
Congratulations on being selected to participate in the Kansas 4-H State Family and 
Consumer Sciences Judging Contest. 

This guide will help you and your team prepare for the 2022 Contest to be held 
Saturday, September 17 in Hutchinson, KS. 

Eligibility – Youth ages 9-13, as of January 1 of the current year, are eligible to 
participate in the Intermediate division. Youth ages 14-19 as of January 1 of the current 
year, are eligible to participate in the Senior Division.  
Quota – Each team must have at least 2 members and no more than 4 members.  
  
The FCS judging contest will include three components:  
1. judging classes - These categories are chosen from the same list that the 

Western National Roundup uses for their contest 
2. Group Think - modeled from the Western National Roundup. In this activity, 

youth work as a team to come up with a solution to the challenge presented. The 
team will be judged/scored as they complete this activity. 

3. Hands-on puzzle experience - group works together to solve a series of puzzles 
using information/knowledge from the categories in the study guide. 

The 2022 Contest will utilize information included in the attached study guides:  
• Active Wear  
• Backpacks  
• Fundraising 
• Smoothies  
• Subscription Shopping – Senior Division only  
• Toothpaste  
• Wearable Technology  



Group Think - Video Example https://youtu.be/1Ldvcx_UktY 

  

Step 1: State the problem or situation 
The club needs $200 to purchase plants and flowers for a Butterfly garden.  

Step 2: Identify alternative solutions for the situation or problem 
car wash - bake sale - fruit sale - magazine sale - rummage sale 

Step 3:  Identify the standards stated in the situation or problem. You may add 
additional standards even if they are not stated in the situation. 
simple, short term, require minimal money and involve member of all ages 

Step 4: Evaluate each alternative solution based on the standards. You can use a 
grid to make a plus or minus sign to indicate good or not good choices. 
car wash - Yes simple,  Yes short term (1 day), Yes minimal money needed (we have 
most of supplies); Yes appropriate or all ages - some younger members may need 
specific tasks. cons - unpredictable weather, not in winter 

bake sale - Yes, simple (allergies - food items would need to be labeled); Yes short term 
(1 day); Yes minimal money (some may not be able to afford to bake something); Yes 
younger kids can help with baking 

fruit sale - not simple - difficult to get fresh fruit; not short term - would need to order fruit 
in advance; money needed upfront before ordering 

https://youtu.be/1Ldvcx_UktY
https://www.youtube.com/watch?v=1Ldvcx_UktY


magazine sale - not simple because you have to go door to door or must host an event; 
longer term unless selling at a singe event, requires minimal money to operate, Y- 
involves members of all ages 

Step 5: Select the best choice for the situation and explain to judges (similar to 
providing a committee report to a 4-H club. 
…As a group, we ultimately chose the bake sale option because it was simple, short 
term, required minimal money and everyone would be able to participate. 

NOTES: in the video example, the team identified 5 options and barely had enough time 
to accomplish their review. Your Kansas contest organizers suggest your team identifies 
3-4 solution options with 3-4 standards. The video presentation is 9 minutes - you have 
7 minutes. 

——-  
Teams will have 7 minutes for the Group Think activity and will be provided with a 
printed copy of the situation (which relates to one of the identified topics), paper and 
markers. 



Group Think                                                                                                                                          Division:       Intermediate            Senior                                   

County/District: ______________________              

Names of Participants: ___________________________________________________________________ 

Team Participation Score 
Participation  

25   24   23   22   21 20   19   18   17   16   15   14   13   12   11 10   9    8   7   6   5   4  3  2  1   0   
All members participate equally 
in group process discussion 

All members discuss, one 
member is less engaged 

Not all members participate in 
group discussion 

Low participation from all 
members 

Reading  
15   14   13   12   11 10   9   8   7   6 5   4   3   2   1 0 
All team members have time to 
become familiar with the 
situation 

Only some of the team 
members were familiar with 
the situation 

Most of the team was not 
familiar with the situation 

Team did not read situation 

Discussing  
25   24   23   22   21 20   19   18   17   16   15   14   13   12   11 10   9    8   7   6   5   4  3  2  1   0 
Each team member speaks and 
listens to other ideas presented 

Most team members speak and 
listen to other ideas presented 

One team member dictated the 
conversation 

No team member listens or 
presents ideas 

Summarizing  
30   29   28   27   26   25   24 23   22   21   20   19   18   17  16 15   14   13   12   11  10   9 8   7   6   5   4   3   2   1   0 
A consensus is reached based 
on discussion of options and 
criteria 

Either options or criteria are 
not considered in reaching a 
consensus 

Options and criteria are not 
considered to reach a 
consensus 

No consensus is reached 

 

  



Group Think 

 

Team Process  
Alternatives  

15   14   13   12   11 10   9   8   7   6 5   4   3   2   1 0 
A variety of options are 
generated 

Multiple options are presented 
but are not different 

One other option is presented No other options are generated 

Criteria  
25   24   23   22   21 20   19   18   17   16   15   14   13   12   11 10   9    8   7   6   5   4  3  2  1   0 
Expectation of positive decision 
are listed 

Small details of criteria are 
forgotten in deciding 

Most of the criteria is 
disregarded 

The criteria are not considered 
when deciding 

Solution  
25   24   23   22   21 20   19   18   17   16   15   14   13   12   11 10   9    8   7   6   5   4  3  2  1   0 
Conclusions reached are 
explained and reasonable for 
the situation 

Conclusions reached are 
reasonable but not explained 

Conclusions reached are 
explained but not reasonable 

Conclusions reached are not 
reasonable for the situation 

Presentation  
15   14   13   12   11 10   9   8   7   6 5   4   3   2   1 0 
Each member is equally 
involved in the presentation 

Most members are equally 
involved in the presentation 

One member is less involved in 
presentation than the others 

One member presents to 
judges 

20   19   18   17   16 15   14   13   12   11 10   9   8   7   6  5   4   3    2   1   0  
The situation is clearly 
presented to the judge 

The situation is presented 
mostly clearly to the judge 

The situation is presented to 
the judge in a confusing 
manner 

The situation is not presented 
to the judge 

20   19   18   17   16 15   14   13   12   11 10   9   8   7   6 5   4   3    2   1   0  
A clear statement of the group 
decision is presented 

The statement presented is 
mostly clear 

The group decision is not clear The statement presented does 
not clarify the group decision 

 

Maximum Score Possible 300                                                                                        Total Score : ___________ 

 

 

 



 
 
 

Activewear 
  



Activewear Study Guide 
Sales of activewear are at an all-time high. According to the market research firm NPD 
Group, activewear sales generated $35 billion and made up nearly 17% of the entire 
American clothing market in 2014. By 2018, that market share increased to 24%. 

 
Activewear is clothing worn for sport of physical exercise and uses the latest in 
performance fabrics and technology to ensure that apparel can stand up to the intense 
demands of sporting disciplines like running, cycling, swimming, and gym-work. 
Activewear includes tops, shorts, tights, socks, jackets and so much more. 

 
Brand-name activewear, including Under Armour, Nike, and Adidas, is popular with 
teens and adults. Private-label brands available in department and discount stores 
might be made of similar materials but cost less than the national brands. Most 
activewear is made from durable fabrics that can be laundered frequently and still 
provide long wear. 

 
When selecting activewear, it is important to consider the type of activity you will 
participate in, activity impact level, your body type and if you will be using it indoors or 
outdoors. When choosing activewear, consider the fabric content. Choose activewear 
that contains cotton, cotton blends and moisture wicking fabrics that will assist with 
moisture absorbency, ventilation, and comfort. 

 
The right activewear can enhance your training and performance. Fabric and fit are 
probably the most important factors when choosing activewear. 

 
FABRIC 
Fabrics are designed for different purposes. Some fabrics pull sweat away from your 
skin and others absorb it. When it comes to workout clothes, some choices are better 
than others on your workout. 

 
Wicking: 
Wicking fabrics are breathable synthetic fabrics that provide moisture control for an 
athlete’s skin during a mid to high intensity workout. In essence, the fabric “wicks” the 
sweat away from your skin which can help it evaporate quickly and keep your body cool. 

 
Wicking fabrics tend to be soft, lightweight and stretchy, making them an excellent 
choice for activewear. This broad category of fabrics is used to make garments like t- 
shirts, running and cycling jerseys, socks, and polo style shirts for any physical activity 
where the goal is to keep your skin as cool and dry as possible. 

 
Moisture wicking fabrics are used to make apparel for outdoor activities such as hiking, 
fishing, mountain biking, snow skiing and mountain climbing. 



There are a number of products marketed for their wicking. Many of these products are 
used as a blend with each other or with cotton. Additionally, these products may be 
branded under a variety of names such as Dri-Fit, CoolMax, Vapor and Climalite. 

 
• Polyester – polyester is the workhorse of the workout fabrics and is the one you 

see on labels most often. Basically plastic clothing, it’s durable, wrinkle-resistant, 
lightweight, breathable and non-absorbent. 

• Spandex – Also known as elastane and by the brand name Lycra, spandex puts 
the stretch in workout wear. The synthetic fabric can expand to nearly 600 
percent of its size, offers an unrestricted range of motion, and then snaps back in 
place. Spandex is an anagram for expands. 

• Emerging Performance Fabrics – The next big thing in activewear is products 
that provide even more benefits. Benefits include improved wicking, temperature 
control, UV protection and anti-odor properties. Bamboo is an example of a new, 
emerging performance fabric. These products may also be more expensive. 

 
Cotton: 
Cotton can also be a good choice when choosing activewear. Cotton is breathable, soft, 
comfortable and natural fiber that works well for lighter workouts. Cotton also tends to 
be less expensive than synthetic activewear. However, cotton is very absorbent and is 
slow to dry. When wet, cotton holds the moisture next to your body. 

 
 
FIT 
Choose activewear that fits your body and your workout. For example, if you are 
running or biking, avoid wide-leg or loose pants/leggings. Likewise, for activities such 
as yoga or Pilates, choose stretchy, fitted fabrics. Additionally, avoid fabrics that could 
chafe or irritate your skin during repetitive movement. 

 
Pay close attention to fit more than size because some workout clothes ten to run 
smaller and more from fitting than regular clothes. 

 
 
COST 
There are many factors to consider when shopping for activewear. You may be 
surprised at how much activewear costs. Paying the top dollar does not necessarily 
mean that you will get the best activewear for you. Be sure that whatever price you 
choose to pay for activewear that it is the right activewear for you and that it meets the 
needs you desire. 

 

Information for this study guide was compiled, with permission, from: 
• Texas 4-H Consumer Decision Making Categories and Descriptions Study 

Guide 2017-2018 
• Choose Activewear for Comfort and Safety Factsheet – North Dakota State 

University, written by Linda Manikowske, Ph.D. 
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Backpacks  
Backpacks 

There are many types of backpacks for many different types of people.  Each backpack 
has a different purpose for each use such as student, hikers, professionals and 
travelers.   

Definition of Backpacks 

Backpacks are described as two straps that go over the shoulder to carry items in it and 
often have many compartments.   The shoulder strap carries very little of the weight of 
the backpack.  The load is mainly diverted to padded hip belts.  Hip belts transfer the 
weight of the backpack from the shoulder to the hips, allowing to carry most of the load 
with the body’s biggest muscles—the legs.  To be effective, the pack’s hip belt must be 
long enough to wrap around the front of the hip bones, not up at the waist. 

Backpacks are also called: rucksack, knapsack, packsack, pack, Haversack or Bergen. 

Haversack is a small, strong bag carried on the back or the shoulder, usually with only 
one strap originally made of canvas. 

Bergen pack is a type of rucksack that is used by the military (tactical backpack).  Used 
to hold heavy loads and more gear than a regular backpack.   

Rucksack is a large, rugged backpack with pockets and belts to hold heavy loads and 
more gear than a backpack.  Rucksacks can also have hip belts and often chest belts 
as well. 

Knapsack a bag with two shoulder straps, carried on the back, and typically made of 
canvas or other weatherproof material. Knapsack comes from the German word 
“knappen” which means “to bite” some experts believe that the name evolved from the 
fact that soldiers carried food in the knapsack.  

There are many types of backpack to choose from so before purchasing consider the 
purpose of the backpack.   
 

Purpose 

It is important to consider the major purpose for which the backpack will be used when 
choosing a backpack.  Look for the features that are important for the particular use you 
have in mind. Backpacks are designed with different features to serve different 
purposes.  A hiking backpack might not be a good one to use for cycling and a traveling 
backpack may not be appropriate to use as an overnight camping backpack.   

If you have no unique purpose in mind, be sure to select one that has enough features 
to serve your range of purposes.  



Here are backpack characteristics to look at before purchasing: 

Size & Versatility 

Materials 

Features: 

x Safety Features 
x Gadgets 
x Anti-Theft  

Comfort  
 

Size & Versatility  

Size  

Look for a backpack that looks good but accommodates the items with integrity and 
durability.  

Overnight backpacks are designed to be heavier than a day backpack.   

Consider what are you going to use the backpack for –day-to-day or for weekend 
camping or traveling.  What do you carry on a day-to-day, what are the extra-curricular 
activities that you are involved in and how do these things effect what type of backpack 
to choose?  Can the same backpack be use for work and for travel or for a hike? 

Select a size that will serve both purposes. 

Will the backpack be used for as a carry-on luggage?  Be sure it complies with airline 
restrictions. 

 

Versatility 

Consider what the backpack is going to be used for.  Do you want an old-style rucksack 
to throw all your stuff inside or do you want a padded area for the laptop, pocket for a 
water bottle and a compartment for the cell phone? 

 

Materials 

There is a great variety of designs and colors for backpacks.   

Consider if the backpack needs to be waterproof, is the materials easy to clean, and 
how durable is the material.  

Is the stitching sloppy or are there loose threads? 



Are there raw, exposed fabric edges, which can fray and weaken the fabric and make 
the zipper get stuck? 

Does the zipper have a covering of fabric flaps?  Zippers not protect from the weather 
can allow water to seep in. 
 

Features 

Cushioned interior compartments—properly cushioned padding to protect the interior or main 
compartment that carries the laptop.  This cushioned padding protects the devices from minor 
shocks and bumps.   

Extra pockets –equipped with many pockets to ensure that the laptop or device owner can 
carry associated accessories as well as other devices. These pockets also serve to carry other 
items such as extra connection cables, converters, power bank, external hard drive, etc.  These 
variety of pockets helps to organization items for quick and easy accessibility. 

Durable hardware and closure systems –zippers, straps, and locks are very important for 
gadget backpacks.   
 
Safety Features  

Reflectors or reflective fabrics on the pack to add visibility for travel at dusk or dawn. 

 
Anti-theft backpacks 

Slash-proof fabric – eXomesh slashguard protect belongings from someone trying to 
cut open with knife 

Roobar anti-theft anchor lock— Allows multiple compartments to be locked together.  
Secure the backpack to a pole and no one compartment would be able to detach from 
the pole. 

RFID-Safe Fabric— Classified as a RFID backpack.  The fabric obstructs all 
transmission between 10 MHz to 3 GHz and also protects from any tech-savvy thieves. 

Smart zippers –sip sliders that are meant to overlap so that you can secure them with 
a padlock.   

Dedicated laptop compartment inside as well as a dedicated tablet compartment  

Water Resistant & Anti-scratch 

Gadget packs  

x Carrying gadgets securely and have provisions for charging them 
x Convenient storage for all items –compartments for gadgets 
x Provide storage for delicate highly essential products   



Types of gadget backpacks 

Sling –preferred for carrying laptops—full protection and safe from dust, shock, etc. 
They have a cushion padding to protect the laptop from minor bumps and shocks 

Regular Backpacks for gadgets –equipped with more padding and have extra pockets 
for storage of other items such as cables, power banks, smartphones, etc. 

Case Sliders –popular with laptop owners.  Easy slide and store mechanism and have 
either an open flap or zipper closure.  These backpacks do not have the required 
amount of cushioning to protect the devices and there are no handles. Suited for short-
distance movement. 

Comfort 

One size does not fit all. Be sure that the bottom of the backpack aligns with the curve 
of the lower back, and not more than four inches below the waistline.  The backpack’s 
shoulder strap anchor points should also rest one to two inches below the top of the 
shoulders.  

Straps should be wide, padded and contour that distribute the pack’s load over a large 
area of the shoulder, an abdominal strap to distribute the pack’s weight evenly on the 
back, waist, and hips.  

The American Occupational Therapy Association recommends carrying no more than 
15 percent of your body weight in a backpack.   
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FAST FOOD MEALS
&ĂƐƚ�ĨŽŽĚƐ�ĂƌĞ�ƋƵŝĐŬ�ĂŶĚ�ĞĂƐǇ�ƐƵďƐƟƚƵƚĞƐ�ĨŽƌ�ŚŽŵĞ�ĐŽŽŬŝŶŐ͕�ĂŶĚ�Ă�ƌĞĂůŝƚǇ�ǁŝƚŚ�ƚŚĞ�ďƵƐǇ�ƐĐŚĞĚƵůĞƐ�ŵĂŶǇ�ĨĂŵŝůŝĞƐ�
ŵĂŝŶƚĂŝŶ͘�,ŽǁĞǀĞƌ͕ �ĨĂƐƚ�ĨŽŽĚƐ�ĂƌĞ�ĂůŵŽƐƚ�ĂůǁĂǇƐ�ŚŝŐŚ�ŝŶ�ĐĂůŽƌŝĞƐ͕�ĨĂƚ͕�ƐƵŐĂƌ͕ �ĂŶĚ�ƐĂůƚ͘�

&ĂƐƚ�ĨŽŽĚ�ƵƐĞĚ�ƚŽ�ŵĞĂŶ�ĨƌŝĞĚ�ĨŽŽĚ͘�,ŽǁĞǀĞƌ͕ �ƚŽĚĂǇ�ƚŚĞƌĞ�ĂƌĞ�ŵĂŶǇ�ŵŽƌĞ�ŚĞĂůƚŚǇ�ĂůƚĞƌŶĂƟǀĞƐ�ĂǀĂŝůĂďůĞ�Ăƚ�ĨĂƐƚ�ĨŽŽĚ�
ƌĞƐƚĂƵƌĂŶƚƐ͘�^ŽŵĞ�ƌĞƐƚĂƵƌĂŶƚƐ�ƐƟůů�ƵƐĞ�ŚǇĚƌŽŐĞŶĂƚĞĚ�ǀĞŐĞƚĂďůĞ�ŽŝůƐ�ĨŽƌ�ĨƌǇŝŶŐ͘�dŚĞƐĞ�ŽŝůƐ�ĐŽŶƚĂŝŶ�ƚƌĂŶƐ�ĨĂƚƐ͕�ǁŚŝĐŚ�
ŝŶĐƌĞĂƐĞ�ǇŽƵƌ�ƌŝƐŬ�ĨŽƌ�ŚĞĂƌƚ�ĚŝƐĞĂƐĞ͘�^ŽŵĞ�ĐŝƟĞƐ�ŚĂǀĞ�ďĂŶŶĞĚ�Žƌ�ĂƌĞ�ƚƌǇŝŶŐ�ƚŽ�ďĂŶ�ƚŚĞ�ƵƐĞ�ŽĨ�ƚŚĞƐĞ�ĨĂƚƐ͘�EŽǁ͕�ŵĂŶǇ�
ƌĞƐƚĂƵƌĂŶƚƐ�ĂƌĞ�ƉƌĞƉĂƌŝŶŐ�ĨŽŽĚƐ�ƵƐŝŶŐ�ŽƚŚĞƌ�ƚǇƉĞƐ�ŽĨ�ĨĂƚ͘�

�ǀĞŶ�ǁŝƚŚ�ƚŚĞƐĞ�ĐŚĂŶŐĞƐ͕�ŝƚ�ŝƐ�ŚĂƌĚ�ƚŽ�ĞĂƚ�ŚĞĂůƚŚǇ�ǁŚĞŶ�ǇŽƵ�ĞĂƚ�ŽƵƚ�ŽŌĞŶ͘�DĂŶǇ�ĨŽŽĚƐ�ĂƌĞ�ƐƟůů�ĐŽŽŬĞĚ�ǁŝƚŚ�Ă�ůŽƚ�ŽĨ�ĨĂƚ͕�
ĂŶĚ�ŵĂŶǇ�ĨĂƐƚͲĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚƐ�ĚŽ�ŶŽƚ�ŽīĞƌ�ĂŶǇ�ůŽǁĞƌͲĨĂƚ�ĨŽŽĚƐ͘�>ĂƌŐĞ�ƉŽƌƟŽŶƐ�ĂůƐŽ�ŵĂŬĞ�ŝƚ�ĞĂƐǇ�ƚŽ�ŽǀĞƌĞĂƚ͕�ĂŶĚ�ĨĞǁ�
ƌĞƐƚĂƵƌĂŶƚƐ�ŽīĞƌ�ŵĂŶǇ�ĨƌĞƐŚ�ĨƌƵŝƚƐ�ĂŶĚ�ǀĞŐĞƚĂďůĞƐ͘�

�ĞĨŽƌĞ�ŚĞĂĚŝŶŐ�ŽƵƚ͕�ŝƚ�ŝƐ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ŬŶŽǁ�ǇŽƵƌ�ƉĞƌƐŽŶĂů�ĐĂůŽƌŝĞ�ůŝŵŝƚ͘�^ƚĂǇŝŶŐ�ǁŝƚŚŝŶ�ǇŽƵƌƐ�ĐĂŶ�ŚĞůƉ�ǇŽƵ�ŐĞƚ�ƚŽ�Žƌ�
ŵĂŝŶƚĂŝŶ�Ă�ŚĞĂůƚŚǇ�ǁĞŝŐŚƚ͘�DŽƐƚ�ĂĚŽůĞƐĐĞŶƚƐ�ŶĞĞĚ�ϭϴϬϬ�;ŐŝƌůƐͿ�ƚŽ�ϮϮϬϬ�;ďŽǇƐͿ�ĐĂůŽƌŝĞƐ͖�ŚŽǁĞǀĞƌ͕ �ŬŶŽǁŝŶŐ�ŚŽǁ�ŵĂŶǇ�
ĐĂůŽƌŝĞƐ�ŽŶĞ�ŶĞĞĚƐ�ŝƐ�ďĂƐĞĚ�ƵƉŽŶ�ĂŐĞ͕�ƐĞǆ͕�ŚĞŝŐŚƚ͕�ǁĞŝŐŚƚ͕�ĂŶĚ�ĂĐƟǀŝƚǇ�ůĞǀĞů͘�tŚĞŶ�ĐŚŽŽƐŝŶŐ�ǁŚĂƚ�ƚŽ�ĞĂƚ�ĂŶĚ�ĚƌŝŶŬ͕�ŝƚ Ɛ͛�
ŝŵƉŽƌƚĂŶƚ�ƚŽ�ŐĞƚ�ƚŚĞ�ƌŝŐŚƚ�ŵŝǆ�ʹ�ĞŶŽƵŐŚ�ŶƵƚƌŝĞŶƚƐ͕�ďƵƚ�ŶŽƚ�ƚŽŽ�ŵĂŶǇ�ĐĂůŽƌŝĞƐ͘�

/Ŷ�ŐĞŶĞƌĂů͕�ĞĂƚ�Ăƚ�ƉůĂĐĞƐ�ƚŚĂƚ�ŽīĞƌ�ƐĂůĂĚƐ͕�ƐŽƵƉƐ͕�ĂŶĚ�ǀĞŐĞƚĂďůĞƐ͘�^ĞůĞĐƚ�Ă�ĨĂƐƚͲĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚ�ƚŚĂƚ�ǇŽƵ�ŬŶŽǁ�ŽīĞƌƐ�
Ă�ǀĂƌŝĞƚǇ�ŽĨ�ĨŽŽĚ�ƐĞůĞĐƟŽŶƐ�ƚŚĂƚ�Įƚ�ŝŶ�ǇŽƵƌ�ŚĞĂůƚŚǇ�ĞĂƟŶŐ�ƉůĂŶ͘��ůŽŶŐ�ǁŝƚŚ�ƚŚĂƚ͕�ƚŚĞ�ĨŽůůŽǁŝŶŐ�ƟƉƐ�ĐĂŶ�ŚĞůƉ�ǇŽƵ�ŵĂŬĞ�
ŚĞĂůƚŚŝĞƌ�ƐĞůĞĐƟŽŶƐ�ǁŚĞŶ�ĚŝŶŝŶŐ�Ăƚ�ĨĂƐƚͲĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚƐ͘�

�ŚĞĐŬ�ĂŶĚ�ĐŽŵƉĂƌĞ�ŶƵƚƌŝƟŽŶ�ŝŶĨŽƌŵĂƟŽŶ͘�<ŶŽǁŝŶŐ�ƚŚĞ�ĂŵŽƵŶƚ�ŽĨ�ĐĂůŽƌŝĞƐ͕�ĨĂƚ͕�ĂŶĚ�ƐĂůƚ�ŝŶ�ĨĂƐƚ�ĨŽŽĚƐ�ĐĂŶ�ŚĞůƉ�ǇŽƵ�ĞĂƚ�
ŚĞĂůƚŚŝĞƌ͘ �DĂŶǇ�ƌĞƐƚĂƵƌĂŶƚƐ�ŶŽǁ�ŽīĞƌ�ŝŶĨŽƌŵĂƟŽŶ�ĂďŽƵƚ�ƚŚĞŝƌ�ĨŽŽĚ͘�dŚŝƐ�ŝŶĨŽƌŵĂƟŽŶ�ŝƐ�ŵƵĐŚ�ůŝŬĞ�ƚŚĞ�ŶƵƚƌŝƟŽŶ�ůĂďĞůƐ�ŽŶ�
ƚŚĞ�ĨŽŽĚ�ƚŚĂƚ�ǇŽƵ�ďƵǇ͘�/Ĩ�ŝƚ�ŝƐ�ŶŽƚ�ƉŽƐƚĞĚ�ŝŶ�ƚŚĞ�ƌĞƐƚĂƵƌĂŶƚ͕�ĂƐŬ�ĂŶ�ĞŵƉůŽǇĞĞ�ĨŽƌ�Ă�ĐŽƉǇ͘�

,ĂǀĞ�ŝƚ�ǇŽƵƌ�ǁĂǇ͘�ZĞŵĞŵďĞƌ�ǇŽƵ�ĚŽŶ͛ƚ�ŚĂǀĞ�ƚŽ�ƐĞƩůĞ�ĨŽƌ�ǁŚĂƚ�ĐŽŵĞƐ�ǁŝƚŚ�ǇŽƵƌ�ƐĂŶĚǁŝĐŚ�Žƌ�ŵĞĂů�ʹ�ŶŽƚ�ĞǀĞŶ�Ăƚ�ĨĂƐƚͲ
ĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚƐ͘��ƐŬ�ĨŽƌ�ŚĞĂůƚŚŝĞƌ�ŽƉƟŽŶƐ�ĂŶĚ�ƐƵďƐƟƚƵƟŽŶƐ͘��ĚĚŝŶŐ�ďĂĐŽŶ͕�ĐŚĞĞƐĞ͕�Žƌ�ŵĂǇŽŶŶĂŝƐĞ�ǁŝůů�ŝŶĐƌĞĂƐĞ�ƚŚĞ�ĨĂƚ�
ĂŶĚ�ĐĂůŽƌŝĞƐ͘��ƐŬ�ĨŽƌ�ǀĞŐĞƚĂďůĞƐ�ŝŶƐƚĞĂĚ͕�ƐƵĐŚ�ĂƐ�ůĞƩƵĐĞ�Žƌ�ƐƉŝŶĂĐŚ͕�ĂŶĚ�ƚŽŵĂƚŽĞƐ͘�tŝƚŚ�ƉŝǌǌĂ͕�ŐĞƚ�ůĞƐƐ�ĐŚĞĞƐĞ͘��ůƐŽ�ƉŝĐŬ�
ůŽǁͲĨĂƚ�ƚŽƉƉŝŶŐƐ͕�ƐƵĐŚ�ĂƐ�ǀĞŐĞƚĂďůĞƐ͘�zŽƵ�ĐĂŶ�ĂůƐŽ�ĚĂď�ƚŚĞ�ƉŝǌǌĂ�ǁŝƚŚ�Ă�ƉĂƉĞƌ�ŶĂƉŬŝŶ�ƚŽ�ŐĞƚ�ƌŝĚ�ŽĨ�Ă�ůŽƚ�ŽĨ�ƚŚĞ�ĨĂƚ�ĨƌŽŵ�ƚŚĞ�
ĐŚĞĞƐĞ͘�

<ĞĞƉ�ƉŽƌƟŽŶ�ƐŝǌĞƐ�ƐŵĂůů͘�/Ĩ�ƚŚĞ�ĨĂƐƚͲĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚ�ŽīĞƌƐ�ƐĞǀĞƌĂů�ƐĂŶĚǁŝĐŚ�ƐŝǌĞƐ͕�ƉŝĐŬ�ƚŚĞ�ƐŵĂůůĞƐƚ͘��ǇƉĂƐƐ�ŚĂŵďƵƌŐĞƌƐ�
ǁŝƚŚ�ƚǁŽ�Žƌ�ƚŚƌĞĞ�ďĞĞĨ�ƉĂƫĞƐ͕�ǁŚŝĐŚ�ĐĂŶ�ƉĂĐŬ�ĐůŽƐĞ�ƚŽ�ϴϬϬ�ĐĂůŽƌŝĞƐ�ĂŶĚ�ϰϬ�ŐƌĂŵƐ�ŽĨ�ĨĂƚ͘��ŚŽŽƐĞ�ŝŶƐƚĞĂĚ�Ă�ƌĞŐƵůĂƌͲ�Žƌ�
ĐŚŝůĚƌĞŶ Ɛ͛ͲƐŝǌĞĚ�ŚĂŵďƵƌŐĞƌ͕ �ǁŚŝĐŚ�ŚĂƐ�ĂďŽƵƚ�ϮϱϬͲϯϬϬ�ĐĂůŽƌŝĞƐ͘��ƐŬ�ĨŽƌ�ĞǆƚƌĂ�ůĞƩƵĐĞ͕�ƚŽŵĂƚŽĞƐ͕�ĂŶĚ�ŽŶŝŽŶƐ͕�ĂŶĚ�Žŵŝƚ�ƚŚĞ�
ĐŚĞĞƐĞ�ĂŶĚ�ƐĂƵĐĞ͘�/Ĩ�Ă�ƐŵĂůůĞƌ�ƉŽƌƟŽŶ�ŝƐ�ŶŽƚ�ĂǀĂŝůĂďůĞ͕�ƐƉůŝƚ�ĂŶ�ŝƚĞŵ�ƚŽ�ƌĞĚƵĐĞ�ĐĂůŽƌŝĞƐ�ĂŶĚ�ĨĂƚ͘�zŽƵ�ĐĂŶ�ĂůǁĂǇƐ�ƚĂŬĞ�ƐŽŵĞ�
ŽĨ�ǇŽƵƌ�ĨŽŽĚ�ŚŽŵĞ͕�ĂŶĚ�ŝƚ�ŝƐ�ŽŬĂǇ�ŝĨ�ǇŽƵ�ůĞĂǀĞ�ĞǆƚƌĂ�ĨŽŽĚ�ŽŶ�ǇŽƵƌ�ƉůĂƚĞ͘�

^ŬŝƉ�ƚŚĞ�ůĂƌŐĞ�ƐĞƌǀŝŶŐ�ŽĨ�ĨƌĞŶĐŚ�ĨƌŝĞƐ�Žƌ�ŽŶŝŽŶ�ƌŝŶŐƐ�ĂŶĚ�ĂƐŬ�ĨŽƌ�Ă�ƐŵĂůů�ƐĞƌǀŝŶŐ�ŝŶƐƚĞĂĚ͘�dŚŝƐ�ƐǁŝƚĐŚ�ĂůŽŶĞ�ƐĂǀĞƐ�ϮϬϬ�ƚŽ�ϯϬϬ�
ĐĂůŽƌŝĞƐ͘�Kƌ͕ �ĂƐŬ�ŝĨ�ǇŽƵ�ĐĂŶ�ƐƵďƐƟƚƵƚĞ�Ă�ƐĂůĂĚ�Žƌ�ĨƌƵŝƚ�ĨŽƌ�ƚŚĞ�ĨƌŝĞƐ͘��

^ƚƌŝǀĞ�ƚŽ�ŵĂŬĞ�ŚĂůĨ�ǇŽƵƌ�ƉůĂƚĞ�ĨƌƵŝƚƐ�ĂŶĚ�ǀĞŐĞƚĂďůĞƐ͘�dĂŬĞ�ĂĚǀĂŶƚĂŐĞ�ŽĨ�ƚŚĞ�ŚĞĂůƚŚǇ�ƐŝĚĞ�ĚŝƐŚĞƐ�ŽīĞƌĞĚ�Ăƚ�ŵĂŶǇ�ĨĂƐƚͲĨŽŽĚ�
ƌĞƐƚĂƵƌĂŶƚƐ͘�&Žƌ�ĞǆĂŵƉůĞ͕�ŝŶƐƚĞĂĚ�ŽĨ�ĨƌĞŶĐŚ�ĨƌŝĞƐ�ĐŚŽŽƐĞ�Ă�ƐŝĚĞ�ƐĂůĂĚ�ǁŝƚŚ�ůŽǁͲĨĂƚ�ĚƌĞƐƐŝŶŐ�Žƌ�Ă�ďĂŬĞĚ�ƉŽƚĂƚŽ͕�Žƌ�ĂĚĚ�Ă�
ĨƌƵŝƚ�ďŽǁů�Žƌ�Ă�ĨƌƵŝƚ�ĂŶĚ�ǇŽŐƵƌƚ�ŽƉƟŽŶ�ƚŽ�ǇŽƵƌ�ŵĞĂů͘�KƚŚĞƌ�ŚĞĂůƚŚǇ�ĐŚŽŝĐĞƐ�ŝŶĐůƵĚĞ�ĂƉƉůĞ�Žƌ�ŽƌĂŶŐĞ�ƐůŝĐĞƐ͕�ĐŽƌŶ�ŽŶ�ƚŚĞ�
ĐŽď͕�ƐƚĞĂŵĞĚ�ƌŝĐĞ͕�Žƌ�ďĂŬĞĚ�ƉŽƚĂƚŽ�ĐŚŝƉƐ͘�

tŚĞŶ�ĐŚŽŽƐŝŶŐ�ĂŶ�ĞŶƚƌĠĞ�ƐĂůĂĚ͕�ŐŽ�ǁŝƚŚ�ŐƌŝůůĞĚ�ĐŚŝĐŬĞŶ͕�ƐŚƌŝŵƉ͕�Žƌ�ǀĞŐĞƚĂďůĞƐ�ǁŝƚŚ�ĨĂƚͲĨƌĞĞ�Žƌ�ůŽǁͲĨĂƚ�ĚƌĞƐƐŝŶŐ�ŽŶ�ƚŚĞ�
ƐŝĚĞ͕�ƌĂƚŚĞƌ�ƚŚĂŶ�ƌĞŐƵůĂƌ�ƐĂůĂĚ�ĚƌĞƐƐŝŶŐ͕�ǁŚŝĐŚ�ĐĂŶ�ŚĂǀĞ�ϭϬϬ�ƚŽ�ϮϬϬ�ĐĂůŽƌŝĞƐ�ƉĞƌ�ƉĂĐŬĞƚ͘�sŝŶĞŐĂƌ�Žƌ�ůĞŵŽŶ�ũƵŝĐĞ�ĂƌĞ�ĂůƐŽ�
ŚĞĂůƚŚŝĞƌ�ƐƵďƐƟƚƵƚĞƐ�ĨŽƌ�ƐĂůĂĚ�ĚƌĞƐƐŝŶŐ͘�tĂƚĐŚ�ŽƵƚ�ĨŽƌ�ŚŝŐŚͲĐĂůŽƌŝĞ�ƐĂůĂĚƐ͕�ƐƵĐŚ�ĂƐ�ƚŚŽƐĞ�ǁŝƚŚ�ĚĞĞƉ�ĨƌŝĞĚ�ƐŚĞůůƐ�Žƌ�ƚŚŽƐĞ�
ƚŽƉƉĞĚ�ǁŝƚŚ�ďƌĞĂĚĞĚ�ĐŚŝĐŬĞŶ�Žƌ�ŽƚŚĞƌ�ĨƌŝĞĚ�ƚŽƉƉŝŶŐƐ͘��ůƐŽ�ƐŬŝƉ�ĞǆƚƌĂƐ͕�ƐƵĐŚ�ĂƐ�ĐŚĞĞƐĞ͕�ďĂĐŽŶ�ďŝƚƐ�ĂŶĚ�ĐƌŽƵƚŽŶƐ͕�ǁŚŝĐŚ�
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ƋƵŝĐŬůǇ�ŝŶĐƌĞĂƐĞ�ǇŽƵƌ�ĐĂůŽƌŝĞ�ĐŽƵŶƚ͘�/Ĩ�ǇŽƵ�ĨŽƌŐŽ�ƚŚĞ�ĚƌĞƐƐŝŶŐ͕�ǇŽƵ�ĐĂŶ�ĮŶĚ�ƐĂůĂĚƐ�ĨŽƌ�ĂƌŽƵŶĚ�ϯϬϬ�ĐĂůŽƌŝĞƐ�Ăƚ�ŵŽƐƚ�ĨĂƐƚ�
ĨŽŽĚ�ĐŚĂŝŶƐ͘�

KƉƚ�ĨŽƌ�ŐƌŝůůĞĚ�ŝƚĞŵƐ͘�&ƌŝĞĚ�ĂŶĚ�ďƌĞĂĚĞĚ�ĨŽŽĚƐ͕�ƐƵĐŚ�ĂƐ�ĐƌŝƐƉǇ�ĐŚŝĐŬĞŶ�ƐĂŶĚǁŝĐŚĞƐ�ĂŶĚ�ďƌĞĂĚĞĚ�ĮƐŚ�ĮůůĞƚƐ͕�ĂƌĞ�ŚŝŐŚ�ŝŶ�ĨĂƚ�
ĂŶĚ�ĐĂůŽƌŝĞƐ͘�^ĞůĞĐƚ�ŐƌŝůůĞĚ�Žƌ�ƌŽĂƐƚĞĚ�ůĞĂŶ�ŵĞĂƚƐ�ʹ�ƐƵĐŚ�ĂƐ�ƚƵƌŬĞǇ�Žƌ�ĐŚŝĐŬĞŶ�ŵĞĂƚ͕�ůĞĂŶ�ŚĂŵ͕�Žƌ�ůĞĂŶ�ƌŽĂƐƚ�ďĞĞĨ͘ �>ŽŽŬ�ĨŽƌ�
ŵĞĂƚ͕�ĐŚŝĐŬĞŶ͕�ĂŶĚ�ĮƐŚ�ƚŚĂƚ�ĂƌĞ�ƌŽĂƐƚĞĚ͕�ŐƌŝůůĞĚ͕�ďĂŬĞĚ͕�Žƌ�ďƌŽŝůĞĚ͘��ǀŽŝĚ�ŵĞĂƚƐ�ƚŚĂƚ�ĂƌĞ�ďƌĞĂĚĞĚ�Žƌ�ĨƌŝĞĚ͘�/Ĩ�ƚŚĞ�ĚŝƐŚ�ǇŽƵ�
ŽƌĚĞƌ�ĐŽŵĞƐ�ǁŝƚŚ�Ă�ŚĞĂǀǇ�ƐĂƵĐĞ͕�ĂƐŬ�ĨŽƌ�ŝƚ�ŽŶ�ƚŚĞ�ƐŝĚĞ�ĂŶĚ�ƵƐĞ�ũƵƐƚ�Ă�ƐŵĂůů�ĂŵŽƵŶƚ͘�

'Ž�ĨŽƌ�ǁŚŽůĞ�ŐƌĂŝŶƐ͘�^ĞůĞĐƚ�ǁŚŽůĞͲŐƌĂŝŶ�ďƌĞĂĚƐ�Žƌ�ďĂŐĞůƐ͘��ƌŽŝƐƐĂŶƚƐ�ĂŶĚ�ďŝƐĐƵŝƚƐ�ŚĂǀĞ�Ă�ůŽƚ�ŽĨ�ĨĂƚ͘�WĞŽƉůĞ�ǁŚŽ�ĞĂƚ�ǁŚŽůĞ�
ŐƌĂŝŶƐ�ĂƐ�ƉĂƌƚ�ŽĨ�Ă�ŚĞĂůƚŚǇ�ĚŝĞƚ�ŚĂǀĞ�Ă�ƌĞĚƵĐĞĚ�ƌŝƐŬ�ŽĨ�ƐŽŵĞ�ĐŚƌŽŶŝĐ�ĚŝƐĞĂƐĞƐ͘��

^ůŽǁ�ĚŽǁŶ�ŽŶ�ƐŽĚŝƵŵ͘��ŵĞƌŝĐĂŶƐ�ŚĂǀĞ�Ă�ƚĂƐƚĞ�ĨŽƌ�ƐĂůƚ͕�ďƵƚ�ƐĂůƚ�ƉůĂǇƐ�Ă�ƌŽůĞ�ŝŶ�ŚŝŐŚ�ďůŽŽĚ�ƉƌĞƐƐƵƌĞ͘��ǀĞƌǇŽŶĞ͕�ŝŶĐůƵĚŝŶŐ�
ŬŝĚƐ͕�ƐŚŽƵůĚ�ƌĞĚƵĐĞ�ƚŚĞŝƌ�ƐŽĚŝƵŵ�ŝŶƚĂŬĞ�ƚŽ�ůĞƐƐ�ƚŚĂŶ�Ϯ͕ϯϬϬ�ŵŝůůŝŐƌĂŵƐ�ŽĨ�ƐŽĚŝƵŵ�Ă�ĚĂǇ�;ĂďŽƵƚ�ϭ�ƚƐƉ�ŽĨ�ƐĂůƚͿ͘��ĚƵůƚƐ�ĂŐĞ�ϱϭ�
ĂŶĚ�ŽůĚĞƌ͕ ��ĨƌŝĐĂŶ��ŵĞƌŝĐĂŶƐ�ŽĨ�ĂŶǇ�ĂŐĞ͕�ĂŶĚ�ŝŶĚŝǀŝĚƵĂůƐ�ǁŝƚŚ�ŚŝŐŚ�ďůŽŽĚ�ƉƌĞƐƐƵƌĞ͕�ĚŝĂďĞƚĞƐ͕�Žƌ�ĐŚƌŽŶŝĐ�ŬŝĚŶĞǇ�ĚŝƐĞĂƐĞ�
ƐŚŽƵůĚ�ĨƵƌƚŚĞƌ�ƌĞĚƵĐĞ�ƚŚĞŝƌ�ƐŽĚŝƵŵ�ŝŶƚĂŬĞ�ƚŽ�ϭ͕ϱϬϬ�ŵŐ�Ă�ĚĂǇ͘�

tŚĞŶ�ĞĂƟŶŐ�Ăƚ�Ă�ĨĂƐƚ�ĨŽŽĚ�ƌĞƐƚĂƵƌĂŶƚ͕�ƉĂǇ�ĂƩĞŶƟŽŶ�ƚŽ�ĐŽŶĚŝŵĞŶƚƐ͘�&ŽŽĚƐ�ůŝŬĞ�ƐŽǇ�ƐĂƵĐĞ͕�ŬĞƚĐŚƵƉ͕�ƉŝĐŬůĞƐ͕�ŽůŝǀĞƐ͕�ƐĂůĂĚ�
ĚƌĞƐƐŝŶŐƐ͕�ĂŶĚ�ƐĞĂƐŽŶŝŶŐ�ƉĂĐŬĞƚƐ�ĂƌĞ�ŚŝŐŚ�ŝŶ�ƐŽĚŝƵŵ͘��ŚŽŽƐĞ�ůŽǁͲƐŽĚŝƵŵ�ƐŽǇ�ƐĂƵĐĞ�ĂŶĚ�ŬĞƚĐŚƵƉ͘�,ĂǀĞ�Ă�ĐĂƌƌŽƚ�Žƌ�ĐĞůĞƌǇ�
ƐƟĐŬ�ŝŶƐƚĞĂĚ�ŽĨ�ŽůŝǀĞƐ�Žƌ�ƉŝĐŬůĞƐ͘�hƐĞ�ŽŶůǇ�Ă�ƐƉƌŝŶŬůŝŶŐ�ŽĨ�ŇĂǀŽƌŝŶŐ�ƉĂĐŬĞƚƐ�ŝŶƐƚĞĂĚ�ŽĨ�ƚŚĞ�ĞŶƟƌĞ�ƉĂĐŬĞƚ͘�

tĂƚĐŚ�ǁŚĂƚ�ǇŽƵ�ĚƌŝŶŬ͘�tŚĂƚ�ǇŽƵ�ĚƌŝŶŬ�ŝƐ�ĂƐ�ŝŵƉŽƌƚĂŶƚ�ĂƐ�ǁŚĂƚ�ǇŽƵ�ĞĂƚ͘�dĞĞŶĂŐĞƌƐ�ŽŌĞŶ�ĚƌŝŶŬ�ŵŽƌĞ�ĐĂƌďŽŶĂƚĞĚ�ĂŶĚ�
ĐĂīĞŝŶĂƚĞĚ�ďĞǀĞƌĂŐĞƐ�ĂŶĚ�ĞĂƚ�ŵŽƌĞ�ĨĂƐƚ�ĨŽŽĚƐ͘�dŚŝƐ͕�ĂůŽŶŐ�ǁŝƚŚ�ƉĞĞƌ�ƉƌĞƐƐƵƌĞ�ƌĞůĂƚĞĚ�ƚŽ�ĞĂƟŶŐ�ĂŶĚ�ĞǆĞƌĐŝƐĞ͕�ŵĂŬĞ�
ƚĞĞŶĂŐĞƌƐ�ƉĂƌƟĐƵůĂƌůǇ�ǀƵůŶĞƌĂďůĞ�ƚŽ�ďĞĐŽŵŝŶŐ�ƐĞĚĞŶƚĂƌǇ͕ �ŽǀĞƌǁĞŝŐŚƚ͕�ĂŶĚ�ŽďĞƐĞ͘��Ŷ�ŽďĞƐĞ�ƚĞĞŶĂŐĞƌ�ŚĂƐ�Ă�ŐƌĞĂƚĞƌ�ƚŚĂŶ�
ϳϬй�ƌŝƐŬ�ŽĨ�ďĞĐŽŵŝŶŐ�ĂŶ�ŽďĞƐĞ�ĂĚƵůƚ͘�

DĂŶǇ�ďĞǀĞƌĂŐĞƐ�ĂƌĞ�ŚŝŐŚ�ŝŶ�ĐĂůŽƌŝĞƐ͕�ĐŽŶƚĂŝŶ�ĂĚĚĞĚ�ƐƵŐĂƌƐ�ĂŶĚ�ŽīĞƌ�ůŝƩůĞ�Žƌ�ŶŽ�ŶƵƚƌŝĞŶƚƐ͕�ǁŚŝůĞ�ŽƚŚĞƌƐ�ŵĂǇ�ƉƌŽǀŝĚĞ�
ŶƵƚƌŝĞŶƚƐ�ďƵƚ�ƚŽŽ�ŵƵĐŚ�ĨĂƚ�ĂŶĚ�ƚŽŽ�ŵĂŶǇ�ĐĂůŽƌŝĞƐ͘�&Žƌ�ĞǆĂŵƉůĞ͕�Ă�ůĂƌŐĞ�ƌĞŐƵůĂƌ�ƐŽĚĂ�;ϯϮ�ŽƵŶĐĞƐͿ�ŚĂƐ�ĂďŽƵƚ�ϯϬϬ�ĐĂůŽƌŝĞƐ͘�
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ǇĞĂƌƐ�ŽůĚ�ŶĞĞĚ�Ϯ�ĐƵƉƐ͘�

dŚĞ��ŵĞƌŝĐĂŶ�,ĞĂƌƚ��ƐƐŽĐŝĂƟŽŶ�ƌĞĐŽŵŵĞŶĚƐ�ƐŽŵĞ�ĞǆĂŵƉůĞƐ�ŽĨ�ŚĞĂůƚŚŝĞƌ�ĂůƚĞƌŶĂƟǀĞƐ�ƚŽ�ĐŽŵŵŽŶ�ĨĂƐƚ�ĨŽŽĚ�ƉŝĐŬƐ͘�

Instead of… Try…

�ĂŶŝƐŚ ^ŵĂůů�ďĂŐĞů
:ƵŵďŽ�ĐŚĞĞƐĞďƵƌŐĞƌ 'ƌŝůůĞĚ�ĐŚŝĐŬĞŶ͕�ƐůŝĐĞĚ�ŵĞĂƚƐ�Žƌ�ĞǀĞŶ�Ă�ƌĞŐƵůĂƌ�Ϯ�Žǌ͘�ŚĂŵďƵƌŐĞƌ�ŽŶ�Ă�ďƵŶ�ǁŝƚŚ�ůĞƩƵĐĞ͕�ƚŽŵĂƚŽ�

ĂŶĚ�ŽŶŝŽŶ
&ƌŝĞĚ�ĐŚŝĐŬĞŶ�Žƌ�ƚĂĐŽƐ 'ƌŝůůĞĚ�ĐŚŝĐŬĞŶ�Žƌ�ƐĂůĂĚ�ďĂƌ�;ďƵƚ�ǁĂƚĐŚ�ŽƵƚ�ĨŽƌ�ƚŚĞ�ŚŝŐŚͲĐĂůŽƌŝĞ�ĚƌĞƐƐŝŶŐ�ĂŶĚ�ŝŶŐƌĞĚŝĞŶƚƐͿ
&ƌĞŶĐŚ�ĨƌŝĞƐ �ĂŬĞĚ�ƉŽƚĂƚŽ�ǁŝƚŚ�ǀĞŐĞƚĂďůĞƐ�Žƌ�ůŽǁͲĨĂƚ�Žƌ�ĨĂƚͲĨƌĞĞ�ƐŽƵƌ�ĐƌĞĂŵ�ƚŽƉƉŝŶŐ
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Fundraising 
Consumer Decision Making Contest Study Guide 

Fundraising events are a fun and exciting way to raise much 
needed money for your 4-H club.  They are also a great way 
to raise community awareness about your cause, 
organization or non-profit.  The selection of the right 
fundraiser to fit the organization is critical to its success. All 
club members must be involved in planning and carrying out 
a successful fundraiser.    

To help ensure your fundraising event is a winner, the 
following components should be incorporated into your 
planning: 

1. Purpose 
What is the purpose of your event? Of course, your main 
purpose is to raise money, but what else are you wanting to accomplish?  Do you 
want to gain publicity for your 4-H club, establish new donors, engage 4-H 
alumni? It is important to determinie the purpose of the event before detailed 
planning begins. 

2. Goal 
Decide as a group fundraising goals.  Each fundraising event you plan should be 
geared to raising a specific amount of money.  The amount you choose should 
be what you hope to net, which is the amount you plan to raise after the 
expenses are deducted. 

3. Select a fundraiser 
Look for the product or project that will raise the most dollars without being labor-
intensive.  Don’t get involved in a project with “hidden” costs (shipping, prizes, 
etc.) that will eat up your profits.  Be aware of other fundraisers in your 
community. You could be in competition with other organizations selling the 
same product.  

4. Budget 
List all the expenses that will be required to conduct the fundraisers.  Be sure to 
leave a little extra room for unforeseen costs. 

5. Leadership 
Form committees to be responsible for different components of the fundraiser.  
Conduct regular check-ins to make sure everyone is completing tasks assigned. 

6. Set-Up 
Plan the event set-up well in advance.  Where will it be? Will food be served? Is 
there a bad weather plan? When can the event be set up?   

 



 

7. Marketing 
Just like a new product, it is important you market your fundraiser well in advance 
to your target audience.  What tools are you going to use to market the event? 
Social media, direct mail, flyers, newspaper, radio, etc.   

8. Thank you 
One of the most often heard complaints from donors to 
charitable fundraising events is, “They never even said 
“thank you’”.  Make sure your club takes time to send 
thank-you notes to everyone who is involved with the event, 
including volunteers, contributors, event hosts and vendors.  
It is very important you keep your donors happy since you 
will probably be asking for another donation.   
 

Fundraisers can be conducted in numerous forms.  Examples of fundraisers range from 
selling bake goods and candy, walk/run/bike-a-thons, car washes, cash saving cards, 
raffles, spaghetti dinners and auctions, to running concessions, and grant writing.  The 
amount of preparation, organization and manpower needed to execute the fundraisers 
are different for each one.  So, how do you decide which one is best for your 
organization?  

x Entertainment coupon books, scratch-off cards and discount cards are well 
known for their high profit margin that can easily reach 100%. One of the main pros 
when it comes to using such fundraising activities is the fact that they are quite easy 
to understand and even easier to use when compared to other ways of fund raising. 
However, they come with some cons as well. For instance, your organization will have 
to pre-purchase all the necessary items and try to estimate how many of them will be 
sold. So, you may end up with significant leftovers. Another con related to these types 
of fund-raising activities is the fact they are widely used by other organizations.  

x Bake sales and car washes are very popular fundraising events. The main pro 
related to them is the fact that they can create a sense of 
community among all the participants. These events can usually 
be held with very little up-front expense and require a minimal 
planning commitment. However, they are usually not very 
lucrative if you are looking to raise a significant amount of 

money in a short period of time.  If your club is considering a car 
wash, the most profitable method would be to pre-sale car wash 

tickets in advance.  Advantages include: 
� Having an estimate of how many people will attend the car wash 
� More profit since 66% of the ticket buyers will not attend 
� In the event of rain, you are not washed out. 

x Silent auctions and raffles are popular as well when it comes to raising significant 
amounts of money. If you can auction or raffle some high value items, you will 
generate an increased interest in your participants, and this will turn out to be a 
profitable aspect for your organization. However, the cons related to silent auctions 

 



and raffles include a huge amount of promotional and organizational work. You will 
also have to find the right site for your silent auction or raffle and deal with all the 
take-down and set-up tasks. Also, you will have to solicit donations for such fund-
raising events and your volunteers may find this difficult to handle. 

x Walk/Run/Bike-a-Thons are healthy fundraisers that 
brings families and communities together in a fun 
environment. Choose your sport and get moving.  You can 
make almost any activity into a “thon”. Participants receive 
sponsorship for each mile, lap, etc. they walk, run or bike.  
Since “thons” are peer-to-peer fundraising events, 
participants reach out to their network of families and 
friends. Donors are more likely to give if they can put a face 
with the donation. “Thons” are easy to plan and generate 
moderate to high revenue.  

x Product Sales are the most popular type of fundraiser for 
schools and small youth organizations.  From cookies and 
doughnuts to candy bars and popcorn, product sale fundraisers are generally the 
first type of fundraiser organizations consider.  Product sales are great solutions for 
meeting small fundraising needs.  On the positive side, they can be done quickly and 
require little money up front.  They are also easy to understand and implement.   
On the negative side, product sale fundraisers often raise far less than expected. They 
are usually not able to raise significant money to meet larger fundraising needs. 
For example, consider a typical $1 profit on candy bars and the need to sell 2,500 candy 
bars just to raise $2,500.  Product sale fundraisers are also very expensive (typically 
costing 50¢ to 65¢ of every dollar raised), they tend to be over-priced for their value, and 
they are not able to attract new people to be involved in the host-charity or school 
organization…and unfortunately, they aren’t very much fun. 
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SMOOTHIES  
  
Smoothies have become a popular choice for snacks and meals.  While once something that you 
could only get from your home blender and a few basic ingredients, now smoothies can be 
purchased in ready-to-drink form at grocery and convenience stores, 
purchased frozen ingredients in pouches that you must add milk, water, or juice to, or from a 
fast food restaurant or coffee shop counter or drive through window.  There are even entire 
stores devoted to selling smoothies where customers can choose everything from fruits, to 
caffeine, to added protein powders and vitamins and minerals.    
  
The good news is that smoothies can be very nutritious and provide a convenient way to get a 
few of daily MyPlate food group needs met, as well as vitamins and minerals.  However, some 
restaurants and food manufacturers add lots of extra sugar, fat, or other unnecessary 
ingredients with few vitamins, minerals, protein, or fiber.  Smoothies can be economical or can 
be very costly.  With all the options, it can be hard to know which smoothie is the best choice for 
you and your situation.  The following information will help you choose a healthy and affordable 
smoothie to meet your specific needs.  
  
Cost  
 
The cost of smoothies varies a lot. The packaging, brand name, ingredients, and whether you’re 
buying them at a store ready-to-drink, to make at home, or at a restaurant, coffee shop or fast 
food location all contribute to the cost.  When you’re on the go and buying your smoothie ready-
to-drink from a store or restaurant, you probably plan to drink the whole smoothie at one 
time.  In this situation, you should compare cost per unit (i.e. large smoothie at a fast food 
restaurant, one bottle purchased at a store).   Some smoothies may cost a little more than others, 
but spending a little more money to make a healthier choice is generally a better investment in 
your health.  
  
When buying smoothies to have at home, you might buy a larger, “family size” bottle containing 
many servings.  In this case, you can compare price per serving.  To determine the price per 
serving, check the Nutrition Facts label to see how many servings are in the container (Servings 
per container). Divide the price by the number of servings to determine the price per serving. 
For example, a large family sized smoothie costs $4 and has 8 servings would cost $0.50 per 
serving ($4/8 servings = $0.50 per serving). If you are mixing ingredients yourself, then you 
have an extra step of adding the price per serving of each ingredient together to get the total cost 
per serving.   
  
Nutritional Value  
  
Whether you are choosing your smoothie for a snack or to have as a meal will influence the 
nutritional value you should expect from your smoothie.  Remember, meals are where we get 
most of our energy (calories) and nutrition (MyPlate food groups, carbohydrates, protein, fats, 
vitamins, minerals).  Snacks should provide fewer calories, carbohydrates, protein, and fat, and 
may contain only one MyPlate food group.  Let’s review each of these topics.   



MyPlate Food Groups:  Smoothies typically are made primarily from fruit and/or 
dairy (usually yogurt or milk). Some smoothies have vegetables or additional protein.   

 
x Smoothies that are a meal should provide foods from at least two food groups  
(dairy and fruit).    
x Smoothies that are a snack can provide only one food group (dairy or fruit).  

 
Remember, dairy foods provide calcium, protein, Vitamin A, Vitamin D, potassium, and much 
more.  Vegetables and fruits are good sources of Vitamins A & C and minerals, such as 
potassium. Look for smoothies that have more of these healthy nutrients.  

 
Calories: Carbohydrates, Fat, and Protein  
  
When a smoothie will be a meal, you will need a few more calories, carbohydrates, protein, and 
fat than when a smoothie might be a snack.  Reading the Nutrition Facts label on products lets 
you know how many total calories are in each serving and where the calories come from. 
Carbohydrates and protein provide four calories per gram, while fat provides nine calories per 
gram.   
  
Calories: Consider the calories per amount you or someone plans to drink.  This might be per 
unit (like when you buy a medium sized smoothie from a fast food restaurant, or one eight 
ounce serving out of a 48 ounce family sized bottle).  

x Smoothies that are a meal can provide more than 300 calories.  But remember, you want 
to maximize vitamins and minerals, for the amount of calories, fat, and sugar.  
x When having a smoothie as a snack, the amount you plan to 
drink should provide about 300 calories or less.   

  
Carbohydrates:  Carbohydrates are our bodies’ favorite source of energy and the only source 
of energy that your brain can use.  It is important to get carbohydrates from your food, but our 
bodies like some sources more than others.  Look on the nutrition label to see how much total 
carbohydrate, sugar, and fiber per serving of smoothie.  
  

Fiber: Carbohydrates from fiber are beneficial to your health by causing you to feel full 
for longer and helping with digestion.  Eating enough fiber can also reduce your risk 
for heart disease.  Smoothies that use whole fruits will have more fiber than smoothies 
that use fruit juices. Look for smoothies with more fiber.  

  
Sugars: Carbohydrates from sugar are present in naturally sweet foods like fruits, but 
may also be added as an additional ingredient to further sweeten the food. 
Many smoothies contain fruits like bananas, berries, oranges, and pineapple. Some 



contain fruit juices.  These fruits provide a quick energy boost from the natural sugar and 
often bring some vitamins and fiber along with them. Added sugars only supply calories 
with few or no nutrients and no dietary fiber.  Sugars are listed on the nutrition label 
under carbohydrates.  Added sugars may be listed in the ingredient list as dextrose, cane 
sugar, and high-fructose corn syrup.  When comparing smoothies, you want to look for 
the smoothies with less sugar, particularly when the smoothie will be a snack.  
  

Fat: Our bodies need fat to provide energy and carry nutrients, but not too much. Some types of 
fat are better for our health than others.  Saturated fat and trans fat are bad for your heart 
health.  The 2015 Dietary Guidelines for Americans by the United States Department of 
Agriculture (USDA) and the Department of Health and Human Services (HHS) recommends 
that you limit saturated fat to less than 10% of calories, and avoid trans fat.  Look for smoothies 
lower in saturated fat and contain 0 grams trans fat.  If you look at the ingredient list, you do 
NOT want to find “partially hydrogenated oils” listed, as these are sources of trans fat.    
  
Protein: Protein does so many things in your body, but it is best known for helping you build 
muscle.  Protein also may help you feel full for longer.  When a smoothie is going to be a meal, 
you will definitely want it to have some protein.  If a smoothie will be a snack, it may not have 
much protein, and that is perfectly okay.  In general, choose smoothies with more protein.  
  
Vitamins and Minerals: Vitamins and minerals are listed on nutrition labels as a percent 
daily value (%DV). The goal is to get 100% of the DV from foods each day. A vitamin and 
mineral-rich smoothie provides all four that are listed on the Nutrition label: Vitamin A, which 
is good for eyes and skin; Vitamin C, which helps the immune system protect from disease; 
Calcium, which helps build strong bones; Iron, which helps circulation and energy levels.  When 
a smoothie has calcium in the amount of 10% or more, it probably contains some foods from the 
dairy group, such as milk or yogurt. In general, you want to choose smoothies with more 
vitamins and minerals.  
 
Salt: Our bodies need sodium (salt) to function, but getting too much leads to high blood 
pressure and is harmful to your health. The 2015 Dietary Guidelines for Americans 
and MyPlate recommend that you consume no more than 2300 milligrams (mg) of sodium per 
day. Be sure to check the label and look for smoothies that are lower in sodium.   

Ingredients:  Smoothies are typically made from fruit, fruit juices, dairy (milk or yogurt), and 
some might contain vegetables.  Much of the “designer” type smoothies contain more additives 
than is necessary to get your daily nutrition needs met.    
  
Fruit juices: It’s best if a smoothie contains whole fruit.  If a smoothie contains juice, it is best if 
that is 100% fruit juice.  
  
Sugar, sugar substitutes/non-nutritive sweeteners: There are several sugar substitutes and 
non-nutritive sweeteners that are used to make foods sweet with fewer calories.  The non‐
nutritive sweeteners on the market today used in soft drinks, with table top version listed in 
parentheses, include aspartame (Equal® or Nutrasweet®), sucralose 
(Splenda®), acesulfame potassium (Sunette®) and saccharin (Sweet’n Low®). All of these non‐
nutritive sweeteners have been approved by the Food and Drug Administration 
(FDA).  However, the long-term health effects for children and adolescents are unknown, so it 
may be best to avoid smoothies that use these non-nutritive sweeteners.  
  



Stevia comes from a plant, tastes very sweet, and is used as sugar substitute in some foods.  A 
highly processed form is allowed to be used in foods in the United States.  Because the long-term 
health effects of stevia are unknown, particularly for children and adolescents, it is best to avoid 
smoothies that use stevia.  
  
Caffeine: Caffeine, a stimulant, is added to some smoothies and must be listed as an ingredient 
if it is added.  Caffeine is not necessary for health, and little is known about the safety of caffeine 
for children and adolescents.  It is best to avoid caffeine in smoothies.  
  
Additional B Vitamins:  Many smoothie companies add additional B Vitamins that they 
advertise as “giving you more energy.”  Vitamins do not provide energy, but they help your body 
use the energy you get from carbohydrates, protein, and fats.  We can get plenty of B vitamins 
from the foods we eat.  We do not need additional vitamin supplements and powders, unless 
recommended by your doctor.  
  
Amino acids like Taurine, Arginine, and Creatine: Many smoothie companies add additional 
amino acids that they advertise as “giving you more energy,” “helping with recovery,” or 
“building muscle.”  Protein from food is made up of amino acids, and we can get plenty of 
protein from the foods we eat.  We do not need additional amino acid supplements and powders, 
unless recommended by your doctor.  
  
Other Additional Ingredients:  If you eat a well-balanced diet, you truly do not need additional 
ingredients in your smoothie other than those that add taste, not calories. Cinnamon, turmeric, 
ginger, coconut water, vegetables like kale or spinach, or raw cacao can add lots of taste for more 
satisfaction and variety.   
 
Smoothies vs. Juicing: What is the difference exactly between smoothies vs. juicing? They 
both contain fruit and in many cases veggies.  When prepared on the spot, both juices and 
smoothies are made with real fruit and veggies (instead of purees, syrups, or powders). 
 
The difference between smoothies vs. juicing is in the production. Juices are pressed using a 
juicer, which means that the pulp of the fruits and veggies is separated from the juice. Juicing 
provides a very nutrient-dense beverage in a smaller amount of liquid. Juicing usually means no 
“pieces” or “chunks” in your drink, but that also means no fiber. 

Studies have shown that blending fruit in smoothies leaves you with more antioxidants than 
when you juice the same ingredients. That is because you find antioxidants (such as Vitamin C, 
Vitamin E, enzymes, and beta- carotene) primarily in the fibrous membranes of fruit. 

Smoothies will make you feel full sooner than juices will. Because of the pulp, skin, and fiber in 
fresh, natural smoothies, the volume of the drink is higher which makes you feel full. A juice, on 
the other hand, does not contain the same amount of pulp, which will not make you feel as 
satisfied. For those who need a low-fiber diet, however, juicing may be a better option. But, it is 
easy to over-consume with juices, which also means a higher intake of calories.  

Both beverages contain sugar and so both can raise your blood sugar levels. However, the effects 
are more dramatic and rapid with juices. 

Juicing can also be more expensive, as you have to use a greater volume of produce.  
  



Reading a Smoothie Label: Practice by reading these various smoothie labels.  Pay attention 
to sugars, calories, fat, protein, ingredients, serving sizes, etc.  
 

  
Item  McDonald’s®, McCafe  

Mango Pineapple 
Smoothie  

Price  $2.25  
Size  16 oz  

Calories  250  
Fat (g)  1  

Saturated Fat (g)  0  
Trans Fat (g)  0  

Carbohydrates (g)  57  
Sugar (g)  52  
Fiber (g)  1  

Protein (g)  3  
Sodium (mg)  45  
Vitamin A (%)  35  
Vitamin C (%)  25  
Calcium (%)  8  

Iron (%)  2  
Caffeine (mg)  0  

 



 
  

 
Item  Bolthouse® Farms,  

Green Goodness  

Cost per bottle  $3.12  

Bottle size  15.2 oz  

Serving Size  8 fl oz  

Cost per oz  $0.21  

Cost per serving  $1.64  

  
  

Nutrition information (per 
8 fluid oz serving)  

Calories  130  

Fat (g)  0  

Saturated Fat (g)  0  

Trans Fat (g)  0  

Carbohydrates (g)  30  

Sugar (g)  26  

Fiber (g)  1  

Protein (g)  2  

Sodium (mg)  20  

Caffeine (mg)  0  

  
 



Yoplait Frozen “Ready to Blend” Smoothie  
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JSV�XSHE] Ẃ�GSRWYQIV#���7YFWGVMTXMSR�WLSTTMRK�VIWIEVGL�LEW�MRHMGEXIH�XLEX�XLIVI�EVI�XLVII��QEMR�I\TPEREXMSRW�

&]�GYVEXMRK�TVSHYGXW�EGGSVHMRK�XS�XLI�TIVWSREP�

TVIJIVIRGIW�SJ�XLI�GSRWYQIV��XLI�GSRWYQIV Ẃ�
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IPMQMREXIW�XLI�FY]IV Ẃ�JIIPMRK�SJ�VIQSVWI�EJXIV�LEZMRK�XS�

GLSSWI�EQSRK�E�PEVKI�UYERXMX]�SJ�TVSHYGX�STXMSRW���&]�

SJJIVMRK�E�PMQMXIH�RYQFIV�SJ�[IPP�TVMGIH��UYEPMX]�MXIQW��

E�GSRWYQIV�GER�UYMGOP]�XEMPSV�XLIMV�WIPIGXMSR�XS�QIIX�

XLIMV�XEWXI�TVIJIVIRGIW�ERH�LEZI�MX�HIPMZIVIH�XS�XLIMV�

JVSRX�HSSV�MR�E�ZIV]��WLSVX�EQSYRX�SJ�XMQI�

MORE IS LESS

%PWS�ORS[R�EW�XLI�±XLVMPP�SJ�XLI�LYRX�²�

YRTVIHMGXEFMPMX]�VIJIVW�XS�XLI�VYWL�SJ�HSTEQMRI��E�

RIYVSXVERWQMXXIV�JSYRH�MR�XLI�FVEMR�XLEX�TPE]W�E�

VSPI�MR�TPIEWYVI��QSXMZEXMSR�ERH�PIEVRMRK�XLEX�[I�

KIX�[LIR�XLIVI�MW�FSXL�XLI�ERXMGMTEXMSR�SJ�E�VI[EVH�

ERH�[LIR�XLI�VI[EVH�MW�EGXYEPP]�VIGIMZIH�

UNPREDICTABILITY

'SRWYQIVW�HIQERH�E�KVIEX�IRH�XS�IRH�I\TIVMIRGI���

8LMW�MRGPYHIW�RSX�SRP]�XLI�MRXIVEGXMSR�FIX[IIR�XLI�

GSRWYQIV�ERH�VIXEMPIV�XLVSYKLSYX�XLI�I\TIVMIRGI��

FYX�XLI�±QSQIRX�SJ�XVYXL²����GSRWYQIV�TSMRX�SJ�

GSRXEGX�[MXL�XLI�TVSNIGX���8LI]�EVI�[MPPMRK�XS�WYF-

WGVMFI�SRP]�[LIR�XLI]�KIX�XERKMFPI�FIRI½XW��WYGL�EW�

PS[IV�GSWXW�SV�MRGVIEWIH�TIVWSREPM^EXMSR�

EXPERIENCE

page three



     FMREPP]��XLIVI�EVI�MQTSVXERX�XVMKKIVW�XLEX�QYWX�FI�I\TIVMIRGIH�F]�XLI�GSRWYQIV�MR�SVHIV�XS�MRWXMKEXI�

ERH�GSRXMRYI�E�WYFWGVMTXMSR�WLSTTMRK�I\TIVMIRGI�

��*MRERGMEP�MRGIRXMZI�

  is the trigger to 

��MRWXMKEXI�E�

  subscription

��'SRZIRMIRGI�MW�

��XLI�QSWX�

��MQTSVXERX�

��GSRWMHIVEXMSR�XS�

  continue the 

  subscription 

��I\TIVMIRGI

REPLENISHMENT CURATION ACCESS

��±-�XLSYKLX�-�[SYPH�

��XV]�WSQIXLMRK�

��RI[²�MW�XLI�XVMKKIV

��XS�MRWXMKEXI�E�

  subscription

• A good 

��TIVWSREPM^IH�

��I\TIVMIRGI�MW�XLI

��QSWX�MQTSVXERX�

��VIEWSR�JSV�

  continuing to 

��WYFWGVMFI��

��EGGSVHMRK�XS���	�

��SJ�XLSWI�WYVZI]IH

��6IGSQQIRHEXMSRW�

���[SVH�SJ�QSYXL�MW�

  the trigger to 

��MRWXMKEXI�E�

  subscription

• A good 

��TIVWSREPM^IH�

��I\TIVMIRGI�MW�XLI

��QSWX�MQTSVXERX�

��VIEWSR�JSV�

  continuing to 

��WYFWGVMFI��

��EGGSVHMRK�XS���	�

��SJ�XLSWI�WYVZI]IH

     C��LYVR�MW�XLI�GERGIPPEXMSR�SJ�WIVZMGIW�XLEX�HS�RSX�HIPMZIV�E�WYTIVMSV�I\TIVMIRGI��MRGPYHMRK�KIXXMRK�ZEPYI�

JSV�XLI�QSRI]�WTIRX����'SRWYQIVW�EVI�QYGL�QSVI�PMOIP]�XS�GERGIP�[LIR�XLI]�GER´X�GYWXSQM^I�SVHIV�ZSPYQIW�XS�

QEXGL�XLIMV�EGXYEP�VIUYMVIQIRXW����2IEVP]���	�SJ�WYFWGVMFIVW�LEZI�GERGIPIH�E�WYFWGVMTXMSR����8LIWI�

GERGIPPEXMSRW�EVI�IUYEP�MR�EPP�EVIEW�SJ�WYFWGVMTXMSR�WLSTTMRK����VITPIRMWLQIRX��GYVEXMSR�ERH�EGGIWW���1SVI�XLER�

SRI�XLMVH�SJ�GSRWYQIVW�GERGIPIH�E�WYFWGVMTXMSR�MR�PIWW�XLER�XLVII�QSRXLW�SJ�WYFWGVMFMRK���3ZIV�LEPJ�

GERGIPIH�[MXLMR�WM\�QSRXLW�SJ�XLIMV�MRMXMEP�WYFWGVMTXMSR����1IEP�OMX�GEXIKSVMIW�WIIQ�XS�LEZI�XLI�LMKLIWX�GLYVR�

VEXIW����3ZIV���	�SJ�GSRWYQIVW�GERGIP�XLIWI�WYFWGVMTXMSRW�[MXLMR�XLI�½VWX�WM\�QSRXLW����6ITPIRMWLQIRX�

WIVZMGIW�LEZI�XLI�LMKLIWX�PSRK�XIVQ�WYFWGVMTXMSR�VEXIW�[MXL���	�LEZMRK�WYFWGVMFIH�JSV�EX�PIEWX�SRI�]IEV����8LMW�MW�

SRI�SJ�XLI�GLEPPIRKIW�JEGMRK�WYFWGVMTXMSR�WLSTTMRK�WIVZMGIW�EW�XLIVI�MW�E�LMKL�GSWX�XS�VITPEGMRK�PSWX�WYFWGVMFIVW�

     IRXIVIWX�MR�WYFWGVMTXMSR�WLSTTMRK�GSRXMRYIW�XS�KVS[���8LIVI�EVI�E�XLVII��WMKRM½GERX�XVIRHW�XLEX�GER�FI�
EXXVMFYXIH�[MXL�XLI�GVIEXMSR�SJ�WYFWGVMTXMSR�WLSTTMRK�

� ��-RGVIEWI�MR�TSTYPEVMX]�SJ�I�GSQQIVGI

� ��6MWI�MR�YWI�SJ�WSGMEP�QIHME

� ��+VS[XL�SJ�GSRWYQIV�GSQJSVX�[MXL�TE]MRK�JSV�ZEPYI�SZIV�XMQI�� page four



     C��LYVR�VEXIW�EVI�NYWX�SRI�SJ�XLI�XVIRHW�XLEX�VIXEMPIVW�[MPP�LEZI�XS�XEGOPI�MR�XLI�GSQMRK�]IEVW���8LIVI�

EVI�EPWS�E�RYQFIV�SJ�SXLIV�XVIRHW�XLEX�GSRWYQIVW�[MPP�WII�MR�VIKEVH�XS�WYFWGVMTXMSR�WLSTTMRK���8LIWI�EVI�EW�

JSPPS[W�

� ���*SGYW�SR�MRGVIEWMRK�XLI�UYEPMX]�SJ�XLI�IRH�XS�IRH�I\TIVMIRGIW

� ���-RGVIEWI�MR�XLI�RYQFIV�SJ�QIR�WYFWGVMFMRK

� ���)\TERWMSR�SJ�XLI�[SVPH[MHI�QEVOIX

� ���)QTLEWMW�SJ�UYEPMX]�SZIV�UYERXMX]

� ���'SRXMRYEXMSR�SJ�TSTYPEVMX]�SJ�RMGLI�TVSHYGXW

� ���(SQMREXMSR�SJ�[SVH�SJ�QSYXL�QEVOIXMRK�ERH�SRPMRI�VIZMI[W�MR�XVMKKIVMRK�RI[�GSRWYQIVW

� ���)\TPSVEXMSR�MRXS�WYFWGVMTXMSR�WLSTTMRK�WIVZMGIW�F]�QSVI�XVEHMXMSREP�VIXEMPIVW

� ���)\XIRH�YWI�SJ�EVXM½GMEP�MRXIPPMKIRGI�XS�QEXGL�XLI�TVSHYGX�XS�GYWXSQIV Ẃ�HIWMVI

� ���7XVYKKPI�GSRXMRYIW�[MXL�GLYVR�IJJIGX

RESOURCES: (retrieved January 21, 22 and 23, 2020)

�������LXXTW���[[[�QGOMRWI]�GSQ�MRHYWXVMIW�XIGLRSPSK]�QIHME�ERH�XIPIGSQQYRMGEXMSRW�SYV�MRWMKLXW�

�������XLMROMRK�MRWMHI�XLI�WYFWGVMTXMSR�FS\�RI[�VIWIEVGL�SR�IGSQQIVGI�GSRWYQIVW

�������LXXTW���[[[�JSVFIW�GSQ�WMXIW�KVIKTIXVS������������[L]�WYFWGVMTXMSR�FS\IW�EVI�LIVI�XS�

�������WXE]����J��E�������

�������LXXTW���GPYXGL�GS�PSKMWXMGW�VIWSYVGIW�WYFWGVMTXMSR�FS\�WIVZMGI�WXEXMWXMGW�LXXTW���TMXGLFSSO�GSQ�

�������RI[W�EVXMGPIW�XLI�WGMIRGI�ERH�HEXE�FILMRH�XLI�WYFWGVMTXMSR�FS\�GVE^I

�������7XMXGL�*M\�� � ��+[]RRMI�&II� �����8LVIEH�9T�� � ��3[P�'EVX

�������(ME�GSQ� � � ��-R½RMXIP]�0SJX�� �����8VYRO�'PYF

�������6IRX�XLI�6YR[E]�� ��8S]�0MFVEV]� � �����&SSO�SJ�XLI�1SRXL

TEKI�½ZI



Clothing Subscriptions and 
Rental Boxes

LO

FVSQ�+[]RRMI�&II®�ERH�7XMXGL�*M\®�XS�8LVIEH�9T®�ERH�8VYRO�'PYF®��XLIVI�EVI�QER]�

HMJJIVIRX�WYFWGVMTXMSR�FS\IW�MR�XLI�EVIE�SJ�GPSXLMRK���8LIVI�EVI�FS\IW�HIWMKRIH�JSV�FSXL�QIR�

ERH�[SQIR���7SQI�SJ�XLI�FS\IW�EVI�±XV]�FIJSVI�]SY�FY]²�ERH�SXLIVW�EVI�VIRXEPW���7SQI

GEVV]�SRP]�TPYW�WM^I��TIXMXI��XEPP�SV�QEXIVRMX]�GPSXLMRK���7SQI�EVI�REQI�FVERH�GPSXLMRK��

I\GPYWMZIW��LMKL�IRH�ERH�IZIR�WIGSRH�LERH���7SQI�EVI�JSV�E�WTIGM½G�X]TI�SJ�GPSXLMRK�

SV�EGGIWWSV]��WYGL�EW�EXLPIXMG�[IEV��FVEW�ERH�PMRKIVMI��WLSIW��WSGOW��HIWMKRIV�

NI[IPV]��PIKKMRKW�SV�LERHFEKW��6IKEVHPIWW��XLIVI�EVI�WIZIVEP�XLMRKW�XLEX�SRI�

RIIHW�XS�GSRWMHIV�FIJSVI�WYFWGVMFMRK�

MEMBERSHIP

�����-W�QIQFIVWLMT�JII�QSRXLP]�WYFWGVMTXMSR�VIUYMVIH#

�����-W�E�WX]PI�TVS½PI�SJJIVIH�IRGSYVEKIH#

�����-W�E�QIQFIVW�SRP]�HMWGSYRX�SR�TYVGLEWIH�GPSXLMRK�SJJIVIH#

�����%VI�XLIVI�HMJJIVIRX�X]TIW�SJ�QIQFIVWLMT�TPERW#

�����'ER�]SY�FY]�WMRKPI�MXIQW#

BILLING

�����;LEX�HSIW�MX�GSWX#��-W�MX�MR�Q]�FYHKIX#

�����-W�XLIVI�E�WX]PMRK�JII#

�����-J�-�TYVGLEWI�WSQIXLMRK�JVSQ�Q]�WYFWGVMTXMSR�FS\��MW�XLI�

�����WX]PMRK�JII�ETTPMIH�XS�XLMW�TYVGLEWI#

�����-J�-�HSR´X�PMOI�ER]XLMRK�JVSQ�XLI�WYFWGVMTXMSR�FS\��MW�XLI�WX]PMRK�JII�[EMZIH�SV�VSPPIH�SZIV#

�����;LEX�MW�XLI�GERGIPPEXMSR�TSPMG]#

�����(S�]SY�VIGIMZI�E�HMWGSYRX�MJ�]SY�TYVGLEWI�IZIV]XLMRK�MR�]SYV�FS\#

�����;LEX�MW�XLI�TVMGI�VERKI�SJ�XLI�GPSXLMRK#

�����,S[�ERH�[LIR�MW�Q]�GVIHMX�GEVH�GLEVKIH#

�����-W�VIRXEP�MRWYVERGI�MRGPYHIH�MR�XLI�IZIRX�XLEX�XLI�GPSXLMRK�KIXW�HEQEKIH�SV�LIEZMP]�WSMPIH#

SHIPPING AND RETURNS

�����;LEX�MW�XLI�GSWX�SJ�WLMTTMRK�ERH�VIXYVRW#

�����;LEX�EVI�XLI�WLMTQIRX�HEXIW#���'ER�-�WIPIGX�EPXIVREXMZIW��MJ�ERH�[LIR�-�RIIH�XS#

�����-W�XLIVI�E�GSWX�JSV�WLMTTMRK�ER�I\GLERKI#

�����;LEX�MW�XLI�VIXYVR�TSPMG]# page six



SHIPPING AND RETURNS continued

�����,S[�QER]�HE]W�XS�HIGMHI�MJ�ER�MXIQ�MW�KSMRK�XS�FI�OITX�SV�VIXYVRIH#

�����'ER�XLI�VIXYVR�HEXI�FI�GLERKIH#

�����'ER�XLMW�WYFWGVMTXMSR�FI�WIX�YT�JSV�EYXSQEXMG�HIPMZIVMIW#

GENERAL

�����'ER�]SY�VIUYIWX�WTIGM½G�TMIGIW#

�����;LEX�MW�]SYV�GYWXSQIV�WIVZMGI�TSPMG]#

�����'ER�]SY�EHH�I\XVEW�XS�]SYV�SVHIV#

�����,S[�HS�-�QEOI�E�VIJIVVEP�XS�E�JVMIRH#

�����-W�XLIVI�ER�MRGIRXMZI�JSV�VIJIVVMRK�RI[�GPMIRXW#

�����;LEX�MW�XLI�TVSGIHYVI�JSV�KMZMRK�JIIHFEGO�XS�XLI�TIVWSREP�WX]PMWX#

�����'ER�]SY�VIUYIWX�XS�OIIT�XLI�WEQI�WX]PMWX�SV�GLERKI�XLI�WX]PMWX#

R�IRXEP�WYFWGVMTXMSRW�LEZI�WSQI�WMQMPEVMXMIW��EW�[IPP�EW�WSQI�QENSV�HMJJIVIRGIW��XLER�E�WYFWGVMTXMSR�FS\���

;MXL�VIRXEP�WYFWGVMTXMSRW��GYWXSQIVW�WIPIGX�[LMGL�EVXMGPIW�SJ�GPSXLMRK�XLEX�XLI]�[ERX�XS�VIRX����6IRXEP�WIVZMGIW�

I\TERH�FI]SRH�GPSXLMRK�XS�MRGPYHI�SXLIV�TVSNIGXW�WYGL�EW�XS]W��8S]�0MFVEV]�ERH�FSSOW��&SSO�SJ�XLI�1SRXL�

ERH�3[P�'EVX��JSV�I\EQTPI���;MXL�SXLIV�GPSXLMRK�WYFWGVMTXMSR�WIVZMGIW��E�TIVWSREP�WX]PMWX�WIPIGXW�XLI�EVXMGPIW�

SJ�GPSXLMRK�FEWIH�SR�]SYV�QIQFIVWLMT�TPER�ERH�MRJSVQEXMSR�MR�]SYV�WX]PI�TVS½PI���0MOI�SXLIV�WIVZMGIW��VIRXEP�

WYFWGVMTXMSRW�EPPS[�]SY�XS�I\TIVMQIRX�[MXL�HMJJIVIRX�WX]PIW�ERH�XV]�SR�MXIQW�MR�XLI�GSQJSVX�SJ�]SYV�S[R�LSQI���

1SWX�[MPP�SJJIV�E�ZEVMIX]�SJ�WM^IW��MRGPYHMRK�TPYW��TIXMXI��XEPP�ERH�QEXIVRMX]���%PP�KMZI�]SY�XLI�STXMSR�XS�TYVGLEWI�

XLSWI�VIRXEP�MXIQW�XLEX�]SY�PSZI����QSWX�EX�E�HMWGSYRXIH�TVMGI���;LIR�YWMRK�E�VIRXEP�WYFWGVMTXMSR��SRI�WLSYPH�

GSRWMHIV�XLI�UYIWXMSRW�EFSZI�VIKEVHMRK�QIQFIVWLMT��FMPPMRK��WLMTTMRK�ERH�VIXYVRW�ERH�SXLIV�KIRIVEP�MRJSVQEXMSR���

8LI�JSPPS[MRK�WLSYPH�EPWS�FI�XEOIR�MRXS�GSRWMHIVEXMSR�[LIR�HIGMHMRK�MJ�VIRXEP�WYFWGVMTXMSRW�EVI�XLI�FIWX�STXMSR�

�����;LIR�HSIW�XLI�VIRXEP�MXIQ�LEZI�XS�FI�VIXYVRIH#

�����'ER�-�VIRX�XLI�WEQI�MXIQ�EKEMR#

�����(S�MXIQW�LEZI�XS�FI�±FSSOIH²�MR�EHZERGI#���-J�WS��LS[�JEV�MR�EHZERGI#

�����-J�]SY�VIUYMVIH�XS�FYMPH�E�±ZMVXYEP�GPSWIX²��LS[�QER]�MXIQW�QYWX�-�WIPIGX#

�����'ER�TVMSVMX]�FI�KMZIR�XS�WTIGM½G�GPSXLMRK�MXIQW#

�����-J�-�VIEPP]�PMOI�ER�MXIQ��QE]�-�TYVGLEWI�MX#���-J�WS��MW�XLIVI�E�HMWGSYRX#

�����%VI�FEGOYT�WM^IW�WIRX�XS�IRWYVI�E�TIVJIGX�½X#���-J�RSX��LS[�QE]�WM^I�I\GLERKIW�GER�-�QEOI#

�����,S[�EVI�XLI�KEVQIRXW�GPIERIH�FIX[IIR�[IEVMRKW#

�����%Q�-�VIWTSRWMFPI�JSV�GPIERMRK�E�KEVQIRX�FIJSVI�-�WIRH�MX�FEGO#

TEKI�WIZIR
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Meal Kit Delivery Subscriptions

FVSQ�MRRSZEXMZI�WXEVX�YT�GSRGITX�XS�FMPPMSR�HSPPEV�MRHYWXV]��QIEP�OMX�

HIPMZIV]�WYFWGVMTXMSR�WIVZMGIW�EVI�ER�MRGVIEWMRKP]�TSTYPEV�STXMSR�JSV�XLSWI�

PSSOMRK�XS�VIHYGI�XLI�WXVIWW�SJ�LSQI�QIEP�TVITEVEXMSR����*MVWX�MRXVSHYGIH�XS�XLI�

9�7��MR�������XLIVI�EVI�RS[�QSVI�XLER�����QIEP�OMX�HIPMZIV]�WYFWGVMTXMSRW�JSV�

%QIVMGER�GSRWYQIVW�XS�GLSSWI�JVSQ�

WHAT IS A MEAL-KIT DELIVERY SUBSCRIPTION?

%�QIEP�OMX�HIPMZIV]�WYFWGVMTXMSR�MW�E�JVIWL�JSSH�WYFWGVMTXMSR�

WIVZMGI����8LI�GSQTER]�WIRHW�GYWXSQIVW�TVI�TSVXMSRIH�ERH�

WSQIXMQIW�TEVXMEPP]�TVITEVIH�JSSH�MRKVIHMIRXW�ERH�VIGMTIW�

XS�TVITEVI�LSQI�GSSOIH�QIEPW��8LI�GSRWYQIV�TPEGIW�ER�

SVHIV�ERH�XLI�TVI�QIEWYVIH�MRKVIHMIRX�QIEP�OMXW�EVI�HIPMZIVIH�

HMVIGXP]�XS�XLIMV�HSSV��

�����7EZIW�XMQI�MR�QIEP�TPERRMRK�ERH�

�����WLSTTMRK�JSV�JSSH

�����7MQTPI�VIGMTIW�ERH�GPIEV�JSSH�

�����TVITEVEXMSR�MRWXVYGXMSRW

�����1SVI�IGSRSQMGEP�XLER�HMRMRK�SYX�

�����SV�JSSH�HIPMZIV]

�����7EZIW�XMQI�MR�JSSH�TVITEVEXMSR�

�����+SSH�JSSH�UYEPMX]�ERH�XEWXI�[MXL�

�����ZEV]MRK�QIRYW

�����,IPTW�]SY�EHLIVI�XS�E�LIEPXL]�HMIX�

�����[MXL�LIEPXL]�VIGMTIW

�����,SQI�GSSOIH�QIEPW�EVI�YWYEPP]�

�����PS[IV�MR�JEX��GLSPIWXIVSP��WSHMYQ�ERH�

�����GEPSVMIW

     

�����(MIX�TVIJIVIRGIW��1ER]�WIVZMGIW�

�����SJJIV�GLSMGIW�WYGL�EW�GLMPHVIR Ẃ�

�����QIEPW��ZIKIXEVMER��TEPIS���PS[�GEVF��

�����ERH�ZIKER�ERH�SXLIVW�SJJIV�SVKERMG�

�����ERH�RSR�+13�JSSH�WSYVGIW

�����-RI\TIVMIRGIH�GLIJW�ERH�OMXGLIR�

�����RI[FMIW�[LS�[ERX�XS�GSSO�JSV�

�����XLIQWIPZIW�GER�PIEVR�FEWMG��ERH�

�����IZIR�RSX�WS�FEWMG�GYPMREV]�WOMPPW�

�����'ER�MRXVSHYGI�]SY�ERH�]SYV�JEQMP]�

�����XS�RI[�JSSHW��RI[�GYMWMRIW�ERH�

�����I\GMXMRK�QIRY�TSWWMFMPMXMIW



-W�RYXVMXMSR�MRJSVQEXMSR�VIEHMP]�EZEMPEFPI�ERH�IEW]�XS�PSGEXI#�

%VI�XLI�TSVXMSR�WM^IW�EHIUYEXI#���(SIW�XLI�WIVZMGI�SJJIV�

VIGMTIW�JSV�XLSWI�[MXL�HMIXEV]�VIWXVMGXMSRW�SV�TVIJIVIRGIW#�

NUTRITION

'ER�]SY�GLSSWI�XS�WOMT�E�[IIO�SV�TEYWI�]SYV�WYFWGVMTXMSR�

IEWMP]#���'ER�XLMW�FI�HSRI�ZME�[IFWMXI�SV�ETT�SV�HS�]SY�LEZI�

XS�GEPP�SV�IQEMP#���'ER�]SY�GERGIP�EX�ER]�XMQI#���;LEX�EVI�XLI�

WIVZMGI Ẃ�XIVQW#�

FLEXIBILITY

,S[�QYGL�MW�XLI�WLMTTMRK�JII#�1SWX�WIVZMGIW�GLEVKI�WLMTTMRK�

FYX�WSQI�MRGPYHI�MX�[MXL�E�GIVXEMR�TYVGLEWI�EQSYRX��
SHIPPING

1IEP�OMXW�GER�ZEV]�MR�GSWX�JVSQ�EVSYRH���������WIVZMRK�XS�

������������������WIVZMRK���7EPIW��FYPO�HMWGSYRXW��ERH�

MRXVSHYGXSV]�SJJIVW�GER�PS[IV�XLI�GSWX��

PRICE PER
MEAL

,S[�QER]�QIEPW�HS�]SY�LEZI�XS�SVHIV�ERH�LS[�SJXIR�¯�

[IIOP]�SV�QSRXLP]#�6IUYMVIQIRXW�GER�VERKI�JVSQ���QIEPW���

��TPEXIW�XS����QIEPW�TIV�[IIO�SV�E�GIVXEMR�RYQFIV�SJ�QIEPW�

IEGL�QSRXL�

SUBSCRIPTION
REQUIREMENTS

page nine

CHOOSING THE BEST OPTION

;LIR�GLSSWMRK�XLI�FIWX�QIEP�OMX�HIPMZIV]�WYFWGVMTXMSR�WIVZMGI��XLIVI�EVI�WIZIVEP�XLMRKW�XS�GSRWMHIV�FIJSVI�

QEOMRK�XLI�½REP�HIGMWMSR�

-W�SRPMRI�IRVSPPQIRX�UYMGO�ERH�IEW]#��

-W�XLI�[IFWMXI�IEW]�XS�REZMKEXI#�
EASE OF

ENROLLMENT

;LEX�OMRH�SJ�QIEP�TPERW�EVI�SJJIVIH#���TIVWSR��JEQMP]��ZIKKMI��

HMEFIXIW�JVMIRHP]��IXG�#
MEAL 

PLANS



&]�OIITMRK�XLIWI�XLMRKW�MR�QMRH��]SY�GER�WIPIGX�E�QIEP�OMX�HIPMZIV]�WYFWGVMTXMSR�XLEX�QIIXW�EPP�]SYV�RIIHW�[LMPI�

TVSZMHMRK�KVIEX�ZEPYI�JSV�XLI�QSRI]��

-W�MX�IEW]�XS�GSRXEGX�GYWXSQIV�WIVZMGI#�

-W�XLIVI�E�*%5�WIGXMSR#�

(SIW�XLI�QIEP�OMX�WYFWGVMTXMSR�LEZI�KSSH�GYWXSQIV�VEXMRKW#

CUSTOMER
SERVICE

,S[�QER]�QIEP�GLSMGIW�EVI�SJJIVIH�IEGL�[IIO�JSV�]SY�XS�

WIPIGX�JVSQ#���-W�XLIVI�E�[MHI�VERKI�SJ�QIEPW�[MXLMR�XLI�

ZEV]MRK�QIEP�TPERW#

MENU
SELECTION

,S[�[IPP�HSIW�XLI�GSQTER]�TEGO�XLIMV�FS\IW��ERH�LS[�

QYGL�SJ�XLI�TEGOEKMRK�MW�VIG]GPEFPI#�-W�XLI�FS\�[IPP�TEGOIH�

[MXL�IRSYKL�MRWYPEXMSR�ERH�GSSPMRK�TEGOW°ERH�RS�VSSQ�

JSV�XLI�QIEPW�MRKVIHMIRXW�XS�WLMJX�EVSYRH#��

PACKAGING

page ten

RESOURCES: (retrieved February 16, 2020)

�������LXXTW���JSSHFS\LU�GSQ�FPSK�LMWXSV]�JYXYVI�SJ�QIEP�OMXW�

�������LXXTW���[[[�ZIV][IPP½X�GSQ�GSQTPIXI�KYMHI�XS�QIEP�OMX�HIPMZIV]�WIVZMGIW��������

�������LXXTW���[[[�QSRI]YRHIV���GSQ�QIEP�HIPMZIV]�GSQTEVMWSR

�������LXXTW���[[[�TGQEK�GSQ�GEXIKSVMIW�QIEP�OMXW

�������LXXTW���[[[�GRIX�GSQ�RI[W�XLI�FIWX�QIEP�OMX�HIPMZIV]�WIVZMGIW�MR������FPYI�ETVSR�LSQI�

�������GLIJ�LIPPSJVIWL�

�������LXXTW���XLI[MVIGYXXIV�GSQ�VIZMI[W�FIWX�QIEP�OMX�HIPMZIV]�WIVZMGIW�

0SVM�+EPPMQSVI��)H�(�� � 'LIV]P�:EVREHSI
)\XIRWMSR�7TIGMEPMWX� � 0MJI�7QEVXW�3YXVIEGL�'SSVHMREXSV
��,�=SYXL�(IZIPSTQIRX� 9RMZIVWMX]�SJ�+ISVKME
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Toothpaste 
  



You can keep all of your teeth healthy and looking good by brushing and flossing 
and by having regular professional checkups! You should brush your teeth with a 
soft toothbrush and pick toothpaste that meets your needs.  

But which toothpaste should you buy? There are more than 110 toothpastes on the 
market today! Toothpaste companies try their hardest to sell their brand promising 
whiter teeth, less sensitive teeth or plaque free teeth! How do you choose? 

You should choose a toothpaste to meet the needs of your teeth. Here we will 
discuss some of the basic things toothpaste can do for us: cleaning vs. plaque 
fighting, giving us fluoride vs. fighting gingivitis and tartar and if cost should be a 
determining factor. 

Cleaning 
Toothpaste’s cleaning ability depends on how good it is at removing surface stains 
resulting from different food and drinks.  Your teeth are cleaned by the abrasive 
ingredients in the toothpaste rubbing against your teeth.  One abrasive that can be 
found in toothpaste is baking soda.  Some toothpastes use between 50-60% while 
others use as little as 1%. You should be careful when choosing toothpaste that has a 
rough abrasiveness. Tooth enamel is the hardest substance in your body, but once 
any decay or cracks have formed, enamel will not heal on its own. Tooth enamel can 
usually take the harshness of a rough abrasive, but your dentin can be damaged by 
harsh abrasives. Dentin is the softer tissue below your gum line that’s exposed as 
your gums become damaged by improper brushing. 

Plaque 
Bacteria are always present in your mouth. When they are not removed by brushing 
and flossing, bacteria stick to your teeth and multiply into larger and larger colonies 
called plaque.  Plaque forms as a soft, sticky film on your teeth. Plaque even begins 
growing minutes after you brushed. This sticky plaque damages teeth in two ways. 
First, food particles, especially sugars, stick to it. The plaque uses that food to grow 
more bacteria and to produce acid. Second, the plaque holds the acid against the 
tooth surface. If it is not removed, the acid will eventually eat though the tooth 
enamel, causing a cavity. When you use toothpaste that attacks plaque, it actually 
fights the germs that cause cavities. 

What is fluoride? 
It is very important for you to brush with toothpaste that contains fluoride. Fluoride 
is the ingredient found in toothpaste that actually fights cavities (not the germs).  
When plaque acids start to dissolve tooth enamel and create the first trace of a 
cavity, fluoride can help minerals in your saliva reenter the tooth to repair the 
damage. 
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You should brush with fluoride toothpaste for 2 minutes at least twice a day using a 
soft bristled toothbrush.  (Most people only brush for a minute-at best!) It is very 
important to find toothpaste that releases its fluoride within the first minute of 
brushing. A lucky thing is that most of them do.  
So how do we know if toothpaste meets the criteria for quick release of fluoride? 
Read the label! Look for the ADA (American Dental Association) seal. Read it to see 
what properties it covers (plaque, tarter, etc.). 
 
Gingivitis 
When your gums begin to swell and the bones supporting your teeth get infected 
this results in tooth loss. This can happen if you don’t brush your teeth! The first 
sign of this disease is called Gingivitis. Gingivitis is marked by swollen, bleeding 
gums and bad breath. This stage is painless and, unfortunately, many people do not 
seek help from a dentist. As this disease worsens, the bones supporting the tooth 
and ligaments become affected and the teeth eventually fall out. Researchers 
recently found that stannous fluoride (an ingredient in some toothpaste) can reduce 
gingivitis by perhaps 10-20%. However, this chemical may leave a stain on your 
teeth that a dentist or hygienist must remove. 
 
Tackling Tartar 
Tartar is plaque that has combined with food particles and minerals in saliva to 
form a hard, yellowish mass only a dentist or hygienist can remove. If you keep 
plaque away by brushing thoroughly and flossing daily, you may form less tartar 
between cleanings. Some people do make tartar rapidly, either because of body 
chemistry or because they do not brush their teeth enough or they brush their teeth 
wrong. Tartar control toothpastes can help. They contain a chemical that slows the 
buildup of new tarter above the gum-line. Take note: No tartar control toothpaste 
can reduce tartar that’s already on your teeth or remove tartar that is below your 
gum line  - where tartar causes gum disease. 
 
Sensitive Teeth 
As gums recede and expose dentin, the newly uncovered section of tooth may be 
very sensitive to heat, cold or pressure. Some toothpastes on the market can now 
block the nerve endings causing the pain. Take note: toothpaste for sensitive teeth is 
generally appropriate for only a few weeks!  
 
Cost  
Toothpastes vary in price from 44 cents to $10.28 per month, based on the national 
price average for brushing twice daily. Price does not always correlate to 
performance! 
When weighing clams that toothpaste makes, take the ADA seal seriously! It’s a 
sign for consumers that says exactly what the toothpaste will do. If a toothpaste 
does not carry the ADA seal, the toothpaste may be making untrue promises or 
exaggerating. 
 



Types of Toothpaste 
There are many “specialty” toothpastes on the market that consumer can select 
from.  Each is designed to meet individual needs. These include:  

x Whitening Toothpaste -- Whitening toothpastes contain chemical or abrasive 
ingredients to help remove and/or prevent stains from forming on the teeth. 
When used regularly, whitening toothpastes can reduce the appearance of 
stains and make your teeth look whiter.  

x Antimicrobial -- Antimicrobial toothpastes may contain stannous fluoride, an 
antibacterial agent that also provides anti-cavity and sensitivity benefits. 

x Tartar Control Toothpaste -- Tartar-control toothpastes may contain sodium 
pyrophosphate which helps to keep tartar from forming on teeth or better 
yet, sodium hexametaphosphate, which helps prevent tartar and stain, above 
the gum line. But if you already have stubborn tartar, tartar control 
toothpaste won’t remove it.  You’ll need a professional cleaning from your 
dental hygienist. It's beneficial to start using tartar-control toothpaste after a 
dental checkup. 

x Desensitizing Toothpaste -- Tooth sensitivity often results from weakened 
enamel or the exposure of roots due to receding gums. Desensitizing 
toothpastes work by creating a barrier and blocking irritants from reaching 
the nerves. Avoid whitening toothpaste if you have sensitive teeth as the 
chemical they contain may cause irritation or worsening of your symptoms.  

x Fluoride Toothpaste -- Fluoride is important to your dental health and can be 
added to any type of toothpaste. Not only does fluoride strengthen teeth 
against dental cavities but it remineralizes teeth worn by acid and fights 
sensitivity. Fluoride toothpaste is an excellent choice for those who need a 
little extra help protecting themselves from cavities -- especially children and 
seniors. Fluoride toothpastes are also recommended for those without the 
benefit of community water fluoridation. 

x Gum Health Toothpaste -- Dental plaque found under the gum line can lead to 
gum disease. Although gum health toothpastes are not a professional gum 
disease treatment, they can control dental plaque and help prevent the 
possibility of gum disease in the future. 

x Fresh Breath Toothpaste -- Like many mouthwashes, fresh breath toothpastes 
are designed to mask bad breath but do not actually treat halitosis. 

x Natural Toothpaste -- For those who are uncomfortable brushing with 
chemicals, natural toothpastes may be an option. These contain all-natural 
ingredients but have varied results. Some natural toothpastes may not 
contain fluoride, so you should check the label before buying the product. 

x Children's Toothpaste -- These toothpastes have been developed to meet the 
special needs of children. As children are extremely susceptible to dental 
cavities, their toothpastes often contain fluoride. Younger children should 
only use a small amount of toothpaste to avoid ingestion and prevent dental 
fluorosis and should be always supervised during brushing. Many children’s 
toothpastes are especially high in sugar, so be sure to keep an eye on their 
labels. 



x Baking Soda Toothpaste -- Baking soda has traditional significance because it 
was once used to clean teeth. Although baking soda has no therapeutic value, 
some prefer it because they enjoy the fresh feeling they get after brushing 
with it. 

x Gels -- Some gels contain mouthwash which may be why some prefer the 
consistency or taste of a gel over a toothpaste. While gels may make your 
mouth feel fresher, there's no proof that they clean teeth better than 
toothpastes. Also, many gels do not contain fluoride. 

x Tooth Powders -- Dry powders are also available to clean your teeth but they 
are often more abrasive than toothpaste. 

x Organic - Organic toothpaste is derived from the use of all natural 
ingredients such as mint and other similar herbs that are also natural breath 
fresheners. They are not formulated to be like a form of “soap” for your teeth 
like regular toothpaste is. Organic toothpaste contains all of the needed 
elements without the potentially harmful chemicals. Organic toothpaste can 
be a wise and healthier choice for those who would like to minimize the 
amount of chemicals they use for oral health.  The all -natural solutions in 
organic toothpaste contain natural antibacterial ingredients such as 
spearmint and peppermint oils. These help to eliminate bacteria and keep 
your mouth healthy. 

 
Overall Recommendations of What to Look for When Buying Toothpaste: 
 

• ADA Accepted.  When selecting a toothpaste, usually you would look for a 
product that is ADA accepted. This means that the product has been tested 
clinically and it is a safe as well as efficient toothpaste or dental product.  

• Fluoride.  The ADA advises everyone to use fluoride toothpaste. Fluoride in 
toothpaste helps to fight off cavities in your teeth. For the best protection, 
find a toothpaste with at least 1,000 parts per million fluoride 

• Pick a product that cleans well. Most people, who do not have special requests 
of their toothpaste, can choose toothpaste that fits in their price range and 
personal preference.  

• Plaque or tarter control. For plaque removal, the best bet is to brush 
correctly. Plaque and tater control toothpaste can help people who have 
problems with plaque built that is excessive.  

• Sensitive teeth. Less abrasive toothpaste might be a better choice for those 
people who have tooth or gum erosion or sensitive teeth. Potassium nitrate, 
is very effective ingredient for sensitive teeth. Potassium nitrate should be 
listed in the ingredients of good sensitive toothpaste.  

http://www.globalhealingcenter.com/miscellaneous-health-and-wellness/organic-toothpaste-and-mouthwash
http://www.globalhealingcenter.com/miscellaneous-health-and-wellness/organic-toothpaste-and-mouthwash


• Whitening: Containing polishing or chemical agents that remove surface 
stains, this toothpaste is able to help maintain the natural color of your teeth. 

• Taste. Some consumer may like bold, fresh-flavored toothpaste, but others 
may not. Remember that the flavor of the toothpaste has an effect on how 
much we brush. Avoid heavily sweetened toothpaste.   

• Organic.  Look for one without fluoride, sodium laurel sulfate or saccharin.  

Choosing toothpaste can be a daunting task. There are so many brands and types of 
toothpaste on the market, and so many advertising claims, that it can be difficult to 
work your way through the confusion. Understanding the facts behind the hype can 
make your decision on which toothpaste to choose a bit easier to make. Read the 
label before purchasing your toothpaste. Look for any unfamiliar ingredients while 
ensuring that the ingredients that you want are present.  Then, choose a toothpaste 
that best meets your individual needs.  
 

 
Sources: 
Consumer Reports 
American Dental Association 
 
Prepared by:  Cheryl Varnadoe, Georgia 4-H Faculty, February, 2018 
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WHAT IS WEARABLE TECHNOLOGY?

Wearable technology describes any 
electronic device that consumers can wear on
their body. “Wearables” have currently grown
to include items ranging from pedometers to
watches to headphones.
 
Wearables can meet a variety of needs for
consumers: fitness trackers, fashionable
accessories, communication devices, sources
for additional news and social media, hands-
free connectivity, and increasing accessibility
for individuals.

Wearable gear, in the form of watches, pendants, clip-on devices, headwear, and
more, integrates the form and function of multiple devices. Most of these work
in a similar manner. Multiple sensors capture changes in position, temperature,
etc. and translate them into data. Then, microprocessors extract, transform, and
load data to a transmittable format. Finally, transmitters wirelessly send data to
cloud storage for further processing and reporting.

HOW DOES WEARABLE TECHNOLOGY WORK?
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Pedometers are some of the original technology in this
industry. While their main feature is only to track
movements and steps, pedometers have historically been
the most widely available and mass-produced type of
wearable technology. Fitness tracking wristbands are a more
modern and complex device that built upon the success of
pedometers.  They measure and record data related to the
wearer's physical state and performance, such as heart rate,
speed and distance traveled, sleep patterns, and more.

WHAT ARE EXAMPLES OF 
WEARABLE TECHNOLOGY?

Smart watches primarily tell time while also
displaying information supplied by the wearer's
smartphone, such as email, SMS, call info, and media
controls. Some smart watches also make and receive
calls, take pictures, include games, allow for
contactless payments, and provide some of the
features of a fitness tracker. More advanced smart
watches pair with other wearables (like wireless
headphones) without even requiring the use of a
smartphone or other primary device.

PEDOMETERS

SMART WATCHES

Pedometers, fitness trackers, smart watches, wireless
headphones, and action cameras are all popular wearables. 
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WHAT ARE EXAMPLES OF 
WEARABLE TECHNOLOGY?
(CONTINUED)

Wireless headphones were already on the market
before the term “wearables” became popular;
however, they are still a large part of the wearables
industry, sometimes referred to as “hearables.”
Wearable headphones rely on Bluetooth technology
to connect to consumer’s devices and are commonly
available in two styles: in-ear (canalphones,
canalbuds, and earbuds) or over-the-ear.  Some
wireless headphones also include internal
microphones. The microphones allow consumers to
use the wearables to communicate with others. By
using wearable headphones with an internal
microphone, consumers can conveniently control
voice-activated devices and meet with others on
professional video conferences on compatible
devices.

Rugged action cameras can mount to a
helmet, chest harness, tripod, or sporting
equipment, and capture video under
conditions that most electronic devices
are not designed to handle. As
technologies continue to develop, some
of the features originally designed for
action cameras (water resistance, added
accessories to enhance the user
experience, etc.) are becoming standard
for other wearables and smart devices.
Action cameras can be used to record
video on family vacations, hikes with
friends, or underwater wildlife in their
natural environment.  

WIRELESS HEADPHONES

ACTION CAMERAS

3



A VARIETY OF APPS (& APPLICATIONS)

Driven by the healthcare industry, the corporate
sector, and consumer demand, the wide array and
number of applications ranging from health and
fitness monitoring to employee monitoring and
safety will increase very quickly. According to The
Wearable Life 2.0 report from
PricewaterhouseCoopers (PWC), health is
consumers’ number one motivator for purchasing
wearable technology. The next top two factors in
making the decision to buy wearables are
affordability and the perception that using the
devices will lead to increased productivity by the
wearer.

Fitness trackers gather in-depth information about wearers' physical activity that they
would not otherwise know, helping them monitor their progress towards or away from
their health, fitness, and athletic goals. Most fitness wearables sync with apps that help
users stick to healthier eating and sleeping habits as well. Wearables can also make it
easier for people with chronic diseases (like diabetes) to more accurately track their health
and maintain proper levels of medication.

HOW CAN WEARABLE TECHNOLOGY
IMPROVE YOUR HEALTH?
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WHAT ARE SOME IMPORTANT FEATURES TO
LOOK FOR IN AN ACTIVITY TRACKER?

A heart rate monitor, timer, GPS tracker, and
convenient connectivity features are some basic
essentials to consider. Although most fitness
trackers monitor steps taken, the advanced models
take speed and altitude into account.
Accelerometers are small motion sensors inside
wearables that detect the orientation of the device.
By analyzing motion and GPS information, the
device can assess if the user is sitting, standing, or
running. Additionally, the accelerometers can be
used to interact with apps and/or games. An
attractive interface and automatic charting of
performance data are both helpful. For example,
some trackers convert physical activity to calories
burned. A long-lasting battery is another advantage,
as is a waterproof design for use while swimming.

Make sure that any wearable device you wear already has a good track record. Keep
your own information protected by using strong passwords and changing them
regularly.  Ask the question, “Do I need another device (i.e.- a mobile phone) to make
my wearable device have full functionality?  Since the price of wearables can vary
depending on the type of device, consumers must be aware of what features they
most need in relation to the price for those features. The same goes for battery life.
Consumers must look for a wearable that has enough battery life to meet their needs.
They may consider: the type of charger needed, the length of time to a full charge, and
if the device is still useable with a minimal or empty charge.

WHAT CONSUMERS MUST DO
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Cyber security: The data transmitted via wearables must be properly secured; otherwise,
companies are at risk of class action lawsuits, costly fines, and injury to their reputation.
Consumers should make a point to review company privacy policies and stay educated
about how their data could be used.

Bodily injury risks: Malfunctioning devices can cause injuries, illnesses, and even death to
wearers or patients. Manufacturers of defective devices may even face product liability
lawsuits. 

Technology errors and omissions risks: Companies can be held liable for economic losses
from the failure of their devices to work as intended. Some wearable technology may
require continual software updates to work at optimal levels.

Consumers under eighteen (18) years old should use wearables under adult supervision. There
are three main categories of risks that wearable tech companies and consumers face:
    

 

 

WHAT ARE RISKS OF USING WEARABLES?

The future for wearables is very bright. The
potential to help people get and stay healthy
using wearables grows every year. 
 Consumers have only started to see the
power of wearables. Understanding the past
and current state of wearable technology will
help you navigate the future wearables
market and make informed decisions.

THE FUTURE FOR WEARABLES
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