Chapter Six
Condlusions
This dissertation explored the marketplace behaviors of consumers with limited literacy

skills from the perspective of the low literate consumers. A god of this research was to develop
an understanding of the various coping mechanams low literate consumers utilize in the
marketplace. In addition, | sought to expand the conceptudization of consumer literacy to
include these coping strategies. In the previous two chapters, data was presented and interpreted
using aframework of stigma proposed by Link and Phelan (2001).

This chapter expands the discussion of the results to explore the contributionsin the
subgtantive area of low literacy and the marketplace, the theoretical domain of stigma theory, and
the methodologicd domain of quditative data gethering techniques. Limitations of the research,
aswdl| asfuture research directions, are dso ddineated.

Substantive Contributions of the Research

Through this research, my understanding of the experience of being low literate in a
literate marketplace increased dramaticaly. The informants reveded many of thar frustrations
and their successes of getting their needs met in the marketplace. While literacy skills are taught
and reinforced in formd, educationd settings, | learned that literacy isa socidly constructed
phenomenon rather than a set of discrete skills. Literacy is developed, refined, and extended
through multiple socid contexts and interactions, including consumption-related activities.
Stereotypica images of low literate consumers as ignorant, ill- prepared consumers might lead
one to assume that they would have limited successes in the marketplace. The data, however,
highlight the crestive coping Strategies utilized daily by consumerswith limited literacy skills
Consumers who lack traditiond literacy skills carefully plan their shopping to match the
financia and shopping resources that they possess. They enter the marketplace knowing what
they will buy and they seek safe retall environments where they have memorized both the store
layout and identifying features of the products that they desire. Moreover, they seek out help
from family, friends, and sdespeople. Coping drategies identified in previous exploratory
research (e.g., Adkins and Ozanne 1997, 1998) were not only validated, but aso expanded and
organized according to the primary functionsthey serve. Low literate consumers have a set of
coping techniques that they draw upon to get their needs met in the marketplace. Other coping
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srategies, such as avoidance, nondisclosure, and deflection, help low literate consumersto
minimize the impact of the stigma of low literacy on their sdf esteem. Consumers with limited
literacy sKills create a zone of comfort in which they are able to operate successtully, so the
primary motivating reason for seeking literacy education is not the inability to get nesds met.
While low literate consumers do have bad marketplace experiences in which their low literacy is
revedled and the sigma of low literacy results in an assault to their self esteem, for the most part,
the low literate consumer has constructed a scaffolding that offers agood ded of protection from
such assaults.  However, low literate consumers who do seek to improve their skills develop a
keener understanding of both the impact of their limited skills and the resources they possessto
chdlenge actively the labd of “illiterate’” and the associated stereotypes that accompany the
label. (Thislack of need perception, as well asways to empower adult learnersto challenge the
negetive labds, is explored in more depth in the public policy implications section.)

Although the low literate consumer often gets his or her marketplace needs met, the
coping strategies do condrain the marketplace activities and choices. The structurd barriers
faced by the low literate adult constrain the goods, retail outlets, and service dternatives. But
many of the coping techniques employed by the consumers also condrain the outsde world to a

narrow yet knowable rem.

While traditional consumer decision making assumes that consumers are regularly
involved in extended problem-solving, limited problem: solving, variety seeking, and habitua
decison making, the low literate consumers decison making is dominated by habit. The
extended decison making model assumes that consumers become aware of a problem, search for
information, compare dternatives, choose a product, and engage in product evauation. The data
suggest thet low literate consumers engage in little extended problem solving. Occasiondly
consumers did learn about new products through advertising, but most choice was based on tried
and true products. In addition, when consumers engage in nor+habitua decison making, the
decison making gpproach is atrid-by-error gpproach in which the consumer has a problem,
does little to no search or evauation, tries the product, and then narrowly evauates the product

againg hisor her experiences.
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Conceptual Contributions

This research offers two conceptua contributions. Firdt, the data offer compelling
evidence of the need to expand Haatin and Taylor’'s (1994) narrow conceptualization of
consumer literacy to encompass not only traditiond literacy skills but dso coping Strategies and
marketplace knowledge and skills. Thus, the findingsin this dissertation support a broader
conceptuaization of the construct of consumer literacy. Second, while Beder (1991) does posits
that low literate adults engage in passing and covering srategies, this study condtitutes the first
systematic application of sigmatheory to low literacy in the marketplace from the viewpoint of
consumers with limited literacy skills. This study provides support for Link and Phelan’s (2001)
extension of stigma theory, which approaches stigma as an outcome rather than the attribute-
based conceptudization offered by Goffman (1963). Moreover, this approach is consistent with
the perspective of literacy as a practice that emergesin asocid context rather than being a
discrete skill set.  The gpplication and extenson of the Link and Phelan (2001) stigma
framework increases our understanding of how the stigma of low literacy manifestsin the
marketplace and suggests the appropriateness of the conceptua framework to explore the impact
of other stigmata and constrained marketplace choices. For example, socid stigma theory may
prove afruitful conceptud direction in understanding consumption behaviors and identity
management among gay consumers, physicaly handicapped consumers, or overweight

consumers, to name afew.

M ethodological Contributions

This research dso offers contributions in the methodological domain. A vast portion of
published research that examines topicsin consumer behavior draws upon ardaively
homogeneous sample population of college students. Although this study depends on asmall
sample Sze, aprevioudy ignored consumer population isthe focus. Identifying students within
adult education literacy programs and using literacy program directors as key informant contacts
was a successful way to gain access to consumers with limited literacy skills. The relaionships
formed with literacy program directors alowed entrance and amost immediate acceptance by
theinformants. The literacy program directors had devel oped relationships with the adult
learners and were trusted confidantes. Thus, when the program directors would ask the low

literate consumers to speak with me, the consumers readily agreed. The use of in-depth
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interviews was a0 successful because it alowed flexihility to darify questions for the
informants and explore unexpected topics that arose, such as the issues of an informant’s
persond privacy when her reading problems made it difficult to select a home pregnancy test.
This approach only required the informants to read and sign the participation permission dip.
The conversationa—style of the interviews encouraged informants to share their persond

“gories’ about the impact of literacy skill deficits and literacy education on their individua

lives. Further, when informants learned that no correct answers existed on the modified thematic
gpperception test, this redization helped make the informants fed a ease when they redized that

this interview was a non-evauative interaction.

Implicationsfor Stakeholders

Academicians

This research provides empirica support for the notion that it may be “unwise to make
general statements about consumer competence based on conventiona measures of ability”
(Alba 2000, p. 6). Consumerswith limited literacy skills do experience problemsin the
marketplace because of their sill levels. However, for the most part, these adult literacy
students are successful at getting their needs. Thus, we need to move away from
conceptudizations that view consumers at the margins of society asvictims (Alwitt and Donley
1996 ). We must broaden our perspective as we ook at the resources various consumers
segments bring into the marketplace. The notion of the low literate consumer as an active
chdlenger provides a gtarting point to begin this rethinking and the coping strategies identified

offer an expanded view of their potentia resources.

In the conceptua domain, this research demondirates the usefulness of Link and Phelan's
(2001) conceptudization of sigma to develop a greater understanding of the marketplace
behaviors and consumption activities of consumers with other sigmata. Take, for example, the
stigmaof childlessness (both involuntary and voluntary childlessness)t. Many women who
experience infertility engage in coping mechanisms that dter their consumption choices. Some
may go to greet lengths to avoid baby specific products, including redtricting their socid circle to

1 Miall (1990) points out that society assumes involuntary childlessness to be a function of the woman --- either due
to apsychological reason, sexual incompetence, afertility problem, or a product of the just world belief (i.e., people
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other women without children so they do not have to buy baby shower or children’ s birthday
gifts. Othersoutlay sgnificant financid resources trying to concelve a child (i.e., often
involving the use of ahdper — in this case an endocrinologit, fertility specidist, egg/sperm
donor, surrogate, etc.) and in the process re-label themsaves from being infertile to being a
fertility patient. Some women negotiate their identity by choosing the adoption route while
others may use deflection to highlight career achievements. Thus, it may be fruitful to
conceptudize stigmatized consumers as potentidly active chalengers who seek out different
hedlth and socia services to enact new labels. Each of these choices givesrise to different

patterns of consumption and saif-images.

Marketing Managers

Low literate consumers enter the marketplace with a toolkit of techniques to navigate
around potentidly problematic Stuations. The “tools” serve two primary purposes. (1) solvethe
consumer’ s problem of how to get what he or she dedires, and (2) insulate the low literate
consumer from repeated attacks on the consumer’ s fedings of saf-worth. Many of the common
marketing practices ad the low literate consumer: restaurant menus with pictures, price lining,
brand consstency, advertising that includes visuds of distinctive packages, and hdpful
sdespeople dl assg the consumer who has limited literacy skills. However, afuller
understanding of the low literate consumer may encourage the marketing manager to make more
changes in the marketing mix. If aretaller operates in a community with high rates of illiteracy,
or if aproduct has alarge following among low literate consumers, then it may bein the
manager’ s enlighten sdf-interest to assist the low literate consumer (see Table 4 for managerid
aoplications).  For example, memorization is a common strategy that low literate consumers use
to “solve’ their problem of obtaining desired goods and services. Practitioners should be
mindful of the ways consumers memorize store layouts and product information when deciding
how to reset store shelves and rearrange merchandise. Perhaps changing the retail space should
be more gradud in nature and alow time for consumer learning. Retallerswho sarvice alarge
clientele of low literate consumers should probably avoid changing store layout and, if they are
forced to dter the layout, they could increase sdes assistance during a period of trangition to
maintain this very loya consumer segment.

get what they deserve). Thus, for the purpose of this brief discussion, applicability of the extended stigma
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A second category of coping strategies used to help low literate consumers solve the
problem of meeting their needs in the marketplace involves practice and preplanning behaviors.
A common task that low literate consumers practice prior to entering the marketplace is check
writing. Store managers might offer check writing services and these services might be
presented using a more positive label (e.g., “Forget your glasses? Try out check writing
helpers!” or “No glasses (picture with red X over glasses). We can hep!”). Additionally, many
informants discussed planning their purchases prior to entering the retail environment.

Businesses could help with this process by using technology to generate and print a*“shopping

list” complete with brand marks, pictures, and coupons for this often price-sengtive segmernt.

From a public policy standpoint, the constrained shopping behavior of low literate
consumersis cause for concern. From amanageria perspective, these consumers offer a
potentiad loya consumer segment to be targeted. Building on labeling theory, these “vaued’
consumers might be recognized for being “ smart shoppers.” To reward these loyd, smart
consumers for repetitive vists and purchases, busnesses may consider offering frequent buyer
programs or other incentives that communicate that their patronage is vaued and that their
shopping skills are honed. Consumers could be entered into drawings for specia merchandise
basad on the amount of money saved by purchasing items with differentiated pricing to
“membersonly” (eg., “ Save $X amount on your shopping trip today and be automaticaly
entered into our drawing for a $100 shopping spree!”). It isimportant that low literate
consumers are able to receive the same loyalty benefits that consumers with greeter traditiona
literacy skillsreceive; after dl, the low literate consumers wants to be considered a“regular,”
norma consumer. Similarly, businesses should explore the concept of indituting shopping clubs
or groups where extra discounts, free products, or something as Smple as offering a beverage
when consumers bring a friend shopping with them.

Other coping drategies identified in this research primarily serve the function of
protecting the low literate consumers fedings of sdf-worth. These srategies may alow
consumers to obtain goods and services, but in some cases, such asin avoidance, needs go unmet
and choices are severdly condrained. The primary managerid implications to ded with the
protective strategies focus on improved employee training to manage effectively employee-

framework will be viewed from the femal e perspective.
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consumer interactions and an emphasis on quality customer service. Employees could be trained
to recognize those behaviors that might be a cue to a consumer having aliteracy problem (eg., a
customer asks for help writing a check because “their hand hurts’). A shopping helper program
may offer one way to bring consumers into more threatening service and retail encounters.
Shopping helpers may be of vital importance in pharmacies to make sure that people are not
endangered, but a shopping aid could be make good business sense in an area such as eectronics.
Given that low literate consumers want to be perceived as normd, effective labeing of these
programsis essentid. For example, many people are chalenged by technology. Sdes
assstance, in the form of product comparisons, hands-on use, and demonstrations, could be
positioned as hdlp for the average consumer. Similarly, many retall environments are utilizing
electronic kiosks and UPC barcode readers throughout the retail outlets. By promoting the use of
the barcode reader as a “ price checker,” both literate and low literate consumers can identify
benefits of using the technology.

Table4
Coping Strategiesand Implicationsfor Marketing Managers

Classification of Coping Examples of Marketplace Potential Managerial
Strategies Behaviors I mplications

Problem-Solving Strategies

Memorize store layouts Smple, rardy changing
Memorization dore layouts;

Increase sales assgtance if
changes are made

Memorize words and brand | Use smple, consstent,
marks on packagesand in easly recognized brand
store displays marks,

TV advertisng with clear
brand marks

Depend on stored visua Use bright colors, pictures,
cues and consigtent, recognizable
brand marks on product
packaging;

Increase use of picturesin
OTC drugs
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Classification of Coping
Strategies

Examples of Marketplace
Behaviors

Potential Managerial
I mplications

Patronize restaurants where
menus are visudly based

Add picturesto menus,
Have waitgaff show
featured entrees by
gpproaching table with a
tray of sample plates

Practice/Preplanning

Making shopping ligts

Automaticaly generate
pictographic return
shopping lists

Practice check writing

Offer relabeled check
writing service

Repetitive behaviors

Shop a same stores

Frequent buyer programs
including gifts, discounts,
and products;

Vaued customer labd;
Smart shopper label

Habitua decison-meking

Generate list of
complimentary items,
Increase variety seeking
with store samples,

I n-store demonstrations,
Use comparison advertisng
to increase eva uation stage

Develop rdaionshipswith
store personnel

Train employeesto build
relaionshipswith
customers; educate
employees on coping
drategiesto help identify

literacy chalenged
consumers
Utilize Shopping Helpers Ask someone —family & Direct marketing
friends for reading help communicaionsto

i.e., socia network

influencers on the consumer
such as family and friends

Ask someone in support
network to shop for you

Sponsor “Family &

Friends” shopping program;
Offer “freebie’ to those
shopping with someone ese

Ask drangersin the
marketplace
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Classification of Coping

Examples of Marketplace

Potential Managerial

Strategies Behaviors I mplications
Protection from Assaults on Self-Esteem & Feelings of Self-Worth
Order same things at Train waitdaff to suggest

Non-disclosure (by omission | restaurants as others do specids
& by deception)

Use pictures on menus Include picturesin
marketing communication
vehicles

Usedibi for nonreading Announce store specids

such as forgetting glasses over intercom system

or needing to take

information home to “think

about it”

Draw attention to other Train employeeson

Deflection kills preferred methods of
interactions

Avoid unknown “forma” Develop telemarketing

Avoidance marketplace environments programs;

Indtitute incentives for
consumer referrds,
Ingtitute shopping helpers

Do without

Ingtitute shopping helpers

Public Policy Makersand Consumerswith Low Literacy

The findings of this research suggest that more work needs to be done to discover

gppropriate methods to motivate low literate consumers to improve ther literacy skills and

expand their marketplace choices. Since avast mgority of consumerswith limited literacy skills

do not perceive themsalves to have problems in the marketplace, due in part to the successful use

of the coping srategies identified through this research, public policy makers should focus

attention on methods to overcome the obstacles of getting people to Sign up for literacy

programs. Obvioudy, literacy educationd programs offer skillsin literacy. But perhaps an

equaly important benefit that literacy programs offer is a postive identity. Adult learnersin

literacy programs actively re-label themsalves as people of vaue who are bettering themsdves




and they generdly receive positive socid reactions. This access to a pogitive identity may
potentidly have gpped to those people who are not seeking help for their low literacy sKills.

Perhaps the largest opportunity for public policy makers, however, involves the potentia
to empower low literate adult learners to challenge the entrenched stereotypes and become more
critical consumers (Denzin 2001; Murray and Ozanne 1991; Sandlin 2000). Much work needs to
be accomplished in thisarea. As Sandlin (2000) points out, many of the consumer educationa
materials used in adult education and literacy programs perpetuate the stereotype of low literate
consumers as being haf-witted and out of control. The mgority of consumer education lessons
reviewed ignored the experiences and marketplace knowledge of the adult learners and assumed
that low literate consumers did not understand that income is used to pay expenses and that some
product brands are cheaper than others. Others themesidentified by Sandlin (2000) include low
literate consumers being unable to control their spending, universal access to goods and services,
and willingness of business to hep consumers solve crediit problems. Similarly, while working
with the various literacy program directors was incredibly beneficid in obtaining access to
informants, | aso learned some of the assumptions held by the program directors, such as*these
people have terrible problems because they cannot read well.” Perhgps a change in the
orientation of the literacy programsisin order. Policy makers could encourage the devel opment
of literacy programs that not only provide ingtruction in traditiond literacy skillsbut dso in the
coordination of the resources that the adult learners already possess with their newly acquired
skills. Asan example, programs could practice literacy skillsin some of the retail and product
domainsthat low literacy consumers often avoid (e.g., banking). They could incorporate the
coping strategies adult learners possess and help the adult learners extend them to open up their
choices within the marketplace to include previoudy avoided products and outlets. One way this
might be incorporated could be a* scavenger hunt” assgnment where two adult low literates
shop together for items on a predetermined shopping list. The stronger student is empowered by
their ability to help another and the wesker reader gets help reading in an important socid
context from someone who is supportive and sengtive to the chalenges. Further, connections
between traditiond literacy skills, coping strategies and knowledge of the marketing
environment, including Friestad and Wright's (1994) concept of persuasion knowledge, which
looks at, in part, how consumers cope with other peopl€'s attempts to persuade them, would be
beneficia. Each of these changes in the approaches to literacy policy development reinforces the
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critical consumer perspective and hel ps adult learners chdlenge the stigma by re-labdling

themsdves as active, involved consumers.

Limitations of the Resear ch

An interpretive research methodol ogy was deemed appropriate for low literate consumers
and meeting the primary objectives of the research. The in-depth interview method was
particularly wel suited to the sample and issues under sudy. All of the normd limitations
associated with the quditative method of in-depth interviews, such as ardatively smdl sample
Sze and tentative generdizations, can be said about this research.

If I had known at the outset what | know now, | would make changes to the structure of
the interview protocol. For example, the supposition entering the data collection phase that low
literate consumers routindy experience “problems’ in getting their marketplace needs met did
influence the wording of severa questionsin the protocol. However, since the various coping
drategies utilized by low literate adults often serve as surrogate literacy skills, many of the
informants experience some level of marketplace success. Subsequent studies need to finesse the
phrasing of such questionsin order to pinpoint when surrogate literacy skills fail and when
problems manifest for the low literate consumers. Rather than ask informants to describe
generdly aproblem they encountered in the marketplace, | would ask about the purchases they
make and how they arrived a the product decison. Then, | would follow-up questions to
explore how often the specific coping strategy is depended upon and if they ever were unable to
use the strategy. Basically, | would dter the question perspective from the negative (i.e,
problem encountered) to the positive (i.e., successful attempts) and then ask for other examples
of usng the specified coping Srategy.

Another areafor improvement in the interview protocol involves the method of
introducing the modified thematic gpperception tests. While many ingghtful findings resulted
from this portion of the interviews, the modified-TAT often resulted in confusion for the
informants, as they became “caught up” in trying to provide a“correct” answer. Intheinitia
interviews | struggled with how to respond to informants when they asked if they answered
correctly. Asthe interviews progressed, it became much easier to introduce the modified-TAT
and respond to the informants questions about it because | dightly dtered the manner in which |
introduced the task by describing it as an ice breaker to dlow usto get used to speaking with one
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another. The last recommended change to the interview protocol necessitates moving the
“checklist of coping behaviors’ to an earlier portion of the interview and modifying dightly the
manner in which these behaviors are explored with the informants. As an illugration, rather than
ask informantsif they ever memorized product information, | would now ask them to “Tell me
about atime when you relied on your memory in the grocery store.” This change would improve
the qudity of data generated because severa informants were unable to categorize their coping
drategies but they could describe their actions. That is, | would ask if they ever did without a
product and they would answer, “No” but afew minutes later they described doing without
products because they could not read some of the product informetion.

Since the mgority of informants (21 out of 22) had some type of “formd” relationship
with an adult literacy improvement agency, one must question if additiona coping Strategies are
utilized by other low literate adults who do not seek literacy assistance. That is, do the seven
broadly identified categories of coping behaviors capture the spectrum of behaviors actualy
utilized by low literate consumers?  Are people who do not seek help somehow different that
those people who do seek help? The interviews did span marketpl ace experiences both before
and during the informants contact with the literacy program, so one can make some educated
guesses. | would conjecture that people not seeking help probably employ many of the same
srategies to get their daily needs met: memorization, repetitive behavior, practice and
preplanning, shopping aids, and avoidance. However, they may label themsdves differently. It
requires agreat ded of sdf-confidence to reved to strangers that one has serious literacy
chdlenges and enter aliteracy program. Given the negative primary schooling associations that
exiged for many of the informants, this adult educationa experienceisthreatening. Thus,
people may congtruct labes that protect themselves from engaging in this threstening redm.
People who do not seek help may see themsdlves as “too old to learn.” Or, they may bein co-
dependent rationships in which their partner uses their low literacy skillsto exert power over
them, as was the case with three of the women before they entered the literacy program.
Alternaively, they may have strong socid support and better coping strategies and do not
perceive the need to improve their skills. Since this study did not examine people outsde of

adult literacy centers, | can only offer these conjectures.
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Another limitation of the research concerns the relationship between various marketing
mix variables that hinder and/or facilitate the utilization of the coping Strategies. The research
findings suggest preiminary ideas regarding these relationships but additiona work is necessary
to more fully understand the impact of various marketing messages and techniques, including the
use of persuasive atempts in both communications and direct sdlling Situations.

Futur e Research Directions

While the current research identifies seven categories of coping strategies and patterns of
behaviors drawn upon by the low literate consumer, additional research is needed to explore the
existence of additional categories of coping behaviorsthat either (1) help low literate consumers
solve their marketplace dilemmeas; or (2) protect the consumers' fedings of sdf-worth. Itis
important to explore the relevance and applicability of the coping strategy classification
framework developed through this research across various populations and stigmata. Thus, one
possible path future research may take involves exploring Smilar questions across different
geographica regions. For example, do the coping strategy classifications hold up when
informants live in more urban, versusrurd, areas? In urban areas, greater access exists to mass
trangportation so low literate consumers have the potentid to expand their retall sdection. Does
geography or other demographic factors alter the presence of these coping categories?
Consumersin the perceived dower-paced, friendlier, more accepting southern region of the
country may routindly ask for shopping help becauseiit is part of the southern way of life; as
opposed to the low literate consumersin northern areas where self- sufficiency may be expected.
Older consumers, for example, might find that aging liberates them from the label of low literate
and ingtead they find it is more socially acceptable to ask for help. Furthermore, can the coping
behavior framework be applied to other “stigmatized” consumer groups? A study by Baker et d.
(20012) on visudly impaired consumers found a heavy reliance on shopping helpers and socid
support networks. Perhaps future research might seek to analyze coping strategies across a
number of stigmatized groups to develop a broader typology of coping behaviors.

Additiondly, the proposed modd of the impact of limited literacy killsin the
marketplace on the consumers self-esteem needs vaidation. Possible hypotheses to guide
research on this front can be found in Appendix F.
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Severd possible avenues exist that researchers could take to explore the completeness of
the framework developed here. A follow-up study is planned to explore the prevaence of the
coping grategies within specific product categories such as financid services and over-the-
counter pharmaceuticas. By working through the nationd Literacy Volunteers of America
organization access to adult learners on anationa basis can be achieved. Adult learnerswho are
actively involved in the literacy movement may be better equipped to articulate Strategy usage
and provide additiond insght into the marketplace behaviors of other low literate adults who do
not seek assistance. Or, perhaps, by networking with the informantsin this sudy aswdl as
other adults participating in literacy education programs, introductions could be made and
research relationships developed with low literate consumers who do not seek literacy assstance.

Then | could ascertain whether or not fundamenta differences in coping strategies occur.

Although absolute absence of literacy skills was never purported in this research, a
possible extension of the research could compare the coping strategies of low literate US born
adults with the gtrategies utilized by English as a Second Language (ESL) adult learners, many
of whom are literate in their native tongue. This comparison would be interesting because many
ESL students can labd themsdves asliterate (i.e., they are just not literate in English) and they
may engage in coping strategies that combat the various ethnic stigmata rather than the low
literacy one. As dtated in the discussion of the limitations of this research, future research could
aso directly explore the coping Strategies with regard to persuasive marketing interactions and
persuasive marketing communications. A content analysis and critica review of various
marketing communication messages may aso highlight specific product categories thet are
problematic for low literate adult consumers. Identifying messages, such as those associated
with contractud arrangements or hedthcare issues, could provide vauable information for public
policy makers nationwide.
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