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. During Jine of 197‘1' the Ohio Depzytment of Educanon sponsored and coordmated a Currrculum
Workshop for the purpose of developing specialized supplements to the Consumer.Education Curriculum .
Guide for Ohio, Grades K-12. More thdn elghty teachers and feacher educators,vrepresentrng nine dif-

1

‘““”ferem’subjeememi“ml of Them contrxbuteu srgnmcanﬂy to the new guxdelmes,

- oS peciat acknowledgemer -d
- Economics Section, who has provrded continual leadership in Consumer’ Education, Dr. Robert Goble,

. Professor of- Education, Miami University, who served as Pro, )ect Director in deVeloprng these’supplements,

. Mis. Margaret Driver and Miss Barbara Reed, Supervisors'in %tronal Homq’Economrcs, Mr. Dennis

. Lupher, Consumer Economic Education Supervrsor, Vocational Educatien Division, and Dr. Robert Mpyers,

- Associate Dean, School of. Busrness Admxnrstratron, Miami- Urfiversity,

In addition, special apprecratron is extended to the following persons-for their contrrbutlons .

Mr. Sam Blaskey, Ofﬁce of Consumer Affarrs, Executrve Ofﬁce of the Presrdent Washrng;on,
-2 ° ) \ ~, D C v P)

\ - Mr. Paul Coleman, Executlve Councrl Department of ‘Welfare, State of Ohio
oy _ﬁ _ ,Mr Roger Downing, Execunve che Presrdent Ohio Gonsumer Loan Association
L., Mrn Solomon Harge, Drrector, Consumer Protectron, Cleveland, Ohio

i 5

Mr. Byron Holhnger Drrector of School Relatrons, Ohio Council on Economrc Education ,

Mr. Robert R. Klbrrck of Olcott Forward Co. o /7 i ,/ c ! \.

N
Dr. Harlan Mrller Executive Secretary, Councll on Famrly Frnance Educatron & Educatronal
Director, Institute of Life Insurance W :

Mr. Robert R. O'Reilly, Director of Changmg Trmes Educatron Servrce
Mr. H. Lester Rupp,-Grolier Education Corporatron

{. Others, too numerous to méntion, have had a posrtrve influence on the workshop and the resultrng
supplements Their dedrcatron and a%srstance are genurnely appreciated. § R
’ . e o ’ ' ! "3 ‘ ) . R . | .o, ﬁ
- Martin W, Essex | o
(I I _Superintendent of Public Inistruction = - SRR
. ’ » 'v’. . . - - . . . VI‘,’
1 °

- il

'Mrs*S‘omzreoIrAsslstam ﬁrreetor;‘VoeatronarEdueauon Home* y «;,.

g e+ o]

8
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The Supermtendentcof Pubhc Ins;ructxon Martm Essex, appomted the Consumer Educatxon Advnsory '

~ Committee to the Ohig Department of Education for the purpose of assisting and advising in the develop-~

ment and-enrichment of consumer education programs in the schools of Ohio, Mentbership on the commit-
tee is repr?saentatlve of government, education, business and industry. The committee, coordinated by Mr..

C. Wllhan{Phllhps, has. provxded suggestlons in the developnient of severaI prOJects in.consumer ¢ducation.

; -~ oo
Appreclatlon is extendcd to. these members for their advise-and courLsel whtch has alded in the devel-
opment of consumer educatxon resource materxals. The names of the committee are listed on the followmg
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s Commnftee Members
“Paul R. Boso .

Roger Downing

Id

. Mrs.Jean Duston
Loren Giblin
Fred Goare
Ella Green

" George Hamménd’
: , ~Solomon Harge -
. Earl E. Hegan

a .. Byron Hollinger,

- Harry Imboden
Karl M. Kahler
Mrs. Helen, Malone
Harry Moore
Philip Rohr -
Jasper M. Rowland
Clyde Scott

.. Ira C, Thompson
- Frank Wagner )
Thomas F. Webb
. Joe Young

" ‘Mrs. Sonia Cole
Mr. Robert B. Gates
: Mr. Robert H. Koon
" M. Byron Walker
B ‘Mr. J.E. Brown

-~
t

Dr. Mearl Guthrie. .

’

’

" . ‘ >‘_, . '
‘ & e
7.

STATE ADVISORY COMMITTEE ON CONSUMER BCONOMiC EDUCATION

R ¢
a

Pubhc Relatlons, Household Finance Corporatnon
Executive Secretary, Ohio Consumer Loan Assosiation

- Léague of Women Voters

. Supenntendgnt Hubbard Exempted Vlllage Schools

Superintendent, Elida Ldcal Schools

(IMPACT), Program for" Dlsadvantaged Girls, Cleveland Clty Schools
Chairman of Business Education, Bowling Green State University
Consultant in Cogsumer and Governmental Affairs, Co}umbus
“Executive Director, Cleveland Consumer Protection Association -

Supgrintendent, ,JMount Vernon City Schools

Director of School Relations, Ohio Co ncll on Economic Educatlon N

' Executive Vice President, Dayton Ret4i

1, Merchants Association

Governmental Affalrs Director, Ohio State Council of Retail Merchants

Superv1sor of Social Studies, Canton City Schools

"~ County- Superrntendent Clermont County-Schools

Akron: Better Business Bureau

Assistant Superintendent, Lora1n City Schools
Comptroller, AFL—CIO

Director of Educatlon Ohio Credit Union League
Du:ector of Currrculum Middletown City Schools
Assxstant Supermtendent Mad River chal Schools

/ : .

* Public Relations, J. C. Pepney Comp?x

State Department Staff Task Force on Consumer Educatien '
Mr. C. William Phillips Chairman-=Coordinator, Education Professions Development Act

\

Assistant.Director for Home Economlcs, D1v1s1on of Vocational Educatlon

Supervisor, Industrial Arts

Supervisor, Reseatch, Survey, Evaluation and Exemplary Programs _

Supervrsor Social Studies and Humanities

» Consultant—-—Dlrector D1v1s1on of Elementary and Secondary Educatlon

L

.

[T T M BPTTS’MDU“BOUX WWC@ President ¢ omtrlctblrectors,?arcnt Teachers Assoc1at10n L T
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One of the mdlsputable facts of today is that we_have more money than ever before But, as con-

e sumers, we all share.a’ common problem too; we must Yearn to live within our incomes. By doing so ther

~ consumér may be confronted with a multitide of problems and decisions. Yet the consumer must.not lose
‘sight of the fact that he may very well be the most important. element in our economy.

Today S conoumer, in essence, controls the marketplace. The consumer’s decision to buy.or not to buy
goods and services . . . when and where to buy . ... how to buy (whether cash or)credlt) confirms his i im-
portance in a consumer oriented gconomy. . ; -

The sticcess of America’s frée enterprlse system and economic freedom depends on the consumers
knowledge of the market, its goods and services and his earnest'effort to be right.

American business operates on the’ principle that the customer is always right and the dxstrrbutbve
: educatlon student is exposed to that prmcnple. But is the customer always right?

*1t is Hoped the instructor. will implement the consumer economic guidelines as they may apply to hlS
dlstnbutnve education curriculum. These guldehnes were developed 'with the State of Oth Two Year Pro-
gram of Study in mind. - : .

. Thus, if effectjvely employed the’ gmdelmes should supplement the dxsmbutlve edudation curriculum
“with information that will prepare the student to become a more informed, skillful employee and help. the
marketing career oriefited student better v1suahze his customers buying problems. )(

: ' © S . ' . . R
( T é’hairmtgg-‘ :
S . * Thomas Hephngr -
v ~ Materials Consultant . -

v

- ’ .. | Yoy e . Distributive Education

Ohfo- Department of Education .~

e ) - - o . Vocatlonal Educatlon Division a

S . v Committee Members .

E ’ William E. Bishop' : ‘_ ’ :
: e - SamGuarino . . . . o~ o~ T
- _ . ' , " Charles Johnston o o ' e
' : ' S Gordon Lemmon ..° . i
T Paul Lewis® Y o o
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‘Family Member
~Homeinaker )
" Voter - v -
Tax Payer *
- Borrower .-
TR sa’v'er - "
 Buyer
* Investor

- Worker - -
Employer

.
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L/ROLES, RIGHTS & RESPONSIBILITIES OF THE CONSUME’R .
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OBJECTIVE' The student understands that as a consumer there wil be basic roles that he_ must play in

’ —our socrety.

)

Worker o f' -
. o :

Rénsons for

working ~ 7.~ .

.~ Satisfabtion

Buy goods .-~
~ and services,

o

GENERALIZATI,ON

the work. | ’ e

* Discuss in class various reasons for holdmg a

JOb
Have each student list his job and how much, -
he €arns and w he or she hkes or drshkes

Have"the students hst what they would 1iké to .

be doing in the future and why they want to*
change from thelr present job,

w©,

;Y

Y would like ta have' n"the

- ™ ; Q '
. SUGGESTED LEARNING AND N SUGGESTED o
CONCEPT ‘{, e EVALUATION EXPERIENCES "RESOURCES .
ROLESIN SOCIETY - . Coitsumer Ecoriomic
_ Problems, Wllson, Eyster

a

Have thes
portance of having some
plan for the fature. Dis-
‘cuss work skills needed.
.incthe job each student

“futtiye, -

develop' new * skills to

cope with changes in our"; ‘

busmess world,

“Job Facts »r Assoc of
“Manufacturers

<

* “How -to Get: a’ Better

' Job,” Austin Marshal

°

vocatlonal
counselor discuss the im~

.
Doa
<

<
”’

how often'a person must

. As the student grows his-needs and wants w1lI change through the various life stages, along with hlS
earnmg power As a workér he wxll have to change hrs sklll to meet the occupatlonal needs of the econ-

!

Ta
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OBJECTIVB. The student’ understands that as he earns a wage he will have certaln basic declsmns. In
‘ order;to make these decisions he must understand what his choices will be.

(=1

B i e O i
I P TR TN L

 CONCEPT

- SUGGESTED LEARNIN ANi) TR

EVALUATION EXPERIE ! ES

;;sue,(ms,?mp, e

~_ RESOURCES.

~ CONSUMER
,. .'SPENDING-
BORROWING |
SAVINGS

- ;“NVESEMEN';,

"< LECTIVEGROUP

 CITIZENORCOL- -

" to use his income.

-

List various ways that a constl fer will have

& NN

Forego the opportunlty of using p 'chasmg

. power later of retaining his earmngs

Give up chance to spend money la.ter 'to con-:

su_me now. List places to borrow money.,

‘Consume less at present to consume more at )

a, later date. List ways to save.

'Sacrlﬁce the present yse of 1ncome to= in-

crease future income.

~ Inall of the var1’oUs decisions one will have to.

make, discuss some of the advantages and dis-

' advantages of each decision.

List some of the fixed types "of. expendltures

‘what each one should have and how will these

be handled. . "

k]

S People can band togetheryto spend money. . -

" “Problems of American
Society,” The Consumer
. Gerald Leinwand

( .
National Consumer Fi-
nance Association pampli-
lets;

See uhit on credit. -

See ‘unit ofi investment.

5 -

‘Outside speakers could -
be ‘used in these areas.
_or cover® these ~areas .
when other umts are dis-
.cussed .

P

Use breakdown of local =~

oA " government ‘funds and
SN List on black board various ways that a group. “how they get their money.
- uses 1ts money or resources to get mdre buy- AT v
. s * ing power or saving. Lo
) o= B , .. . . .
v . Discuss: As a citizen we have some ‘control - .
- _on how our local government will spend its
' - .money. through tax levies and bond issues. -
GENERALIZATION. s : b v
RS Through the use of the democratic process Wwe as cmzens spend money In some cases we can control

\ the use of this money. A$ groups we ( can band together and gain an 1ncrease in our purchasing | power.-
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- INCOME PROCUREMENT

e OBJECTIVE: To help the student realize. the true value of his individual rgso'urces.'“'
S | - SUGGESTED LEARNING AND . SUGGESTED . ..
.. CONCEPT - -. . . EVALUATION EXPERIENCES : - RESOURCES
; - UNDERSTANDING . fntroduce through frlrnstnp, “The Role of the ‘Association—Sterling
S PERSONALWEAL"‘H" Consumer » SR «® - Films
e Wealth asaPer- v Individual student' project Have each student : Wilson;Eyster, Con-'
' -sonal Resource e make a study of his personal wealth. Fnrstv . sumer - Economic  Prob-’
- N _ have' each list his intangible assets. The m- lems——-6th ed. -
e, Intan le - structor or class can affix an imaginary value -
' ... to the intangible .assets discussed and have -
’ . Talent or skill®* . the student evaluate each one they possess on
I, Knowledge - ascalefrom 0 to the value set. Second, list the
Energy * tangible assets and list the true value of each.’ = .
Health - ¢ - .Then figure the present pay per year based .-
oL - "~ £ on the net amount. Total up the-value and -
_ Tangible”" . * prepare a report. This should help each stu- v i _
- et e dentrealize the dollar and cents value of thelr e,
> Lamd . present resources. : '
gtoc(li'cs‘_and. D1scuss Why does an actor or a personality ' “The, Money World as
‘bonds N . .get a large sum of money for a personal ap- = Seen by a Young Mod-"
Personal - - = pear:ance o o . ‘ern” pamphlet, Univer- .
. possessions - T W sity of Missouri ' -
Savings . -, Compare the tangrble and 1ntang1ble assets IR
- T di fi ti e g
. IncomeasaResult” . earne mtwlo ifferent occupa l ons- “Present Valite of Esti-
" ofProduction—A . T . Lo foa T mated' Lifetime = Earn-
®  Resource = e DT e ings,” pamphlet, Bureau )
, X oo | L SR B '-*’3 of Census,. Washlngton, oo
.- Themoreyou o T DC
“produce the great- o SR I T
" er are your Lo L o T e
. . . . " R it . . .
©oreseurcgs: . 0 T e L N
\ GENERALIZ?ATION' E O SRR P PR
' To understand personal ﬁnancral management every 1nd1vrdua1 must start wrth an understandmg of
his personal value. . ; - - : — ~ :
o The sources of personal wealth must be explored and evaluated in determxmng personal value N
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. CONSUMER BEHAVIOR DETERMINANTS ,* -
' | | R ) o S - R
. OBJECTIVE: Point out to the student that the Oconsuni'_er is being rhanipulated in the marketplace tgday, '
' = -SUGGESTED LEARNING AND -~ 'y SUGGESTED '@
CONCEPT S EVALUATION EXPERIENCES - - RESOURCES
“MANIPULATED” Discuss what the word meahs SR, 'a_ . The Innocent Consumer
, o " - vs. the Exploiters, Slgney
'DISCUSS the present day advertlsmg and how~ -~ Margohus PR
the mass mediz functions in persuadm% _ : e
. ';'_._ people to buy merchandise. : -~ See '~AdVertising Unit..
| Db\we allow things to mﬂuence the consumer “Prqblems of Atnerlcan :
‘ that'should be. covered by laws? “'Saciety,” The Congumer,
' /Washmgton Squax‘e Press
Consumer protectlon laws Dlscuss various- :
local state aﬂd federal agencies. . Filmstrip — :‘Explmted
W 4 S x 7 Generation,” Guidance
°" " Associates s
GENERALIZATION - : %m/ RS R el
As a consumer takes his place-in soclety he is subject’¢’/manipulation. He must become aware of the
.¥ choices he can make to help prevent these pitfall s - . S S
. ! )
R
= .
. . |
13 I -
i6

oo -
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. - *resources are interrélated. o e : ' ,
e SUGGESTED LEARNING AND [ .. SUGGESTED
. CONCEPT . * . - 'EVALUATION EXPERIENCES | - ' RESOURCES . ° -
" BUYING MOTIVES LT o o R 'Teachrng Consumer Edu-
o o o o R L b cation and Fmanclal o
" Fundamental- *, - . Food, shelter, clothing, ' S _;Planmng »»" ~
SafetyorSecurity - All of these bas1c .reasons for buymg arel TR A e
.~ « found in the unit on salesmanship and should -~ e T
. Comfort or Well . be-discussed from the consumer vrewpornt_ T, O
" Status of Belong-, =~ -Select an item and have the class decrde what I
e in_gr - e reasonsmlghtBeusedtopurchaselt - ' .
" Recreatron apd® ‘Have the students make a hst of 1tenrs pur- : .
enjoyment "7+ - chased in the last féw days-and the reasonor -~ ' .
. S ';?{jg};_reasons they purchased it. o L e . T I
. Desire for Kn_owl- IR & ¢ oo VA
edge S " . Have students bring in newspapers and do ' Local newspaper ‘
C some shopping and 1denf1fy reasons for want- - L *
FmanclalGaln "~ . ingto buy cﬁaln 1tems c S R
L -Soc_l_alRelatlon- N = '-;t-..f"' S
ships . oo “" ‘ . e _ e S
" . PLANNING R The concept of. spendrng wrsely and plannlng Changing Times~ } )
e : . should be stressed. To make a wise decision - o o,
. one must use the followmg steps in: purchas- .. Consumer Reports. -
NS ‘ o 1nglargeorsmall o S o e
e -':',' v a ' .. v - . Newspaper “ )
- TR R Identlfy item needed'., N ' ST 5 ,
LT e T ,2 _Analyze resources. ... . "~ 'Magazines :
oo o ‘ ‘a. Study alternatives- "~ % o v
. EE S b Seck information on product S .
R FUE R ‘Makedecisions. . _ ' ‘Manufacturers . ‘.
A ,4 Evaluate results. .. . . information- .7 -
e : R . K ) : . >
I S 'Go through the local newspapex: and dossome i
' o "+ % ‘comparison shopping. Use Consumer Reports K

. R ' - - and show that the most. expensrve is not al-.
S T l,ways rated the best '




GENERALIZATION - S :
.. Buymg motives can nct always be separated and many times are related, Alconsumer may purchase
goods 'or services with conscious or subconscious motives prevallmg 0

As a consumer’s status and life: style change buying motives in most cases, will remain the same: Re-

sources available to spend will also increase as a person pdsses through various llfe stages. .
A2
The student will-become an intelligent buyer and make the proper dec1srons through the use ot every
day matenal available to them, . |
The student qhould use his hmlted income resources to the best of h1s abrhty I o
\ * .
[} . " ’ ° v :
% * a . \
. oLt e ' .
R / . . . , o -
i \t\ . .
- :
N Q . \ - .‘ P ’
\ + . o . o 3 . +

b}
H

‘ﬁb
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- | CONSUMER ALTERNATIVES |

I o orcisoNwmmcerocss |

-

B || < Analyze
“ldentify - )| Alternatives
Wantor | InTermsof |

) ol | (- Accept e c
~ Select One Guide And 4 Evaluate
" ordwo ~ . -Control || p""seque"cest%lfcisionfor Future{ -

Need || “Goals, Values, Alternatives Decisions ando':e;g:.“.s;?:" " Reference | - . °
- -Resources . o ' cisi k .
/

] 'FLEXIBLE PLANNED USES OF;‘MON&EY;LQ-ONG&suoRUEﬁM goals |

*
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-/ "consumER ALTERNATIVES

- v
-
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T

OBJECTIVE' To make the student aware. of personal money management through budgetmg and fi- R

ananclal control . ; o

'CONCEPT

! EVALUATION EXPERIENCES

SUGGESTED LI?ARNING AND

SUGGESTED -
" % RESOURCES

WHY A FINAN-
'CIALPLAN
Meetmg,Every‘day

Food, eloihigg', i

. .. Filmstrip: “Consumers in Action.”

- % shelter

K] . . TR Y ]
‘Attaining Future
‘Goals.” .

- Short range
. Vacations
*New car

o - New furniture -

etc.

Long range .

"Newnome’ o
College Edu~ + -

cation

_etc.
Preparation for |
the Unexpected‘

Hospltal and
- doctor bills :

- Timeoffwork . .

-

" DEVELOPING A *

FINANCIAL PLAN
Spendmg Plan_ .

‘Whatis 1t?» -

!

Iﬁtroduce w1th the movxe-PersonaI Fmanczal

' Plannmg

. ’

ww o - . . 3 ) L o ;.
b - - . . -

stcuss How do short-term and long= term

: ‘*,,
PR

; goals affect a spendmg plan‘7

Pl W
\Mg RN

“Have each member in the class explam in

. writing what they would do if they recelvecf o
- an‘unexpected gift-of $500. Would the use
- differ if they-had earned it? -

-

. ' . B -

National Consumer
Finance Association

Assocxaﬁon——Sterhng
Films .

The Consumer in the

. Marketplace, Levy, Feld- :

man, Sasserath ~

“A One Week Teachmg

- Unit on’ Consumer- Fi-
~ pdnances,” National *Con-

- sumers

" sociation,

Financial As-

Consumer Economic

" Problems, Wyllie, Wllson,

Eyster

.-

o

~ Booklet: “Personal Money
Management ? American
Bankers Association.




'SUGGESTED LEARNING AND

SUGGESTED

RESOURCES

. CONCEPT.
* Whatwillitdo?

, Helpyou -
live within
yourincome
Providefi- -
nancial re-

. cords

o . Helpsave -

© _money - .
Helpachieve

. personal goals.

- Characteristics of
- a Workable Spend- .
- ing Plan -

'Plannin"g

a ‘ - .
_ Determine

& goals

" Estimate
income
- Estimate
‘expenses.
_Determire:
priOrities .

What to mclude o

Food
expense

- Housing

- exXpense -

‘Savings
Insurance
Clothing
Pérsonal
Needs ,
Education .
Recreation

~ Miscellaneous

expenses

_'_ EVALUATIONEXPERIENCES

L] e

- Have the class set up and carry out a survey to =

dlscover how the members of the studentv

body spend their money

S t\‘ N
A

' . . . . bt

-

would like to buy or do after graduation and

Have each student thlnk of something they 3

»,prepare .a spending plan to assure themselves '

. the money

' Have each student. set up a spendmg plan’ for

~ six-weeks based on his present earmngs Ex—-

- _ pand theplan to oneyear.

-
.6
’

- Speaker from local"baﬁﬁ‘or; insurance office
- versed on family financial planning.

b

Film: Manqge Your

-.. Money, American .

e

Bankers Association

“Changilxg “Times- Kits -
for Teachmg Consumer
Education.”

!r

Local bank or insurance

_agent .




SUGGESTEDLEARNINGAND —
CONCEPT . SO

SUGG STED~ E
r EVALUATI()N EXPERIENCES 'RESOURCES -

SettingUpi;.Work- o S . R S
~ - ableSpending : . M _ e
- Plan A S TR D

S Basedonm~ , o N
. dividualor. LR o o I .
©~ familysituation ’ S ‘ : - :

, Daily, monthly = - o ” : IR " e .: ; L N o
| oryearlyplan R BRI T : ',
GENERALIZATION' e e T U
Some form of organized financlal plan on an mdmdual or famlly basm,_xs essentlal to attammg short
or long~terrn ﬁnancxal goals. S v , e
) RPN . ) v ’ - . . i " . ., “

. > 4 - -3
g PR /\\ . . .
[ .
i - .
. . . s e 2 , o
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: . . . . o
¢ . L ” .
] . 3 -
o _,Q,, , v e . A .
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- OBJECTIVE: To help the student understand his alternatives to spending by makmg hlm aware of per- .

-

CONSUMER ALTERNATIVES

* * Earning Interest

" Piéceof Mind -

" Protection of * .-~
Money -« ..

v “ ° L]

IR sonal savings and 1nvestment plans. .
I R SUGGESTED,LEARNING AND - iSUGGES"I‘ED- !
+ - CONCEPT o -EV@LUATION EXPERIENCES - "RESOURCES A
. NOT ALL MONEY - N T B ~ The Consumer in thé .
' MUST BE SPENT ' S Marketplace, Levy, Feld-
L R S man, Sasseroth ;. :
-, Let Money Work , S o
. forYou P .l
K d N g.
g ,’Savmgs Program ‘ . ’ - '
/' ++7 Investménts o . ‘ .
) ~WHY A.SAVINGS 7 Speaker from local bank to speak on the sub-  Local banKer, .
>, PROGRAM | Ject-«-Why Save. o N " -
~* Future Needs - . . -
v .'vear . \ .o ’ . -
~ Clothes " . . .
Vacatlon ' o g
Emergenmes e DlSCllSS The advantage and dxsadvantages of> k “Changing’ ’Timves " Kits
- - saving.~ for Teaching Consumer_ 9
.Hospltat St t; . Educatlon” '
~ Carfpepairs : (\' - . o o :
' Loss'ofjob S _ : :
: Unexpected - O ) '
Opportunities.* ¢ : .
e :'InVest'ment S ; )
*. Good buy i v N :
" - - ) 0--, @ rd

- _Dmde the class into groups to mVesflgate the

. dlfferent saving institutions and report to'the
class on sfich features as saféty, convenience,
rate of injerest and how flgqred ‘and any

] other spec1a1 features . :




7+ individwal . - " .. o =

v ) / : . . . “ .
vC(edit,Union‘s, o L 5

v - z n R ' . o
, o _ ‘ . - . .
- g - . i . - . J .
NS IR L -
- St e SUGGEST»ED LEARNINGAND -~ SUGGESTED
" CONCEPT . - _ EVALUATION EXPERIENCES - RESOURCES
. . y _ S~—— . .
- METHODSOF . B - ;, ' ’
SAVING* - o ) S
Banks -+ o Lo cour . .. Film: Harvey Dilemma,
' ' . : 07 . :) Modern Talking Pictures
, Saving . Discuss the. reasons why a pers n mlght per- .. - . .
) in Mutual Sav- . fer placing his sav1 gs in a bank rather than.~ - Pamphlet; “U.S. Savings
ing N S Savmgs Bonds ora Credxt Umon L Bonds,” Supt. of Docu~

ments, Washmgton, D.C .

Savmgs or
checking coni- - , .
~ mercial bayk, ' ' oY
Timedeposits © .- . "< L
_ ingavingsor . BN
. commercjal ' "+
bank, -, LT
C'hrlgtmas elub co

“Where * People Keep -
. Their Savings and Why,”

- .Savm‘gs andLoan- S Changing Times, 1964.

.+ Associations

I_I.S.Saving's_ﬁ‘ . : : _
Bonds o oo A SRR - e _“‘,Av : - . ,\

F

LifeInsurance , ,-,z;j‘*.-»’ S BN o lU :
. Methods should - e T " T
. suit situation and _ - N T o I

Income = Cat ey L e . '
o ’ a R ' . ‘ X ', » e - " " S "‘.: -
> - Reasonsfor- SEPSLEE R _ S C e , . »
Py “saving - “« : 3 S » e \ N
INVESTMENTS -~ -~ .~ . = DTN = o
i ' i . . X ‘; ;Q ‘ ' : - . L . »- ] . . e : . , .
4 Sources\lof S - c - _ . . . .. o . ) L » ..
‘Investment | L © : S - - o v \/
. - [ . . . . . L.
o e, T~ .
Co Stocks - ., Have a stock salesman or broker speak to - Local .stock salesman..
- . RS ’, class on stocks and bonds. = 4 L
4 Preferred v - ‘ A . -
v , N B . .
st Common - S - : - N
v ' oL S s T . .
» % . ‘ 23 - O a + . .
. . - + . v* N o PN s e \\ ] :
Q R 4 . s oo B
- < ) ' N
< ) . i \5.

PRI




T T SUGGESTEDLEARNINGAND . SUGGESTED
. CONCEPT. . - EVALUATIONEXPERIENCES - RESOURCES

Bonds . "
Corporate - -+ . = - e
Municipal - S o e

» A

Mutualfunds | S‘pet{l:er to talk on Mutual Fui’x\{s, % “Mutual Funds salesman. |

Closed-end R o N L.

"”*; Q Envestmentco , ‘ ' s L S, el
: * . L% .. ? . - .' ® - ; ° . ) . T, ) . . ‘v L

. :Otl_rier : jnvest-' Real estate salesman to speak on mvestmg in Local real estate b'roker;.;, )
.2 .‘mgl"ts-m Ca property . B y S o y L

.lv'

[

Realestate - ER e
7 Business - . o g L -

Speculating . Divide class into groupstplnvestlgate and re- . What. Everybody Ought
L .Y " . 'port on where they would save or 1nvest - to Know_ About Thi§
Short-term. $10 000 for. a ﬁve-year perlod e .. Stock and Bond Busi-
© * gainasagainst Y. oo - ~ Cono T ness, ‘Merrill, Lynch, . .-
S long-tébm gain. "1 ', S 'o-' S e P1erce, Fenner & Smith, .

] . - e

Sources and -~ . 'Have class play the stocks and.bonds game. - ,Stacks and Bonds game,
methods should -~~~ - . e e 3M Company o .
“suit the situation . . . . T o s ’ S .
of th@ m.d1v1dua1 Cen e T : :

Incomeof . TR T . o
*o individual . : S e T R SR
Short or lonf-;- S R P T . L
) rangegoals R o . : :

..

GENERALIZATION'

Students should know the d1fferences~between dlfferent-types of savmg 1nst1tutlons and thelr serv1ces
to the’ consumer . o

’

;' 5 E Sav1ng apd 1nvestment plans shouId be meamngful to be effectlve L

(7
1

v
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. e . CONSUMER‘ALTERNATIVES _ °
o OBJECTIVE: To help the stl;dent realize the need for protection against the uncertainties. of life,
e o SUGGESTED LEARNING AND . SUGGESTED
.~ CONCEPT o EVALUATION EXPERIENCES -, RESOURCES
- EXAMINETHE ~ '# - - R ““Policies for Protectjon,”
s UNCERTAIN-. ‘ . Institute of foe K
' TIES : ‘ ( N v Health Insurance
' .WhatDoYou ' b " _
HavetoLodse" o : P
. ks BEEAY - . . ) .
Inqomg: > Film: Time and A Place to Grow . - 'Association Films, New |
- Personal Ll " York, or Modern Talking -
- Property Films/-;:??New York .-

o .~ "Health L E
";-j‘,l.A;L»ossofIncome' ‘ : P
L ; w  The Consumer and His--

-%_ Lay off - . . Dollars, Schoenfeldwy
.. Accident A ~ Natella.. R |
! ﬂbsso‘f?erson}al Discuss the quéSﬁdn Whaii disastrous th'mgs | '."CansumerEcono}nic e
Property could happen to. you today? Try to -classify ~ Problems—8thed, . ‘
3 _ _them into spécific areas, and place a monetary . -Warmke, Wyllie; Wilson,
Fire value to’ each : ~ Eyster S
., Theft S
e Actof God : -
. Accldent | “
Loss of Health , From a local insurance agent collect informa-
L o ~ tion regarding unusual clalms and cases he
. Accldent hasfaced.,. I »
- Disease ' N .
Loss of Life | .
LOSSES CANNOT ©
BE ELIMINATED * o
‘ Protection in .
’ case of loss is N . :
- nece&sary ¢ ,
: GLNERASIQATION . P, - ) .
, ’ Students muSt reahze ‘the risks mvolved in life and earnmg a llvmg .
) : " T ,‘;.' ) ) . ». L o 25 . ‘

and . -
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CONSUMERALTERNATIVES T

!, E o K . - fﬁ"‘

OBJECTIV E To make the student aware of the methods and forms of proteetlon avarlabltr

-

%

'-',SUGGESTED LEARN]NG AND SRR SUGGESTEDF o
EVALUATION EXPERIENCES _ RESOQURCES _

Consumer Eco‘n.‘omic B
e - Problems—8thed. , . ) .~
: S S * Warmke, Wylhe,Wllson : o
g . »Dlscuss thé’ dlfference betwee personal sav-. . Eyster

- and Investments - ings and investments and insurance as a pro- -
v <. . .° tection against risks, Have a panel dlscussmn
Protectlon pald _ . of the pros and cons of each. S
~ for excluswely I o e v SRS
bythegndmd-. P T .

. Insurance T v ~ “Policies for Protection,”
B e ' T - Institute of Life and
. Sharingthe . N - 'Health Insurance e
', costofprotec- - R P

Ctionbyall - . o e L
. policyholders' o o , o L ‘ L
INSURANCE ¥ . Film:Protection for People . =~ - Association Films S
PROTECTION e e T e, - o
Basic Insurance ' L
" Terms (Seg e SR _ .o T
- appendix this G e I : L S
umt) . . : . R . s . - W v . " -~ s "
Basic classifications ‘ - , . “FireSafety 'and- Pre-
e T - - véntion,” “Disasters,”
Risks to persons : I . “Burglary. and - You,¥ |
: e T ..o .7 “Are YouProtected”
* .- Accident SR R S . 7. " National Research
" Death - .Y - - Bureau, Inc. . -
. Sickness. . . S ST
. Disability - . - ol o o L
40 “Oldage . o S _ - . ,
 employment e o o

3
~

- Propertyrisks ~ - . N R "~ Life Insyrance Fact ‘Book—
e I PR o ~ Institute of LifeInsurance
- Vandalism =~ A - o o




g 'f'f_Ct(’_)NCEPT

" SUGGESTED LEARNING AND

- SUGGESTED.. .
'RESOURCES "

‘Natural

"% disasters

)

N

Defective .
- legal titles

Trans'portatibn '

- F orms of Insur-‘

ance. ,

Life insurance
Ordinary
Limited
‘payment
Term
Endowment

. Accident’ and

* healthinsur--

ance ,
“Fireinsurance

- Theftinsurance

Llablhty
insiirance
Autqrgoblle

- insurance - -

Bodily injury
- Property
damage
Uninsured .
~ motorist
. »Comprehen-'
sive .
= Flreand
~ theft
Collision
Medical
payment®
-Towing

Title insuranee
Inland marine -
" ihsurance

" .Creditinsurance

EVALUATION EXPERIENCES

Have a local msurance ‘agent speak on the
- different types of risks and the proper insur-

ance to have for protectlon

vaxde class into groups to 1nvest1gate types -
of insurance, uHave them report to the class:
such informatidn as costs, coverage, how they
" ‘operate, hpw and wl}en to make clalms, etc, :

Filmstrip: “Dollars for -‘Sei':urity”A

RSN

"d

Local insurance agent

Pay Now, Dte Later

. James Gollin

" Institute of Life Insurance )

v/

Decade of Dectston, In-

‘ stitute of Llfe InsuranCe

+

' F,I'C———Pitfdlls to. Watch
- for in.Mail Order Insur-.
~ ... ance Policies .




U : SUGGESTEDLEARNINGAND | SUGGESTED
.~ CONCEPT . . . - EVALUATIONEXPERIENCES s RESOURCES
» - Social Insurance .~ .- '-Investlgate the state law pertammg to Work-g Soc1al Securlty Adm -
S - o mens Compensatlon Y~ _“Teachers Social Se-
Insuranceinsti- . . ' S © o =kxeurity Kit Folder”
.. " gated by some - = ° R D N
- governmental o A o L ) oy e
@
- " Social - - - Local person from Social S'ecunty office to©  Local Social. Security
. Security talk on the use of social securlty for the in- = office, . ¢ - :
- Unemploy- - ;d1v1dual ' : 3 S
S mentmsur- e s _
o ance _ L A :
. ‘Medicare’” - : . S AR o L
-and medi~ B S s b
cade . x o . “ . | = _ i
Workmens Same could be done in aIl areas of soclal in~ ,
Compensa- *  *  surance. - DA '
‘tion - o . S o
" - Disability . o . S . e
insurance B > o ' I S
- GENERALIZATION' o - SRR ’ ot '
co Students should ‘be aware of the other methods of rlsk protectlon beS1des insurance; g ‘
The different types of i insurance should be studled thoroughly to be sure rthe 1nd1v1dual’s SpCleiC needs '
are being met. x : L . : S
The workmgs of the dlfferent kmds of soc1al msurance s'hould be known and whai protectlon they offer .
the young adult as well as the old. : - S '
s
. .
o
N '.:.-: ) , . . - B




-

o - . APPENDIX o
. BASIG INSURANCE TERMS

BN Insured—-—the person or.group who purchase and are protected"
2. Policy—a form of contract betwee the msurance company and the

. «insured. ~- ,
v 3. . Premium—amount of money, pald for\the insurance.
. 4. Beneficiary—the person named to recelye the proeeeds,

-5, Grace period—period of time given to" pay the premlum before the

.. policylapses.

6. “Face amount—the amount stated on the face of the pohcy t‘lat will ] be
paid to the beneficiary, -

& »

7. Agent—a person who'sells insurance. . -~ - .
8 Cash value—the amount of money a person recélves if he gives up the °
pohcy

9,5 Dividend—a paymentto a pohcyholder with a partxclpatmg pohcy
. 10.-" Claim—the formal notice to the insurance company requesting payment,
A §

e .- policy and receive in exchange a more ‘permanent form- of insurance,
' ) B . n ', k4 q?
Q . ’ . '
A 4 -
e .
v -
“ . ‘, w .
; k<
. e ' e
A f\ B »~ ’
.'."4".‘.4 A .. " ¢
i v:;j : /;‘j‘]a
e 'fv_v-:,,_ g B '
. " ’
. 29

Right of conversion—the right of the policyholder to surrender a term -

co04




N _ CONSUMER ALTERNATIVES
o 3 . o , . = . . .
-y OBJECTIVE' To provrde the student wrth mformatlon whrch wrll enable hlm to better select food .
‘ products that meet his needs and i rncome S

b & 'I'O llSt tec niques that will help make. the best use of money allocated for food rtems '. hl
i ., . Te show h W where you shop” may affect the value of your food dollar ' v;”- B

estudent to the advantages of money management in food purchasrng
e i+ hh SUGGESTED LEARNING AND SUGGESTED
CONCEPT . .~ EVALUATION EXPERIENCES L "RESOURCES )
FOOD o Discuss these factors as they may apply t“o “Your . Food -~ “Dollar” -
EAE - food purchases SRR : . Household Finance (HFC)
A Need ’ S G . Gorporation, Chicago,
L . v e : o I, 1968 Free
» Daily)investment B T T T e : '
Satisfies hunger - . Sl L ‘_‘b-" Fllmstrlp--"‘_Spending
Promotes Health .~ - .+ . s T 4 "' "Your Food Dollars” HFC,
. Lo L “ P . R ,."“5‘.0 i s ,. P .$1,75,f '
- Buying Factors . S TR U o .
- LI : ° \

_ ,,'_I'he‘,way we live - jiCompare suburban . food buymg habxts w1th

s

) e . / 01ty OF; rural habits. -~ - ' , L ST
. Wherewelive | - ’ | e
AT EE Survey or research income as 1t relates to food AR I
Income . .- . buying. . " S N
v -"'”Population 'DlSCUSS supply and demand as it affects pmce V ' :
Sizeof family o o °j; B
R andage , ' LA - D o .r
el L L Dlscuss season asit, relates to food pr1ce i >
Season . o Caper

b

Health,and

R dﬁary nee ds o .‘ Txme affects preparatlon and shoppmg

Money affects qnahty and quantlty

Tune o
- . Skill'in planmng affects product and 1ts -size, - i
. Money s ‘sthpmg hst, etc o -
- Skill in planmng | Debate pro and con of a food spending plan Fllmstrlp—“Dlreetlng
o s .‘ . "~ Your Dollars” Life Ins.

Have students ask parents amount. of income r Inst., 488 Madison Ave.,.

o T';‘e dSptending Plan - ghent on food items. (Ans ‘should be between , NY N.Y. $3. 00.
(uge)~ S 15_30%){ o

-
®

e Conﬁrm 15-30% for your area.

With approxxmately 15-30% of total i mcome spent on food . the consumers ahility to";raréalize factors affecting his food dollar

are of essence. . . L .

20030 R

¥
Y




LA

 The Services - Prepare a %{rltten report on how the listed
S - PUE services rmggt increase or decrease the pnce
, ’Cleanlmess > of fooed-items -
- Variety  ° ot , ‘
Personnel oy . Y. oor
Efficiency. S DR SR
Refunds - ~~ - Select a panel of studgnts to debate the ad-
Coupons - yantages or d1sadvan es of shopping. for
Tradingstamps = - food items at stores WBH one or more ser-
"Quantltydls- .- vices. Eg. Resolved: Trkfing stamps do in~
counts - . ' '+ crease the price of food'#foducts. - -
" Delivery R C " X!
Credit- ' - S ~
TheTimetoBuy . - S L
AR . , ,
‘Time of Day S Research mdlcates the shopper buys more
' SR s lmpulslvely before lunch and before dmner on
O ~an empty stomach. ' '
- + 31
I e
o r
4 |

»
_\\ . B e
k] . .

S .
% -

.. SUGGESTED LEARNING AND

 SUGGESTED

such as -magazines,. clgarettes, cosmetlcs,
\ clothmg, ete. _ .
. Quantities . *” Keepin mmd family sizé-and storage space.
' !~ . Quantity buying (3/81 00) may help stretch

. the food dollar.

o = o,
Brands ©~ - - Have cach student select five supermarket
SR _ “items and compare prices of “house” or pri-
A , , vate brands vs. well known ‘brands.
Comparlson shop- v Use the neWspapers asa means of comparmg
pmg N “specials.” - . : '
Shoppmg Locatlon " Discuss location as it may affect food'prices.
Nelghborhood T May be expenslve dependmg on competltlon. . D
Specxalty s Usually expenslve (speclal food and dlets)
(Dellcatessen) - _ - Ny .
Sll_permarkets " . Offers variety lat lower prices. ’
- ‘ # '7 . . . . - '
v’Cooperatives o Least expensiyé but difficult to find. Students

_ : ‘may wish to/ ¢ompare pnces at the ahove
S L locatlons ~ / - :
y o N ° °

 “Hidden Persuaders” |
.. Vance Packard . -

- CONCEPT o ~EVALUATION EXPERIENCES _RESOURCES
_ The Shopping List Do not include non-food stlpermarket items  “Consumers Bauying i

Guide” Better Busmess,l co

'Bureau

Lot

. “How to - Shop Wisely”
Montgomery '
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A

. CONCEPT -

SUGGESTEDLEARNINGAND
EVALUATION EXPERIENCES
/ .

" SUGGESTED

RESOURCES

The day

Month or season

. Many spécials are offered on Mondays émd

weekends. : -

..

~ Many food items are less expensive when in
~ season. : .

Gather 12 monthly issues of CHANGING
TIMES for the most current year., Have stu-
dents. compile a list of bist food buys for the
‘entire month,

‘
S
¥
4
8
°
+ -
v
«
&
/
o
5
-
o} =
- >

0

-
Soe by - K
R
y o
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-7
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.
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- . - . ' / .
R CONSUMER ALTERNATIVES , .
- OBJECTIVE: To provnde students with ml‘ormatlon enabling them to make better use of time, energy and
_money. - - .
- 'To provide students wnth mt'ormatlon that will help them i 1ncrease then' buymg skllls, thus
their buying capacity. ‘
To provide students wnth product information: enabllng them to obtam more quahty for the
dollar. s . e L :
| c &

N ' SUGGESTED LEARNING AND'  SUGGESTED
CONCEPT 5 EVALUATION EXPERIENCES . = ' RESOURCES .
CLOTHING o T - (“Your Clothing Dollar” -

o S - @
A Need
~ Physical need . ‘Disc'u‘ss clothing as'a want vs. a need. . : Fllmstrxp-—“Your Ward-
Emotional need . . . . rob and You” (HFC)
| S A R ) & AR ,
-  Buying Motives -~~~ . T SWuymg Monves in_
- S, L o : S ‘Retailing:
¢ '+ . The way we live B o v : . _Principles and Pracnces
- (physical) o o ' " -text, Gregg.
Where we live FEN I S e
(physical) - L
Season of the ~ Ask class for other factors., )
-year ' ' T ' B
The'Resour__c'e_s:_ - " Time :
SRS ST - ~Money
~“» .. - Skill inplanning
<. The _Sb}é'i‘lding_Plan_ Have students arrive at, a percentage of Movie “Personal Money
T . weekly or monthly income-they spend on Management”——Assocxa-
v - . - clothing. (Ans. should be between 10-20%.)* ~ tion Fxlms
Spendonlythe”™” ;- oo L R
~ allotedamount _ SRS D, :
Buyonlythe : - - , - . o e T
. jxtems needed oo I T - v -
The Label : A Have students or groups discuss and collect _ “Know'Your Merchandlse;”
~ seals, labels and tags . ; Wingate, McGraw Hill,
' o 1964, N.Y. _
Permanent Press PP—Needs no ironing. o )
. Drlp-Dry P May need some ironing. 7 L b_ o -
*Coﬂ_flrmyo,ur‘area‘ R S . L R R ?




' Nat"uralv L
Cotton
Linen

silk -

. Inexpensrve durable but subject to shrlnkage

and wnnkles eas1ly -

-

Cr1sp appearance, strong but ernkles easrly

; .

i

o Very strong, luxurxous appearance good

" wrinkle resistance, expensrve o v

Wool .
Synthetic
"ACetate ‘
Acrylic

- Glass '

Modaerylic' _

' nonﬂammable

Soft, strongfth.{xble, good wrlnkle res1stance.

®

)

_ Silk-like, good wrinkle resi.stance, inexpensive.’

_ Wool-llke, wrrnkle resrstant

I

Strong, nonabsorbent flbers, sunhght may

~ weaken eas1ly o . ) o

May resemble fur or human halr, durable, ,

N ; ”
- . * - SUGGESTEDLEARNINGAND “SUGGESTED
CONCEPT ._EVALUATIONEXPERIENCES RESOURCES
‘Crease resist- May wrinkle slightly ' ~ ‘rﬂ T
~ance . T
.;'Retams color throughout life of garment with )
/Colorfastf little change. . (No: garment is completely
' o , colorfast) /- » .
Preshrunk: e El;mmates excessrve shrlnkage - PR j p
Spot and stain . "Should not absorb hqurds ‘ N - | =
. repellent - -~ (Scotchguard,etc). - /. ce e
Fibers Assign committees to study and present a ' ) “_Textile To'picis,” Per-
_ : ,_completeunltonone ormorefabncs _— . ' iodical, Celanese Fibers
. -~ -« -Marketing Co., Fifth
§ oo o : @‘ o L. o

A,Ve.,‘N.Y., Noy ‘- A

Fllm —“Facts About

Fabrics,” E.I. DuPont
- Co., Wilmington, Del.
'[,
e




- S~ o 2 . . s
-' T SUGGESTEDLEARNINGAND . * SUGGESTED
CONCEPT - - ' EVALUATIONEXPERIENCES - ' — ¢ RESOURCES’
jNylon PR . : Very strong,’ non-shnnkmg, hghtwexght can- 7 o o
.. . notbe exposed to lugh heat. S e ol S
Olefin - ', ’ Lxéhtwelght wax-hke, sheds water, colorfast - - o ;
Po[yeséef S Strong, very wrinkle resmtant no shnnkage, I
| ',Rﬂ)’Oﬂ 'v .0 . . " Inexpenswe,‘absorbent wnnkles eas11y Coe A
Spandex I v. . nghtwelght, elastlc, stain resmtant. - Coen . g

Shoppmg Skllls - . Allow students to list and dxscuss thes shop- “Managmg Your Cloth-' _
. .- - ping skills they have acquxred ® ing Dollar” Money Man-

4\

. - . ) E ©, . Tagement Inst (HFC)
. o -t ' ° ' ' $1.50. “ o
" Buy quality best ) stcuss Fashmn as 1t mfluences the spendmg .
- foryou . 0o -nplan _, o X . L :
Shopin reput- S S o e SRR
“ablestores o j RTINS
‘Planyourward- - . - o S e .
‘Tobe. - S
Keepasale oy S ST
calendar . - - L e R S .
Anticipate your. o Tl < ¥
‘needs N S e Lot
Check fit before : - i R ‘
 buying - ‘ ST Sl T
- Learnaboutcare poe T T S e, .
~ and wear '. < e - PR
S ' : . ‘ " - - -.’
GENERALIZATION ‘ AR : ¢ |
Price can be an mdxcator'of quality but #-is‘not always advxsable to Judge clothmg quahgy by price
° ‘alone. o ‘
.. The choxce of clothlng will most hkely be influenced a great deal by fashlon trends 1n your drea. .
/ ‘ .
/- - 35 .




_""'coNsUMER ALTERN-ATIVES -

OBJECTIVE' To provnde the- student with specnﬁc knowledge which will enable him to- select an auto»

. . mobile in the immediate future. "
To help the student mvestlgate the most unportant factors in the purchase of anauto-
mobnle

L .. SUGGESTED LEARNING AND - ' SUGGESTED *
'CONCEPT - . EVALUATION EXPERIENCES ’ - RESOURCES
" AUTOMOBILE Is usually referred toasa want rather than a ' '
- o . o . - need L , ’ - . .t ‘O.
. _ o Have students dlSCllSS the need for an auto-
;oe .. mobile, -~ :
’ Cpnsider.f"acto'rs’.. R "'; 3 .
 Before Choice =~ ° = . o -
) WOrk . l 7-"-.. .. . “ - . . L . - .
- - Pleasure T e - _ .- - “The Buying Guide
. - Statusandim- - ’ ‘ ' - Issueof Consumer
portance of -~ -~ DJSCUSS How 1mportant is status and fash- Reports,” Consumer
, Prestlge « . jen? Can your standard of hvmg afford the Umon
o - Priceand terms latest model car. 1, " .« Lo .
, oflfinancmg R o / A ‘ '_" ' .
\ Ownershlp and R " :
e .operation’ costs
Futuretrade in L , o : e
value T i e T : SeeAppendxx

R IV : T ~ Runz & Co. available at

A\G‘n.‘ T o o ‘_AAnA‘mquantlties»' -
A Alte'rnetives, e v o
- : /Optionsv R e, .
Engines | .. Students may wish to list size of the car, usés, C
X ' -‘ maintenance, speed, etc. and decide on size -
of engme (4, 6, or 8 cylinders). '
. 'Transgmiis_siqn .~ Consider purchase,costs, resale value, opera-. “Consumers Buying
size ting costs (automatic and standard). ° Guide”—Better Busi-  *

ness Bureau

: Radio : T“v I ,'No’ﬁe or AM, AM-FM, Stereoc_J tapedeck, etc.




\' —_— N T ‘
E . SUGGESTEDLEARNJNGAND ‘ "+ SUGGESTED -
CONCEPT EVALUATION EXPERIENCES»  RESOURCES *
’Brakes . Standard,' power, d.'is‘c., * “Your Automobxle Dol
T T lar”(HFC)
Steering Standard, power. . " . ,
'_,Tires,' . . Black whxtewall red strlpe radial, ete. ’ o

Roof -+ .

a

- Other options '

[ iy

o

o MCarvs.‘Usedo i .
- Car\ - , o

N
Fhe Dealer - .
)\ﬂ
. -’
A
- Financing..
Insurance ..

"Shopping for ‘,
Insurance

§.

Standard convertlble, hardtop, vmyl

RS . B . : . .
Power seats Power wmdows \A / B L

Have students hst other optlons available.

' . .

Choose a new model car and inquire, about s

prlce at three dlfferent car, agencxes. Report
“the pnce varlatxons to the class

Make a list'of' at least 'ten reasons why you

would buy a new car. Then make a list of at
least ten reasons why you would rather buy a’
used car. C S

\ ,' . ' ) AT

Stident evaluatnon of the dealer may“be qu1te .

beneficial, Have the student llst factors to be:
consideredsuch as: g
 ‘Well established
Advertising
Service facilities
Etc

e .
~ :

Have students shop for credxt costs and com— .

0

pare true actual mterest

' D1scuss with students type of ct)verage,

. anbxhty S - S
'Comprehenswe - L
.. Collision =~ ;
- Medical . - .- R
Uninsured Motorist P
. ToWing : -

lee students fixed factors and have each find :

" his-own insurance. Discuss premxum differ- ’

‘ences With class:

‘Eg. Year of car, style, engme size, $100

deductible, $50,000-$100,000 habxhty, $I 000
medtcal etc

- surance 1ndustry

on

o . MR »

Referto creditunit .

Invite a guest from in-

.

~See Appéndix f_o?%c)st& J

~ - v




" SUGGESTED LEARNING AND

v o ._SUGGESTED y
-+ CONCEPT EVALUATION EXPERIENCES RESOURCES .
- OTHER CON- Se ct, other popular 1tems students may wish - “Get Your: .Mortey’s .
- SUMER PUR- * hop forasuch as:. . - Worth™ Toyer Lo k
IS : ,'. e . - oo o T ) /Qa
. Stereos - N Filmstrip—“YouThe =
: " Tape Recorders o ~ Shopper”(HFC)$1.75 ~ /.
' : _ Furniture. ' - v R
Cosmetics ,
. © Records °
’Apphances . , N
e Allow students to select items and shop for - Filmstrip “Your Moneys
PIRE o ‘them collectlng all pertment data available  Worth in Shqppmg K
.- . such as price, warranties, reputation, financ- - (HFC)81.75 -~ , .
S ing, etc., and have them report their flndl_ngs ' S
. Qq ) ) ‘ Pamphlet——“?lannir;g
5 ' ) , . Ahead for the Buying °
- > ' ‘ ) - of Major Equipment”
- G U.S. Dept. of Agrxculture, -
_ > D. C Free . e
’ - 53 o '
. GENERALIZATION: St : T ,
] A thorough 1nvest1gatlon should be’ undertaken beﬁore buymg a car. The above partlculars are by no x
~ means exhaustlve : . - _
. , : - o -
. — L
. . A .._ B ) 8 . -u. -3 .
* A - SN




, ‘ (’ | /'- '. ’ A | - - ?
‘ /\i DETAILS OF CAR COSTS
." ‘o Followmg 19 a breakdgwn of the natlonal ﬂgures computed by Runzheimer

o - and Company for a 1971 Chevrolet, eight cylinder, four door hardtop
’ "‘equipped. with standard accessories:. radia, automatnc transmission and

power steering. - . . .
_ Varzable Costs : LT - '
;+"Gasolineandoil ........ Grrerereiiaae 2.96 cents
* Maintenance........... et vereenn .73 cents ‘
L 1 P " .56 cents .
’ - 4.25 cents
per Mile (at
" anaverageof ..
10,000 miles
d . _ ~ , peryear)
Fixed Costs e ; .. Annually
Fifeand theftinsurance .................. -~ § 6200 . '
$100 Deductiblecollision. .....veoseuu. . -8 125,00 - - o
: Property damage and hablhty ' . .
, ($100/$300/$25M). SETTTPITSRTIYY verans .8 175.00 ’
- Licenseand registration.............. vos $ 2500
.Deprecxatlon Cheed e . % 738.00 ' , o
R $l 125000r$308perday R N
’ e $ 3.08perday
' CAAA 365 1 year i
o . 425.00 '
$1550.00 or 15.5¢ ,
, “permileforoneyear -~ ¢
/}I :, ' ) RS *{ . ﬂ\‘:glf‘"'
o~ - ‘ R ' t d b '
. vy ‘ . AN o
o t o "
. 40
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e » CONSUNIER ALTERNAT]VES .

I3

5

affects him, .

Ve

<

¢

M
M

* ~

r

OBJECTIVE The student wnll have a comprehensron of consumer credlt, how it functlons, and how |t

L

“'

/ . . i o
o SUGGESTED LEARNING AND . SUGGESTED
CONCEPT EVALUATION EXPERIENCES " RESOURCES N\
R()LE OF CON- Collect newspaper ads and direct mall -piecés- . Operation 90 . o
SUMER CREDIT - to show wide sohcrtatlon for consumers to use (CUNA~——F11m)
'credlt - T S
Wide use of Credlt o : The Wise Use of Credzt,,
Assoclatlon Fllms, Inc. -
Credxt Cards ,
: -t . C’onsumerEconomt,c_ .
Borrowmg Cash v . Problems, Warmke, -
Wyler, Wilson, & Eyster.

CASH VS. CREDIT

-Have speaker from. bank or consumer, loan

- BUYING - .company explain the different types and kmds . The Consumeand His ,
S : jof consumer credlt : Dollars, Shoenfeld &
Cash Discounts - : - Natella. o ’
: ' - Have students shop’ drfferent stores for same R
; 'Hrdden Costs of item. Compare cash price and price if con- '
v Credit * , - sumer charged under vanous types of credlt v
f‘InterestRates | L | \
GENERALIZATION ~ o
N Credlt is 1mportant te the overa]l functlomng of the ecohomy
; '_;-:_‘;DOes credlt raise prices on all mérchandise? ‘ o _‘ S -

" “How. does the cost of credit affect all consumers? = B R

TR '. How has qredxt contrlbuted to the natrons hrgh standard of lrv1ng?

[:3 L ’ @
Yl B

o™’

oy




o LI « '

-?'.COi}JSUMER ALTERNATIVES -

o

‘ OBJECTlVE' The student is know, edﬁeable in the appllcatlon for and the uses of credlt for future pur-

LI

-. chases a’nd/ or cash bgr oWlng

. 1
)

s

v -

~ CONCEPT - .

. "SUGG”ES'TED' LEARNING AND

EVALUATION‘EXPERIENCES' RN

. SUGGESTED
RESOURCES

- CREDIT APPLIEA -

" TION FORMS_

. ThreeC'sof
Credit <

- FairCreditRe-
portmg Act

TYPES OF CREDIT

Non-Installment § .‘

Installment .
\ Mortgage
' CREDITCARDS

Company only

Natlonal
. ‘, International .,
. CASHLOANS
_'B_anKs :

Consumer Loan
.Companies =~
~ Credit Unions
Insurance
panies  .°

- 'Pawnsho‘ps "

GENERAL‘IZATION?

‘ Different types of credit purchases or cash borrow1ng may
-~ cheaper costs on individual purchases :

Corh‘- k
)

Have credit manager or counselor come to
- class to" explain the three c’s. and credlt ap-
N pllcatlons‘ o :
,

. I. . . * o .. . v
: N ) 3 Yo : .

'Collect credxt apphcatrons for vamous types of |
: cred‘rt -and explam the prudent uges of each :

type; ,

R
S

‘Have studenfs investigate costs and avail-

ablhty of borrowing $600 for one year from |

varlous agencles

—

g o

A

W

I

~_ing Times

‘The Consumer in the '
- Marketplace, Levy, Feld-
man, Sasse’r’gth

v

Consumer Credzt‘g/ o,
{ Fetterman f': S

w

“Th0se" Charge .- Any-

thing, Anywhere Credit .

Cards”—Changing Times, -
March 1970. Ce

-2

“Your Money: Matters
and You Take the Credit”
—Filmstrip Ohio Con-. .
-Sumer ~Loan Association . -

. Borrowzng———-A Resource o
- Kit: for Teaching. Con-

sumer Educatlon—Cha
Educatlon
- Service, v

’




- " ' . ‘ ] ¢
~ CONSUMER ALTERNATIVES . o
_ : | _ o
v OBJECTIVE' The student recogmzes pnncrples, nghts, and responslblhtus mvolved in crednt ratmgs,
credit problems, and credlt counselmg for consumers . =
S suGGESTED LEARNING AND T SUGGESTED - .
' CONCEPT _ - EVALUATION EXPERIENCES .. RESOURCES.- - -~
- "CREDIT'RATINGS o Have credit bureau representatlve report to The Iﬁi;ocgnt.' Consunier
: ‘ _ class on credit ratmgs and collectlon proce- vs. the Exploiters, v
Credit Bureaus dures N . Margolius ®
 Collection e o v - , el , 3
] _Agencies . _ ) ..; S n ) - . : \:'ﬂ .‘ ’
CREDITPIT- ~  Role playmg——a high pressure ‘salesman and . “Don’t Get Garnisheed” n
FALLS . customer in situations poitraying unscru- - Pamphlet—Labor and
oL pulous merchants and schemes - ¢ .o . sIndustrial Relatlons Cen-~
" Rackets - 07 - . fter.
. e - Have a panel consxstmg of a Iawyer, Clerk of ‘ _ R o
EoanSharks ° Cousts, Better Business Bureau representa- ' L e
R ‘tiveand a, debt counselor dlSCllSS vgamlshee | ' B :
" Garnishecof - e S o et T
Wages o ‘ ST L e s T T
- g A . \’/‘“ - .y “Family Credit Counsel-
+ CREDIT COUN- - . R e ing,” - pamphlet- Family
" SELING © O St e ~ * Service Association of .
o R . ' ' N Amenca ) waeoe
Court Trustees - e, - : T .
. ] ; o R , . ‘ ) - S
Public Counselors o
3 . ‘;Consumgrpl;.o- ‘ ’ ; - ,_: .- '.. ) ' \ % : ' - 8 : ! .s’:- . . " - o, R
" tectiveAssocia- - ‘ o LT N
tion - . - - '
o anatcCounselors . N I e N T a s
. BANKKUPTCY T oo o N
_ /‘ S , S o Lredit—Man’s Confidence
" PATIERN FOR " - ,in Man—Film, Modern
*, FUTURE: 3 N ’ | o o - Talking Pictures, Inc. - .
L GENERADZATION:  f T e
- All offers of “free” merchandise are not valid. _ ' : : _
. Beware of “phony contests.” .
. s An understandmg of “bait and switch,” “referral dlscount” schemes, “fear-sell” tactlcs, and other
_ shaqf practlces that consumers fall victim to is an mtegral part of consumer education. '
- B Y S
, 43 .
5 _ .




o

COMMUNITY
RESOURCES

'SUPPLEMENTAL |

[ PRoTECTIVE

Y

|NCOMESERVICE3

SERVICES * |

Féderél _

1 LocéIJ]r State -

| Local ]l State J(Fedéralf |

.

PUBLIC AND/OR PRIVATE




COMMUNITY RESOURCES

L
, OBJECTIVE The student should be knowledgeable of the local, state and national governments role in
' A controlling product deception and outright product fraud.

“The student should be made aware of the procedures necessary to make use of the protec-
) - tive agencles available to him, '

CONCEPT

- !SUGGESTED LEARNING AND

| SUGGESTED

' CONSUMER AID
AND PROTECTION

.

‘" Deception

Fraud

Advemsmg
_ Labels

Agencies -

Better Business
©, Bureau
" License Dept.

. Police
' Postal Protectlon

GENERALIZATION

All three levels of government are wor@ung to protect 1nd1v1duals from opportunlsts and unscrupulous ’

* manufacturers.

The government must enact laws that Wlll affect all manufacturers in order to place sales safeguards .

on items sold. -

Protective Business

EVALUATION EXPERIENCES ,

B ¥

-

"Search newspapers for items showing the

government’s role in ferretmg out ~product

- deceptlon ’

' Discuss: “You have Just won,” and “Your

money cheerfully refunded” frauds

- Have class discuss recent leg1slat1on that

WOuld be related to this toplc

.

'

-

" Have ong 1n-depth research. AproJect' on one

agency that works to control product decep
tion.
1. Pnce (Truthin Lendlngiaw)
2. Advertising (cigarettes) g ,
-3 Labellng (Labehng act) . '

Secure a packet of labels to show what labels

contentsshow. ¢

‘ 'Ask employer how truth 1n advertising and_-
flabellng affects him. : '

-

- RESOURCES

~ Local newspapers.
%fbonsumer Education”
‘West Virginia Retailing
2 Asso,cﬂ(’D.EzLab.).

' _Ralph_Nader.car: manu-

facturer reports.

Constimer Economic
Problems, Warmke, et. al.
: [

“Don’t You Believe It,” E

Pyramid Publishers, 1966.

. Consumer and His Dol-
- lar, (Chapter 15),
Sc‘hoenfeld
Changing Times, -
Kiplinger ‘

Filmstrip—*Learning from -

. Labels,” Evaporated
Mllk Assoc Free‘ N

' “Five Common Frauds

and How to Avoid Them” -

Readers Digest, Dec.
. 1967. . ‘ a

¢

Due to the large number of people in our country, the government must act as our protector .
This area of public protection is now recognized as important. Most: pubhc and pnvate\agencles are
worklng to protect thelr area of endeavor to avoxd public condemnatlon

5 T
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OBJECTIVE The student should recognize that our govemment agencies - (natronal state and local) are

=)

! woMMumrv RESOURCES

- goricerned with safeguarding the consumer’s rights.

. The student must acknowledge hrs role as a consumer and seller and know how to react

accordingly. .

" The student should bé able to understand and react to product clalms ina proper manner

and know how to research these clalms for truth.

~SUGGESTED LEARNING AND '

 SUGGESTED-

- CONCEPT , . EVALUATION EXPERIENJ,‘ES L ' RESOURCES 4
- GOVERNMENTS * Have students divide the class and each divi- Better Business Bureau,
ATTEMPT TO IM- ~ sion research ‘one agency from all levels that- - local speaker '
- PROVE COMPETI- ~ aid consumers. Report to class on findings. \
- TIONANDLOWER . R - , _ L Local lawft(er
: -PRICES o Have a speaker from the Better Business - -
Bureau speak on consumer protection. gl “{‘l'hose One~srded‘Cred1t
Regulatory Acts ‘ . e Laws"—Consumer  Re-
7 Aska lawyer to speak on consumer - protec- . port, March 1966. '
Natlonal Lo ‘tion (ex: legal ald soclety) )
' # R ConsumerE onomic -
State Take two ads from the local newspaper and  Problems (chapt. 25),
o figure unit price on hke items. L ‘Warmke
Local Quéstion: “Why are prices dlffereni" Are
‘ s - these ads propei? Is the .consumer being - f’onsumer Teachz’r,rg Klt _
Priva‘te Industry - " deceived by fraudulent ads? - “The Marketplace : o
Consumer report Local businessman to' speak on pricing pol-  ATe2 busmessman.
- mres of h1s mdustry, .
. Underwriters : ”'; Cak '
. Laboratory e T i.'
’ : \\ N
GoodHousekeepmg : ~\. :
Parents Magazme : & v
GENERALIZATION"’ A , . ;
" We should impress upon the student that the consumer does have some protectron at all levels of
‘government. : A .

. We must show the student the pattern to be followed by the consumers 1f these governmental agencres
are be; iconsumer protectors.

These agencres wrll possibly stop their. operatlon if the consumers are not aware of their value ”

“.#
: T




COMMUNITY'RESOURCES .

-

' OBJECTIVE' 'I‘he student should recognize that most reputable manufacturers try to regulate thelr m-

. dustnes.

v “ . Each student should be aware of the support most manufacturers grve to prxvate testmg as-

soclatlons.

«

- CONCEPT

SUGGESTED LEARNING AND
EVALUATION EXPERIENCES

- SUGGESTED -.
‘I}ESOURCES.

. SELF-REGULA--
"TION AND QUAL-
ITY CONTROL

; Natxonal
Assomatxon

.Consumer Union

Good Housekeep- -
ing - .

_ Parents Magazine

American Gas
Assoc.

Amerxcan Medlcal :
Association -

’ 'Americar}Dental ,
Association

GENERALIZATION

Preparea hst of some of thi laws of your state

that were passed to protect the Consumer

* o

Ask each of your students to select five items
~they would find at their work station and ex-
- amine the possible testing that might have

',gone into these products o

Have students build a dlsplay window on cus-

tomer protectlon theme.

Read some of Ralph Nader s findings on pro-

-. ducts and mdustnes and report on’ thexr im-
pact on the economy

/ Q

~ i

T e

Consumer Economic - -
- Problems(Chapt, 15and
26). Warmke,etal.  ~

Local work station.

-

R4

S

- Trade A’ssociation Direc- .
- tory (D.E. Lab). .

Newsp‘apers for' Nader’s
~. ‘Teports and comments. -

v

~ Students should recogmze that there are many prxvate and governmental agencies testmg products for

- their protection.

Private citizen groups canand should prod all government agencies for necessary regulatory leglslatlon _
Students must be aware that these agencies are relatxvely small and can adv1se but rarely stop many

improper practxces

W

~




COMMUNITY RESOURCES

‘OBJECTIVE' To allow the student the opportumty 'to be knowledgeable of the work of the consumer '
organizations. -
To allow the student the opportumty to be knowledgeable of the working of consumer in- -
fom]:tnon centers. . N :

!h

To give students patterns of mvestlgatlon used by these orgamzatlons.
To show why and how consumer reports can ald in buymg items.

:SUGGESTED'IQEAI':NING AND - 'SUGGESTED

CONCEPT . EVALUATION EXPERIENCES . _RESOURCES ~~~ *.
CONSUMERQR- ~  Influence of “Muckrakers” on Consumer  Conmsumer and His Dol-
 GANIZATIONS - ' Ieglslatlon . ‘ .~ lar,(chapt;2&3),
* AND INFORMA- L . H - Schoenfeld
TION _ Examlne many of the early food manufacturer - '

L : ~conditions that affect consumer health, "...  Consumer Economlcs
Background L . C : . (Part 25 & 26): Wllhelms, o
L o - Discuss: Early consumer legislation (ex./1938  etal. _

Consumer Voice . - Food & Drug Act) and how consumer was to . R

L be protected : R L

v, Consumer o . o
Legislation .- | Newposmon of consumer is now in operation.
o o .Have students research HEW Consumer'_»
Department W

' . _ Speaker on new consumer action in 1970’ . | _ ' SpeakerS‘olom'an'ﬁarge_ .
GENERALIZATION: - e L

- ‘Student should be. aware of the conditions ex1st1ng before the consumer. was considered.
The student should be aware of the recent legal changes that are being considered.
The student should be aware of the ways consumers may st111 ‘be dece1ved in various sales. techmques

- .
. . . ~

T , .
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) SOURCES ‘OFFREE"A"N:D INEXPE_NSIVE ‘MATERIALS ~ -
.v“’ . :_: " . ‘ . J ¢ - ) »‘, o . '
v The folIowrng represents a few of the mynad sources of free or 1nexpens1ve materlals. The title offer-
umgs are not given here bécause the list is constantly changing. It is suggested, that the coordinator write to - -
these sources, telling them of his particular need and asking for a current list of available material, This
should be done on school statlonery and’the return address should be that of the school for the best service,
on such. requests. -
The coordinator should also talk with thexhalrman of the socml science department and request that
'pertment mailings be .made available to him. A. pertodlc scanning of various education magazines,
especially those dlrected toward the area of the social sciences, will often y1e1d new and useful sources of
materials, . - L ,
; ) ;o LT T 2
Bibliographies of Materials ' S '
- “Educator’s Guide to Free Films,” $9.50 - o ' o TS
“Educators Guide to Free Filmstrips,” $7. 00 o ' -
,“Educator s Guide to Free Tdpes, Scnpts, and Transcnptxons,” $6 75 -
~ All three are avarlable from Educator’s' Progress Servrce, Randolph Wisconsin 53956

’“Vlsual Alds for Business and Economrc Educatlon," Southwestern Monographs, Southwestern Pubhshmg Co., '
Cincinnati, Ohio 45227

vatrlbutxve Educatxon ‘Materials Lab 1885 Neil Avenue (115 Townshend Hall), Columbus, Ohio 43210.' .

R A

o : .. . - : . i
. . . R




1.

'INSTRUCTJ(')N.&I; RESOURCES FOR DISTRIBUTIVE EDUCATION

AFL-CIO; Department of P”ubhcatmns
Pamphlet Division :

815 Sixteenth Street, N.W.
Washington, D.C.:2006

American Council on Consumer Interest

.Columbia, Missouri 65201 .-

Amencan Home Economics Assoclatlon ,
1600 Twentieth Street, N.W, '

Washlngton, D.C. 20009

AaSOClﬁtlon of Better Business Bureau -
Chrysler Building” S !
New York New York 10017 -

. Association of Stock Exchange Firms
120 Broadway ,

New York, New York 10005

Attorney ¢ General of /Ohlo :
State House Annex

j Columbus, Ohio 43215 °

Automobile Manufacturers Assoclatxon, Inc.

Educational Services Director

. 320 New Center Building

Detroit, Michigan 48202 -

The Brookings Institute V, A
1775 Massachusetts Avenue, N.W.
Washingto‘. D.C. 20036

Chamber of Commerce of the Umted States
1615 H Street, N.W.

- Washington, D.C. 20006

0.

The Chase Manhattan Bdnk Money System :
Rockefeller Center. -

1254 Avenue of the Americas at 50th Street

© New York, New York 10020

Committee for Economlc Development .
Publications Division

' 477 Madison Avenue

~ New York, New York 10022

12.

Consumers League of Ohio
940 Engineers Building
Cleveland? Ohio 44114

H
I




INDUSTRIAL RESOURCES FOR DISTRIBUTIVE EDUCATION o f‘)i

; 13. Consumer Report , S, : -\ L o ° _
s Consumer Union - . e L
: ‘Education’ Servxce Bureau - ' i SRR ’ , R ‘ L

Mt.Vernon, New York 10550 R - o R L

‘ 14." Contmental Illmols Natlonal Bank and Trust Company of Chncago
. Family Financial Education Program - .
R ' Chlcago, Illinois

R 15, Council for Family Financial Education - - . - - ) 7" SO
" .. Twin Towers ' ' . : » ‘
' | Srlver Sprmg, Maryland 20‘)1()cJ : oL e T

16.  Council of Better Business Bureau, Inc. Ry o L o
Pamphlet Series _ o " L B s .

. .. 845 Third Avenue ’ L e L o ' s
o New York, New York 10022 o - S T s

17. Counc11 on Consumer Information _
' 156 Gwynn Hall, University of Missouri . ., , T : - <
Columbla, Missouri es0t . o T T L

18, Croft Educatnonal Semces, Iuc.
' 100 Garfield Avenue*j,

v 19, Cumculum Resour ,'-, :Iilo'.”. .
v 1515 West Lake,sm:ct 3

W

A Zoy o ‘.
S

¥

P/O. Box 300, .,

rmcetpn, New Jerse 05 40

A i ﬁuPont de Nemour‘ and Co
blic Rélations Department
ermmgton, Delaware 19898 : ; -
4 Federal Reserve Bank of ' : ' ‘

.'0

L [ Atlanta £l § - ‘ ;lxr. I Lo o R ) -
ST 109 Manetta Street 30303 Tty : : o .




957

o 27,

-26.

" New York, New York 1002

Chlcago -
PO Box 834 60690 .

Cleveland R ‘ o \ -
East 6th Street and i;upenor Avenue 4101

aneapolxs :
73 South Fifth Street 55440

NewYork ’ R
'33 Llherty Street 10045 . LY C "!

Phindephia . . - i |
925 Cheﬂmut Street 19101 N )/

Rxchmond ' E
- 9th and ‘Franklin Streets 23213 -

St. Louxs ,
PO I}ox442 63166 ' ﬁ

'I'hese banks have vatied. offerings and penodxcal materlals '
p o
Health Insurance Institute .

Educational Division
‘ 488 Madison Avenue

»

- Insurance Information Institute

Educational Division
110 Willtam Street
New York, New York 10038

Internal ReVenue Servxce

.« Teaching’ ’I‘axes Coordinator

- 3. Joint Council on Economic Education

29.

30

’ o

o

.

31,

@

1cmcinnati, Ohio 45501 ,
qe e s

PO.Box 1818, .- . . .,

1212 Avenue of the Americas . L

. New York, New York 10036 = e

National Assocxatxon of Food Chams 7 BN
" 1725 Eye Street, N.W. L 5 .o

Waqhmgton, D. C 20006

‘ Natxonal Commxttee for Education in Famxly Finance

227 Park 'Avenue - - S . . .
New York, New York 10017

National Education Association . . ,

Department of Home Economics

- 1201 Sixteenth Street, N.W., . < g 2 '

"' Washington, D.C. 20006 . . A 'S

toeg




‘

32,

%4,

/

38.

39

33,

- P.O. Box 6778 . oo
Cleveland, Ohio 0 (U T

.. Southwestern Mon()graphé -

Natlonal Foundahon for Consumer Credlt
1411 K Street; N.W. -
Washmgton, D.C. 20036

Nanonal Industrral Conference Board Inc. e
845 Third Avenue '
oNew York, New York 10022.

? . .

Natlonal Research hureau Inc . R 2 b
_ Employee Relations Bureau Corp. L £

221 North LaSalle Strees S
Chncago, lllmols 60601 "

' New York Stock Exchange :

‘11 Wall Street, ' e ' ' e
“New York, New York 10005

Oluo‘AFf.eCIQ i ' o
271 East Street Street ~

, Columbus, Ohio 43215 '

‘Ohio Coupcil on Economlc Educatloﬁ’ T
Ohio University SRR , . v e

PN

' Athens, Ohlo 45701 ST sy

Public Affalrs Pamphlets o .
381 Park Avenue, South . : ' L
New York, New York 10016 ’

Realtors Nauonal Foundation,Inc..
1300-Connecticut Avenue - . o
Washington, D.C. 20036 = - SN

Rephblic Steel Corporation o
Public Affairs Department ' o
1025 Republic Bulldmg T A

- !
oebuck and Company - e
‘Information Services, Dephrtment 703
303 East-Ohio Street
Chlcago, Illmols 60611

. Servxce Center for the Teachers of Hlstory

Department 470 . S - .
60 Fifth Avenue S ‘
New York, New York 10011 -

.

Southwestern-Publishing Co. -
Cincinnati, Ohio 45227

RE

o

L




A

5,

- 46.

Tax Foundation, Ine, ;= , | L .
. 50 Rockefeller Plaza - IR : ‘ ‘

* United States Department of Health, Educatlon and Wclfare <
~ Social Security Administration R ' o
- - Baltimore, Maryland 21235 o T

- 47. |

"1225 East 60th Street. = < - "

I

New York, New York. 10020
The Twentieth Century Fund I

411 East 70th Street e .
New York, New York 10021 . -', o S o o

The University of Chicago L ' . %
Industrial Relations Center . _ -

Chicago, llinois 60637 .~ . c ©

o

S £
' : . G




. 'Gollin, James. Pay @ iy Dte later New York: Random House, 1966

e Packard Vance The Status Seekers New York McKay a S e o

Better Busmess Bureau, 112 E° lOth Street, Kansas’ Clty, Mlssoun Consumers Buymg Guzde. . Tl
Black Hillel. Buy Now, Pay Iater New York Pocket Books, Inc. " o o
Y”Casper Jean Dark Stde djlthe Marketplace New York Tndent Press '. V . o o s

Councll for Famrly Fmanc:al Educatron. Teachmg Consumer Educatton and FtnanctaI PIanntng, Srlver Spnngs,

Maryland . o

v v)

LY

Gordon, Lec. Economtcs for Consumers New York Amencan Book Co 1967 ;

Hamxlton The Consumer in Our Economy Boston Houghton leﬂm Co 1962 S

o

1

Lemwand Gerold The Consum,er New York Wa'shmgton Square Préés, 1970 " " By ‘ ot

Levy, Feldman, Sasseroth The Consumer in the Marketplace New York Pltman Pubhshmg Corp s 1970

Margohus, Sxdney The Innocent Consumer vs. the Explorters New York: Trldent Press, 1967

-

Marshal Austm How to Get a Berter Job New York: Meredrth Press, 1964 ' '

-

e
v -

Schoenfeld Natella, The Consumer and Hts DoIIars Dobbs Ferry, ‘New York: Oceana Pubhcatlons, Inc 1970

Spnnger,JohnL ConsumerSwdeersandHow toAvozd Them NewYork Award Books o ‘- b

&

R Warmke, Wylhe, Wﬂson, Eyster. ConsuIner Economic ProbIems. Cmclnnatl, Ohlo South—Western Pubhshmg Corn\

pany, 1970 S W

Whorton Don .Ftve Common Frauds and How to Avotd Them Pleasentvrlle New York Readers Dlgest 1967
.’x

Wﬂhelms, Hermerl Jelley. ConsuMer Economtcs New YOrk McGraw—Hrll 1966 | : p 5 N "\'" .

ngate, Know YourMerchandlse NewYork MeGraw-Hlll 1964,

R




i
Umverslty of Missouri, Cooperatlve Extensron Servrce, Columbia, Missour,

7 Federal Trade Commlsslon, 6th Street and’ I‘ennsylvama Avenue N. W., Washmgton, D C
Instltute of Llfe Insurance 277 Park Avenue New York New York 10017 “Pollcres'for Protectlon » “Llfe Insurance -

‘ 'Natlonal Assocratron of Manufacturers, 277 Park Avenue, New York New York “Job Facts »

' Natlonal Reséarch Bureau, Inc., Employee Relations Bureau Corp 221 North LaSalle Street, Chlcago Illlnols

Supermtendent of Documents, Washtngton, D. C. 20233 “U.S. Savmgs Bonds "o

' Amerrcan Bankers Assoclatlon, Banklng Education Commlttee 90 Park Avenue, New York ew York

F. amrly Servrce Assocratlon of America,’ 44 E. 23rd Street, New York New York 10010 “Famlly Credlt Counsehng ”

Merrill Lynch Prerce, Fenner- and Smlth Inc P.O. Box 333 Wall Street. Statron, New' York New York 10005.

. Pyramrd Pubhcatlons, 444 Madrson Avenue, New York, New York “Don’t You Belleve ) (A

_U S. Department of Agrmulture, Washlngton, D. C. “Planmng Ahead for the Buymg of Major Equrpment »

Unlversrty of Connectlcut Pubhcatrons Room Box U-35, Storrs, Conn. 06268 “Consumer Credrt RN L

~ PAMPHLETS -

- <
“

- “Personal Money Managenient.” oA

- : o -

Bureau of Census, Washmgron, D.C. 20233, “Present Value of Estrmated eretrme Earmngs »

0

Fasfeld, Danlel R. “Dont Get Garmsheed " Labor and Industnal Relations Center. Mlchlgan State .Umversrty, East
Lansing, Michigan 48823. § 25 - . . o N
265‘80. “(Pitfalls to'

Watch for in Mall Order Insurance Pohcres -

- . .7 . -

Household Finance Corp Chicago, Hlinos. “Your Food Dollar.” “Your Clothlng Dollar » “Managlng “Your Clothlng
Dollar ”“Your Aut0mob11e Dollar.” .

a

Fact Book.” “Decade of Declslon.” -

- v © e

“What Everybody Ought to Know About the Stock and Bond Busmess » RS .

N'atlonal C0nsumer Frnance Corp, 7000-16th Street NW Washmgton D C’ 20036 “Baslc Pnncrples in Famrly
- and Credit Management » . -
' /

60601 “Flre-——Safety and Pmentron, Disaster; Burglary and You, Are You' Protected?" B

«

)

65201 “The Money‘World as Seen by
R aYoung Modern v .

. -

)
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oo e o
e .CON:SU,MER EDUCATION KITS | L
. Changmg Times. A Resource Kzt for Teachmg Consumer L‘ducatron 1729 H Street NW Washmgton, D. C 20006 " "‘

GrolSLEducanon Corp Modem Consumer Education 845 'I’hlrd Avenue, New York New York 10022

- Nation Consumer Fmance Assocrauon A One Week Teachmg Unit on Consumer Fmance 10()0 erteenth Street,
E NW Washrngton, DC 20036. '

°

v ~

Olcott Forward Inc. Smart Spendii 234 N Central Avenue, Hartsdale, New York 10530

Social Securrty Administration. Tea ;Azers Socral Security Kit FoIder. Office of Informatron, Balumore, Maryland ¢

21235 B , - 1
. \, " 3 ‘ > . :t .
NS o rEmo_l)I'CALs ]
Changmg Ttmes, The K plmger Magazme. 1729 H Street, NW Washmgton, D C ' Ll :
Readers Dtgest “Frve Common Frauds and ng to AVord Them » Pleasantvrlle, New York December, 1967.°
TexttIe TOprcs Celanese Frbers Marketmg Co Fifth Avenﬁe lggew York New York. - .
fi oo i FILMSTRIPS oL . L
Assoclauon—-Sterlmg Frlms; 600 Grand Avenue, ergeﬁeld New Jersey. e . ) .
“The Role of the Consumer” : . } : ”
“Consumers in, Actl :
Gurdance Assocrates, New Jersey ‘Explorted Generatlon c IR ‘4 -
Household Fmance (H F.C.) Corporatron, Prudentlal Plaza, Chrcago, m L » ' p : o
“Spendngour.Food Dollar”:...5......i..0.. Ceeea Cheaeda e Ceeees A RS P .. SL75
“Your Wardrobeand You” ... Cieedeas B e eebe ek sas eieleeeans $1.75
. *Managing Your Clothing Dollar” ... ... ,..... S B $1.75 .
. ‘“YourAutomobxleDdllar”-....a.,..-.?....‘...'.9..','._‘...4'.' ..... R T P tkeavereoan L. BL7S
“Youthe Shopper” ............0 .00 ',.,‘v" 375
“YourMoney’sWortthhoppmg” P R ) $L.75
Instxtute of Life Insurance, 277 Park Avenue, New York, New York “Dollars for Secur;ty . R

- e

A}

Ohro Consumers.Loan Assocratron, 79 E State Street Columbus, Ohro. Yy
- ““Your Money Matters” ‘
" “You Take the]Credit”

Ve B B
t . » . -
- .
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' .. Harvey Dilemma.

Yo FMS

' Amcrlcan Bankmg Assocratuon, Banking Educatron Comm 90 Park Avenue, New York New York 10016. Manag-
" ing Your Money.

»
-

g Association Films Inc., 600 Madlson Avenue, New York New York 10022 Personal Money Management. The Wise
Use of Credit.

ASSOClatlon——Sterlmg Films, 600, Grand Avefiue, Rldgeﬁeld New Jersey He
. Time and a Place to Grow.

Protection for People

. ".- 'E I Dupont Company, lenungton, Delaware Facts About Fabncs

-

Modern Talking Films, Inc,, 3 East 54th Street New York New York 10022 S : )
Credn—-Mans Conf idence in Man. . .: .

' Natlonal Corfsifmer Finance Assoclatxon, 1000-—16th Street NW Washmgton, D C 20036 PersonaI Fmanczal PIan-
* ning.

i R
s .




