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Luann Boyer, AAFCS Annual Conference
Committe chair, introduces the rest of her
committee at the Opening General Session.

The 2011 AAFCS Conference &
Expo presented attendees (on
site and online) new
opportunities and experiences.
| appreciate being designated a
CAFCS senator and share ten
‘new’ experiences or opportunities
from this year’s
Conference.~Carole Makela

1. The Senate approved two

resolutions to:

Support and facilitate the
development and
implementation of national,
state, and local intervention
strategies to sustain family
and consumer sciences
education in the current
economic and education
environment.

‘Promote the development
and implementation of a
national obesity prevention
and nutrition education
program for youth and adults
in our public schools and
communities.

2. Announced the Personal and
Family Finance Educator
certification (CPFFE)

3. Unveiled the logo for the field
(Family & Consumer

Sciences) and its tagline :
Creating Healthy &
Sustainable Families (watch
for more on this in the fall).
Note this is bigger than
AAFCS’s which was unveiled
last year.

4. Had 4 super seminars on
Saturday on :
Disruptive Demographics:
Developing Strategies for
FCS professional
Addressing the Trends
Consuming Kids—The
Hostile Takeover of
Childhood
New Dietary Guidelines
for Americans
New Approaches to
Education and Outreach
for Changing the Dietary
Behaviors
Shaping the Future—
Critical Personal and
Professional Advocacy
Skills

5. Had an Arizona Artisan Fair
Thursday evening
featuring local artists, dance
and music

6. The Senate approved a new
category of membership—
associate —for associates
degrees and other
professional certifications

7. Your membership renewal
(reinstatement, new
member) application will
include opportunity to
identify/check up to 2
professional roles/practices

setting and 2 content
focuses—will help
communities identify ‘like
minded’ professionals.

8. A first time exhibitor was the
National Onion Association
(with headquarters in
Greeley, CO) represented by
Kim Reddin, aka the

Onionista. kreddin@onions-
usa.org
9. CAFCS contributed more

than 80 books to the
Student Unit’s literacy
project or the children of
the Gila River Community.

10. We owe appreciation and
thanks to Luann Boyer,
CFCS, who has dedicated
days/weeks/months as
Annual Conference
Committee Chair for this
year’s AAFCS
conference—with its new
ideas, challenges and
professional fulfillment.
Luann represented

Colorado well.

50 year member, Mary Jo
Bruskiewicz and AAFCS president,
Sue Byrd
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President’s Messaqge

-Angela Smith

Hello everyone! | hope this
summer was all you wanted it to
be and more. Summer is a time
for travel and | have done a little
traveling this summer. The
AAFCS Annual Conference in
Phoenix was wonderful even with
temperatures around 90 in the
evening up to 114 during the day.
| did my outside excursions at
night! Then | traveled to Texas
where the temperatures also
were in the triple digits so coming
home to Colorado where we had
only double digit temps was
heavenly! All this to say there is
“no place like home”.

Home is where the heart is and
it is where our hearts are as
Family and Consumer Science
professionals. We all feel the
pain when our programs are cut
or reduced because of budget
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CAFCS Challenges you to
“Make a Difference”

Many CFS professionals feel the
pendulum is swinging and soon
“improving the lives of individuals,
families

and communities” will again
become a national priority. We
must support this positive effort.
Our government is trying to
improve our health care system.
The FDA has made the food
industry be more

responsible by requiring better
labeling and removing trans

Colorado AAFCS attendees:
Debbie Nelson, Melanie
DeHerrera, Carole Makela, Mary
Jo Bruskiewicz, Susie Tucker,
Angela Smith and Luann Boyer.
Melanie is a new CSU grad,

heading to Colorado Springs for a

constraints. Therefore, the time
is past due to step out and
promote our profession and
educate our communities about
the essential life skills we teach.
The AAFCS Senate passed two
Resolutions at the annual
conference:

1. support and facilitate the
development and
implementation of
national, state, and local
intervention strategies to
sustain family and
consumer sciences
education in the current
economic and education
environment.

2. promote the development
and implementation of a
national obesity
prevention and nutrition
education program for
youth and adults in our
public schools and
communities.

fats from foods - just to name a
few. There is a

great concern as to the
increasing numbers of obese
adults and children.

Look at the popularity of “Reality
Shows” on TV - they deal with
helping people lose weight,
rebuilding a home,
reconnecting with family,
disciplining children — it goes on
and on. Exercise facilities and
classes are “popping up”
everywhere. The public is
definitely interested!

CAFCS can be much more
effective but we need your
support and input.

fellowship with the EI Pomar
Foundation.

| truly feel that most people
do not have a clear
understanding of what we are all
about. We have not been
successful in branding ourselves
with the name change made
many years ago. Therefore | am
emphasizing the first resolution
this year. The following
representatives of Family and
Consumer Science professional
organizations came together to
create strategies and goals to
help us all send consistent key
messages and be identified by a
common logo.
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Help us financially and/or
become more active!

Yes! | want to support CAFCS.
____ Contact me for volunteer
opportunities

Please use my $$ donation for:
____General Fund

____ CAFCS Foundation
____Students - to provide a share
of their AAFCS dues _____ or help
defray Conference Registration

Mail your check/response to:
CAFCS

% Carole Makela

906 Sandy Cove Lane

Ft. Collins, CO 80008



AAFCS Conference Brought
Attention to 4 Books

These titles are shared for your
awareness and for their usefulness
to inform our professional e fforts.
Tips for Public Policy
Involvement, (2011) by Marlene
S. Lobberecht, MS, CFCS

This eBook is available (free) at
www.intellaskill.com/publications.
Drawing on her various policy
related roles and experiences
including the AAFCS Public Policy
Committee, Marlene has compiled a
helpful guide to inform us on public
policy analysis and advocacy.
Overviews of federal (U.S.), state,
and municipal government are
included. She effectively explains
and differentiates advocacy,
lobbying by detailing what non -
profits can and cannot do (and
when), and public education related
to policy work.

Eleven levels of advocacy
involvement are outlined with the
6what to dod and
as Osharirnygd yaonud
6communicating
|l egi sl ator 6,
inclusions are a Direct Action
Organizing (DAO) Strategy Plan and
a list of resources including some
specific to each of the 50 states.
This Ebook is a useful guide in
combination with the AAFCS Public
Policy Toolkit available to members
on the
link.

Consuming Kids, Protecting our
Children from the
Onslaught of Marketing
and Advertising. (2004)
by Susan Linn. New York:
Anchor Books.

Susan Linn presented one of the
Super Seminars at AAFC8
Consumer Kid®) The Hostile
Takeover of Childhood. Her book
tracks how big business and media
reach children of all ages (infants
and toddlers, too) directly as well
as through parents, grandparents,
teachers, and multiple types of
media. With deregulation of

et c.

television advertising, proliferation
of product licensing (from movies to
toys to fast food to clothing to
linens to backpacks, etc.), and
purposeful targeting of children,
she calls for action in our homes
(less screen time), in schools (what
are the conditions of their
commercial contractsd vending
machines, bus ads), in the
marketplace (critique and respond
to ads depicting non-child friendly
products, behaviors), as
professionals (assure/teach media
literacy of children, youth, and
adults). Her list of action goes on
as does a list of references.

Think about her
stop marketing to
just that our kids are consuming.
They are being
219).

One can also find information on
her Campaign for a Commerciat
Free Childhood at
www.consumingkids.com/. A more
recent book of hers is Make Believe,

t h e SavilgdPlay in acComdmeercialited
st o World.

wi t h
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your

find substantial evidence of what
Dr. Linn advocates against. Two
articles in The Wall Street Journal
on the same day (July 13, 2011)
are indicative of the advertising and
marketing for/to children. One
di scussed this

AAFCS websi t ejregrarAsdavgeteddaocsyo 11 year

old boysd indicating that boys in

this age range may have been
neglectedd girls are into princesses,
boys prefer ani mat.i
Ferbd is targeted t
as the many related licensed

productsd foods, band aids, skate
boards, etc. Other new animations

are also becoming more prevalent

as is the revival of earlier

cartoonsd all for primarily for boys.

The other article with the headline
6Summer 6s Prettier
describes marketing efforts by the

two major manufacturers to

increase revenues from the sale of
diapers. To counter the slowing
birth rate, di aper s

¢ | o s through SmallrAetssof
¢ h Transfarneation. Hik ¢o-Gughorado t

featuresd fashion (including the
denims, easier on/off, and

improved fitd are being sold at 8-50
percent more per diaper than the
plain ones.

How to Become a Total Failure,
The Ten Rules of Highly
Unsuccessful People.
(2009) by B. Guillory & P.
Davis. Salt Lake City, UT:
Innovations International,
Inc.

Dr. Guillory was the opening
session keynoter at the AAFCS
conferenced Making a Difference in
the Lives of Those We Serve

book explores ten rules for failure,

¢ o0 n s uwhiclklthe a(thors indicate become

well grained early in our lives and
are socially acceptable. Two
examples are:

fiLet 6s

Do the | east thatoés ne
success.
Itds al wagselsoeneo

Identifying these rules as self-
defeating and self-serving (for
individuals and for organizations),
their stories and humor transform
each of the rules of failure to a rule
of success (provided at the end of
the book). The failure exampl es
above

In reading the book and listening to
Dr. Guillory, it is clear that often an
organization or an individual is the
enemy in striving for success. And

o tnansfodnBtiori isneedles). a n d

o the boys as well
The fourth bo ok, which will be
forthcoming, is from the AAFCS
Community of Nutrition, Health &
Food Management. They are
completing the 12th revision of
Food: A Handbook of
Terminology, Purchasing, and
Preparation. In print since 1946,

D this ek iis srbup-to-date and
informative reference. Information
on purchase and availability is on
the AAFCS websit

with Anewo

transform to
summee¥pgeteativoss d@nand

faul
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The History of the
Betty Lamp

The Betty Lamp, symbol
of AAFCS, recalls those
pioneers who in their
guest for new haorizons of
the mind still cherished

all thattime hadt  ested
and found good.

In search of a logo in
1926, the American
Home Economics
Association (now known
as the American
Association of Family and
Consumer Sciences)
sponsored a national
design contest among
leading art schools. The
winning design, chosen
from sixty submitted,
was the Betty Lamp.
Mildred Chamberlain of
Chicago won the contest
stating, The lamp in
colonial days had
provided ligh tfor all
household industries.  The
following information
explains its origin.

Ancient lamps were
simple dishes mad e of
clay. With the passing of
centuries, they were
made of iron copper and
bronze. These lamps
burned grease, fish all,
whale oil, or scraps of

fat, depending on what
might be on hand. The
wicks of early lamps were
usually pieces of

twisted cloth. Whent he
lamps were lighted, they
smoked, smelled, and
dripped oil or grease on
objects beneath them.

Early lamps had wicks
that usually drew up oil
quicker than it burned,
and the surplus spilled
over the sides of the
lamp.

The Betty, from the
German word "bes  ser,"
meaning better, was
designed to improve the
performance of the lamps
by creating a wicker
holder in the base of the
lamp. The design allowed
the drippings from the
wick to run back into the
bowl and eventually
consumed. A cover was
added to the lamp  which
further improved it by
confining heat,
decreasing smoke, and
making the oil burn more
efficiently.

The B etty Lamp produced
comparatively good light
for its time. The light
varied with the size and
material of the wick, an d
the oil or grease used in
the lamp. Fish oil gave
the poorest light and was
Smoky; grease and fats
were somewhat better.
Whale oil, usually
available in coastal

towns, produced

more satisfactory light,
about equal to that of

two ordinary candles.

Vario us forms of the
Betty Lamp existed. The
most popular were made
of metal, had rounded or
oval sides, and a shallow
bottom with the spout at
one end where the tip of

an oil soaked wick could
protrude. A bent rod was
attached to the lamp
which could be hooked to
a rafter, a peg on the
mantel, or the back of a
chair. A pick, for rescuing
the wick in case it
dropped into the oil was
frequently attached to
the lamp with a chain.

The Betty Lamp was used
widely by the early
American colonists and
many of the earli  est
lamps were imported

from Europe. Upon
discovery of a deposit of
bog iron in 1890 within
the town of Saugus,
Massachusetts, American
manufacturing of iron
utensils, such as kettles
and tools was initiated.
More than likely, the first
Betty Lamps were ma  de
at this forge.

The Ipswich Betty,
named from the
settlement in
Massachusetts where it
was made, followed the
form of the iron Betty.
The Ipswich Betty, made
of tine around 1800, is a
hand - held lamp rather
than a hanging lamp.
This modification was the
result of attaching the
Betty Lamp to a candle
stand, a form of lamp
that continued to be used
in this country until about
1850, when it was
replaced by the kerosene
tubular wick lamp, still
used as an ornament.
From the late Middle



Ages to the 1850s

Ameri ca, the Betty Lamp
was the most commonly
used house lamp,
illuminating the country.
Representing the light in
the home and the light of
the mind, the Betty Lamp
is an appropriate logo for
AHEA (AAFCS) and home
economists.

This article was written

by Dr. Ruth Klein Shelton
Printed in the Journal of
Home Economics, Fall
1983.

The Betty Lamp was
chosen for the logo of the
American Home

Economics Association as
the result of a contest in
1926. The Betty Lamp
continued as the logo of

the American Association of
Family and Consumer Sciences

Financial Resources

One way that Colorado
Family and Consumer
Sciences teachers can
incorporate the new
financial literacy standards
is by utilizing the Family
Economics and Financial
Education (FEFE)
resources. FEFE is a
project of The University of
Arizona’s Take Charge
America Institute (TCAI)
for Consumer Financial
Education and Research.
Located in the Norton
School of Family and
Consumer Sciences, the

(AAFCS) after the name
change in 1994.

In colonial days, the
Betty Lamp provided light
for all household
industries. Representing
the light in the home and
the light of the mind, the
Betty Lamp is an
appropriate logo for
AAFCS and all the
associated disciplines.

Early in the 20th century,
the Betty Lamp was
adopted as a "symbol of
learning.”

The beam of this Betty
Lamp symbolizes the
following:

The need of exact
knowledge

The appreciat ion of
beauty

The spirit of joy

The power of strength

award-winning FEFE
project is based on the
idea that a university-
based financial education
outreach program can
strengthen the ability of
schools and community
organizations to improve
the personal financial
capabilities of young
adults.

FEFE is more than just a
curriculum. The project
provides more than 25,000
educators nationwide with
free, ready-to-teach
classroom materials,

The blessing of fellowship
The satisfaction of
achievement

The value of service

The bond of cooperation

E

Submitted by Cindy Miller,
with credit given to
Pennsylvania Association of
Family and Consumer
Sciences, Inc.

PAFCS PO Box 508,
Gilbertsville PA 19525-
0508 paafcs@gmail.com e

and provide a great discount!

teacher training,
newsletters, grants, online
resources, and other tools
that help them to
incorporate lessons
related to

money management into
their 7" through 12" grade
classrooms. The FEFE
package is based on four
main principles.

1. By Educators....For
Educators: More
than 100 lessons
have been designed,
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edited and tested by
our Educator
Teams. All lessons
are based on the
multiple intelligences
models and active
learning theories.
Lessons are
downloadable, free
of charge, and are
aligned to most state
and national
standards. Their
modular format
allows them to be
used either
independently or
combined into
complete courses. A
variety of curriculum
types are available
to meet diverse
classroom needs.

. Research-Based

Curriculum:
Activity-based
learning works.
Ongoing
collaboration with
university
researchers and
financial industry
experts keeps the
lesson content fresh
and relevant, and
the delivery
effective.
Professional
Development:
Resources are

available to
educators who
would like to learn
more about FEFE
classroom materials,
implementation
methods, activities,
handouts, enhanced
content and
assessment tools.

o Local,
regional, and
national
trainings
provide
educators
with
networking
opportunities
and are led
by current
classroom
educators
who model
FEFE lesson
plan
activities.

o Webinars are
available
from
renowned
experts and
leading
scholars
discussing
cutting-edge
trends on a
variety of
topics.

KIDS COUNT

KIDS COUNT is a
national and state -by-
state project of the
Annie E. Casey

Foundation to track the
status of children in the
United States. The

Col orado Chi

o Our FEFE
Now
newsletter
keeps
educators
informed on
current
topics in
personal
finance and
ideas for
integration in
the
classroom.

o Online
communities
through the
FEFE
website
provide
ongoing
opportunities
for educator
networking.

4. Support Staff:
FEFE has a full-time
staff of professionals
who are available to
answer questions,
and provide support
to participating
schools, teachers
and community
partners. The
website is

http://www.fefe.arizona.
edu.

Campaign produces
KidsCount in Colorado!
as part of that project.

d r ®ursdissan annual data


http://www.fefe.arizona.edu/
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initia tive to assess and
share information

about the well -being of
Colorado's children and
trends that are

impacting their lives.

The report is designed

to provide user -friendly
state and county data,
helping decision

makers and advocates
understand the

challeng es and
opportunities facing
children statewide, and
focus attention and
resources on the most
vulnerable children.

DENVER HEHC FALL
PROGRAMS 2011

September 14,
1p.m.Travel with Marty
and Bob Klotz on the
Rhone River from the
Burgundy region south to
the region of Provence in

The Children's
Campaign released our
2011 KIDS COUNT in
Colorado! report on
March 10, 2011 at a
news conference at the
state capitol. Governo r
John Hickenlooper and
Lt. Governor Joe Garcia
joined us at the

release.

Thi s
Impact of the Great
Recession on

Col oradoos
shows that the
recession substantially
impacted a wide range

Chi |l

France. Eloise May Library
, 1471 South Parker Rd.,
Denver , 80231 303-542-
7279

October 12™ 1:00 PM Visit
and tour the new Baby
Haven facility for children
with addicted Mother’s.

CAFCS WEBSITE: www.coloradoafcs.org

AAFCS WEBSITE: www.aafcs.org

WEBSITE FOR FACS NEWSLETTER FROM COLORADO STATE

UNIVERSITY csu-ahs-facs11sum-www.pdf

FAMILY & @99

CONSUMER
SCIENCES

Creating Healthy & Sustainable Families

year's rep

of Colorado children,
including those who
di dnot
from poverty and
economic hardship. The
report contains some of
the earliest data of its
kind in Colorado and in
the nation about the
impacts of the
recession on
lives.

ort, nThe

Click here for the full
2011 KIDS COUNT in
Galoeado! @eport.

(Note: this will take
several minutes to
downloa d).

3630 W. Princeton Circle
Denver, CO 80236

November 9 1-2:30pm
“Learn about the Aging
Brain” The Alzheimer
Association, Suite 500, 455
Sherman, Denver

THE CAFCS NEWS
is the quarterly newsletter for members of the
Colorado Association of Family & Consumer
Sciences. Photos and articles from and about
members are welcome.

Editor
Lorna Nelson
Executive Director: Judy Clock
PO Box 728 Eagle, CO 81631-0728
(970) 328-7225
Email: judy@hitchingpostbnb.com

The American Association of Family &
Consumer Sciences (AAFCS) is a not-for-
profit 501 (c) (3) organization with 10,000
members, dedicated to improving quality of
life for individuals and families. The AAFCS
and its affiliates may accept charitable
contributions, which are tax-deductible to the
fullest extent of the law.

previously
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Pills, Potions
S andtPPofms!TJsé

The 11th Consumer Issues Conference

OCfOBERS 7,2011 | LARAMIE, WYOMING E'_, J

Register Now- We are planning the 11™ Consumer Issues Conference with the theme of “Pills, Potions and Profits.”
We thought this event may be of interest to you. The conference features speakers on business/legal, health and
criminal aspects of drugs and consumers.
Date: October 5 - 7, 2011
Location: Wyoming Union on the campus of the University of Wyoming, Laramie, WY
Conference Highlights Include:

1 October 5th - evening viewing of the documentary film on the drug industry, “Big Bucks, Big Pharma”

9 October 6th - full day of sessions by experts, and a panel discussion on medical marijuana in the evening

9 October 7th - half day in the morning featuring plenary and concurrent sessions, and concluding with a policy discussion
by a panel of Wyoming legislators
Keynote Speakers:

9 Charles Barber, Yale faculty and author of “Comfortably Numb”

1 Michael Carome, M.D., Deputy Director of Public Citizen’s Health Research Group

9 Trudy Lieberman, journalist, and former Consumers’ Union staff member
For more information feel free to contact Dee Pridgen at: pridgen@uwyo.edu or Virginia Vincenti at:
vincenti@uwyo.edu. More mformatlon is available at www.uwyo.edu/consumerconference. Deadline for early
registration is September 23 d)

Judy Clock, CAFCS Exec. Dir.

PO Box 728 Eagle, CO

81631-0728
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