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FAIRCHILD BOOKS AND VISUALS'
NEW EDITIONS OF OUR BEST SELLING TITLES
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Visual Merchandising and Display,
2nd Edition Martin Pegler. Three
new chapters, new 8-page color insert,
and the newest trends in visual
merchandising are some of the additions
to this exciting follow-up. $35.00,

312 pages. Instructor’s Manual available.

Evaluating Apparel Quality, 2nd Ed.
Stamper, Humphries-Sharp, Donnell

Refined and revised text with wider range

of photos, new technological advances, impact
of importers, and much more. $32.50,

340 pages. Instructor’s Manual available.
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Effective Marketing Management: Using
Merchandising and Financial

Strategies for Retail Success Metcalfe,
Miller, Perenchio, Weeks This workbook-
textbook guides the student through a
step-by-step development of a retail
marketing plan using a fictitious company
to simulate a realistic approach.

$27.50, est. 305 pages perforated.
Instructor’s Manual available.

Designing Apparel Through the Flat
f Pattern, 6th Ed. Kopp, Rolfo, Zelin
i Completely revised new edition of
I this best seller. More than 2,000
t illustrations, diagrams, and sketches
' from the most basic to most up-to-date.
i $40.00, 528 pages.

Who’s Who in Fashion, 2nd Edition
SUPPLEMENT  Anne Stegemeyer
The most current reference to the fashion
industry, this supplement highlights

40 of the hottest and most influential
designers today including Mizrahi,

and Dolce & Gabbana. Fully cross-
referenced with its parent book,

Who’s Who in Fashion, 2nd Edition.
$15.00, 75 pages

Ilow to Draft Basic Patterns, 4th Ed.
(with Designer’s Neckline Curve) Kopp,
Rolfo, Zelin. Substantially revised new

edition of this classic. New to this edition:
drafling instructions for slopers for princess-
line dresses, capes, caftans, and jumpsuits.
$30.00, 150 pages.

VISUAL PROGRAMS -- Fairchild offers the most complete line of visual programs to complement
many courses. The following new visual programs will be available in April, 1992.
Textiles: From Source to Consumer, 2nd Edition. Educational price: $600.00. Store Shrinkage:
Employee Pilferage and Customer Theft, 2nd Edition. Educational price: $200.00.
Special previews are available for all visual programs.

FOR MORE INFORMATION OR OUR COMPLETE 1991 CATALOG CALL 1-800-247-6622

Review copies are available for adoption consideration only. Requests must be in writing
and include number of students in class, decision date, and present text being used.
Mail to: Fairchild Books, Marketing Dept., 7 West 34th Street, New York, New York, 10001.
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Reader Forum

A distant reader comments. ..
December 6, 1991
Dear Editor:

This is an excellent opportunity to tell you how useful I
find the CHE Journal in my professional life. I reach BA
Home Economics, Consumer Studies students and use the
articles in the journal often.

Thank you and keep up the good work.

Yours sincerely,

Margaret Jepson

The Liverpool Polytechnic

School of Education and
Community Studies

Liverpool, England

Plain Language for Consumers
December, 1991
Dear Editors:

Being a consumer today means much more than just
shopping. Consumers make choices in such complex areas
as mortgages, investments, pensions, real estate purchases,
extended warranties, home renovations, credit terms, bank
accounts, electronic funds transfers, and telemarketing.
Once we make a choice, we need to understand our rights
and obligations as laid out in the contracts we sign. One of
the ways to keep the marketplace fair is to ensure that con-
sumer information is easy to understand. Alberta
Consumer and Corporate Affairs is working with business
and consumer groups to promote the use of plain language
in consumer contracts.

Who is working on plain language projects?

Last Fall, Alberta Consumer and Corporate Affairs
Minister Dennis Anderson released details of an Alberta
Government plain language program. The government-wide
plan will reduce the difficulties Albertans have when dealing
with government forms, correspondence, instructional and
informational literature, policy papers, legislation, and regu-
lations. Dennis Anderson stated that “This user-friendly
plain language program will benefit all Albertans”.

While there are plain language initiatives already under-
way in some departments, the Minister announced details
of the Cabinet approved program as well as a timetable for
overall implementation. “We expect to see results quickly”
says the Minister, “and ensure that understandable lan-
guage is used throughout government”.

A plain language booklet has been developed to intro-
duce the program. It will be sent to all departments and
agencies of the provincial government. Plain language
workshops will be offered to all those who communicate
with the public.
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This government initiative will not create another level of
bureaucracy. A small committee of deputy ministers will be
responsible for the coordination of this program. The
Deputy Minister of Consumer and Corporate Affairs will
chair this committee. The departments of the Attorney
General, Personnel Administration, and Public Affairs
Bureau will also participate on the committee.

Each year the Minister will report to Cabinet on plain lan-
guage initiatives. Part of the coordinating committee’s man-
date will be to assure there is a continuing commitment to
the program.

Earlier in 1990, Alberta’s Financial Consumers Act was
proclaimed into law. The Act was the first of its kind in the
Commonwealth to be written in plain language and to
require plain language contracts for financial transactions.
In March, 1991, Mr. Anderson challenged business and all
levels of government in Canada to follow Alberta’s lead to
plain language. Mr. Anderson believes this is not just a
provincial issue, but one that needs to be addressed right
across the country.

Alberta Consumer and Corporate Affairs (ACCA) has
set up an inventory of plain-language projects now under
way across the province, and acts as a clearing-house for
those wanting to share their experiences. It also worked
with the Alberta branch of the Consumers Association of
Canada to produce a plain language home renovation con-
tract. Together, the Alberta Real Estate Association and
ACCA are rewriting real estate documents in plain lan-
guage. The Edmonton Landlord and Tenant Board will be
working with Department staff to prepare a plain resi-
dents’ lease.

What is the consumer’s part?

If you would like information on writing in Plain
Language or if you have had problems with complex con-
sumer contracts, please contact Diane Macgregor in
Edmonton, at (403) 427-6941.

Sincerely,
Diane Macgregor
Alberta

CHEA Scholarship Fund

January, 1992

Dear Editor,

The membership of the Canadian Home Economics
Association have always been committed to encouraging
graduates in home economics to pursue further study. Two
very tangible examples of this are the Silver Jubilee Scholar-
ship and the Fiftieth Anniversary Scholarship. Both of these
are awarded to successful candidates who are graduates in
home economics, and who are undertaking graduate study
at the Masters and/or PhD level. The recipient of each
scholarship is awarded $4000.00.
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The future of home economics study at our universities
depends in part to quality graduate programs. These pro-
grams are equally important to the future of the profession,
ensuring that it remains progressive. Support for students
entering these programs must also be continued.

It is important that no matter what changes occur in the
economic health of Canada, the scholarship funds should
continue to provide adequate and helpful support to quali-
fying graduates. This will happen if we as home economists
and members of CHEA continue our contributions to the
scholarship funds. Any amount of money is welcomed as
are bequeaths from estates. These donations are income tax
deductible.

Members and friends, please support this very important
continuing project of the Canadian Home Economics
Association. Cheques may be sent to the CHEA head office
in Ottawa and made payable to the CHEA Scholarship
Fund.

Arlene McKay, PHEc
Alberta

The bilingual issue....
January 27, 1992
Dear Editors,

In reference to the printing of the CHEA annual report
and insert: should the bilingual printing be continued or
should we consider the printing (of most copies) in English
only?

My opinion is that we should definitely continue the
bilingual printing of the annual report and insert for the fol-
lowing reasons:

The printing in both official languages (French and
English) produces a more professional Canadian document
than if it were printed in one language (English) only. I
have a high image of home economics as a professional
career and of home economists as professionals. We are
among the most diversified and competent professionals in
the entire field of family living. We owe it to ourselves to
maintain a high professional profile at every level.

Home economics is provincial, national and internation-
al. Therefore, we should think in these terms when printing
our annual report and insert. I feel we can (and should) be
proud of our national organization and bilingual printing
gives us the distinction which we deserve.

We also need to keep in mind that many of our valuable
Canadian professionals either require the French printing
or prefer to read French. I personally, prefer to read the
annual report (and many other documents) in French. In
strained political times such as we are now experiencing, let
us be aware of the value of the two official languages in cre-
ating unity and let us enhance our own role/image to this
end.

In response to Shirley Rebus’ concerns about the environ-
ment, I also feel strongly that we should act responsibly in
the appropriate management of our natural resources.
However, there are other (and better) ways to save trees
than to deprive ourselves of a bilingual annual report and
insert. The same applies to the labor aspect.

One point on which I do agree with Shirley is that it
should be printed on recycled paper. That would not only
be sound management but could also enhance our profes-
sional image.

Sincerely,
Thérése Beaudoin, PHEc
Alberta

Error correction

In the reference list for Rural Alberta Home-
Based Businesses: A Profile of Workshop
Participants (Winter 1992, p. 22-28), the 6™ refer-
erence should read Fetterman, E. not N. The
editors apologize for the error.
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from the Editors

Thank you for responding to our Readership Survey

this past fall. We received over 260 responses from

members and subscription holders. That represents
almost a 100% increases in responses from last year. (It
does help to include a return address!) We also noted that a
number of the respondents are new readers and we wel-
come you!

An overwhelming majority of the respondents are satis-
fied with the current content of the Journal — almost 75%
indicated that the level of technicality was "just right”.
Comments also indicated that they liked the variety of top-
ics addressed in the Journal in recent years.

Respondents indicated that they read most of the sec-
tions of the Journal:

Section Most of the time Sometimes
General interest articles 70% 27%
Research section 35% 56%
Book reviews 45% 45%
Abstracts of current literature 52% 37%
New developments 68% 27%
On the job profiles 55% 38%
What do you say when...? 44% 35%

This is not to say that improvements cannot be made! A
number of respondents indicated that they would like to
see an even broader scope of topics addressed, particularly
for home economists who hold positions that are not nor-
mally identified as traditional “home ec” jobs, for teachers,
and for retired home economists.

The task now is to figure out HOW we meet these needs.
We are only here to edit the Journal, not write the articles.
Very few people indicated that they would be willing to
contribute to the Journal. Can you help us? If you know
someone who you think could contribute to the Journal
(especially General Interest and Research articles), please
encourage them to submit an article to us. Personal encour-
agement is much more effective than you think! (Currently
we do not need assistance with Abstracts of Current
Literature and New Developments.)

To assist you with identifying appropriate topics, we are
including a complete list of the ideas identified by the
respondents of the Readership Survey:

What topics would you like to see incorporated in the
CHEJ?

More clothing and textiles

Update textiles

Career opportunities

Career choices after retirement

More research articles

Update reports on individual professionals to keep home
economics from becoming an out-dated dinosaur. Area
of interest.

Men in family studies

More topics for teachers with those involved in education
at all levels
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des Editeurs

erci d’avoir répondu a notre enquéte aupres de nos
Mlecteurs de I'automne 1991. Nous avons recu plus

de 260 réponses de nos membres et des abonnés a
la revue. Ceci représente presque une augmentation de
100% de réponse sur I'an dernier (indiquer une addresse
facilite le retour). Nous avons aussi noté qu'un certain
nombre de répondants étaient de nouveaux lecteurs et nous
leur souhaitons la bienvenue & participer et partager avec
nous tous.

Une grande majorité de répondants sont satisfaits du
contenu de la revue. Prés de 75% nous ont indiqués que le
niveau de techniqué était “a point”. Les commentaires nous
ont aussi indiqués que la variété de sujets publiés, les

années antérieures, étaient grandement appréciés.

Les répondants nous ont indiqués qu'ils lisent la majorité
des articles de la revue.

Section Le plus souvent Quelquefois
Articles d’intérét général 70% 27%
Chronique des recherches 35% 56%
Chronique des livres 45% 45%
Résumés d’éditions récentes 52% 37%
Nouveaux produits,

services, tendances.... 68% 27%
Profils de carriéres 55% 38%
Qu’en dites-vous lorsque ? 44% 35%

Ceci ne signifie pas qu’il n'y a pas de place pour des
améliorations. Certains répondants nous ont signalés qu’ils
aimeraient voir un plus grand éventail de sujets partic-
ulierement, pour les spécialistes oeuvrant dans des postes
non traditionnels en économie familiale, pour les enseig-
nants et les spécialistes retraités de I'économie familiale.

La tache actuelle est de déterminer COMMENT nous
répondrons a ces attentes. Nous sommes ici seulement
pour publier la revue, non pour écrire des articles. Trés peu
de lecteurs nous ont indiqués qu'ils seraient préts a colla-
borer a la rédaction de leur revue. Vous pouvez nous aider
et par ricochet aider tous les lecteurs. Si vous connaissez
quelqu'un qui pourrait contribuer a la revue, principale-
ment pour la CHRONIQUE D'INTERET GENERAL et la
CHRONIQUE DE RECHERCHES, suggérez-lui de nous
soumettre un article. L'encouragement personnel est beau-
coup plus efficace que I'on peut en penser. (Dans 1'immédi-
at nous avons suffisamment de textes sur les RESUMES,
EDITIONS, RECENTES, NOUVEAUTES.)

Pour vous aider a connaitre les sujets & développer, nous
vous décrivons la liste des sujets que les lecteurs nous ont
indiqués, qu’ils aimeraient voir traiter dans la revue, par
leurs réponses a notre enquéte de 'automne 1991;

Plus d’articles sur les vétements et les textiles

Textiles récents

Opportunités de carriéres

Choix de carriére a la retraite

Plus d’articles sur la recherche

Les démarches entreprises par des professionnels en
économie familiale pour éviter I'extinction de certains
champs d'intérét dans notre profession.
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Ideas for economics in the family course in Ontario - sec-
ondary level

Ideas for high school teachers

Marketing Techniques

Success stories

Food services (handling, managing of food, safety, inspec-
tions)

How Industries or groups promote home economics ie:
Universities to get new students

Health tips for seniors

Investment for seniors

Recommended senior homes

Housing community development

Preventive health care

Women's health care

More on seniors

Adult education

Critical thinking

Self awareness

Impact of culture on health

Breast feeding update

Articles on teaching

Life skills/home economics to the handicapped

Meal planning for people on low incomes

Articles on microwaves

Articles on single parent families

Coping with a “problem” boss

Effective communication in the corporation

Changing management concept of part-time work

Alternate work styles

Various roles for the family studies graduate

Lobbying for change

New developments

More overseas home economics activities

Update nutrition topics

More food related and business related in consumer lan-
guage (new development & trends

Continue with the facets of home economics plus topics
related to being a professional

Updates re: home economics university

Activities

Job advertising

Computer articles

Other fields that are opening up to home economics such as
marketing

Career guidance to current and/or recent graduates ~ pos-
sibly set up a network for graduates to have someone to
talk to about their particular field ie consumer affairs

Textbook evaluations

Listing of publications available from public services

Issues in cross cultural education and & home economics
(nutrition)

More debates on controversial issues, more indepth on
these issues

Global/ development education

International development issues

Home economics & advocacy

Program implementation/ training practices & theories

References in food & nutrition field complete with address-
es, cost, etc.

Families & Multiculturalism

Federal Governments Green Plan

Risk/benefit assessment re: Health hazards in the environ-
ment

Great Lakes Health Effects Program
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Les hommes en économie familile

Plus de sujets pour les enseignants qui sont impliqués dans
I'éducation a tous les niveaux

Des idées pour les cours d’économie familiale, au niveau
secondaire, en Ontario

Des idées pour les enseignants de “High School”

Technique de mise en marché

Histoires de réussites, (humaines & matérielles, etc.)

Services alimentaires (manutention, administration, inspec
tion)

Comment les industries ou les groupes font pour favoriser
L’'ECONOMIE FAMILIALE, ex: les universités pour
attirer les étudiants

Sujets de santé pour les personnes agées

Investissement pour les personnes agées

Résidences recommandées pour les personnes agées

Développement de résidences communautaires

Soins préventifs de santé

Plus sur les personnes agées

L’éducation des adultes

Pensée critique

Connaissance de soi

L’'mpact de la culture sur la santé

Mise a jour sur 'allaitement maternel

Articles sur 1'enseignement

Développement d'habilité en économie familiale pour
I'handicapé

Planification alimentaire pour les personnes a faible revenu

Articles sur les fours micro-ondes

Articles sur les familles mono-parentales

Faire face a un patron “probleme”

Communification efficace dans I'entreprise

Nouvelle conception de travail a temps partagé

Styles alternatifs de travail

Différents roles pour les gradués en études familiales

Démarches (lobbying) pour changements

Nouveautés

Plus d’information sur les activités outre-frontiéres

Mise 4 jour des sujets sur la nutrition

Alimentation et commerce dans le langage du consomma-
teur (nouveautés et tendances)

Continuer avec les aspects de 'économie familiale et e
ajoutant plus de sujets se référant au professionalisme

Mise a jour de 1’économie familiale & I'université

Activités

Annonces d’emplois

Articles sur l'informatique

Autres champs d’action qui ont des opportunités e
économie familiale tel que mis en marché, etc....

Guide de carriére pour les gradués, possiblement organise
un reseau pour ceux-ci afin qu'ils puissent discuter ave
d’autres de leur champs d’action particulier, ex: affaire
des consommateurs

Evaluation des manuels d’enseignement et de formation

Liste des publications provenant des services publics

Sujets traitant de 1'éducation “Cross Cultural” & I'économi
familiale, ex; nutrition, famille, etc.

Plus d’exposés sur les sujets controversés, plus d’appr
fondissement sur ces sujets

Développement global en éducation

Sujets sur le développement international

L’économie familiale et la profession

Implantation de programmes, pratiques de formation
théories

Références compléetes en alimentation & nutrition av
adresses, cofits, etc.
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New nutrition research

More articles about current research

Home economics dealing with issues of poverty

Family dynamics surveys — Day care use

Issues on an aging society

Evolving consumer trends

Consumerism

Environmental issues

Professionalism

New food products

Family current issues

Money management research

International development

Changing fields, diversity of jobs/careers

High School course offerings in other parts of Canada

More family relationships and need to teach “life” skills

More comprehensive approach

More trends

Topics from all five areas shown on Fall 1991 issue

How diet affects health and medical problems

Value added — marketing

Father’s rights/Battered men

Canadian laws on: Abortion

More consumer education information

Topics on Gerontology

Listing of Employment Opportunities

More information on continuing education opportunities

More posting of meetings

Freelancing

Education

Home economics and teaching

Cross — cultural prospectives on family issues

More general articles

Day care

Teen Pregnancy

Harassment

Child development

Foster care

Nutrition

More current textile developments

A Family Finance Section

More articles about home economists in business

Computer usage

4th year and Masters level research published more

Upcoming events, courses, workshops etc.

Anything relative to an aging population

Consumer education information

Business Management

More clothing and textiles

Community development

Educational issues (other than post-secondary)

Provincial notes

Job networking

Forecasting and profiling future home economist’s posi-
tions

Food quality

Beef consumption/production

Family topics (International Year of the Family)

International Focus/Interests

Professionalism

Philosophy/Name/Focus of the profession

Environment/Recycling/Waste Management

Status of Home Economics in Canada

CHEA in action

Constitutional proposals & effect on women
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Familles et multicultarisme

Plan vert des gouvernements provinciaux et fédéral

Evaluation des risques/bénifices re; risque de santé en
environnement

Programme sur les effets de la santé des Grands Lacs

Nouvelles recherches en nutrition

Plus d’articles sur les recherches en cours

L’économie familiale et ses rapports avec la pauvreté

Enquétes dynamiques sur la famille/1'utilisation des soins
en clinique de jour (day care)

Sujets sur la société vieillissante

Evolution des tendances des consommateurs

Consommation

Sujets sur I'environnement

Professionalisme

Nouveaux produits alimentaires

Sujets sur la famille actuelle

Recherche en gestion financiére

Développement international

Changement des champs d’action, diversité des emplois et
des carriéres

Répertoires des facilités en économie familiale a travers le
pays

Cours offerts par les “High School’ & travers le Canada

Les relations familiales et les besoins d’enseigner les habil-
ités de vie

Plus d’approches compréhensives

Plus de tendances

Sujets sur les cing champs d’action démontrés dans 1'édi-
tion d’automne 1991 de la revue

Comment la diete affecte la santé et les probléemes médi-
caux

Valeur ajoutée /mise en marché

Droit de peres/hommes battus

Les lois Canadiennes sur 'avortement

Plus d'information sur I'éducation aux consommateurs

Sujets sur la gérontologie

Liste des opportunités d’emploi

Plus d’information sur les opportunités en éducation per-
manente

Plus d’information sur les réunions

Pigiste ou contractuel en économie familiale

Education

Léconomie familiale et I'enseignement

Sujets sur les perspectives multiculturelles
(Cross Cultural) de la famille

Plus d'articles d’informations générales

Soins quotidiens (day care)

Grossesse des adolescentes

Harcelement

Développement de I'enfant

Entretien en foyer nouricier

Nutrition

Plus d’information courante sur les innovations dans le tex-
tile

Une chronique sur les finances familiales

Plus d’articles sur les spécialistes en économie familiale qui
sont en affaires

L'utilisation de I'ordinateur

Variété continue

Plus de publication des recherches réalisées par les étudiants
au niveau de la 4iéme année et de la Maitrise

Publication des cours, ateliers et activités & venir

Tout sujet relatif a la population vieillissante

Information sur I'éducation du/aux consommateurs
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Options for graduate studies
Microfibres

”PO

liticizing” home economists

Glenda Everett

MaryAnn Joly

Call for
Papers1992

The Canadian Home Economics Journal
invites articles from home economists and oth-
ers who share their interest in promoting the
well-being of individuals and families. Papers
related to social issues affecting the home eco-
nomics profession and professional practice, or
providing information about professional subject
fields are of particular interst.

Submission deadlines:

Summer March 1, 1992
Fall June 15, 1992
Winter September 15, 1992
Spring December 15, 1992
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Gestion des affaires

Plus sur le textile et le vétement

Développement communautaire

Débouchés en éducation (autre que post-secondaire)

Informations provinciales

Réseau d’emploi

Prévision et profils futurs des emplois pour les spécialistes en
économie familiale

Qualité des aliments

Production et consommation du boeuf

Sujets sur la famille (année internationale de la famille)

Points de vue d'intérét international

Professionalisme

Philosophie, nom et point de vue de la profession

L’environnement, recyclage et gestion des déchets

Statut de 1'économie familiale au Canada

Action de L’ASSOCIATION CANADIENNE D'ECONOMIE
FAMILIALE

Effets sur les femmes des propositions constitutionnelles

Options d’études pour les gradués

Microfibres

“Politisation” des spécialistes en économie familiale
Glenda Everett
Mary Ann Joly

Demande d’articles
1992

La Revue canadienne dEconomie familiale
sollicite des articles soit par des spécialistes en
Economie familiale soit par toute personne
intéressée a promouvoir le bien-étre des per-
sonnes et des familles. Les articles peuvent
traiter d’aspects sociaux ou d’information dans
les divers champs ou domaine de I’Economie
familiale..

Dates limites d’envoi des manuscrits:

Eté 1% mars1992
Automne 15 juin 1992
Hiver 15 septembre 1992
Printemps 15 décembre 1992
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Redesigning Menstrual Education
Programs Using Attitudes
Toward Menstruation

Dianne K. Kieren

Abstract

Researchers interested in the develop-
mental experiences of young women
have focussed recently on adolescent atti-
tudes toward menstruation. Prior to 1975,
little was known about young women'’s
attitudes and experiences concerning
menarche or the relationship of these atti-
tudes to such things as dysmenorrhea,
premenstrual syndrome, adult attitudes,
and symptomatology. Much of this infor-
mation was obtained retrospectively from
adult women. Large sample studies of
young women experiencing these phe-
nomena have been limited by the unavail-
ability of easy-to-administer, age-relevant
instruments to measure menstrual atti-
tudes. Knowledge about pre- and post-
menarcheal girls” attitudes and experi-
ences would appear to be the key com-
ponents necessary for designing effective,
individually relevant menstrual educa-
tional programs. The present paper cri-
tiques current menstrual education efforts
and reviews current data about the nature
of adolescent girls’ attitudes toward men-
struation as the basis for redesigning
comprehensive, effective menstrual edu-
cation programs. These data are utilized
to make suggestions to refine current
education efforts.

Résumé

Les chercheurs intéressés dans les expé-
riences de dévelopement des jeunes fem-
mes ont récemment concentrés leurs
études sur la menstruation des adoles-
centes. Avant 1975, ont avait peut de con-
naissances sur les attitudes et les expéri-
ences des jeunes femmes face a leur pre-
miére menstruation ou la relation de leurs
attitudes au sujet de la dysménorrhée, le
syndrome pré-menstruel, les attitudes des
adultes et la symtomatologie. La majorité
des informations ont été obtenues de fem-
mes adultes. Les études sur un grand
échantillonage de jeunes femmes vivant
ces phénomeénes ont été limitées par
I'indisponibilité d’administrer facilement
des tests pour mesurer les attitudes
menstruelles selon 1'dge. La connaissance
des attitudes et des expériences des jeunes
filles sur leur premiére menstruation et les
suivantes semblent étre les informations
nécessaires pour pouvoir structurer, effi-
cacement et individuellement, des pro-
grammes d’éducation sur la menstruation.
Le présent article analyse les efforts
courants en éducation menstruelle et en
revise les données actuelles, sur la nature
des attitudes des adolescentes envers
leurs menstruations, comme base pour
redéfinir de facon compréhensive et effi-
cace des programmes d’éducation sur la
menstruation. Ces données sont utilisées a
titre de suggestions pour améliorer les
efforts éducationnels sur la menstruation.

Note: This is a revision of a paper given at the

Annual Meeting of the National Council on
Family Relations, New Orleans, LA., November,
1989.

Dianne K. Kieren, CFLE, PhD is Professor, Dept.
of Family Studies, Faculty of Home Economics, &
Associate Vice President (Academic), University
of Alberta, Edmonton, Alberta, Canada.

enstrual education has
changed slowly from the
“dark ages” of no education

to the “twilight” of growing openness
and action on the part of parents,
schools, and communities. Shainess
(1961) reported that 50% of young
women interviewed in the 1950s were
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not prepared for their first menstrual
period. While percentages vary from
study to study, the number of unpre-
pared girls has dropped in recent
years, ranging from 5-20% (Brooks-
Gunn & Ruble, 1980; Research &
Forecasts, Inc., 1981). Within the
unprepared group early maturers are
more likely than those fitting a regular
or late pattern, to report that they had
no preparation prior to first menarche
(Koff, Rierdan, & Sheingold, 1982).

Whether or not a girl is prepared for
menarche has not been the main con-
cern which health and sexuality edu-
cators have raised about current men-
strual education efforts. Another
major issue is the adequacy of that
preparation. Parents, community
health professionals, teachers, and
commercial resources constitute the
primary formal educators, and while
the involvement of all of these part-
ners is viewed positively, the nature of
the educational experience provided
by these sources continues to be criti-
cized, particularly because it is based
on an incomplete understanding of a
pre- and post-menarcheal girl's own
experiences and needs. A growing
body of research on menarche and
female development presents a unique
opportunity to revise menstrual edu-
cation programs to prepare young
women better for this developmental
event and to help them integrate it
into their developing identity.

Consequently, the objectives of this
paper are 1) to critique the current
state of menstrual education in North
America, 2) to briefly review the cur-
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rent research information about the
menstrual attitudes of pre- and post-
menarcheal girls, 3) to note the key
elements of a composite profile of pre-
and post-menarcheal girls obtained
from this research, and 4) to make sug-
gestions for redesigning menstrual
education programs based upon cur-
rent understandings of young
women'’s experience.

Menstrual Education in Review

Parental Involvement in Menstrual
Education

Mothers are most commonly men-
tioned as the source of menstrual
education for girls (Bloch, 1978, 1979;
Brooks-Gunn & Ruble, 1979; Koff,
Rierdan, & Jacobson, 1981; Whisnant
& Zegans, 1975). Except from person-
al descriptions (see for example,
Stubbs, 1982), little is known about
the nature of the educational process
or content of mother-daughter
exchanges. While some mothers pro-
vide the feminine hygiene products
with little explanation of the event or
the process, others make the event an
opportunity to discuss a whole range
of issues related to growing up, relat-
ing to others (especially relating to
boys), and sexuality.

The continued reports (Brooks-
Gunn & Ruble, 1980; Research and
Forecasts, 1981; Shainess, 1961) that
some girls still do not receive any
menstrual education at home prior to
menarche, supply some evidence
about the reluctance and unprepared-
ness of mothers and fathers to com-
plete this task. There is no doubt that
many parents are unprepared since
they themselves may have never been
exposed to a comprehensive program
of sexuality education. But, even if
they are personally prepared, they are
still unsure about what should be
offered as preparation. Consequently,
many parents limit their education
efforts to the provision of hygiene
products and personal care informa-
tion. Also, parents may see this prepa-
ration being handled in a single “Big
Talk” rather than in a continued dia-
logue.

For example, Bloch (1978), found
that over 20% of 124 mothers inter-
viewed had never told their daughters
about menstruation, while another
16% provided only the most basic
information about the management of
the event. Bloch reports that only one
fourth of the group provided any
information about the physiology of
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the event or its relation to pregnancy.
These mothers reported that they felt
very inadequate and knew they had
not been able to provide what was
necessary to prepare their daughters
adequately. None claimed they were
able to handle the psychological as-
pects of menstruation. Another study
reported that mothers often fall short
in providing information about new
concerns, such as Toxic Shock
Syndrome (Clark & Ruble, 1978).

The timing of the provision of infor-
mation appears to be crucial in that
preparation for the event has been
shown to have a significant impact on
a girl’s reaction to it (Koff, Rierdan, &
Sheingold, 1982; Ruble & Brooks-
Gunn, 1982). Apparently, mothers in
these studies were unable to assess
maturational indicators of puberty,
particularly if their daughters were
early maturers. Consequently, it seems
that early maturers are especially vul-
nerable to lack of preparation. Their
reports of being unprepared have
themes of fear of dying, shame, and
concealment (Koff, Rierdan, &
Sheingold, 1982).

It would appear that parental efforts
in this area are hampered by reluc-
tance to act, unpreparedness, and tim-
ing. This results in uneven involve-
ment of parents and a limited discus-
sion of relevant information about
menarche and menstruation when it is
most needed. Little is known about the
specific process which mothers and
daughers engage in to achieve the
transmission of this important devel-
opmental information. However,
parental involvement appears to be
important as those women who report
total unprepardness also report more
negative than positive feelings
(Brooks-Gunn & Ruble, 1980).

School and Community Efforts in
Menstrual Education

Historically, menstrual education in
schools and communities involved a
single session for girls offered either as
a part of the health, physical educa-
tion, family life, sex education, or
home economics curricula or as an
evening meeting sponsored by school
or parent groups for mothers and
daughters. These sessions used a vari-
ety of leaders, including community
health nurses, doctors, family life edu-
cators, teachers, and parents. The
materials and teaching strategies most
often included films, booklets, short
lectures, and possibly some discussion
or a question period. The timing of

these single sessions were generally
during fifth or sixth grades and were
intended to provide basic information
about menstruation before first menar-
che. Because menstrual education was
often considered a part of sexuality
education, its inclusion in the school
curricula depended on community
comfort with and acceptance of the
topic. This meant that in many com-
munities it was not offered as a matter
of course.

The eighties brought a decided
emphasis on the development of com-
prehensive health education pro-
grams, including sexuality as one com-
ponent. In many states and provinces,
however, the sexuality unit remained
optional and depended on school and
parental permission for implementa-
tion. For example, in Canadian provin-
cial curricula (see for example, Alberta
Education, 1986; Manitoba Education,
1988), menstrual education was most
often incorporated in units on human
growth and development, puberty, or
sexuality. Usually, it was introduced
in grade four. Although the curricula
did not represent unique emphases
from year to year, in most provinces,
menstruation was discussed again in
grades 5-9 (Manitoba Education
Optional Health Unit, 1986). Typical
objectives of school curricula included:
* becoming familiar with the changes

that take place from childhood to

adulthood,

* identifying the main events of men-
strual cycle and its importance,

* learning that caring for the body
involves practising good hygiene,

* describing body hygiene and per-
sonal products related to menstrua-
tion,

* understanding that the menstrual
cycle is a natural, integral part of]
human reproduction and marks the
onset of puberty in females, and

+ understanding that there are emo-|
tional and physical changes whic
accompany puberty.

Suggested resources in these guides,
included films, commercial booklets
books, and transparency materials)
Learning activities focussed on lec
tures about anatomy, physiology and
hygiene, viewing films, discussing
positive health and hygiene practices
practising using language and termi
nology appropriate to one’s develop
mental level, and developing positive
health goals. The content outlines
make little mention of the differentia
feelings and interpretation of this
developmental event for female o

Revue canadienne d’économie familale 42(2), Printemps 199




male adolescents nor is there discus-
sion of the key activities which link the
experience of menarche to a growing
and developing sense of identity as a
sexual being. On the other hand, there
are suggestions for teaching strategies
which explore feelings about the more
general changes that occur for boys
and girls during puberty. In many
cases, community health nurses were
suggested as potential resource per-
sons for this school health unit.

Public opinion and discomfort about
sexuality continue to plague school
efforts. This has resulted in the devel-
opment of provincial and state policies
which limit the discussion of sexual
topics to an optional unit which
requires school and parental permis-
sion for student participation. Under
such a policy, even the reproductive
system is often discussed within this
optional unit rather than in a discus-
sion that includes all body systems.

Some school systems encourage
parental involvement in these pro-
grams through the formation of
parental committees which preview
materials and content and by sending
letters to parents encouraging home
discussion of topics discussed in class
and homework activities. School cur-
ricula give no evidence, however, of
providing any direction to parents for
facilitating and improving parent-child
communication about menstruation.

School programs have been criti-
cized for their continued emphasis on
formal classes, little opportunities for
discussion, dependence on commer-
cial materials and resources, and pas-
sive learning techniques (Dashiff,
1986; McNab, 1985, Whisnant &
Zegans, 1975). While menstruation is
currently being discussed more openly
with both boys and girls, curricula are
noticeably silent on the psychological
responses to menarche and menstrua-
tion. In addition, there is no evidence
that the growing body of information
about young women’s own pre- and
post-menarcheal experiences have
been used as a basis for developing
learning objectives and activities.

Efforts by Commercial Companies

The history of menstrual education
has strong roots in the efforts of com-
merical companies which sell sanitary
hygiene products. Milow (1981), writ-
ing about the history of these efforts
for Tampax Incorporated, noted that
their first consumer education pro-
gram in menstrual health was con-

ducted around 1941. The aims of the
program were twofold: to teach con-
sumers how to use tampons, a product
introduced by the company in 1936;
and to counteract widespread public
ignorance and avoidance of discussion
of menstruation. The efforts of this
company were complicated by three
problems: inadequate information
about attitudes and information levels
about menstruation for different target
groups; unavailability of a wide range
of effective methods to reach those
groups; and skeptical public views
regarding the motives behind involve-
ment of a commercial company in
menstrual education.

Most of the commercial sanitary
product companies have provided a
staff of educational consultants to
develop programs for students, to pre-
sent workshops and inservice sessions
for professionals, and to develop edu-
cational materials for parents, stu-
dents, and teachers. Films have been
the primary format, with booklets
being the next most used technique.
Until recently, these commercial ef-
forts focussed primarily on a content
outline which included two primary
headings: 1) a discussion of anatomy
and the physiology of menstruation,
and 2) health and management habits
related to menstruation (including
exercise, posture, diet, hygiene, and
selection of menstrual protection prod-
ucts). Today, greater attention is being
given in these materials to life long
development through menopause as
well as new medical information
which challenges the many long-
standing myths and misconceptions
about menstruation.

While the educational efforts of
these companies have been long-
standing, they have also been criti-
cized with respect to the content and
messages about menstruation which
they contain. Whisnant, Brett, &
Zegans (1975) provided an insightful
analysis of the introductory material
produced by three commercial compa-
nies for the premenarcheal girl aged 9
through 14. Their analysis focussed on
four booklets, two films, two booklets
designed for mothers of the girls, and
a booklet for mothers of retarded girls.
Each of the booklets contained three
common sections. The first presented
an explanation of the anatomy and
physiology of menstruation. The sec-
ond focussed on hygienic practices
and the last described sanitary prod-
ucts. The stated purpose of the materi-
als, while varying in explicit wording,
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had a vague and mysterious quality.
The language implied that the booklet
would provide an “exclusive, private
dialogue” about an anticipated trans-
formation from girl to woman.

Whisnant et al. (1975) evaluated the
presentation of the anatomy and phys-
iology of menstruation as a deperson-
alized, technical, and medically orient-
ed description of “the journey of the
egg”. The girl is presented as a host
rather than a person actively involved
in a growth process. The focus on the
movement of eggs ignored the impor-
tant role of hormones in affecting a
girl’s emotional as well as physiologi-
cal functioning.

Whisnant et al. (1975) note that even
the diagrams of the internal organs
were “disembodied”. The organs were
shown floating in the inner space and
were not connected to the external
genitalia. The omission of the place-
ment of the vagina in diagrams was
deemed particularly problematic since
many girls even today are unaware of
its location.

Even physical changes of puberty
were described vaguely. Booklets
referred to “feeling different”, “need-
ing a bra”, and “changing from string
bean to one with curves”.The girl’s
outward appearance was the primary
focus. Only one booklet and film men-
tioned pubic hair and little attention
was given to increased sexual interest
and arousal or the need to revise rela-
tionships with peers, parents, and sib-
lings.

Menarche was given a magical,
fairytale quality. It was referred to as
“a debut,” “commencement of a won-
derful adventure”, or “entering wom-
anhood”. Like myths about the tooth-
fairy, a girl was expected to receive a
reward. In this case, the reward was
implied to be instant transformation to
a mature woman upon arrival of her
first period. This portrayal of the
changes associated with puberty was
likely to provide more confusion than
clarity about the experience.

Recommendations in the materials
reviewed instructed the girl to act as
though nothing had happened. The
guideline was: if you treat menstrua-
tion as natural and normal, you will
not be upset or embarrassed. The
implication of the message was that if
a girl does experience unpleasantness
or embarrassment, it really was her
fault for not acting natural. Girls are
encouraged to conceal menstruation
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economic growth, competition and efficiency, and to be less
concerned about human and environmental consequences.
At a Canadian conference on ethics and technology,
McDonald (1989) posed questions about the “. . . ways in
which we as a culture and society authoritatively decide

”

about which technologies to encourage or discourage . . .
(p. 119). Home economists need to ask similar questions
and to recognize that we cannot act alone in choosing what
we, as professionals, think is best. Neither can we hand over
authoritative power to the so-called technical experts.

What is required is the sharing of power. McDonald (1989)
states that “insider” experts are those generally found in
high places, aligned with their own institutions. “Qutsider”
experts are the citizen coalitions who make moral judg-
ments about various courses of action but who may lack
needed knowledge and expertise. In order to share power,
McDonald claims that we need to combine ethics with
expertise. To hear what ordinary people say about their
lives and their needs and to facilitate discussion, ethical
choices and appropriate action at several levels (household,
community, national, international) is to empower ordinary
people.

Grass-roots involvement and action is a beginning step to
such empowerment. Choices can be made by the people
themselves in their own local communities. In Guelph, for
example, the “Matrix Affordable Homes for the
Disadvantaged” group initiated a 20-unit apartment devel-
opment which was completed in 1989, and they are now
working on a third proposal for affordable apartments. A
multi-disciplinary group called “The Food Chain” is trying
to change policies related to food distribution systems and
food banks for the needy in Toronto. Nova Scotia home
economist Elizabeth Shears is helping the poor to gain
advocacy skills which will enable them to gain access to
nutrition information and better diets (Shears, 1991).
Through collective action within their own environments,
people are gaining the power to change — to change their
thinking about themselves, to enlarge their options, and to
change the systems which impact on their lives and on the
lives of others.

The Power of Families

Actions by the smallest of social institutions — the house-
hold or family, multiplied several thousand times over —
can have an impact for good or for bad. For example, the
natural environment can be desecrated or conserved by pri-
vate consumption practices. While families can have a
major impact, they may not have the power to bring about
behavioral changes within their own households. They
must develop a community of support, find leaders, ask
questions, seek expert advice and information, examine
alternatives, and then develop strategies for action —
whether to buy or to alter their lifestyles or not, whether to
“to reduce, reuse, or recycle”, whether to form citizen coali-
tions which might help them.

Specialists in nutrition, home economics, or other fields of
applied science do not have exclusive power over knowl-
edge. Ordinary people themselves also have knowledge,
skills, and experiences which have value. They can be
encouraged to become more critical, to judge “what ought
to be”, and to use their own power for the enhancement of
human life. Reflective practice can become a long-term
interactive strategy both for the people and for the profes-
sionals who serve them.
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conduit un million d’enfants canadiens a vivre dans la pau-
vreté.

Partager notre pouvoir : un choix a faire

La plupart des pays du monde semblent étre préoccupés
par des buts tels que 1'expansion industrielle, les inventions
technologiques, la croissance économique, la compétition et
I'efficacité, et 1’étre beaucoup moins des conséquences
humaines et environnementales. Lors d'une conférence
canadienne sur la morale et la technologie, McDonald
(1989) a posé des questions au sujet “. . . des moyens par
lesquels nous, en tant que culture et société de référence,
décidons quelles technologies soutenir ou décourager . . J
(p- 119). Les économistes familiales ont besoin de se poser
les mémes questions et de reconnaitre que nous ne pouvons
décider seules ce que, comme professionnelles, nous pen-
sons étre le mieux. Nous ne pouvons pas non plus laisser le
pouvoir dautorité aux soit-disant experts techniques.

L'impératif est de partager le pouvoir. McDonald (1989)
affirme que les experts “internes” sont celles généralement
trouvées a des postes élevés, avec vues conformes a leurs
propres institutions. Les experts * externes” sont des groupe-
ments de citoyens qui apportent en jugement moral sur
diverses causes mais qui manquent de la connaissance et la
compétence nécessaire. Afin de partager le pouvoir,
McDonald pense que nous devons associer morale et com-
pétence. Pour comprendre ce que les gens simples disent de
leurs vies et de leurs besoins, et pour encourager la discus-
sion, des choix moraux et des actions spécifiques a différent:
échelons (familial, communautaire, national, international)
devraient donner plus de poids aux personnes de la rue.

Une participation et une action sur le terrain forment le
premiére étape d’une augmentation de pouvoir. Des choi>
peuvent étre faits par les individus eux-mémes au sein de
leurs communautés locales. Par exemple a Guelph, le groups
“Maisons Abordables Matrix pour les Démunis” a mis er
place un projet de 20 appartements qui a été terminé er
1989, et un troisiéme projet de ce type est a I'étude. Le
groupe multi-disciplinaire “la Chaine Alimentaire” essaie d
changer les politiques reliées aux systémes de distributios
alimentaire et de banque alimentaire pour les nécessiteux
Toronto. Elizabeth Shears, économiste familiale en Nouvells
Ecosse apprend aux pauvres & acquérir de bonnes aptitude
qui leur permettront de comprendre les bases de la nutritios
et 4 avoir un meilleur régime alimentaire (Shears, 1991). Pa
le biais d’actions collectives dans leur environnement respec
tif, les populations accroissent leur pouvoir de changer —
changer leur pensée a propos d’eux-mémes, augmenter le
possibilités de choix, et changer les systemes qui conditior
nent leur vie et celle des autres.

Le pouvoir des familles

Les actions menées par les plus petites institutions sociale
— au niveau des ménages ou des familles, multipliées pa
plusieurs milliers — peuvent avoir une influence bénéfiqu
ou néfaste. Par exemple, I'environnement naturel peut étr
détruit ou préservé en fonction des pratiques de consomm
tion individuelles. Méme si les familles peuvent avoir un
influence importante, elles peuvent ne pas avoir le pouvo
d’apporter des changements de comportements au sei
meéme de leurs propres foyers. Elles doivent organiser u
comité de soutien, trouver des responsables, poser les prol
lémes, trouver des conseils avisés et des renseignement
examiner les possibilités et ensuite mettre au point ur
stratégie d’action — soit pour acheter ou modifier leurs sty
de vie ou non, soit pour “réduire, réutiliser ou recycler” c
encore pour former des associations qui puissent les aider.
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