AGRICULTURAL EXTENSION SERVICE
@ NORTH CAROLINA STATE UNIVERSITY | AT RALEIGH ‘
SCHOOL OF AGRICULTURE AND LIFE SCIENCES

OFFICE OF THE DIREGTOR
Box 5157 Ze 27607 ‘

September 8, 1966

TO SELECTED HOME ECONOMICS AGENTS:

For the week of November 1l4th there is to be a
nationwide consumer event to acquaint a wider audience with
consumer information and education available from local
Extension offices in North Carolina. We would like to give
special emphasis to acquainting people in urban areas with our
programs in consumer education. Ideas for programs have been
sent by the Federal Extension Service. Special suggestions
include activities as Open House, posters, exhibits, demon-
strations, use of mass media and letters of invitation to

' visit the office to be sent to prominent people.

However, we want a program tailored to North Carolina
consumers. Since your county contains a large urban center, we
are asking that you, or an agent you designate, to meet with us
in Raleigh on Tuesday, September 27th, to discuss the kind of
program you may want to develop. This will be a brainstorming
session with some concrete plans resulting. We will meet in
Room 310, Ricks Hall, at 10:00 a.m. on September 27th.

Sincerely,

e

0 (_py
Eloise Cofe
Assistant Dirtctor

EC:em
cc: County Chairman
George Smith

COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS, NORTH CAROLINA STATE
UNIVERSITY AT RALEIGH, 100 COUNTIES AND U. S. DEPARTMENT OF AGRICULTURE COOPERATING
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TO: EXTENSION HOME ECONOMICS AGENTS

SUBJECT : CALLING CONSUMERS MEETING, Sept. 27

Dx. Cofer introduced the "Calling Consumers" meeting by
giving the purpose of the event. She said the Federal Extension
Service is putting on a national push to make people aware of
the consumer information the Extension Service has to offer.
Dates are November 14-18,

Here in North Carolina we plan to give special emphasis
in metropolitan areas, although other counties will also do
some promotion.

George Smith called the event an opportunity to get our
program before the urban group. It will also give us a chance
to tell distributors and merchants that we have an interest in
what they sell the public, he said.

To do this we must 1) Show our educational wares to the
public and 2) Package our program in a high quality display.

This is not a pilot project, Smith stressed. It is an
effort to bring more people into the scope of our educational
program.

The program will involve all subject matter areas. Any
resources agents can get at the local level will be well worth
the effort, he indicated. This gets private firms and
distributors involved. That's good public relations.

Under the guidance of Jarles Alberg, home economists from
fifteen urban areas:

1. Defined their message as "Extension is a reliable
source of Consumer Information."

2. Defined the audience they hoped to reach as low-income,
working homemakers, Chambers of Commerce, merchants, teenagers,
married college students, men,senior citizens, weight-watchers,
wealthy, rural people.



AGRICULTURAL EXTENSION SERVICE
@ YORTH CAROLINA STATE UNIVERSITY | AT HALIIGH
SCHOOL OF AGRICULTURE AND LIFE SCIENCES

OFFICE OF THE DIREGTOR September 28, 1966
Box 5157 Ze 27607
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Dear Agent:

Here is the ueSUmé® we promised from the
brainstorming session held in Raleigh last Wednesday.

Jan Christiansen and Jarles Alberg will be
coordinators of this program.

Since you left Raleigh we have been busy
developing the assistance requested for the November 14-18
event, "Calling Consumers". We are working on poster designs,

TV spots, lapel button and letterheads. The specialists are
. being asked to prepare radio tapes, news articles and news-
letters.

For the pre-pre-announcement follow the pink
aardvark tracks to the "Calling Consumer" booth in the
Exhibit Hall at the State Fair.

Sincerely,

Eloise Cofer

Assistant Director

EC:em
cc. Jan Christiansen

Jarles Albert
District Home Economics Agents
Home Economics Specialists

COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS, NORTH CAROLINA STA;SE
UNIVERSITY AT RALEIGH, 100 COUNTIES AND U. S, DEPARTMENT OF AGRICULTURE COOPERATI




COUNTY.

NAME OF PERSON
REPORT ING

DATE

CALLING CONSUMERS WEEK
November 14-18
EVALUAT ION

Did you give special emphasis to this program, November 14-18?

If answer is ''yes' please complete the following evaluation. Please check ( ) where
appropriate and add comments where needed.

1. Did you inform co-workers about this program?
If yes, by what means: staff conference

individual

2. Did you call in an advisory group? Date

If yes, (a) give groups they represented

(b) What message(s) did you decide to promote for ''Calling Consumer Week''?

(¢) What time schedule did you set?

(d) Through what channels did you decide to work, i.e., department stores,

women's clubs, radio, etc. (list)?

(e) Check methods planned:
Open house

Point of sale notices by posters by stuffers

Leaders L4-H members
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Table tents Radio Television News media

Posters Newsletters Name others:

Did you call in a promotional group representing:

—_—

Radio TV Press Leaders Business firms

Name others:

Did you get local financial support? From whom?
How did you implement the program?

Following original plan as checked under 2 above, write short narration describ=
ing which things were done and what messages were conveyed through what channels.
(Attach)

What was the impact of this week's program?

Established New
Clientele Clientele

Additional phone calls

Additional office visits

Requests for information

Requests for holding meetings, speaking, etc.

Check areas about which questions were asked and information requested:

Management, credit, money, etc.
Consumer problems, buying and care

Food
Clothing
Household goods
Hous ing
Other
Consumer problems, skills
Food preparation and

conservation

Clothing construction

Household furnishings

Hous ing pe M =S L

Crafts




Landscaping
Other (name)
Human relations, child care

Other

Briefly answer the following questions:
(a) Do you think the program was a success in informing a new audience about

Extension's role in consumer education?

(b) Did you get a new concept of consumer problems and needs? Comment.

If not, what other help did you need?

(d) Should we repeat such programs? |f so, how should it differ?

Attach news articles or circular letters used.




EXECUTIVE DEPARTMENT @é@

STATEMENT BY GOVERNOR DAN MOORE

In response to a request from

The North Carolina Agricultural Extension Service

I am pleased to call attention of the citizens of North Carolina to

The service offered by Home Economics and Agricultural Extension
Agents in each of our 100 counties in educational programs to help in wise
consumer choices. With the major shift in the last century in the area of
goods and services, the change basically has been from a producing to a
consuming society. The North Carolina Agricultural Extension Service
can provide and is providing Tar Heel families with unbiased, reliable
Consumer Information so they can get maximum satisfaction for money
spent,

Therefore, I am pleased to designate the week of November 14-18 | 1966  gs

_______________________________ By

Raleigh, . October 18 19.66 .




NORTH CAROLINA STATE UNIVERSITY

SCHOOL OF AGRICULTURE AND LIFE SCIENCES

AGRICULTURAL EXTENSION SERVICE

OFFICE OF THE DIRECTOR
Box 5157 Zwe 27607

September 30, 1966

Dear County Extension Chairmen:

Twenty Home Economics Agents from North
Carolina's urban areas met in Raleigh on last Wednesday
to brainstorm ideas for calling attention to the
County Extension Office as a source of consumer
information.

We hope that the ideas generated can be
used by all Extension Offices to develop activities
for the week of November 1l4th.

The agents who were here suggested that this
program be discussed at staff conference. We will have
news articles, radio tapes and newsletters for your
use. We will feed you other information as it is
generated. The enclosed resume' of the meeting is
for your information. We are sending copy as well to
some of the Home Economics Agents.

Sincerely,

) LJ
Upiice

Eloise Cofer
Assistant Director

/ e// %/’—77«,%
Ceorg w

Smith
Associate Director

EC:em
cc: District Chairmen
Dr. Hyatt

Jan Christiansen
Jarles Alberg

COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS, NORTH CAROLINA STATE
UNIVERSITY AT RALEIGH, 100 COUNTIES AND U. S. DEPARTMENT OF AGRICULTURE COOPERATING




AGRICULTURAL EXTENSION SERVICE

NORTH CAROLINA STATE UNIVERSITY | AT RALEIGH

SCHOOL OF AGRICULTURE AND LIFE SCIENCES

Novembex 3, 1966

DEPARTMENT OF AGRICULTURAL INFORMATION
Box 5087 Zw 27607

Dear Home Economics Agent:

This packet completes the radio and newspaper releases
prepared for your use by the state home economics staff.

7e would like to point out some of the uses you can make
of this information.

You may wish to use the newspaper articles for newsletters
or hand-out sheets as well. Just remove the headline from the
story before you mimeograph it.

You will probably wish to use the radio scripts for
television shows or for other verbal presentations. They
were prepared to be read aloud; rather than in newspaper
style.

1 Capsule may be used in different ways. You may
. use the ideas expressed in radio and television shows, news-
paper articles and circular letters. 1In addition, you may
use them for your direct-dial tapes. The information provided
after each asterisk should be sufficient for one tape. For
example:

*When buying clothing, remember, seconds usually
need a closer examination than irregulars. Mends,
runs, or tears will affect wearing quality. But if
you inspect closely, you may find a good buy to £111
a need.

*Jhen you buy crab meat, consider the pasteurized
kind. It comes packaged and marketed the same way as
the fresh but has a much longer refrigeration life.

You may wish to be more personal in your letter to leaders.
The enclosed letter addressed "Dear Community Leader" may better
serve as a guide. Chances are you will wish to run your letter
on "Calling Consumers" letterhead.

Sincerely,
) F (", :
et K O Xaiotlnwor—

Janice R. Christensen
Home Economics Editor

C: fr COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS, NORTH CAROLINA STATE
1 O SWHWERSITY AT RALEIGH, 100 COUNTIES AND U. S. DEPARTMENT OF AGRICULTURE COOPERATING




Agricultural Extension Service
G 74,
NOVEMBER 14-18

HAVING TROUBLE MAKING EVERYDAY CONSUMER DECISIONS?

R Equtemant

House Planning Credit
d Buys i ; {_ Budget

Furniture

Child Care
Insurance
Floor Care

Laundry ;

Buying Clothes Fabrics

Family Relations

CONTACT US

WE'RE HERE TO HELP YOU!

(If we don't know the answers, we will try to find them).

YOUR COUNTY HOME ONOM]§S EXTENSTON AGENTS
se adgett oyce £ ,on Martha Branon

Pox 699

Ashehoxn, N. C. A@U de
.

Tel - 625-4351 ,

COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS NORTH CAROLINA STATE
UNIVERSITY AT RALEIGH, 100 COUNTIES AND U. S. DEPARTMENT OF AGRICULTURE COOPERATING
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Agricultural Extension Service
[~}
NOVEMBER 14-18
Post Office Box 66l
Concord, North Carolina

Dear Madam,

We are asking your help in an effort to inform people about the
consumer information and education offered by the North Carolina
Agricultural Extension Service.

Home economics information and other sonsumer programs have
been a vital part of Extension work since it was established under
the Smith-Lever Act by Congress more than 52 years ago. We are
proud of this service and want to make it as helpful as possible
to all families.

‘ We are making a special effort to reach the large number of
young homemakers with consumer information. Our many elderly people
also need this information. We are preparing materials to advise
families with low income who find it increasingly difficult to
manage limited family finances. Even experienced consumers need a
source of objective information now and then.

At the Extension office in the County Building in Concord, we
have the latest information in what to buy, how to use it and how
to care for it. This know-how is available to people in your area
for the time it takes to make a telephone call or write a letter.

In your role as a community leader, you have a chance to
inform others of the consumer help available from the county
Extension office.

We appreciate your efforts in this endeavor.

Sincerely,
JI2 boud [ 222

Mrs, Mildred P. Watts, Assoc.
‘ Home Economics Extension Agent

Cabarrus County
\
‘ . MW/ ec

enc
COO‘PERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS, NORTH CAROLINA STATE
UNIVERSITY AT RALEIGH, 100 COUNTIES AND U. S. DEPARTMENT OF AGRICULTURE COOPERATING



SHOPPING GUIDEJ
FOR MEN'S SUITS

It is important to know hbw to judge cuality in men's suits
because a man's suit is an investment. Although the consumer can't
see many of the things that contribute to the quality of a suit, he
doesn't have to invest his money blindly, Miss , extension
home economics agent, County, notes. There are several
ways to judge a suit's quality.

A man should look for the hallmarks of quality as he shops for a
suit. If a suiting fabric is a stripe or a plaid, the patterns should
match at seams, front closing and pocket openings. Tlhile matched
patterns add to appearance, rather than durability, they do indicate
a high standard of construction.

Hang of the sleeves also testifies to suit quality. For comfort
and good appearance they should set so the front of the sleeves comes
to the center of the pocket as the sleeves hang naturally. Notice
both sleeves because in low-grade suits they often hang differently.
Then, the wearer will find that one sleeve is less comfortable than
the other and may wrinkle more at the sleeve head. Sleeves in good
guality suits are carefully shaped and rolled with no pressed-in
creases. Pressed-in creases accent the natural folds at the bend of
the arm.

Inspect the coat lining, Miss advises. It should be
smooth and easily fitted, with no wrinkles.

The type of workmanship and materials used in a coat foundation,
between the outer fabric and lining, accounts for many important
differences between high- and low-grade suits. The consumer can apply
a few simple tests to help him judge quality. For example, gently
roll forward a tip of the collar or lapel. If it is permanently

shaped, it flips back into place immediately.

When trying on a suit, lean forward. In a good-quality suit the
V-line formed by the roll of the lapels will not buckle out, because
the inside construction makes the lapels set close to the body
regardless of how the wearer bends.

A man should try out a suit as he tries it on. He should walk
and stand naturally and view the suit from all sides. He should get

up and down, flex his arms and sit with his knees crossed. He should

(MORE)



{(SHOPPING GUIDES...) -2-

move about as he ordinarily does. §Buits of man-made fibers may feel
larger than all wool suits will, Misg says.

Minor alterations, such as shortening the sleeves or lifting a
shoulder with additional padding, often will be needed. But major
alterations, such as shortening a coat or resetting the sleeves are
not advisable.

A man should never buy a suit proportioned for a body build other

than his own, Miss adds. It can never be

satisfactorily altered to fit him.
For more information on selecting and caring for men's clothing,

call or write Miss at ).
“(building - town)

There is no charge for this consumer information service.

-30~

(Mary Em Lee)




; @, ING CONSUMERS

TIPS ON STRETCHING YOUR MEAT DOLLAR

The largest part of the American's food dollar goes for meat. We are a nation
of meat eaters.

The recommended two servings daily of food from the meat group make quite a
contribution to your nutritional needs. For the average adult, it will supply:
20% of the calories for energy; 40% of the protein or muscle building material; 6%
calcium for bones, muscles and nerves; 40% of the iron for blood building; 14%
vitamin A for good eyesight; 32% thiamine (vitamin B ) for steady nerves; 26% ribo-
flavin (B_) for smooth skin and clear vision; and IO% ascorbic acid (vitamin C) for

healthy gams and blood vessels. Meat is considered one of the most important
natural sources of all the B vitamins - from thiamine (8‘) to B

12°

Almost half of every dollar spent for meat goes to buy beef. There are more
variations in the cuts and quality of beef found in the grocery store than other
meats.

To get more meat for every dollar spent, use these guidelines:

BUY BEEF by GRADE and CUT. There are eight U.S.D.A. grade names for beef.
From the top grade to the lowest, they are: USDA Prime, Choice, Good, Standard,
Commercial, Utility, Cutter and Canner.

These grades refer to quality of meat - tenderness and proportion of lean meat
to bone and fat. They have nothing to do with the nutritive value. They do indi=-
cate the method you should use to cook them to get the most tender and tasty final
product.

The grade is stamped the full length of the carcass in harmless purple ink.
Each large whole cut of meat also carries a U. S. or N. C. Inspection Stamp. This
indicates the meat was slaughtered under sanitary conditions, the meat is from a
healthy animal and was suitable for eating at the time of inspection. It tells you
nothing about the quality of meat.

Choice and Good grades of beef are the ones you will see most often in your
grocery store. Prime - the highest grade - goes chiefly to restaurants.

Standard and Commercial grades of beef are rarely marked with these USDA labels.
Since they are not top quality, the packer or chain store may prefer to mark it with
a "house' label such as "Thrifty', "Economy'', ''Star'' or other name of their choosing.

Other grades of beef go into canned meats or some meat product. They are just
as wholesome and nutritious as the top grades but are less tender.

Grade or quality and price of meat go together. Top grades are the most expen=
sive. Also the cut of meat you choose determines the cost. The more in demand
tender cuts = T-bone, porterhouse, sirloin and rib cuts - cost more than the less
tender cuts. Save ten to fifteen or more cents a pound by selecting the less tender
cuts from the fore quarter.

(Over)
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CHOOSE RIGHT METHOD for COOKING MEATS. Select the cut and grade of beef accord-
ing to the way you plan to cook it. You waste good money when you buy the more ex-
pensive cut such as round steak and say '"Grind it, please''. You get the same food
value and flavor for less money by buying lean all meat stew or a cut of chuck and
having it ground.

The term '"lestern'' beef misleads many people into believing it indicates tender-
ness. This is not true. A low grade ''"Western'' T-bone steak is just as tough as one
cut from a locally grown animal of the same grade.

For stews, pot roasts, ground meat or cassarole dishes, use the less expensive
cuts of meat of the lower grades of beef. You waste money by buying the tender cuts
of Choice beef for these dishes. Learn to prepare the less tender cuts so they are
fork tender and tasty.

Naturally tender cuts of meat can be cooked with dry heat such as oven or pan
broiling, pan frying or roasting in an open pan.

KNOW the AMOUNT TO BUY - and COST PER SERVING. A rule of thumb for the average
number of servings of meat per pound is:

Boneless meat - 4 servings per pound

Small amount of bone (as round or sirloin steak) - 2 or 3 servings
per pound

Large amount of bone (as spare ribs or backbone) = 1 or 2 servings
per pound.

The cost per pound is not a true guide to getting the most meat for your money.
Two to three ounces of lean meat is considered a serving. |f appetities call for a
larger serving = buy accordingly.

TAKE ADVANTAGE of MEAT SPECIALS. Many stores offer certain cuts or a particu-
lar type of meat as beef, pork, lamb or chicken as a drawing card for customers on
week-ends or special weeks. It has been estimated that you can save at least ten
per cent by taking advantage of specials.

To stretch your meat dollar:

Buy by grade and cut

Choose the right method for cooking the cut you buy (or buy the cut
you can afford and cook by the recommended method)

Know the amount of meat to buy and cost per serving

Take advantage of store specials and bargains.

Prepared by
Foods and Nutrition Department
North Carolina State University at Raleigh
U. S. Department of Agriculture, Cooperating
North Carolina Agricultural Extension Service
Raleigh, North Carolina
October 1966
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GET THE BEST APPLIANCE FOR YOUR MONEY

The best appliance for your money Is not the one which costs the most, has
the most convenience features, or has the greatest flalr or eye appeal. It Is
the appliance which will:

. Meet needs and give years of satisfactory service

.+ Be used frequently and to best advantage

. Be given the care and repairs needed for satisfactory performance and
durability

BEFORE INVESTING IN ANY APPLiANCE=-LARGE OR SMALL=~DECIDE:

1. VWhy buy

. What purpose Wlll be served=-comfort, convenience, economy, prestige?
Will it be used frequently enough to justify its cost?
. Could this money be used to better advantage for something else?

2. VWhich==brand and model

. Is the brand well known with a reputation for satlsfactory performance
and durability?

. Do not mistake a simllar sounding name for a well known brand.

. What features will be of vaiue to you?

-=Adequate size for needs and convenient use

-=Well constructed from durable materials

-=Ezsv to use features--controls easy to read and manipulate,
movable parts easy to remove and replace, easy to care for
features

. Will standard model serve your purpose?

-=The standard model does the same basic function as the deluxe
model.

=-The quallity workmanship and materials are usually the same
for a manufacturer's products~=-standard or deluxe.

-~The standard model is less expensive to buy, repair, and
usually to operate.

. Is a deluxe model needed?

==The deluxe model offers more convenfence features and more
7i eye appeal. :
~"==The deluxe model- Is more expensive to buy, repair, and
frequently to operate,

. Does the appliance and cord carry the safety seal? The Underwriters
Laboratory or the American Gas Association seals indicate the
appliance has been tested for safety from fire and/or electrical
shock, if it is installed and used according to recommendations.

. Will last year's model be acceptable?

-=-Appliances do not deprecliate as rapidly as cars. Usually
money can be saved If last yearis appliance meets the need
in every other respect,
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. What warranty does the appliance carry? Be sure you understand it, .

3. Where to buy

. Appliances are available from many sources==shop around, compare
prices and features. -

. Is the dealer well established and known for his rellability in
backing products he sells?

. Does the dealer offer good service?

« Will the dealer Install the appliance? What are the costs of
installation?

L, How to buy=~cash or credit

« A cash purchase costs less,
. What will credit cost? Shop around for credit==compare costs.
. Credit cost minua the cash cost = the dollar cost of credit.
~=Save money on credit purchases by making a large down
payment and paying off the balance in a short time,
==Credit costs most when no down payment is made and the
payments are extended over a long period of time,

USE AND CARE OF THE APPLIANCE:

The right use and care of the appliance is a must If you get the most for
your money, and satisfactory service and durability. General suggestions ’
include; :

. Return warranty card to manufacturer after purchasing the appliance.

« Carefully read the instruction book before using the appliance,

. Use and care for the appliance according to the menufacturer's
recommendations. Install the appliance according to recommendations.

. Ellminate unnecessary service calls by checking the points suggested
in the instructions before calling a serviceman,

« MWhen service is needed, get an authorized serviceman for the job.

REMEMBER: To get the best appliance==thoroughly Investigate modeds, features,
and prices In relation to your needs before you invest,

Prepared by Thelma Hinson
Home Management Speclallist
North Carollina State Unlversity at Raleigh
U. S. Department of Agriculture, Cooperating .
North Carolina Agricultural Extension Service
Raleigh, North Carolina
October 1966
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DOES IT PAY TO ADVERTISE?

Sometimes we see or hear advertising that seems very silly, and we wonder
about the cost of advertising. Does advertising cause prices to be higher than
necessary? |Is it worth anything to us as consumers?

Advertising is a necessary part of aur American way of doing business. It
aids the distribution of goods produced in our free economic syttem, and helps
us all enjoy a higher level of living.

The cost of advertising a product nationally is a part of its production
cost, Manufacturers add advertising costs to the costs of equipment, raw
materials, and labor used in manufacturing the product, However, by advertising
the producer is usually able to produce and se]l larger quantities of goods.,
Therefore, he may be able to buy raw materials at lawer prices because he buys
them in larger quantities, If it is a really good product that he makes, you
are probably buying it as cheaply as you could without advertising, because
many other people are buying it, too,

When the retailer advertises, he also hopes to so increase the volume of
sales that all costs to him, including advertising, are more than covered so that
his business makes a profit, The more he sells, the less the cost of advertising
per unit of goods sold,

Ve enjoy radio and television programs at no direct cost to us~ because
of advertising. Newspapers and magazines are also cheaper for us to buy than
they would be without advertising.

Advertising lets us know when new products are available on the market,
and should give us facts about various items we want to buy. Sometimes an .
advertisement does not give enough information, or may give misleading informa=

tion. It may encourage us to buy things that we do not need or want.
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Consumers need to look for facts in advertising., Advertising is good when:

It tells us about new products available

It describes the merchandise we want to buy, of its special features
It uses good pictures

It is easy to read and understand

In addition to.these characteristics, local advertising should tell:

Where to buy the product
What the price is
Vlhen the store is open

Consumers should look for:

The name of the product

The name of the manufacturer

Location of store or stores where product is sold, and their hours

Description of product==sizes and/or colors available, and special
features of the product

Full price of the product

Don't be mislead by questionable terms:
"'Deluxe," "premium'' quaiity==who knows what this means?
"Full quart''-=a quart is a quart, 32 ounces
""Family size''==how big is your family?
"Up to §__ offt'-=off what? That dealer's previous price? Another
dealer's price? Last year's price?
Learn to look for facts in advertising; don't be mislead by glamorous
words or endorsements by people whose way of life is entirely different from

yours, Get your money's worth!

Prepared by Mrs. Justine Rozier
Home Management Specialist
North Carolina State University at Raleigh
U. S. Department of Agriculture, Cooperating
North Carolina Agricultural Extension Service
Raleigh, North Carolina
October 1966




Clip and save for TV “Special” Thursday, Nov. 17, 8 p.m. on Educational TV coast-to-coast.

Official Answer Sheet
NATIONAL FOOD BUYERS QuUIZ

(Circle correct answer)

True False 18
True False 19

abcd
abc
True False 20 abc
True False 21 abcd
True False 22 abc
True False 23 abec
abecd 24 abcd
True False 25 abc
True False 26 abc
True False 27 True False
True False 28 abcd
True False J 29 True False
True False 30 abec
True False 3l True False
True False 32 True False

True False 33 abc
True False

O W o NV B W N

SCORE: RATING:

Over 30 correct answers Excellent

27 - 30 correct answers Good

23 - 26 correct answers Fair

Under 23 correct answers Let someone else do your food shopping

For Free Copies of:
- - TIPS ON SELECTING FRUITS AND VEGETABLES (MB--13)
- -HOW TO USE USDA GRADES IN BUYING FOOD (PA-708)
- - QUESTIONS AND ANSWERS USED IN NATIONAL FOOD BUYERS QUIZ (C&MS=-51)

Write to:
FOOD QuUIZ
Washington, D. C.
20250

Produced by WETA/Channel 26, Washington, D.C. with the assistance of the
US. Department of Agriculture, Consumer and Marketing Service.




WAYS TO CUT
THE HEAT BILL

When winter starts to move in, families begin thinking about how
to heat their houses as economically as possible. To help you keep
your heating bill under control, Miss , extension home
economics agent, County, offers these suggestions:

First, be sure the house is insulated. If it is, you've probably
already found that insulation can pay for itself in as little as five
years. An easy way to check its effectiveness is to put one hand on a
partition between two heated rooms and the other on the ceiling, or an
outside wall. If both surfaces feel equally warm, insulation is giving
effective protection.

Insulation may be blown into the attic or batts may be installed.
If you install insulation yourself, follow instructions carefully, to
assure maximum heat control.

Storm windows and doors will reduce heat loss, especially in older
houses. A well-fitted storm window can cut heat loss through a window
as much as 50 per cent.

As an alternative, cover windows on the inside with heavy plastic.
Tape plastic to window frame. Tape all edges; masking tape does a
good job.

Another alternative is to attach plastic to window and door
screens. To do this, remove screens, tack plastic to the inside of
the frames, then replace screens. The wind cannot blow plastic off
so easily if it is attached to the inside of screens.

Check for heat leaks in the shell of the house, especially around
doors and windows, Miss suggests. This goes for storm

doors, too.




(’A¥YS TO CUT...)

‘ Replace worn, torn, or otherwise ineffective weather stripping.
Doors and windows are likely to warp or shrink, making even
comparatively new stripping unequal to the task of shutting out
winter's icy blasts.

Your house, like a boat, has caulking where structural units meet,
such as the joints between window frames or chimneys and walls. If
caulking is cracked or missing, get out putty knife and caulking
compound for a quick repair job.

Have the furnace checked by a reputable serviceman. Call him in
for an annual cleaning and general inspection of mechanism and
controls. Ideally, your furnace should run almost constantly. If it
is always switching on and off, you are wasting fuel and money
reheating chilled quarters.

. Keep the air moist, with a humidifier if necessary. Dry air
requires a higher temperature to maintain equal comfort.

After you set the thermometer in the morning leave it alone,
unless no one is home during the day. For comfort and economy, turn
heat control down at night, but not below 65 degrees. You won't save
on fuel bills if the furnace has to do double work in the morning to
bring the temperature up more than 5 or 6 degrees.

Close off rooms or parts of the house not being used, Miss

advises. Draw draperies or shades at sundown. The
dead-air pocket behind them acts as insulation.

If you have other questions about housing or house furpishings,

call or write Miss at ; /
(building) (town)

. There is no charge for this consumer information service.
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MAN CANNOT
BUY LOVE

All men have to continually find some way to prove they are men.
It may be a nine-year-old boy risking his neck to climb a tall tree
near some girls, or it may be the young Sioux Indian of the past, who
split his breast with little sticks until the blood ran freely down
his body.

Men still use different ways to prove their masculinity, Miss

, extension home economics agent, County

says. Some types of literature in our time lead a man to believe he
can prove his manhood by being a woman's man outside the family. Those
who follow this course find it a way of increased frustration, for
this road proves nothing. The truth is that no man can buy love for
himself at any price.

Another way many men try to prove their manhood is by purchasing
things for their children that they d