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Synopsis:

Loonies, Toonies, Credit & Debit: Financial Literacy for Canadian Teens
A comprehensive, fun and engaging look at fi nancial literacy for ages 12-18. Help your students be 
fi nancially prepared now and for the future!
Grades 7-12   2012   22 min   McIntyre Media Inc.
A concerned teacher stages a fi nancial intervenƟ on for some of her students. You’ll meet Darrell, Leona, Jessica 
and KrisƟ n, four high school students wading through the fi nancial world of pay cheques, debit and credit card 
transacƟ ons, interest rates, car loans, tuiƟ on, housing payments and needs versus wants. With input from their 
teacher, employer, bank manager, car salesman and a fi nancial advisor, these students learn important facts 
that will help them manage their fi nances throughout their lives.  

Chapters include:

1. IntroducƟ on
2. Gross Pay & DeducƟ ons
3. Banks & ATMs
4. Credit Cards
5. Needs & Wants
6. Interest Fees and Fraud
7. Right Time to Buy a Car?
8. BudgeƟ ng
9. Online Banking
10. InvesƟ ng, Stocks & Bonds
11. Conclusion
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Curriculum ConnecƟ ons:

• describe the types of fi nancial services (e.g., savings and chequing accounts, credit, investment) available 
at various insƟ tuƟ ons in the community (e.g., banks, credit unions, fi nance companies, trust companies)

• disƟ nguish the diff erence between a need and a want

• describe strategies for acquiring money, including summer employment, and for managing their own 
money to meet fi nancial and personal goals (e.g., buying a mountain bike, paying for school)

• apply appropriate decision-making models, to choices related to individual and family well-being and 
quality of life (e.g., use of Ɵ me, household or clothing purchases, …) and suggest strategies for making 
diffi  cult choices

• demonstrate an understanding of how to make sound purchase decisions in stressful situaƟ ons

• examine sources of informaƟ on (e.g., newspapers, magazines, markeƟ ng media, the Internet) with the aim 
of idenƟ fying markeƟ ng strategies

• demonstrate an understanding of fi nancial responsibility (e.g., banking, saving for purchases, long-term 
savings, managing debt)

• analyse the role that responsible consumerism plays in independent and family living infl uences aff ect the 
use of Ɵ me, talent, and money

• demonstrate an understanding of the money-management techniques required for independent living 
(e.g., budgeƟ ng and using credit in order to buy a car; covering the cost of appropriate housing; purchasing 
food, clothing, and other necessiƟ es of life)

• the realiƟ es and dangers of credit card debt

• the power of saving money at an early age and how to develop good spending habits

This program can be used in a variety of courses, including:

• Career and Life Management
• Business
• Economics
• Family Studies & Home Economics
• MathemaƟ cs
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Defi niƟ ons:

Account Balance - total amount of money in your account ( also see Balance)

Automated Teller Machine (ATM) – a machine that allows you to perform basic banking funcƟ ons without the 
help of a bank teller.

Balance - the money owing on a loan. A balance is also the money you have in your account.

Bank - A fi nancial insƟ tuƟ on that takes cash, lends money, and provides other money services.

Bank fees - Fees you are charged for using a bank.

Bank machine - Also called an ATM or ABM, a machine that lets you do banking when you insert your
bankcard.

Cheque – a wriƩ en order specifying the amount of money to be paid and the name of the person or company 
who the money is being paid to

Chequing account - a personal bank account that lets you write cheques, pay bills, and do other personal 
money tasks.

Compound interest - interest calculated on both the principal you have on deposit and interest that has accu-
mulated in the past.

Credit - Buying now and paying later.

Creditor - the person or business lending you money.

Credit card - A card that lets you buy things now and pay later, usually for a fee.

Deposit/Credit – money you put into your account

Debit – a withdrawal from your account

Debit Card – a card that allows the user to withdraw money from a bank account to obtain cash or make a 
purchase

Debt – money you owe.

Expenses - What you spend your money on.

IdenƟ ty TheŌ  – is a form of stealing another person’s idenƟ ty in which someone pretends to be someone else 
by assuming that person’s idenƟ ty, typically in order to access resources or obtain credit and other benefi ts in 
that person’s name.

Interest bearing account – an account that earns interest

Income - the money you make.
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Income tax - the money you pay each year to the government.

Interest - the amount of money you earn by leaving deposits in a bank or a fi nancial insƟ tuƟ on. Interest is a 
percentage of your principal.

Loan - money you have borrowed and agree to pay back for a fee and according to a pay schedule.

Online Banking – allows account holders to access their account informaƟ on, view transacƟ on history and 
perform banking transacƟ ons via the Internet.

Personal bank account - a bank account that lets you save money and do everyday fi nancial transacƟ ons, such 
as pay your bills.

Personal IdenƟ fi caƟ on Number (PIN) - a four-digit code connected to your debit/credit card. Used to verify 
your idenƟ ty.

RESP - Registered EducaƟ on Savings Plan – a way to save for a child’s future educaƟ on.

RRSP - Registered ReƟ rement Savings Plan – a way to save for your reƟ rement.

Savings account - a personal bank account that pays you interest on the money you put into it.

Spending plan - a plan for how you will spend your money so that you can best meet your needs. Also called
a budget.

Withdrawal - money taken out of your account
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Chapter 1:  A Brief History of Money

What is money? By defi niƟ on, it’s something of value. But over the last 10,000 years, the material form that 
money has taken has changed considerably—from caƩ le and cowrie shells to today’s electronic currency. Here 
is an overview of the history of money.

In the Beginning: Barter
Barter is the exchange of resources or services for mutual advantage, and the pracƟ ce likely dates back tens of 
thousands of years, perhaps even to the dawn of modern humans. Some would even argue that it’s not purely 
a human acƟ vity; plants and animals have been bartering—in symbioƟ c relaƟ onships—for millions of years. 
In any case, barter among humans certainly pre-dates the use of money. Today individuals, organizaƟ ons, and 
governments sƟ ll use, and oŌ en prefer, barter as a form of exchange of goods and services.

9000 - 6000 B.C.: CaƩ le
CaƩ le, which throughout history and around the globe have included not only cows but also sheep, camels, 
and other livestock, are the fi rst and oldest form of money. With the advent of agriculture also came the use of 
grain and other vegetable or plant products as a standard form of barter in many cultures.

1200 B.C.: Cowrie Shells
The fi rst use of cowries, the shells of a mollusc that was widely available in the shallow waters of the Pacifi c 
and Indian Oceans, was in China. Historically, many socieƟ es have used cowries as money, and even as recently 
as the middle of this century, cowries have been used in some parts of Africa. The cowrie is the most widely 
and longest used currency in history.

1000 B.C.: First Metal Money and Coins
Bronze and Copper cowrie imitaƟ ons were manufactured by China at the end of the Stone Age and could be 
considered some of the earliest forms of metal coins. Metal tool money, such as knife and spade monies, was 
also fi rst used in China. These early metal monies developed into primiƟ ve versions of round coins. Chinese 
coins were made out of base metals, oŌ en containing holes so they could be put together like a chain.

500 B.C.: Modern Coinage
Outside of China, the fi rst coins developed out of lumps of silver. They soon took the familar round form 
of today, and were stamped with various gods and emperors to mark their authenƟ city. These early coins 
fi rst appeared in Lydia, which is part of present-day Turkey, but the techniques were quickly copied and 
further refi ned by the Greek, Persian, Macedonian, and later the Roman empires. Unlike Chinese coins which 
depended on base metals, these new coins were made from precious metals such as silver, bronze, and gold, 
which had more inherent value.
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118 B.C.: Leather Money
Leather money was used in China in the form of one-foot-square pieces of white deerskin with colourful 
borders. This could be considered the fi rst documented type of banknote.

A.D. 800 - 900: The Nose
The phrase “To pay through the nose” comes from Danes in Ireland, who slit the noses of those who were 
remiss in paying the Danish poll tax.

806: Paper Currency
The fi rst known paper banknotes appeared in China. In all, China experienced over 500 years of early 
paper money, spanning from the ninth through the fi Ō eenth century. Over this period, paper notes grew in 
producƟ on to the point that their value rapidly depreciated and infl aƟ on soared. Then beginning in 1455, the 
use of paper money in China disappeared for several hundred years. This was sƟ ll many years before paper 
currency would reappear in Europe, and three centuries before it was considered common.

1500: Potlach
“Potlach” comes from a Chinook Indian custom that existed in many North American Indian cultures. It is a 
ceremony where not only were giŌ s exchanged, but dances, feasts, and other public rituals were performed. In 
some instances potlach was a form of iniƟ aƟ on into secret tribal socieƟ es. Because the exchange of giŌ s was 
so important in establishing a leader’s social rank, potlach oŌ en spiralled out of control as the giŌ s became 
progressively more lavish and tribes put on larger and grander feasts and celebraƟ ons in an aƩ empt to out-do 
each other.

1535: Wampum
The earliest known use of wampum, which are strings of beads made from clam shells, was by North American 
Indians in 1535. Most likely, this monetary medium existed well before this date. The Indian word “wampum” 
means white, which was the colour of the beads.

1816: The Gold Standard
Gold was offi  cially made the standard of value in England in 1816. At this Ɵ me, guidelines were made to 
allow for a non-infl aƟ onary producƟ on of standard banknotes which represented a certain amount of gold. 
Banknotes had been used in England and Europe for several hundred years before this Ɵ me, but their worth 
had never been Ɵ ed directly to gold. In the United States, the Gold Standard Act was offi  cialy enacted in 1900, 
which helped lead to the establishment of a central bank.

1930: End of the Gold Standard
The massive Depression of the 1930s, felt worldwide, marked the beginning of the end of the gold standard. 
In the United States, the gold standard was revised and the price of gold was devalued. This was the fi rst step 
in ending the relaƟ onship altogether. The BriƟ sh and internaƟ onal gold standards soon ended as well, and the 
complexiƟ es of internaƟ onal monetary regulaƟ on began.

The Present:
Today, currency conƟ nues to change and develop, as evidenced by the new $100 CDN dollar bill.

The Future: Electronic Money
In our digital age, economic transacƟ ons regularly take place electronically, without the exchange of any 
physical currency. Digital cash in the form of bits and bytes will most likely conƟ nue to be the currency of the 
future.

This feature originally appeared on the site for the NOVA program Secrets of Making Money.
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Chapter 2:  Needs vs. Wants

So now you know all about the history of money. Now you need to learn about earning it, saving it, and 
spending it (wisely), invesƟ ng it, and keeping it safe.

Some of you may have part-Ɵ me jobs or you’ve received money for your birthday or other special occassions. 
What do you do with this money? I know there are all kinds of “things” out there that you want, but do you 
REALLY NEED them. Well, of course you think you do! But, stop for a minute and really think about it.

Are these “things” NEEDS or WANTS?

Needs ...are the essenƟ als, the basics of life that we cannot live without.
Examples: Basic Food, Health Care, Basic Transporta  on, Basic Shelter, Basic Clothing

Wants... are items, acƟ viƟ es or services that increase the quality of one’s life. 
These items can be wasteful if your income is limited.
Examples: Ea  ng Out, Concerts, Name Brand Clothing, the latest cell phone and apps, Movies, Music, Video 
Games, New Vehicles

In actuality, you only need four things to survive: 

•  A roof over your head
•  Enough food and water to maintain your health
•  Basic health care and hygiene products
•  Clothing (just what you need to remain comfortable and appropriately dressed)

Everything that goes beyond this – a big house, name-brand clothes, fancy foods and drinks, a new car – is a 
want.

As a student, you face the problem of having only limited resources with which to fulfi l your needs and wants. 
As a result, you have to make certain choices with your money. You’ll probably spend part of your money on 
food, going to the movies, clothing, electronic goods, etc. Economists, adverƟ sers, and markeƟ ng experts 
spend a lot of Ɵ me analyzing the choices you make. Economists try to understand how individuals and enƟ re 
countries behave in response to certain material constraints. 
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We are infl uenced, every day, by the popular culture around us. Television, magazines, movies, and adverƟ sing 
have all done a splendid job of programming us to think that we need a lot of excess consumable goods. 
Pretend that you are watching TV or fl ipping through your favourite magazine and see an ad for something 
fabulous. Suddenly, your heart speeds up, and you get a Ɵ ngly feeling in your gut. It’s perfect -- how had you 
ever lived without it before? 
 
Now, this might be a bit of an exaggeraƟ on, but it’s not far off  the mark for some people. How oŌ en have you 
learned of a new product and were certain that you absolutely had to have it? What if you had never seen the 
ad? Would your life be any worse off ? It’s as if the knowledge that something exists causes the need for it.

AdverƟ sing is designed to get us to desire more, to want to buy, and because it works so well, we end up 
buying way, way more than we need.

There is nothing wrong with having wants. The key though, is not leƫ  ng our wants become our needs. The 
next Ɵ me you’re thinking about buying something, take a moment and fi gure out if you actually need it, 
or if you just want it. Chances are you just want it, and could save a fair amount of money by forgoing that 
purchase.

However, you should indulge in some wants. Life would be no fun if you just went to work, paid for your needs, 
and saved the rest. When looking at wants, make sure they are things you will truly use and enjoy. Don’t buy 
the newest gadget just because everyone else is buying it. Buy it because you’ve thought about it, you really 
like it, and it will make your life beƩ er. When you buy from this mindset, you’ll fi nd that the stuff  you buy will 
not only bring you more pleasure, but you won’t need to buy things as oŌ en. This ulƟ mately saves you money, 
makes you happier, and keeps you out of debt!

Does that mean that you should only buy the things that you need? Not at all. Life is meant to be lived, not 
survived. Treat yourself to some wants along the way, but do so when you can aff ord to, and enjoy those wants 
as the extras that they are. PRIORITIZE your spending.

Now that you have an idea of the things you need versus the things you want, it’s important to Set Money 
Goals so you can actually save and spend wisely. 

If you budget correctly, you can have more wants.

Pre-Viewing Discussion QuesƟ on: How do you spend your money?
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Student Worksheet - Needs vs. Wants

In the columns provided on page 12, write down what you think your basic NEEDS are versus your WANTS. 
When trying to fi gure out your own needs and wants, ask yourself the following quesƟ ons: 

1. What items do I need in order to get ready in the morning? Maybe a toothbrush, towel, shampoo, and/or a 
hairdryer? 

2. How about my clothes? Do I need shoes, socks, pants, and a sweater? 
3. How do I get to school? Do I need bus fare, a bike, a skateboard, or good walking shoes? 
4. Are there things I need for school? Books? Backpack? Binders? Pencils? 
5. How about things to help me study? Do I need a desk, chair, and/or a computer? 
6. Do I have any sports or hobbies that need equipment? Like tennis racquets, cleats, riding gear, or 

scrapbooking supplies? 

Other things to consider when trying to fi gure out a need vs. a want: 

Will this item help me get ready faster? Maybe a new hairdryer that works beƩ er will help you to school on 
Ɵ me. However, if it’s just that you have a green hairdryer and you like a new blue one beƩ er, that’s not going 
to speed up your morning rouƟ ne. 

I need a new sweater for winter, but is it necessary for me to have the designer version that costs $100.00 
more than another brand -- even though both will keep me warm? 

I need a bike to get to school, but do I need a mountain bike with the best shocks? Or a car? Can I walk or use 
the bus?

I need a good backpack to keep my stuff  in, but do I need the most expensive one? 

Visit www.mcintyre.ca - FREE on-line PREVIEWS! 11



Needs vs. Wants Chart

Think about what you spend money on. Which are needs and which are wants? Write a brief reason jusƟ fying 
your item as a need and then list opƟ ons or alternaƟ ves. See example below.

YOUR ITEMS: WANT 
VS. NEED

Why Is This a Need? Price of 
Item

Is it Worth It? What are the 
OpƟ ons or AlternaƟ ves?

Example:
Order a large pizza

Need Ea  ng is a Need!
$20

Ea  ng is a need, but ordering 
food is a want. Plan ahead 
to have food at home or try 

cooking your own pizza.
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Chapter 3: Set Money Goals

Now that you have an idea of the things you need versus the things you want, it’s important to Set Money 
Goals so you can actually save and spend wisely. 

You have to take many things into consideraƟ on:

Values are the beliefs and pracƟ ces in your life that are very important to you. So many things can infl uence
your values—your parents, other family members, friends, your religion, things you read, and experiences
you have. Your values may even change over Ɵ me as you learn and do new things. The point is that you have a 
set of values. And they aff ect all the choices you make, including your choices about money. Maybe you believe 
it’s important to donate money to charity. Or maybe you’d rather have money in the bank than a new car of 
your own. These types of beliefs and pracƟ ces reveal your values about money. Knowing what they are makes 
it much easier to create a plan for geƫ  ng the things you really want.

Geƫ  ng Smart About Your Goals
You probably know that a goal is something you aim for. It’s something you want to be, do, or have at 
some future Ɵ me. It points you in the direcƟ on you need to take. Achieving a goal gives you a sense of 
accomplishment, which spurs you on to seƫ  ng new goals for even bigger and beƩ er things. So learning to
idenƟ fy and set clear goals is key to your success in life. If one of your personal goals is to go to college or 
university, you know you have to decide which schools to apply to, and to submit your applicaƟ ons by certain 
deadlines. Knowing what you’re aiming for makes it a lot easier to map out a process to see what you have to 
do to meet your goal. 

Seƫ  ng clear fi nancial goals is also important. It’s easier to fi nd the money for a June trip to if you decide in 
January that this is what you want, then make a plan to save for it, instead of trying to scrounge up the money 
to go at the last minute.

One thing you need to know about your goals is how long you expect they will take to accomplish. Goals that
you want to achieve within the next three months are called short-term goals. Goals that are set for three
months to a year are called intermediate-term goals. Long-term goals are ones that it’ll take you more than a
year to achieve. When you think about spending and saving money, you probably think about your goals. But 
before you can go to college or university, buy a car, or go on vacaƟ on, you have to have the money to pay for 
it.

To reach your goals while paying for everyday expenses, you can use a fi nancial tool called a budget. A budget 
is a plan for saving and spending income. It will help you keep spending in perspecƟ ve and save money in order 
to reach your goals. 

Typically, a monthly budget is established to anƟ cipate expenses you must pay, such as rent, car payments, 
and food. Once you have idenƟ fi ed expenses, you can calculate how much money will remain to spend on less 
essenƟ al things, such as movies, concerts, and sporƟ ng events. By working with a budget, you can fi gure out 
how much addiƟ onal money you’ll need to save each month in order to reach your savings goals.

Use the chart on page 14 to write down your goals.

Visit www.mcintyre.ca - FREE on-line PREVIEWS! 13



Financial
Goal

ObjecƟ ves
(Strategies/Ways to reach goal)

EsƟ mated 
Cost

Timeline 
Achivement 

Date

Example: 
Pay for a 5-day school 
ski trip (lodging, meals, 
transporta  on & 
sightseeing)

• Part-  me job at shoe store - 12 
hours/week x $10.25/hr  (less 
deduc  ons)

• Save $50 of birthday money
• Reduce spending on clothing/fast 

food.

$700 6 months ✓

Sh
or

t-T
er

m

In
te

rm
ed

ia
te

Lo
ng

-T
er

m

MY Financial GOALS
So what are your fi nancial goals? List at least 3 goals - one that is short-; intermediate-; and long-term. Don’t 
worry if the total amount for your goals is more money than you receive in a week—we’ll talk more about that 
later. The point is to see your fi nancial goals in black and white so you can start fi guring out what it will take to 
make them happen.
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Where Does Your Money Go?

Let’s analyze what you do with your money.  Do you save it, spend it? Do you get an allowance? Do you have a 
job? How much money do you earn? Do you owe anyone money? Do you pay for clothing, buy food? 

Using the chart below, track your spending for one week. Do the best you can.

Week of: INCOME SPENDING (list items)

Sunday

Monday

Tuesday

Wednesday

Thursday

Friday

Saturday

Sunday

TOTAL

Diff erence
(Income minus 
Spending)

MY PERSONAL SPENDING LOG

Once completed, you have now tracked your CASH FLOW which simply measures the amount of money you 
receive/earn and the money you spend. 
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4 secrets to spending less money
By Renee Sylvestre-Williams

We all have our spending triggers -- the cues or situaƟ ons that encour-
age us to spend more money. Here’s how to recognize them and cut 
back on the spending -- and stop racking up debt.

One of the biggest causes of debt is consumer spending. It’s the 
“have to have it now” syndrome combined with easy access to credit. 

Before you know it, you’re up to your eyeballs in debt but you sƟ ll can’t resist those 
shoes, books, gadgets or whatever your weakness may be. Something is triggering your spending 

habits and it’s ridiculously hard to resist, leaving you with more and more debt. So what are some of the 
most common spending triggers, and how can you avoid them?

Trigger #1: EmoƟ ons
Buying things makes you feel beƩ er unƟ l you receive your statement. Then you feel horrible, triggering the 
need to spend more -- it’s a vicious cycle. 

The soluƟ on: Track everything 
Take the Ɵ me to write down all your purchases. You should already be doing this as part of your budget, but 
this Ɵ me note how you felt when you bought them. Were you happy, sad or bored? Making a note of your 
moods can help you idenƟ fy your emoƟ onal trigger and learn to avoid emoƟ onal spending.

Trigger #2: Sales, sales, sales
You don’t need it, but the price was so good! It’s the thrill of the hunt that moƟ vates you, even if you never 
wear or use your sale items. 

The soluƟ on: Talk to a friend and wait before you buy 
Whenever you feel the urge to buy something, call a friend who will reason with you and help you avoid buy-
ing. Just ensure it’s not a friend who will enable your spending habits. 

If you can’t reach a friend because you’re shopping online at two in the morning then wait 24 hours before you 
buy. In fact, why not avoid online shopping enƟ rely? 

Trigger #3: Keeping up with the Joneses (or your friends)
There’s always one friend who makes a liƩ le more than you do. When you hang out together she spends and 
you fi nd yourself following suit so you don’t look like the poor relaƟ on. Soon you’re hauling out the credit card 
just to keep up. 

The soluƟ on: Don’t put temptaƟ on in your purse or wallet, and talk to your friend

If you know you have a habit of whipping out the credit card when you’re shopping in a group, then avoid the 
temptaƟ on by leaving the cards at home. Travel with cash, knowing that once you spend it, that’s it. Note: This 
doesn’t mean reaching for the debit card instead. 

Also, talk to your friend and explain that you love hanging out with her but would prefer to do it in a way that 
saves both of you money. Who knows -- she might be overspending too.

FACT 

Sheet

McIntyre Media Inc.   tel: 800-565-3036   fax: 519-942-8489   email: info@mcintyre.ca16



Trigger #4: Media infl uences
Blogs, magazines, ads -- all are packed with preƩ y pictures tempƟ ng you to spend. And really, do you need 
another pair of boots? Or another video game.

The soluƟ on: Out of sight, out of mind
Unsubscribe from blogs and cut back on the magazines that encourage you to shop. Remove temptaƟ on from 
your house and your computer. Think of it as out of sight, money in your pocket. 

Avoiding your spending triggers means taking a good, hard look at yourself and changing ingrained behaviours. 
You may not like what you see, but by knowing and acknowledging those triggers, you’ll be able to overcome 
them and avoid racking up debt.

Taken from: h  p://www.canadianliving.com/life/money/4_secrets_to_spending_less.php
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 Chapter 4: So, what do you buy?
MarkeƟ ng & Consumerism

Let’s take a quick look at consumerism. You are a teenager.  According to the United NaƟ ons, (“2010 Revision 
of the World PopulaƟ on Prospects”) the world populaƟ on reached 7 billion on October 31, 2011.

Approximately one in fi ve people on Earth are adolescents between 10 and 19. That’s a lot of teenagers. 

And teenagers spend billions of dollars in a year. AdverƟ sers hope they can appeal to your desires because 
they are spending great amounts of resources to reach the teenage demographic. AdverƟ sers work hard to 
make their products way-cool, ultra-glamorous, and super-exciƟ ng. Many young consumers fi nd themselves
falling under the spell of the glitzy images, spending more money than they should. As the total money spent 
rises, so does the total debt by teenagers.

Discuss: Is anyone in this room not wearing a visible brand? 

Why is it important to us to idenƟ fy ourselves with brand names? Inevitably, the students will say that these 
companies or products are “cool.” This will segue into a discussion of “cool.”

Cool is a value, one that is extremely hard to even idenƟ fy, let alone defi ne. SƟ ll, companies realize that they 
must be cool to be consumed by teenagers. 

Give each student a copy of the handout on page 19 - “Canadian Youth Major Consumer of Clothing and 
Fashion Products.”

Discuss: Why are these stores and brands the TOP 10? What do they represent to students? 
AcƟ vity #1: Collect various pairs of jeans, hoodies, t-shirts or sweatshirts. Cover the logo or name brand on 
each and have students try to idenƟ fy the product. Be sure to include non-name brand items.

Brand name items oŌ en cost more because manufacturers spend so much on adverƟ sing, not necessarily on 
quality.

AcƟ vity #2: As a class, choose a day when everyone is assigned to wear logo-free clothing. If students don’t 
own any logo-free clothing, they may turn t-shirts inside out or place masking tape over the logo. To increase 
the impact, make the day school-wide, including covering all corporate logos displayed in your school. Use the 
resulƟ ng visual impact to help students refl ect on the role of branding in their lives. In a school-wide iniƟ aƟ ve, 
lessons can be integrated across the curriculum:

• English: Ask students to write a descripƟ on of the image conveyed by a logo they oŌ en wear.
• Social Studies: Encourage students to look more closely at the “made in” labels in their clothing and 

compare the realiƟ es of global producƟ on with the image of parƟ cular brands.
• History: Explore the history of clothing and its use in reinforcing class and caste disƟ ncƟ ons.
• Math: Compare how much the addiƟ on of a popular logo adds to the price of a pair of jeans or a shirt. 

Conduct a staƟ sƟ cal survey of brands most popular in your class compared with the chart on page 19.
• General: Consider the impact of branding on social relaƟ ons between various groups at school.

Discuss: Who profi ts from the logo on their favourite pants? 
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CANADIAN YOUTH
MAJOR CONSUMER OF CLOTHING
AND FASHION PRODUCTS
Without teenagers, many clothing companies would not exist. A study, conducted in March 2009, of close to 
2000 Canadian teens revealed that teens in Canada spend over 200 million dollars a month on clothes alone, 
over 20% higher than the average Canadian. Clothing is the expenditure on which teens spend the majority of 
their money and companies interested in cashing in are fi ghƟ ng a constant baƩ le for the aƩ enƟ on of
this lucraƟ ve but fi ckle market.

Nearly 70% of the 3 million teens in Canada purchase their own clothes. Over half of these purchases hap-
pen impulsively while browsing merchandise in stores. The clothing items that they focus on most are tops, 
followed by underwear, and boƩ oms. Teens choose style over comfort and care very liƩ le for funcƟ onality or 
warmth. Almost half of teens surveyed consider their style unique and look for clothing that refl ects originality.

TOP 10 CLOTHING
STORES
*Taken from March 2009 survey of
Canadian teens
1. West 49
2. American Eagle Ouƞ iƩ ers
3. Urban Ouƞ iƩ ers
4. La Senza
5. Garage Clothing
6. H&M
7. Hollister Co.
8. Winners
9. Le Chateau
10. Old Navy

TOP 10 CLOTHING
BRANDS
*Taken from March 2009 survey of
Canadian teens
1. DC
2. Vans
3. American Apparel
4. Nike
5. Lululemon
6. Adidas
7. Abercrombie & Fitch
8. Etnies
9. Guess
10. Puma

About the survey:
Results are based on a 1,900 respondent quesƟ onnaire-based survey in March 2009:
Key demographics: 41.8% male, 58.2% female
86% aged 13-18, 12% aged 19-23
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Chapter 5: Let’s Budget!

We’ve looked at your spending and saving habits, what you like to buy and why you buy it. Now it’s Ɵ me to 
budget! A budget is a plan for saving and spending income. It will help you keep spending in perspecƟ ve and 
save money in order to reach your goals. Include savings in your plan by Paying Yourself First. Seƫ  ng aside 
money at the beginning of your budget period will ensure that your savings will grow.

Budgets are not meant to be wriƩ en in stone because each element of your budget will change over Ɵ me.
Certainly, your income will change. At some point, you will probably get a full-Ɵ me job. If you get paid a salary,
your income will become a lot more predictable. 

Savings goals, too, will change. Right now your biggest fi nancial goals are probably buying a new cell phone, a 
new car or a post-secondary educaƟ on. Later, you might want to think about saving for your own home. Maybe 
you’ll decide to go to graduate school. Then there’s the huge fi nancial goal of saving for reƟ rement. And in 
between, you also may want to save for your children’s educaƟ on or a vacaƟ on home.

Of course, spending habits will defi nitely change too. It’s funny, but the more money you make, the more you
tend to spend. That’s because your needs grow—bigger apartments, bigger houses. And your wants grow 
too—nicer cars, more exoƟ c vacaƟ ons. And if you want to have children, be prepared to spend a lot more.

So updaƟ ng your spending plan should become a regular part of your money management to keep pace with 
your changing income, goals, and spending habits.

By wriƟ ng down your monthly income and expenses, you can see how much money you expect to have for the 
month and plan for how much you can spend.

The First Rule of BudgeƟ ng:

The fi rst rule of budge  ng is simple: Spend less than you earn!
If you earn $150 a month from your job, and earn another $50 from your allowance or birthday money, your 
income for the month is $200. If your savings account earns another $5, your total income is $205. Now you 
know that you have to spend less than $205 for the enƟ re month.

Structuring Your Budget:

1: Determine your Income.
EsƟ mate all “incoming” money, including salary from a job, allowance from your parents, birthday money, etc.

2. EsƟ mate Required Expenses.
Required expenses include taxes and bills that you must pay. Required bills may include your cell phone bill 
and gas money to drive to work or school. You should also include payment to your savings in the “Required 
Expenses” category. Whether you are saving for something specifi c (like a car or college) or just tucking money 
away for the future, it is criƟ cal that you get in the habit of paying yourself fi rst! Even a few dollars each month 
helps build your savings.

3. EsƟ mate DiscreƟ onary Expenses
AŌ er you have paid your Required Expenses, you can use the money leŌ  over for some fun! DiscreƟ onary 
Expenses may include clothes, shopping, pizza, video games, giŌ s and any other expenditures that are 
considered “opƟ onal”.

Review the following Sample Budget on page 21, and then make your own monthly budget using the 
worksheet on page 22. Stay within your budget, pay yourself fi rst, and you will always be in control of your 
money!
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Category Monthly Budget Actual Amount Diff erence
INCOME: EsƟ mate Your Income Your Actual Income
Wages/Income
Paycheque, Allowance, 
Birthday Money, etc

$200 $210 $10

Interest Income
From Savings Account

$5 $4 ($1)

INCOME SUBTOTAL $205 $214 $9

EXPENSES: EsƟ mate Your Expenses Your Actual Expenses
     Savings

Savings Account $10 $10 $0
     Bills
Taxes - from Paycheque $30 $32 ($2)
Rent/Mortgage $0 $0 $0

UƟ liƟ es
Electric, Cell Phone, etc

$30 $30 $0

Groceries/Snacks $15 $12 $3

     Car

Car Payment $0 $0 $0

Car Insurance $0 $0 $0
Gas $20 $25 ($5)

     Shopping

Clothes $40 $35 $5

Other $10 $0 $10

     Fun

Entertainment
Movies, Pizza, Music

$20 $25 ($5)

Other Expenses Skiing: $10 Skiing: $10 $0
EXPENSES
SUBTOTAL

$185 $179 $6

NET INCOME
Income Minus Expenses

$20 $35 $15

Sample Monthly Budget for Teens
NegaƟ ve amounts are (in parentheses)
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Category Monthly Budget Actual Amount Diff erence
INCOME: EsƟ mate Your Income Your Actual Income
Wages/Income
Paycheque, Allowance, 
Birthday Money, etc

Interest Income
From Savings Account

INCOME SUBTOTAL

EXPENSES: EsƟ mate Your Expenses Your Actual Expenses
     Savings

Savings Account
     Bills
Taxes - from Paycheque
Rent/Mortgage

UƟ liƟ es
Electric, Cell Phone, etc
Groceries/Snacks

     Car

Car Payment

Car Insurance
Gas

     Shopping

Clothes

Other

     Fun

Entertainment
Movies, Pizza, Music
Other Expenses
EXPENSES
SUBTOTAL

NET INCOME
Income Minus Expenses

Your Montly Budget
Fill in the spaces using the Sample Budget as a guide.
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Remember back on page 14 when you listed some of your FINANCIAL GOALS. Now you can use your BUDGET 
to determine how feasible these goals are. Can you make them happen?

Financial Goals $ Amount Needed What I Need to SAVE each week 
or month to meet my goal (based 

on budget)

Total to SAVE for GOALS      $      $

FINANCIAL GOALS
Your fi nancial goals are the most important expenses you have—treat 
them that way! If you don’t, you’ll be tempted to spend your money on 
other things, especially those variable expenses like food, clothing, and
entertainment. Paying yourself fi rst helps ensure that you’re able to pay 
for the things that are really important to you in life.
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Chapter 6: Money Management - Borrowing & InvesƟ ng Money

Many of us have too much debt, and we want to reduce or eliminate it.  Others use debt responsibly, for 
example for a mortgage on a house. However, if you are feeling fi nancially stressed, then you likely have too 
much debt. 

Why is debt diffi  cult to deal with?  It is due to interest, which is the cost of borrowing money.  Banks and other 
fi nancial insƟ tuƟ ons lend money, and in return the individual that borrows the money pays interest.  The rate 
that individuals pay varies depending upon their credit worthiness and the type of debt.  For example, credit 
cards charge some of the highest interest rates, 8%, 10%, 18% or more. 

Whenever you borrow money, you pay a usage fee. That fee is called interest:
Interest = the amount charged for the use of borrowed money.

The amount of interest you pay is based on three elements: the amount you borrow, the interest rate, and the 
length of Ɵ me the money is borrowed for. The terminology for these elements is as follows:

Principal: the amount borrowed
Interest Rate: annual percentage of the principle that is charged as a fee
Term: length of Ɵ me the money is borrowed

When it is Ɵ me to pay back the money, you are required to pay the principle plus the amount of interest 
that has accumulated. This is called simple interest and it is typically used for very short-term borrowing or 
investments. The formula is as follows:

Interest = Principle x rate x Ɵ me (I=Prt)

Example: If you borrow $1000 for fi ve years at an interest rate of 10%, the amount of interest you pay is:
I = Prt
I= $1000 x 0.10 x 5
I= $500

The cost of borrowing $1000 for fi ve years at 10% interest is $500.

The total amount due at the end of fi ve years is principle + interest:
A = P + I
A = $1000 + $500 = $1500

An effi  cient way to calculate the total amount owed:
A = P * (1+ rt)
A = $1000 * (1+ 0.10*5)
A = $1000 * 1.5
A = $1500

When you borrow money, you pay interest but when you invest money, you earn interest. An investment is 
really a case where you lend your money to someone else and they pay you interest. The same equaƟ ons 
apply when calculaƟ ng simple interest that is earned except now principle is the amount invested and interest 
is the amount earned.
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Example: If you put $5000 in a savings account that pays 2% annual interest, the amount of money you will 
have at the end of the year is:

A = P * (1+ rt)
A = $5000 * (1+ 0.02*1)
A = $5000 * 1.02
A = $5100
The interest earned is $100.

With simple interest you can set up an interest table that shows how much interest is accumulated over Ɵ me. 
If we use the same example of $5000 in a savings account that earns 2% interest annually, the interest table 
looks like this:

Term (years) Interest (based on iniƟ al investment of 
$5000 @ 2% annual interest)

Total

1 100 5100
2 200 5200
3 300 5300
4 400 5400
5 500 5500

AŌ er 5 years the savings account would have $5500.
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Student Worksheet

Circle and complete the following quesƟ ons.

1. The amount charged for the use of borrowed money is called:
a. Principle
b. Term
c. Interest
d. Rate

2. The amount of an original investment is called:
a. Principle
b. Term
c. Interest
d. Rate

3. The formula for Simple Interest is:
a. P=itr
b. I=Prt
c. r=I/Pt
d. Both b and c

4. The three elements used to calculate simple interest are ______________ , _________________, and

____________________.

5. The three elements used to calculate simple interest are ______________ , _________________, and 

____________________.

6. How much interest does a $10,000 investment earn at 5.6% over 18 years?

Taken from: www.moneyinstructor.com

Answer Key on page 33.
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Compound Interest

What is beƩ er than simle interest? Teenagers have the greatest number of years ahead of them to compound 
growth on their savings. Compound interest is a basic mathemaƟ cal principle. It is money earned on the total 
amount in your account including the iniƟ al deposit and interest that has already been credited to the account. 
If you invest your money at a good interest rate it can grow very nicely.

So, let’s say you have $1000 to invest. The amount you invest is called the “Principal”. If you invest a principal 
of $1000 at 10% compunding interest, aŌ er the fi rst month, the interest payment will be:

  interest (fi rst month) = 10% of $1000 = $100

The interest is added to the principal, so you now have: $1000 + $100 = $1100.

The next month’s interest will be 10% of the new total:

 interest (2nd month) = 10% of $1100 = $110
 $1100 + $110 = $1210.

So, your principal (the amount you invested) has increased to $1210 aŌ er the 2nd month.

NoƟ ce that the increase is $10 greater aŌ er the second month than aŌ er the fi rst. This trend will conƟ nue 
during the life of the investment so that it will conƟ nue to grow faster and faster as Ɵ me goes on. Take a look 
at the chart below. It shows you how compound interest can work for you!

Visit www.mcintyre.ca - FREE on-line PREVIEWS! 27



Compound Interest

Over Ɵ me, compound interest will make much more money than simple interest.

The formula used to calculate compound interest is:

So, if I were to invest $1000 at a rate of 5% compound interest per year for 3 years, I would end up with 
$1157.62:

M =1000(1+ 0.05)3 =1157.62

Try these quesƟ ons on your own:

1. $1000 invested with compound interest at a rate of 15% per year for 9 years.

2. $400 invested with compound interest at a rate of 3% per year for 2 years.

3. $1250 invested with compound interest at a rate of 5% per year for 4 years.

4. $1400 invested with compound interest at a rate of 9% per year for 6 months.

5. $300 invested with compound interest at a rate of 25% per year for 8 years.

6. $600 invested with compound interest at a rate of 4% per year for 10 years.

7. $750 invested with compounded interest at a rate of 19% per year for 13 years.

8. $100 invested with compounded interest at a rate of 10% per year for 10 years.

9. $250 invested with compounded interest at a rate of 4% per year for 4 years.
 
10. $4250 invested with compounded interest at a rate of 5% per year for 3 years.

Answer Key on page 33.

 
M = P (l + i)

M = fi nal amount (including principal)
P = principal amount
i = interest rate per year
n = number of years invested
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Chapter 7: Consumer Issues for Teens
Fraud and IdenƟ ty TheŌ : Recognize It. Report It. Stop It.

IdenƟ ty theŌ  occurs when someone uses your personal 
informaƟ on, without your knowledge or consent, 
to commit a crime, such as fraud or theŌ . Frauds 
can involve credit cards, government documents 
or benefi ts, uƟ liƟ es, banks, or employment-related 
maƩ ers. Fraud is increasing, and technology is making 
it easier. Telephone, fax and the Internet help criminals 
fi nd vicƟ ms all over the world. Chances are you know 
someone who has been a vicƟ m.

How Can You Stay on Guard?

The following checklist, available at www.cmcweb.ca/
idthe  , outlines what you need to know to help reduce 
the risk:

Guard Your Personal Informa  on
• Never give personal informaƟ on by phone, the Internet or mail unless you iniƟ ate the contact.
• Be careful about sharing personal informaƟ on and don’t give out more than you need to.
• Shield your PIN, and never lend cards.
• Report missing credit or debit cards.
• Carry only the ID you need.
• Put other ID documents (SIN, birth cerƟ fi cate, passport) in a safe place.
• Shred documents with personal informaƟ on.
• A SIN (Social Insurance Number) is only for employment and tax reporƟ ng. If a 
thief gets hold of your SIN, they can easily steal your idenƟ ty and pretend they 
are you. They can use it to gather your personal informaƟ on, which can hurt both 
your personal and fi nancial reputaƟ on. By using your SIN, a thief could obtain 
other personal informaƟ on and create various accounts in your name so that 
you end up paying their bills and income taxes, among other things. For more 
informaƟ on, go to h  p://www.servicecanada.gc.ca/eng/sin/info/yoursin.shtml
• Ask about the security of your informaƟ on at work, with businesses and chariƟ es.

Guard your Computer and its Informa  on
• Select a complex password of leƩ ers, numbers and symbols.
• Install fi rewall, anƟ -virus, anƟ -spyware and security soŌ ware-update oŌ en.
• Don’t try, don’t buy and don’t reply to spam or emails that ask for banking informaƟ on.
• For online transacƟ ons, look for hƩ ps://, a closed lock or an unbroken key icon.
• When disposing of hard drives, use overwrite soŌ ware or destroy the drive. 

PrevenƟ ng fraud in the fi rst place is much easier than trying to get your money or idenƟ ty back later. Visit 
www.cmcweb.ca/idthe   to check out the enƟ re Consumer IdenƟ ty TheŌ  Kit.
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What to Do If Your IdenƟ ty Has Been Stolen
It is very important for anyone who has become a vicƟ m of idenƟ ty theŌ  to take acƟ on. Always call your 
fi nancial insƟ tuƟ ons and local police fi rst. Visit www.cmcweb.ca/idthe   for a more complete list of steps to 
follow that can minimize damage and help prevent further idenƟ ty theŌ . This website includes informaƟ on 
about whom to contact and an IdenƟ ty TheŌ  Statement form to help you provide wriƩ en noƟ ce of the 
incident.

QuesƟ ons to Ask
It is diffi  cult to know if you are being exposed to fraud. To avoid it, do your research and make sure you ask 
the right quesƟ ons. The following quesƟ ons are examples from Personal InformaƟ on and Scams ProtecƟ on: A 
Student PracƟ cal Guide, available on the RCMP website (www.rcmp.ca). Find it in the “Scams” secƟ on. It might 
help you.

• Who am I really dealing with?
• Why is he/she asking for more informaƟ on than they  

actually need?
• Am I being rushed or pushed into making impulsive 

decisions?
• Is this person overly enthusiasƟ c?
• Is this too good to be true?
• Is there anything unusual about this automated teller 

machine?
• Is a hidden camera / cellphone camera / person reading 

my PIN?
• Is this job off er legiƟ mate?
• Is this website trustworthy/legiƟ mate?
• Will this employer/organizaƟ on protect my personal 

informaƟ on?
• Why are they asking for a processing fee to give me a 

loan?
• How did they get my contact informaƟ on?
• Am I broadcasƟ ng my personal informaƟ on over the 

airway?
• Why does this stranger suddenly want to become my 

best friend?

Dealing With Fraud
The fi rst step in dealing with fraud is to recognize it. Keep in mind at all Ɵ mes the signs of fraud listed above. If 
you encounter fraud, report it immediately. Visit the websites listed below to fi nd out how. Don’t be a vicƟ m of 
fraud — stop it. Be on guard and save your money.

More InformaƟ on
The following websites off er up-to-date informaƟ on on fraud prevenƟ on methods and current scams, including 
idenƟ ty theŌ :

• Visit www.ConsumerInforma  on.ca. Check out the Spam IQ Test, Fraud Quiz and other informaƟ on 
available on fraud.

• The RCMP’s website is available at www.rcmp-grc.gc.ca.
• RECOL (ReporƟ ng Economic Crime On-Line), a website supported by the RCMP, is available to report 

Internet fraud (www.recol.ca).
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• PhoneBusters, the Canadian anƟ -fraud call centre (www.phonebusters.com), is the central agency in 
Canada that collects informaƟ on on idenƟ ty theŌ , fraudulent telemarkeƟ ng and advanced-fee fraud 
leƩ ers complaints. Please contact its call centre to report frauds or aƩ empted frauds at 1-888-495-8501 
or info@phonebusters.com. For Nigerian leƩ ers, contact wafl @phonebusters.com.

• Privacytown is available at www.consumer.ic.gc.ca/privacytown.
• Consult the website of the Offi  ce of the Privacy Commissioner of Canada (www.privcom.gc.ca) to read 

the Personal InformaƟ on ProtecƟ on and Electronic Documents Act, which outlines the procedures that 
private sector organizaƟ ons must abide by when collecƟ ng and using your personal informaƟ on.

• Find provincial and territorial privacy offi  ces at www.privcom.gc.ca by clicking on “Resource Centre” 
and then on “List of Provincial and Territorial Privacy Commissioners.”

Internet Shopping

The Internet is a powerful tool and a great 
place to shop, but it is important to use it with 
cauƟ on. Criminals are using the Internet’s 
speed, anonymity and hype to reach new 
markets with old and new scams. The best way 
to protect yourself is to know what the hazards 
are and what you can do to reduce the risk.

Get the Details
Stay away from merchants who don’t provide 
the details, i.e., who they are, where they are, 
how to contact them, what they are selling, 
all the costs involved and their privacy policy. 
Reliable merchants want you to know these 
details.

Use the On-line Shopping Assistant, available at www.ConsumerInforma  on.ca, when you are considering 
making a purchase online.

Spam Off ers

Don’t buy anything you hear about through spam (unsolicited emails). If you do get spam, don’t reply to it, 
don’t ask to be removed from the sender’s mailing list, and don’t take advantage of the spammer’s off er to 
remove you from the list. These acƟ viƟ es only serve to validate your email address. When it comes to spam, 
the soluƟ on is simple: delete, delete, delete.

You may wish to visit the U.S. Direct MarkeƟ ng AssociaƟ on’s (DMA’s) website at www.e-mps.org to have 
your email address removed from the markeƟ ng lists of member companies throughout Canada, the U.S., 
Australia, Belgium, Finland, Great Britain, Ireland and the Netherlands. Although the website is operated by a 
U.S. associaƟ on, it also serves Canadians. You can also visit the RCMP website (www.rcmp.ca) and check out 
Personal InformaƟ on and Scams ProtecƟ on: A Student PracƟ cal Guide. There you will fi nd some informaƟ on 
about protecƟ ng yourself from scams.
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Phishing
Phishing refers to the imitaƟ on of a trusted person or organizaƟ on in order to steal an individual’s personal 
informaƟ on, generally for the purpose of idenƟ ty theŌ . For example, you may receive an email message that 
appears to be from a well-known bank asking you to visit a website to confi rm your account details, but the 
website is actually controlled by someone looking to gather your personal informaƟ on. Do not give out
any informaƟ on on these sites.

Money, Security and Safety
It is usually safer to use a secure transacƟ on 
website that shows either a closed padlock icon 
at the boƩ om of your screen or “hƩ ps://” in the 
web address. If these aren’t in place, someone else 
could get your informaƟ on and credit card number. 
Some provinces have Internet security legislaƟ on. 
Contact your provincial or territorial consumer 
aff airs offi  ce to learn more (see “ReporƟ ng Internet 
Shopping Problems” below).

Make sure you know the total price for the goods 
you are buying, including taxes, shipping and 
handling. For out-of-Canada purchases, fi gure out 
the price in Canadian dollars using the currency 

converter at www.ConsumerInformaƟ on.ca. Depending on the item(s), you may have to pay duty, GST or HST, 
plus a handling fee if the goods are mailed. It may be cheaper to buy low-cost items locally. For customs and 
duty informaƟ on, contact the Canada Border Services Agency toll-free at 1-800-461 9999.

Be wary of purchasing from foreign sellers — it may be harder to get your money back if something goes 
wrong. If you paid by credit card and don’t get the goods, contact your credit card company to see if it can 
help. Also, contact your provincial or territorial consumer aff airs offi  ce, as they may have Internet security 
legislaƟ on on the issue. If you have a problem with something you have purchased from a foreign seller, you 
may also wish to visit the website of the InternaƟ onal Consumer ProtecƟ on and Enforcement Network (ICPEN) 
at www.icpen.org. ICPEN operates an informal dispute-resoluƟ on system to assist consumers in resolving 
disputes arising out of cross-border transacƟ ons.

Safety isn’t just a fi nancial issue. Foreign products may not meet Canadian safety standards, and it’s up to you 
to make sure the product is safe. You should be parƟ cularly concerned with the potenƟ al chemical, mechanical 
and electrical hazards and the fl ammability of products. Be especially careful when buying things such as 
health or children’s products. Take the Ɵ me to visit CSA InternaƟ onal’s website (www.csa-interna  onal.org) or 
Health Canada’s website (www.hc-sc.gc.ca) for product informaƟ on.

Quick Online Tips

• Remember, if the off er sounds too good to be true, it probably is.
• Read the contract, especially the fi ne print. Be sure to print out copies of important documents such as 

reference, confi rmaƟ on and order numbers.
• Do not purchase anything on a website that asks you to send personal or fi nancial informaƟ on before 

you fi nd out what’s for sale.

Taken from: h  p://cmcweb.ca/eic/site/cmc-cmc.nsf/vwapj/Teens%20newsle  er%203%20ENG.pdf/$FILE/
Teens%20newsle  er%203%20ENG.pdf
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Answer Key:

Simple Interest - page 26

1. The amount charged for the use of borrowed money is called: Interest

2. The amount of an original investment is called: Principle

3. The formula for Simple Interest is: Both b and c

4. The three elements used to calculate simple interest are: principle, rate, Ɵ me.

5. How much interest does a $10,000 investment earn at 5.6% over 18 years? $10,080

Compound Interest - page 28

1.   M = $3517.88
2.   M = $424.36
3.   M = $1519.38
4.   M = 2347.94
5.   M = $1788.14
6.   M = $888.15
7.   M = $7197.34
8.   M = $259.37
9.   M = $292.46
10. M = $4919.91
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The Pitch
A fantastic, exciting way to learn about business, entrepreneurship, & communication skills!

Grades 9-Adult   2010/2011   20 episodes  23 min ea   BNN
The Pitch hooks up Canadian entrepreneurs with the risk capitalists who are siƫ  ng on the real money... the money that 
brings ideas to life.  During the program, start-up entrepreneurs or companies seeking to take their business to the next 
level will sell their business idea - and the amount of cash needed - to a panel of tough fi nanciers and experts.  The 
panelists will either give the pitch the green light or send the dreamers back to the drawing board.  
 

SPECIAL SERIES PRICE – ONLY $1500 - a saving of $499 - Series ##BNN009DV-M2
Individual episodes: $99.95 ea

Episode 1: Features Noorneet Singh, 
Neumodo & Andrew McNabb, CEO of 
Metafl o Technologies.
#BNN010DV $99.95: DVD
Episode 2:
Features Bob McCook, Teldio and 
Doug Moff at, True Voice Technologies.
#BNN011DV $99.95: DVD
Episode 3:
Features Dennis Meharcahnd, Valt 
X Holdings & Shai Berger, CEO of 
Fonolo.
#BNN012DV $99.95: DVD
Episode 4:
Features Gary McCone, Preo SoŌ ware 
& Marcus Anderson, Broadplay. 
#BNN013DV $99.95: DVD
Episode 5:
Features Fred Devellano, Guardian 
Angel Care & Brian Whiten, Heliviz.
#BNN014DV $99.95: DVD
Episode 6:
Features ScoƩ  Riessebosch, CRS 
Electronics & Rachna Prasad, 
Gourmantra Foods.
#BNN015DV $99.95: DVD
Episode 7:
Features Ray Cao, Loose BuƩ on & Jay 
Klein, PUR Gum.
#BNN016DV $99.95: DVD

Episode 8:
Features Zaheed PopƟ a, CardSwap 
& MaƩ hew Clancy, Forward Focus 
Recruitment.
#BNN017DV $99.95: DVD
Episode 9:
Features John Vellinga, MulƟ culture 
MarkeƟ ng & Jonathan Brun, 
Makeyourgirlfriendhappy.com
#BNN018DV $99.95: DVD
Episode 10:
Features Sanjay Singh, Fusenet & Jaco 
Joubert, Guestlist.
#BNN019DV $99.95: DVD
Episode 11:
Features Warren MacKenzie, Weigh 
House iNvestor Services & Roger 
Nahas, Body Bootcamp.
#BNN020DV $99.95: DVD
Episode 12:
Features Landon Letendre, Email My 
Purchase & Adil Dhalla, My City Lives.
#BNN021DV $99.95: DVD
Episode 13:
Features Jean Castonguay, CogniSens 
AthleƟ cs & Alan Smithson, Smithson 
MarƟ n.
#BNN022DV $99.95: DVD
Episode 14:
Features Neil Raj, AdCommunal and 
Tim Ray, Food Scrooge.
#BNN023DV $99.95: DVD

Episode 15:
Features Antonia Rodrigues, 
OneSprout & Olsyn Lewis, 
MobiMedia.
#BNN024DV $99.95: DVD
Episode 16:
Features MaƩ hew Thompson, 
ProTranscript & Allan Fisch, HomeSav.
#BNN025DV $99.95: DVD
Episode 17:
Features Alyssa Richard, RateHub.ca 
& Sandy Gibosn, ConnectedN.
#BNN026DV $99.95: DVD
Episode 18:
Features Richard Willis, ShockBugZ & 
Barbara Tassa, WeblishPal.
#BNN027DV $99.95: DVD
Episode 19:
Features David Feldt, JazLife & ScoƩ  
McQuin, iBundle.
#BNN010DV $99.95: DVD
Episode 20:
Features Maureen Stern, Moki 
GreeƟ ng Cards & Kim Gans, Sweet 
Flour Bake Shop.
#BNN010DV $99.95: DVD

More 
More 
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Stock & Awe Series
A fun, new Canadian-produced approach to 

fi nancial literacy for Grade 9 and up!
Grades 9-Adult   2010/2011   8 episodes – 22 min ea   BNN
“Odd, sarcas  c and with a dash of sitcom melodrama, ‘Stock & Awe’ mixes 
basic fi nancial advice with humour to teach viewers about a world where 
the TSX and Dow Jones are consulted like daily horoscopes. ” – Walletpop 
Canada
GICs, TFSAs, ETFs -- it may seem like a lot of jargon, but these acronyms can 
make the diff erence between living paycheque to paycheque and geƫ  ng the 
most out of your money. In this new series produced by Canada’s Business 
News Network (BNN), host Hilary Doyle mixes business TV and the world 
of sitcoms in ‘Stock & Awe,’ As a fi cƟ onalized version of herself in Stock and 
Awe, Doyle plays a TV business reporter who doesn’t know much about 
business. When a friend fi nally points out the shocking precariousness 
of Doyle’s personal posiƟ on, she vows to become more knowledgeable 
and secure her fi nancial future. Calling on some of the brightest minds on 
Bay Street, Hilary sets forth with determinaƟ on, a pre-dawn show, and a 
propensity for dance numbers, to make sense of the markets, the indexes, 

stocks, bonds, diversifi caƟ on, RRSPs, TFSAs, mutual funds and ETFs, trading, Ɵ ming, taxaƟ on, strategy, commodiƟ es, 
ethics, psychology, and everything else you’ve feared you might never really understand, but pretend that you do.

SPECIAL SERIES PRICE – ONLY $687.60 - a saving of $112 - 
Series #BNN000DV-M2

Individual episodes: $99.95 ea

Episode 1: For World Business News reporter, Hilary Doyle, 
debt has been a way of life. Now she’s in a race against 
reƟ rement, with sƟ leƩ os on her feet. Doctor Debtless goes 
to work. 
#BNN001DV $99.95: DVD

Episode 2: Doyle foregoes retail therapy for fi nancial 
therapy, and digests enough informaƟ on and alcohol to 
forƟ fy her for live TV. Hilary kills a guest and gets her RRSP 
on track.
#BNN002DV $99.95: DVD

Episode 3: Hilary shows up to work in quesƟ onable dress 
and becomes an overnight sensaƟ on. The Pajama Mama 
takes a load off  and invesƟ gates funds. 
#BNN003DV $99.95: DVD

Episode 4: Hilary hunts for a husband for Liza, in exchange 
for one solid stock Ɵ p. At the offi  ce, Doyle meets her 
new producer, and an old running buddy who’s preƩ y 
moƟ onless in the markets. Ted looks for a liƩ le support.
#BNN004DV $99.95: DVD

Episode 5: Ted takes Hilary out to unwind before her 
fi rst show. A CEO with a sexy Ɵ cker talks his way onto the 
program. A new intern shakes things up at the offi  ce and 
Hil gets caff einated.
#BNN005DV $99.95: DVD

Episode 6: Hilary gets the rap on technical analysis and 
rocks out with Keith Richards. Skye launches a stock 
picking compeƟ Ɵ on and Doyle loads up her toolbox.
#BNN006DV $99.95: DVD

Episode 7: Ted and Ida introduce the DRIP, and Hilary 
comes up with a winning plan for the stock-picking contest. 
Skye’s got news that’s bigger than her hair, and things at 
work turn into a real bloody mess. 
#BNN007DV $99.95: DVD

Episode 8: Heavy layoff s at WBN prompt Hilary’s boss to 
come up with a bright idea. The stock-picking contest is 
in a dead heat, Hilary’s job is on the line, and Skye’s got a 
strategy to bank on. 
#BNN008DV $99.95: DVD
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