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lﬁtroductlon: -
‘ Living and Adjusting \ -
; to Economic Change

LIVING WITH INFLATION
Many congumers find it difficult to live within’
their income. They find it particeularly dffficult
to make personal financial decisions in an en- .
vironment of inflation, fecession or general economic
uncertainty. They. feel they have to "run" just to--
. stay even-and to hold on to the same style of living.
.In recent years the avfrage wage earner has found
that his or her purchaBing power has been reduced -
in spite of an increased income. 1In short, in-
creases in prices have outrun increases in wages.

The average'family (or individual) has to make .
adjustments in its life-style in order to accommodate
itself to the inflationary economy. There are really —~
only two things that can be done to this end: to earn A
more income and/or to manage the available income '
more wisely.

Many familied have opted for the first choice in
order to keep up with inflation. The breadwinner
has taken an additional job or. a member of the fam-
ily, not previously employed outside the house, ‘has
found employment. A large number of women have
entered the labor .force in recent years, partly 3s
a result of th{s need. Some families feel that the
additional income has been just enough to allow
them o maintain the standard of living to which .
they had become accustomed. Moreover, when both
‘Partners work, new problems arise, such as changes
in life-styles and stresses occurring because of
changes in the family structure.

Other families have decided that tightening their
purse. strings is the best way to combat inflation.
This approach is also fraught with difficulty, It
.may be traumatic fox a family to suddenly have to
watch every penny. Some family members may not be
willing to make the sacrifice. This ledds to much
unhappiness and necessitates a reanalysis of the
family's goals and priorities. . ' \
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Increasingly, accompanying our changing life-
styles and social tranasformations, people made
single by dlvorce or death find they need "emer-
gency" tréatment to help them maximize their fi-
nancial resources in order to survive. They are
surprised to learn that their expenses will not be
cut in halt, and have to struggle with this new
reality.

g

To compound the problem of inflation, we have
been experiencing a periQd of high rates of unems
ployment. Coping with inflation and unemployment
requires a great Jdeal of patience, cooperation, and
understanding among family members.

How a family (or individual) chooses to adjust
to economic change depends upon ifdividual attitudes
toward personal financial management. Those exposed
to a program developed through the use of this
teaching resource guide should be better able to

cope with economic ¢hange. -

FOR WHOM IS THIS RESOURCE GUIDE DESIGNED?
Y
This manual is an informative and motivagional
resource guide to help educatdrs in program develop-=
ment , teaching and/or supervising a community-based
program. ‘ .

It 1s i1ntended to aid Extension Service pro-
tessionals and other teachers of youths and adults
workinyg in_ the arca of home cconomics, consumer
cducagion, consumer protection, community develop-
ment , business cducation, and social work (e.g.,
tamily counselling) to develop, implement, and/or
supervise better educational programs in their
community. ' '

1t 1s designed for those who are- committed to
help individuals and families to become more re- .
gourcerful and to improve the quality of their lives
through application of the principles of management
and Jdecision making in general, and better manage-
ment of their financial resolirces in particular.

It 1s also developed for those conducting an
edugational project within a limited time and with
limited resources, so that principles of good - |
management need to be applied; for those who want to
dcuuxj{cly assess the needs of the community to
better tailor their instructions and outreach efforts;
and finally for those who want to learn about the
many methods available to the innovative educator.

)
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THE PURPOSE OF THE RESOURCE GUIDE

This manual was developed as part ,of a SEA
“@DA~funded project, “Helping-Families Adjust to
Economic Change..” Although any educator in this
tield will find the manual useful, it has been pre-
pared especially for those who are part of an "out-
reach" program; that-is, Extension professionals and
others who are teaching aspects of consumer educa-
tionﬂproqrams through community programs rather than
within the formal' educational structure. A wide
spectrum of community educators will benefit from
using this manual, from the novice to the very ex- -
perienced; from the manager of a community agency
or director of a gpecial projeot to the adult edu-
cator (Extension professional or social worker); or
from the consumer affairs Professional to the classg-
room teacher involved in commupity development work.

L}

HOW' TO USE THIS RESOURCE GUIDE "

The ntent of personal and financial manage-
ment is onte which is interdisciplinary in nature.
It affects people from a¥l incomes, ages, tempera-
ments, family structures, ethnic backgrounds, ‘and
cultures. As an educator, céunsellor or social
worker, supervisor or proje®t director from the
field of adult and continuing education in the area |
of health, education, consumer affairs and pro-
tection or the social services, you can help others
to understand-the ,intricacies of personal financial
management.  This includes such areas as communica-
tion; family decision making and goal settding; gain-
ing control of spending; management of resources
such as credit, insurance, and saving; and the psy-
chology of how individuals use money to influence
others.

Because the area of consumer financés is so
complex and cuts across so many discipline®, not all
ot the above mentioned content areas can be covered
by all educators, yet some of it can be covered by
all who work with families" )

Six content areas of budgeting, credit, in-
surance, housing, savings and investments, and estate
planning and retirement are covered in this resource
Juide.  The following sections have been included in
cacht unit of study:

.

Overview
General objectives for the learner
Content outline ’

1, 9



' . Specific teaching sugqgestions . ,
-+ . Values clarification activit (To helpy
make individuals aware of tHpir values
relative to personal finance in an ef fort
_ 1 to bridge the gap between their values
. ) and théir actual financial behavior)
Questions for discussion
+« Vocabulary
- . FEvaluation indicator
. Selected bibliography of teaching/learning
‘ resburces
3 Being as inclusive as they, are, these units can
. be used even by those having no teaching experience
to determine what to teach and how to present the
material. Of course, the units are not a panace&
for Bolving the problems of economic change. It is
expected that the user will supplement. the material
presented here with other sources of information.

' However, the units do provide an excellent founda- |
tion upon which to build. In addition to the
educat ional .references that are a part of every
unit, a general bibliogrgphy has been provided in .
the appendix. . :

Many fine texthooks and teaching materials are
available on this subject and, if you should select
one, it should be one that best meets, the needs of -
your group. Since most materials currently- existing -
are geared %0 young audiences, the authors had some,
difficulty suggesting appropriate visual aids in
the various categories, except credit.

An important chapter is "General Strategies and
Materials." In addition to the specific teaching
strategles offered in each unit of study, this chap-
ter on general methodo}ogy includes the preparation
and use of teaching materials’. There is more here
for the inexperienced educator, but all users should .
find some useful hints on how -to deliver content to
be learned most effectively.

““ytilizing (Wmmunity Resources" (Chapter 3) pro-
f) vides both generhl and specific community yesources
: so that the person charged with teaching the various
units will know whare to find the necessary informa-

tion. This .is important since most projects are

developed to serve the community, and it would be

wasteful to ignore the wealth of'information the

community can provide. '

To summarize, this resource gyide has to do with . =~
subject matter content and m ogy and will béi:fﬁﬂ,lm

gspecially useful to the teacher d/or presenter of \

e
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community outreach progrgms who provide consumese
information 'and education to community partjcipants
and learners. .

» . B A

OBJECTIVES OF THIS RESOURCE GUIDE : .

Preceding each unit of study are objectives to |
be achieved by lear 8 of the program "He)ping
Familiés Adjust to omic Change." Presented here

are objectives for the teacher of the program--
objectives that arxe to bé accomplished through the
use of this manual. ' ‘ ‘ :
. . ', i :
The user of this manual will be bettex-prepared
to present a tommunity outreach program in personal
and family financial management because he or she w
will: - . ' ’ ‘
~ / . .
1. know why each, subject-matter unit is con-
sidered impcrtang through an overview given
for each unit. - v

Y -,
" 2. be able to select specifig?bbjectivgs to be
achieved by. his .or her leatpers from a pro-

vided list. kfvf’ -

M

}J. Dbe aware of the conteAh,:hat might be

covered under each subject-matter unit.
”

4. Dbe ayare’%f specific téaching suggestions
which might be employed in the teaching of
each subject-matter unit.

5. have available values clarification activi-
ties and discussion questions that ‘can be . .

’ used for making the content more meaningful.

6. have available a comprghensive vocabulary
list with definitiions to aid in the under-
standing of the specific units being
covered. '

‘ i o~ ,

7. be able to select gpecific evalua¥ion indi-

cators which gan be used to measure the

amouqt of learning that has occurred.
! : '

8. haww avallable a bibliography ‘covering the
areas of subject-matter content and method-
ology.

" 9. have available an overview of a variety of
teaching techniques which can be, used” for
presenting any of the content units herein. : .

-

“~ :
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_ 10, have available suq9estxons on how to : R ‘
: successfully utilize communiby resources
v‘f\\ﬁ in order to maximize learning by partici-
pants.
. . . - . ) Vosoe

A final word: A complementary volume having to '
©, do with the design, implementation, management, and:
evaluation of community-based educational projects: W
‘ has been prepared by the authors to Wccompany this
. resource guide. Those educators who are charged
with planning, implementind, and/or evaluating such
projects shoeuld find this program development, guide

helpful. 1ts title is Planning and Mqaagxng>Commun1ty

T e
"Programs - A Procegs Approach.

-
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S : Budgeting '

OVERVIEW .

- People can improve their smtandard of living in one
of two ways. They can earn more income or they. can
maximizé what they have, which means they can manage
their income more wisely. Many do not have the capacity
for earning more income, but do have the capacity for
implementing the second alternative. : ‘

« A very important topl for managind one's money
intelligently and increasing the quality of one's life -
is the budget. A budget, simply defined, is a plan for
spending, saving, and investing. The budget can aid us ‘\<;
in controlling our own finances. It can improve our
standard of -1iving by making us aware of alternatives
to- the ways in which we hjve beéen spending, saving,
and managing our financial affairs.



—j‘
GU'NERAL OBJECTIVES FOR THE LEARNER ON BUDGETING .

Upon completion of this unit, participants will be
able to: . - . B
1. ' understand what a budget is and what it is not.
2. understand the concepts involved in and need for
. taking financial inventory and preparing a personal -
balance sheet, T
}. understand the importance of establishing goals as
a part of, the bugdget-making process. -
4. identify those items that constitute a budget and
realize their relative importance to the process of
~accurate budgeting. : ’ R
ideéntify the tools required for preparing and main-
taiming, a budget. .
6. understand the importance of human relations in the
© planning of the family's spending, saving, and in-
vesting, which includes recognizing different
spending traits among individuals and family
membets. )
7. identify common misconceptions on the subject of
budgeting. .
8. understand the importance of reqularity in spending \
and savings plans.

(91}
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" CONTENT OUTLINE ON BUDGETING v

The followinq can be used as \ guideline for teach=
ing a lesson or course on budgeting that will meet the
spécific needs of learners.

"Ta Def1n1t10n of '‘Budget Includes These Factors:

A. A _budget is a plan for saving, spending, and
investing.

B. A budget is a usetul tool for personal income

. planning.
C. A budget is a flexxble pléh\for personal fiman-
cial management, which ig subject to review and

revision as needed.

D. A budget needs to be planned on asregular basis
1n order to maximize results.

-
-

[T. Establishing Financial Goals:
« A. Budgeting is a tool to help one reach financial

goals:

1. Short- -range goals include meeting the daily,
weekly, and monthly expenses. -

2. .Intermediate-range goals include such things

. as buxan an appliance, an automoblle, or
tak@ng a vacation.
3. - Lon§-range goals 1nc1ude"sav1nq for the
. . children's education, buying a summer
‘ house, taking an extended trip abroad or
Bupplementing retirement income.

B The entire family should contrlbute to goal-
setting. .

C. Goals should take attitude€, values, preferences,
and needs of the entire family 1nto considera-
tiopn. +

D. Recognize the fact that the decision to spénd
money for a particular purpose may reduce or

. climinate available funds for other goals
(opportunity costs). :

ITl.Human Relations Avproach to Rudgeting:
A. Communication in general: i
=~ L. It is important for all family members to

' participate ig a discussion regarding the

n use of faNLIYQTlnanCLaI regources.

2. Communication about mdney matters should be
done at a time when gll members are recep-
tive; €.9., not late at night when gbme

Y may be tlrod and irritable or at.the dinner
table.

3. Family members shou;d know exactly what is

. being discussed anhd‘evaluated.
4. FEach family member should express himself/
+herself clearly with specific examples
related to the qoals under examination.



5. Each family participant should be a Yood: ¢
4 listener (an active listener focuses atten-
tion on the other person, establishes eye
\J " contact, and listens with the "inner and
' outer" earﬁ
¢ B. Raising one's consciouaness about money and tHe
family: :
l. Socialization: The medxa, parents’ atti—,
tudes and actlons, neighbors, and the '
community all contribute to a person's
understanding of money. :
Personal values and attitudes: Our. spend-
ing personalities are a reflection of our
backgrounds and experiences. Compare such
v types as the compulsive spender versus the
miser. Consider the differences between
ideal values and actual spending behavior.
J. Family needs: All aspects of the family
~ ) situation must be evaluated, including
” size, life ecycle, income, needs, etc.
4. Money and controls: Generally, single
. persons have more freedom and choices
available in their financial decision
making; married people need to communicate

ro
.

‘ and compromise, and tend to have less .
% ~, control than SLngles regardxng money

L. matters.

‘ Who handles the money: Financial control
is frequently determined by custom, tradi-
. tion, ethnic background, -and pergonality.
6. How the family spends: Spending patterns

“are determined by family situation, per-
sonal charact@rlstlcs, attitudes about
money and spending, . family background, and
family standard of living. -~

7. Family *net worth: The family's financial .

. . status is often determined by its managerial .
skills in the handling of money and the
family's ability to disregard outside
forces, such as advertising and the'"need"
to keep up with thHe Joneses, :

1

L)

B

IV. Drawing Up the. Budget: . _ .
A, It is a geod idea to start with a "normative" —
. budget: These are hypothetical budgets put out
by governmental agencies depicting how the
"wveraqe" family spends its money. This will
give you gome idea as to where to start.
Remember that a budget is personal ahd flexible
and should be designed to meet your own per-
sonal and family nheeds. )
e B. Find out exactly how your money is spent by {
" keeping track of expehditures for at least gix
o weeks to three- months. Record all expenditures;

. . AR
\ 12 - Tw
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\ -
. later, review vour list and check those items
which you feel are unnec ssary. ‘
C.- The annual budget:
1. Start with annual net| income: *salary or

wages, intereats, dividends, efc..and

o subtract social security payments, taxces,
' and all other withholdings.
2. List fixed expenses: rent or mortqaqe
' . E pdyments, Lesurance payments, imstallment '

_payments, emecgpncy fund, othet flxod
expenses per year.
3. List flexible expenhses food, dlothinq,
. household supplies, médlcal costs,. recrea-
\ tion, transportation, utilities, other
flexible expenses per year.
Subtract total expenditures from net income.
. 5. The result is the appropriate amount that
can be set aside for savings, realization
of future goals, invegtments, or just for

&

" fun,"” ‘ . . .
D. The monthly trudget: - ‘.
1. Start with monfhly n@t income.
2. List all monthly fixed expenses.
. 3. List all monthly flexible oxponsos.
4. List all irreqular fixgd expenses (c.g.
\ ’ ‘ ingurance pdythents due two times per’ ycar)
* . ‘and divide by 12 to get monthly figure.
5. Subtraat total monthly expenditures from
, . net monthly income. -
o n."Thé‘tesult is the amount that can be sgt
, aside for savings, imvestnents, and.
y , incidentals on 'a monthly basis. *
I.. Keep records of income and expenditures,
‘F.  Review budget periodically and compare actual
! " expenditures against what has béen budgeted.
" . G. Revise budget as needed. . .
o . NOTE: Kdep in mind that the budget is pnly a
. tool. It is valueless unless the individual

treats it soriously as‘a control device for:
living within one's income. .

I. Bp consjstent in your calculationg. That

+ means that you need to use annual or monthly

' fligurgs or calculate cv orythlnq per paycheck
perio The annual budget will give you a good
ovorvicw of your finances. Your monthly or

' "per paycheck” budget will help you in your
d1y-t0~day living and decision making.

V. Misconceptions about ‘Budgeting:
A. Budgeting is only recordkeeping.

* B. Some people do not earn enouqh income to
- o budget .
C. 'Some people edarn too much income to make

budgetihg necessary.

. L2}
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* - D. Budgets put one into a financial straitjacket.

VI. Tools to Aid You in Budgeting:
A. Income-'records: paycheck stubs, bank interest
statement, dividengd records, etc. :
B. Other records: Personal checkbook, cancelled
checks, receipts, and monthly statements from
. your bank--for documantinq your paymenta
C. Copy pf goals--short-, intermediate-, and long-
' range--for evaluating expenditures.
D. PFinancial statament--for preparing a pegrsonal
* balance sheet X :
Journal sheets or budgeting $ook
S up and maintaining the budget.:
" *F. Work’ charts--for anticipating expenditures,
e.g., a 12-month hudgeting/spending chart -
(might be included with E).

or drawing

m

A. Before establishing a budget, .draw up\a per-

VII. The Personal Balance Sheet: )
&ancial

sonal balance sheet’''(called taking fi
inventory)-
B. The Balance Sheet: Assets minus Liabilities

equals N wWorth: . .
1. etif: What you own:
oney in checking and savings accounts.

b. Stocks, bonds, and other types of ‘
investments. '
c. Personal property: cars, furniture,
‘ appliances, jewelry, etc.
(Note: Calculate these at current
market wvalue).
Real estate.
Othert assets (think of anythihg owned):
cash value of insurance poligies,
pensidh funds, etc. .
iabilities: What you owe:’
Bills you owe.
Installment ¢redit outstanding.
Mortgage on house.
- 3. Net worth: What ,you own minus what you owe,
C. Prepare a balance sheet annually.
D. Budgeting should help increase one's net worth
from year to year. This intrease can be docu-
-mented by comparing annual\balance sheets.

~
OU'ﬂ'l" - 00

VIII. Agencies Aiding the Consumer:

A. Consumer Leaque in your state.

. B. Superintendent of Documents, Government
Printing Office, 710 North Capitol Streot.
Washington, D.C. 20402. .

C. County Cooperative Extension Service.

D. SEA, Extension Service, U.S. Department of

. Agriculture, Information Service, '14th Street

<

-
[
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and Independence Avenue, S. w., Washington, D.C.
~— 20250,
Also, Cooperative Extension Service offices at
state land grant unjiversities.
E. Special Assistant to the President for Consumer
Affairs; Office of Corsumer Affairs; Department
of Health, Educdtion and Welfare; 330
Independence Avenue, S.W.., Washington, D.C.
20201,
F. Regional Office of U.S. Department of Housing
- and Urban Development.
*'G. Better Business Bureau.
H. Trade and professional gssotriations:-
1. American Academy of National Lawyers,
900 N. Lake Shore Drive, Chicago, Illinois
_ 60611.
°- 2. Ameridan Home Economics Asdsociation, 2010°
Massachusetts Avenue, N.W., Washington, D.C.
20036,
J. National Foundation for. Consumer Credit,
1819 H Street, N.W., Washington, D.C.

, 20006. A
- (Furnishes addresses of Consumer Budget
Yo .Credit Counselling Services in each state
upon request.)’
4, National Retail rchants Association,
i ‘ 100 W. 3Ist Strebt, New York, New York
10001. ’ *

“
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IFIC TEACHING SUGGESTIONS ON BUDGETING % -

All .or some of the following teaching suggestions
be used, depending on the type of audience. They
also be adapted and/or expanded as the situation
ants.

Make available to participants the materials pro-
vided on the topic of budgeting. (See "Resources"”
gection of this unit.) .
Have participants prepare a personal net worth
statement . This can be done rather simply by
listing assets in one column and liabilities in
another. Subtract the liabjkities from the assets
to arrive at net worth. (Because of the personal
naturg of this exercise, participants should not be
required to reveal their net worth to the rest of
the group.) Rather than using personal cases, you
might prepare a case study to be analyzed.
Have participants prepare a sheet with three
columns.  Head the columns “Short-Range Goals,"
“Intermed tate-Range Goals," and “"Long-Range Goals."
List at least five short-range goals, three
intermediate~range goals, and one 1oanranqelgOal.
Have participants share their lists with everyone
in the group and discuss the reasons for t?eir
chorees, T
Note:s  call to the attention of 'participants that
this 1s only a-practice exercise and that
the development: 8f actual goals should be a
tamily aftaiv. ‘
Provide participants with a form on which they can

Sdraw up a budget. These forms are available from

many soutces--loan companices, banks, the Cooperative
Fxtension Soervice, stationery stores--or you can .,
design and duplicate the form yourself. Have cach
participants prepare a budget for a typical month,
taktng his or her individual family circumstanees
into conﬁidcr\t\on. 1f it can be done withqQut
ombarrassment, several of the budgets mith bo
ahared and used as the basis for discussion.
Have participants ask friends and acquaintances
what their first reaction is when they hear the
word "budget . These reactions should be recorded
and shared with the group at a later session.
Have participants write down the angwers to the
following questions: ) . ' o
1. What was the last article of c¢lothing you
bouaht (or picce of furniture, hobby equipment,

. cte) )

L.  Why did yvou buy it?

. Whereddnd you buy 1t?2 . -
d. Do you stall Tike at?

e. Would you buy it oagain?



\ Y

£.. What influenced your choice to buy it?

Ask participantes to describe what they consider to
be one major mistake in financial planning which
thoy have personally made, Have the group analyze

why this mistake happened! '
’ -
Ve
' *
]
)
) &
‘ 5

~ '
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N VALUES—CLARIFICA:xON ACTIVITIES ON BUDGETING
. . v
The following examples of values-clarification
‘activities for the unit on budgeting can be used by the
teacher as presented or adapted to meet the learner's
. needs . - ) o

Activity #1

All people have some money for which they are
»ly responsible. Some have more than others, but
have to make decisions as to how their monly is to
be spent. It often happens that we spend money in
ways that are in conflict .with our goals and values.
The following exercise is designed to force participants
to take a look at the'ir spending habits and to help
them decide their degree of satisfactiof with these §
habits, .

The presenter should have each participant draw a
circke on a clean sheet aof plain paper. The partici-
. pants should divide this circle in accordance with their -
spending patterns, with each segment representing, in '
~ percentage form, the relative amount of the expenditure.
«~ The finished product is a pie chart’ of how the partici-

’ pants' money is being gspent. Prior to developing these
charts, the presenter, with the aid 0f the group, should
prepare a list of categorigs which represeint the areas
in which participants spend their money. This list
should be displayed on- the board, by means .of an over-
head projector or on a newsprint pad. These areas
might include:

-

» N N f o

newspaperd and magazines

lunches .

recreation, including spectator sports

automobile and/or transportation

savings with a purpose .

savings without a purposé

qifts and contributions

clothing \

incidentals (tobacco, candy, toiletries, etc.)

hobbies : )

5 miscellaneous | .

After the pie charts have been completed, the .
presenter midght provoko discussion by asking such
questions as: . : N A

- Are you satisfied with the ‘size of your slices?
- Consider your short- and long-range goals in life. |
Does your chart represent progress toward these L

qogle? : .

- Draw a pie Lhart ropresentlnq what you consider




. -
: et ; ! o~
an 13:;1 spending pastern for yourself. .
- (Are you willing to thake certain changes in your

spending pattern to better reprolent'thqﬁ#deal
chart? ) ’ e

-

| Activity 82— - ‘ .

Ask each participant in your group .to -assume that
he or she is the head of a househol@¥ This household
*includes two children and two adults.: Both adult mem-~
bers of the family are employed in fairly sécure (if

not well-paying) jobs., 1Inflation has caused a. substan-
. tial decrease in the real income (gross income dis-
" ®ounted for taxes and inflation) of the family. There
is no solution but to cut family apending.

Ask ea¢h participant to .rank order the following
list of ten household expenses according to where the
cuts in family spending should be made. (The first

'.area to be cut would be listed first.) ™ Volunteers may
then put their list on the board, Another approach to
starting discussion would be to survey the group,
writing on the board the number of participants who
assigned each item a number from one to five (upper
half) or from six to ten (lower half), :

\Food

[P

Clothing
Health care

Recreation and entertainment .
/ ¢’
Personal 'allowances
N ,

L 4
Household upkeep

Gifts and.contributions

Family trénsportaéion

Household equipment

Personal items (cosmetics, tobacco, papers,

- magazines, hobbies, etc.) . ’

tp

Variations of this list approach can be used to
ipitiate a values-clarifying discussion, with specific
emphasis on sacrifices or adjustments that can be made
ip. the family spending patterns.

The l1ist of expenditures as well as the background,

19 BN
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structure, and income of the_hypotheticar\f&mily can

— be adjusted by the teacher to fit those of the legrners'
(e.q., a group representing a special etbnic background
and/or families with limited resources.) Remember, the
teacher needs to know his or her audience and be
flexible and understanding in hjs/fer citing of examples.

< g .o C.

W ’
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QUESTIONS FOR DISCUSSION ON BUDGETING

ThHe following questions are designed to serve ‘as
Sidelines and examples for the teacher. The content
outline on budgeting leénds itself to establishing
additional questions.

l+ What is the value of long-range goals tS financial
- planning? ’
X what financial problems might occur as a result of
not '‘planning? -. -
3. what are some common mistakes in managing money?

4. How might the lack of money affect a person's
attitude toward life?

>« What are some factors that influence the ways

- people spend money? : _ _

6. Define and contrast a planned purchase with an .
impulse purchase. ‘

7. Cite instances of compulsive spending by you or
members of your family; include yhen it happened,
where, why, and how often. i ,

8. Discuss the importance of family input in t
budget -making process.

9. What is.the difference between an asset and a
liability?

10. Why is it necessary to keep ‘records of one's income
and spending?

11, What is the difference between fixed expenses and
tlexible expenses? _

12, What are some of the misconceptions that people
hold about budgeting?



e
. VOCABULARY~-BUDGETING -

B N . - -
LY

. Assets: .All property, both real and personal, that is
owned. - Examples include cash, checking accounts,
- savingsgaccounts,” stocks, bonds, houses, furniture,
cars, etc. : _
. Budget: A plan for spending, saving, and -1fvesting; in
' %ro&der thms, it can be called a guide for better
living. -« ¢ .
Communication: The ability to talk honestly and listen
actlvely to.other people, with &l1 involved under-
standing what, is* being said. . -t
. Consciousness: ™ An awareness about things--ourselves .
androur persdnal environment. Specifically in the .
: unit, an awareness about money, its function in e
— . —_ _ socidty, and how it can be managed to_gain maximum -
: “yalue from the amount one has available.
Family Life Cycle: The circumstances a family finds
{tself in at any given time. Examples include
. single persons (career-minded and nonemployed),

‘married or unmarried; couples without child;a?; one
or two adults with, pre-school children, scho “’ig —a

childreng children' ir college; pre-retirement
without ®hildren, retirement, etc. s
Financial Goals: Objectives that bne wishes to attain
as 'a result of conscientious and intelligept
management of financial resources. °
- Finapcial Records: Any document that verifies how a .

. pgrson earns and spends his or her money. Examples
include paycheck stubs, checkbooks, monthly bills,
bank statements, etc.

Fixed Expénses: Those expenses that will remain the
same throughout the year. Examples include insur-
ance payments, rent or mortgage payments, and pay-

- ments under an installment obligation. :

. Fleexible Expenses: Those expenses that-change from
£ day to day. Examples include food, household
o . supplies, medical costs, utilities, and recreation.

Liabilitjes: Everything that is owed. Examples include

unpaid utility bills, installment debts, mortgages, .

etc,

Net Income: Salary, wages, interest, dividends, social
security, etc., less all withholdings. '

* Net Worth: iaAssets minus liabilities. This item may

be vie as a person's wealth, free and clear of
any debts. _ .

Normative Budget: A budget baseq upon averages. Nor-
mative. budgets are generally drawn up by the fedetal
government, to show how the "average" family of four
spends its money. Different budgets are*drawn for
different yeographical locations as well as for the
"average" urban family, the, "average". suburban
family, and the "average" rural family. .

Opportunity Costs: Those things that must be given up

a8
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when one makes a decision to act in a particular
way, e.q., when one decides to spend one's money on
one specific item instead of another.- If a person
decides to spend $400 for a television set, he or
she no longer has that money avajlable for other

" purposes such as buying a*sail boat, taking a '

vacation, saving, etc. These other purposes repre-
sent tHe‘opportunity costs on, those things that are
given up when one makes a decision to commit his' or
her financial resouyrcesfin a particular way,

Personal Balance Sheet: A listing of a persop's
assets, liabilities, and net worth. The total lia-
bilities are subtracted from total dssets.tq yield
the person's net worth. This is also called taking -
fihancial inventory. .

Personal Property: AYI property that is not real prop-
erty, or geal estate. Examples i i

B Sl32 & [0} oF:) operty such as bank accounts, ‘insurance

policies, stocks and bonds; and tangible personal

. property such asgpfurniture, cars, jewelry, and

- clothing. i

' Personal values: THose things that are important. to us
as individuals. For instance, a person may decide

" that incurring debts. is undesgirable, with the excep-

tion of acquiring a mortgage in order to purchase a
home. Frequently, there is a difference between
those things people claim to value and the pattern

of their behavior. .aA person may claim to value being
debt-free yet abuse the use of credit in his daily
life.

Real Property (real estate): Specifically defined as
land and anything Permanently &ttached to it. This
includes a ot and the houses, trees, and bushes
that are a part of it. ‘

Socialization: The process of adapting to, social needs
Oor uses, egy., socialization about money (the process
of developing a certain attitude towards handling:

 and using money) is developed through the mass media,

‘ and from being exposed to the attitudes of other

people and from personal experience.

. Withholdings: Those things taken from a worker's pay
before the worker receives his or her paycheck.
Typical withholdings include income tax, social
security, pension payments, and union dues,

[
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. EVALUATION INDICATORS--BUDGETING

{
. Depending on the content covered, the following are
some indications (called indicators) the educator might
look for.as a succesgful outcome of teaching the unit
an budgeting. .

1. Participants will be able to define the term budget
and indicate the place of budgeting in family fi-

. ) nancial management. .
- 2. Participants will be able to define the following
' terms: ' ‘
. ' N .

a 1ncofie

b. fixed expenses , _ ,

C flexible expenses - ~

4+ -—personal-vatue-system i

e. asset :

f. liability ' ’ : v

o ~g. net worth

. 3. participants will be able to draft a personal
balance sheet so that assets equal liabilities plus
net worth (or so that net worth equals assets minus
liabilitiés). ¢ :

4. Given a list of "typical" family goals, participants
will be able to classify each of them as short-term,
intermediate-term, or long-term. .

5. Participants will be able to l'ist at least three

* tools that .can be utilized in the preparation and
maintaining of a budget.
‘6. Participants will be able to list the steps necesr

A : sary to the preparation and maintenance of a budgets.

7. Given a hypothetical family situation, participants
will be able to prepare a monthly budget for the

.o hypothetical family. - -t

8. Participants will be able to explain the im ortance
of total family gommunication in the budqet%’ﬁ ‘
process. "
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SELECTED BIBLIOGRAPHY OF
BUDGETING

* ® .
k ~ Books )

u {

A. « Allentrack, Andrew J: and Gorden E. Bivens. Con-

‘sumer Choices,~ The Economics of Personal Living,

Chapter 5. “BudgetIng."™ WNew York: Harcourt Brace
Javanovich, Ine., 1977,

McVey and Associates, Inc. Budgeting. Chicago:
Follette Publishing Company, IQ;7~ ‘

Stillman, Richard J. Guide To PersOnal Finance,

TEACHING/LEARNING RESOURCES. ON

2nd ed., Chapter 2: “tIhﬁ_BuaaetmExocass+_AquIﬁhm4mumw —

Ing and Conserving Capital." Englewood Cliffs,
New Jersey:: Prentice-Hall, Inc., 1975.

Warmke, Roman F. . Eugene D. wyflie, and Beulah'E.
Sellers. Consumer Decision Making; 2nd ed.,

Part 4: "Money Management and the Consumer."
Cincinnati: South-Western Publishing Co., 1977.

¢

o Pamphlets : ¢

From Education and Commuhity Sérvicqﬁ, American
Council of Life Insurancd and Health Insurance

" Institute, 1850 K Street, N.W., Washington, D.C.

2000s. <

1. A.Date With Your Future
2. Making the Most of Your Money

How to Stretch Your Money. Public Affairs e
Committee, 381 Park Avenue Soith, New York, 1970
(Pamphlet No. 302A). -

Your Budget. Money Management ‘Institute, Chicago,
M1inois: “Household Finance Corporation, Matest

‘edition.

. #

Contact the Cooperative Extension Service in your
state for a list of publications available.

e
Other Printed Media

.

Bud eting. Unigraph, P. O. Box 24287, Seattle,
Wasglnqton 98124 (Learning, Activity Package) .

Rudgeting and Money Management. 2nd ed. Consumer

Educat;63,Pqurammed*féE?ﬁTEE—Instruotion Booklets, .




' Delta Pi Epsilon National Office, Gustavus .
Adolphus College, St. Peter, Minnesota 56082. -

'C. Money Mana ement (Multi-media Kit). Changing
‘TImes Educational Service, 1729 H Street, N.W.,
Washington, D.C. 20006, Latest edition.

) Y
2 Y, /’v Filmstrips
A. Marriage and Money. American Council of Life

+ Tnsurance/Health Insurance Institute, 1850 K
Street, N.W., Washington, D.C. 20006.

B. Money Managemept. RMI ‘Educational Films, 701
Westport Road, Kansas City, Missouri 64111. |

C. Money Management and the Consumer. Control Data
Corporation, Herman Resource Managément Services,
HQND3R, P. O. Box O, Minneapolis, Minnesota 55440.

i Y

Films . .

%
’

<

" A. From Modern Talking Pictures Services, Inc.,
; 2323 New Hyde Park Road, New Hyde Park, Wew York
¢ +1040. “ '

¢

1. A New Look at Budgeting-
2. A Penny Saved

. B. Consumer Education: Budgeting. BFA Educational
Medla, 2211 Michigan Avenue, Santa Monica, Cali-
< fornia 90404.

(8

¥ C. Using Money Wisely; Journal Films, Inc., 909 West
Diversey Parkway, Chicago, I11linoi¥ 60614,
. ) -~
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' OVERVIEW
wa — e

Experts recommend that the tot%l amount of con-
sumer debt (excluBive of the home mortgage) for indi-
viduals or families should not éxceed 15:20% of take-
home pay. ., ' e ’

We know that "about 39% of all debtors were in
'some trouble' because of  too much credit" and "at any

. Q9iven time, approximately 50% of all American families

owe installmént debt."* . This means that more than one-
third of American families have more debt than they
can  safely handle. Therefore, a unit on Consumer
Credit is included in this manual. .

< + In order to use cradit wisely, we must first
understand .it. When properly used, credit can be &
mediup for improving one's standard of living. When
abused, credit becomes a blueprint for financial
disaster. " «

*Arch W. Troelsfruﬂ'and E. Carl Hall, The Consumer in
American Society, 6tQ\edition, McGraw-H111, Tnc., New

w
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GENERAL OBJECTIVES FOR THE LEARNER ON CREDIT
Upon completion of this unit, participantu’hiil:

'1. Be able to define the term credit. s

2. Be able to identify both advantages and dis-"
advantageg of using credit. .

"}. Be aware of the various laws and ragulationa
governing the granting and use of credit.

4, Understand the special problems of women and
minorities when dealing with credit. '

5. Know, when given any set of circumstances, how
much' credit an individual or family can afford to

_cdrry.
. v 6. Know which things might be done to establish a good
credit rating. .ot {

7. Understand the function and c0ntr1bution made by
credit bureaus.

8. Knoy what actions _should be tnkenvuﬂen they cannqt =
pay their bills,

9. Understand the purpose of credit life iMsurance.

10. Know the importance of shopplnq for the best credit
terms. 4

-
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CONTENT OUTLINE ON CREDIT

The !ollowlnq luggoltLOnu .can be used as a guide-
line for teaching a lesson or course on credit that -
will meet the apecific needs of participants.

i
3

I. ‘Credit Defined: . \ e
The receipt of money, goods, or services ~
now in exchange for a promise to pay- back- in
IUIR including any interest charges, at a later
date.
‘ IT. Advantages and Disadvant@ges of Using Credit: . ®
A. Advantages: :
1. Consumerg can enjoy use of the eyOEuct
before paying for it.
2. It is convenient. There is no”“need to
carry large sums of money

%

b

= 2ry LY
- savings. An indlvidual or family may
find it easier to pay off a debt on a
large purchase (e.g., furniture) in
regqular amounts rather than to save the
money. first and then make the purchase. ,
4. Credit can be used in emérgencies to " T
@rovide extra funds.
B. Disadvantages:

1. _.Some people have a'tendency to buy more -
¢ than they need.
‘ . 2. A consumer may limit shopping choices to

, stores accepting credit.
3. Money is allocated for credit payments
that might be needed for other purposes.
s 4. 'Finance charges add Jto cost of* goods.

I11.  Federal Leqxslatxon Protecting the Consumer:
A. Truth-in-Lending (Title I Qf Consumer—

Credit Protection Act):

. 1. This.la¥ applies to personal loans 1n .
amouhts under $50,000. There is no '
limit on real estate loans.

2. There are no maximum or minimum interest
rates set by feleral statutes. However,
interest rates are set by individuél
states.

3. Lenders must state annual pprcentage
rate. - |

4. Lenders must reveal total’ finance charge
in dollars and cents.

5. Regqgulations are established for.Qpen-end

' (charge accounts) and closed-end (install-
ment purchases) cyedit.

6. The consumer has the right to.rescind a




¢

loan contract which resulted in a lien

on his or her homg (other than a first
mortgage used to purchase the home within
three business days).

B. Loan shark activities (Title II of CCPA):

1.
2.

3.

4.

The federal law calls these activities

"ExtortioMate Credit.Transactions."

1t is illegal to ‘extend credit using threats

" and extortion.

It is also illegal to collect credit by any
extortionate means A&ny direct or implied
violence to cause harm to persons, property
or reputations).

Punishment consists of monetary fines and
imprisonment.

C. Wage garnishment (Title III of CCPA):

1.

2.

The amount taken out of wages cannot excgey
approximately 25% of disposable income
(state law supersedes federal law, if the
percentage is lower).

An employee cannot be dismissed: from a job
because of one garnishment. :

D. Credit cards (Title V of CCPA-Amendment)x

1.

2.
3.

Liability is limited to $50, and then only
if creditor meets certain conditions. - This

. $50 limit is applied only up to the time the
.cardholder notifies the credit extending

agency. If notified immediately there may
be no liability at all on the part of the
cardholder.

The card is' not valid until signed.

The card may npt be sent unsolicited.

E, Fair Credit Reporting Act (Title VI of CCﬂA):

1.

20

-The act is designed to protect consumers

against false or inaccurate credit reports.
A credit bureau is regulated regarding the
release of information in your file.

A seven-year time period is the maxim that
adverse  infdrmation cdan remain 9n the
consumer's record (bankruptcy, 14 y¢dars).

‘"The credit seeker must be notified that he

or she is being inveptigated.

The consumer can request proper information

regarding his or her credit file, and can
include a 100~word statement telLlng his or °
her side of a dispute.

F. Pair Credit Billing, Act (Public Law 93-495):

1.

The consumer is protected against inaccurate
and unfair credit billing and credit card
practices.

The consumer must receive billing statements
at least semi-annually.

The creditor must acknowledge the consumer's

queltions as to the accuracy of the billing

3o .
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atatement. .

4. Actions on quoltlonabln billing .tﬂtoj\

+ ments must be resolved within 90 days

after receipt of noticgufrom consumer.

5. Special rules apply regarding issuance

-+ -of adverse reports on unresolved

questionable statements; charges not in-

dispute must be paid .agcording to .the
terms of the contract.
6. Credit card companies cannot prohibit
merchants from giving discounts for cash.
7. The credit card user has recourse
against the issuer of the credit card
when goods purchased with the card are
unsatisfactory.
" a. The transaction must exceed $50.
b. The transaction must be made in the
same 8tate as the mailing address of
the customer, or within a 100-mile .
radius of that address.
G. Equal Credit Opportunity Act:

« 1. Credit must be made without discrimina-
tion on the basis of sex, marital status,
race, color, religion, national origin
or age.

2. Income of spouse may not be discounted
in determining credit rthiness.

J. After June 1, 1977, 7all accounts used
by both spouses or for which both are
liable must be reported in both names..

4. Other provisions have to do with alimony,
child birth, and divorce.

Federal Trade Commission Rules: .
A. Door-to-door selling T

1. A three-day cooLing-off period is
provided for. the consumer if.the selling
price of consumer gooda is $25 or more.

2. The sale must be initiated away from %he
seller's pnincipal place of buginess.

3. The consumer's right to cancel must be
stated in the contract.

B. Selling through the mail:
1. All promotional materials must clearly
: explain how the plan Operates

?. The subscriber must be given at. least 10
days in which to instruct not to mail

| merchandise,.

3. Under the FTC's Trade Regulation Rule,

. the seller is required to ship the
merchandise within 30 days or else give
the buyer the options of extending the
time, or canceling the contract and re-
ceiving a refund.

Y é?f;
\
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V. Women and Credit: .
A. Refer to item III, G, "Equal Credit
Opportunity Act" on page 3],

S ~ B. The reason for discrimination againat .
women in the granting of cledit is based
many times on myths. The facts are:

" 1. Increasing numbers of married and

‘single women are in the work force.

2. .Changing life-styles have caused millions
of American women to become heagn of
households.

3. Regional statistical data regarding
women in the labor force vary according
to region and need to be updated

. ‘ periodically.

C. Women play many roles (from homemaker. to

salaried employee), making it difficult to

establish financial identity

VI. The amount of credit a consumer can afford to
assumv depends upon:

Size of family, family structure.. “

Personal values, attitudes, life-style.

Position in life cycle. : - . ‘ .

Stability of job.

Size of income.

Extent of current financial obligations.

Rule of thumb: consumer debt (not counting

mortgage payments) should not exceed 15-20%

. of disposable income. /The actual amount a.

X family is able to assume would depend on
SpeCLflc circumstances.

1

VI, eqabllsthq a ‘Personal Credit Ratlng (credit

omEmEgQLTE>

record) .
A. Work at a full- or part- t1me job. *
« B. Open a checking account (apply for an

: overdraft account). I

C. Apply for a single-purpose credit card
(ddbartment store, gasoline, etc.).
D. Apply for a m&‘ﬁ}-purposa credit card.
E. Borrow cash froM a bank or credit union (and
pay it back according to terms of contract).
F. Pay for the purchase of furniture or car on
installment plan.
G. When deciding whether or not to grant credit),
credit extending agencies look for "the,
five 'C's' of credit:"
1. Collateral (property to back up loan in
event of default).
2. Capital (your net worth--assets minus
Qlabilitxes)
3. Capacity (your ability to repay debt--
bascd on income and curreé&ly outstanding

A& \ /
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. debts) .
‘ 4. Character (your record for repayment
. : of debts). -
‘ 5. Conditions (economic conditions--avail-
ability of money for lending)-.

VIII. What Credit Bureaus Do:
A. They receive and file. recorda of credit

transactions.
B. They provide lenders with reports on credit '
. . worthiness of prospective borrowers.
h C. They maintain a credit file. This file .
‘ includes information on: w

1. The consumer's record of payment.
2. ,The consumer's record of any overdrafts
'or defaults.
3. The consumer's history of extension or -
‘ . denial of credit. v /
p . 4. Evaluation of -the consumer as a good
. credit risk. ¢
D. Credit bureaus do not make decisions, they
only provide information.
E. The consumer's credit rating is determiged « -
by favorable or adverse information in
credit bureau filel: '
1. It is important that credit- ~-ritated ~
information be updated regularly.
2. See Fair Credit Reporting Act (III, E)
for more information.
.+ F. To establish a good credit ratxng, the
' consumer needs to:
1. Pay bills on time,
2. Refrain from overextendxng himself or
herself. \
3. Talk to lender, if unable’ to meet bills
on time. o

IX. When the Consumer Cannot Pay His or Her Debts. - ‘
He or She Should:
A. Speak to creditors about renegotiating the
loan and payments.
B. Consider a consolidation loan..
C. Get credit counselling. (Public and private _
agencies provide credit counselling services. :
‘If in trouble, you might consult your bank ‘///
or Urban Poverty Agency for assistance).
X. . Credit Life Insurance:
A. Decreasing term insurance will pay off out-
standing débt in the event of death of
) debtor (e.g., if loan has been tdken out for
b a- new car, remaining balance will be paid
off).
. B. Under the Truth in-Lending Act, the'c0n5umer-
T must be informed of the cost (premium) if




. ) . v v
~ credit life insurance is a requirement for
getting credit. = . ' -
XI. Sources and Cost of Conlumer redit: ‘
A. Sources: ..
" 1. Credit unjons. , . -
2. Commercial banks, savings banks, and
savings and loan associations. "
3. Credit cards (issued by bankn, stores,
gasoline companies, etcd.). ‘
" - ‘ 4. Dealers (automobile), ﬁepartment stores,
. 8pecialty . shops, etc. :
5. Small loan.companies. z _
6. Pawn shops. , ' ¢
. B. Cost: ‘
< ) 1. Rates vary. The consumer needs to’ ahopv
around for the most advantageoys credit
’ _ ' source available to him or. her.
: , ‘2. Secured loans ( ported by collateral)‘
. o - are less expensive to obtain than - ..
’ L unsecured ‘loans.~~
. , 3. The consumer needs to know how to
' ' _calculate the (true) annual percentage .
rate. ¢
. a. Under Truth in-Lending, APR (gnnual
percentage rate) must be provided "
to the consumer (see Item III, A,
1-6, "Truth-in-Lending" on page'29).
b. Even under Truth-ir-Lending, Actual™
) rates may vary slightly from those
2 ‘- reported, and it might be helpful
for thg consumer to know how to )
. compute the APR. e
¢. Formula for de mxnlnq (true) v
_ . . : annual percentage rate: o -
v ' , 2 (MD) j ' o
o ‘b (N+1) where R = (true)’ interest
s o o ' rate (or APR) '
: ‘ M = payment periods/
_ . in a year .
. D = dollar cost of .-
‘loan. ‘
P = principal amount |
' ‘ of loan (amount
’ borrowed)
. St . N = total number of v
' payments belng »
made

. ‘ Example:

Assume an automobile is being purchased for
: : $3,000. The trade-in (and/or downpayment)
* amounts to $500, with the remainder beinqa
pald off in 36 monthly inatallments of .

L3

2 "

‘ o 34 3 o
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To determine the APR, use the formula givon
in 3c and fill in the necessary figures 1n
the illustration.
3 3
- ? &
= 12 (monthly paymentnx“thoroforc, 12" per
year) '
= $560 (you must pay the lender $3,060,
which is $85 x 36 months; you borrowed’
$2,500, determined by subtracting $500
from $3,000; therefore, the dollar cost
of the loan is $560, or '$3,060.minus
$2,500) .- .
P = §2,500 ‘(the amount borrowed) '
N = 36 (36 monthly Qnymenta)

2(12 x 560[ 3 440
Finally: R = 2 .145

‘ o; 14.5%

¢
o ZT=-

XII. Agencxes Aiding the Consumer:\

A. For specific billing problems consult the
creditor involved (gee Fair Credit Billing
Aet, II1I, F, on page 30).

Office of Consumer Protection, yqur state.
Better Business Bureau, local office. e
Federal Trade Commission, ‘regional office.
Consumer Credit Counselling Service of
Greater New York, 185 Madison Avehue, Room
502, New York, New York 10016. Consumer
Credit Counselling Services.also exist

locally (their address may be obtained from

the National Foundation for Consunmer Credit, :
listed below). - ,

F. Your state Department of Banking may have a

consumer credit pureau.

G. Trade and professional assocfiations:

) 14 American Bankers Association, 1120
Connecticut Avenue, N.W., Washington,
D.C. 20036. .
2. Associated Credit Bureaus, 6767 South-
" . west Freeway, Houston, Texas 77036,
3. International Association.of Credit Card
¢ Investigators, 1620 Gtant Avenue,

Novato, California 94947,

4. National Consumer Finance‘AssociatiOn,

1000 lé6th Street, NIW., Washington, D.C,
. 20036. '

. 5. National Foundation for C0nsum Credit,
1819 H-Street, N.W., Suite 510, Wgshing-
ton, D.C. 20006. )

6.  National Institute of Credit, 3000 Marcus

"Avenue, Lake Succeas, New York 11040.

'
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SPECIFIC TEACHING SUGGESTIONS ON CREDIT

The teacher can use all or some of the following
teaching suggestions for the unit on credit, dependinhg
on the type of audience. These suggestions can also
be adapted and/or expanded as the situation warrants.

1. Secure enough blank credit application forms for
the group. Ask each participant to complete a r
form. After .completion of the forms, have a dis-
cussion on those items that creditors consider
important in determining whether or not a person:-
qualifies for credit. o4

2. Give the group a hypothetical case of obtaining
an automobile loan of $2,500 or more. Ask each
individual to shop at 'different lending agencies
for the best rate. During class, compare the.
different rates offered by different lenders.

3. Invite a speaker from a local credit bureau to

- speak to the group on the services provided by
such bureaus. The speaker should be asked to
identify procedures used by and _laws regulating
credit bureaus. . }

4. Materials on credit can be: obtained from govern-
mental agencies and local financial institutions.
These materials should be secured’ and made
available to the participants. (See "Resources"
section of this unit and General Bibliography.)

5. Bring in (or ask participants to bring in)
newspaper advertisements of credit terms. Use
these for comparison and group discussion.”

6. If there is a member of your group who belongs to
a credit union, ask him or her to report on the
advantages of the credit union as he ar she sees

» it and why he or she joined it. You might also
secure a credit union representative to speak.

A
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VALUES-CLARIFICATION ACTIVITIES ON CREDIT

The following examples of values~clarification
activities for the unit on credit can be used by the
teacher as presented or adapted to meet the learner's
needs. ®

v

Activity (2

, The presgntér should duplicate the statements
below, according to the following directions: work-

g%'§%$wim% on your own, place an "A" in the blank if you

*

dgrde with the statement and a "D" in the. blank if you.
disagree with the statement.

With the possible exceptjons of a e
house and car, credit should not '
be used as a means of purchasing
goods and services. '

+
- Frequent use should be made of

- w“purchasing ori‘credit since it a}low§ 
ou to enjoy goods and services be- ®

fore paying for them.

The cost of credit is. too expensive h

for the service it provides. o
. . . - . —_—

(Other statements, appropriate to -’ o

the particular group,'may be added.
These statements would have to'do =~ .

with reasons for or against using
credit.

Discussion on the issue of the use of credit can
be generated by asking for volunteers to identify their
reactions td the statements. The presenter might want
to discuss inconsistencies in the respondent's standard
of values, for instance,.the values of that person
who wants to use credit but does not feel that he or
she should pay. for the service.. (Would this mean that
the cWst of credit should be spread equally among cre-
dit and cash custgmers?) , .

-
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Activity #2

The Truth-in-Lending Act is primarily a disclosure.
law designed to help consumers shop more intelligently
for credit. Many have labeled this law as government
meddling in a free enterprise syatem. Their contention
is that the consumer is able to shop wisely for credit,
that such laws are an insult to the consumer's
intelligence. Advocates of the law cite abuses by
lenders in the area of consumer credit, and claim that
the unwary consumer is in.need of protection through .
the law,

Discuss the above with your group, 'emphaaizing the
following: v P

wWhat should be the role of the govern-— .
ment in protecting the consumer?

How much responsibility should be placed
upon the consumer for his or her behavior
in the marketplace?" L
Should credit be classified with such

things as product safety in determining
when government protection is required?

Do debtors' prisons have a place in
modetn-day society?
, ~

A
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yxbus FOR DISCUSSION ON CREDIT

The follo!&nq questions are de¥igned. to serve as

guidelineg and examples for the teacher. The content
outline on credit lends jitgelf to establishing addi~
tional questions. :

1.

What do you cavlider the greatest advantage to
using credit and the greatest disadvantage to °,
using it? : . :
What are those things one should consider when
trying to determine how much credit one is able
to assume? .

Do credit bureaus perform an important service
for creditors? If yes, what is it? Do credit
bureaus perform an important service for
consumers? If yes, what is it? . :
ldentify the important terms of the following
federal legislat\ion:

a. Truth-in-Lending. .

b. Fair Credit Reporting Act.

c. Fair Credit Billing Act.

d. Equal Credit Opportunity Act.

What is the purpose of c¢redit life insurance?
What are some of the things a person might do if-
he or she is unable’'to pay his or her debts?
How might a person establish a good credit
rating? ‘

When one is shopping for an automobile loan, what

_ar he sources of lending agencies one might

chféck in comparing prices for the loan?
e



VOCABULARY~~CREQZT

Annual Percentage Rate: The rate of interest paid Dy

a debtor computed on ‘an annual basis, The rate , AN
must be revealed under the terms of the Federal
Consumer Credit Protection Act. .

Billing Statement: The record sent (usually monthly)
by creditors to consumers showing the beginning
balance, transactions for the period, ending
balance, finance charges, and annual percentage
rate. The frequency with which billing statements
are sent is regulated by the Federal Fair Credit
Billing Act.

Capital: An individual's'net worth; that is, the
assets less the liabilities,.

Closed~end Credit: A fixed amount of credit avail—
able to the debtor. The number of payments is
predetermined as is the time for payment. An in-
stallment loan for the purchase of a car is a
typical example. -

Collateral: Property, either real or personal, used
to secure the repayment of a loan.

Consolidation Loan: A loan obtained for the purpose .
oF paylng off several other loang. Many small L
loans can be consolidated into one large loan. The
consumer thus enters8 into a new-contract, usually
spreading out'the payments over a longer period of

e time. There are smaller monthly payments although
at greater total costs in interest charged.

Consumer Credit Protec¥fon Act: (Tmuth-in-Lending)

A federal law requir¥ng credit extenders to reveal

the cost of credit in both dollars and cents and as

an annual percentage rate. Other provisions of the

Act cover loan shark activities, wage garnishment,

credit cards, and credit reporting (see Fair

Credit Reporting Act). .

Cooling-off Period: A period of time in whxch a con-
sumer may reject a sales contract that was made
under certain conditions. Under a Federal Trade
Cemmission rule on door-to-door selling, the pro-
visions specify that when a sale has been initiated
in the home and involves $25 or more of household
type goods, the consumer has three businegs days
in which he or she can cancel the contract (e.g., .
.vacuum cleaner, encyclopedia). Under the Consumer -
Credit Protection Act, there is a three-day
cooling-off period whenever a house is used as
collateral fQr a lodn, except‘x%FuLthe loan is given
on a first mortgage (e.q., aluminum sidxng, repaving
of driveway).

Credit:’ A promise to pay at a future date qiven in
T exchange for the present receipt of goods or
servicead - . L\

Credit Bureaus: Reporting agencies that receive and

\
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file records of credit transactions; credit bureaus
provide reports to agencies that extend credit. -

Credit Counselling: A procedure whereby an individual
who is having difficulty pPaying his or her credit
obliqations has a conferenc®1¥) with a credit
counsellor. The credit counsellor offers advice
regarding the¢.debts and how to manage money sb as
to prevent future,problems.

Credit History: The record a consumer, business, or
gavernment has for repaying debts.

Credit Life Insurance: Decreasing term insurance, the
purpose of which s to pay off any outstanding
balance of a debt in the event of the death of the
debtor. . : .

Credit Rating: The worthiness of a consumer, business,

‘or government as a credit risk; that is, the
likelihood of a debt being repaid. '

Credit Union: A savings/lending institution whose
customers all belong to a particular group. For
example, all teachers in a particular city may form
a credit union for their saving and bosrowing needs.

Fqual Credit Opportunity Act: A federal law designed
to prevent discrimination on the basis of sex,
marital status, race, color, religion, national
origin, or age in the granting &f credit.

Fair Credit Billing Act: *A federal law designed to

- protect the consumer against inaccurate and/or
‘unfair credit billing.
Fair Credit Reporting Act: Title VI of the Consumer

Credit Protection Act. A law designed to protect : .
consumers against false and/or inaccurate credit
reports, .

Finance Charge: All of the costs, both direct and
indirect, that must be pdid by the debtor for the
exten8ion of credit. It is the dollars and cents
amount that must be revealed under the Consumer
Credit Protection Act. : .

Holder-in-Due-Course Doctrihe: A doctrine whereby a
third person (not a party to the negotiable
instrument) receiVing.a neqotiable instrument must
be paid the proceeds of the instrument regardless
of any versonal defenses available to the maker or
drawer of the instrument. For erample: A c¢heck is
given to a merchant for the purchase of a TV set.
The set does not work, but the check has already
been transferred. by the merchant to a third party
(perhaps a bank). The purchaser cannot refuse to
pay the proceeds of the check to the third party
(bank), (The purchaser, of course, can seek
satisfaction from the meYchant.) et . .

The holder-in-due-course doctrirne does not
apply when the third party is a ‘part of the original
transaction. For instance, 'a creditor that wor
reqularly with an automobile agency cannot be a

al ¢
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holder-in-due-course for any consumer loan made by
it throug the agency for the consumer. In such
cases the consumer can refuse to pay.the holder of
the note (financial institution).

.Loan Shark: L Oney.who lends money at interest rates in
excess of thosy allowed by law. Rates charged by
1gan sharks ‘'oftyn exceed 1000%. :

Open~end Credit: . credit extending arrangement
whereby the amount of credit available to the
debtor will vary with the puwchase and payments.

A revolving ¢harge account is a typical example.

Rescind: To undo: to relieve oneself of a legal

gation by having the contract undone. -Under
the Consumer Credit Protection Act the consumer,
who signs a -contract under which a lien is placed
og hias or her -house (except for first mortgages
used for the purchase of. the dwelling), has three
business days within which to cancel (rescind) the -
contract (cancellation must be in writing).

Secured Lean: A loan supported by (or backed up by)
collateral given by the borrower.

Small Loan Company: A money-lending institution
making loans ol relatively small amounts to coOn-
sumers. The rates charged and amounts that can
be loaned are regulated by the state in which the
small loan company,is licensed. The interest rate
"harged.,is usually higher than bank rates because

f the size of t loan (relatively small) and ,the
risk that these companies usually accept.
Wage Assignment: A withholding by an employer of a
part &f A debtor's wages far the benefit of a "/)

creditor,. Done without the aid of the courts.

The employee normally voluntarily assigns (trans-
fers) the right to collect a part of his or her
wages to the creditor. States normally regqulate
the amount of ‘wages an employee is allowed to
assign. .

Wage Garnishment: Any legal procedure done through
the courts by which a certain amount is withheld
from a person's salary to pay off his or her
creditors. Under the Consumer Credit Protection
Act a person cannot be dismissed from his or her w-

~ emp loyment because of one wage garnishment. .

\




v EVALUATION INDICATORS~-CREDIT ’

Depending on the content covered, thae following
indications (called indicators) are siqns the
oducator_might look for as a successful outcome of
teaching the unit on credit.

\Q‘ "Participants will be able to define, orally or in
writing, the term of credit,

2. Partigipants will be able to list at leanat five

advantages and five disadvantages of using credit.

}. Participants will be able to list at lecast three

provisions of each of the following federal laws:
. a. Truth-in-Lending.

b. Fair Credit Reporting Act.

a. Fair Credit Billing Act.

d. .Equal Credit Opportunity Act.

4. Given an individual's or family's’ fipancial con-
dition, participants will be able to determine the
credit limit that an individual or family'will be
able to handle.

Given a list of consumer credit behaviors, parti-
cipants will be able to‘identify those behavxors
that would lead to a good credit rating and those
behaviors that would lead to a poor credit Yating.
6. Participants will be able ‘to describe the alterna-

tive actions to be taken when one is having
difficulty meeting his or her credit obligations.
7. Participants will be able to describe the
flnctions and contributions made by the credit
burevau, %
8. Participants will be able to describe an accoept-
able process to be used when shopping for credit.

)
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SELECTED BIBLIOGRAPHY OF TEACHING/LEARNING RESOURCES
ON CREDIT ‘
. /ﬂ
Books ¢
‘ -

A. Gitman, Lawrence J. Personal Finance, Part 4:

“Managing Your LinbiITTlii.' “Hensdale, Illinois:

The Dryden Press, 1978, .

B. Porter, Sylvia. Sylvia Porter's Money Book,
Volume 1, Chapter 5: "HOow to Borrow Cash and Use
Credit Wisely." New York: Doubleday and Company,
Inc., 1975, "

C. Warmke, Roman F., Eugene D. Wyllie, and Beulah E. '
Sellerd. Consumer Decision Making, 2nd ed., Part 3,
. "Credit- and the Cdnsumer.® ncinnati: South-
Western Publishing Co., 1977.

Pamphlets , l .

A. Facts You Should Know About Borrowing.\ Better
Business Bureau of Metropolitan New York, Educa-
tion Division, 220 Church Street, New York, New
York 10013, ‘

B. It's Your Credit--Manage It Wisely. Money

. Management Tnstitute, Household nance Corpora- '
tion, Prudential Plaza, Chicago, Illinois, Latest
edition, ’ :

C. Margolius, .§idney. A Guide to Consumer Credit.
Public Affairs Pamphlet, No. 348, JBT Park Avenue
South, New York, New York 10016,

D. MCE-3Northeast Management Conjumer Education
Guldes:  You and Credit: (NE-158)-
Your Credlt Rating (NE-159)
e Available to northeastern states through the
Cnoperative Fxtension Service. :

E. Matejic, Denise. Your Credit Rights and Respon-
—aibilities (Leaflet 489). Cooperative Extensidn
Service, Cook College, Rutgers University,
Publication Distribution Center, Box 231, New
Brunswick, New Jersey 0R8903. :

F. Conmact the Cooperative Extension Service in your
state for a list of publications available.




Other Printed Nedia ! '

A. Everybody's ‘Money (Quarterly). Consumer Credit
nion Natlonal Xn-ociation. Inc., P. O Box 411,
Madison, Wisconsin %3701. ‘ :

B. <Learning Activity Packages, Unigraph, P. 0. Box
24287, Seattle, Washington 98124.

1. Credit
2. Credit cards

C. Using Consumer Credit, 2nd ed. Consumer Education
Programmed Learning Instruction Booklets, Delta Pi
Epsilon National Office, Gustavus Adolphus College,
St.-Peter, Minnesota 56082.

D. A book of financial loan payment tables, available
at bookstores. (A lending institution may be
"willing to give you a copy).

Pilmstrigs

A. Changing Times Credit Service. Changing Times
Educatlonal Service, 1729 H Street, N.W., Washing-
.ton, D.C. 20006. : .
B. \Credft Squeeze. Information Officer, Ontario
~ Ministry of Consumer and Commercial Relations,
555 Yonge Street, Toronto, Ontario.

C. Let the Buyer Beware. Singer Society for Visual
Education, 1345 Diversey Parkway, Chicago,
Illinois 60614, ‘

us ‘ ‘ Films

A. Consumer Power: Credit, BFA Educational Media,52211
Michigan Avenue, Santa Monica, California 90404.

3

B. The Money Tree. AIMS Instructional Media Service,
Inc., P. 0. Box 1010, Hollywood, California 90028.

C. The Wise Use of Credit. Association-Sterling
Fllms, Inc.7 3I2 Burllngton, La Grange, Illinois
60525,

. To Your Credit. "9200 Film Center, P. 0. Box 1113,
MInneapolls, Minnesota 55440.




¢ Insurance

OVERVIEW

It is not enough for people to build up a healthy
financial position for themselves. Equal importance
should be attached to protecting that financial
position and, as in the case of 1life <insurance, creat-
ing financial security for those who survive us. It
is impossible for us to avoid all risks. The next
best thing is to insure against them. '

Insurance, whether it .be for property, liability,
or life, is the only means most of us have available
for preserving what we have. Without insurance in our
family financial plan, all of the,other plans may
coge to naught. /
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GENERAL OBJECTIVES FOR THB'LBARNER.ON INSURANCE

Upon completion of this unit, participants will:

understand the fundamental principles upon which
the concept of insurance (sharing of ri.*l) is
based. -

know the diitoront kinds of inlurance hocoolary
for sound financial management,

be able to differentiate among the different types
of life insurance.

know the various types of hoalth insurance
coverages available..

be aware of the need ‘to insure against possible
property loss.

know thé factors that determine the cost of
insurance.

be able to intelligently choose an insurance
agent.

know the importance of periddically examining
their insurance program.

know the function played by the life cycle and
composition of the family when determining
insurance needs.
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CONTENT OUTLINE ON INSURANCE

The following |que-tions can be used as a guide-

line for teaching a legson or course on insurance that
will meet the specific noedl of the learners.

I.

II.

1v.

Fundamental Prlnciplen of Insurance:

A. Risks cannot be eliminated, but they can he shared-

by all those carrying this insurance (e.q., in the

event of fire).

"B. Not all risks are generally insurable; in

general, ingurance coverage could not be ob-
"tained for risk that affects only a very
few people junless one is willing to pay a
very high premium; for instance, the handas of
a pianist might be insured, but at high cost.

Risks Needing /Protection:

A. Life (risk of death); persons left behind are
protected from the economic loss caused by '
death.

B. Health (risk of loss of earnings and/or pro-
tection against high medical expenses).

C. Property (risk of damage to or loss of
property). .

.Organization of Insurance Companies:

A. Stock companies are owned by stockholders.

B. Mutual companies are owned by policyholders
of the company: policyholders receive dividends
based on earnings.

C. When comparing costs between stbck and mutual

“ companies, one should consider mutual company

dividends as a refurn on the premium, and re-
duce the price of the initial premium accord-
ingly. ,

Life Insurance:

A. Types of Life Insurance:
1. Term Insurance:

a. Coveraqge is for a given
number of years.

b. - Buys protection only, no cash
value.

c. Initial cost is less than other
types of life insurance, al-
though premium usually increase’s
with each renewal and eventually
exceeds the premium cost of
whole life insurance.

d. Types of term insurance:

(1) Level term insurance (death
benefits do not change).
(2) Decreasing term insurance



~
.

o

2.

3.'

.

(Qeath benefits decrease
with age of policy; example:
mortgage insurance).

‘e. Typical examples of term

inasurance: :
" * (1) Credit life insurance and
mortgage insurance where
coverage is for the term of
, the outstanding debt. .
(2) Group life insurance where
coverage is for the term in
which insured is a member
of the covered group:

whole life insurance:

a.
b,
c.

d.

Coverage is for the whole life of

the insured.

Policy builds up a cash value, re-

presenting a savings feature.

Relative cost is more than term, put

less than endowment insurance.

variations of’whole M fe:

(1) Modified whole life combinés
whole 1life and term insurance.

(2) Limited payment life provides
for the policy being paid up in
a given number of years.

(3) Jumping juvenile policies pro-
vide for increased coverage on
juveniles upon their becoming 21
years of age. : :

(4) Increasing premium whole life:
premium increasea fpr a number
of years and then levels qff.

Endowment policies: .

a.

b.

Coverage for the endowment period
only. ,

Policy matures at the ehd of endow-
ment period with proceeds being paid
at that time, making this type of.
policy as much a savings as an
insurance plan, *although the interest
paid on the savi portion 1is very
low. - . .
Relative cost is the most expensive
of all types of life insurance.
Typical uses of endowment policies:
(1) Education §pund. ‘

(2) Retirement  fund.

Combination plans:

a.

Family plan combines various types
of Insurance on all members of the

" family.

Family ihcome polic combines whole
I{Te ¥n§urance with decreasing term,
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C. Family maintenance plan combines . -
. whole 1I¥e Insurance with lcval torm
N insurance.
- dh One-parent Eg Y plan protects just
. . -one parent (whole e) and children
- ' (term).
B. Extra protection availablo to insured:
1. Waiver of premium benefit requires the

insurance company to pay your premiums
if yousare disabled for more than six

S months.
2. Guaranteed 1naurability allows you to in-
crease your insurance coverage without - -

" having to take a physical examination.
3. Double indemnity pays the beneficiary of

an insurance polidy twice the face amount
' . if death is accidental.
4. Automatic loan provision provides for
an automatic loan against cash value
in order to pay premium.
C. Settlement options: _

1. Lump sum payment.
2. Installments paid for a fixed period of
© time and/or for a fixed amount.
3. - Payment of accumulated interest; pro-
, ceeds of policy remain with insurance
" company.
S . 4, 0 Annuity of life income payments..
e LS. Joint ‘or survivor annuity option ques

life income to annuitant and spouse as
*long as either one should live.
D. ‘Developan your personal life insurance plan:

1. Identify current &¢hd long-range: ‘needs
X and realize that needs change.
2. Identify current coverage of needs:

a. Social Security.
_ b. Group policies.
3 ' c. Private policies.
o d. Net worth.
. R e. Other consxderations of personal
financial picture.

A METHOD FOR DETERMINING THE AMQUNT OF .LIFE INSURANCE
TO PURCHASE: A HUMAN NEEDS APPROACH*
The human needs approach is a realistic method of . ..
determxnan the amount of life insurance an individual
o should,purchaSe This method is made up of fiveuparts:

(1) "Clean-uyp" fund - burial expenses, debts. -

,L . *This illustration has been added. to -the content Out-
line .- for the sole puroose of preéentinq a logical.
“protedure for determining one's life insurance néeds.
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(5)

taxes, medical expenses for last illness,
miscellaneous debts. : . .
Readjustment period - period of time for °
widovw an ependents to adjust to the loss
of a breadwinner's earnings. Period of
time is usually two to three years and in=-;
come used is breadwinner's annual take-home
pay. * - » i R )
Dependency Period Income - takes into ton- .
aISeratIon number of children, and their
ages until ‘end of dependency, usually the
age of 18, © T
Educational needs - primarily college or
vocational study. v N
Widow's iIncome - (Social Security Gap) -
time . period widow no longer receives social
security paymen;s. \ -
Example: Malp, age 27, dies; wife, age 27
one child, age 2, ' ‘
Social Security Gap, age 47 to 62
{(child gets Social Security bene-
fits ta age 22 if full-time
. .college or vocational student, age
. 18 if not) thus 20-year Social
Security payment for wife. (age 27
. plus 20 equals 47) ¢
Note: Example:uging the complete human
- needs approach: Male, married,
age 27; wife, 27; one child, ‘age 2.
Clean-up fund - *

A. Mortgage ' $30,000
B. Car loan- . : 3,500
C. Burial expenses % 2,000 -
-D. Last illness - 1,000
"E. Taxes ) ' 200
F. Mi8c., debts 1,000

. Total . $37,700

Readjustment period - three years after death.
Take home pay $13,000. Total $39,000.
Dependency period income - one child, age 2 -

Clven three years under readjustment .

period thus concerned with age S thru 18,
$2,000 per year for 13 years, total
526'0000 o ' a hd *
Educational needs - for this example gaqnsider
collede expense for four years at $3,000 per
year. Total $12,000. ) .
Social Security Gap for widow age 47 to 62
as determined previously, 15 years, $4,000 per
year approximately. Total $60,000.

Total Lifé Insurance needs excluding savings, invest-
ments, and any existing life insarance the breadwinner

.

may possess:




- -

. ' _ (1) ‘' $37,700
o (2) . 39,000
‘ (3) - 26,000 ,
. ' (4) 12,000
' (3) 60,000
Sub-total: $173, 700 ‘ ‘
\ "~ " Less: Savings © $ 8,700
Investments at markot value ‘2,000
L . Group Life Insurance from :
’ employment ; 30,000
: Sub-total: ‘60 706
. , Total amount of Life Insurance : .
- neeaded: , $134,000

Recommended life policy to purchase to meet
this need - decreasing term life insurance
waiver of premium benefit (if breadwinner
1d become disabled for six months or
//’:g::. premiums paid (waived) by insurance
company)
Annual premium for male, age 27. good health, $298:
per year.,

V. Health Insurance:

A. Cost of health care is becoming prohibi-
tively expensive. Health insurance helps to
meet health costs from serious or unexpected
accidents or illnesses.

B. Health insurance policies lack ‘standardiza-

- tion; consumers should compare policies by
. comparing the following:
1. Deductible -- initial®amount of health
g'expenses you pay. _
2./ Co-insurance -- percentage of health
- expenses you pay after paying the
. " deductible. IR
' 3. Pre-existing gondition -- a medical con-
dition existing prior to purchase of
the policy; if and when the company will
- * pay expenses resulting from this
- ' E condition.
¢ - 4. Benefit Maximum -~ the limit a policy
will pay for a given benefit.
5. Lifetime Ma%imum -~ the limit a policy
will pay on lifetime total benefits.
.~ 6. Renewables --.renewal of the policy
y may be quaranteed or it may only be'
. conditionally renewable. .
C. B&sic'types of health insurance goverage:

1, Hospital expense:! lps pay for hospital
. - ® costs -- room and board, routine nursing
care, minor medical supplies and related
. services .
N ) 2.&'SurntiT>expense: covers hospital. surgi-
cal, and some medical fees.
\ \ .
~ .
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3. Physician's expense: helps ‘pay for in-
Nospital doctor visits or for home and
office sits. ’

4. Ma medical axpense: helps pay for
: a

a broad range of hospital, surgical,
and medical expenses that are brought
on by serious or prolonged illness or
injury. They usually have a high life-
time maximum, but also a deductibple and

" a co-insurance feature.

5. Disability income: pays cash for the
time you.arewagf‘worklng due to illness
or injury. . . ~

6. Medjcare: for people 65 or over; it
reduces medical costs associated with
hospitalization, surgery, ®r a long
period of recovery. .

7. Medicaid: provides coverage for those in
critical financial situatians; it is
tinanced through taxes. .-

8. 'Special ipsurance plans: available for
dental, pYescription drugs, eyeglasses,
etc.

Private Health Insurance

1. .Individual policies may be purcihmsed for
a person or a family. Te .

2. Group policies: available through work,

. ‘professional organizatiods, or frater-
nal organizations; they are usually less
expensive than individual plans and
offer comparable coverage.

3. Health Maintenance Organizations (HMOS):
.community medical plans; a fixed amount
is pald annually for unlimited use of
HMO facilities. : .

4. Blue Cross and Blue Shield: nonprofit

. health care grganizations that offer

. generous benefits for reasonable (not

_ chaap) fees.

Same special considerations regarding health

insurance: .

1. Transferability of group insurance

" 'policies.\ )

2. Combination of group .coverage with

: individual coverage. .

3. Survivors and depePdeptlfbenefit in
group contracts. o

4. Health insurance is an area requiring
special atten;i:g‘pﬁ?%1001&rly for
senior citizens#“many policies are so -
limited in scope as to be virtually
worthless. = ~

Property InBurance: -
A.

Autofiobile insurance:

. . (’ o
S

-
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1. Coverage available:
a. Liabilith:
(17 when the ‘insured causes personal
/ injury to another individual
(Personal Injury).
(2) when the insured causes damage to
anothér individual's property
(Property Damage) .

b. CollisiIon or upset that causes damage to
the insured's automobile (Collision).
‘Loss caused by fire, theft, and other
named hazards (Comprehensive).

d. Loss caused by personal injury to those
in insured's automobile (Medical :
Payments) . " '

‘€. Damage or injury caused by an uninsured

( motorist (Uninsured Motorist). ,

2. As with other types of insurance, premiums
are determined by the degree of risk

0

involved: . )
4. Personal considerations:,
° (1) Age and sex of driver.

(2) Value of automobile covered.
(3) Geographical location of owner.
(4) Number of accidents experienced by
driver of insured automobile.
(5) Number of mi driven per year.
. (6) Other incidental factors.

b. Premiums differ among companies; shop
for the best value relative to needed
coverage, '

C. No-fault insurance should reduce pre-

" miums by reducing the number of automo-
bile accident cases going to court.. u{r

d. Should automobile insurance be mandatofy
or voluntary.

B. Homeowners insurance: _ ' -
. l. Policies available vary in amount of
* coverage provided. .

2. By 80% co-insurance.clause the policy-
holder will lose a proportional amount of
coverageif propekty is not insured for at

' least 80% of its replacement value. -
J. Tenants insurance is available to cover
. bPersonal property of people living in apart~-
ments or Houses. ‘
VII.; Insurance for Different Needs - How Muc
Insurance Is Enough: :
A. Women: ' gspecial consideratiof to married,
' unmarried, and single parent. ,
B. Minorities: special consideration to income and
: living conditiens.
. C. Single parent: special consideration to age and
! ' needs of children. ,
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VIII.

IX.

od,

‘Family life cycle: special considexation

_ to empty or full nest.
Children: special consideration to number,
: ages, and needs. )
Alone at retirement: special consideration
to life-style to be
maintained.
Working couples: special consideration to
life-style to be main-

: « tained. ‘
Reconstituted families (two single parents
joining in p-hew marriage): special

' consideration to treatment
of children involved.
Special considerations: e.g., aging parents,
) unmarried couples,
etc.

Choosing an Insurance Agent:

moQw>»

Interested in your needs.

Is qualified.

Can provide references.

Is conveniently located. - '
Remember, generally speaking, the higher the
premium, the greater the commission earned
by the insurance agent.

Agencies Aiding the Consumer:

MmO N ®>

Department of Ipsurance in your state.
Regional Office of Department of Housing and
Urban Development.

Regional Office of Federal Trade Commission.

Local Consumer Affairs Office. \‘

Better Business Bureau. i

Trade and professignal associations:

1. American Association of Insurance
Services, 221 N. LaSalle Street,
Chicago, Illinois 60601.

2. American Council of Life Insurance
andYor Health Insurance Institute,

1850 K Street, N.W., Washington,
pD.C. 20006. o

3. American Insurance Institute, 85 John
Street, .New York, New York 10038,

4. American Society of Chartered Life
Underwriters, 270 Bryn Mawr Avenug,

Bryn Mawr, PA 19010, N

5. Health Insurance Association of

- America, 1701 K Street, N.W., washington,
D.C. 20006. .

6. Insurance Information Institute, 110
William Street, New York, New york 10038,

'7. National Association of Life Under-

_writers, 1922 F Street, N.W:, Washing-
ton, D.C. 20001. .
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SPECIFIQ TEACHING SUGGESTIONS 'ON INSURANCE
‘The teacher can use all or some of the following
teaching suggestions for the unit on insuranhce, d nd-

ing - on the type of audience. - These suggestions c -
"also be adapted and/or ex .Aded A8 the sjtuatiop
warrantes., or : .

l. A wealth of materials is avajilable from such ‘
Sources as the American Council of Life Insurance,,
the .-Insurance Information Institute, major insur-
ance companies, your state insurance department,
and local insurance brokers. Many of these .
materials should be secured and made avajilable to by
participants. (See "Resources" section of this
unit.)

2. Bring in (or ask participants to bring in) news-
paper and magazine articles depicting economic ‘
loss. Stress the fact that many of these losses
could not have been avoided, but that risks can
be. shared through insurance.

3. Displays can be prepared on the Various types of

( insurance--life, health, home, and auto. Actual :
policies might be highlighted, with the partici- .
pants' attention being called to the salient
features of these policies. Sample policies l
might be secured from the sources suqggested in
item #1. ' ’

4. Invite a member of the insurance industry to speak
to the clas¥® This petrson might be an under-
writer, insurance agent, or adjuster. It is al-

ways a good idea to solicit questions from your

group before the speaker’'is to appear. These -
questions should be sent to the speaker so that
he or she is aware of the areas in which the ,

group is interested. ‘ ) .
5. Ask participants to examine their houses or apart-
ments room by room, preparing an inventory of the

broperty and its replacement value. At the same 1’
time they are qoify from room to room preparing *
this inventory, they should also be asked to list ~

and correct any fire hazards they miqht find.
(Note: Such an inventory should be kept in a
place other than:in the house; in a safe~deposit
box, for example.) :
6. Ask participants. to complete applications for life
insurance. Use ese applications to emphasize
the importance of.“the comcept of the insurable
risk.
7. Ask a participant, or a small groyp of partici-

. pants, to interview an insurance agent. The R .
interview should be designed to bring out the
following:

. insurable risk
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determination of premium \ R
insurable interest

insurance and financial security (
moral responsibility for adequate insurance

coverage
(These terms are defined in the section on
vocabulary.)

8. Prepare or procure several case studies of
families or individuals with different back-
qrgundsx income, family size, family .life cycle,

\ etc. Ask the group to prepare an insurance pro-
gram for each of the cases. Differences in the
programs to fit the different life situations
should be called to the attention of participants.

[
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'VALUES-CLARIFICATION ACTIVITIES ON INSURANCE

The following examples of values-clarification
activities for the unit on insurance can be used by
"~ the tpacher as presented or adapted to meet the
learner's needs.

-

Activity #1

purpose and value of insurance Because the buying
of protection is such an intangible thing, some have
difficulty in understanding the need for it.

At the beqinning of the unit on insurance,
participants' values can be examined by the teacher
through the technique of the informal interview.

Select a volunteer to answer a few questions.
Ask a number of preplanned questions, but ask spon-
taneous (uestions also to follow up ongthe responses
given by the participant. The interview should not “
laat more than five or ten minutcs.

. The concept of protection through the sharing of
risks might best be explored through an interview on
the topic of life insurance. (Although principles
of insurance, in qeneral, will be applied, life
insurance is an especially good medium for a values -
clarification activity.) . The interviewee might be
asked to assume that he or she is the head of a
household and the sole support of a family which in-
cludes two adults and three children. The questions ¢
asked of the interviewee, both pre-planned and
spontaneous, should be designed to bring out the
followlnq doncepts:
. Realization of the risk of an untimely death.
* Responsibility for the welfare of the family. :
* Morality of having the family become a burden v
~on society.
* Intelligent money management ,to include pro-
vision for life insurance.
* peace of mind in knowing the family is pro-
tected.
* Different strategies applied to life insurance
to fit differing situations. :
Since the most important part of the interview
revolves around the spontaneous questions based upon
the answers of the intervicwee, it is impossible to
suagest a list of questions to be presented. However,
you might begin by askinag the interviewee (as the
head of household) about the impact on his or her
family in the event of an untimely demige. If the:
interviewee answers that the family would be left
destitute, the interviewer should follow up with a
question such as: "What might be done to prevent your

family from becoming destitute upon your death?"

?. ; “ \\“’ . f?;?k ‘ ' |
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‘Needless to say, if the interviewee responds that T
his or her death would have no effect on the family, '
the interviewer must be flexible enough to steer the
interviewee in a direction that will bring out the
importance of life insurgnce coverage.

If time permits, others might be invited to pre-
sent quéstions to the interviewee. At the conclusion
of the interview, the interviewee should also be
permitted to ask the interviewer any of the questions
aqyed of him or her.

Activity #2

THe automobile is a very important part of the
life of most people. However, some people are not so
enthusiastic about the need (and cost) of .automobile
insurance. Many will claim that the premiums paid
. for automobile insurance in a year durirg which they

had no accidents is a waste of money.

The following activity should be placed in a
setting exclusive of financial responsibility laws,
or laws that require all licensed drivers to be
insured. At the conclusion of the activity, these
laws would be introduced and their importance dis~
cussod. !

- To identify the disastefs that might befall a
family through the failure to provide automobile
insurance, two role-playirg situations could be .
contrived, - ’ .

The first situation would include a husband and
wife, one of whom as an uninsured motorist had a
$500,000 judgment levied against him or her for
totally and permanently disabling a pedestrian. A # T
substantial part of the family income was attached ;
to satisfy the judament. The husband and wife are
arquing, money problems caused by the judgment.

The seocond situation would also be developed
around a husband and wife, one of whom was the in-
juredMparty and is now confined to a wheelchair.

They, too, are having money problems compounded by
the disability.

After the role-playing activities have been
completed, the teacher might ask the class about
any problems caused by the acdeident not touched
upon by those playina the roles. The session
should be concluded by the introduction and dis-
cussion of financial responsibility laws and the
noed for having adequate coverage of automobile
insurance, _ -
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Quu'rrous ron stcussxon ou INSURANCE

The tollowlnq quo.tionl are dollgnod to serve as

guidelines and examples for the teacher. The content
outline on insurance lends itself to establishing
additional questions.

1.
2.

1s it'po.slblc to eliminate all risks in one's
life?

If a person pays for insurance coverage on an
automobile policy and has no accidents, the money
spent on premiums has been wasted. What is

wrong with this statement? (Also see "Values-
Clarification,” Activity #2.)

Generally speaking, why is term life insurance
less expensive than whole life?

How do whole life and endowment insurance ‘policies
build up a cash value?

Offer one argument for and one argument against
the inclusion of double indemnity in a life
insurance policy.

If the wife (or husband) is not a family bread-

" winner, but stays home and manages the house, is=s

it worthwhile to carry life insurance on that
individual? 1Is it necessary to carry life
insurance on children? Why? ‘ \
If one is careful with his or her diet, health
insurance should be unnecessary. Is this state-

" ment true or false? Why?

what are the factors that determine the premium
one pays for automobile insurance?

What is meant by.no-fault automobile insurance?
What is the 80% co-insurance clause? Why is 'it
used?

What can an indxvxdual do when he or she has
difficulty in obtaining adequate insurance
coverage for auto, health, home or life?
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VOCABULARY- - INSURANCE .

Automatic Premium Loan: A provision in an insurance
pollcy whereby I¥ you fail to pay your premium,
the insurance company pays the premium by charg-
ing you for a loan taken out against your
accumulated cash value.

Beneficiary: The person named in an insurance .
policy to receive the proceeds of that policy s
when they become due.

Cash (Surrender) Value: The value of a life in-
surance policy In the event that it is voluntarily -
cashed in prior to death or maturity. -The policy- .
holder may borrow against the cash value at low -
rates of interest. ,

Claim: A payment demanded for_a loss in accordance
with the terms of an insura&%e policy.

Co-insurance: A relative division of costs between
the insurer and the insured, whereby the insured
must cover the insured property for a given pro-
portion of its replacement value.

Collision Insurance: A type of automobile insurance
to cover damage tO your car as a res,ult% of
collision or upset.

Comprehénsive Insurance: A type.of automobile in-
surance to cover damage to your car as a result of
fire, theft, falling oBjects, or other hazards, but
not as the result of collision or upset.

Contract: A legally binding agreement.

Coverage: _The.dollar amount, and/or hazards for which
protection is given under an insurance policy.

Credit Life Insurance: Usually a form of decreasing
term Insurance, the purpose of which is to pay off
a particular debt in the event of the death of the
debtor; mortgage life insurance is a perfect
example of this.: : .

Deductible Clause: A clause in an insurance policy ¢
requiring the insured to pay the first part of a
loss up to a stated (deductible) amount. .

Double Indemnity: Sometimes called the "accidental
“death benefit." If this clause is in your life : .
insurance policy, your beneficiary will receive s
twice the amount of the face value of the policy
should you die as a result of an accident.

Endowment Policy: A life insurance policy which is
payable when the insured reaches a giveh age, of
upon death, if that occurs earlier.

Family Life Insurance Plans: Combination life in-
surance policies that include coverage for hus-
band, wife, and children. :

Financial Responsibility Laws: Laws in many states
that require the owner of an automobile to carry
liability insurance coverage.

Group Insurance: Ingurance, usually health or life,

-
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written to cover an entire group. of people. under
a single contract. o ‘

Guaranteed Insurability: A provision in a life in-..
surance policy allowing the insured to buy multi-
ples of his or her present insurance coverage at .
later dates without the need of proving insur-
ability at the time the additional inasurance is

_ purchased. : A .

Health Maintenance Organizationa: Organizations of
medical people formed to provide health services
for members of a group. o

Indemnity: The compensation given for damage or
loss sustained. .

Insurability: Possessing the capacity to be insured.
A person with a terminal disease may lack insur-
ability; that is, he or she may lack the ability
to obtain life or health insurance.

Insurable Interest: An interest in a life or pro-
perty to the extent that its loss or damage will
cause financial disadvantage. For example, a
person does not have an insurable interest in a
house in which he or she has no financial interest.

Insurance: A contract whereby one party (insurer)
agrees to campensate another party (‘insured) for
loss on a specified subject caused by specified
perils; a sharing of risks. .

Liability Insurance: Insurance to cover you or your
family against your failure to behave with reason-
able care towards other people or their property;
found most particularly in automobile and home-
owner's policies. '

Limited Payment Life Insurance: A whole life in-
surance policy in which the. premiums are com-
pletely paid at some fixed future date. Examples
include life paid up at 65 and 20-(year) payment
life. .

Major Medical Insurance:- Health insurance to cover
the chtastrophic costs of major illnesses. ,

Medicare (also Medicaid): A government health care-
program set up to pay the medical costs of certain
qualified citizens. ’ o

Modified Whole Life Insurance: A policy giving the
same protection as whole 1ife insurance, but for
lower premiums than would ordinarily be charged in

- the first few years; the premiums will be higher in
the years thereafter. ¢ ' ,

Mutual (Insurance) Company: An insurance company®

-~ owned by its policyholders.

No-Fault Insurance: A system used for automobile
insurance coverage“whereby the state+does not try
to determine through the courts who was at fault
in a given accident. An injured party may take
another party to court only if certain conditions
are met. Under no-fault, each party's inaurance
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company usually pays for the loss of. its insured

r@e ers. ‘ :
Participating Policyi...An.insurance policy that pro- o
vides for the payment of dividends to ,the policy- .

holders, with the dividends actually reprelenting
a return of premium
. Polic In insurapce, the contract between the inuured
an the insurer.
Policyholder: A person who owns an insurance policy.
Premlum: The payment made by the insured for the
coverage provided under an insurance polic¥
Risk: The possibility of a lose from a specified
hazard or danger.
Settlement ggtions. The different methods from which
the beneficiary may choose to have the prbceeds
: ' of an insurarnce policy paid to him or her. It may
N be that the option chosen is selected by the in-
aured and made a part of the policy.
Sharxnl Risksa: The concent of insurance whereby many

. cover economic losses suffered by any in the group.
Social Securitg A government insurance program
covering old age, survivors, disability, and
health coverage for qualified individuals.
Stock (Insurance) Company: An insurance company
“owned by stockholders who may or may not hold a ,
policy witly the company.
Term Insurance: Life insurance covering the insured
Tor a limited period of time which is specified
e in the contract (pollcy) Generally, the cost of
term insurance increases with age--an lmportant. ,
point to keep 1n mind when buyinq renewable term A
policies. ‘
Waiver of Premium: A provision in an insurance con- - \
T"tract whefeby if you are disabled and cannot pay
your premium, the insurance company will pay the
_ premiums for you for as long as you are disabled.
* - Usually, disability must be for a period of six
months before this provision is effective.

whole Life Insurance: Life insurance covering the

. 7 Insured .For R18 Or her entire life. Cash value
builds up with this type of insurance. .

Worker's Compensation: Insurance carried, (by law)

by most employerg to cover expenses incurred by
a worker injured on the job. w
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N EVALUATION<INDICATORS4-iNSURANCE .

. Depending on the content covered, the following
indications {called indicators) are some signs the
educator might, look for as a successful outcome of
teachﬁhq the unit on insurance. ’ .

}. Participants will be able to explain, orally or
in writing, the fuhdamental principles upon which
. insuxance is’'based. This explanation should
~ & demgnagrate a knowledqe of the following con-
cepts:
‘ life is not witholit risksd.
life's risks can be costly.
life's riskgycan be shared.
the cost of sharing risks depends upon. how
% ‘ ‘great a risk is being shared.
2. Participants will be able to define the term cash
value, and describe the method by which this value
LI accumulates in certain types of life insurance.
S ‘3. Given varjous sets of circumstances, participants,
K , will be able to select the type of life insura%ice
: , to best meet the needs of each case.- This’ indicar
tor might be measured by using’ the following typbs
of liferinsurance: term, straight, limited-
payment, and endowment; and’ asklnq participants
to identify'the best type of life insurahce for.h
i . a young couple (mid-twenties with ‘
y o pre-schdol children and a * )
' family income of $12,500 per year, with
prospetts of increasing ‘this considorably
within the next 5 to 10 years (wife to
, + work) and
. paylng $320 per -month for principal, interest,

o and taxes on a-small house.

4. Given a list of coverages for warious health .

- hatards,.participants will be able to identify’

«  the particular type of health insurance that

e would pffer pgotectlon against each hazard.
''5. Pagticiparnts will be able to list the factors
: that detenmxne the premium rate for both home-. .
owner's and automobile ‘insurance; and Wwill be
able to state, in wrxtinq, the need to dnsure
: against the loss Qf one's property..
6.! Given.a particular family situation--i. e.,’a
} - stage ir life-cycle, stability and amqunt of ..
T income, age -of parents, number and ages of.
‘ o children, life-style, etc.--participants will
v be able to design an adeauate insurance program
T for the family. The 'adequacy of the program is
Lo to be determined by the tedcher's best estimate
P as to the, depth and breadt of coverade needed.
. 7. Parthlpnnts will ‘be able to list tRe ‘eharacter-
o istics that dxstinguxsh the helpful insurance

1
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. . agent from the agent who is simply a "cgms{ujaon
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Financial Aspects
- ofHousing

) * . .\ \\” \
OVERVIEW
X
The purchase of a house represents theé largest
investment many people will make in their lifetimes.

Today, the costs of shelter (including ,xtuctutq.
operation, ;qésggnance, and furnishing) “represent

‘the larqest p rtion of the household budget.

The financial aspects of housing are complicated
by the fact that there are many alternate types of
shelter which differ widely in their costs, all of
them demand an understanding of the legal instruments

and laws requlating land and real estate.

- Occupying tfle position of importance it does in
the family's. finances, housing must be given very
careful consideration in belping families adjust to
economic change. ' ~
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GENERAL OBJECTIVES FOR THE LEARNER ON FINANCIAL
ASPECTS OF HOUSING 4

Upon completion of this unit, participants will:

understand the financial and other considerations
regarding housing.

know the economic advantaqeu and disadvantages of
home ownership.

~know home ownership expenses and be able to

determine the amount they can afford to pay for a
house. ] R

understand ‘the negotiation process of buying a*
house.

understand closing costs.

know mortgage types and how to obtain a mortgage.
understand homeowner's insurance and be aware of
the necepsity to increase it as inflation dic-
tates.

learn the differences .in housing alternatives.



N L Y
CONTENT OUTLINE ON PINANCIAL ASPECTS OF HOUSING (
-
- I. Advantages and Disadvantages of Yome Owner-
. lhip: ,\
I Prantagol of ownership: .
« Property taxes and mortgage interest )
are deductible.
& Equity is gained in the house you own- L

it is an investment.
3. May gain through increase or appreciagfn\kwllx
in property value. -

4. Improves credit rating when payments are )
promptly made.
5. May serve as a hedge against intlation
# B. . Disadvantages of owmership:
l. Generally more expensive than renting. -
2. , Money spent on a house cannot be in-
vested elsewhere, ,
e 3. Homeowners are not as mobile as renters.
4. Monies invested in a house are not
eanily or quickly converted into cash.
5. Homeowners must cover larg 6 property

and public liabxlity risks. :
II. Before Buying House, C0nsider the Followlng:

A. Community factors which (directly or in-
directly) affect costs:
Distance from your place of work.
Whether ‘the community is growinq or
- on the decline.
« Quality of the'schools,
Care and upkeep of the neighborhood
. ZOnxng regulations.
+  Other communi surroundings:
4. Railroads. .
b. Highways.
¢. Vacant land.
. d. Houses of worship.
B. Financia] factors: .

LS N
. &

x

-~

AN W
.

1. House appraisal. .

2. Affordable price. T
3. Mortgage money -available. <«

4. Current interest rate and whether .

additional pojnts will be, charged
* 5. Tax rate.

6. Total monthly costs (principal, interest,
insurance, taxes, operating and main-
tenance costs).

. i~
III. How Much House Can You Afford:
~ A. How expensive a house to buy (general
"guidelines): )

1. Purchase price should not éxceed

approximately two to three times

7 SR )
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annual salary, depending on downpay-

ment, personal circumstances, net

worth, type of loan obtained, etc.

Monthly payments on principal, interest,

and taxes should not exceed 25% of

monthly take-home pay.

Monthly payments may be as much as 35%

of take-home pay if:

a. there is more than one paycheck

~ in the family.

b. there are no children planned.

c. increase in income is expected.

d. you are willing to substantially
alter your style of living and
make sacrifices.

FHA suggests that total monthly housing

expense not exceed 508 of take-home pay.

(The amount will vary according to such

factors as number of dependents, health

status, personal circumstances, ade,
etc.)

Monthly housing costs include:

1.

4.
5.

Mortgage payments which most usually
include:

‘a. Principal portion.

b. Interest portion.

c.’ Prdperty. taxes (1/12 of annual

. assessment) .

d. Homeowner's insurance (1/12 of
yearly cost).

Property taxes (if not ir‘luded in

mortgage payment). ¥

Utilities:

a. Heating or cooling (gas, oil,
electricity).

b. .Water.

c. Telephone.

d. Garbage removal.

Maintenance. » .

Repairs. - T . ‘\

Special property assessments' (paving

streets, sidewalks, etc.).

Monthly housing costs c&h be kept down by:

l.
2.

3.
4.

‘Making a largendownpayment.

Taking the mortgage over a longer
period of time (although this will cost
more total dollars to pay off the loan).
Finding a relatiwely low interest rate.
Keeping mortgage payment within afford-
able limits.

Other expenses to be covered include: *

l.
2.

3.

Moving costs. :
Closing costs, including legal fees. .
Prepaid items such as several moriths'



taxes and homeowner's inaurance.
4. Essentials for maintaining property:
storm windows, lawn mower, etc.
. 5. Any immediate repairs or replacements
IV.  The Need for a Lawyer: ‘
A. Real property language is legal and highly
: technical. :
B. A lawyer will protect your interests and
advise if problems arise.
C. A lawyer will search the title to make
sure it is clear. '
O. A lawyer will see that provisions undeg the
Federal Real Estate Sales Procedure Ac‘
(RESPA) are followed. ) .
E. A lawyer should see that your civil rights
are not violated.
V. Making the Deal:
A. Negotiate for price - do not offer asking
price.
B. The purchase agreement:
1. A legal document stating buyer's
commitment to buy. .
2.. A contract to buy accompanied by earnest
money (a deposit). .
1. Must he in writing and contain property
descriptions, terms, conditions, etc.
Should be checked by lawyef.
: Includes all terms and cofiditions of
o sale, but does not transfer title. .
6. Make sure purchase agreemerit contains
provisions for: .
a. All agreements and conditions in

(S, 0y 2

writing.
b. Final purchase price.
¢. .. The deposit required. .
d. Time period in which to meet obli-

gations (get mortgage, etc.) and
length of time' the seller is bound.
©. Any easements or restrictive cov-
enants on the property. ‘
. f. Confirmation that interest and
taxes are to be prprated to date
of closing.
q. Penalties in case of failure to
- complete your part of agreement.
- h. Fixtures and other items to remain
. with house. o "r
i. Other clauses might include suc
- -things as termite inspection,
appliances to remain in the house,
: any other possible problem areas.
VI. Tha Closing: .
A. Time at which title to property passes from
. . seller to buyer.

= " n

el | N ¢ o




N
)

B. Deed is signed over to buyer. -

C. Monies needed by buyer-at closing.

-1, Purchaae price of house (less anything

' already paid in earnest money).

2., Closing costs (vary with state):

r/’ a. Fees for: title search, credit
report, appraisal, legal services,
transfer of records, etc.

b. Escrow payments (usually one to
six mopths préperty taxes paid
to lender).

c. Title insurance for lender and
for buyer.,

d. Inspection for termites.

3. Adjustments for taxes, water, fuel in
- tank,  etc.

4. Homeowner's “Insurance - one year

policy usually required at cloaing.

5. Any additional points required.

D. As a general rule, closing costs and legal
fees will amount to 1~3% of the purchase
price. ‘

E. By law you must be provided with a reasonable
estimate of the cloaing cost prior tu.closing
date. .

F. Legal papers involved at closinq:

1. Deed - leqal document transferring.

title (ownership) from seller to buyer.

2. Mortgage note or bond, containing:

Promise to repay mortgage loan.

Amount to be paid per year..

Interest rate.

Statement of penalties if borrower

defaults.

e. Promise that taxes and insurance be

paid and property be well-maintained.
— f. Statement, that note is secured by

a mortgaqge.

3. Survey (describing size and exact loca=~ .
tion of property).

4. Title insurance policy (insures title
against defects in title not listed in
the title report or abstract); be cer-
tain that both the mortgagee and the
mortgagor are covered.

5. Mortgage - borrower's (buyer's) pledge
of property to the lender of the
mortgage money, and is lender's
security for the agranting of the

‘ mortgage loan.
‘VI1. The Mortgage:
A. Possible sources of mortgage money:
o 1. Savings and loan associations, \
2. Commercial ‘banks.

»
anow
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3. S8avings banks.
Federal and related agencies.
5. Life insurance companio.
6. Others.
7. Credit Unions.
B. Shop for price; many factorl cause 1nterelt
rates to vary:
Different lenders.
2.  Size of mortgage and amount of down-
. payment (usually the larger the down-
payment, the lower the interest rate).
3. General conditions in the money market
(how much money is available).
4. Type of mortgage - amortized, term,
variable rate, etc. :
C. Types of mortgages (conditions subject to
change over time):
1. Conventional mortgage:
a. Need a good credit rating, the re-
quired downpayment, and enough
income to handle monthly payments,
b. ‘Average loan is approximately 75%
of purchase price. A downpayment
of at least 25% is fiormally re-
quired.
C. Usually allows 25 to 30 years re-
paymént.
d. Points may or may not be charged,
depending upon money market situa-
- tion and other factors,
e. Short waiting period for approval \\
of the loan application.
f. Mortgage contract may contain a pre-
payment penalty c¢lause.
g. Borrower obtains private insurance
to insure the mortgage loan thus
allowing for a smaller downpay=-
- ment,
2. FHA Insured Loan:
a., Federal Housing Administration .
. quarantees lender it will pay
losses resulting from foreclosure.
b. Interest rate is usually lower than
' ‘conventional mortgage.
C. Mortgage insurance premium of 1/2 of
18 on the declining, balance of the
loa is charged.
d. ts may be charged:
. .(l) A point 'is equal to 1%
of the mbrtgage loan.
(2) Buyer can be charged for
" maximum of one point: Seller
is responsible for any addi—
tional points.

5 / ‘
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e. /[ FHA accepts higher credit riasks
/ than conventional mortgage lenders.
£. FHA appraises the house to be pur-
chased and gives this information
to the bank making loan. _
g. A longer waiting period for mort-
- gage approval than with conven-
tional mortgage. ‘
h. Seller may increase price of house
to make up for pointn‘ having to be
paid. .
i. Downpayments a& low as 5% are
accepted.
j. Repayment periqds for as long as
30 to 3% years dre available.
VA Mortgage:
a. Veterans Adminisgration guarantees
ge loan. ' : -

b. erans or .survivors are
c. hpayment is required.
d. interest rates. . .

e. Replyment period is up to 30 years.

f. No prepayment penalty is assessed
.borrower. '

g. No cost for mortgage insurance
premium.

Farmers Home:  Administration Mortgage:

a. Administered by the U.S. Department
of Agriculture for rural families.

b. Interest rate is relatively low.

c. Payment period of up to 40 years,

d. No downpayment is required.

e. Amount of loan is based on appli-
cant's eligibility.

f. Mortgage is insured.

New concepts in mortgaging your home

{(Check regulations in your state for

availability of these provisions):

a. Graduated mortgage payments: Allow
homeé buyers to start with lower
monthly payments than conventional
mortgages. Monthly payments in-
crease qradually on a pre-determined
schedule. (The thinking here is '
that the new homeowner's income will .

"increase and he/she will be better
able to handle the larger payments
later in the life of the mortgage).

b. Reverse mortgages: Allow older home-
owners with l1ittle or no mortgage .
debt to use .the equity.in their
homes to boost income.:: (In effect,
the homeowner .is selling the: house

+
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back to the bank).

c. Variable-rate mortgages: Allow interest
rates to increase or decrease (with
certain restrictions), depending upon
the cost of money in the money market.

Amortizing a loan:

1. Pay regular level monthly payments during
the entire loan period. '
2. ‘Payments may change due to change in
property taxes and insurance costs.
3. Interast portion of the payment is larger
.in early stages, with amount of principal

“N_ being reduced as loan is paid off.

4. Depending upon the mortgage contract, the
monthly payment may include taxes and
insurance in addition to principal and
interest. '

WII. Homeowner's Insurance:

A.

Basic Homeowner's Policy (HO-1): Protects
against minimum baslic perils such as damage or
loss from fire or lightning; wind or hail,
smoke; vehicles; burglary and theft; explosion;
aircraft;, vandalism and malicious mischief;
breakage of glass consisting as part of house;
riot or civil commotion. o :
Broad Form (HO-2)): Protects against basic
perils and addltional perils such as damage

~from falling objects; ice, snow; collapse of

building, or any part thereof; freezing of
Plumbing, heating and air conditioning systems
and domestic appliances; accidental discharge,
leakage or overflow of water or steam from
within a plumbing, heating or air conditioning
system or domestic appliance; tearing;— Co
cracking, etc. of hot water heating system ‘or
appliances; injury from electrical appliances,
wiring, etc. (TV and radio tubes not included).
Comprehensive Policy Form (HO-5):i An all-risk
poIEcy‘wﬁIcE means gﬁaE InéIvIaual perils do
not have to be listed; coverage against all
risks except those specified, e.g., floods,
earthquake, backing up of sewers, tidal waves,
war, etc.
All Homeownet's Insurance Plans Cover:
1. an allowance for living/expenses
incurred while house id# being repaired
based upon actual expenses and usually
limited to no more than 20% of the
insurance on the. house,
2, liability protection for others injured
on your property or damage caused by you or

F
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your family to the property of others.
(The insured should investigate cost of
increasing 11-b111t¥ protection, as it is
relatively inexpensive). -

3. medical payments designed for smaller
injuries occurring on your property or
involving you and your family in some way
even if occurring elsewhere.

E. House, garage, and other pfivate strucdtures

(not for buninoll purposes) on your property

are covered. Coverade figured as a

percentage (ubually 10%) of the insurance

on the house.
F. Homeowner's insurance coverage should be
based on replacement cost of property, not
- market value.
G. 80% co=insurance claule:

1. To get fully reimbursed for partial loss,
the insured must carry coverage equal to
at least 80% of the replacement value.
(This means 100% of the value of the
house. The land is usually figured as
208 of the property value). -

2. Example: ReplAcement value - $50,000

Minimum insurance - $40,000 ,
(808 of $50,000)
: : If you carry only $30,000. and
y, . . have a $10,000 loss, the '
. company w111 only pay $7,500.

30,000
(I0,000 X 10,000)

: . H. Contents of.the house are insured under

\ homeowner's policies: coverage is figured

as a percentage of the insurance on the

house. ~

1. Personal property (contentl) depreciates.
Reimbursement is at matket value.

2. If contents are of greater value than
the policy covers, a personal property
floater will cover expensive personal
property such as jewelry, silverware,
antiq etc. for additional cost.

3. Should Hfve an itemized list of all
personal! belongings in a safe deposit
- box and with relative or friend outside
L the house in case of severe or total

damage to the house. s

- 1X. Alternativel to Owning a Singlo—Family House!:

A. Multiple-family house:
1. Two- to four-family house.

\
. . -
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" L ié?;2. own.r may rent out npnrtment(u) to '
L ¥ help. pay off mortgage.: ‘ o .
S 3. Tax advantages. . . - ,
' B. wWooperative apartmant: " .
RV P Corporatioh of shareholders owns — n .

: y enéire apartment. building.-
. 2. FRach shareholder is entitled-to a
proprietary- lease on a unit. ‘

A " 3. Each shakeholder must pay. proportionate
’ ‘ "share of casts of operating the -
- . building and grounds: . *
. . ,a. Principal .and interest on the’ :
o guorgqage 'loan. . o Ty
axe# and insurance. e o e,

c.' Mainten&nce and repairs. .
“ds. . Salary for supegintendent and <
e ' .manager.
s e. ' Landscapihg.
* - 4. Costs will vary with the yacancy rate;
_ - the more units occupied; the less the -
proportipnate cost., - N
$. 'Majority, consent is required before a .

) : .

< o shareholder can sell his or her stock ., .~
. ' L in the cooperggive. e o . ~
. 6. Tax advantage - .

C. Condominiums: ;
1. 1Individual {s lole ownex of the space
* within a unit.

~

s T2, Owners of a unit, mus; secure éﬁelr ownotm‘m.ﬂunwtmw“:u

fan g

mortgage money, and hawe their Qwn
. private title and @ed. .
3. Owners pay. their property. taxes and .
” homeqwner's Lnsuranca.
. "'4.' Land and all common areas (halls, — ..
- . laundry, parking lot. etc.) are owned™
: in common with all condomxnium

: R dwellers. . e
N { 5. Owners can sell or tease the;r’unita SR
. ' . ~without permission from anyone., .
‘e . "6y Must.pay maintébnance fee 'for cleaning
Y - and upkecep of common areas. .
B . » 7. -Tax advantdges. . : . . RN
o D. Mobile Homes: I .
e ‘1. Provide ownership and privacy at a ‘.
“® * relativgly small expense. -
. 2 "1If not parked oy yoyr own property, ° . . .
R monthly rent. fo¥ property on which . " N
‘ mobile home is situated must be paid. . .
3. Maintenance costs are low. = - o )
s N Y Mooagsnhgmes usually  do not. appreciatq, . -
' as M as other houses (they have. o
o " <« ' ewen heen knOWn to: depreciate in
. .t value). . S !
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/ - 3. The loan taken to buy & mapile home will .
- . most }ikely cafry .a . highet-ingetest - .. .
/Jf'a rate than a house mortgage; \le loan < e
- v - is normally from 7 to 12 yegrs*and is an- .
. - - ipatallment loan, (nog a mor qago) ' .
T ar @ 6. Be sure tp have a localf®n, o park the -
. -— " mobile home beforé.purg asing the pnit: o ‘
s AN 7. .In some states owners mobile homes ° b\
o o . 7« may have to pay a perjonal property tax.1 5‘
- .. E." Renting your Houiﬁngq . * *
‘ e A 1._,Tenant‘l rights aﬁd repponsibili- : ? v
o ' ties. U

) _ 2. Financial c0nsiderationl of renhing {‘ .
. e }J. Advantages of renting: . 7?'
SN &Y .+ a. Maintenance, and utility coats ' '

Ny ' ‘ are lower. . ,
‘ - -~ 'b. Mobility is greaten. -
P ¢. Can offer greaken.COnvenience ‘
. X. - Aqencies Aiding the Cénsumer: : e
. 7,7 "N, -Department of Housing and Urban Develop- )
o o menpt ., regional office. . Lo AP
$ .. * B. Dopaptment of Housing: and- Urban Develog. oo
o .ment, Assigtant Secretary for Equal o :
ppbrtunxty, 451 Yth Street, N.W,, . C.
S Washington, D.C. 204f0. * i :
. - - ' Cl Bureau of Housing, your stdte. 7
" ." D. Fedéral Home.Loan Bank Board, your
“federal district. ™, o
qpecxal Asgistant Eor Public Affairs, .
‘National Bureau of Standards, Department -
S 5 . of Commerce, Administratibn Building, .
T wWashipgtdn, D.C. 20234 (for housan *
standards) . ~
4 ‘F.. Depart t of.Civi’l Rights,’ ypur statEu(&
, G. Trade’and Profesgional, ssociationsg:
.7+ 3, l. ‘Ameriggn Institite of Finanpial » fagl
: | Brokers, 121 W. Wacker Drive, PR 'S
L. B ghxgaqo,"tllxnois 60601. - ST ;
e -7 2. Amerigan hociety of Refil Egtate '
N Couhgelgrd, 155 E. Superior Streetw .
‘ Chicago, Illinois 6061%}. ' .
3. Manyfactured Housing Institute,d . O )
21,

O o -+ Rox 201, Chantilly, Virqinia 22 ] .
R _— 4. Natiomal Assgceiation of Home Builders = - >
T : of the United States, 15th and M Streégp, B
-« «N.W., Washington, D.C. 20005. - se, e ®
- 5. National .Asspciation of Housing Coopera-- ' "
W " tives, 1828.L Street, N.W., .Suite 1100, .. @
N . Washingtom, D.C. 20036, A

; " 6.° National Assoctaijon of Real Estgte , (
o Appraisers’, 853 BroadWay, New York, New“
. ‘ ) . York 10003, ¢ . .
- ©.." 7. -National Association of Real Estate ..
N Brokers, 1025 Vermont Avenud, N.W.,, | .
S . : sGite 1111, Washingtor, D.C. 20005.
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Secure and make avdxlablo to pqrticipantl mater~

ials on findpecial aspects gf housing. These"

‘materials ‘cap be obtained‘i}om such sougceg as- P
" the Department. of Houninq nd Urban Development, - . - =
the Federal Housipng Administration, the Coopera-
 tive ‘txtension Service, banks,,savings and loah

easociationl, gd realtors. oo ¥

Ask participdnts to ¢all several aavings nnd Lo&n'
' Associations and Wanks to learn the durrent rate” ° !

of intqrest they ,age chd&qinq for home mogtgages, ’

This informatioh should he brought to a‘future

‘Meeting for disguseiop. by “the “Yroup. ° " N \

Ask a realtor to speak t6 the group on, the pro-

cedyre and costs of buying a house. It would be

a good ille4 to Bgls git fram the groewp those - .

f inaffciad qub:t; ns it would litke afiswered. The :

teather should discuss these with:the speaker e

prxor.to-mhe\meetan far participantg “The "same .

. actiV1by might Re repeaued using am insurance .
"agent to speak on the tOch of. homeowner 8 and :
title insurance. .o " e

.Participahts mjight be Baked to 1nt'¥view homeowners

to ‘le thexr reasons for home ownership. -The o

participant midht agk:, "Why. dolyou prefer te own

_ Wour house rather than renting?” .

Agk a participant or qroup of\paftgcipants to !
mte'rvxew_(a lawyer o learn the'concerns apd pro—)
-edure of ¢losing a real ‘estate tgadnsaction, '~ ‘o
skt each participant to g& to. his or her local N

tax office to Aearn the real prOpenty tax rate

and, nts for his or her particular
* municl ty.* This information should.bpe brought
to a futu meeting’ for discussion by the group.

Give participants a foE, with 'gpaces identify-
ing: 1) Take-homq pay, 2) WMonthly* expenses and . *

t

Y

savingﬁ, excludan housing expensés, and;® Hous~ * ;

i expenses (itemized). Ask each participant -
‘50 figur® how much he &ér she c”ﬁ affogd tg spend

on momthl h0usan.

Ask participants to write im-outline form the ,

diffemences, among rentinq, wning.a hous

a cooperatlve, owning a condominium, Egégzzg¥g$\'f‘e .

a mobile home. Discuss the advantage and dis=~ ~

.advantages of. each.

’

- -

publications from.realtors or the district

.°'GpE copies of real estate settlement diSCIOBUTjI o
‘.'.

"-'

Housing and Prban Devélopment Office:, to whare
with participants. Get rgafl'tors to in® cate .

-

current closihg costs fér buyers and sdllers for .,

average priced homes in the area in Which partigi- .
pants live. e 7 - s

-
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JM;;§ pﬁttlcipantl.may be uﬂawn;o.ot a'conflict

r e,

I

, . OF HOUSING.

Actlvlty ll

‘iﬁ values regarding tholr housing needs and methods
A simple checklist of advan-

of supplying them.

tages and disadvantages of: home ownor-hlp‘may help

clérify ona'l values.

,\v"'

£

L .

" For this exercisa, the presenter. would prepare

two lists side-by-side on a single. sheet o£Jdeor.

one list jwould rebresant the resgonsdibilities of ~ .»
The ot
reedom of care enjoyed

“sheet should p
Below are two

e oWnerphip.

bored identically.

your attitude.
numbers. ., In
.,Oone number 2/
“answer honestly.,"”

..

Y

and yargd.
. . #.
v ’ ~d
. ' %

V-

ther words,

B

etc:® This

L2

r 1ist would represent the-
y thé trenter.
_the lists would not besidentified-as such. The
vide the follaowing directions:’ .
calumns with the 1t9ml in each, e

However, ’

e

In the space provided, ‘place
a oheck mark next to the item that best represents
Cifeck -only ohe of the identical

. Being 'in debt does
n\& «bother me.

-

J

L enjoy working
around the house

4
LA
-

\

"J .

. .
[efeel more comfor-

L“'ta-ble putting my

y .

‘mohey<into relatively
table forms of savinqs/
nnd_invpstments.

~

g

with it.

A

.

Y

h prefer finding a
good job and staying
.o’

1 prefer stay}ng in
one.place and being

4

i4

“

1l

hd

{s

5

beigq locked
Ve e

only one number 1,
a test, sp pleaae_
e Y e

The tkought of-.
i .

having leng-t®rm
debts is disturb-
ing to ne.

1 would much

rather play tennil

.or read a book,
‘thaw spend any, )
time around the ,

house and’ yard f'
I énjoy he éxcfter*
MEnt of pecula- , <

tive' forms af,
savings and invest-
ments; I'like

Mg hau*ng the chance A

larqe gadns;b‘-

1 prefer changing -
1nbs,from time
to time, finding

excitemengJ
1;6ber.

starting ~al

I do th like

| B
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i cimnitted to one .. | .’ intb qua gom~ . .+ |
“Uv  community. <o "7 ¢ munity or loea~ .
L ‘~tion” for a )
. . ' ' long period of ~
- Discussion_ of" this activity might be. fostered by,.
putting the two lists on a poard (or overhead trans-- _ :
' Pparency) and asking how many participants checked  ° \
each item. Or, participants may de asked to reveal Jo e
- - their cholces to the group qn an. individual basis. -
Colymn 1 is indicative of'thonf\ttitudol more likely
to be held by ‘homeowners. ' )

C e
8 ~

.~
~

v, : -

Activity 4 2 + & A
. . _ - T , . a TAT e
v The following lisg ‘Tepresents attitudes people ., °
.may have Mbeut the house in which they'live. 1In o
order .that participants may discdver which-attitudes
are mqst important to them, ask them 'to‘rank order -

‘ -each of the items ‘from 1'to 10, Rumbenr 1:.would ‘.
‘represent the attitude most ‘important to them, with =

number 10 representihg ¢he attitude of. least . -

importance. . : __— PR
' I waht my house and grounds to be a showplace. - L

- . v .

— ___~ I prefer having’the hou‘pé of my, néaréi; neithd‘r

AT ' very far ayay. 'y .. . ) . D
‘_' (',"‘ LR ‘ e 6. . R ) A _' - P A - “- 4
; . I enjoy mowirng lawns and ﬁoin/‘ya}d work. .
il . .21 want my housing costs to be a_ig,io'w &s g . - ‘
oag necdssary to keef me reasonably ‘comfortable. \
] o . - ’ -‘ - . ,. ' . 3 : . ‘_, R
I tike having /neighbors néarby. | - / s e T
" ‘. B ‘ ° : v : . “ v. . o \ .
ry Yo J__I.want my house to be used by e fa fy; it A
’ . v} is a place to live ip, not a museum. 1y ‘
« ’ ’ R _‘ o - » . 4 -
ol I,ﬁhnt_'every:we{ber of my family to be able to o 7
« - . ehipy therprivacy bf his ar her own room.
. -...l *, ] - - '. . w. -, . . a . . .
R At dqh't' think any- family should be without, a ‘ .
A doq. o« - . . i o SR T . -
Ve e . N ) * - " .. e B .
IR plan’ to live in many differeht houses, selling: -
o ‘any one of them to the person willing to pay, ;\\\ “a
EE my price. T N ' ' R4
T, S S A . >
‘ 5 e, e, ‘
Yo . S & : -
@ 4 & , ‘h ‘ \ . U < v
D N » ' : - " ] N
I‘ . ¢ * : . . * ’ v,
o o . s R .
. ST o 83 \ 8"7 *
’ ’ . 4 y N . &
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’ ‘ . ) ] .
N : "
T I think a house -houlq blend in with the o

< ~cnv1ronment.

Some very interoltin? cbnclu-ion- can be drawn
by examining partlcipanta anawers. For instance,. the

{L " person who places high' value to: "~ "I 'want my house
»*  and ‘grounds to be a showplace,"” and ,(low value ‘tok
L I wnjdy mowing lawns and doing yard work," should
Yo probably look for a reiatively carefree house on. a
Y {'comparatively small ¥ot. By studying theixr own
3 responses, participants can discover just what 1is
- . important~to them in the way of houaing.
C N 4' .. y‘ -
o) e “‘5‘6""’ ‘; . Y. 4
W T . \
. > ‘o * LS. -
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QUESTIONS FOR DISCUSSION ON FINANCIAL ASPBCTS or

HROUSING
1. vDilCﬁll the advantages and disadvantages of home
~ ownership. .
2. In addition to paying princjipal, intedest, taxes,.
and insurance, there are y other expenses

associated with home ownership. Name as many
of these other expenses as you can..
]l. "OfferJaugqeltions for keeping the monthly cont-
of home ownership down.
Name. sevcral "rules of the thumb for deter-
mingng how much one should pay for his or her
housing.

o~

5. Why is it said that no one should pay the alkinq

price of a house that is for sale? v

6. What are some of the expenses 1dentified w{th a

house closing?
7. Describe several elements of each of the fol-“
lowing types of mortgages: conventional, FHA,
and VA, ) .
What is meant by amortizing a loan?
What is the difference between homeowner's
insurance and title insurance? Why are these
two forms of insurance important?
10. Why is it impaortant to keep an up-to-date in-
ventory of the contents of your house?
11. When we think of hgme ownersiip, we think of
owning the single-~family dwelling. What are
‘ .gome alternativeg? .

O X®

85 o .
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VOCABULARY--FINANCIAL ASPECTS OF HOUSING

Amortization; The reduction of a loan through peri-
odlc payments of interest and partial repayment
of principal. Mortgage loans are usually amor-
tized by regular monthly payments over a 20~ to
30-year period.

Appraisal Fee: A charge made to have prnpert# eva-
luated. A lender of mortgage money will iffsist
that the property be appraised before the loan
is made. : ' . :

Appreciation in Value: The increase in value of a

‘ thing. A house purchased for $40,000 with a cur-

&‘ rent market value of $43,000 has appreciated

-~ $3,000. '

«Arrears: Payments that have not been made when they
ecome due. t a. :
pssessed Value: The value placed on real property
¢ Dby the taxing authority of the municipality in
which the property is located. According to the
. . municipality, property may be assessed at market
value or as a percentage of market value.

Closing: The act of transferring title to real

{ property from the seller to the buyer.

Closing Costs: Costs which must be paid by the
buyer and seller whep title to real property is
transferred. "gxymples of ‘such costs are title
insurance, apprajisal fee, recording fees, ab-
torney fees, etc.

.. .. Co-lnsurance Clausg: A clause in a homeowner's
T S g Urance pollicy requiring-that-the-property be
/ insured for at lgast 80% of its cost to replace.
: For example, a property that would cost $50,000
to replace must be insured for at least $40,000. -
/ If the full co-insurahce amount is not vaxried,
partial losses will only be reimbursed at a pro-
rated amount. . : '
Condominium: Individual ownership of separate por-
. tions of a builjing, plus joint ownership of
common areas (halls, parking lots, efc.) ’
Conventional Mortgage: A mortgage, the payment of
which 18 not insufed or guaranteed by a govern-
. mental agency. The interest rate and down pay-
) : ment are generally highef for a conventional
. mortgage than for a government-insured mortgage. .
"¢ Approval of conventional mortgages is usually
oE ‘ done more quickly than on government-insured
, mortgages. This type of mortgage requires the ,
| best type of credit rating. :

.
t
. } !
i - ; . .
v / . . * !
e .
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Cooperalive: A form of ownership wherein the land
and bullding are owned by a corporation which
in turn leases space to its shareholders. Each
shareholder. is entitled to a long-term lease to
- ,0one of the, building units.
Qgggctiglgx'vkiuh regard to this unit, this term
) refers to ¢he fact that property taxes and mort-
i gage inter®st payments may be deducted from gross

income when determining taxable income for fed-
eral income tax purposes.

Deed: The legal document that transfers title

‘ TOWncrship) Oof real property from the seller to °
the buyer. : ,

Depreciation in Value: The decrease in value of a
thing. A house purchased for $40,000 with a
current market value of $37,000 has depreciated
$3,000.

Earnest Money: Money that accompanies an offer to
purchase as-evidence of good faith. Earnest
money 1is usually given at the time the purchase
agreement is signfed by the buyer.

Easement or Restrictive Covenant:  An agreement re- .
garding real property that restricts the freedom
of the owner as to the ude of the property.

For example, a neighbor living behind you may
have the right to use your driveway to get to
and from his.or hgr property. :

Equity: Simply speaking, the rights of ownership.

A person's equitf in the house he or she owns
i8 determined by taking the market value and
subtracting any outstandihq mortgage balance.
For instance, the owner of a house with a mar-
ket value of $40,000 and an outstanding mort-
gage balance ©f 915,000 would have an gquity

. of $25,000 (%$40,.000~$15,000) .. '

Escrow: A deposit of funds required by the lgnder

“"to pay such items as property taxes, hazard
insurance, etc. on behalf of the borrower.

FHA Mortgage: A mortgage loan’ instired by the Fed-
eral Housing Administration. ' Buyer pays the -
insurance and downpayment, which is usually .
smaller than that of a conventional mortgage.

Farmer's Home Adminjstration Mortgage: Designed

- for Tow- and medium-Income rural families
which need housing but ca%got afford it through
regular channels. The loah is adminiftered by
by the U.S. Department of Agriculture. The .
interest rate may be as low as 6% (subject to
change) .’ - - . Co

Homeéwner's_lnsurancé: Insurance to cover damage
to buildings and contents ‘(not used for business) .

. on theé Jand of the insured. The perils against

. which one is insured depends upon the type of

. homeowner's policy. y :

v

»




_Market Value: The price a piece of property - would
bring if sold in the open market. Market value
s is determined by canditions of supply ‘and demand.
If houses are in short supply and are in great
demand, their relative market value should be
high. 1€ houses are in great supply and there
is little uemand for them, their relative market
} value would be lowex.. Type of hquse, condition

of neighborhood, etc. all affect the markqt value
of a house.
Mobility: The ability to move freely from one geo-
. qrapEIcal location to another. Since homeowners
. must first consider selling their property before
moving, they are not as mobile as renters.
. Mortgage: The pledge of property by the buyer of
‘ that property to the lender of money needed to
' buy the property; it is security for ¥ranting
the loan. . .
Mortgage Note or Bond: The uncenditional promise,
In writing, to repay thé lender of mortgage .
.money the amount borrowed. .
Mortgagee: The lender' of mortgage money. Usually
a savings and loan association or bank.

Mortgagor: The borrower of mortgage money. .
oilnt#:

. . %> " One percent of the& loan amount; one-"
Ty hundredth of the total amount of a mortgage. Both
a e - buyers and sellers may-pay additional points
depending upon the type of loan and the avail--
. ability of money from lenders.

Purchase Agreemeat: A contract to.buy (real pro-
perty). A sales contract setting forth all
' terms and conditions of the sale. It does not
i transfer title to the property. The purchase
IS . - agreement must be signed by both buyer and
' .seller. . .
Regording Fees: Charges made for recording the mort-
~‘gage and the deed in a municipality's office of
« records. A new rgpcord is made whenever'property
changes ownershif. , . =
- Survey: A document showing the exact size and
Iocation of a plece of real prdoperty..- Survey ’
systems differ in‘various parts of the United
States. C . '
Tax Rate: A percentage of the assessed value of «
. taxable property. The tax rate of real property
. is expressed as the mill rate, dollars per hundred,
or dollars per thousand. Often stated as so mapy
dollars per assessed value, e.g., $2.13 per $100
Ay of assessed value. A
: Pitle Insurance: A policy which insures against .
defects in title not listed in the title report
or abstract of real property. - Lenders require
: tle insurance, to cover the amount- of the loan.
' . ers need it to cover the value of the property.




Y

Title Seaxch: An inspection of publicly available
rocoril and documents to determine the current
ownership and title conditions for a property.

VA Mortgage: A moytgage loan guaranteed for up to
30 years by the Veterans Administration, .
available to eligible veterans. Contact the
nearest VA field office to get current status
and details of the law as well as the :
availability of loan money. ’ :

"Variable Interest Rate Mortgage: A mortgage loan

. "in which the iInterest rate rises and falls with
* changes in prevailing interest rates.




EVALUATION INDICATORS --FINANCIAL ASPECTS OF HOUSING

1. Participants will be able to list at least Y
three advantages and disadvantages to owning .
one's Kousing. o

2. Participants will be able to list those things
which are important in determining whether or
not to buy a particular house. These deter-
minants which ‘directly or indirectly affect
costs should include: distance from job, schools
(proximity and rating), appearance of nelgh-
borhood, surroundings, tax rate, and price
bracket of house.

3. Participants will be able to list at leaat ten
expenses associated with home ownership.

4. Given take-home pay and monthly expenses (except

housing) and savings, participants will be able

to determine how much of a monthly housing
expense they can afford. '

Given a list of expenses normally associated

with housing, participants will be able to iden- o

tify those expenses which must be paid before

or at'the time of closing? e _

6. Participants will be able to identify at least
three characteristics of each,of the following .
types of mortgages: conventional, “FHA, and, VA, .

7. Participants will be able to list at least three
alternatives to the single-family dwelling as
forms of me®sdng their housing needs.

8. Participants WwiN1l be able to axstinquish between
homeowner.'s insurante and title insurance.

®.n
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SELECTED BIBLIOGRAPHY QF T!ACHING/LEARNING‘KESOURCES"

- ON FINANCIAL ASPECTS OF HOUSING

-

'.‘
-Books
A. Pogter, Sylvia. Sylvia Rorter”’s Money Book,
Volume 2, Chapter [5: "X Roof Over Your Head."
Garden €£4ity, New York: Doubleday apd Company,
InC., 1975- . v - '
. ¥ o ' ‘ B o
- B. Rachall, Denis T. Family Finance, Chapter 9:
Lo "Housing." Pposton: ttle, Benen and Company,
:Inc., 1975. ’ .

3. MWarmke, Roman F., Eugene D. Wyllie, and Beulah
" » E. Sellers. Congumer Decision Making, 2nd ed.,
Part 6: "Hduaing Needs and the Consumer."
c;ﬁsati: 'Souph-Westerp Publishing Company,
197 R » o - .

Pamghlets

‘AL ‘From Consumer Information Center, Pueblo, -
Colorado 81009. : :

1. Rent or Buy?
2. Settlement Costs

. 3. When You Move--Do's and Don'ts.
ry [4

B. Matejic, Denise M. The ABC's of Mprtgage Loans
and Insurance (Leaflet 488-A). Cooperative
Extension Service, Cook College, Rutgers Uni-
‘versity, Publications Distribution Center, Box
231, New Brunswick, *New Jersey 08903.

C. Matejic, Denise M. The,Dollars and Sense of
Buying a House...Mobile Home...Condominaium or
‘Cooperative (Leaflet 486-A). Cooperative r
Extension Service, Cook College, Rutgers Uni-
versity, Publications Distribution Center, .- )
Box 231, New Brunswick, New Jersey 08903:Z-

. B
D. From Minnesota Agricultural Extension Service,
" University of Mﬁpnesota, Indtitute of Agri-
Culture, Forestry and Home Economics, St. Paul,
Minnesota 55108. (Please note: The Minnesota
Publications have general applidation, but
« + they were written in light of Minnesota's
statutory and market situations, It should
be kept in mind that these situations vary |,
somewhat from state to state.)’

7 Consumer Housing Alternatives (B420)

- - : &
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‘Uousing Costs (EF 315) B :
' e (B414) (Especially
helpful for 25- to 30'yca:-oldl )

. _ A Shopper's Guide to: Homoownot'n Insurance.

New Jersey Department of Insurance, 201 Rast

 State Street, Trenton, New Jersey 08625

Contact the Cooperative Extension Service in

your state for a list 'of publicationa available.

"'Other Printed Media -

[

.Houstné 2nd ed. Consumer Education Proqrammed

Learning Instruction Booklets, Delta Pi Ep- -
silon National Office, Guatavus Adolphus
College, St. Peater, Minnesota 56082.

1Housing. Learning Activity'Packaqél,-Uﬁigraph,

P.O. Box 24287, Seattle, Washingtom 98124.

. Smith, Geneva D. Dollars For Hbusing, - AHEA

"HELPS," 2010 Massachusetts Avenue, N.W.

Washington, D.C. (teaching kit). .

Films

Housing and Home Furnishings. Butterick Pub-~
I1shing, 1161 Avenue of the Americas, New York,
New York 10013. » -

‘%eloct ing .and Buying A b:lg.g)ile Home. Photo Lab,

Inc., 3825 Georgla Avenue,‘N W, Wéshington, D. C
20011
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Saving and Investing )

o

OVERVIEW .
What should be done with discretionary income?
How should the-income thdt remains, after taxes una\
living expenses have heen covered be utilized to
improve thg standard of living? This. is & concern
of many people. . Some choose to spend these leftover
fundd. These are the people who frequently ask .
themselves, "Where does all of our money‘qo?" )
Others, more interested in improving their -finan- .
cial positions and planning ahead for later years,
selett sources for saving and investing that will

<

G

-enane their discretionary income to qrow.

Wise decisions on saving and investing can in-
crease the family's net worth. However, unwise

~decisions can cause that ‘net worth to be diminished.

For this reason, it is important that all consumers
know something of the principles of saving and
- N

investing. . -

»

b‘ .
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ENERAL OBJECTIVES FOR THE LEARNER ON SAVING AND

10,

L.

Jnvestment
*

VESTING

Upon completion of th}s unit, participants will:
. 9

undtrstand\the basic concepts involved in the
individual saving and investing .plan. \
be able .to dlffenentiate between fixed dofla; ‘

and variable dollar investments. ,

know the sources’ available for acquiring sav-

ings an8 investments.

be dble to evaluate the advantages and disad-
vantages of these sources. '

be able to differentiate between stocks, mutual
funds shares, and bonds.

know what possibilities for investing are avail-
able to the person of limited means.

understand what a portfolio is and know the

basic principles involved in managing it.
understand the difference between growth of

funds and income, and how these relate to the
saflety of investments. 'S
know what to look for and what to avoid when

‘choosan Aan investment broker.

know the focrms and sources of protection pro-

vided the investor.

be aware of-pcertain fairly unique forms of
lﬁch as antliques, stamps, and coins.



,CONTENT OUTLINE ON SAVING AND INVESTING

The following suggestions can be used as a guide-
line for teaching a lesson or courag on saving and
investing that will meet the specify eeds of the
1earners. . .

[. Some Basxc Concepts about Savinq and Investing:
A. Why save? [ )
l. To create an emergency fund.
- 2, To buy "big ticket( goods and services.
3. " To provide for children's education.
4. To afford a downpayment on a house.
5 To supplement social security and pen-
sion at retirement. .
B. Analyze objectives: What are you seeking-
in your savings and investments?
1. Safety of principal. .
2. A guaranteed return.
- 3. Steady, if small, iqcome.
4 Greatest p0331b1e income, everdl if risk
of loss. is high. *

‘5. Ready acaess to\ savings. ' !
6. Growth of investments.
7. Tax advantages. E |

8. A hedge against inflation. <.
.. C. Sources useld for saving and investiag depend o
” upon your peysonal "make-up" and your finans
(;. cial circumstances and obljgations:
l. Some temperaments are not suited to
. worrying about the stock market or
d other speculative means of investing.
2. Age is a determining -factor regarding
. sources of income required and need to
have this income readily available.

3. ,Current family income influences the ¢
amount of risk which,should.be taken.
‘4. Number of dependents influences the
. amount of risk to be - taken. .
s 5. Aspired style of living requires a ¢

specific level of income.
' 6. Personal ‘'values. influence the choice
of a saying and investment medium.
7. .In the case of a married couple, the
choice of 4 saving or investment medium
. . should be compatible with the ideas of
: the spouse. .
» 8. 1If both husband and wife work, a greater
] : investment risk might be assumed.
+9. Before investing in high-risk ventures,
‘an emergency fund should first be es-'
‘ tablished. L .

IT, Fixed-Dollar vs. Variable-Dollar Investments:

+
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A. Definitions? s .

1. Fixed-dollar medium:’ the return on the
saving or investment is fixed over a
period of time; e.g., Savings accounts,
savings certificates, government $bonds,
corporate bonds.

2. Variable-dollar medium: the return on
the investment varies with genaral
market conditions; e.g., common stocks,
mutual fund shares, real estate.

B. The risk of loss is greater when investing
in a variable~dollar medium; however, the
chance of a 'larger return on the investment

is also qreater.

Fixoed=-Dollar Savings  and Investments:

A.  These are a good choice if the number one

concern i3 the s&fety of principal.
K. Thradugh the power of compounding 1ntér¢s§: 4

savings can grow rather rapidly. i@” ]
Coo Types of savings: oo

1. savings accounts and certificates of

. depostit:
a. C¢ommercial and savings banks. .

b. Savings and loan associations.
>, U.S8, Covernment Savings Bonds:
a. hﬁhﬁ‘oq E. Bonds: N

(1) They offer the qreatest shfety
.of principal and interest.

(2) They -can be bouqht\sgnveniently
through payroll deductions and
are a good method of accumu-

» lating savings,

(3) Income tax payments can be
deferred. ©

{(4) They can be purchased in small
denominations. ~

(%) They have a fixed redemption

i

value.
(¢) Bonds are registered; therefore,
. they can be replaced if lost .

or stolen.
(7 Intorest continues after ma-
turity date. |
(8): The bonds can be jointly owped.
(9)  They are.appreciation bonds -
you pay $37.50 for a bond worth:
50 at maturity (smaller and
lakqor denominations are !
o available). « * '
{(L0)  They can be oxchanqed for .
HOT199~” Bonds. - .
(11Y  They cannot be used as collateral.
(B Series N Bonds: . ;

{ -»l()é) . : ’
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(1) - They offer absolutéd safety of
principal and interest.

(2) Bonds are registered; there-

' » fore, they can be replaced if
lost or stolen. .

{ . (3) They are available in larger
denominations than Series E
type ($500 minimum). .

(4) They are current income bonds--
interest is paid semi-annually,
not at maturity; bond is pur-

. chased at facecwalue.
3. Credit union share accounts.
4. Other forms of*savings

a. Private pension:funds and annulties
. b. Social Security |
¢. Equity in youyr house.
N J . d. Cash-surrender value of life insur-
ance policies.
 e. Maturity value of endowment poligles

1V. Types and Characteristics of Savings Institutions:
A. Savings banks and savxngs and loan associ-
ations,
1. They are community-oridnted.
2. They encourage saving and thrift.
3. They are owned by the depositors.
4. The deposits are insured by the Federal
. " Deposit Ipnsurance Corporation or Federal
‘ Savings :and Lean:Insurance Corporation
fcurrently up to $40,000 per actount.)
5. Savings of deposxtors are invested
primarily in long-term mortgages.

Ve 6. They offer the following types of
L accounts:
e a.. Regular savings accounts

be Certificates of deposit.

¢. Christmas and vacatxon clubs.

d. Payroll deduction accounts. .
7. Withdrawal noticve on savings accounts
can be imposed. .
-On the average, they pay a hiyher rate
of intérest than commercial banks.
B. Commercvial banks:
4 1. These aré Lorporatlons owned by stock-

L]

8.

holders.
. 2. Part of earnnngh are paid to stockholders
as dividends ar®.to depositors. as
- interest. o

3. They are referred to as department !
stores of banking because of tho many
services th@y provide:

N a. Safe-deposit boxes.

47 | Vo




b. Checking acoecounts..

c. Savings clubs.

d. Loans for various 'purposes (including
busineas).

e. Investment dervices.

f. Trust accounts and trust services.

4. It is conveéenient to have .nany services
- all in one bank.
- 5. Savings are avail}able to the depoaitor
. . in case of need.
S 6. Deposits are insured by the FDIC (cux-
v rently up to $40,000 per account).
7. Interest paid is generally lower’ than

that paid by savings banks and sayvings
and loan associations.
C. Credit Unions:
l. They are open only to members (members
. belong to same company, occupation,
or community group).
- 2. Savers are owners of the credit union.
3 They offer payroll deduction ‘plans for
saying and borrowing.
4. They encourage saving and thrift.
- 5. Deposits Are insured.

V. Reasons for Saving at Banks, Savings and Loan
Associations, or Credit Unions:
. A. They offer safety of deposits,
' o B. They are exagined and regulated by govenn-
ment agencies.
: C. They offer liquidity of funds.
D. Saving through these institutions can pro-
vide the consumer with financial stability.
| E. Consistent saving can teach thrift and ~—~
\ responbilility.
F. Compound tnterest can substantlally increase
the amount of money saved. by the consumer.
14
VI. Variable-Dollar Investments: ‘
//‘A. Types @f variable-dollar investments:
1. Stocks: .
a. Ownership of a share of stock '
- represents proportional ownership
in the company issuing the stock.
. , b. Stock may be common or preferred:
- ¢ (1) Common : Owner carries
greater risK than in the case
of preferred #stock; dividends
are not certain. There s a
chande of greater return on
the investmdnt, -
(2) Preferred: Owner usually
recelves preferential treatment
on dividend payment, but divi-

\




Bonds:

dends are not guaranteed.
The value of stocks will usually rise-
and fall with the progress of the
company, often with general market
conditions’
Dividends, although not assured,
represent a form of current income.
Stocks offer a chance for earnings.
They may be sold at a higher price
than was ‘paid for them. Of course,
they may' be sold for less money,
Fesulting in a loss.
Spec1a1 tax breaks are given on in--
come earned through the holding,
buying, and selling of stocks.
Stocks are traded on stock exchanges
or over the counter (purchased from
brokers). They are normally pur--
chased ¢hrough. brokerage houses.

Ownership of bonds makes the bond-
holder a creditor of the issuing’
corporation or government agency.
This is generally less risky than
OWnership, however, any corporate
~dbond is only as good as the corpora-

w~\xon standing. behind it, which

ﬂpuld be indicated in the rating.

b.ﬁw& ‘fixed rate of interest is paid

on bonds.
Prior to maturity, bonds have a
market value and may be bought or
s0ld for more or less thad their
face value. However, at maturi
the face value will be paid by t
issuer. ,
Issuers of bonds:
(1) Corporations: - industrial,
: service, utilities.
(2) Federal government'
a. U.S. Treasury Bonds.
b. U.S. Treasury Notes.
c. U.S. Treasury.Bills.
(3) State and local governments:

a. State Bonds. ‘

b. Municipal Bondsfﬁ A
(4) Agencies of.governmental units.
Characteristics of bonds: o
(1) With reggqrd to security:

a. Secured: Specific asseks
or & specific source of
income are used as,col-
lateral for the bond;
secured bonds generally pay

) \
.99 ~I!?é?

LIS



lower interest rates be-
cause they are less risky.

b. - Debenture: Bond is sup-
ported only by the general

" credit of the issuing agency?
no special assets are pledged
as aecurity to guarantee
payment. - _

, (2)" With regard to registration. 0

N a. Registered: Name of owner

' : . I8 registered with the

issuing agency; bond can
be \replaced if lost or
. . stolen; interest is sent

A oo - to the registered owner.

b. Coupon: This type is also
known as bearer or negoti-
able bond; interest is paid

‘ to the person who sends
in the attached coupon to
the issuing agency; how-
ever, since they are negoti-
able, most coupons are just
deposited in the bond-
holder's. bank; sufficient *
. o v . coupons are attachedq for
: interést payments through-

. t out the life of the bond,
meaning that a 15-year bond
paying interest semi-
annually would have (30
coupons attached.

. ®  (3) With regard to liquidation of

. ‘ the company, thq,bondholders, as .

creditors of the issuing com-

pany, are paid off before the
stockholgd@ers in the event of
financial failure.
£. Generally, bonds are less risky
, than stocks, but may not offer as
. great a reward.
1) . g. Ratings:

. (1) Bonds are rated as to their
safety as an investment medium;
safdft Bonds are given the
highest ratings.

(2) The most popular rating agen—
cies are Standard and Poor's
Corporation and Moody's Inves-
tors Service.

(3) Ratings may run from tripté "A"
‘ (safest) to "D" (least safe).

. : (4) Generally, the lower the Mting,

: ‘ the greater the risk and the

Ic o - Log™ B
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greater the interest rate.

3. Mutual funds:

Definition: a company, established
to perform fresearch which invests

-the funds of its investors in’

various securities. It is known

as an investment company.

Major advantages of mutual funds:

(1) The investor can invest rela-
tively small amounts.

. (2) Expert management of invested

funds is provided by em-
Ployees of the mutual fund. .

(3) The small investor has invest-

. ment dollars diversified among
many different types of invest-"
ments: stocks (common and
preferred), bonds, govern-
ment securities.

In general, mutual funds should be

bought for the longer term only;

they are not meant for trading. If
used properly, mutual funds can be.
considered a good financial option

for the smaller investor.

Di(ferght mutual funds specialize

in different typaes of securities.

If an investor feels more comfort-

able in the bond market, he or she

can choose a mutual fund with this ,

specialization. ®

(1) 'Types of mutual funds range
from conservative (e.g., .

municipal or tax-free bond

fund) to income-oriented (e.qg.,
bonds, preferred stocks in
portfolio) to growth-oriented
(e.g., many.common stocks in
*portfolio) to speculative
(e.g., speculatilke stocks).
EXAMPLES: ' .
. Money market funds - invest
in U.S. Treasury Bills and -
other types of money market
instruments. .
Bond funds - invest in bonds
only.
Income funds - primary in-
vestment objective is incone,
not growth; they invest pri-
marily in preferred stocks °
and bonds for high interest
and yield. .
. Balanced funds - bonds, pre-
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| - . ferred and common stocks, - ,
includéd portfolio to
give it "ba ce".
Incoms and owth funds -

q ' diverlitication in common
: . . atocks.
{ . . Growth funds - stocks with

grbwth potential.
. Aggressive funds -

. aggressively growth-

oriented; more risk than
. growth funds.

Speculative funds - special-
ized fynds such as oil,
real estate, cattle, special .
situations, undervalued ,

»

- : stocks, venture capital
= ' situations.

. . ! (2) It is important for cpnsumers
to read the prospectus of the .

+ ‘ mutual fund which contains an
dxplanation of the objectives. -

- [ and type of fund.
- e. Types of mutual funds (investment
: \ companies) :

¢+ (1) Closeld-end companies: have
a fixed number of shares and
) will not redeem shares off
< _ investors; shares are traded
on open market, shares are
* purchased through brokerage‘
S . houses.
(2) Open-end companies: the true
S mutual fund;’theresis no limit
: to the number of shares issued;
shares are not traded on the
marKet, but are bought and -
u . ’ sold directly by the company.
(3) Note that both closed- or
open-end companies may be
either load or no-load. With
. load funds, a commission is
X charged for buying (and also
// sometimes for selling) shares
in the fund.
3 e B. Ways of investing for the small.investor
. 1. Dollar cost averaging and other
, accumulation plans:
a. The investor invests a: given amount
' each month in ,a plan sponsored by -
. _ ) individual brékerage houses.
/ . b. Ordinarily a single stock is pur-’
’ chased, giving the investor the
o advantage of dollar cost averag-

v
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ing.,. This means that more shares
are purchased when the price is
down, and fewer shares when the
price is high. e e
2. Investment clubs: .

a. They are composed of a group of
people, usually 15 to 20, interest-
ed in investing in the stock

market.

b. jbers usually meet once a month.
C. thly dues (usually $20-$30) are
used to purchase stocks and/or

bonds. ’

d. Monthly reports are given by
individual members on how well in-
vestments are progressing. Mem-
bers make suggestions (following

. their own research) regarding
-~ Which securities to buy.
. 3. Mutual funds (see VI, A, 3 on page 101).
4. Unit Investment Trusts. )
VII. Portfelio Management:
A. An investor's portfolio consists of allWf
~ the investments (usually in marketable
securities) held by the investor. :
B. Considerations in managing a portfolio:
1. *Liquidity of investments - how quickly
the investments can be turned into
. : cash. v N
. 2. Safety - what risks the investor is -

taking and is willing to take. .

‘3. Taxes - the best times to buy and/or

@éell for maximum advantage.

4. Diversification - maintaining a
balance between fixed- and variable-

. dollar media, current income and
v - . growth investments, safety and risk.
’ C. " The portfolio may be managed by the

investor or by a professional in the field.
1. Investment advisor from a brokerage

house. .
‘ 2. Bank trust department officer. . -
“VIII. Choosing a Broker: /)"

1. Broker offer
2. 'He or she is

frequent hot tipsg.

A. 7What to avoid: q{
ggressive and full of

» . promises to double your ‘money in a
' v year. : i
K 3. Broker's firm.does not have a good
reputation. .
|

B. How to choose a broker: ]
1. He or she comes from a reputable

|

\
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\ brokcrage house, - ., ’
\ : 2. Broker has a yood dea} of éxperiencd
: : and satisfied.clients. - .
- \\3 3. ‘The investor cen relats to broker An
. terms of temperament and age.

4 The broke; understands the con-
, oo ‘ T . sumer's overqllvnituation Do
' IX. Protection for/fﬁe Investor. I~
, . A. The Securities Investor Proteétion S
: ~ Corporation: — ~ . ’ L
1. An agency of’ ‘the ‘federal gowernment.
' 2. Insures inves%ors up to $100,000 per, .
‘ C account againat b:o;b:age houae . Ve
failure. . ' Y
- B. Tho‘Securities,and Exchange Commiasion.
- 1. An agency of the federal. government .
: 2. Serves as; the principai regulatory
agency for the“securities ingus{ry.
X + 3. -, Under terms of investqent Company ,
. . Act of 1910, ;nveptment companies
(mutual fungds) - must register with®ghe _
- e . . SEC. m"‘ V. e e N ‘ e S fe
X. Sources of Investment Infdfmation: ,- " - ' %
A. . Newspaper financial -pages. . -
. B. Stockbrokers.* - - ’ ' L
N . C. Finandial reference manuals: ‘
v . . 1. Moody's Investors Sexvices. -~
o 2. Standard and ‘Paor's Cotporation
. : 3. Arthur Wiesenbeiger. and Company
' (for mytual funds), =~ -~ . . R
D. Investment advisors.: - -9 .
E. The.various exchanges. < o . oa
F. Trade and Professional Asqocxation‘ Y
-~ .
: . XI. Miscellaneous Other Investmentd : i
N - ‘ A. Antiques. )
’ o . B, Real estate. ct @
C. Stamps. , ) ‘
D. Jewdlry. o _ .
E. . Coins. L
F. Silver: and gold . Y
* G. Gems. - AU
H. Paintings. : - . . ’
I, ,chlpture. ' ' .
» - - - \
. XII. Agencies Aiding the Consumer: :
: - A, Bureau of Securities in‘conaumer '8 state
department of law. .
'B. Securities and Exchange Commiss;on,
regional office.’ -
v % , . C. Department of Banking, your s;ate.*’

¢ : T ' ' »
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. 'O The New York Stock Exchange, 55 Water
I Street, 23rd Floor, New York, New York
R x 10041 (written inquiries only); also =~ .
Ve New York.Stock Exchange, 11 Wall Street,
. : .New York, New York 10005. - .
. ‘ E. Federal Deposit Insurance Corporation,’
t. - regional office. .
- 'F. Federal Home.Loan Bank Board, #1 World °
‘. .Tradé Center, 103rd Floor, New York, .
' *Néw York 10048. - '
G. 'Américan Stock Exchamge, Information
. - Services Division, 86 Trinity Place,
T : New York, New York 10006. :
. H. Trade'and-professional.aasociations: ' ‘l\
. : ~ :
"l. American Bankers Association, \ ' t
1120 Connecticut Avenue, N.W., ‘
Washington, D.C. 20036.
. o 2. American Institute of Banking,
Co 1120 Connecticut Avenue, N.W,,
. . Washington, D.C. 20036.
‘ e 3. Federal Managbrs Society for
. : Savings Institutions, 111
, Wacker Drive, Chicago, Illinofis
. . © 60601. _ ‘
{ S 4..Federation of Women Shareholders - : :
s ﬁ in American Business, 1091 Second &

Avenue, New York, New York 10009.
¢ 5. Investment Company Institute,
. 1775 K Street, N.W.,-Washington, ,
- D.C. 20006. : ‘o -
s L wn 6. Investment Council Association
' of America, 127 E. 59th Street,
A ’ . New Yerk, New York 10022.°
: 7. Investment Education Institute,
e e e . 1515 E. 11 Mill Road, Royal Dak,
.o ) Michigan 48067. . -
‘. o 8. National Association for Investment
. Clubs (NAIC), P.0O.Box 220, Royal
. . 4 Oak, Michigan 48068. B . »
N . 9. National Association of Real
.. Bstate Investment Trusts, 1101 oy
’ g 17th Street, N.W., Suite 700, S ]
o Washington, D.C. 20036. o -
~ . ’ 10. National Association of Security
‘ o Dealers (NASD), 1735 K Street, . . o
k T N.W., Washington, D.cC. ’
11. Securities Industry Association,
’ Committee on Economic Education,
Broad Street, Néw York, New York.

v
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SPECIFIC TEACHING SUGGESTIONS ON SAVING AND INVESTING

You can use all or some of the following teaching
suggestions for the unit on saving and investing, de-
pending on the type of audience. These suggestions
can also be adapted and/or expanded as the situation
warrants. ‘ h .

1. Secure the materials available for use by parti-
cipants (see "ReSources” section of this unit and
the bibliography).

2. Ask a participant, or group of participants, to
investigate several banks and/or savings and loan
associations in the area to determine the rate of
interest of regular savings accounts and the fre<®
quency with which this interest is compounded. If

-~ there are any special proyisions for end-of-month °
or beginning-of-month deposits or withdrawals,
this should also be a part of the investigation.

A report should be made to the entire group.

3. Invite a speaker from a bank, savings and loan
association, credit union, and/or brokerage house
to speak to the group on savings and investments.

; A good speaker might be a person from the invest-
ment department of a commercial bank, since he or
she would be in the best position to view the
entire area of savings and investments. As with
any speaker, it is a good idea to familiarize the
speaker, in advance, with the audience and the

- type of information it is seeking. . '

4. Instruct each participant to selgft a particular
common stock and follow its pricexin the markKet
for -sevetal days. Participants might enjoy com-
paring the movement of their stocks.

5. If possible, take participants on a field trip to

© * a local brokerage house.

6. Ask each participant to put together a hypothe-
tical portfolio of stocks and bonds. Each
‘participant should not spend more than $50,000 on
the market value of his or her partfolio. Justi-
fication should be given for each security in the
portfolio.- The justification should include such

-

things as: safety of investment, return (yield),
owth, relation to the individual's personal
acteristics and circumstances, etc. It would
be fun to observe the changes qf the market value
. of the portfolio.on a daily basis for the duration
~- ‘of the class. A resource person might be secured
: to aid in the completion of this activity.

" |
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VALUES-CLARIFICATION‘ACTIVITIES ON SAVING AND
INVESTING ' :

<

‘The following examples of values-clarification
activities for the unit on saving ‘and investing can be
used by the teacher as presented or adapted to meet
the learner's needs. .

Activity #1

A saving and investment plan can be drawn up for
any individual or family regardless of financial cir-
cumstances. Whether or not one is happy with a
particular plan dépends upon one's values and atti-
tudes. Different things are important to different
people.: The:following simple exercise will give
participants a pretty good idea as to what is impor-
tant to them in the way Qf savings and investments.
Equally imporctant, the exercise will give them spme
specific direction as to the saving and investment
program they may plan for themselves. . °
", Duplicatihg the list below, ask participants to
place a check mark next to any item that reflects
their particular attitude. '

‘'Savings ‘and Investment Attitude Scale .
eck Those Items That Apply To Ydu

1. I like to feel that my principal is safe
and growing slowly. L

2. I enjoy the thrill of checking the stock
market every day to see how myﬁinvest-

;. ments are doing.

3. If I owned a share of stock that dropped 10%
in market value in one day, I would be sick
for a month. .

4. I like the idea of taking great risks with
the possibility of reaping great returns.

5. 1 want the money I have saved available to
me at a moment's notice. _

6. I would choose stocks more for thair ability
to appreciate in valuée than for the dividends
I might receive. : .

7. The Bond-A-Month Plan is one of the best
ways devised for saving for the future.

8. U.S. Government Bonds represent a fraud in
that the inflation caused by their sale is
greater than the int‘:st paid the bond-

holders. -
‘9. Perhaps the best form of investment for any
' investor, regardless of tax bracket, is a
highly rated municipal bond. i -
10. There can be no better investment than buying

-
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- ‘
o land 'in an developad area. ’ | ' '
’ : .

' A quick analysis the responses will re-

. veal that the on—numberod items represent
those attitudot and ‘'values of the conserva-

- tive investdr. "Phe even-numbered items are
typical of the parson willing to take greater
risks in the hopes of receiving greater '
gains. Some participants may mix their
responses, in which case their values would
call for a highlyjdiversified portfolio. Be
aware that there a nq correct or incorrect .

answers, only personal opxniOna to be ex-
. pressed.
.o Activity #2 . ' .

Most people want the "good" things’ in life.
.People generally waht a good education for their
children, supplemental retirement funds, a trip
abroad, etc. However, in order for most of us to have
these things, we must save and mate sound.investments.
This means making small sacrifices today in return for
relativgfly large rewards tomorrow. The following
exercisé® should serve as a good gauge for determining
the willingness of people to give, up certain small
luxuries in return for greater enjoyment in later life.
Directions: Follow1ng is a 1ji8t of things that

"money can buy." Using thg space provided, number the
‘items from one to ten in. order of their importance to B
you. Assign the number "1 to the most important and =,

the number "10" to the least fhportant.
.7
Dxnner»out oncg od twice a week.
Income to supplement my soc1a1 securlty and Ce
pension at refirement.

Color TV's fdr the children's rooms.
theater/dinngr trip at least once a fonth.
-college education for each of the children.

second house a¥ the shore ‘or mountalns.

new car every other year.

six-week trip abroad.

An emergency fund ip the,event of job loss
and/or serious illness. , : y,
Skiing every weekend during the winter months;

or week-ending at the shore during the summer

months. .

>>>>>

AT H_°

From a glance at thg list one can determine fair-
ly easily whether or not a person is most interested
in those things whic¢h pring immediate pleasure or ,
those things which require years of hard saving.
Participants who claim to be more imkerested in the
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iong-temm goal? shquld be asked tf they are making
the daily sacrifices necessary to accomplish them.

- The peprson of average means who claims that’ he or
she xants to own a house at the shore and yet insists
upon "spending money on $100-ski weekends need§ to _

‘work on bringin§ his or her behavior in line with lis
ér her values. .

S
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"" .QUESTIONS FOR DISCUSSION ON SAVIN D INVESTING

~ .
: 1)

' The followinquuestioRs are degigned to serve as
guidelines and examples for the tepcher. The content .
outline on saving and investing /lehds itself to es-
tablishing additional questions ' )

1. What are some of the objectiv}l people have in
mind when planning their savings and investments?
2. Wwhat does an tndividual's temperament have to do
with the forms of savings anz ipvestments he ot
she will seek? What other personal issues need
- .to be considered?
v 3. How does one; dgtermine the gmount that is avail-
" able for #AyvtH¥and {nvesting? '
L 4. What are!some advantages of saving throungh the "
purchase of U.S. Series E $avings Bonds? ‘
5. Why are commercial banks referred to as depart-
" ment stores of banking?
6. What advantages-.accrue to the pexpon who haves
at savings banks, commercial banks, or savings
and loan associations?
7. What are the dlfferences‘between flxed dollar
investments and wvariable dollar investments? (
8. What are the differenoes between a stock .and a
bond? ~
9. Why would one. seek out mutual ‘funds ad a form
- of investment?
10. What is meant by an investor's portfolio? )
What are some.of the consideratiéns given to the
management of the portfolio?
11. What should people .look for in a broker? ,
', 12, In addition to stocks;, bonds, anq savings
accounts, what are some ¢ er forms of invest-
ments one mlght con31der?
¢
. ) . -
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VOCABULARY--SAVING AND INVESTING

Bearer, Coupon, or Negotiable -Bonds: The name of the

owner of the bond is not reglistered with the issuer.

These bonds have coupong attached to them (usually
one for eveq? 9ix %honths in the life of the bond;
©.9., a ten-year bond woyld have 20 coupons

. attached): The coupons are payable to tMe bearer,
and anyone holding a coupon may have the power to
cash it. ' (Note: Power to cash does not
necessarily mean right to cash. A thigf hap the
power to transfer the coupons for cash) however,
he or .she has no right to do this.) »

Bondg A certificate witnessing indebtedness ‘of the

“ 1s8sulng agency. Holders of corporate bonds are
creditors of the corporation. : "

Broker: A person (or company) who, for a‘commission
or fee, brings sellers and buyers together for the
Purpose of effecting a sale. Usually found in
securities and real estate businesses. :

Brokerage House: A company, the purpose of which is
to buy and sell marketable securities for its
clients. ' ‘ .

Commercial Bank: A bank offering many different

services. A commercial bank offers regular and
special savings accounts, checking accounts, safe-
deposit boxes, trust departments, investment de-
partments, personal and business loans, traveller's
checks, etc. ‘For this reason, the commercial bank
is frequently referred to as the department, store
of banking. ( , , .
Compound Ifterest: The process whereby interest is
pald on interest that has already been earned. If,
in one year, $100 at 5% would amount to $1d5, in
the second year interest would be paid on the $105
($100 principal and $5 accumulated interest).

.

Credit Union:i A financtial institution for saving and

‘lending money. One must be a member of the credit
union group in order to use its facilities. Mem-
bership is drawn from some specific group; e.qg.,
employees of a company, teachers in, a particular
district, etc. ‘
Doliar Cost Averaging: A system of buying secyrities
whereby a flxea amount is periodically invested in
a specific security. When the price of the
. Security is high, fewer shares are purchased; when
the price of the security is low, more shares are
purchased with a figxed number &f dollars. For
instance, if one puts $60 per month in a particular
stock, he or she can buy six shares if the price
- 18 810 per share,.but only five shares the .
Price goes up to $12 per share. RS
Emergency Fund: Money set aside (usually in a savings
account) to cover uhexpected emergencigs such as

]ll ’ -1_15;""
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loss of job Qr serious illness not covered by in-
surance. . An individuel's emergency fund should
represent betweeh three months' and six months!
take-home pay. - .

kxchange: 'A place where bankers go to buy or sell .
marketable securities for their customers. The .
New York Seock Exchange, where trading in stocks
and bonds occurs, ia the largest and most active
exchange.

Federal Deposit Insurance Corporation (FDIC): The
federal agency that insures the deposits in
customers' accounts held in member banks. (All
national banks and most state banks are ynembers
of FDIC.) Currentiy, each ‘account i8 insured

for $40,000. ’
Federal Savings and Loan Insurance Corporation
(FSLICY: The federal agency that insures the

deposits of customers' accounts held in federally
chartered savings and loan associations. Current-
ly each account is insured for $40,000.

iFixed-Dollar Investment: Investments (or savings)
that give the lnvestor a stated return on his or
her investment over a period of time. Savings
accounts, certificates of deposit, and U.S.
Government Series F and H Bonds represent good
examples. The value of these investmerits does
‘not rise and fall with inflation. Such a condi-
tion decreases the "real" worth of these invest-
ments during periods of inflation.

irowth [nvestment: Any marketable security, whose
value increases at a rate more rapidly than the
rate of growth of the economy as a whole,

Investment Clubs: Social clubs formed for the
primary purpose of learning about investing Ln the
securities market. Members pay dues which are
used .to buy stocks-and bonds. Before investing
in a particular security, that security is invest-
igated by a member or committee of the investment
club., -V

Liquidity (of Funds): The ease with which savings
and/or 1nvestments can be changed, into ready cash.

Marketable Security:  An investment that can be
bought or sold through exchanges designed to trade
in those particular securities in the over-the*
counter market.

Mutual Fund: Generally speaking, an investment
company. That is, a company, the purpose of which
is to invest the' funds of those investing in it.
People*invest in mutual funds to gain the advan-
tage of expert management and diversification of
their investments.

Over-thd-Counter Market: " A market consisting of

dealers who buy and sell securities, dealing

directly with investors orx through brokerage

w
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firms. -There ‘is no central locjzion or tradjrg
floor. The concentration is in sacurities which
are not available on the organized exchanges.

Portfolio: All o the investments, (usually in
mMarketable securities) held by an investor.

Principal: The amount of savings or investments

- accumulated by the investors; the principal is the
amount against which the return qQr rate of return
is determined. The return is computed as jinterest
paid on savings accounts, dividends and. market

- value appreciation (or depregiation) on stocks, -

" and interest and market value appreciation (or
depreciation) on marketable bonds.

Prospectus: A document describing the characteris-
tgcs of a stock issue, a bond issue, or mutual
‘fund shares. N

" Rate of Return (Yipld): The. amount earned on the
principal part of savings or investments expressed
as a percentage of that principal part. A $100
savings accou?t that earns $5.42 for the year
represents a fate of return of 5.42%. A share-
of stock purchased for $100 earning a yearly
dividend of $4 and sold at the end of one.year
for $102 has realized a ypate of, return of( 6%

($4 + $§2 = $6 earned on a $100 investment). ,

Registered Bond: The name of the owner of the bond
18 reglstered with the issuer of the bond. These
bonds are not negotiable. Even if lost or stolen,
only the registered owner is entitled to payment.

Return: The amount an investor/saver earns on the
principal amount of his or her investment Or
savihgs. If $100.is placed in a savings acgount
that accrues interest of $5.42 for the year, the
return on the $100lis $5.42. A share of stock
purchaseqd for $100° earning a yearly dividend of
$4 and sold at the end of one year for $102 has
realized a return of $6 ($4 + $2). .

Risk: The dhance one takes of losing all or part of
his or her invested principal. Generally, the . °*
.greater the risk, the greater the chance for a.
large returh on the investment. :

Savings and Loan Association: A corporation organ-
ized -to offer savings accounts and to make loans
primarily for home mortgages.* Savings and loan
associations are Beginning to increase the number

v+ of services provided for their customers.

Secured Bond: .A bond, supported by identifiable
assets oOr income of the issuing agency. For in- "

. stance, a corporation may offer stocks, bonds,
and promissory notes that it holds as collateral
for an issue of bonds. .

Secuxity Investor Protection Corporation (SIPC): A
. -

*Also housinu-related ekpenditu:qﬁ and investments.

’ ‘_‘ - 1a ‘I-L;7
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;onprotit federal corporation patterned after the
. Federal Deposit Insurance Corporation (FDIC). Each
customer having securities and cash on deposit in
a brokerage firm is insured yp to $50,000, although
the cash in the adcount is insured only to a maxi-~
- mum ¢P $40,000. ¢ .

Series E Bond: A debt obligation of the U.S. Govern- ,
ment, Series E Bonds are appreciation bonds in that
the purchaser buys them for less than face value,
wi the bond=maturing.to face value in approxi™
mately five years., (The number of years changes

. as the interest rate being pajd changes; that is,
the interest rate is changed by having the bbnd
, mature at an earlier or later ‘date.) At the time
& ©Of publication, the minimum $25.00 bond would be
_ purchased for $18.75. '
. Series H Bond: A debt obligation of the U.S. Govern=
ment. Series H BOnds are current income Rhonds.
That is, the purchaser pays face value for the bond
and receives interest payments every six months.
The minimum amount for which these bonds can be
ased is §$500. . . _
A certificate representing ownership in a
cdrporation. The investor owning a sngre(s) of
sfock owns a proportionate share of th&® corpora-
.tlion issuing the stock. : v
Variable-Dollar Investment: Investments that give
the Investor different rates of return on his or
her investment over a period of time. Common
stocks, with their changing market value, repre-
* sent a good example. The value of these invest-
- ments usually rises and falls with inflation,
thereby providing a "hedge" againgt inflation.

-
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EVALUATION INDICATORS--SAVING AND INVESTING /
Depending‘ on the content. covered, the following
indications (called indicators) are some signs the
educator might look for as a successful outcome of
’ teaching the unit on saving and investing.
- . ‘ [ ]
1Y Through a written or an oral statement, partici-
+ . bants will be able to explain the difference -
\ between. U.$. Series E and U.S. Series H Bonds.
2. Through a written or an oral statement, partici-
pants will be able to distinguish among the
.cogmercial bank, savings bank, savings and loan
.+ associations, and credit unions. . [
3. tP3rticipants will be able to list three fixed e
‘ dollar s3vings/investment media. - .
4. Participants will be able to list three
variable dollar savings/investment.media. ¢
5. Through a written or an oral statement) partici-
pants will be able to show the difference be-
tween a corporate stock and a corporate bond.
6: Participants will be able to define mutual funds
and identify the advantages of this fdrm of
investment. :
7. Participants will be able to list three ways by
which the. small investor might invest his or her
investment dollar. ’ ‘
8. Participants will be able to define the term.
"investment portfolio."
9. ParticipMnts will be able to identify three rules
to follow when choosing an investment broker.
10. Participants will be able to identify three-
sources which might be consulted for investment
+  information. :

: Givgﬁ a hybothetical savings and investment pro-
gram, participants will be able to analyze the pro-
gram and determine how well it meets the following

~Objectives::
a. safety of principal. - i - .
’ b. guaranteeg retuyn.
' c. steady incdome. . - .
' d. greatest possible income relative to risk. ' .

e. liquidity. ,

f.. growth of investment..
g.  tax advantages.

h. hedge against inflation.

s
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' SELECTED BIB&IOGRAPHY OF TEACHING/LEARNING RESOURCES

ON. SAVING AND- INVESTING
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A. Engel, Louiqv How to Buy Stocks. Boston:
Little-Brown' and Cqmpany, Tatest edition.

B. Porter, Sylvia. Sylvia Porter 8 Money Bpok, ’
Volume 1, Chapter ; “Your‘éhedking ang Savings
Accounts. Garden City, New York: ' Doubleday
and Company, Inc., 1975.

C. Stillman, Richara J. Guide to Personal Finance,
2nd ed., Part V: "Diversified Investment ]
Portfolio," Part VI: "Other Potential Invest-
ments. Englewood Cliffs, New Jersex Prqntice-
Hall, Inc., 1975.

-

Pamphlets

A. Journey Through A Stock Exchénge. AmeYican
- 8tock Exchange, 86 Trinity Place, New York, New.
York 10006. i , :

B. You and the Investment World. New York Stock

Exchange, 11 Wall Street, New York, New York
10005. .

C. Your Savings and Investment Dollars. Money
Management Institute, Chilcago, Illinois:  House- ,
® hold Finance Corporation, latest edition.
/ . .
D. CQntact, the Cooperative Extension servicetin your
+ state for a list of publications.available. .

Other Printed Media {
v 3
A. From Changing ‘Times Education Service, 1729 H
Street, N.W., Washington, D.C. 20006.

1. Saving and Investing (Multimedia Kit)
2. Banking, Saving and Investing (Mini Unit)

B. Savings and Investments. Consumer Education
Programmed lLearning Instruction Booklets Delta
Pi Epsilon National Office, Gustavus Adolphus
College, St. Peter, Minnesota 56082.
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" A. Banking Series. Interpretive Educations 400
' Bryant Street, Kalamazoo, Michigan 49001. -

B. Saving to Reach Your Goals. Society for Visual
. Education, nc., 1375 Diversey Parkway, Chicago,
1llinois 60614. .

\ k/ .
Films

A. How'to Invest and Why. Sterling Movies, Inc.,
I West Blst Stregt, New York, New York l2923.

Y B. .Investor in the Marketplace. Business Education
1ims, 5113 I8th Avenue, Brooklyn, New York
11204. - . .
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“Estate Planning and
Retirement

OVERVIEW

When people die intestate, 'that is, without
, leaving a will, the state laws determine how the
estate of the deceased is to be divided. The laws
of the state may not provide for a distribution of
property in a manner consistent with the wishes of -
the deceased; however, without a will, there is no
choice. The will, an important part of estate
planning, assures that the property of \a deceased
person is distributed by choice, not ce.

The making of a will is not the only element o3
.estate planning. The creatign of trusts, giving of
gifts, and taking full advaifage to save on estate
and inheritance taxes are al%o important when people
are making plans to see that ‘thei'r property is pre-
served and passed on to beneficiaries.

- If you are to enjoy your retirement, you must be
familiar with both the problems and pleasures of
retirement. Adjustment to retirement is not an easy

.matter, but this unit should point you in the right
direction. :

-
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GENERAL OBJECTIVES FOR THE LEARNER ON ESTATE
PLANNING AND RETIREMENT

Upon oompletion of this unit, partlcipants will:

1. 'be able to define the term: ”estate. 2
. 2. understand the importance of estate planning as
an integral par{ of an individual's personal.
financial management.:
32 know th® eaning of the term w111, and under-
stand the part played by the will in a person's

. estate planning.
4. know the different types of trusts that may be
: established.

1Y

5.‘ understand how estate taxes can be, reduced
‘ through the process of estate planning.
. 6. know what people to consult when planning an

estate.
¥. understand the problems and pleasures of retire-
ment'. ,
' ’ ’ -
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CONTENT OUTLINE ON ESTATE PLANNING AND RETIREMENT

The following suggestions can be used as a guide-
line for teaching a lesson or course on estate .
. Planning and retirement that will meaet the specific N
' needs of the learners. )
. ¢

» i -

- -

I. What is an Estate: ‘ :
A. All prdperty, both real and personal,
owned by an individual.
B. Upon death, the estate is reduced by any ‘¥
outstanding obligations of the deceased.

I1. Why Is Estate Planning Important:' .
Ai .Every individual, regardless of finangjal
{ Means, has an estate. - S
B, Estate planning. allows one to provide for
one's survivors in the way, one chooses.
C. Estate planning allows one to provide for
one's survivors without burdening, them
with debts and taxes.' '

- D. -Pstate planning allows for maximum a0

utilization of the.assets of one's ‘
estate upon one's retirement.

* :
IIT. Necessary'Elements“of Estate Planning:
) A. The will: .

1. A means by which one can direct the
" orderly disposal of one's property
upon death.
2. Why have a will:
" a. If a person dies intestate (with-
. ' out having a will), his or her
P property is distriButeéd according
‘ to the laws - of the state; the state
appoints an administrator
to handle the disposition ¢
of the estate. . ’
“b. Wills help to avoid squabbling
among survivors--the property is
distributed according to the design
of the deceased. .
' C. Wills allow the individual to
. ) choose the’'person he or she wants'
to administer the estate (known
as the exeeutor),
b + d. .Wills ¢an be used to nominate
guardians for any children.
€. Wills made by a husband and wife
provide a means for the” avoidance
of many problems in the event of -
. - the deaths of both partners




occurring 4An a common diluntcr
. ' (®y having a copmon dila-tcr
. clause in the will). .
3. Requirements of a valia wills
a. Must be in writing.
b, Must be signed by the testator
. ‘. (person making the will).
: C. Must be witnessed (most estates
requite two or three witnesses);

. Vs whether legal or not under your
R ‘state law, it is not a goad idea
- < for a beneficiary to serve as
, . witness.
: ‘ d. Witnesses must sign will in one
) another's presence. ~

| e. Testator must declare gﬁ'front of
: witnellél that it is his or her
will.
4. Wills should be reviewed poriodi-
,cally.
5. "Keep will in a safe place. and per-
haps have your lawyer keep a copy.
6. Probate, is the process of proving
the va?&dity of a will in court.
B. Letter of last insatruction:
l. Not a part of the will.
2. Opened at death and containing:
a. Location of will. L
b.  Funeral instructions.
‘ . c¢. Location of all important papers.
v - d. Location of safe-deposit box.
: ‘ e. - List of bank accounts and
. .securities,
f. Statement explaining reagons for
' disinheritance, if applicable.
g. Might attach a personal b ce
v sheet to the letter of la
instruction.
C. Trusts:
1. Property is transferred by one party"
(trustor) to a second party (trustee)
- for the benefit of a third party o~
(benaficiary)
2, Irrevocable trusts cannot be changed
or cancelled.
3. Revocable trusts can be changed or

-

4 cancelled. .
4. Life insurance trusts name a trustee
to handle the proceeds of a life .

insurance policy for the beneficiary.
5. Living trust (inter vivos trust):
a. cCan be controlled by trustor dur-
ing his or her lifetime.
b: Unless made irrevocable, it.is
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Iv.

'D. Gifts:

" .
" .
* .
' -

.

subject to estata taxes.
6. Testamentary trust: » c
. &+ Created through the §111 of the
. trustor.
b. Makes certain that property is
nmanaged oxpcrt}y after death of
: trustor. «
7. Benefits of a trust:
M 4. Income taxes can be reduced by
' -creating a trust . for a child in a
lower tax bracket. :
'b. Death taxes can be reduced by
taking the property out of the
estate.
C. Protection and utilization of
) f rty for the benefit of an
tent money manaq.r.

1. Can give up to $3,000 por year per
‘rocipiont to as many people as .you
like without any gift tax having to
he paid; married couple can give up
to $6,000 per year.

2. Marital deduction allows for gifts

" in excess of $100,000 being made to a

" spouse without a tax being levied.

3. Under Tax Rsform Act of 187 a
single, combined tax: lchodulo for

gifts and estates has been established.

4. If taxes are to be paid, thoy are paid

by the giver.
E. Life insurante: _

l. 'Creates an immediate estate.

2. Proceeds of insurance policy not sub-
ject. to estate tax if insured divests
himnol! or herself of all incidents of

: ownership in the policy.
F. In the planning of an estate, particular
attention should be given to:

1. Social security benefits (of both
spouses).

2. Benefits from private pensions

. (noting rights of transfer).

3. Types of savings and inv.ctmont.
Jheld.

4. Market value of 1nvoctmontc.

5. Market value of precious holdinglt
e.g., jewels, antiques, paintinq.
etc.

6. Property held by joint ownorlhip.

People to Consult When Planning an Estate:
A.( Lawyer.

B. ' Accountant.
*

€
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C.

D.

V. Retirement:
A.

Insurance agent. _
Bank truat officer. -

Financial pl

ner.,
b

Retirement brings radical chahges:

1.

.2,

3.

Total.:income is usually down.
"Expenses are d4own.

TWo special problem areas of oxponlo:
a. Illness.

b. Travel. - »

L]

Planning for retirement:

1.
2.

‘

-
.

What are ‘your values, goals, plans.

What are your resources:

a. What will each provide in cash
or income.

b. How will you use them: >

(1) "Purchase of fixed or
variable annuities.

(2) What to do with the house.

(3) " what to do with insurance
policies.

Y

Social Security: - s

1.

2.

T3,

4.

Provides a modest ponlion upon re-
tirement.

Includes hoalth inluranco through

Medicare if person eligible makes

application and pays the premium.

‘Provides for disability insurance

prior to retirement.
Provides for survivors
of death."”

in the event

Empioyee Retirement Income Security '

1.
2,

Act (ERISA):

Known as the Pension Reform Law.
For the protection of both worker
and beneficiaries by rogulatin?‘
pension plans and assuring the r
proper- management.

Established the Pension Bonofit
Guaranty Corporation which providés

. protection to vested benefits up to a

maximum of $750 per month. . .

Allows for the establishment of

Individual Retirement Accounts (IRA's)

for those who do not participatc in a

pension plan:

a. May deduc¥ 1%y of oarninql per
year up to $§1,500, or $1,750 with
a lpqp-e'account:-hu-band and
wife may both take the $1,500 -
deduction.

b. Money in IRA is not subject to tax

]
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E.

until withdrawn (at any time after wg
age 39-1/2 years; must begin with=-
drawing by age 70-1/2). [
Substantial penalty i
withdrawn prior to 59-1/2
‘in the case of death or dai

ey is . : .
(:xc.pt

ability).

solt-xmplo od Inaividualn Tax Retirement
(XKeogh Act
1. May doduct 15\-0! esarnings from self-
- employment up to $7,500 per year. v
2. Money deducted must be placed in a . o

pension account and is not subject to

. tax until one begins withdrawing

(between -ages 59-1/2 and 70-1/2).

3. Percentage contributed to plan .of

owner-employer must be matched bz‘Fon-
--tributions to plan of a&ny employ )
‘with throo or more ‘years of service. .

" - VI, Aqoncicn Aidiqg the Consumer:

Y

" ’ <' C"
-~ D.
o~
»
_,.-
-s
L
) .
)
-

80ciaI Security Administration, 6401 A .
Security Boulcvard Baltimore, Maryland

21238, \
‘Bar Association of your state’ : s

Administration on Aging, Department of
Health, Education and Welfare, Washington, :
D C. 20201. € i
Tridde and professional associations:
1. American Association of Insurance
<« Services, 221 North LaSalle Street,
Chicago, rllinois 60601,

2. American Association of Retired

‘ Persons, 215 Long Beach Boulevard,
Long Beach, California 90801. .

3. American Bankers Association, 1120

«. Connecticut Avenue, N. w., Washington, .
- D.C.+20036. .

4, American Bar Association, 1155 E.
60th Street, Chicago, Illinois 60637. .
S. 'American Inltituto of Banking, 1120
Connecticut Avenue, N.w., washingten, .
D.C. 20036.
6. National Association of Atcountants,

919 Third Avenue, New York, New York
10022.

il
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SPxCIPIC . TEACHING SUGGSBTIONS ON ESTATE PLANNING AND
RETIREMENT

The twmacher can ulo all or some of the" tollowing
‘toachlng suggestions for the unit on estate planning
and retirement, depending on -the type of audience.
These suggestions can also be adapted and/or ex-
panded as the situation warrants. :
1. Invite an attorney to lp‘lk to the group about

. the making of a valid will. Invite a trust
officer from a local bank to speak to the group
on trusts and estate planning. In each case be
sure the speaker is made familiar with the
audience, and is also given a list of questions
that participants would like answered.

2.’ Secure a standard form that may be used for
writing a will. Have enough' copies of this form
for all participants. Using the form, ask each
participant to prepare a will based upon the
current status of his or her estate.

NOTE: Be certain to warn participants that
due to the lagal technicalities of wills, one.
should not be drawn up without the aid of a
lawyer. The form is dnly being used to give
the learners &n idea as to the size of the
estate they own. . P

3. 1Instruct a-participant, or group of partici~
. pants, to investigate the laws of intestacy in

your state. A report on‘'the-findings should be
made to the group. Advice may be sought from ’
. the state or local bar associatiop or fxom a
friend having expert knowledge of the law.
4. Develop a hypothetical case around the estate
of a deceased person. Give participants all of

‘! the information -they would need to determine

' * the federal estate tax to be paid. The infor-
mation in question would include: assets and
liabilities of the estate, gifts made previously,
marital status of the deceased, tax-rate schedules,
and credits given. (The necessary forms for this

‘exercise can be obtained from any office!of the
. Internal Revenue Service.)

5. Have a representative from the trust department
of a local bank speak to the group on planning
for retirement.

¢
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VALUES-CLARIFICATION ACTIVITIES ON ns'xwrn PLANNING
AND wrxnsm'r

The following examples of valuon-clurification
activities for the unit on estate planning and re-
tirement can be used by the teacher as. prcncntod or
adapted to meet the leéarner's needs.

Activity #1

Many\people are not aware of the importance of
making a will. They do not realize that if a v
person does not provide for the disposition of his
or her property through a will, then the state will
provide for the disposition of the property accord-
ing to the laws of intestacy. This distribution
made by the state may be very different from the
way the deceased would have wantéd his or her pro-
perty distributed.

You can alert participants to the above and
also help them clarify the importance of various
people in their lives, through the following exer-
cise. Ask participants to make a dist of all of
their property, both real and personal. Next to
each item listed, ask participants to identify the
person they wbuld like to bequest that item to in
the event of their death. .

fhe list, of course, - need not be shared with
the group unless the participant ‘wishes to reveal
. it. It would be interestihg if some of the parti-
cipants would be willing to reveal the reasons for
their decisions. The presenter should make per-
fectly clear to the participants that such a dis-
tribution of one's property would not be poesible -
without a valid will.

Activity #2

A person's values are not always revealed in
his or her actual behavior. For instance, a person
may profess to realize the importance of estate
planning and yet do nothing to bring it to fruition.
The following activity will do much to make a
person aware of his or her true feelings with re-
gard to estate planning. Hopefully, such enlight-
enment will change behavior patterns hot in keeping
with saqund estate planning practices.
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How Sexrious Are You About Estate Planning?

“«

Check the appropriate column ' Yes No

1.
2.

3.

‘.

6.

10,

<

. Do you, or someone else, have a

’

bo you have a will?

Are (you familiar with the 'laws ot . \ ‘
dintestacy in the state?

Do you know the legal relation-
ship that exists beltween parties
hpolding property Jjointly?"

Have .:you chosen a guardian for
your children in the event that
you and your wife/husband die in
a common disaster?

(Ignore, if. not applicable)

‘ Are you familiar with the laws

governing federal estate and gifg
taxes? ’

Do you know the Social Security R
bengfits to which you are entitled?

@

Do you have adequate insurance to
provide for those you leave :
behind? (A single person with no -
dependents should have fixed ex- :

penses covered.) ¢

Haye you prepared a letter of . ﬁ
last instruction?

list of your investments and <
valuables?.

R - _ :
Have you ever talked to a pro- //
fessional--lawyer, accountant,

insurance agent, banker--about ‘

“your estate?

If you claim to believe in eltatg planning and

. yet have answered "No" to any of these questions, it

shows a weakness in your resolve. .Dnly you can

‘bring your professéd beliefs into line with your

adtions. ) .

e
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QUESTIONS FOR DISCUSSION ON ESTATE PLANNING AND

' RETIREMENT

The following questions are designed to serve as
guidelines and examples for the teacher. The con-
tent outline on estate planning and retirement lands
itself to establishing additional questions.

1. What are the benefits that might accrue from
careful estate planning? , ‘

2. What are some of the reasons given by people
for refusing to make a will? :

3.- Identify several advantages of making a will.

4. Identify the requirements of a valid will.

5. Why is it important for a person to leave a
letter of last instruction for his or her ¢
survivors? )

6. What are the benefits of establishing a trust?

‘7. What is meant by the expression’ that life in-

‘surance creates an "instant estate?" .

R

8. Identify the profeélional& that one might
consult during the progess of estate planning
and/or retigement.
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"Inheritance Taxes: Taxes levied by a state gove

— .  133m»

VOCABULARY~-~ESTATE PLANNING AND RETIREMENT .

Administrator/Administratrix: The person, man or
woman, appointed by the court to settle the estate
ofl: person who has died withoutv}oaving a valia
w . M . .

Beneficiary: One who benefits from a particular
occurrence. With regard to this unit, a bene~
ficiary is anyone who would share in the proceeds
of a deceased's estate, or who would benefit from
4 trust agreement. .

Common Disaster: A disaster resulting in’ ‘the deaths
of both husband and wife.

Estate: All of a person's property, both real and
personal.

Estate Planning: The plan that ond makes for the

utilization of his or her assets /during reétire-
ment and for the disposal of said assets upon
.death.

Eituto Taxes: Taxes levied by the. federal govern-
ment on.the net value of the estate left by a-de-
ceased person. A certain amount of the estate is
exempt from these taxes. -

-

~ Executor/Executrix: The person named in a will, man

or woman, to administer the estate 'upon the death
of the testator.

Financial Inventory: A listing of assets minus
11abiTitIes giving one's ndt worth.

Individual Retirement Account «(IRA): A system pro-
vided by the federal government whereby a person
who is not a participant in a pension plan may .
set aside 15% of his or her salary up to $1,500
per year in a tax-deferred account. One may not
begin drawing on the account until age 59-1/2.
One must begin drawing by age 70-1/2. Sublteg;ial

penalties are imposed for early withdrawal.

ment on the net.value of the estate left by a de-
ceased person. The amount of tax and axomptions

" varies among the different states.

Intestate: To die without leaving a valid will.

cogﬁ 5!an~ A’'plan limilag to the Individual
Retirement Account for self-employed persons.
Under the Keogh Plan 15% per year may be set agide
for retirement up to $7,500. These funds are not

subject to tax until withdrawn between>the ages of..

59-1/2 and 70-1/2. As with the IRA, there is a
substantial penalty .for early withdrawal.

Letter of Last Instruction: A statement of instruct-
Ions Yeft by a deceased person. Such a letter may
contain such things as: burial instructions, loca-
tions of important papers, locations of safe-
deposit box¥s, list of bank accounts and other
holdings, etc. : ‘ ' ' /f
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,Livin Trust: A trxust made operative during the
1iTe 3§—E§h trustor.

Probate: The process’ of proving the validity of a |

v in the pyoper court.
Tax Reform Act 6f 1976: A federal law combining
¢ taxes levied on gifts and estates into a
single tax schedule. . .
Testamentary Trust: A trust created in the will of
& deceased person. -

‘Testator/Testatrix: A man or woman who leaves a
valid w

- ¥

Trust: 'A legal arrangement whereby property of one

<

party (trustor) is transferred to a second party

(trustee) for the benefit of a third party
(beneticiary). : e ' .

Will: The written document by which a person
makes disposition of his .or her estate, to take
‘effect after his or her death.

e Witness: A person who 4ttests to the authenticity

- of a particular happening.
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EVALUATION INDICATORS~-ESTATE PLANNING AND RETIRE~
MENT ‘ ) ( ‘

» - e

Depending on the oohtont‘chorod, ﬁho-!allowing
indications (called indicators) are some signs that

the educator might look for as a successful outcome o
‘ of teaching the unit on estate planning and retire- :
ment. , : ‘ e a
1.. Participants will be able to defing the follow- *»
ing terms: ' * . ~
! estate ‘ |
, . owill . ¢ ' o
trust : ‘
: o testator/testatrix
N -
trustor 4 ’
trustee '
beneficiary I

‘ death taxes .

2. Participants will by able to list at least three

reasons why estate planning is important. -
*3, Given a list of statements relative to a will,

participants will be able to select those state-

‘ments that represent advantages to making a will.

4. Participants will be able to list the require-
ments of a valid will. ' :

5. Participants will be able to explain the diff- -
erence between the revocable and irrevocable
trust and the.living and testamentary trust»

6. Given a"list of statements relative to a trust,
participants will be able to select' those atate-
‘ments that represent advantages to the creation
of a trust. - /_/v

7. Participants will be able to identify laws de-
signed to both establish and'protect pension -
rights.: . B -

8. Participants will be .able to identif{ those

" professionals one should contact when in the
process of estate glanninq and/or retiremept.
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GENERAL METHODOLOGY

Regardless of the environment in which one is '
teaching, there are still only two basic approaches
to be used. These approaches may be referred to as
thd traditional (formal) approach and the informal
approach. Simply speaking, the traditional approach
is teacher-centered while the informal approgach is
centered around the lqarner. Teacher-centered -
instruction may also be identified as directive or
classical instruction, while learner-centered
instruction may be further identified as non-

" directive or progressive. For our purposes, we
will usw the expression traditional win referring
to teacher-centered techniques, and jinformal en
referring to learner-centered techniques? 1t“Bhould

* be kept in mind that, generally speaking, neither
approach is superior to the other. ‘However, in most
situations teachers profess to have more success with
the informal approach to-instruction.

v

Traditional Approaches to Tedbh{gg

) Straight Lecture. Perhaps the most popular of
‘the traditliona approaches to teaching is the straight
lecture method. By this method the teacher speaks
either from notes or from memory, but virtually all .
of the speaking is done by the teacher. The greatest
advantage to this approach is that it is efficient;
that is, the teacher has absolute control over seeing
to it that the subject matter he or she wishes to
cover is covered. Its greatest disadvantage, of
course, is that it does not allow for any ledrner
involvement.- Many groups find this method uninter-
esting, and are frequently "turned off" by it.
However, if used with;skill, it can be very effec-
tive; espociall{ i€ the teacher illustrates the lec-
ture with dynamic teaching aids (e.g., “slides,
transparencies, etc.) and is able to weave relevant
Stories or anecdotes into the lecture material. The
lecture method, may be more effective with adult
groups, many of whom are reluctant to participate
in class activities. .

/

Recifation. The recitation is also a pPopular
traditional teaching technique., By this method,
participants are given a reading assignment and
then asked during class to recite the material
from the assignment. The. chief problem here is that
creativity can easily be stifled. This is the case
when learners are asked to memorize and recite, and
are not asked to interpret. Again, as with the

. Straight lecture method, the rocig,txon method is a
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V\_//ji' very efficient way of "getting through" the content. .
: to be @pvered. o v
. : . .‘ . .
. Question and Answer. The question-and-answer
technigque can be placed under traditional or infor-
* mal methods of teaching. It really depends upon
the specific manner in which the teacher handles
the approadh. If the teacher is looking (and
accepting) only one answer to the guestions. posed,
then this technique would have to be identified as
traditional. However, if the teacher uses the )
questions as a springboard for further discussion
of the topic at hand, then he or she is teaching
in an informal manner. By maintaining control over
. the questions and answers, the educator can be
. fairly certain that the desired amount of content
will be covered. The more freedom~(informality)
the teacher\allows with regard to the answers to the
Questions, the more likely will the group stray
from the topic at hand. A teacher using the
question-and-answer technique must become adept-at
asking questions. - Questions asked at random may -
make no sense. The sequence of questiona should
follow a logical pattérn.

: To summarise ‘the traditional approaches to

<<__- teaching, one would say that they are all efficient

in that they allow the teacher to control the amount
d type of subject matter to be covered, but that )
“they are weak in that they do, not encourage involve-
mant of the participants--at least involvement to
the extent of fostering thinklng on the part of the

learnefl. However, if done skillfully and in com~

bination with other activities, they can be very

reliable methods. to employ.

» r

In!ornaiihggroaohol to Teaching

piscussion. ' The discussion is perhaps the
simplest o e informal teaching methods. This
particular technique is R.lt used when the dis-
cussion is directed fairly closely by the teacher)
that is, participanta are not given the opportunity
to ramble ‘at will., The teacher can best direct the
discussion through his or her use of a proper
quoltioning technique. -In fact, the discussion
should be initiated by. a question posed by the
teacher. Keep in mind, however, that the infor-
mal of the discussion rests on‘the teacher's
, ingness to accept all contributions offered by
he students. The disaussion leader (usually the .
. teacher) should make every effort to make certaln ,

+




that the discussion is not dominated by a.few stu~
dents. The effectiveness of this approadh is best

rqvedled when all in the group are encouraged to - .
participate. An accepting teacher will get this Yo N
type of response. The learner whose contributions
are continually rejected will soon learn tob keep his
or her opinions to himself or herself, creating an
unhealthy environment in which to hold a discussion.
Remember, the key to a good discussion is acceptance
and respect on the part of the teacher for the con-
tributions of all of those in the group.

Small Groups. Within any group of more than 10
or 17 people, one is invariably gorng to find one or
two who are too shy to participate. Even the most
‘accepting teacher finds it virtually impossible to

., draw some fooplo out. A good technique for en-
couraging involvement of all of those in a class is
to use the small-group approach for presenting a
particular lesson. A shy person is much more likely
to participate in a group of (no more than) three- :
or four than when exposed to an entire class. Bach v
group should be given a question or questions for ’
discussion. The members of the group should select
& recorder-reporter whose job it will be to kdep
notes and report the conclusions of the group to the
entire class. (Recording and reporting do not have to
be done by the same person.) A class :
diswussion might well evolve from the conclusions
arrived. at by the small group. There is a certain
amount of control lost b3§;ho teacher when the

Y small-group method is emp: oyed. It is sometimes -

difficult for the teacher to know the contribution

.being made by each member of the group. For this

‘reason, he or she should circulate among the groups

to see that no one is being excluded from the dis-
~cussion.

The following is an excellent technique to use N\

‘when employing the small-group discussion method:

write down all discussion highlights on a Rewsprint'

pad sheet, or other large sheet of paper. At the end
of the small-group sessions, agk the reporters to
report on the results of the discussion while the
newsprint pad sheets are taped against the wall. Aall
of the sheets of paper should remain on the wall-for

- all to see and comment on. -

. Cay
Probléem Solving: In the final analysis, the
bottom Iine of Ehe teaching-learning process ig to
develop in, the learner the ability for solving pro- .
blems. Facts are fine, but they are meaningless un- ¢
less they cannﬁc.otfoctivoly used in problem-solving:
. situations. Y educator would do well to incorpors

.
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- . ate into his or her teaching the opportunity for
problem-solving experiences. Although the process
of problem solving may be complex, the individual
steps involvop are relatively simple. They include:

-

. 1) statlnr the problem.
2) Gathering the facts.
3) .Analysing the facts.
4) Evaluating alternatives.
, S) Developing hypotheses.
o 6) Selecting a hypothesis for the solution. -
7) Living with your selection.

To develop an .adequate illustration of the
problem-solving technique would require more space
than this manual can afford. However, without too
much difficulty,,a teacher can present a consumer
problem to a group of learners and have the group
work through -the steps presented to arrive at an
.approgriato solution to the problem.

Simulation and Role-Playing. ‘'The technique of
probYem solving can be practiced in ways less struc-
tured than indicated by the steps above and in ways
that may be more fun. We are addressing here the
techniques of simulation and role-playing. Both
techniques are similar; however, simulation is some-
what more ltructu;&?,thnn role-playing. Simulated

e,

activities, approprjate for consumer education,
would include such things as: preparing a budget,
determining the costs of buying or renting, "paper"” °
investments in the stock market, preparing a will,
etc. One should note how structured these activities
are. -
Role-playing (or as is sometimes called, the
socto-drama) is much less structured. A typical
’ role-playing situation for the topjc of-life in-
surance might put one participant the role of an
insurance galesperson and another in the role of a
prospective purchaser. The salesperson would go
through the procedure required to sell life in-
surance to a person who is unsure whether or not .
such insurance is necessary. Another role-playing
situation might have a banker planning the estate
" of another party. After the role-playing episode
has been completed, the group should be asked to -
respond to the provedures used by those playing the
roleg. Again, one might note how unstructured the
role-playing situation is. The learners playing the
roles are simply presented a situation and they ‘take
it from there. -

Brainstorming. Brainltorﬁing is an éaéiting

e
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problam-solving technique that can prove to ba both
worthwhile and enjoyable. Through brainstorming, a
problem is presented and all are encouraged to call-
out any solution that may come to their minds. No -
solution is rejected, but all ideas are recorded--
ysually on the bogrd. "Hitchhiking," modifying the:
idea:of another, | encouraged. Solutions are not
evaluated until ‘all)have been recorded. After all
solutions have been exhausted, each is evaluated-
and either accepted or rejected. The process of .
analyzing and evaluating is continued until a single
solution remains. Speed is an important factor in
brainstorming. Remember, responses are recorded as
soon as they are given, with no value judgments
offered until the evaluation phase of the process
begins. .

Utilizing Hypothetical Cases--Case Studies
Technique. Here the teacher prepares a case study
which ?l relevant and of interest to the audience,
lets the participants present possible solutions to
the case study .(or presents it himself/herself), and
goes over the suggested solutions with the entire
group. ‘ N

Even "difficult” groups (those which do not open
up easily) feel comforgpble with this method; it is
not 3 thredt to them ag they do not have to reveal
personal data. ‘ ‘ ‘

-Projects. Assigning your participants projects
to complete is another very good informal teaching
technique. There is literally no end to the types
of projects one might assign. Bulletin boards,
oral reports, papers prepared outside of class-—--
all represent excellent exercises for participant
invblvement . Asking participants to interview pro-
fessionals in the community gives them an excellent
opportunity to see the relationship between what .is
learned in-class and what is practiced in the out-
side world. Two techniques designed specifically
for tying the classroom to the community outside are

- the field trip and the outside speaker. These tech-
~~Niques are discussed in detail in the chapter on )
"Utilizing Community Resources." '
\

The teacher needs to e sensitive to his or
learners when assig g projects (e.g., regarding
age, knowledge of co unity; ease of moving about
community, both physically and psychologically).

»
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Home-Study Course. The home-study or corres-
pondence course technique offers several advantages
to learners and teachers alike. It is a method which
brings the lesaon{(s) into the learners' homes. Many
learners who might be too busy or are not willing or

‘able to attend regular classes in community rooms,

schools or colleges, are gladly accepting the
oppdrtunity to learn and study by taking a home-
study course. They can proceed at their own speed
as. their schedule permits. The teacher retains
contact with the students, as they are given
assignments to complete. The teacher .corrects,
comments on, and returtis the assignments to the
students. This method offers a good procedure Yor
evaluation, as quizzes can be administered after each
unit of the course to measure knowledge gained by
the participants. In addition to these quizzes,

" a quesationnaire can be sent out several weeks after

the conclusion of the course to find out if the
participants had taken any action, plamned to
take any action, had shared the information with
others (if so in which way and with whom) or had
gained any other benéfit from taking the course.
Evaluation of social benefits gained and true
knowledge gained are becoming ?ncreaningly
important in ‘today's educational community.*

Learning Centers. Innovativen&ss and
flexibIIity are two very important ‘components of the
inforkal teaching method. One such innovative method
which can offer great flexibility is teaching
through learning centers such as mobile units or
vans. This mobile unit can either be moved around
frequently from location to location or be
stationed for a long period of time near a school,
library, shopping center, or wherever a large

Adjust to Economic Change" utilized the home-study
cburse method successfully during its existence.
The above was written based on this experience.

é *The federally funded project "Helping Families
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number of people congregate or pass by. ** Learning

".centers can also be established in rented facilities
which are close to where people shop or work, etc.
The advantage of a learning tenter for the leamer
is that he/she can proceed at his/her own speed--by
listening to records, reading educational materials
available, asking questions, and even participating
7in a short mini class if such a class is being
offered. :

The common strain running through any and all
of the informal teaching techniques is the .
involvement of the learner. Informal teaching is a
process of making learning active. The thinking
of the proponents of informal teaching techniques is
that learning is more meaningful when the learner
is made to play an active, rather than a passive,
role.

** A mobile unit titled the "$ Mobile" was
utilized for some time in the federal project
"Helping Families Adjust to Economic Change." The
staff involved found it easiest and most successful
.when the unit was placed at a preinterviewed-

‘location where a class was being held. After that
session the learners were invited into the van for a
short lesson. Otherwise many consumers seemed reluc-

" tant to enter the § Mobile freely for a learning
series. The authors still recommend the mobile unit
as one of the learning techniques but extensive
research needs to be done before investing in such a
unit. The following needs to be explored: who will
be the potential audience, and how will the consumer
be reached and informed about the van; design and
attractiveness of van; interior--is it well 1lit,
stable, spacious ®nough for people to sit and read
and/or listen to topics, etc.; noisiness of van;
promotion of program offered; hours of operation--
includimg evenings and weekends; feasibility of
staffing van, etc.

14}

-



MATERIALS

Materials available for use in the tonching-
learning process arg virtually limitless. There are
all shapes and sizes of audio-visual equipment, from
the relatively modest hand-hald slide viewer to the
highly sdphisticated video tape recorder. For our
purposes haqre, the authors thought it best to iden-

tify only the relatively simple and inexpensive

materiall that might be used; that is, materials
that can be secured well within the budget limita-
tions of most funded projects. If well done and
current, films, filmstrips, slide-tape presentations,
commercially prepared transparencies and the like

are all really excellent group stimulators. However,
their costs can be high. Even a rented film has to
be grojoctod on a screen creating costs that may be
difficult to bear. You need also to think in terms
of the weight of the equipment, especially if used
away from office or school. Some of the materials
identified herein can be obtained free of charge;
others can be inexpensively prepared by amateurs.

In any event, these materials will do much to enliven
any presentation.

Telephone Directory. Such a commonplace item as
the telephone directory can be put to good use in,
the teaching of principles of consumer education
and/or personal finance. Try to secure enough
copies to be used by the group. The_telephone
company would probably have no objection to giving
you the necessary copies. If copies are not avail-
able from this source, old books can be obtained
from friends when new books are issued.

The classified section (yellow pages) of the
telephone book is an excellent source for 1dent1fy-
ing the availability of the follow;ng agencies ‘in
your community:

. banks and lending institutions.
. credit bureaus.
. government agencies (all levels).
. insurance .agencies.
realtors.
stog} brokerage houses.

l1g
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By*idontity;ng such agencies, the teacher is also
identifying Tonliblo sources of guest speakers and
Places for field trips. '

One might use the advertisements in the classi-
fied section for exercises in comparison shopping. .
These advertisements might also be used in an exer-
cise to analyaze their effectiveness as an aid in
comparison shopping. -

Newspaper. As with the telephone directory, .
utilIsatEon of the newspaper will be improved if a R
sufficient number of papers can be obtained for the
entire group. Many local newspaper publishers would
be anxious to supply a group of learners with "day-
old" papers. It makes for a mutually beneficial
arrangement that is not difficult to effect.

The educational usqs that can be made of the
newspaper are myriad. For the sake of brevity, a
few sections of the newspaper will be identified
with suggestions offered for t?ﬁir use.

News : Economic issues and how the, SHER
' individual is affected by .

the economy.

The need for insurance

illustrated by txagaedies re-

ported in the papers.

Advertising: Exercises im comparison
shopping. :

Analysis of ads.

Availability of outlets for
consumer goods and services.

. Classified: Determining the cost of
‘ housing.

Job opportunities and sala-
ries for use in developing
hypotheticals budgets.

+ Financial: * Stock and bond prices.

How to read the financial } -
pages.

- How the consumer is affected
' 1
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by activities of individual

companies. .

« Home and Pamily Upkeep and maintenance of

Livings & home. ' '
Information for eRercises in
budgeting. ‘
[ .
. Editorials: How local, state, and 2;:¢onal
B issues affect the cons .

. Selected "Letters to the
Editor" highlighting con-
sumer problems.

The examples given above are merely illustrative.
Imaginative teachers could teach effectively if the
newspapers were their only source of material.

It should be noted that magasines.can be used in.
much the same way newspapers are used. * However, it -
would be more difficult to secure bulk guantities of
a magazine..

Pamphlets. The problem with pamphlets is not in

- getting them, or even getting them in ‘sufficient

quantities. - The problem with pamphlets is that there
are so many available. The educator who uses pam-
phlets as a teaching-learning device must be very
careful to consider the validity of the material pre-
sented by the pamphlet. It should be remembered that
private concerns, which willingly provide panphlets
for educational use, have an interest in the reaction
of the person using the pamphlet to the content of
the material.

; Not only is it important th&t the material be un-
birlcd. but it must- also meet the needs and interests
of the group using it. The material should be written
at a level that can be understood by the user. Fin-
ally, the information should be current. There is
nothing more frustrating than a presenter having to
spend his or her time correcting the content of a

yhlourco being used.

A number of different approaches can be employed

lin the use of pamphlets. They can be used on an

individual basis, simply displaying them and having
individuals select them at will. Participants in-
terested in a particular aspect of personal finance
should be encouraged to browse among the pamphlets
covering the area. Pamphlets can be used by small
groups for researching a topic to be presented to the
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entire groub. And, of course, pamphlets lccurid in
sufficient quantitig. would serve well as a point of
departure for class discussion.

One point bears ropuating. Pamphlets, and simi-
lar materials, must be scrutinized for objectivity,
regardless Qf the source. If the teacher is going
to use materials having a particular bias, the bias
should be regognized and an objective appraisal
should be given to the group.

Slides (or tzlmitrigl) and Dilcullioh. Although
some slide sets fan expensive, and although not

too many are avagilable for the adult audience, they

can be a very valuable method to use to supplement

a talk, to intrpduce a new topic, or to6 summarize a

difficult topic. The teacher can use the slides

_for filmstrips) to aid in his or her presentation as
r she goes/along. A synchronized talk (slide

and tape together) at the beginning of the session

can be used tg warm the audience up to the subject or

be used as the basis for further discussion.

) Display. Material in this section on "Display”
was obtalned from the Center for Media and Tech-
nology at Trenton State College in Trenton, New
Jersey. (See the "General Bibliography" section.)

General Principles of Display. Who can deny
that a picture Is wor a thousand words (and, in
many cases, several thousand). A compilation of
studies on the short-term (3-hour) and long~term
(3-day) retention rate of learners exposed to

Several different approaches to presenting material
reveals the following:

¢

' Short-term Long-term
Manner of Presentation Retention * Retentlon

Straight verbal . 70% 10%
Visual, no verbal 72% 200
Visual and verbal 85 - 65%

The. learners were tested without reference to any -

notes they may have had. Although 65% is not sensa-
tional for long-term retention,; the visual and verbal
method is far superior to either of the other two.

Creating good displays may be simply stated under
three main phases. ' . )

"



The Headline . . ’

. Contains the essence of the message to be
. cbnveyed,

« 8hould grow out of teacher's purposes. ’
. Develops understandings, attitudes, etc.
. ¢

. Should be dynanmic.

. Without a valid headline an array of pictures
becomes at best a vigual picture file. °

Illustrating The Headline

+ Both abstract and concrete illustrations may
be used. ‘

*
+ These must make the meaning of the headline
. clear. P 4

.+ Illustrations should be chosen to elicit
student curiosity and maintain interest until
the message has been understood.

!
+ May include problem-solving activities, moving
parts, objects, dials, pictures, and diagrams.

‘Arranging The Illustrative Maf.ria;g

+ Should Be a good balance of an informal, con-
trasting kind.

A

. Should include unity, good judgment, and good
taste. ' .

+ Wise belection and deliberate use of color
will make headlines and illustrative materials
more visible; will emphasize and attract
attention; and will add a dimension of reality
to diagrams, drawings, and other materials.

+ An excessive number of colors in one display .
may be ineffective when serving to distinguish
processes and/or categories of objects.

"\gQ -

Using Transparencies and ‘the Overhead Projector.
The Eransparency. may be the most effectlve, yet least
expensive, visual device ever created. Use of the
transparency on the overhead projector allows the
teacher to display visuals while he or she is facing
the class. Prepared visuals can be written upon
while the lesson is in progress. The writing

.
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can be easily removed with a damp cloth, so that the
' same visual can be used in developing another lesson. :
Another important advantage of transparencies is that
they can be %lﬂd with th‘:liqhﬁ!wiﬂmSh!u!QQN on, thus
“ tacilitating ‘notetaking. ' There are portable over- -
head projectors for those who teach “out in the
field." The major expenses for making your own
thermal transparencies are the overhead projector
and the thermal copier. ,But once these are! pur-,
chased, they can b¢ used for many years. Making
transparencies is a relatively simple task. Direc-
tions for the preparation of transparencies are in- _
‘cluded inm any Package of transparencies purchased. .

Materials and Equipment Needed

R l. Master copy - Drawn on plain white paper
with india ink, #2 lead pencil, or typed.
May also be a photocopy from a book, mimeo-
graphed material, newspaper, or other :
material printed with black ink. (Not ball
point pen or colored inks.) v o

2. Transparency film. A mediumweight film
good for most purposes would be Type #135.

3. Thermal copier.

4. Frame -~ May be a commercially made frame or-
one made out of cardboard. You can also use
transparencies without a frame, but you
should use a heavy-duty transparency film
and store them with scft paper between the .
film. ) a -

Thermal Spirit Master. Any teacher will find

. many occasions In which It will be helpful to have

copies of certain materials available to all in his

o or her group. The thermal spirit master makes the

.. pPreparation of multiple copies a relatively simple

o «matter. Normally, 50 to 60 easily readable copies
can be made from a single master. (Note: One '
should consult the copyright laws to be certain
that these-laws are not violated. Far the most
part, the laws have to do with the amount of material
being duplicated and the use to be made of that . -~
material.) Directions for the preparation of .ther-
mal spirit masters come with every package of masters.

¢ Materials and Equipment Needed .

pe

. l. "Master copy - Must have carbon base:" 2
o pencil, india ink, photdcopy, typed copy. .
s L, SPIRIT MASTERVCANNOT be made ‘ '

SN .' b ' 4 . ‘ .
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from copy made with ball point pen, Flair . -

pen, or lnk (other than india ink). Pooxr -
.o . mastexr coples give poor results. . Small . ) :
- ... print. has_a tendency to block-wp:.
2. spirit master. = R L
~ . -, . . | N " .
3. Carrler.» e ¢ L L
4. Thermal copier. oL . /'.i ,
- Wet Mounting. It may happen that you want to
‘ display a picture, but 4o not have an overhead pro-

ectér/available. The picture can be éut out from
ts source and held up for all to view. It can then ~
be filed fer future reference. The only problem with
, v this arrangehent is thpt pictures so kept will not
«» last very long; they, become torn, tattared, and
frayed in short order. Pictures that you want to °
Ji " display, and that are worth saving, can be made more C
. durable through the wet mounting process. This is a :
. ’ process of affixing a picture permanently to a piece
-0of cardboard. ’

Materials and Equipment Needed < 4

1. Picture or material to be mounted.
R h " N .f # A
. 2. Scissors or paper cutter. ' ; T

3. . Nountinq board or other cardboard.
4. Rubber cement. * '

" 5. Wax paper.

6. Pencil. S Y .
o _ How_to Wet Mount ' :‘
i " . 1. 'Trim the picture with paper cutter or

. . scissors. ,
’ v . v '

. 2. Place the picture on th;>mbuntin§ board and

- ' mark the corners with pencil for placement
- later. Consider the siszé of the border you
want around your picture. -

, . 3. Coat the back of the picture and the marked
- area of the mounting board with an even
layer of rubber cement. _

iy

4. Allow the rubber cement on both surfaces to
dry (will form a dull finish when dry).

.
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S. Place two Pieces of wax paper on the rubbar-
cemant side of ‘the mounting ‘board so that they
overlap sach other and so that the cemanted
surface is entirely covered. .

6. Place the piéture on top of the wax paper,

. Aligning it with the guide marks made earlier
on the mounting board. S

7. While* holding one side of the picture steady,
'8lide or peel away the wax Paper from under
. - the other side of the picture. Smooth this
.8ide down on the exposed cement. ,

8. Remove the other sheet of wax aper, and
. Smooth down the remaining portion of the pio-
ture.

9. Rub away any excess rubber cement around the
: edge of the picture. .

Note: The thinner in the rubber cement may stain
certain types and/or colors of the mounting
board. 1If this occurs; care must ‘be taken
to insure that the cement coating on the
board does hot extend beyond the area covered
by the picture being mounted. No harm will
be done. But it does make for a sloppy,
unattractive appearance. ' ~

Media Manual, published by the Cooperative Ex-
tension Service, Cook College of Rutgers University
in New Jersey includes a really fine summary on the

. Preparation of effective visuals. .The summary is
- presented here. .. s

' SEVEN KEBYS TO EI‘PECTIVB VISUALS } j

In preparing visuals for overhead or opaque
projectors, here are seven tips. They are just as
valid for planning exhibits, posters, flip charts - .

or qlidon.

‘1. 'Big is Beautiful. Drop visuals on the floor
In Tront of you. 1f you can't read thenm,
your audience‘'won't be able to either. .
2, Simple is:Slick. 1In visual-making, one is
-he magic n - The ideal, one illustration,
d one caption is an ideal configuration for a
truly effective visual. So keep captions

short--six or seven words to a line. A maéx-
iméh of three lines is recommended.

\ u. | R "
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‘- 3. [ 1T0ovely. An advantage of the over-
- »wkgni pxaicciox'lo that you can lay-one visual )
- over ano::::ipiqily. A ‘blank overlay is a .
useful v to have available, too. You

can Arop it over any prepared visuall and with * '
& aurk marker;-make -nokes. . _ oo

b ]
‘. gg%g*iil Cool (when it isn't warm). You can
ge .ce, crisp color. IulIcnIIy, you want e

~ to use the darker-blue, blue-green, vio
~ colors, the so-called "cool" colors as \back-
{/ ‘ ground. The "warm' cplors--yellow, oranhge,

red--are more asser " and are best used for
’ words or-illustrations you want to emphasize.

-is Sensible. A good ryle of thumb
ally vide your visual into sixths,
horisontally and vertically. However, some-
~ times an off-center desiyn may be more
. . attrqctiye than a centered one. The 16 cen-
. ter squares are the best area for your most
““important visual or message. The bordering
sixths should be reserved for things of
secondary importance--better still, leave
N " the barder areas blank except, perhapsy for
some background color. And don't crowd the
center or you'll lose your message.

6. “Subtle is "Sticky". Be careful- of too arty
or unclear messages. Use arrows, stars,
i ' - underlines to make your point and focus the
5 viewer's attention. An occasional visual

) . with one single word on it--big, in brilliant /
‘color--can really grab attention.

“ 7. g;lanco is chio.’ Balance the central design

. ) w rder areas.  Make sure harmony and

e propoxtion ard part of your planning to

’ achieve an attractive result. In brief, the *
key to better visuals is simplicity and
clarity. In preparing yours, think of what _ .
you yourself are able to absorb from the bi
screen while somgone's up there at the -
podium talking., Don't give your listeners

/ more than you could take. To be safe, give
them & little less. - ( '

-

* Teaching is a difficult job. fact, it may be
among the most difficult of.azgggfgnﬁndortako.“81nco
the object of teaching is } ing, teachers, in any
setting, should use any and every strategy available
to them to make the teaching-learning processjmore
efficient. Learning will be more effective when the . °
learners are encouraged to participate and when their

[}
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attention is directed at the teacher bacause of the ’
multi-media devices being .used in the development X
of the lesaon, -
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THE PROFESSIONAL COMMUNITY

The term "community rescurces” is such a simple
expression. Yet what tremendous complexity is be-
hind it. Knowledge of community resources ca
teachers accomplish moxe and reach more people th
consumer information.; Use of community resburces
makes your program ch- alive, as it makes the
situation you are trying to discuss more realistic.
Knowing about community resources can help consumers
apply their knowledge gained effectively. . ‘

Community resources are of two kinds, human and
material. They are available in abundance all around
us. Some of us are familiar with them and utilize
them to oir advantage. oOthers are timid and for one
reason or another, do not feel they have a right. to
utilize them; they refuse to venture out into the
community to find out more about these resources.
Still others are just net familiar with what is
available and make many mistakes in the management
of personal rgsources because of- that lack of know-
ledge.

Some consumer educators are reluctant to teach
the topic of family and personal financial manage-
ment. They find it easier to teach buymanship 6f
goods and services. Why is this s0? One. reason
for this reluctance is the Prevalent idea that one
has to know all there is to know about personal
finance and to teach the entire session or course
alone. Yet many educators do not feel they have
enough skills to teach all aspects of family and
personal financial management. The subject area
can be quite technical; its various aspects can
change rapidly. It includes information on
specialized legislation as well as teaching such
skills as utilizing human relations within the
family, increasing communication among family mem-
bers, demonstrating decision-making skills and goal
setting, taking personal and financial’ inventory,
and preparing for retirement, just to name a few.

: \e

Consumer educators should not feel that they
have to have all of the information that is avail-
able in these areas. Because of the breadth of the
subject, this is virtually impossible. They should
realize that there are numerous intelligent, know-
ledgeable specialists in the community who are eager
to be involved in educational programs and to serve
the community which provides them with their
clientele. These specialists are representatives
from the fields of banking, insurance, savings and
investing, credit, real estate, law, psychology, and

L5,

-



famlly counselling. Included are the consumer
credit specialist, the mortgage loan officer, trust
offlicer, certified public accountant, the credit
bureau information officer, eatate planner, the life
insurance specialist, the property and casualty in-

~ Surance ‘specialist, the family counselor, the lawyer
who deals only with real estate, the lawyer who
specializes in family cases,. the lawyer who special-
izes in divorce cases, aetc. Each person has his or-
her own relatively narrow specialty. They can all be
used to good advantage. coer

THE ROLE OF THE RESOURCE PERSON

If you involve community resource persons in
your progyam, you cannot expect that they will do the
teaching for you. All you can expect is that they
will have up-ta-date information and bring that to
your audience in an organized manner.

You cannot expect that they are expert teachers
(this is your role). fhey will need resource
materials, guidelines, an outling, for teaching, and
other aids from you to make their job easier. They
are not expected to be familiar with modern methods
of teaching. You will need to be their teacher, in-
forming them of the audience they will be dealing
with and the type of teaching method you will be
using. You are the one who needs to know your -
community, know your audience, be the leader in the
entire session and in the preparation and guidance
of your resource persons; in effect, team teach with
them throughout the session.

You have to expect that there will be some
motives of self-interest in your resource persons.
With some people, this is a very strong component
of their personality; with a few, less so; with
others, not at all, as their companies might en-
courage strong community involvement on the em-
Ployee's part. Nevertheless, some self-interest,
to bring in more sales or getting more customers,
will almost always be present.

What else can you expect? You can expect first-
class subject matter knowledge. You can expect to
learn about possible activities available to con-
sumers; for instance, field trips, such as to a bank
or a stock exchange, or a visit to a credit bureau
or a credit union to see how it operates..

You can expect that the information presented

will be unbiased and that no (or not too many)
references will be made (or a sales talk given) re- -
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garding the company the resource persons represent.
Of course, their name, personal re utation, address,
resource materials, etc. would be identified so that
any participant can geét in touch with them after the
Weeting if he or she wants to.

Good resource’speakers know that if they instill
confidence into the audience, their own personality
and knowledge will do the selling job for them.

Let us dwell one moment on something said pre-
viously, and that is that the teacher needs to have
an outline and share this with the resource person.
This is one of the reasons for the format of this.
book. ‘In the "contents™ section, we have presented
detailed outlines fof six topics of personal and
family financial management. Within these topic out-
lines, buymanship skills and other consumer education
aspects are included. For teacher#®who are pressed
for time and cannot research an outline from the very
~ beginning for each session, or don't feel they have
enough expertise to know what this topic should en-
compass, an outline format will be very helpful. The
format serves several purposes. It can be a teaching
outline for the educator, or the teacher can have a
copy made of the section in question and present it
to the resource persons in order to discuss the out-
line with them. Some of the points can be left out,
others emphasized; either way, you have something from
which to work. ' '

You can also determine if there is any portion of
‘the program which you might want to teach, while the
resource person would handle other sections. Again,
these outliries are a tool for you to make it easier
to either teach yourself, team teach, or utilize a
professional from the community in the proper way.

]

SPECIAL TIPS FOR THE EDUCATOR UTILIZING A RESOURCE
PERSON

+ It is important that the educator teach
decision-making skills at each session; that
he or she present options to the consumer,
which means that the information is provided
in such a way as to show several choices
available to the consumer. If the educator
wants to let the resource persons do these
things, then he or she might help them sae how
this teaching can be done, and provide them
with case studies, values clarification ex-
ercises, and other such materials.




.  Whan scheduling an eyent, meeting, television
show, eto., whare ¥ou plan to include re-
souxce peraons, allow enough time to do so.
Do not expect them to drop everything and
readjust their schedule to yours. Including
them in the planning process might gain you

. more cooperation for the next program. It

: might also gain your organiszation, your pro-
gram or your project special support. Also,
including resource persons in a well-struc-
tured and organized planning meeting or ad-
visory committee meeting might add depth and
community support to your program.

. ' Follow upybn your invitation to the resource
.person to serve as a speaker with a letter.

. . Arrange for the proper equipment  to be avail-
able. '

. Give credit whers credit is due. Show
tespect to your resource persons and do not
misuse them. After the presentation, follow
up with a thank-you letter, recognizing that
valuable time was gitven to you to support
your program. Include a short report on the
success, comments received, etc. regarding
your program. /

!

. Try not to show biased judgemént in subject
matter, and encourage. your resource people to
do the same. Give options to the participants,
but, if possible, do not make "good or bad, "
right or wrong" statements. #

. Do not let yourself be used by someone who
serves only his or her own'interest.

. Explore with your resource person various
methods for making your program more 6Xx-
citing; for example, which activities would
lend themselves best to the type of program -
you want to offer. Are there field trips
which could be taken which would reinforce

. what you are trying to teach. A tour of a
bank followed by a mini-lesson on any of the
topics of personal and financial management
will acquaint people with at least one insti-
tution in your community and with a resource,
person in that institution. Maybe a member
of the institution could welcome your group.
show them around, make them familiar with the
workings of the institution. This might be a
very good "teachable moment", particularly

-

-
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if some partiolplﬁtl are interested in the
immadiate use of the facilities and services
offered, :

+* Use classroom aids, films, filmstrips, fact
sheets, materials, and exhibit some good
books for participants to browse through.

-+ Do nbt teach by lecture alone, let your
learners do something: £ill out question-
naires; do quizzes; do values clarification
exercises) conduct a discussion group after
your lecture; have an informal discussion
group on a specific topic such as managing
resources, where participants would not be
threatened byt would still share with one
another their life experiences.

+ In some instances, especially when working
with low-income families, it would be bene-
ficial to get adults out into the community
to open savings accounts or checking accounts
at a bank or savings and loan institution,
or let them check into their dredit file at a
credit bureau--they might want to visit and
talk to someone from a credit union about es-
tablishing one in their community.

The opportunities hra manyfold; we, as educators,
Just need to find and use them.

A SUMMARY OF THE RESPONSIBILITIES OF THE TEACHER
WHEN WORKING WITH A RESOURCE PERSON

To sum up, the teacher inviting a resource
person into the formal or informal classroom needs to
Present the very best possible program to the audience.
Whoever is brought in should not be a substitute or a
time filler; the person should be someone who will en-
rich the program, supplement what you have to offer,
and add to whatever you have to give.

Inform your resource persons what they need to
do. Tell them the makeup of your audience, give them
a background of the population and of the atmos-

- phere which will be prevalent. Help them in every
way they wish. Alge provide resourceés, such as

" visual-aid equipment or films, and have them ready
on time. Be prepared to team teach, and do not ex-
pect your resource person to be an expert teacher.
You need to blend your skills as a teacher and com-
bine your subject matter knowledge with that of the
resource person to meet the needs of the participants
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80 that the outcame is an informed, knowledge-
able, and satisfied participant.

WHEN AND HOW TO APPROACH A RESOURCE PERSON

Determine what you want to teach and how much
knowledge you think your audience can absorb. Once
You have that in mind, you can map out the types of
resource persons to contact who can make a contri-
bution to your program. .

Contact your resource persons via a written in-
vitation or personal phone call. You need at least
three- or four-weeks leeway from the time you approach
your resource person to the time he or she appears on
the program. Give yourself #nough time in scheduling
to find the right person and to work jointly on the
program content and delivery. Be sure you follow up
your meeting with a letter or note of appreciation.

FINDING THE RIGHT RESOURCE PERSON AS GUEST SPEAKER
.FOR YOUR PROGRAM

This is not an easy task and you will certainly
make some mistakes. One good method of identifying
good resource persons is by word of mouth. If some-
body was a good resource speaker once, you can
assufre he or gshe will be so again.

Another possibility is to call a trade or pro-
fessional association.” A trade or professional
association is a nonprofit organization representing
& certain industry, business, or profession. . For
instance, the bankers .association in each state re-
Presents the banking industry in that state. Many
times a representative of the association will have
knowledge about good. resource people in specific
fields and can make the right recommendation. Such
associations, as weéll as many cOlleges, provide a
speakers' bureau service. The source is well worth
investigating. There are directories of trade and
professional associations available; check with your
local library.

You should also learn about ‘the representatives
of your state's or county's regulatory agencies such
as the Departments of Insurance or Banking, and the
Office of Consumer Affairs. They can be valuable
Xesources to you. :



)

PROGRAM STRATEGY N ,

Find out from your resource rcrnonl if they are
going to advertise the program w th you. If you in-
cluded them in the planning stage, this is a very
legitimate question to ask. Many resource people.
will be very glad to help in thoﬂndv‘rtiling if they
have the backzng of their institution. With many
banks, we found that they will e glad to co-sponsor
programs if invited at the right time. They will then
Cooperate in the promotion and the teaching of the
sessions, seminars, or forums.

The following program (Exhibit A) is an ‘exampje
of a CO-8pounsored program between two educational
institutions and several private businesses. It
was briginally conducted between 1975-77 and has
been repeated successfully several times. Three
other examples which are-included (Exhibits B, ¢,
and D) also serve to illustrate the importance of
Cooperation with community agencies. '

H . . \

So far we have spoken about the individual
meeting or a session of classes. A’'word needs to be
said about holding forums (for»inltance, a consumer
forum), a panel discussion, or.seminars where
several workshops are included. . Here you first have
one, two, or three short individual presentations
followed by a workshop. You might have several
speakers involved in them. How do you handle such
an ‘event so that you do not lose control over what
will be presented at these sessions? It is not much
different from what you have to do for a one-session
commitment. The difference is in the management of
the affair. Approach each individual with the same
diligence and thoroughness as before. Keep in ming -
that all the strings come back to YOou; you are the
coaordinator, the centralf*force in the program. You
need to keep a strict schedule. Information regard-
ing your different Tesource persons (names, titles,
expertise) should be kept in separate folders. You
need to know what materjials your different resource
People need and what materials they already have.
Also included in the r ource person's folder should
be such information as: their schedule, the event in
which, they participated, the content of material they
Yaught, their strengths and weaknesses (a# you saw .
them), and any other valuable information. A folder
should also be kept on“the overall event.

The allocation of time®in the presentation is an
important element whenever there are several people
involved. Plan for a question-and-answer perjiod at
the end of the program.
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You might want to give out 3 X 5 cards on which
participants can write down Questions while the
speakers are talking. Later, you can collect the
Qquestions, read them to the speakers (if you have a
large audience anll want to avoid répetition) or let
the participants ask the questions themselves. In
any evant, collect the cards at the end of the
session for future program planning purposes.

ADDITIONAL METHODS OF UTILIZING COMMUNITY RESOURCES
INCLUDE :

. Field trips: When arranging for a field
trip, you should keep the following/tips in
- mind: - , !

Does the. field trip relate to the purpose of
the program?

Does it aid in the better understanding of
the subject matter taught or is it more or
less recreational in nature?

Allow enoiigh time in your scheduling.

Let the company or person in charge knagy in
advance your group's make-'up and background,
the field trip's purpose, and results to

be achieved. K

Exhibits of educational materials’ and books,

representing various aspécts of the community
you are in. Again, the varioys. associations

and other groups can be of help in supplying

these resources and in developing such a dis-
play. .

i

The following chart*® will give you some idea ‘as
to who might be good resource persons for you to con-.
sider as .guest speakers.’ Also included are places
for field trips and organizations that might help -
get materials for your participants. S

It will also be of benefit, at leagt: £rom time-
to-time, to involve Your resource peopie in your pro-
gram to a greater extent than just to have them as
speakers. For example, involving them in your pro-
gram from the very beginning, during the .program
planning stage, throughout the program delivery, and

*Check local telephone directories for trade, civic,
and professional associations and government office
. in the community. :
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Human Resources Personnel,

Family Service Agencies, 1 Lo~ T e .
Progfam Administrators, All . ot

Intsrested Persons - .
> . L f

[ ' ’ _.* . hl’ o

~

Thursdays, May 4, 11, 1@, 23, and June 1. | ' Lo
10100 to 12:00 Noow. - ' ~

» -t ‘

All MRC-TV studios. Please see attached listing of all
MRC=-TV studio locations. - P ,

' ----‘l-
This yﬁpltt course wil do\l with ,'QHOcuvo Qonoj
manag omthe part of indi 'dx.l.l and famildes, Subject ' 3
areas to be cojekred include budgeting: personal credit, home ° )
. purcha\tlng and "adrtgaging, savings ‘strategies,. and ln.unqco o
policies. , S ' . S
» Coordinating n{u urse will be; ’ . SR o
. . . LY [ 4 ’ 1 . e
¢ Assgoiate Specialist In Family Resource ' A
Management; and Amgociate Professor, Home Koonomics Coe
, Departmant, Cook Cdllege, Rutgers - The statp. Univotlﬂ’:y. - 0
. Program Auunné. 'coogoriu_x'o,lnpno‘iot‘{.‘ C s
' 8ervice, Cook College, Rutgers -'The sta® University: . . 24
. ‘ ‘ L WL, L I ‘-
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Session 11 ( May 4 ) MLMMWJEM’; s
L Denise Matejjc. * goal setting & pme phn.‘.‘ !-'ob.tingvf ¢
N ) expenses; .° ST e .
t s . * jmportance of commupication w/i w-family, ¢ .
U y * taking a financial inventory,: nlt-nmlyoi’: AL
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. lqpoioq $: ( qu; 1 )

) Jouic‘n ) (May 1)

a

}

_ Richard sprince, * advantages and disadvaptages ol erodlt

' : D user ‘ ..
. * shopping for a loan;

. .7 * the oredit buronu and you;
' oredit legialation protecting ‘the + -

5 ‘consumer '
T : ‘ * important terms to look for in loan
P . contracts.
QURST SPEAKER - John L. Richards, Sales uanngor. Credit huroau.
R Inc., rlnton ralll. N.J. ,

.

-

. 0 *
T Session 3: ( May 18 ) ux, aonal | vestm 3

" : 2 L -abing(’-exacogio--account.. certificates.
Denise Mateijic, . of depesit, stocks & bonds, uutual tundo:
, Lo " * choasing » broker/advisor;
' : " adjusting your personal lavingo -tratogy
. - \ during variousp stages of your life;
) . :oa:onn for saving.

: EST SPEAKER ~Qeorge B.\Sharpf, Vice President, Amboy Madison

« Nntional 3hhk Parlin, N.J.

Qioloion 4;: ( May 25 ) m : o Ins

& who neéeds it ? How much do you nood 2
Denise Matejic, g types of policies; .

v L > * compatring: coubn/ésl & policy costs;

ﬁ ~ N * social changgls men-& insurance.

o

% o . v
| e } . _ .

[}

* selecting a house; o
niehard Sprince * additional gxpenses in howo owningy:
COoxdinatot. ‘&k‘ * determining how much you can afford; ',
- * types of mortgages. - ) L
w - to be announced.. . L X

.
.- .. . v

. : ' _
PLEASE PASS- THIS NOTICE AROUND TO YOUR COLLEAGUES, .

( . | Ce -
. L " 'v47- Por more ‘information, call
Y o e Evan Liblit, MRC-TV .
N o o 212-466-3857 R
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Exhibit ¢
O commiouum auie

. "Money Matters and H}' ‘ \

< Codporitivo Extermsion Service and YWCA
' . '
DATE TIME SUBJECT  SPEAKER .
$/28 7-8 p.n. Family Pinancial Denise M. Matejic
' . Planning , Associste Specialist
: .Rutgers '
‘a/4 - 7-8 p.m. . Personal Credit Use  Albert'J. Cyr
' : .- ‘ - Area Sales Manager
) Credit Bareau Industry
. - " . . !
' | Richard H. Spri ,
. § Extension Assistant
‘ . ’ . . Ru;gors v
4/11 7-8 p.m. . Credit Legislation Salvatore Sangiorgi
§ You: What You Regional Director -
Should Know About Federal Trade Chluizsion
» Credit Logisllt{?n
- 4/25 ) 7-8 p.m. Life Insurance: How Martin K._Kir;hnor
. ' Much Can I Afford and Sale Manager
How Much De’I Need?  Metnbpolitan Life -
8/2 ¢ 7-8 p m. Retirement Thomas Foley . !
» .. : K Director of Business .
* Development
Carteret Savings & Loan
s/9 : ‘7-8 p-m. Your §.V1ngs and Lyle Gary . -
. ‘ Investing Concerns Account Executive
T ‘ . Merrill Lynch
Mod¥rAtor for all sessions: Richard Sprince
§ ' . ——— . » A , .
[ XX ] ke N .
. . . X <
| REGISTRATION ACCEPTED POR ONE OR ALL SESSIONS. / Y
i Xlate registration welcome after first session.’ A
) T \ R TII I T -, ' ‘ .
PR <. 1 8

YWCA of Central ‘Joiuyu 51 Livmgcto'n Avenue, New Brunswick, 545-6622
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.
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Programs

' of
The Department of {-H Youth Development
of the ‘ y
- Cuoperative Extenaion Sorvice _ , .
of » .
Rutgera-The State (niverstty OCEAN COUNTY COOPERATIVE EXTENSION SERVICE
tn . S -
(cean Tounty '
. » ~ Presrnts A
/ /
) " ' SINGLL PRRET FAMILY SEMIAR
€@ ) 4 | ¥
L e Adjusting to a New Lifestyle
&~H Fanily Tyne . -
4=H PREP Clubs . - j\__. IN COUPERATION WITH

4-=H Famlly, Con'ynmit._y, Project, and School Cluba
Extenaion 3chool Program
Extenafon Scoutlng Program

Exteonsion Single-Paront Family Program
Extension Community Needs Youth Program’

. R V{1

SIMGLE PARENT SOCIETY
AD

PARENTS WITHOUT PARINERS - _

g ITqvyxa

>
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@ealising the partioular needs and concerns ~
of single parent families, the Department of
4=HYouth Development of the Ocean County Co-
opgrative Extensiogiilervice 1s offering a
series of four seminars for separated, divoroed
or widowed men and women.

: : o
Baoh seminar is designed to discuse lssues
felevant to the single parent family. We
snoourage single parents to participate and
offer their own life experiences to panelists :
and members pf the audience. Our goal is to educqte
and oupporgt the single perent family.

Ocean County Cooperative Extension Service,
Dipartment of 4-H Youth Development, presents
seninar with the ocooperation and assistance
of 'two vital single parent organizations: Single
Parents Sociedy, President, Marion Cello and
Paronts Without Partners, President, William
Schleckser. ; _ '

location of each seminar will be in the Auzitorium
of tho Oceen County Health Building, Sunse

enue, Toms fver. Admission ls to each
seminar.

s

-
L\

Ann M. Finnogin,_ Coordinator
4-H Program Associate

' Frogram
Seminars will be every ﬁf"q_r'ln April at
April 3

(

y !Aell Process of
' atlion, Divorce or

5

nood

April 10 {

Gettd

intd\the

[N

‘EiInstrean .

81310 Parent Panel

\ J

-

T

7:30 P.M,

The Hon. Judge Mortimer Rogers

of Manchester. Tomnship

)

Dr. Nanoy Allen, Chief
Psychologist at Oocan

County Mental Health Clinio

Rot Friedman - Mother of two children
Peter Sandman - Sharing custody of children
Joe MoOrath » Custody of 4 ohildren ‘

Marion Cello - Mother of 2 grown children

April 17
gDollara- & Sense

TIPs on budgeting, oregit,
insursnoce, and money mgmt.

for the
head of

male or female
household

April §5
1 of Teens
I""—SI:.:. P_""I.: %nr%ﬁ'i"’f_

L7L

L)

.

Danise Matejic, Specialist .

”,

in Family Resounce Mgmt. ~
Sonia Butler, Extension

Home Eoonomist

George Davison, Social

Worker from 0.C, DYFS

A panel of teenagers from

0.C. Chapter of P.W.P.
whioch is moderated by

Bob Dippel



in the program evaluation will give you a much .
yatrongar program and & much ltronrnr comnl tment from
your community for your organization and your program.
This "advisory committee" or "planning committee" can
-become a strong base for further program development.

COMMUNITY RESOURCES**

PEOPLE PLACES ORGANIZATIONS
Catalog Sales Cntaloq Sales Better Business ~
Office Managers Office Bureau

Dept. Store Mgrs, Dept. Stores ' Chamber of

Commerce
Dept. Store Buyers Credit Depts.

Medical Assns.

Bankers Loan Companies Bankers Assn.
Lawyers LCourt Houses Bar Assn.
Insurance Agents Inasurance s
Companies Social Security ) L -
. Admin. - oo
Internal Revenue
Service
Other Teachers . Universities Extension Servi.ce
Govt. Officials and Govt. Offices Food and Drug
Representatives =~ < . Admin.
Newspaper - Newspaper
Writers ' . Office
Stock Brokgrs Brokerage Stock Exchange
Houses | . ‘ 3 .
Financial Main Offices
Advisors of Major
Companies
Credit Managers . i Dept. of Consumer
Model Homes Affairs
) or Apts. :
Housing Bureaus
Business ' ! o
Executives - - < ‘ A\
Real Estate
Brokers .
car Dealers -
. Libraries
Publishing .
< . Houses .

Urban League

)

** Adapted from A Department Store in the ,
Classroom, Consumer Education Services of Sears L
Roebuck and Co., Sally R. Campbell, author; p. 56.
This booklet is a good source of information for

-

m
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HONW CAN YOU SAVE YOURSELF IF YOUR RESOURCE PERSON
DOES NOT COME ON TIME, DOES NOT SBHOW UP AT ALL, OR
REALLY LETS YOU DOWN AND DOES A POOR JOB

" . Always have something prepared which you can
make use of if the resource person cones late
or does ndt come at all. This might inclyde
films, exercises, values-clarification
strategies, reading, etq. There are many
audio-visual aids available that can be used
for this purpose. )

.. Switch lessons. If you have plans %o teach a
lesson aloneduring the next lelliq@; switch to .
that lesson. Be prepared to do that by having
the next lesson ready and with you.

. If you see that the resource person is not
doing a good job at all, or is not coming °
across to the audience, you should be flexible

) and ingenious enough to pick up the pieces by
suggesting an activity which ¢an be done, or
posing questions to the resource person and
then gquiding him or her in answering them.
(Perhaps you can prepare a set‘of questions
before the meeting.) You might step in and
write the main points disqussed so far on the
blackboard 3nd team teach. from then on, work-
ing from the outline you both discussed. You

. might be a moderator of the entire session,

- even though you had not thbught this would be

necessary.

These are just some of the ways a skilled educator
can come in and salvage a bad situation.

What do you do if you have a negative reaction
from your audience to your speaker, and he or she
does not seem to be able to handle the situation?
First, you need to realize that the session, the pro-

. gram, the audience, and the outcome Aare our respon-
sibility. If the speaker cannot handle a s tuation,

4

-

GEIIT7Ing community resources. It is concise, yet

. thorough. It suggests possible resources to be used,

. offers illustrations of introductory and follow-up

“letters. Invaluable tips are also given on the “do's

and don'ts" gegarding the use of resource people. A
revised copy of this booklet is available and can be.
 obtained for the price of $2.50 by writing to: '
. Cohsumer Information Services, Department 703--Public

Relations, 8ears Roebuck and Company, Chicago,
Illinois 60684.

\ . ) y ’ . [\ N




it bacomes your responsibility to handle it. You
have to be in charge of that meeting at all times.
If you find yourself in the unfortunate situation

of having to deal with troublemakers, invite the
troublemakets up to the podium by saying, "We would
all like ig/hear what you have to say, won't you
come up a share your ideas with us?" This usually
quiets them down quickly.

SOME FINAL THOUGHTS ABOURX UTILIhING COMMUNITY
.RESOURCES

You, the consumer educabor, might find that the
method described in this section of the resource
guide is a complicated way of teaching a class--be
it in a formal or informal classroom setting. You
might find it easier to study and do all of the
teaching yourself, and never include someone from
the "outside" in the program.

However, we need to realize that when consumers
need help, advice, or guidance when they purchase
insurance, banking, or other services, they usyally
do not come to a teacher, yet go to the community
resource person dealing in that' service. They go to
their insurance broker, their banker, their savings
and loan association, or the small loan company for
this personalized advice.

Therefore, the authors, who have been working in
the field of family and personal financial manage-
ment for many years, feel that it is very beneficial
for participants if the classroom can be made more
realistic, and if we can create a life situation
which is similar to the situation out there in the
community. .

Community educators are catalysts or change-
agents who can bring the two worlds of the classroom
and the community together. They can make sure that
any information given out is unbiased and correct.
Because of their expertise, they can also make sure
that additional avenues that would provide informa-
tion to participants are explored. This pertains
particularly to infarmation needed by individuals
to make wise decisions and become satisfied, well-
informed consumers, equipped with all the decision-
making skills and knowledge needed to improve their
standard of-living.

(o

a
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A Appendix: : .
' General Bibliography
of Tnchlndl.umlnq ﬂnourcn

. Books (Content)

Allentack, Andrea J. and Gordon E. Bivens. Consumer '
Choice - The Economics of Personal Living. ew
York® Harcourt Brace 3anov1cﬁ Inc., I!’;.
Anderson, Joanne Manning. For The beople:'é Con-
sumer Action Handbook. Reading, Massachusetts:.
b// AddTton-Wesley, 1377,
Engel, Louis. How to Buy Stocks. Boston: Little,
Brown and Company, Latest edition. -

Epstein, David G. Consumer Protection. St. Paul,
Minnesota: west P shing Company, 1976.

Fetterman, Elsie and Charles Klamkin. Consumer

Education in Practice. New York: John Wiley and
ons, Inc., 1 . . . \\

Gitman, Lawrence. Personal Finance. , Hinsdale,
Illinois: Dryden Press, 1978.

Haemmel, William G., Barbara C. Goorge, and James
J. Blili. Consumer Law. St. Paul, Minnesota:
West PublisEIng Company, 1975. )

Haitings. Paul G, and Norbert J. Mietus. Personal
"Finance, 2n +  New. York: McGraw-Hill Bo
+  Company, 1976. k

Jelley, Herbert M. and Robert O. Herrmann. The
American Consumer, 2nd ed. New York: Gregg
Division, McGraw-Hill Book Company. 1978.

Miller, Roger LeRoy. Economic Issues for Consumers.
:St. Paul, Minnesbta: West PublIaEIng Company, 1978.
*

Mittra, Sid. * Personal Flnance: Lifetime Management
Objectives. New YorR: Harper .and Row Pub-
shers, . )
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ﬁ
Porter, Sylviaj Sylvia Porter's Money BRook., - “
- Revised ed. JGarﬁen City, New York: Doubleday
and Company,’ Inc., 1976. o
Stillman, Richard J. Guide to Personal Finance,
FronEf

2nd ed. Englewood CIITIs, New Jersey: ce-
Hall, Inc., 1975.

. Swagler, Roger M. Caveat Emptor. Lexington,
Massathusetts: D. C. Heath and company, 1975.

Troelstrup; Arch W. and E. Carl Hallﬁ The Consumer
in American Society, 6th ed. New York: McGraw- .
iil11 Book Company, 1978. :

Trooboff, Benjamin M. and Fannie Lee Boyd. Per-
sonal Finance for Consumers, Morristown, New
Jersey: Genergl Learning Press,- 1976. o

Warmke, Roman _tf‘ » D.\Wyllie, and Beulah E. Y
= Sillers. Cq e Making, 2nd ed.
5 p 5TT§E§hg Company,

Cincinnati:
1977.

'wolf, Harold "A. Personal Finance,'Sth ed. Boston:
Allyn-and-Bacon, Inc., 1 :

.

» . Books (Methodology)

Daughtrey, Anne Scott. Methods of Basic Business
and Economic Education. Cincinnatl: South-Western
Publishing Company, 1974.

Hill; William Fawcett. Learning Thru Discussion.
Beverly Hills, California: SAGE Publicatlions, 1969.

Hyman, Ray. The Natufe of Psychological Inquiry.
Englewood CIiffs, New Jersey: 5rentice-Ha?I, inc.,
1964. '

L4

Mager, Robert F. Preparin Instructional Objectives,
2nd ed. Belmont, callfornla: Fearon Publishers,
Inc., 1975. p

Popham, Estelle L., Adele Frisgie'Schrag,)and wWanda
Blockhus. A Teaching-Learning System for Business
Education. New York: Gregg Division, McGraw-

Book Company, 1975.

Pamghléts'
. - From American Associatibn of Retired‘rertops, 215
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Long Beach Blvd., Long'aoach,'Californil 90801

Your Retirement Consumer Guide
our Retlrement n¥ormation Guide
Your ﬂiiiromdﬁE'lecﬁgIogx culde

L

From American Institute for Economic Research, Great
Barrington, Massachusetts 01230:

-~ Annuities from the Buyer's Point of View

Hoge Owner or Tenant
How to Avoid Financlal Tangles

Life Iﬁggranco from tEe Buser 8 Point of View

.. Understandihy the Money Muddle - And How It May
N Affect Your FamiIy"s Future

From Education and Community Services, American
Council of Life Insurance, Health Insurance Institute,
1850 ‘K Street, N.W., Washington, D.C. 20006:

A Date With Your Future

Catalog of Educational Materials on Life and
Health Insurance and Personal:and Family
Finance (Latest Edltion)

Making the Most of Your Mone ' ,
FoIIc?el‘for Protection:™ How Life and Health )
. Insurance Work

Sample LIfe fnsurance Polic '
Sets, ProbabIIity and Jtatistics
tics qQf Life Insurance .

»>

Budgeting for the Family. Consumer Information
] Center, FuebIo, CoTorado 81009. ¢

.

¢ The Mathema-

Build Your Own Retirement Program. Superintendent
of Documents, U.S. Document Printing Office, .
Washington, D.C. 20402. s

ra

From Cooperative Extension Service. Cook College,
. Rutgers University, Publications Distribution Center,
@ Box 231, New Brunswick, New Jersey 08903. (All°
authored by Denise M. Matejic):

The ABC's of Mortgage Loans and Insurance
The Dollars and Sense of Buying a Home...Mobile
Home...Condominium or Cooperatlive
" How Much Am orth —
Programming My 37s
Protection Through Life Insurance for You and
Your Family

® Yous Credit Rights and Respénaibi‘l,i‘t'iea

. L X

IToxt Provided by ERI



Washington, D.C. 20006,

from Delta Pi Epailon National Office, Gustavus
Adolphas College, St. Reter, Minnesota 56082 (Con-
sumer Education Programmed Learning Instruction
Booklets): '

Budgeting and Money Management

. The Consumer in Soasiety *
HousIn "
Making Use of Insurance

Home Buyers Guide. Washington, D.C.: National
KllociaEIon of Home Builders, 1973.

How Recent Changes in Social Security Affect You.
(HEW—Fﬁslicaiion No. SBA-78-10328). Washington,
D.C.: U.S. Department of He&lth, Education, and

Welfare/Social Security Administration (Available
from local Social Security office).

From Insurance Information Institute, 110 William
Street, New York, New York 10038: ‘

Automobile Insurance Leaflet
Chances Are... ,
EJucakor™s Guide to Teaching Auto and Home

Vi Insurance ‘
* A Famlly Guide to Property and Liability
JInsurance . .
Home lnsurance Leaflet ’
. Sample Insurance Policies - Introductory Book
K McKitrick, Max O. Financial Security. (The Contem-

porary Consumer Serlies). New York: McGraw-Hill
Book Company, 1975. ‘
- R t
McKitrick, Max O. Money Management. (The Contem-
porary Consumer Seriles). 1935. .
From Money Management Institute, H3usehold Financ
Corporation, Prudential Plaza, Chicago, Illinois
60601:

Your Budget '
Your Housing Dolla '
Your Savings and Investment Dollar

Rent or Buy. Superintendent of Documents, U.S.
Government Printing Office, Washipgton, D.C. -20402.

What Truth in Lending MeanB To You. Board of"

vernors of the Federal Research System, Washing-
ton, D.C. ' )

180
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You and the Inve!!¥;;t World. New York: New York
-~ Btock §Xchanqe . .

‘ by simply listing these sources’dhdcencouraqing the

- Columbia, Mislourhw65201.

'Business Review. (of Rbgional Federal Resenye Y. Ty
éusiness Week. McGraw~Hill Building, 1221 Avenue'ok'
«' the

€héngin kmes . - The Kiplinger wkshington Editors, - 3'f;' .

ise Home Buxing.: Nashington, D.C.7 U.8. Dopsrtmsnt .’ | e

;; Fousing and Urban Devslopmont (available from . !

.local RUD, office). . : Y -

.l'

({ BEY B : ' - 'y

Your Social Security. (HEW Publications No. BSA~ -

- T7-I0038). “Washington, D.C.: U.S. Department. of )
Health, Education, and Welfare/Social Security R A
Adminis%rstion (available ‘from local Social . T .
Security oftice)

~

Al

Periodidelg, Newsp apers, and Service.

(Note: The number of individnsl references to per-' '
iodicals, newspapers, ‘and services is virtually T
endless. A more useful service. would be provided - .

user of this manuai to‘eruse them at wi11 PR
ACCI. Newslettor._ American COuncii on Consumer e~ o
Interests’, 162 Stanley Hall; University of‘yissOurjy '

g

The Agvocate. Metropolitan Washingtgn F&anning and
ousing Association, 122% K Street, N. ey Washing-/:
ton, D.C. 200051 } N Q . ‘ .

Barron's National Businesg and’ Financial Weekly..
Dow, Jones and Company, Inc., 22 Cortlandt tree
New York,  New Ydrk 10007.

-
~ L ’ R . .

Banks) . ] . . » _c-, . \.’ﬂ
erIcnh, ‘New York, ‘New York 10020. . L .

nc.,‘l H Stxeet, N W., Washington, D.C. 20006
Consumer Bdncation Forum. American Council oh. Con-
sumer. InteYeats, 162 Btanley Hall,*university of
Missouri. Coiumbia, Missouri 65201 . .

’

. ' . l

COnsumer Le itlative Mbnthly Report U S. Office of . (.
~Qonsumer airs, Superintendent of Documents, u.8. o
Government Printing Office, Washington, D. S 20402. - .

Consumer News. - U.S. Ofche of Condumer Rffairs,
Su ngnEenﬂent of Documents, 'U.S. Government '
Pr nti} Office, Washmgtq’n, D.C. 20402._ R

‘ . - . , ]
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gga_%?gg NewsweeX. . Consumer News, Inc., 813
ational Froll Buildlng,’walhiugtoﬂ,.b C. !0004.. -

v*
Conléggr Reports’. Conlumori Unfon of un*tod Statol.'~
ne., 2

as 1nqton Stroot, Ht.‘v.mhon, Now York™

; , 10350. e e
e RPN .
. - -.Con umers' Roloarch a:ino;- Conounors Researchy.
; !nc.. WashIngton, Jersey 07882. -\A

_ Every bod “s Money., Cohlﬁmorn Credit Union National“
- Assoclation, Inc., P.O. Bbx 43}, ,Madison, w1apon-.
. sin 53701: ! - N : {

Forbes, Inc., 60 Fifth\hvoﬁue. New York,
ﬁ ¥°rk 10011- . ) .
\N‘:'

’

' »

-Tho Journal of Consgumer Affairs. American Council
. on Consumer Interests, 162 Shanley Hall, University
.\ : oq Millouri Columbia, Millouri 65201.

The Ki linger wa-hin ton Newsletter. The Kiplinger
¢ Wa EEngtgn Edltors, Inc., 1720 H Street, N.N., = -
Washington, D.C. 20006. S : poae ot
~ T ‘Locqf/;ervicalz Bank- o '
o Better Buuine--.nureau,
o - ‘Chamber Qf Commerce
. ~ Credit unionl

" Consumer interast groups -
v - Local offices of federal and state
v 4 s . agencies ;
* . . Newspapers . -
’e . . Small*loan companie
, . Othert depending upp locaﬁio‘k

ne a a:ine. Time,.Inb., 541 N. Fa\rbanke dburt.
C§¥cago, 1ﬁ61l 60611,

3 York, New York 10019. . "
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Names and addresleu of trade and professional.
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each individual unit of study.

NOTE: 'A 1i|ting of government organimations giving
.~ ald to the consumer would be an impossible .
task. Anyone . seeking the aid of these
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State College in Trenton, New Jersey, has estab-
lished itself as a leader in auto-tutorial units for
the operation and utilization of audio-visual equip-
ment. Those .interested in learning how to make a
thermal transparency (or apply many other media
techniques) .can simply go to the center and check out
the video casyette module for this particular ac-
tivity.. In gddition to the video cassette, written
objectives and procedures are included as a part of
the module. The individual can view the cassette in
a private viewing area. |

At present there are plans for the preparation of. 50
to 60 modules in both the slide-€ape and video
cassette formats. More than half of these modules
have already been completed; more are being com-

Pleted almost daily. Specifically, the modules cover
the areas of:

Prerequisite Equipment Operation Skills
(what you must know to use the modules)

Media Equipment Operation Skills
Media Production Skills'
Television Eguipment Operation Skills

. Television Production Skills

Creat}ve'hpplicaéion Ski)lls

Anyone hdving any ‘interest- in _.the use or availability
of these modules!can get additional information by
writing: Center' fqr Media and Technology, Trenton
ftate Col}ege, Trenton, New Jersey 08625,
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