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Contains information that
will be useful to you.

Offers you more ways to
help you understand and
practice the skills you
learned in the activity.

Achievement
Program

Record the activities you
complete on page two.
Your helper will initial
them after the two of
you discuss them.

Check This Out!
Each activity includes questions
to help you think about what
you learn and how to apply the

knowledge to other parts of your life. Discuss
the questions in your group, with your helper,
or with another adult. Write your answers to
questions where lines are provided.

The Real Deal
What you will be able
to do after completing
the activity.

Attention Shoppers!
Where you begin each activity.

A Look at Parts of Each Activity

Words you need to know. These
words are in boldface type the
first time they are used in an
activity. A complete list of

these words and their definitions
are on page 35. Spend time learning the
meaning of these words as you will use
them later in other activities.


CLEAN UP ON Aisle 

Notes to Helper
Thank you for agreeing to support the
learning of one or more young people in
completing the 4-H consumer project. The
activities offer them opportunities to learn
about the world, and their lifelong role as a
consumer. Your involvement will reinforce
and expand their learning by providing
needed resources, additional insights, and
generate possibilities beyond those in the
activities, by taking advantage of situations
in your local community. In turn, you will
gain satisfaction and enjoyment from the
experience.

A roadmap is a guide that shows how to reach a destination. In the Consumer
Savvy series the destination is to become a wise consumer. You have already
completed the first two levels of the series, and learned many of the necessary
skills. You are well on your way to understanding consumers, those who
purchase goods and services to use. In this activity guide you will learn about
the global economy, your rights and responsibilities as a consumer, and how to
gather information about the cost of living on your own. You will practice life
skills including managing resources, self responsibility and critical thinking.

As with The Consumer in Me, and Consumer Wise, you may complete the
activities alone, or be part of a group all working together on the project. A
group will generate more ideas and alternatives while working together to
complete the activities. If you are working independently, ask an adult family
member or friend to discuss the questions and challenges with you. A helper
will provide encouragement, assist in gathering resources, and offer opportunity
to discuss and reinforce what you have learned.

Welcome to Consumer Roadmap 

Revised 2008 — Copyright 2004 National 4-H Council.  All rights reserved.  Reproduction without permission of National 4-H Council is strictly prohibited.

Want to learn more?



Cyber

Cy

ber
Savvy

www.4-H.org/curriculum/consumersavvy

Visit the Consumer Savvyproject online for games,Internet resources and more funopportunities to help you learn. 
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Date and list the most fun and interesting things you do in
this project.

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

_______________________________________________

Project Highlights

Consumer Roadmap

Achievement Program

2

Achievement Program Requirements
1.Complete at least seven of the required
activities and two Savvy Challenge
activities each project year.

2.Complete at least 21 activities within three
years to complete the Consumer Roadmap
Achievement Program.

3.Have your project helper date and initial
each activity as you complete it.Goals_______________________________________

_______________________________________

_______________________________________

_______________________________________

_______________________________________

_______________________________________

1

2
Consumer Savvy Activities

Date Helper’s
Completed Initial

My Clothes Have Frequent Flyer 
Miles

The Global Economy

Consider the Source

The Bull’s Eye on Your Wallet

Am I a Responsible Consumer?

I Have Rights Too, You Know

Reading, Writing and 
Researching

Giving Back 

Got a Complaint?

How to Write a Wrong

Don’t Give Up—Legal Ease

All in a Day’s Work

I Own a Car, or Does it Own Me?

What Does Real Life Cost?

Complete at least two optional 
Savvy Challenges each year.

Date Helper’s
Completed InitialsActivity Page no.

Think of some things you would like to learn about being a
savvy consumer. These are your personal goals. Write them
below before you begin doing the activities.

What I want to do and learn in this project:

My Consumer Savvy Goals

08032 pg01-03_r08_08032 pg01-03  3/5/15  12:33 PM  Page 2



3L E V E L

ACHIEVEMENT PROGRAM
CERTIFICATE

has successfully completed all requirements of the 

Consumer Roadmap Achievement Program
in the Consumer Savvy Series.

Helper’s signature ____________________________________________   Date _____________________________

3

Place a
picture of
you here.

08032 pg01-03_r08_08032 pg01-03  3/5/15  12:33 PM  Page 3



4

Consumers in the Global Marketplace

My Clothes
Have Frequent
Flyer Miles

The R
eal De

al:

Disco
ver ho

w the 
money

 spent
 impac

ts 

the glo
bal ec

onomy
.

Consu
mer S

kill:

Invest
igate h

ow the
 produ

cts yo
u buy 

are

manuf
acture

d

Life S
kill:

Decisi
on ma

king: 
gather

 and u
se info

rmatio
n

Indonesia, China, Thailand, Israel, Costa Rica, Mexico.
How far have your clothes traveled to get to your closet?
They may have come from half a world away. Glance at
the tags on the clothes you are wearing and you will be
off on a tour around the globe. See what this might
mean for you as a consumer.

Attention Shoppers!
Choose an item of clothing such as a shirt or pair of pants.
Shop for it at local stores, in catalogs, and on the Web to see
where it was made. You may find the same item manufactured
in several countries. Who are the people that made this item?
What are they paid for their labor? Under what conditions do
they work? Use the information you find to complete the
Tracking the Origin chart.

Clothing product selected to research: _____________________________

Shop for this item to see where it is made. Use the Web or
other resources to locate information about the labor force in
the countries where the clothes are made. Use the information
you find to complete the chart below.Tracking the Origin

Catalog, retailer Price Country of Labor force in
or website manufacture country of origin

Where is that

shirt made?

Consider the SourceTruth is a great flirt.
Franz Liszt
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CLEAN UP ON Aisle 

• consumer
• country of origin
• global economy
• labor force

• product
• retailers
• trade-offs

Consumer VIEW
• What did you discover as you researched where your clothes were made?
• Why are clothes labeled to let you know where they are made?
• What particular parts of the world seemed to produce most of the clothing items you researched?
• Why do you think clothing items are manufactured in othercountries?

Consumer THINKING
• What correlations did you find between price and quality of the item?
•What did you learn about the working conditions of the labor force in the country where your item of clothing was made?
________________________________________________
________________________________________________
________________________________________________

Consumer U SE
• Explain how you are part of a global economy.
_________________________________________________
_________________________________________________
_________________________________________________
Consumer ACT ION
• What are the trade-offs to being part of a global economy?
_________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________

Acknowledgements:Activity written by Lisa Hertzberg.

Every week you make a number of purchasing
decisions. Each time you decide to buy a concert
ticket, buy a pair of shoes, put money in the
bank, make a contribution, or get your hair cut,
you are voting with your dollars. You select
which businesses, policies, and products you
support.

As a consumer, it is up to you to decide what
factors to consider when making a purchasing
decision. Some information, like a price or
brand name, is easy to find. The style, function,
and quality of items you choose depend upon
your taste and what you value as a consumer.

If it is important to you that a factory doesn’t
harm the environment, or that workers have
good living conditions, you will probably have
to do a little homework to discover that
information.

1. Select three r
etailers. Contact

them, or explore
 their catalogs

or websites to d
etermine

whether they ha
ve company

policies about ca
rrying items

produced by chi
ld labor.

Report back to 
the group with

your findings.

2. Use the Web t
o research the l

ife

of a child worke
r. Discuss with

your group or a
dult helper how

your life differs 
from that of a

child worker.

3. Check the inv
estments made b

y

the bank you us
e. Where does it

invest the mone
y deposited in it

s

accounts? Creat
e charts or a

poster with you
r findings.

Voting
With Your
Dollars

Check This Out!
After completing the activity, discuss
the following questions with your
helper or other adult.

5

The R
eal De

al:

Disco
ver ho

w the 
money

 spent
 impac

ts 

the glo
bal ec

onomy
.

Consu
mer S

kill:

Invest
igate h

ow the
 produ

cts yo
u buy 

are

manuf
acture

d

Life S
kill:

Decisi
on ma

king: 
gather

 and u
se info

rmatio
n
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You hit the snooze button on your Japanese–made 
DVD player three times before throwing back the Egyptian 
cotton comforter and setting your feet on a wool carpet made in China.
You get dressed, throwing on jeans made in Hong Kong, a t-shirt made in
Peru, a sweater made in the United Kingdom, and boots made in Maine.

While you eat breakfast (a banana from Ecuador, Florida orange juice, and
a pastry from the bakery around the corner), your mom grinds Ethiopian
coffee beans and makes coffee with her Italian espresso
machine. Your dad wanders into the kitchen checking his
new palm pilot that was assembled in Mexico. He just got
off the phone with a technical support person in India.

You’re running late, so your mom, who drives a German
car, offers to drop you off at school. You grab your lunch,
and on the way out the door you pause to look at a Maori
carving your grandpa brought back from his trip to
Australia. Are you getting the idea that you are part of a
global economy? A global economy is sharing resources
around the world. It makes shopping more exciting, but also
more complicated. A savvy consumer knows the factors to
consider, and the implications of buying globally.

Attention 
Shoppers!
Go on a scavenger hunt in
your house. Your goal is to
find 25 different items, and
at least one item or more
from all six permanently-
inhabited continents. You
may be surprised where
things you use everyday are
made. Items listed are the
examples from above.

The R
eal De

al:

Expla
in the 

excha
nge of

 resou
rces w

orld-w
ide.

Consu
mer S

kill:

Exper
ience 

buying
 in the

 world
 mark

et

Life S
kill:

Critica
l think

ing: im
plicati

ons of
 choic

es

6

“Opportunity is
missed by most people
because it is dressed in
overalls and looks
like work.”

Thomas Edison

“An economist is a man who
states the obvious in terms of the
incomprehensible.” Alfred A.Knopf

“Money was never a big motivation for me, except as a way to
keep score. The real excitement is playing the game.”

Donald Trump

“G
ov
er
nm

en
t’s 
vi
ew
 o
f 
th
e e
co
n
om

y
 c
ou
ld
 b
e s
um

m
ed
 u
p 
in
 a
 f
ew

 sh
or
t p

hr
as
es
: i
f 
it 
m
ov
es
, t
ax
 it
. I
f 
it 
ke
ep
s

m
ov
in
g,
 r
eg
ul
at
e i
t.
 A

n
d 
if
 it
 st
op

s m
ov
in
g,
 su

bs
id
iz
e i
t.”
 

R
on

al
d 

R
ea

ga
n

The Global
Economy

Africa Egypt Cotton Comforter

Asia Japan Radio

Australia Australia Art

Europe Italy Espessso machine

North America Mexico Palm pilot

South America Ecuador Banana

Continent Country Item
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Consumer VIEW
• How many different countries were represented by items inyour home?
• What surprised you most about where items were made?

Consumer THINKING
• How have you personally benefited from international trade?
• What motivates businesses to produce goods and services for export?
• How has technology impacted the global marketplace?
____________________________________________
____________________________________________
____________________________________________

Consumer U SE
• Why might some economists consider a trade deficit beneficial to the economy?
• How does the export of American media such as television and movies influence trade?
• What would happen if the world market no longer existed?
____________________________________________
____________________________________________
____________________________________________

Consumer ACTION
• Describe a consumer experience you have had that illustrates the laws of supply and demand.
• How are consumers like you in control of the world market?

_____________________________________________
_____________________________________________
_____________________________________________

The economies of every nation are becoming
increasingly interdependent, and international trade
affects your consumer decisions every day. In the
global marketplace, money, goods and services flow
across international borders day and night. A product
brought in from another country is called an import.
For example, the banana you had for breakfast was
imported from Ecuador. As a nation, consumers spend
the most on imports of fuel, consumer electronics, and
clothing. Items that U.S. businesses sell abroad are
called exports. The largest categories of U.S. exports
are data processing equipment, agricultural products,
consumer electronics and airplanes. The exchange of
items is called trade, and at the end of the day, the tally
of imports and exports gives us a balance of trade.
Every year, since the early 1970s, the U.S. has run a
trade deficit, meaning we import more than we export.

Trade has both pros and cons. As an American
consumer you will have more choices, increased
competition for your dollars, expanded markets
(meaning more people will be employed producing
items that can be exported), and improved
international relations between countries involved in
trade. However, there can also be drawbacks. For an
American worker it might mean losing a job when the
local factory closes down and jobs are sent abroad.
For a worker in another country it might mean being
paid pennies to produce items for export that the
worker could never afford to buy.

Pros and Cons
of International

Trade
Check This Out!
After completing the activity, discuss
the following questions with your
helper or other adult.


CLEAN UP ON Aisle 

• service
• supply
• trade
• trade deficit

1.  Research how
 the U.S. govern

ment regulates t
he

global market. W
hat role do you 

feel is appropria
te

for the U.S. gove
rnment in defini

ng the American

future in the glo
bal marketplace

? Describe what

might happen in
 the U.S. econom

y if it were strict
ly a

market economy
 and not regulat

ed by the govern
ment

at all. How wou
ld this affect wor

kers and consum
ers?

Make a presenta
tion to your gro

up or helper.

2.  Research ano
ther country’s economic system and

compare and co
ntrast it with th

e U.S. economic

system. Create a
 chart to showca

se your findings
.

Present this to y
our small group

 or your leader.

3.  Debate with a
nother youth th

e pros and cons
 of

trading on the w
orld market. 

Acknowledgements:Activity written by Lisa Hertzberg. 7

• balance of trade
• demand
• economic system
• export
• import
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2

• Which search engine provided 
the most listings (quantity)? #_________________

• Which one provided more of the 
information you wanted (quality)? # _________________

• Which one seemed easiest 
to use for this type of query? # _________________

• Which of the three were you
most likely to use before 
conducting this research? # _________________

• How might this have influenced 
your research? # _________________

• Which one would you most likely 
use for a similar query in the future? # _________________

• Briefly describe the main strengths of each search
engine you used. 

1. _______________________________________________________________

___________________________________________________________________

___________________________________________________________________

2. _______________________________________________________________

___________________________________________________________________

___________________________________________________________________

3. _______________________________________________________________

___________________________________________________________________

___________________________________________________________________

Consider 
the Source The R

eal De
al:

Check
 the ac

curacy
 of inf

ormat
ion fo

und 

on the
 Web.

Consu
mer S

kill:

Devel
op onl

ine co
nsume

r skill
s

Life S
kill: 

Critica
l think

ing: ev
aluate 

accura
cy of i

nform
ation

Attention Shoppers!
Select a computer you’d like to purchase. Use three different search engines to conduct consumer research
online. Look for the manufacturer’s Web site, commercial sites where you could purchase the computer,
professional reviews and consumer reviews of the computer model you want to buy. As you use each search
engine, rate it using the chart below. Use the scale of 1 poor, 2 fair, 3 moderate, 4 good, and 5 very good,
to rate each search engine.

When you have completed your research, answer these questions:

1

8

Do you believe everything you read just because it 
is in print? Or accept as true everything you hear on 
the radio? Do you sometimes question what you see 
on television? If it is on the Internet, it must be right. Right? 
While it is true you can find just about anything on the Internet, anyone 
in the world can—and does—put almost anything online. So how do you
know if you can trust the information you find? In this activity you’ll sharpen
your critical thinking skills when shopping for information on the Internet.

Ease of finding the Ease of finding Ease of finding Ease of finding Overall
manufacturer’s site

commercial sites professional
consumer reviews Ratingto make a purchase reviews

Search Engine

1.

2.

3.

M
os
t o

f 
us
 c
an

 r
ea
d 
th
e w

ri
tin

g 
on

 th
e w

al
l;
 w
e j
us
t a

ssu
m
e i
t’s 
ad
dr
es
se
d 
to
 so

m
eo
ne

 el
se
. Iv

er
n 

B
al

l
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Consumer VIEW
• What was the most fun about searching the Internet?
• What was most difficult about locating the information youwanted?

Consumer THINKING
• How has this activity changed the way you view information on the World Wide Web?
• Why are people using the Web to access information?
________________________________________________
________________________________________________
________________________________________________
________________________________________________
Consumer U SE
• What types of research could you conduct using other methodsinstead of the Web?
_________________________________________________
_________________________________________________
_________________________________________________
_________________________________________________
Consumer ACTION
• What are some ways to verify the information that comes off the Internet?
• What are some of the things you will consider when gatheringinformation on the Web?

__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________

Acknowledgements:Activity adapted with permission by Al Duarte from Brandt,
Scott (1966), Evaluating Information on the Internet. Purdue University Libraries
and Checklist for Evaluating Web Resources, University of Southern Maine.

Not all search engines run the same. Some rate the
reliability and usefulness of their information. Others
simply try to cover the entire Internet, giving you all
the possible sources for a topic. In other words, some
are working to give you quantity information, while
others are going for quality.

Ten Things to Consider When You’re Searching
the Web:

1. Compare the Web site to others. 

2. Check online lists for other works by the same
author. If the author has only written one thing,
the information might not be as reliable as it first
appeared.

3. Check the author’s credentials. Is the author an
expert in the field? 

4. Does the resource have a reputable organization
or expert behind it?

5. Does the author tell where the information is
found? Can you verify it?

6. Is information given so that you could contact the
author for clarification?

7. Does the information being presented appear to
be fact or opinion?

8. Have people you know and respect recommended
this site as a good source?

9. Is the information current?

10. Check the grammar and spelling. If there are a lot
of mistakes, it’s kind of hard to take the information
seriously.

Ladies and
Gentlemen,
Check Your

Search Engines!


CLEAN UP ON Aisle 

• Internet
• query
• search engine

• verify
• World Wide
Web

Pick three of th
e listings you

located during y
our search.

Evaluate the inf
ormation for

accuracy based 
on the ten points

listed in the Cli
p it! section. 

Report your fin
dings to your 

group or helper.

Check This Out!
After completing the activity, discuss
the following questions with your
helper or other adult.
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Are you a target of advertising? Advertising must
be effective because companies pay millions of
dollars to hit your wallet. You are a consumer, 
and advertisers want your business. In this activity
you’ll get a chance to see how effective these
advertisers are.

The Bull’s
Eye on Your

Wallet
The R

eal De
al:

Recog
nize ta

rgeted
 adver

tising.

Consu
mer S

kill:

Evalu
ate qu

ality o
f adve

rtising

Life S
kill: 

Critica
l think

ing: an
alyze 

worth

Attention Shoppers!
Check out these 20 advertising slogans. How many of 
the companies do you recognize by their product slogans?
Write your answers in the column “Me.”

Ask two friends or family members to do this activity 
as well. Cover your answers so that they have to think 
for themselves, or you can ask the questions out loud.

Melts in your mouth, not in your hand.

M’m M’m Good! 

Obey Your Thirst.

They’re magically delicious.

They plump when you cook ‘em.

Gimme a break. Gimme a break.

They’re Grrrreat! 

We love to see you smile.

Have it your way.

Drivers Wanted.

We bring good things to life.

Good to the last drop.

It just keeps going, and going, and going.

It’s everywhere you want to be.

Where do you want to go today?

The quicker picker-upper.

Because I’m worth it.

When it absolutely, positively has to be there overnight.

Finger lickin’ good.

Just Do It!

Advertising Slogans Me Family Member Family Member
or Friend _______________ or Friend _______________

2

1

“Advertising is the greatest art form of the twentieth century.”
Marshall McLuhan

Ads influence

spending.
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CLEAN UP ON Aisle 

• marketed
• slogans
• store brands
• target

Consumer VIEW
• Why do companies use advertising slogans and othercatchy advertising techniques?
• Give examples of at least three products that areheavily marketed to people your age?

Consumer THINKING
• What items do you regularly purchase that are generic, or store brands that don’t advertise?
• Explain whether you think Americans are targeted by too much advertising.
_________________________________________
_________________________________________
_________________________________________

Consumer U S E
• What impact does it have on you as a consumer if you like or dislike a company’s slogan, logo or advertising?
• Why is brand loyalty important to companies?
__________________________________________
__________________________________________
___________________________________________

Consumer ACTION
• What criteria will you use to determine the worth of advertising because of what you have learned?
• What role does advertising have in a global economy?

____________________________________________
____________________________________________
____________________________________________

Acknowledgements:Activity written by Lisa Hertzberg.

Advertisers paid about $2.25 million for each 30-second
commercial that airs during the 2004 Super Bowl. 
That is $4.5 million per aired minute, or $75,000 per
second! Obviously many companies decide that the cost
is worth it to reach the 88 million Americans who tuned
in for the game. Whether it is a once-in-a-lifetime ad that
airs during the Super Bowl, or an ad you’ll see every
time you watch your favorite sitcom, you’ll find that all
ads follow the basic rules of Advertising 101. Common
techniques include:

•Association—The product or service is linked with 
a positive situation or activity, and the implication 
is that you will want to get in on the fun.
• Bandwagon—These ads lead you to believe that
everyone else is using a particular product and, if
you’re not, you are missing out.
•Celebrity Testimonial—A celebrity or famous
person endorses a product. Because of this you will
want to use it, too.
• Emotion—Advertisers develop commercials that
evoke strong emotions that you are expected to
associate with the product.
• Expert Testimonial—Testimonials may be given by
supposed “experts” or by regular folks who are just
like you.
•Repetition—The same commercial will be shown
over and over to imprint the product on your mind.
• Slogans—Catchy slogans, themes, or mascots are
used to help you remember a particular product or
brand name.

1.  Interview sev
eral children be

tween the ages 

of five and ten. 
Ask them to ide

ntify the slogans

listed on the cha
rt on page 10. A

re you surprised

by what these yo
ung consumers k

now? Report

your findings to
 your group or h

elper.

2.  Review print
 ads. What adve

rtising techniqu
es

are used in them
? Are they simil

ar or different

from the advert
ising techniques

 used in televisio
n

ads? Repeat wit
h advertising on

 radio. Report

your findings to
 your helper or 

group.

Brush up on
Advertising 101

Four hours of television will
contain about 100 advertisements.
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“Advertising is the principal reason why thebusiness man has come to inherit the earth.” James Randolph Adams

Check This Out!
After completing the activity,
discuss the following questions
with your helper or other
adult.

• advertising
• brand loyalty
• commercials
• criteria
• generic
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