to develop a special 

kind of relationship between us so that you will feel free to 

tell me about yourself. My responsibility at this point in 

the counseling process is to listen to you, to help you com

municate with m e , and to provide an environment of trust so - 

that you can freely tell me how you feel and what is on your 

mind. : v - "

All of our interviews will, of course ,.' be confiden

tial ., A professional code of ethics prevents me from dis

cussing our interviews with anyone or from releasing any 

records without your permission. The only exception to this ■ 

is if you indicate that you are . going to .harm yourself .or ■' 

someone else. In such cases I.am ethically bound to report 

such a situation to someone in authority or someone respon- •, 

sible for you.

. After we have information about your concerns, we . 

will decide upon goals and objectives to work toward to re

lieve these concerns. Then we will develop a plan to achieve 

these goals and objectives. .Such a plan may require that you 

perform certain activities such as obtaining information, 

taking tests, practicing skills you want to learn, thinking 

certain thoughts, and keeping records of your behavior.

We will evaluate your progress in terms of whether 

the plan is helping you to attain your goals and objectives,



and then .compare your progress with your behavior when you 

first came in to see me.

- The last step in counseling involves some brief' • - ' ’ . ■ ■ • „
follow-up,sessions. ■ Quite often this is done by telephone

or in short interviews. At this time we will determine if 

you are maintaining your progress. In other words, after you 

have.attained your counseling goals and. objectives, we will 

have an occasional contact t o .make sure that everything is . 

going according to our plans.

Time and Money— You may want.to know how many coun

seling sessions will be needed and how long each session 

will last. Normally, we spend a maximum of one hour during 

each interview. Needed, exceptions can be made but interview 

time of more than one hour is often nonproductive. Depending 

on the nature of your problem,.counseling sessions may be 

needed once or twice, a week.

It is difficult to predict how many sessions will be 

needed, as this varies with each person and type of problem.

I will be glad to discuss with you the number of sessions 

that might.be needed after I understand why you are coming 

to see me.

(At this point, for clients I see in private, prac

tice , I explain my fee structure and how payments can be 

made. Counselors who work for institutions Where counseling



services are free, but charges for tests and so forth are 

made-,can .explain; any such charges at this point. ) / /

. .: ! Please Ask Questions— You may have questions about 

me and my qualifications, or about the counseling process / 

that are not discussed in the above paragraphs. It is your 

right to have a complete explanation for any of your ques

tions at any time during the counseling process.. Please 

exercise this right if you have any doubts or concerns about 

our counseling relationship and the counseling process.
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In order to improve counseling services, your- g o - : 
operation is requested for completing.this- questionnaire. 
Listed below are 27 questions divided into two parts. Please 
circle the response (1, 2 , _ 3 , etc. ) which is most true for
you., . - - ’■ : -:
■  ̂ i V'
PAPT I . . : : Not
" ^ Yes Sure . No

1. I have been informed of specific 
counseling procedures that will 
occur, i,,e. , tests, record keep
ing, homework assignments. 3

2. H y - counselor explained the purpose
of counseling 3

3. My counselor explained to me all 
the - financial charges involved
in counseling. 3

4. I felt free to ask questions about
the counselor and the counseling 
process. - 3

5. My counselor explained to me his/ .
. her. respqhsibilities in counseling.; 3

6. My counselor described his/her
counseling experience. 3

7. My counselor explained the evalua
tion and follow-up procedures to be 
used in counseling. 3

8. I know how often we will meet. 3

9. My counselor explained to me his/
her academic qualifications. 3

10. My counselor explained his/her 
policy about confidentiality.

11. My counselor described to me what 
he/she expects of me during coun-

' ' seling. ;

12.. My counselor told me of his/her 
. professional qualifications.

3

2 . 1

2 1
' •

2 1

2 1

' 2 - 1-

2 ■ ; -1 -
2 1

2 1

2 1

2 1.

3
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; Not

Yes Sure No
13. I expect, to continue counseling. ■ 3 2 1

PART' II'
> ,  0) Q) CP

rH  1 ) 0 ) U
b 0  & • u 3  ’
C  h 0 bO • 0 0 CD.
0  nj f r i  CD

m ed &
-H  - H • H 0 b ?
CO Q A • s  • <

14. .1 wish my counselor had.supplied
me with more information concern
ing specific procedures that will 
occur, i.e .,.tests, record keep-
ing, homework assignments. 5 .4 .3 .. 2 1

15. I wish my counselor had explained 
more fully to me the purpose of 
counseling'.. 5: 4 3 2 ; 1

16. • I wish my counselor had told me 
more about any financial charges

-

invoIved in counseling. 5 ' 4 3 2 . 1

17. I wish that I had asked more 
questions about my counselor. ' ' 5 4. 3 2 . 1 ■

18. I wish that I had asked more 
questions about what will happen.

; during counseling. ' 5 4 -:3 2 1

19. I wish my counselor had explained 
more about his/her responsibii-
ities in counseling.■ - 5 4 3 2 1

20. I wish my counselor had described 
his/her professional experience
more completely. 5 4 3 2 1

21. I wish my counselor had explained 
more about the evaluation and 
follow up procedures to be used 
in counseling. 5 2 ■ 14. 3

St
ro

ng
ly



2 2.

23.

2 4.

25.

26. 

27.

I wish my counselor had told 
me more about how we will meet

>1 <D <D. • 0) •
H  <D <L) ‘' - : . u  :
hO @4 . ^ • 0 . hO
C M  . • bO 00. CD " P3 Q)

O  rtf ■ . rd.. Q) O  CD :
A  M v 03 : • -h - ^  A  5:.+-> " H • H . O bO' . +J. bO
g o  O ; O < 00 <

5 4 3 ‘ 2 - 1

I wish my counselor had explained 
more about his/her academic .
■ qualifications. . 5 4 3 2 1

I wish my counselor had explained 
more about his/her policy regard
ing Confidentiality. 5 4 3 ; 2 1

I wish my counselor had told me
more about what he/she expects . - ' . V
of me during counseling. 5 '4 3 2; 1

I wish my counselor had given me 
more - information about his/her
professional qualifications. 5 4 •. 3 2 1

: I would tell my friends to seek 
counseling if the need arose. 5 4 3 2 1
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Group A / py:

I. Precounseling- Instructions

A. ' Write a paper for your ;clients detailing your coun- 
' seling experience, qualifications, and counseling
process. Structure your paper according to the . 
outline provided and use the example as a guide.

B. After the paper is written, the experimenter will 
make additional copies for you.-

II. Counseling Instructions

A. At some.point during the initial counseling ses
sion , detail to the client your qualificatons, . 
experience, and counseling procedure. This will /" 
be done by (1) giving your client a copy of your 
experiences and qualifications paper, and having . 
the client read and keep it; (2) verbally detail
ing your experience, qualifications, and counsel
ing process according to the outline. Have your 
client read along; with you as you detail verbally 

■ your qualifications; (3) encourage the client to 
ask questions.

Ill. Post. Counseling Instructions

A. At the end of the initial counseling session, 
please give the client the Consumer Orientation 
Assessment Questionnaire to complete.

B . Tell your client that the questionnaire will be 
used to improve counseling services at The Univer
sity of Arizona, and that their cooperation in com
pleting the form would be appreciated.

C. You are to try and remain ignorant of the question
naire’s contents. If your client asks you any 
questions concerning it, tell them that you are 
unable to answer their questions, and that you will 
find out and let them know next week. Please do 
not review the questionnaire or discuss it with 
any of your classmates. .

D. Return the completed questionnaire to the espec
ially marked box in room 214, Education Building.



' Group B

. I Precounseling Instructions

A. ■ Write, a paper for your clients detailing your coun
seling experience, qualificationsandycounseling 
process. Structure your paper according to the' :- ', 
outline provided and use the example as a guide.

B . After the paper is written, the experimenter will 
make additional copies for you.

II. - Counseling Instructions

A. Prior to the initial counseling session, give to 
your client or have given to your client a copy of 
your experiences and qualifications paper. ' Inform 
them that they may keep it, and give them suffix ■ 
cient time to read it. Do not begin the counseling 
session until- the client has had sufficient time" 
to read your paper.

B. At a point during the counseling session, ask your 
client if he/she has any questions concerning the 
paper which was given to them. If the client has 
any questions, answer them. A possible introduc
tory statement might be, "Earlier I gave you a 
written statement of my - qualifications, experi
ences , and my counseling procedure, do you have any 
questions about these or any other issues". Do not 
volunteer or detail your qualifications, experi-

. ences, or procedures independently of the question.

III. Post Counseling Instructions

A. At the end of the initial counseling session, % 
please give your client the Consumer Orientation 
Assessment- Questionnaire to complete.

B. Tell your client that the questionnaire will be 
used to improve counseling services at the Univer
sity Of Arizona, and that their cooperation in 
completing the form would be appreciated.



You.. are to try and remain ignorant of the question
naire ’s contents. ' If your client asks you.any 
questions concerning it, tell them that you are un
able to answer their questions, and that you will 
find.out and let them know next week. Please do : 
not review the■questionnaire or discuss it with any 
of your classmates. - -

Return the completed questionnaire to the espec
ially marked box in room 214, Education Building.
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Group C

At the end of the initial counseling session, • 
please give your client the Consumer Orientation 
Assessment Questionnaire to complete.

B .. . Tell your client that the questionnaire will be
used to improve counseling services•at The Univer
sity of Arizona, and that their cooperation in 
completing the form would be appreciated.

C. You are to try and remain ignorant of the question
naire's contents, If your client asks you any 
questions concerning it, tell them that you are
.unable to answer their questions, and that,you will 
' find. out, and let them-know--next: week. -

D. Return the completed questionnaire to the espec-
• ially marked box.in’ room 214, Education Building.
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Some Things You May Want To Know. About Counseling 
■ and About Your Counselor

By Counselor B .

My Qualifications— I am■presently working on my Mas

ters Degree in Counseling and Guidance at the University of. 

Arizona. Prior to my return to school, I worked for three 

years as a counselor in the Army.

Most of my counseling has been done with adults'and 

families. I have had experience working with people from 

many different ethnic backgrounds including Blacks, Puerto 

Ricans, and Spanish-Americans. I also have experience with 

helping people deal with a variety of vocational, personal, '■

'and ■ social problems. ' M y .work has .included clients with.mari- 

.tal problems, family difficulties,'feelings of anxiety, and \ 

addiction to drugs and alcohol.

Counseling Procedure-— I view counseling as a process 

which helps an individual or group learn new ways of behav

ing, strengthens, decreases or eliminates behaviors that are 

disturbing their life at home, work or in relationships»■

This process will not only work in the counseling sessions 

but also will help the client in coping with other situations 

in their lives.

. The counseling process will involve determining what

is the problem how will we know when we have reached the
,  -  - . -  ■ • . - • -  ■■

goal. In order to establish the goals for counseling it is



important for 

munications.

the clients to 

My role will be

be open and. hone s't' in their . corn- 

one of listening,:. trying to •

understand your concerns and clarify the issues. ■ As we pro- . 

gress we will develop;plans which will help you to reach, the
goals we have set. These plans will involve work on your 

part both in and out of the counseling setting. We will 

evaluate the counseling process by determining how well the ' 

initial goals of counseling have been met.

■ All of our counseling interactions will be kept con

fidential in accordance with the professional standards set 

by the American Psychological Association. Since I am a ; 

master’s student I will request your permission to tape our 

sessions. . These tapes will be used only for. supervision by 

other counseling professionals and will be treated confi

dentially.

Follow up interviews will be conducted at various •

.intervals to monitor your maintenance of goal behaviors.

Time.and Money— Different problems will require dif- 

ferent lengths of time. However, most interviews.will last , 

for an hour and sessions will initially be on a weekly basis. 

There will be no charge for my services since this is a part 

of my academic program.

- Please Ask Questions— If you have any questions about 

my qualifications or the counseling process, feel free to ask



them. You have the right at anytime to have a complete ex

planation during.the counseling - process of any questions you 

have. Please exercise this right.
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