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I. INTRODUCTION
A. About this Toolkit
The Savvy Consumer Toolkit is an innovative financial education toolkit that builds on community experience to raise 
awareness and develop critical thinking skills about predatory products and low-cost alternatives. 

The Toolkit was developed with the input of financial educators, nonprofit service providers, community educators, 
local community financial institutions, and other members of Alameda County Community Asset Network (AC CAN) 
to address the impact of predatory financial services and products on families and communities. What makes this 
Toolkit different from other financial education approaches is its incorporation of participant and community experi-
ence, an emphasis on local, low-cost alternatives, and its attention to marketing and messaging.

The focus of the Toolkit is financial decision-making, especially in regards to analyzing and understanding  
financial products designed to take advantage of people. The Toolkit is best used as a supplement to general  
financial education programs that develop skills and knowledge such as budgeting, account management, financial 
planning, and saving. 

Goal - The goal of the Savvy Consumer Toolkit is to help individuals build the skills to become more informed con-
sumers and keep more of their hard earned money in their pockets and in their communities. 

Learning Objectives
• Develop skills to analyze marketing and messaging around financial products
• Understand financial services present and being used in the community
• Understand the impact of financial choices on individuals and communities
• Increase the knowledge of low-cost local alternatives
• Develop the ability of communities to vote with their dollars

B. Contents of the Toolkit
Facilitator Resources – The Facilitator Manual will help you prepare to deliver a workshop on predatory financial 
products. Using popular education principles, the workshop aims to increase participants’ capacity to think critically 
about financial services and products and to find and use low-cost alternatives when possible. The curriculum is 
focused on deconstructing messaging and marketing and the intent is to work with participants to better understand 
and decipher predatory financial services as a whole rather than learning the specific details of any one product. 

Slide Deck – Otherwise known as Prezi, Powerpoint, or Keynote, among other brand names, a slide deck is a series 
of images and graphics that present some of the workshop information graphically. The slide deck is created go 
along with the workshop.

Participant Guide – The Participant Guide is designed as a takeaway for participants that includes detailed  
information about several products and is designed to be an ongoing resource after the workshop has ended. The 
focus of the workshop is to build the idea of community education whereby participants discuss financial issues and 
begin to see one another as resources. For this reason, we did not create a workbook that mirrors the workshop; 
instead we created something that can be a reference guide for use after the workshop ends. 
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II. ABOUT PREDATORY FINANCIAL
PRODUCTS

financial services usually involve making a fi nancial investment, managing fi nancial risk, or making payments. When 
we cash a check or take out a loan we are using a fi nancial service. Financial products are the tools or packages of 
tools used when we receive fi nancial services. There are many fi nancial products. Credit cards, debit cards, and bank 
accounts are just a few examples of fi nancial products. 

A. What Are Predatory Financial Services and Products?
Predatory: Seeking to exploit or oppress others. 

Predatory fi nancial services and products: Financial services or products that are characterized by expensive 
and excessive fees, unfavorable interest rates, and costly repayment structures are considered predatory fi nancial 
services and products. These predatory products and services exploit consumer needs and situations. Other terms 
used to characterize these types of services and products include “subprime” or “fringe” fi nancial products. 

As is true with most things, some fi nancial services and products cost more than others. The cost of fi nancial ser-
vices and products depends on our credit history, income, and assets. For example, when we apply for a loan for 
a house we will have to submit to a credit check, verify income, and report assets (things we own). Depending on 
the analysis we will be offered a “prime” or “subprime” loan. A prime loan will have a low interest rate, limited fees, 
and a fair repayment structure. Subprime or predatory loans have a high interest rate, infl ated fees, and are diffi cult 
to pay off. A loan is just one example of a product that can be predatory. There are many predatory products and 
services, ranging from the furniture industry to schools to cars. These predatory products are offered by fi nancial 
industries and business sectors that recognize large sections of the population need a particular product or service 
but don’t meet the credit, income or asset requirements to access a low-cost product. Other examples of products 
that can be predatory and the ones addressed in detail later in this Toolkit are:

   1. Payday loans   5. Prepaid debit cards 
   2. Check cashing outlets  6. Credit cards
   3. Rent-to-own   7. Car Financing
   4. Car title loans  8. Tax refund loans

More information about each of these products is located in the Participant Guide. Please read the complete guide 
before facilitating this curriculum. 



Final Version – September 2013 • © Urban Strategies Council 5

B. Why Do We Use Predatory Financial  
Products and Services?

To help you facilitate this curriculum, it is helpful to understand some of the reasons why individuals use  
“predatory” financial products. The list below is just for reference. In the workshop, it is important to let the  
participants share their experiences. 

Common barriers/issues around accessing low-cost financial products and services: 

1. Identification: The lack of identification documents such as a state ID, Social Security Card, or Birth 
Certificate can make it difficult to open a bank or credit union account, and can make it difficult to access 
lower-cost alternatives. Many individuals without identification turn to informal check cashing places such 
as restaurants or convenience stores, which may charge higher fees and do not offer the other benefits of 
traditional accounts – such as the security of an account and the ability to utilize direct deposit. 

2. Convenience: If there are few or no financial institutions that offer lower-cost alternatives in a  
neighborhood, and more institutions that have predatory products and services, it is often more convenient 
to just go to the nearest location. For example, if there are more check cashers and payday lending  
businesses in a neighborhood, it may be more convenient (especially if transportation options are limited) 
to go use one of those options.

3. Financial Accounts: Not having a bank or credit union account makes it difficult to access lower cost 
alternatives. For example, many credit unions often offer their members a lower-cost auto loan than if we 
were to finance a car purchase at a car dealership. 

4. Credit: Having a good credit score allows not only access to financial products themselves, but also helps 
individuals access better interest rates, repayment terms, and lower upfront fees. For example, if a person 
has a good credit score, she is more likely to get a credit card with a lower Annual Percentage Rate (APR). 

5. Transparency: Depending on individual preferences, some products that have predatory features have 
also been associated with being easier to understand than mainstream financial products. For example, 
prepaid debit cards are often viewed as being more transparent or simpler than traditional bank accounts 
in terms of fees (overdraft fees, minimum balance fees, etc.) especially when the rules for traditional bank 
accounts are hidden in the “fine” print.  

6. Bad Experiences: Unfortunately, many individuals have had negative experiences with banks or more 
“traditional” financial products. They may be in the ChexSystem or may simply not feel welcome in a bank 
environment. 

7. Control: A sense of control is an important factor in the selection of tools used to manage money. For 
example, the avoidance of bank accounts is common because many people feel that we have more control 
of their money if it is in the form of cash.

8. Fast Money: Predatory financial services often allow individuals to walk out of the location with money 
in their hands. The marketing is geared towards thinking about the immediate reward of getting money 
instead of the long-term consequences of using predatory financial products, such as higher costs.

9. Relationship With Money: It is important to keep in mind that many of the ways in which we think 
about money is related to the way we have seen people around us deal with money. For example, if we 
grow up seeing our parents use predatory financial products then we may be more comfortable using 
those services than a bank or credit union.
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III. PRINCIPLES OF  
FACILITATING THIS TOOLKIT

In general our approach to training draws on principles and practices of a number of educational and community  
development practices including Popular Education, Community Organizing, Community Asset Mapping, Harm  
Reduction and Social Math. 

Our most important role as a facilitator is to provide structure and experiences with which learners can engage 
and create meaning. Therefore, learning must begin with the experience and knowledge of participants. Learners 
are not empty vessels into which we should pour information, but are co-creators in the process of learning. This 
takes the pressure off the facilitator to be the “expert.”

The following are some techniques that may help you think more clearly about your role as a facilitator and everyone 
in the room as co-creators of the learning process: 

1. Involve the Participants. Don’t just introduce yourself! Ask participants to share their name (just the 
first name is fine if that’s what feels right) and what they hope to learn.

2. Everyone is a teacher, everyone is a learner. Use yourself or a family member or someone you know 
as an example to take away the stigma that can be associated with using predatory financial products or 
with simply not having enough money. Once you have begun to create community by involving participants 
and bringing in your own experience, engage the experiences of the people in the room to illustrate the 
scenarios given to set the possibility for learning from each other.

3. Focus on asking questions and encouraging participants to come up with answers. When a  
question is asked, ask if anyone in the group has an idea about the answer. Build on those responses to  
answer the question. That way, participants begin to see each other as resources and supports. If no one 
has a response, use the resources in the room (the internet if available, the participant guide, etc.) to  
illustrate how one might find the answer to such a question. As a result, participants will begin to build their 
knowledge of how to research options and find answers to financial questions.

4. Pay Attention to Root Causes. As more stories are brought forth into the room, look for patterns and 
ask others if they are noticing anything in common across their experiences. Use these patterns to connect 
to the reasons why predatory financial services are located in certain neighborhoods or targeted to certain 
consumers.

5. Address the Realities. Acknowledge the real need to use what could be a predatory product in some 
instances without judging and while focusing on the ability to know the potential consequences and make an 
informed choice.

6. Make numbers meaningful. 
a. Use people instead of percentages: 3 out of 5 people, instead of 60%. 
b. Use equivalent amounts: This practice costs the residents of Oakland a total of $3.6 million dollars or 

enough to provide after school programs at every public middle school in the city. 
c. Give the benefits of doing things differently: If a family pays $60 per month in check-cashing fees, by 

opening a checking account instead of using a check cashing service the whole time a child is in high 
school, that family could save $2880 or more than the cost of attending Laney College for two years.

7. Make it local. In this very neighborhood there are 8 predatory check-casing establishments within 10 
blocks of us. Compare to other locales: In Hayward... In Oakland ...
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IV. PLANNING THE WORKSHOP
We anticipate that this Toolkit will be used in different ways with some people using the curriculum as  
a stand-alone two-hour workshop and others as a series over several sessions. The main perspective  
addressed in this guide is a single stand-alone workshop with suggestions for expansion provided for  
those who will be creating a series based on the Savvy Consumer Toolkit.

A. Preparing to Facilitate
The standard amount of time one can expect to prepare for facilitation is between the amount of time spent  
facilitating and twice that amount of time. So to prepare for facilitating a 2-hour workshop, you should expect to 
spend 2-4 hours to be well prepared. Use this time to:

1. Read the rest of the Facilitator Guide and the Participant Guide, if you haven’t already.
2. Familiarize yourself with the context surrounding the group of participants with whom you’ll be working.
3. Read and digest the basics of each of the predatory products.
4. Prepare a flipchart page with the agenda for the workshop.
5. Prepare a flipchart page with some suggested group guidelines (leave room for additions from the group).
6. Think of examples from your own life or those of people you know as a model for bringing your own  

experience into the room.
7. If you will have a longer block of time, consider and prepare for expansion activities mentioned in the  

Facilitator Guide.

B. Planning or Designing the Agenda
Planning and facilitating an agenda takes both forethought and flexibility. Even the best-planned agenda will 
not always work. It is important to respond to the needs of the participants as they emerge as long as the learning 
continues to build toward the general goal and learning objectives. 

A standard agenda might include: 

• Introduction: What the workshop is about and how it will flow
• Setting the Learning Community: Who we are and how we want to be with each other
• What’s Going On?: Predatory products, what they are and our experiences with them
• Getting Us in the Door: Marketing and Messaging
• So What?: The impacts of predatory products on us and on our communities
• Now What?: Voting with your dollars and local alternative options available 
• Closing: What can we commit to doing differently and with whom might we share this information
• Evaluation: How was the workshop experience, what was learned and what might we do differently next time.
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C. Evaluation 
Evaluate the session at the end by asking the following questions. Listen to the words people use  
and pay attention to the stories and examples people share. You can write peoples responses on a  
flip chart and use this feedback to help plan your next session. 

1. What parts of the workshop worked best?
2. What changes do you suggest?

D. Materials and Tips for Every Workshop
Regardless of the structure of the session, there are some standard tools and practices for every workshop. Below 
are some sample lists to help you with preparing to facilitate a session. 

Standard Workshop Materials 
1. Agenda (write up on flipchart paper or a whiteboard) 
2. A whiteboard or flip chart paper
3. Appropriate markers (whiteboard or flipchart) in dark colors 
4. Painter’s tape (for posting flipchart pages)
5. Handouts for any activities 
6. Paper for participant note-taking
7. Pencils with erasers for participants
8. Internet access and projector for showing the web-based presentation (or downloaded version, if internet is 

not available)
9. Sign-in sheets
10. Evaluation forms 
11. Participant Guides
12. Any additional resources for local alternatives to high-cost financial products to supplement those listed in 

the Facilitator and Participant Guides

Additional Tips
1. Arrive early so that you will feel relaxed and can set up without feeling rushed. 
2. Set up the room and arrange the chairs and tables the way you want them. Whenever possible, arranging 

the chairs in a circle is best as it encourages participation and sets the context for a community learning  
experience rather than a traditional classroom. 

3. Connect and test any electronic equipment needed, including Internet connection. 
4. Prepare the handouts and other resources so they will be ready when you need them. 
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V. FACILITATOR RESOURCES
A. Workshop Activities

The table below is designed to provide a brief overview of the various activities of the curriculum, the learning  
objectives and estimated time.

   ACTIVITY LEARNING OBJECTIVE TIME

1 Introduction 1. Understand goals for the workshop
2. Opener activity
3. Introduce facilitator 10 min

 10 min

2 Setting the  
Learning 
Community

1. Get to know who’s in the room and get clear about group 
 agreements

2. Begin shift from individuals attending a workshop to a group  
developing resources and know-how to impact their  
neighborhood or community

 10 min

3 Understanding 
Predatory  
Products

1. Understand what are financial products and services
2. Understand what are predatory financial products
3. Begin thinking about the financial products and services present 

or being used in the community

15 min

4 The Real Costs 
of Predatory 
Products  
(2 options)

1. Build experience and foundation for participants to be resources 
for one another

2. Understand the real costs of various predatory financial products
3. Get participants using the “Participant Guide” to increase likeli-

hood they will use as a resource and share the information with 
others

35 min

5 Getting us in the 
Door - Marketing 
& Messaging

1. Understand marketing and messaging tactics around financial 
products

10 min

6 What are the 
Ads Selling Us?

1. Develop skills to deconstruct marketing and messaging around 
financial products

15 min

7 Understanding 
Our Options: 
What Can We 
Do?

1. Encourage participants to think about where they spend their 
money has an impact on their neighborhood and community 

2. Increase the knowledge of low-cost, local alternatives 

15 min

8 Closing 1. Anchor learning in concrete next steps
2. Complete group and individual evaluation

10 min

          TOTAL TIME 2 HOURS
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B. Facilitator Guide
overview 
The Facilitator Guide will help you prepare to deliver a workshop on predatory fi nancial products. Using popular ed-
ucation principles, the workshop aims to increase participants’ capacity to think critically about fi nancial services and 
products as well as fi nding and using low-cost alternatives when possible. The curriculum is focused on deconstruct-
ing messaging and marketing and the intent is to work with participants to better understand and decipher predatory 
fi nancial services as a whole rather than learning the specifi c details of any one product. 

The facilitator guide is organized by activity and contains the following information: 
1. Title of activity
2. Estimated amount of time
3. Learning objectives for the activity
4. Instructions 
5. Discussion questions and talking points
6. Thumbnail (mini picture) from the presentation slide that accompanies section, where relevant

Note: Text in italics indicate what should be read (or tailored and shared) with the participants 

Setup & prep  
1. Presentation Setting: Large group with some small group discussion
2. Presentation Time: 2 hours w/ questions & discussion
3. Materials and Equipment:

a. Computer with projection functionality
b. Presentation format:

i.  Prezi: downloaded or accessed online at:
http://prezi.com/b05xwxbwk_ed/present/?auth_key=h3awkog&follow=dwm1gcxbvxk
w&kw=present-b05xwxbwk_ed&rc=ref-6729267 

ii. PowerPoint: available with curriculum fi les
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ACTIvITy 1: InTRoduCTIon
Estimated Time: 10 minutes

Learning Objective:
• Understand goals for the workshop

Instructions:

1. Welcome participants.

2. Opener activity.

3. State goals of the 
workshop.

4. Introduce yourself.

[SLIDE 1]

 

[SLIDE 2]

 

Discussion Questions and Talking Points:

[Welcome participants]

[Opener Activity- Ask participants to break into pairs and share]

“What was your fi rst memory related to money or fi nancial issues? OR What 
sorts of advertisements or signs do you have in your neighborhood around on 
money or fi nances?” (5 min)

[Bring everyone back together and ask if anyone wants to share. Point 
out if there are common themes across what people shared.]

[Introduce the workshop and give an overview of the goals]

“Billion dollar industries like the check-cashing and payday loan industries drain 
money out of our wallets and our communities. We call them “predatory” be-
cause the businesses take advantage of customers by charging excessive fees. 

Through this workshop, we will explore how to better understand what predatory 
products are and their impact on our families, neighborhoods, and communities. 
Further, we will explore questions to ask when evaluating a product and tips on 
how to avoid fees and save money.”
 
When you leave here today, we hope that you will:

1. Have more skills to analyze marketing and messaging around fi nancial 
products

2. Understand more about fi nancial products and services 
3. Increase your understanding of the impact of fi nancial choices on 

individuals and communities
4. Have greater knowledge of low-cost, local fi nancial products and services
5. Share this information with others

[Introduce yourself] 

“My name is ____ and I am the facilitator for this workshop.”

[Ask the group if they have any questions]
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ACTIvITy 2: SETTIng ThE LEARnIng CommunITy
Estimated Time: 10 minutes

Learning Objectives:
• Get to know who’s in the room and get clear about group agreements
• Begin shift from individuals attending a workshop to a group developing resources and know-how to impact 

their neighborhood or community

Suggested practices / guidelines: 
1. Speak from your own experience; and use “I” statements. 
2. Respect each other and where each of us is in the process of learning about financial options. 
3. Personal information that is shared here, stays here.
4. Ask questions. They are important; through them we all get information. 
5. It is okay to disagree with each other and to share diverse perspectives. 
6. We all have something to teach and something to learn. We are all resources for each other. 
7. Leave room for other people to talk and ask questions. 

 

Instructions:

1. Go around the room and have each par-
ticipant share a) their name and b) what 
they hope to learn from the workshop – 
include yourself.

2. Briefly explain Popular Education and the 
format for the workshop.

3. Share the practices / guidelines for your 
time together (remember to write this on 
flipchart paper) and ask “Is there any-
thing anyone would like to add?”

Discussion Questions and Talking Points:

[Group introductions]

“Before continuing we are going to get to know each 
other, learn a little bit about what brought us here, 
and agree on how we want to interact while we are 
together here. Please share your name and what 
you hope to learn from the workshop.” 

 [Introducing Popular Education] 

“This workshop might be different than others you 
have attended. We believe that we are all teachers 
and all learners. This means that we want to hear 
from you about your experiences to help us all learn 
together.” 

[Guidelines / practices for the group] 

 “There are many lived experiences in the room and 
many different issues and emotions tied to money. 
We want to pay attention to all of it as much as we 
can and we only have two hours here today. I like to 
suggest some guidelines to help us use our time well 
and respectfully.” 

[See suggested guidelines below] 

“Is there anything anyone would like to add?”
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ACTIvITy 3: undERSTAndIng pREdAToRy pRoduCTS
Estimated Time: 15 minutes

Learning Objectives:
1. Understand/defi ne fi nancial products and services
2. Understand/defi ne predatory fi nancial products
3. Begin thinking about the fi nancial products and services present or being used in the community

Instructions:

1. Have a discussion about fi nancial 
products and services.

2. Defi ne “predatory” fi nancial products 
and services.

3. Show the collage of advertisements - 
allow a few minutes for participants to 
look over.

4. Have a discussion using the questions 
below regarding what are predatory 
fi nancial products and services and 
what is offered in our neighborhoods. 

5. Defi ne fi nancial terms as needed.

[SLIDE 3]

 

[SLIDE 4]
 

Discussion Questions and Talking Points:

[SLIDE 1] Start by asking for a show of hands of who has:
• Cashed a check?
• Bought something using a credit card?
• Transferred or wired money to someone else?
• Used a money order?
• Opened a bank account?
• Note: Tailor questions above as needed to refl ect your group, 

i.e. for youth may ask “have you or someone you know...”
 
When we cash a check, make a payment, take out a loan, open a 
bank account, make a purchase using a credit card, wire money, 
or buy a money order we are using a fi nancial service or product.  
Financial services and products are those that help us manage, 
save and have access to money. 
 
[SLIDE 2] Ask the group:

1. Now, if I were to say that a fi nancial product is “predatory,” 
what do you think that means? 

2. What would make a service or product predatory? 

[Let the participants guide the conversation. Highlight the 
following]

1. “Predatory fi nancial products” are designed to take advantage 
of customers needs in order to make money for the business. 

2. Use the cheetah / zebra image to help illustrate the point
3. Things that can make a fi nancial product predatory include: 

very high interest rates and APRs, excessive or hidden fees, 
charges for unnecessary items, frequent and numerous pay-
ments, aggressive sales and marketing, terms designed to 
trap borrowers in dept, no consideration of a person’s ability 
to pay, and usually do not help build your credit score.

[With the group defi ne or review some of the vocabulary 
underlined above – see below for defi nitions]
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ACTIvITy 3: undERSTAndIng pREdAToRy pRoduCTS (ConT’d)

[SLIDE 5]

 

[SLIDE 6]
 

[SLIDE 3] [Allow group a few minutes to look over advertise-
ments. Use the questions below to begin discussion]

The following ads are examples of the many and ever increasing 
fi nancial services and products that are available. 

1. Do you or anyone you know use or used the products and 
services highlighted here? 

a. Which ones?
b. How was the experience?
c. What did or does it cost?
2. What are some of the reasons we choose to use certain 

products and services over others?
3. Based on the characteristics of predatory, would you consider 

any of the products highlighted here as predatory?
4. Are there others not shown that you think are predatory or have 

heard that take advantage of consumers? 

[Let the participants guide the conversation. Highlight the 
following]

1. As is true with most things, some fi nancial services and products 
cost more than others. 

2. Examples of products and services that can be predatory 
include: Check cashing services, payday lending, car title loans, 
rent-to-own services, prepaid debit cards, credit cards, car 
fi nancing, and tax refund loans [Highlight the ones on the 
slide that are predatory] 

3. Predatory practices can occur at banks or at corner store. 
Therefore, we need to be “savvy consumers” and know what 
questions to ask and know when there might be a cheaper 
alternative available.

4. In order to access some fi nancial products, individuals need a 
good credit score, and/or must meet certain income and asset 
requirements. Businesses that sell predatory products target 
people who may not be able to able to access low or no-cost 
products and tend to be located in low-income communities and 
communities of color. 
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FURTHER POINTS TO HIGHLIGHT OR DEFINE as needed:

What is Interest?
• Money paid regularly at a particular rate for the use of money lent, or for delaying the repayment of a debt. 

What is APR? Why Use it and its limitations? 
• Annual Percentage Rate (APR) is a way to compare the costs of a loan. Although it’s not perfect, it gives you a 

nice standard for comparing the percentage costs on different loans.
• Loans can be confusing. Slick lenders can quote a lot of different numbers that mean different things. APR 

allows you to evaluate the cost of the loan in terms of a percentage. If your loan has a 10% rate, you’ll pay 
$10 per $100 you borrow annually. All other things being equal, you simply want the loan with the lowest 
APR.

• Unfortunately, all other things are not equal. APR can include more than just the interest cost of a loan. There 
are other fees and charges that may or may not be included in a given APR quote. In addition, look at the 
bigger picture – you need to know how long you’ll be using a loan to make the best decision. For example, 
one-time charges up front may drive up your actual cost on a loan – even though an APR calculation might 
assume those charges are spread out over a longer lifetime (and therefore the APR would look lower). 

What is credit score or report? 
• A written record collected by a credit agency that tracks a borrower’s credit payment – including whether 

these were paid on time and the length of the loan or line of credit. 
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ACTIvITy 4: SmALL gRoup: ThE REAL CoSTS of pREdAToRy pRoduCTS
Estimated time: 35 minutes

Learning Objectives: 
1. Build experience and foundation for participants to be resources for one another
2. Understand the real costs of various predatory financial products
3. Get participants using the “Participant Guide” to increase likelihood they will use it as a resource and share 

the information with others

Instructions:

1. Depending on how much time you 
have and the size of the group, you 
have two small group activities to 
choose from. See below. 

2. Do the activity.

3. Have a discussion around the neigh-
borhood implications of predatory 
products (see questions on the right).

Discussion Questions and Talking Points:

[Small Group Activity – choose either Option 1 or 2 below]

[After the activity, have a discussion about neighborhood 
and community impact of predatory products and services]

Discussion Questions:

1. Do the businesses in your neighborhood offer any of these  
services or products? Which ones are offered in your  
neighborhood?

2. Have you or someone in your family used any of these  
services? Which ones? What was the experience? [Share 
your own experiences, if you have them]. 

3. What do you think is the impact of predatory products on your 
neighborhood or community? 

Let the participants guide the conversation. Below are some key 
points to raise or highlight:

1. Businesses often target predatory services and products to  
certain neighborhoods - primarily to low-income communities 
and communities of color. 

2. Some of the major national banks, such as Wells Fargo, Bank 
of America, US Bank, and JP Morgan Chase actually fund  
payday lending businesses. These businesses have few  
commitments to the communities they’re located in and are 
usually national corporations.
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opTIon 1:
Objective: Understand the cost, impact and alternatives of various predatory financial products

Instructions:
1. Framing: “We are now going to explore some specific products and learn more about how they work, the real 

cost, and what to watch out for.”

2. Have participants break into small groups. Depending on the number of participants, group size can range 
from pairs to groups of 4, with trios being the ideal. 

3. The groups will then pick a predatory product from the resources at the end of the Participant Guide, read 
about it, discuss it in their small groups, and present back to the group.
1. Make sure each group picks a different product
2. Groups should think about a creative way to present back - see text box for examples or have the group 

brainstorm additional ideas.

4. Say out loud and write up instructions on chart paper
a. Get into groups 
b. Choose a product to learn more about 
c. Read Materials
d. Discuss the following questions:

i. What is the product and how does it work?
ii. What surprised you? 
iii. Any stories or examples to share?
iv. What can we do differently?

e. Choose a creative way to report back on:
i. What is it? 
ii. How does it work? 
iii. One or two points you think group needs to know.
 

5. Give each group time [3-5 minutes, depending on the number of groups and how much time is left] to  
present and the report back questions above. 

6. Following the presentations, facilitate a group conversation on the costs of predatory products to the  
  individual and the community: 
1. What did the products have in common?
2. What should we be paying attention to?
3. What do products like these cost our communities?

Creative ways to share:
1. Create an ad about the product that 

shows the real cost.
2. Draw a picture / cartoon that  

represents the product.
3. Skit to show how the product works.
4. Create a tagline for the product.
5. Other ideas?
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opTIon 2:
Objective: Understand how costs differ across various financial services and products
Instructions: If you have a small group (less than 6). Together as a full group, compare using different financial prod-
ucts to make a single purchase. Use the chart in the “Comparing Our Options” section of the Participant Guide as a 
resource. Have participants turn to page 6 of the Participant Guide. 

Framing script:
“Sometimes we are faced with situations where we need to make a purchase and we don’t have the cash on hand. 
Understanding our options is important for our long-term financial health. 

Let’s say you would like to purchase a computer. At an approximate price of $500, a computer can actually wind up 
costing us a whole lot more depending on how we pay for it. 

“Let’s look at the options.” Together review chart on page 6 of participant guide.

Discussion questions:
1. Can anyone define or explain how each of these products works? [Use the product handouts as reference 

and for more information]
2. What do you notice?
3. Do the different costs surprise you? 
4. What can happen when we access more than two or three predatory products (the compounding factor) over 

time?
5. What do products like these cost our communities?

Talking points:
“Try to get into the habit of thinking financial transactions in terms of what they will cost in the long run. Shop around 
to find the best rates by calculating the monthly, yearly, and total costs over the life of the product.”

Cash Pay now. Or save the money over time and make 
the purchase when you can pay it in full.  

$0 $500  0%

Credit Card Pay $25 minimum payment per month for 24 
months (2 years)

 $99 $599 18%

Rent-to-Own 
Company

Pay $60.62 per month for 18 months $591 $1091 118%

Payday Lender Take out 2 payday loans for $300 each ($510 after 
fees) and pay $180 per month for 5 months  
(assumes 10 rollovers twice a month at $90 per 
loan until you can pay off both loans)

$1000 $1500 492%

payment method    Terms        fees       Total Cost     ApR
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ACTIvITy 5: gETTIng uS In ThE dooR - mARKETIng And mESSAgIng
Estimated Time: 10 minutes

Learning Objective: 
• Understand marketing and messaging tactics around fi nancial products

Instructions:

1. Put up the sample advertisements 
and allow a few minutes for 
participants to look over.

2. Have a discussion using the 
questions below.

[SLIDE 7]

Go through examples of ads.

Discussion Questions and Talking Points:

“Just like any company wanting to make money, the companies that 
offer predatory products and services invest a lot of money into 
fi guring out what would make us want to use their service or product 
and then use that knowledge to create the advertisements that we 
see on store fronts, TV, buses, billboards, and the Internet. Let’s look 
specifi cally at some of the ads for predatory fi nancial products and 
services and talk about the marketing and messaging tactics 
they use.”

[Show ads on the Prezi]

[Use the questions below to continue discussion] 

1. What do you notice about the words or images used in the ads? 
2. Who do you think these advertisements are targeted towards? 

Why?
3. Where do you see these ads? Which ads do you see in your 

neighborhood?
4. If you’ve used one of these products or services, what got you 

in the door? [Again, use yourself as an example, if it is true].

[Let the participants guide the conversation. Below are some 
key points to highlight regarding common marketing 
techniques] 

1. Playing on needs such as unexpected expenses, an emergency 
or family fun.

2. Depiction of everyday people that look like us and/or are in 
similar situations to us 

3. Fine print that hides important fi nancial information or rules 
that will trigger changes in payment structure, interest rates, or 
penalty fees.

4. The payment structure is framed in the shortest amount of time 
so that the fee looks smaller than it really is on a monthly or 
annual basis. 

5. Advertisers play on the idea of “fast money” and use language 
such as “hours or minutes.” Customers pay higher fees because 
it is convenient or we need money quickly.
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ACTIvITy 5: gETTIng uS In ThE dooR - mARKETIng & mESSAgIng (ConT’d)

Instructions (from previous page):

1. Put up the sample advertisements 
and allow a few minutes for 
participants to look over.

2. Have a discussion using the 
questions below.

[SLIDE 7]

Go through examples of ads.

Discussion Questions and Talking Points (cont’d):

6. Advertisements highlight travel, family, and fun without actually 
mentioning any information related to the costs. 

7. Timing. Businesses place ads during times of the year when 
people are more likely to need access to cash or credit (back-to-
school or holidays).

These companies use the following business and marketing tactics to 
take advantage of real situations and preferences of individuals:

1. Make it convenient and 24 hours. If there are few or no banks or 
credit unions in a community some people may not have another 
choice.

2. “No credit check necessary.” Some people might not have the 
right credit to get access to better products. 

3. No identifi cation required. Others may not have the identifi cation 
required to open an account or access the lower-cost products.

4.  “It’s the way it’s done.” If I grow up seeing my parents, 
grandparents or older siblings use predatory fi nancial products I 
am more comfortable using these services.

5. Desire for simplicity and control: having cash on hand rather 
than in a bank sometimes attracts us to these products.
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ACTIvITy 6: WhAT ARE ThE AdS SELLIng uS
Estimated Time: 15 minutes

Learning Objectives: 
• Develop skills to deconstruct the messaging and marketing around fi nancial products

Instructions:

1. Review the advertisement and have 
a discussion using the questions and 
talking points below.

2. This can be done in small groups (if 
time) or as a large group.

3. To expand this section, you could do 
this for a payday loan ad as well. 

[SLIDE 8]

Discussion Questions and Talking Points:

Because ads and products are all around us, it is important to ask 
questions to determine if the product or service is a good deal for 
you. What we’re going to do is to examine some ways that we can 
fi gure out if what they’re telling us is what they’re selling us. 

[Look at the advertisement and ask the following 
questions]

1. What is the ad trying to sell me?
2. Can I fi gure out what the total cost is?
3. What information is missing that I would need to know before 

deciding to use this product?
   • [Interest rate? Annual Percentage Rate? Repayments? 

How many total payments? What if I miss a payment?]
4. Is there fi ne print? What could they be hiding in the fi ne print 

what could cost me more money?
5. Is this a good deal in the long run? Can I afford it?

[Ask the group] What are other questions you would ask? 

Discussion Questions:
1. [Use these questions as a lead-in to the next section] 
2. What else could you do with that money? What else could 

communities do with this money?
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ACTIvITy 7: undERSTAndIng ouR opTIonS - WhAT CAn WE do?
Estimated Time: 20 minutes

Learning Objective:
• Encourage participants to think about where they spend their money and the impact it has on their neighbor-

hood and community 
• Increase the knowledge of low-cost, local alternatives

Instructions:

1. With group brainstorm “What 
we can do?” - Write up on chart 
paper.

2. Review list on slide deck to 
reinforce points group already 
made or 
highlight new ones.

[SLIDE 9]
 

[SLIDE 10]

Discussion Questions and Talking Points:

“The businesses that offer predatory products in low-income neighbor-
hoods and communities of color often have few commitments to the 
communities where they are located. These industries make billions of 
dollars each year and very little of that money stays in the local commu-
nities where the money was spent. This means that those dollars do not 
help create local jobs, improve our schools, build a community park, or 
stimulate our local economy.  

For instance, in 2008, low and moderate income households paid over 
$8.5 billion in fees to business like check cashers and payday lenders.  
It is hard to imagine a billion dollars, so let’s look at an example of what 
those numbers mean. 

In the Check Cashing and Payday Loan industry: $8.5 billion will go 
towards business operations to ensure that these businesses continue 
their services. The industry will use this money to fi gure out how to sell 
to you better. The industry will also use this money to continue to lobby 
the government to keep practices legal. 

If the money statyed in the community, $8.5 billion dollars could give 
65,114 California youth a full ride at UC Berkeley. 

Where you spend your money has an impact on your community. 
Spending your money is like voting in some ways.” 

[Ask the group]

1. What can we do? Or What are ways you can avoid high-cost fi nan-
cial products and services in order to save money for yourself and your 
community? 

[Brainstorm list and write up on chart paper. Probe group on 
things they learned about in their small group work.]

[Use the list below to reinforce points group already made or 
highlight new ones]

1. Ask yourself: Is this a good deal? Use the questions we practiced 
above to assess a product or service before using it and think of 
one-time fi nancial transactions in terms of what it would cost for a 
whole month or a whole year. 
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What is the difference between a credit union and a bank?
• Credit unions are not-for-profi t and are owned by their members. This means that any money made by the 

credit union does back to its members in the form of lower cost or higher interest earned on savings.
• Banks are mostly for-profi t and owned by stockholders. However, there is a difference between national/global 

banks (like Wells Fargo, Bank of America, US Bank, and JP Morgan Chase) and local Community Banks. Many 
of the larger banks fund or support predatory lending, such as payday loans. Community Banks are smaller 
and often have ties to the local community.

Ask group: What are some examples of lcal credit unions and community banks? 

The Consumer Financial Protection Bureau (CFPB) is the federal agency that holds primary responsibility to 
ensure that fi nancial products and services work for us. Like a neighborhood cop, they supervise and enforce laws on 
banks, credit unions, payday lenders, car title lenders, and other fi nancial companies. They also need to hear from 
consumers. Tell your story, good or bad, to help inform how to protect consumers or submit a complaint if you think a 
company has violated consumer law: http://www.consumerfi nance.gov/

Instructions (from previous 
page):

1. With group brainstorm “What 
we can do?” - Write up on chart 
paper.

2. Review list on slide deck to 
reinforce points group already 
made or 
highlight new ones.

[SLIDE 9]
 

[SLIDE 10]

Discussion Questions and Talking Points (cont’d):

2. Open a saving or checking account with a credit union or bank 
account and sign up for direct deposit. Many credit unions or banks 
offer free checking to people who have their paychecks paid on 
direct deposit. Ask about safe and affordable small dollar loans.

[With group defi ne credit union and bank, see defi nition below] 

3. Use www.assetbuilding-bayarea.org to fi nd a fi nancial service 
provider or program. This is an online directory you can use to fi nd 
income and asset building services in the Bay Area.

[Go to website to show the variety of services – Be sure to 
highlight list of local low-cost fi nancial products and services in 
their participant guide.]

4. If you have a problem with a fi nancial service, report your issue to 
the Consumer Financial Protection Bureau (CFPB) at www.consum-
erfi nance.gov or call 855.411.2372

[Take group to CFPB website; see notes below]

[Note to facilitator: Include here other local initiatives or cam-
paigns you would like to highlight and connect participants to 
_____________________________ ]

5. Tell a friend, neighbor, or family member about what you learned 
today! Ask them what fi nancial products they use to avoid fees. 

[Remind group to use the Savvy Consumer Participant Guide as 
a resource for more detail on specifi c products, low cost alter-
natives, and tips and resources] 
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ACTIvITy 8: CLoSIng
Estimated Time: 10 minutes

Learning Objective:
• Anchor learning in a concrete next step
• Complete group and individual evaluation

Instructions:
1. Ask each person to check out by answering briefl y:

• What are you going to do differently? OR What is one thing you will share with someone else as a result of 
this workshop? 

2. Ask the group the following questions. Chart responses on butcher paper:
• What worked well?
• What could be improved?
• What would you have liked to learn more about? Was there anything missing or not fully covered in the 

workshop? 

3. Handout individual evaluation form and thank everyone for coming and remind them of the information in 
their Participant Guides.

4. Please make sure that all participants complete and hand in their evaluation forms.
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C. Suggestions for Additional Activities 
If you have more time or would like to implement the Toolkit over a series of sessions, consider the  
following options as activities for the group. There are many different fun and engaging ways that  
we can approach learning more about financial products and getting sharper with our decision-making.  
Get creative with the time and resources!

1. Go Deeper on Individual Predatory Products: Expand on the activity described in the Facilitator Guide 
(above) on page 17. To do this analyze one product thoroughly together as a full group before separating into 
smaller workgroups, then give the small groups more time to analyze the products they select and to produce 
a more robust presentation. Groups can use flip charts and markers, magazines, newspapers, scissors and 
glue or other creative supplies to make visuals. Or the group can present a role-playing scenario that illus-
trates their points. 

2. Get Really Local: Do a community walk and identify advertisements for and establishments providing 
predatory products and low-cost alternatives. Collect brochures, take pictures of advertisements. Then have 
the group work together to create a community map as well as using the actual options in the immediate 
neighborhood to calculate costs and think about voting with their dollars when possible. Participants can also 
work in two groups – one focused on community mapping and access to alternatives, and one focused on 
analyzing the neighborhood options and potential costs. The two groups would then present their work and 
findings to each other.

3. Look Through A Family Lens: In the full group have each participant take on a role in a single family 
(dad, grandparent, aunt, child, etc.) with different kinds of income, different identification situations, etc. Take 
this family through a series of decisions and products using the activity description below. Discuss what the 
impact of predatory products can be on a family. Explore what happens when a family is accessing more than 
two or three predatory products (the compounding factor) over time. See Participant Handout and Instruc-
tions below Handout: A Family Lens

4. Other videos and resources to show class for expansion: 
• Story of Stuff movies: http://www.storyofstuff.org/movies-all/ 
• Payday Lending video: 
   http://www.responsiblelending.org/california/ca-payday/tools-resources/u-pay-us.html 
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HANDOUT: A FAMILY LENS        
Several people in one household are sometimes accessing fi nancial services that wind up costing a 
family more than if they used alternative sources. Let’s take a look at the Williams family as an example.

Family Members:

• Grandmother: Social security check for $800 cashed monthly at a check casher at 3% fee.
• Son: Two paychecks per month totaling $1800 per month cashed at check casher at 3% fee.
• Daughter-in-law: $150 per week from deposited to a prepaid debit card that charges $3 reloading fee and a 

$3 ATM fee.
• Granddaughter: Earns $120 per week as an afterschool program assistant. She is repaying a $75 payday 

loan taken out to pay for her prom.
• Son and Daughter-in-Law: Paying $13.99 per week for 78 weeks on a refrigerator they bought at a rent-

to-own outlet. They are in week 20.

Instructions: 

Individually:
• Choose a family member whose situation you want to learn more about.
• Read information about the product that is being used by that family member (located in the “Resources” 

section of the Participant Guide.
• Calculate the monthly and potential yearly cost of using that product
• Determine what alternative product or service might be used at a lower cost.

Full group:
• Report your fi ndings to the other members of your family.
• As a group/family, determine the total monthly and yearly costs for the entire family.
• How much could you save if you used alternative resources?
• What could you do with the savings?

Group Discussion Questions: 

• What did the products have in common?
• What should we be paying attention to?
• What do products like these cost our communities?
• What could we do with this money instead?
• What can we do differently in the future?
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