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INTRODUCTION 

 
On December 2-4, 2005, 67 participants gathered for a Future Search Summit to answer 
conceptually the question:  “What is the future of family and consumer sciences?” sponsored by 
the American Association of Family & Consumer Sciences (AAFCS). The participants came from 
all over the country, ranging in age from the early teens to retirees. They represented a range of 
family and consumer sciences professionals, as well as people who serve them and people who 
benefit from the practice of family and consumer sciences. It was a diverse group of AAFCS 
members and non-members who held in common a belief in the importance of the effect of family 
and consumer sciences on improving the lives of individuals, families, and communities.  
 
Prior to the Summit, AAFCS members and 
non-member stakeholders met in 
Conversation Cafés across the country to 
engage in dialogue with each other about 
the future of family and consumer sciences. 
The Summit participants received advance 
copies of the summary report from these 
Cafés and referred to them throughout the 
conference as they engaged in a series of 
discussions about the past, present and 
future of family and consumer sciences. 
 
This Executive Summary covers the key 
discussions of the Future Search Summit. It 
includes excerpts from the text of the many 
flip-charted conversations that were held by 
the participants, mostly in small groups, and 
reported to the whole group.  
 
The full Report, which includes all 
conversations, is available online at 
www.aafcs.org or in hard copy by calling 
1-800-424-8080. For the most part, in the 
full Report, the flip-charted reports are produced verbatim, using the participants’ own 
words.  
 
Appendix A outlines the next steps for AAFCS; Appendix B contains a full list of the Summit’s 
participants.  
 
 
 
 
1 * Future Search is an outgrowth of the work of Marvin Weisbord and Sandra Janoff, who founded the Future Search Network for its practitioners. 
The concepts and materials herein are adapted and used with permission: copyright 2005 by Future Search Network, a Program of Resources for 
Human Development, Inc., 4700 Wissahickon Ave., Suite 126, Philadelphia, PA 19144, USA. 
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CONVERSATION CAFÉS 
 

Conversation Cafés were held across the country in preparation for the FCS Future Search Summit. Several 
hundred members and others interested in the success of FCS gathered to discuss the following questions: 

• What about family and consumer sciences is important to you? 
• What concerns do you have about the future of family and consumer sciences:  What responses to 

these concerns might be possible; in other words, what might we be able to do to  
address them? 

• What gives you optimism about the future of family and consumer sciences?  What hopes do you 
have for the future?  What actions are possible to make that future a reality? 
 

All responses sent to AAFCS were captured and grouped into the following topics, and are reported 
in detail in the full Report. The responses were also distributed to all Future Search Summit 
participants in advance, for their consideration prior to coming to the Summit in Atlanta. It is of note 
that the comments and responses at the Summit paralleled the responses from the Conversation 
Cafés. 
 

The FCS Field 
The FCS Impact 
FCS Program and Infrastructure 
Public Policy  
Awareness of FCS and Market Demand 
FCS Professionals 
AAFCS: The Association for the Field and Its Professionals 
 

The full report from the Conversation Cafés is available on the  
AAFCS website at www.aafcs.org or by calling 1-800-424-8080. 
 
Groups Submitting Conversation Café Reports:  
 

Alabama Association of FCS (2) 
APU-Fall Leadership Workshop  
Colorado Association of FCS (2) 
Idaho Association of FCS 
Illinois Association of FCS  
Illinois Association of FCS Annual 

Conference 
Indiana Association of FCS 
Iowa Association of FCS (6) 
Maryland Association of FCS (2) 

Minnesota Association of FCS (3) 
Nebraska Association of FCS 
New York State Association of FCS 
Northeast Regional Conference 
Ohio Association of FCS 
Oklahoma Association of FCS (2) 
South Carolina Association of FCS 
Student Reponses 
Tennessee Association of FCS (2) 
Wisconsin Association of FCS (2) 
 

 
HOW FUTURE SEARCH WORKS 

 
Future Search is a methodology that has been used all over the world, in a wide variety of professional, 
industry, and community settings. It is a three-day event to which people are invited from the key stakeholder 
groups to explore and better understand each other’s perspectives and to discover the common ground on 
which to build toward a mutually desired and realistic future. Working in stakeholder groups, mixed 
stakeholder groups that are themselves microcosms of the whole, and in one large group (i.e., “the whole 
system in one room”), participants explore the past, analyze the present, discover common ground and plan 
accordingly for the future. 

Colorado Conversation Café 
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DAY ONE 

SETTING THE STAGE 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
The Family & Consumer Sciences Future Search Summit began as a blank slate surrounding a large circle 
of 67 participants and two facilitators. The walls of the Summit room were covered with large strips of blank 
paper, with nine empty flip charts around the room. The work was informed and inspired by the views and 
hopes of the hundreds of people who had participated in Conversation Cafés. To discover common ground, 
the participants were led through a series of highly interactive, exploratory group exercises, which culminated 
in a large group discussion of the findings of each group.  
 
To reach common ground, each participant first had to review and understand the past 30 years of family 
and consumer sciences. They looked at what has happened in family and consumer sciences in the past, 
what’s happening now and what they want in a preferred future. With each conversation, the paper on the 
wall and on the easels became alive with colorful writing, reflecting the thoughts and the ideas of the 
participants. These are summarized in this Executive Summary, and are captured verbatim in the full Report 
(now online at www.aafcs.org or in hard copy by calling 1-800-424-8080).  
 
The guiding principles for future search are: 
 
• A cross-section of members and non-members from all over the country so that we can explore the 

question, “What is the future of family and consumer sciences?”  
• This created more diversity and less hierarchy than might be usual in a meeting, and a chance for each 

person to be heard and to learn other ways of looking at the task at hand. 
• Before focusing on the future, the groups created and explored the big picture together before acting 

locally. This enhanced shared understanding and inspired a greater commitment to act. 
• People self managed their work and used dialogue – not ‘problem-solving’– as the main tool. This meant 

helping each other do the tasks and taking responsibility for one’s own perceptions and actions.  
• The participants sought to have a forward-looking, action-oriented approach that moves toward creating 

a shared future, not towards fixing problems. 
• Common Ground, rather than ‘conflict management,’ was the frame of reference. This meant honoring 

differences rather than having to reconcile them. 
 
KEY STAKEHOLDER GROUPS: 

 
A Steering Committee, which was itself diverse in its composition, analyzed the key stakeholder groups in 
family and consumer sciences and identified people to invite to the Summit who collectively had the 
authority, resources, expertise, information and need for family and consumer sciences. Keeping 67 
participants in eight key stakeholder groups plus the Board was the configuration considered ideal for a 
Future Search. AAFCS started with the nine groups and a pool of potential attendees was identified and 

All 67 participants
came into the circle to

begin the process.
After breaking into
individual “thought

pods” or work groups,
they returned to the

circle at regular
intervals throughout

the three-day
conference.
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invited from across the country. The pool included AAFCS members and non-members alike, the goal being 
to have as diverse a representation as possible to have ‘the whole system in the room’ for the Summit. We 
ended up with 67 participants. 
 
The key stakeholder groups at the Summit were: 

• Pre- and new FCS professionals 
• Students/Parents/FCS users 
• FCS professional educators 
• FCS professionals in business & 

industry 
• Education administrators 

• Government agencies/public policy 
• Non-FCS corporate 

consumers/media/PR 
• Professional associations/NGOs 
• AAFCS board members 

 
The diverse group of participants came from 24 states and the District of Columbia, a variety of nonprofit and 
for profit employment settings and different segments of family and consumer sciences, and ranged in age 
from 13 to over 60. They were providers and recipients of FCS services. The participant list can be found in 
Appendix B of this report. 

 
THE TIMELINE: FOCUS ON THE PAST (1975-2005) 

 
The participants developed three timelines:  

• Personal and professional 
• Family and consumer sciences and AAFCS 
• Significant global events 

 
This was the one activity of the Summit in which each participant wrote from his or her own history. The 
participants reflected on their past and recorded events that were notable milestones or turning points in their 
lives. They also contributed their ideas of what was memorable or remarkable to them on the FCS/AAFCS 
and global timelines. The rich and colorful timelines allowed participants to reveal to each other the 
significant events in their lives during the past 30 years. 
 

    
 
 
With the large colorful set of three timelines on the wall as a backdrop, the participants merged into eight 
‘mixed stakeholder groups,’ with a person from each stakeholder group in each. The groups were each 
assigned a timeline to analyze and to ‘tell the story’ of what they found in the timeline and its relationship to 

The AAFCS 
timeline reflects 
the events that 
were important, 
both negatively 
and positively, in 
the rich history 
of FCS and 
AAFCS.  
Positive events 
were noted 
above the line 
and the negative 
events below 
the line. 
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family and consumer sciences. By listening to the reports of each group, the participants revealed to each 
other their perspectives of the past 30 years on the personal and professional lives of the individuals in the 
room, the recent history of family and consumer sciences and the effects of world events.   
             
 
THE MINDMAP: FOCUS ON THE PRESENT 

 
Having explored and shared perspectives of the past to reinforce that everyone is living and experiencing the 
same world, the group then considered the current trends in society that the participants believe are shaping 
family and consumer sciences. The entire group participated in this exercise, naming trends and giving 
examples to place on a colorful ‘mind map.’ At the end of the exercise, each person was given colored dots 
to represent their stakeholder group. Everyone was asked to allocate their dots across the mindmap, sticking 
them on the trends that, from their perspective as a stakeholder, were the most significant and ones they 
could address. 
 
The trends that received the most dots were identified and named as: 

• Time poverty/lifestyle overload 
• Societal need for family and consumer sciences 
• Promotion/threat to family and consumer sciences as a profession, segmentation vs. integration 
• Economic environment and lack of equity in it 
• Political and cultural divisiveness/denial of racism 
• Globalization 
• Media influence 
• Technology 

 
DAY TWO 

FOCUS ON PRESENT AND PAST ACTIONS: 
WHAT WE’VE DONE, WHAT WE ARE DOING & WHAT WE WE’RE NOT DOING NOW 

AND WANT TO DO IN THE FUTURE 
 

Day Two began with a large group discussion around the mindmap, followed by each key stakeholder group 
identifying the trends or “branches” that were most significant to them and drawing its own map to connect 
them. Each group then listed the actions that their stakeholder group was taking or had taken to address 
those trends and which actions they were not doing and would like to take in the future. The purpose of this 
exercise was to discover stakeholders’ core concerns, what people are doing now about them, and what we 
want to do about them, going forward.  
 
FOCUS ON PRESENT AND PAST ACTIONS: PROUDS & SORRIES 

 
Having reported what they are doing and wish they were doing to address key external trends, the focus 
shifted to stakeholder groups ‘owning up’ to what they are doing and taking responsibility for their actions. 
This is an important exercise in owning up to what is, not blaming or problem-solving. The motto was “Own it, 
don’t moan it!” Each group brainstormed two lists: 
 

• What they (individually or as a group) have done, or are doing right now, that they are proud of 
in relationship to the practice of family and consumer sciences; and 

• What they are doing now, or in the past, that they are sorry about in relationship to the practice 
of family and consumer sciences. 
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Each group was then asked to highlight and report-out their “proudest prouds” and “sorriest sorries.” The 
detailed lists are included in the full Report (now online at www.aafcs.org or in hard copy by calling 1-800-
424-8080). 
 
 
FOCUS ON THE FUTURE: SCENARIOS OF THE DESIRED FUTURE FOR FAMILY & 
CONSUMER SCIENCES 
 
After sharing the lists of prouds and sorries and discussing them in the ‘whole system’ of the large group, the 
participants reorganized into their original mixed stakeholder groups for a task very different from those thus 
far. They were asked to pretend that it was ten years hence, on December 2, 2015. They were asked to 
visualize what had happened with family and consumer sciences as a result of having made the dreams of 
10 years ago (back in 2005) a reality. 
 
To develop a scenario of the desired future, each group was asked to answer the following questions: 

 
• What is life like today (2015) as a result of the practice of family and consumer sciences? 
• What is life like today (2015) for family and consumer sciences professionals? 
• With whom are we collaborating? How did they become our partners and what role do 

they play? 
• Describe notable policies, programs, and structures that exist now (in 2015). 
• What has the role of AAFCS been and what was the effect? 
• How do you sustain progress? 
• Think back to 2005, the year of the FCS Future Search Summit. What was the biggest 

barrier you had to overcome back then to get moving? 
• How did you overcome that barrier? 

 
All of the responses to these questions were captured and consolidated. The very lengthy lists and results 
parallel the views and hopes expressed in the Conversation Cafés, and are expressed in the full Report, now 
available online at www.aafcs.org or by calling 1-800-424-8080.  
 
For the report-outs, each group was asked to dramatize the scenario they had described on their flip charts. 
The creative and energetic dramatizations involved press conferences, media personalities, home and 
school life skits, and award presentations! 
 
 
 

 
 
 
 
 
 

 
 
 
 
 
 

One group’s skit 
depicted AAFCS 
receiving a grant 
for $1,000,000 
during a television 
talk show in the 
year 2015. 
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FOCUS ON THE FUTURE: COMMON GROUND 
FOR THE FUTURE OF FAMILY & CONSUMER 
SCIENCES and ACTION PLANS 
RECOMMENDING HOW TO GET THERE 
 
Day Two of the Summit was designed to answer “What is the 
future of family and consumer sciences?” The Day ended with 
the groups reviewing the scenarios and skits to identify the 
common themes and action possibilities that ran through 
them, as well as to identify any items for which there was not 
yet agreement.  

 
 
 
 
 

DAY THREE  
CONFIRMING COMMON GROUND 

 
A primary focus of the AAFCS Future Search Summit was to identify the common ground on which all parts 
of FCS can agree and toward which all are willing to work.  This is important because it allows FCS to 
determine what is agreed now and to focus precious and limited resources to make steady progress forward.  
By focusing on common ground, AAFCS and its allied partners can avoid the all too frequent 
tendency in organizations to spend significant resources trying to resolve irresolvable differences, 
rather than investing resources in forward movement one step at a time.   
 
Day Three of the Summit began with everyone looking at the Common Ground wall from the day before and 
discussing it at length to identify the areas on which there was agreement and commitment to work towards 
accomplishing it. Small groups formed to articulate more clearly the Common Ground, sharing the 
descriptions with everyone. Following a discussion of the descriptions of Common Ground, participants 
organized themselves into small groups to develop initial action plans for each area.  
 
The descriptions are summarized in the FUTURE SEARCH SUMMIT SUMMARY on the following page. 
(See SUMMIT SUMMARY on P. 9)  
 
 
 

Thus ended Day Three, the Final Day of the Summit to answer the question:  
“What is the future of family and consumer sciences?” 

 
 
NOTE: The full in-depth FUTURE SEARCH SUMMIT REPORT, which includes all 
conversations, is available online at www.aafcs.org or in hard copy by calling 
AAFCS Headquarters at 1-800-424-8080. 
 
 
 

A representative from each mixed stakeholder 
group filled in the areas the groups had 
together identified as “Common Ground.” 
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SUMMARY 

COMMON GROUND FOR THE FUTURE OF FAMILY & CONSUMER SCIENCES 
 
A primary focus of the AAFCS Future Search Summit was to identify the common ground on which all parts 
of FCS can agree and toward which all are willing to work.  This is important because it allows FCS to 
determine what is agreed upon now and to focus precious and limited resources to make steady progress 
forward.  By focusing on common ground, AAFCS and its allied partners can avoid the all too frequent 
tendency in organizations to spend significant resources trying to resolve irresolvable differences, rather than 
investing resources in forward movement one step at a time.   
 
Following is a Summary of the agreed-upon Common Ground, as developed and proposed by the 
participants of the Future Search Summit for Family & Consumer Sciences, December 2-4, 2005, at the 
Carter Presidential Center in Atlanta, GA. 

GUIDING PRINCIPLES:* 
• We are a profession as well as a collection of professions who will work in concert to achieve the 

collective ends. 
• The people we serve need for all the professionals working in FCS fields to have a mechanism 

(larger than the AAFCS alliance) for embracing the changes in society, so as to be proactive. 
• AAFCS' role for the profession will focus on integration (systems, language). 
*Title suggested by COMET post Summit 

 
FOCUS & BRANDING: “We” is defined as “the Field” 

• We will explore the future & reflect on our history to develop our focus (e.g., Quality of Life, Family 
Focus, Responders to Crisis, etc.) 

• We will have a defined, core focus for our brand. 
• We will create a strong brand for Family & Consumer Sciences. 
• We will have tangible, useful products & tools for our users to promote our brand. 
• We will have a recognizable, consistent & distinctive tagline for our brand, including a 20-second 

sound bite and slogan/anti-acronym. 
• AAFCS will play a role in communicating the brand. 
 

COMMUNICATIONS, PR, MARKETING & MEDIA: “We” is defined as “AAFCS” 
• We will develop one clear message (focus): 

o All internal & external stakeholders must learn & use message. 
o All affiliates of AAFCS must stay on message. 

• We will have a clearly understood brand and name. 
• We will develop a strategic plan to support our efforts. 
• We will secure the resources needed to expand/outsource the communications campaign and will 

work with partnership groups. 
• We will identify influential external stakeholders. 
• We will tie in with global/current events and trends. 
• We will develop organizational promotional materials including a video. 
• We will continue to utilize electronic communications for distribution of internal and external 

messages, including press releases. 
• We will continue to build contacts and media outlets. 

AAFCS MEMBERSHIP: 
• AAFCS will expand membership to include all who support the mission and vision while maintaining 

a professional component (i.e., NAEYC or alumni and associates of FCCLA). 
• FCS must address/service the changes in composition of population of the USA. 
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COALITIONS/COLLABORATIONS: “We” has been defined as “AAFCS” 

• We will have an event for liaison organizations at annual conferences with 1-2 representatives from 
each of all related organizations. 

• We will serve as a catalyst to facilitate an alliance of organizations that are dedicated to individual, 
family and community well-being. (global, national, regional, local) 

• We will have an on-going dialogue, web links, joint meetings, sponsored research, and other 
activities with members of the alliance. 

• We will seek, develop and sustain partnerships with cooperating organizations and foundations to 
achieve synergy and support for individual, family and community well-being. 
o It is important to define mutual benefits.  

• All statements support the purpose of enhancing individuals, families and communities. 
 
FAMILY & CONSUMER SCIENCES RESEARCH: 

• AAFCS will value research as the foundation of practice regarding issues related to individuals, 
families, and communities. 
o (information is to be utilized by FCS professionals and related professionals) 

• AAFCS will be viewed as a credible source of research that informs public policy (national, 
international, local, NGO, state, school, etc.) 

• AAFCS will translate the research findings for citizens and major stakeholders. 
• AAFCS will have objective and longitudinal measures of the effectiveness of FCS programs/projects. 
• The Journal of FCS and the FCS Research Journal will have impact factors of more than 3.0. 

 
ADVOCACY & PUBLIC POLICY: “We” has been defined as “AAFCS” 

• We will have a defined public policy (regulatory, legislative) agenda. 
• Our public policy efforts will be proactive, mandated by the association. 
• We will have internal and external advocates, as well as individual and corporate advocates. 
• We will provide adequate advocacy training. 
• Public policy will pursue full/increased funding and support for issues and programs. 

 
FCS COURSES: Disseminating FCS Knowledge across the Lifespan 
“We” has been defined as “AAFCS” 

• We will work toward creating a mandate requiring FCS courses for high school graduation. 
• FCS educational content will be offered across the lifespan. 
• FCS will enhance and create career pathways that promote transitions and linkages in education.  
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

NOTE: As noted during the closing discussion, the common ground for the future of 
Family and Consumer Sciences appears to be fully consistent with the Scottsdale Principles, as stated below: 

 
Unifying Focus (From the Scottsdale Meetings) 

Family and Consumer Sciences uses an integrative approach to the relationships among individuals, families and 
communities and the environments in which they function. The profession of family and consumer sciences takes 
leadership in: 

• Improving individual, family and community well-being, 
• Impacting the development, delivery and evaluation of consumer goods and services,  
• Influencing the development of policy, 
• Shaping societal change, thereby enhancing the human condition. 
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APPENDIX A: NEXT STEPS 
AAFCS Future Search Summit Summary 

 
 
 
 

N   E   X   T     S   T   E   P   S 
January 2006 The Board identified three priorities for immediate action following the 

Summit: 
 

1) Forward a Proposed Open Membership Model to the AAFCS 
Senate in June 2006 based on Summit participants’ action 
plan.   

 
2) Proceed with the Governance Redesign for a vote in June 

2006 at the Annual Conference in Charlotte, NC, and 
 

3) Convene a meeting of presidents/executive directors of FCS 
organizations initially in a “first” meeting to establish a 
coalition.   

 
January 31, 2006 
February 1, 2006 

Conference Calls with Affiliates/AAFCS Past Presidents 

February 3-5, 2006 Governance Redesign Task Force & Board Meeting 
The Task Force and Board will be considering the Summit report to 
guide organizational redesign. 

February 2006 and 
beyond 

The Board will continue to prioritize the proposed action plans from 
the Summit.  That will be ongoing work by the senior staff and the 
Board over the next few months. 
 

February/March 
2006 

-Post Governance Workgroup -Bylaws Committees will meet to 
revise Bylaws  

-Letter & Report to All Members 
March 2006 Proposed revised bylaws reviewed at Board Meeting 
April 2006 -Senate reviews report and Bylaws 

-Conference Call with leaders 
-Conference Call with Affiliate Leaders 
-Conversation Cafés by Affiliates 
-Conference Call with Past Presidents 
…Other Conference Calls with Stakeholders as needed. 
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APPENDIX B:  Participants in the Future Search Summit 
 
PRE AND NEW PROFESSIONALS 
Melissa Wilmarth 
Iowa State University 
Decorah, IA  52101 
 

Vanessa Brantley 
Cheyney University of Pennsylvania 
Cheyney, PA 19319 
 

Neddie F. Guthrie 
Fairfax County Public Schools 
District Heights, MD 20747 

Jill Pakulski 
Columbia University 
New York, NY  10025 

 
Nicole M. Chinadle  
Montana State University 
Bozeman, MT 59717 
 

Darby Thompson Sewell 
Abraham Baldwin Agricultural College 
Moultrie, GA  31768 

Theresa Glasheen 
University of Georgia 
Athens, GA  30606 

 

STUDENTS/USER AUDIENCE/PARENTS 
Billy Plastine 
FCCLA 
Edison, NJ  08820 
 

Marilyn C. Plastine 
Edison, NJ  08820 
 

Robert Salazar 
FCCLA 
Youngsville, NM  37614  
 

Graciela Salazar 
Youngsville, NM  37614 
 

Chandler Converse 
Atlanta, GA   
 

Esther Beverly Wooley 
EFNEP  
Decatur, GA  20032  
 

  

FCS PROFESSIONALS/EDUCATORS 
Carla Goble 
Tulsa Community College 
Tulsa, OK  74107 
 

Angela Radford Lewis 
East Tennessee State University 
Johnson City, TN 37614  
 

Peggy Wild, PhD 
Indiana Depart. of Education 
Indianapolis, IN  46228-2847 
 

Barbara McFall 
Morgantown, WV  26508 

Bonnie Braun 
University of Maryland 
College Park, MD  20742 

Ruth Ann Ball 
The University of Oklahoma 
Oklahoma City, OK  73159-4932 

Trudi Shjeflo 
Fairfax County Public Schools 
Springfield, VA  22150 
 

Virginia B. Vincenti 
University of Wyoming 
Laramie, WY  82071 

 
FCS PROFESSIONALS/BUSINESS INDUSTRY 
Barbara George 
Family & Consumer Sciences 
Fort Atkinson, WI 53538  

Marcia Copeland 
1515 Comstock Lane North 
Plymouth, MN  55447 

Carolee A. Samuels 
Goodheart-Willcox Co Inc. 
Tinley Park, IL  60477-6243 
 

Janice Hamilton 
JMH Education 
New York, NY  10010 

Michele Saylor 
Learning Zone Xpress 
Maple Grove, MN  55311 
 

Susan Reynolds 
Progressive Agriculture Foundation 
Birmingham, AL  35223 

Marilyn Wragg 
Texas Tech University 
Lubbock, TX 79409-1161 

  

 
GOVERNMENT AGENCIES/PUBLIC POLICY 
Gwen Taylor 
U.S. Army MWR 
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