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Campaign Summary 
Each year, high school students in Allen County Ohio graduate knowing only 
rudimentary math skills. However, financial literacy is a topic that is not taught 
in households or school districts. This is a result of adults not having received the 
proper education about financial literacy growing up. The ONU Bateman Team’s 
goal is to better educate students and families in Allen County about financial 
literacy and to prepare students for post-graduation expenses. The reason our 
team solely targeted students and families in Allen County is due to the county’s 
lower income and larger population.

Allen County’s median annual income is one that is below average in the state of 
Ohio. As a result, the team’s primary audience was high school students who have 
not yet begun earning a solid income. Additionally, the team wanted to reach out 
to parents to help them be more prepared to talk to their children about financial 
literacy and possibly learn more about financial literacy themselves.  

The first step in the campaign process was to research ways in which we 
could effectively communicate financial literacy to students and parents. 
Allen County’s primary sources of communication are television, radio and 
newspaper. Realistically, the team felt students would not pay close attention to 
these mediums, nor social media that promoted financial facts and figures. The 
team then decided it would be best to use word-of-mouth, as well as a hands-on 
learning approach, to make this campaign successful.  

To begin campaigning financial literacy to the Allen County community, the team 
reached out to local schools in the area. Allen East High School was the only 
school that was able to accommodate our sessions. Due to a low interest within 
the county school district we resorted to going to the county’s largest community 
center, the Allen County YMCA. After making connections with both of these 
localities, the team developed a PowerPoint presentation titled “Your Financial 
Forecast” that would encourage students to learn more about credit, saving and 
budgeting. To make this more credible, the team also recruited two ONU faculty 
members who were knowledgeable in the field of finance. As a measuring tool for 
the team and an incentive to students, we also created a hands-on game that asked 
students questions about the previous PowerPoint presentation.  Additionally, 
we created pretest and posttests to measure how effective these financial literacy 
sessions were to students. 

In addition, we utilized a couple resources to make this campaign more successful 
within Allen County. We posted fliers in the YMCA to gain members’ attention 
and we also gave away prizes to winners of our interactive game.  The team 
felt that both of these methods were successful in getting students and parents’ 
attention. 

After looking through our campaign efforts, we successfully reached out to Allen 
East High School students and Allen County community members.
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Situational Analysis

Ally Financial Inc. is expanding its outreach and bringing awareness to a broader audience 
through the use of their financial literacy program. This curriculum is an educational tool 
for automotive financing, crediting, budgeting, home buying, insurance, paying off debt, 
savings and banking. Ally offers this curriculum by holding local seminars, community 
events and online tutorials. These sessions give the public an opportunity to receive 
education about vital financially obligations at no cost. Ally’s challenge is reaching their 
intended public to better inform them about financial literacy. Through research, Ally has 
found that young adults, women and low-income families are among the majority of the 
financially illiterate. In order to reach these targeted audiences, individual strategies need 
to be crafted to directly relate to that specific audience. 

To educate each target audience, our team developed a grassroots program complete 
with objectives and strategies and tactics for reaching those objectives, a timeline of 
implementation and post-campaign evaluation. Our team held financial literacy sessions 
with the key publics to help educate them about the importance of financial literacy. 
Our team aimed to make our campaign fun and creative in order to gain and retain our 
audience’s attention. 

Ally Financial sees a plethora of challenges as the company rebrands itself. Our team 
realized that some of the difficulties and problems Ally faced did not lie within company 
grounds, but within customers’ minds. When advertising the new financial literacy 
program, our team took into consideration that people do not want to sit down and learn 
about finances. Our team developed ways to make learning about financing enjoyable. 
Also, customers have different levels of education and finance can be a complicated 
subject. To make the subject of financing simple our team kept facts straightforward 
and easily readable. To eliminate these issues, our team first resolved some underlying 
problems, because Ally is lacking credibility. 

Formerly branded as GMAC, the company lost the trust of some customers after falling 
into debt. The lack of trust was a problem our team needed to resolve, by trying to 
earn trust when the company is not so financially inclined. Not only did our team face 
difficulties with advertising Ally, but also our team identified issues within ourselves.  
Being a group of young adults, our fear was that the team would be taken less seriously. 
Because our age bracket was one of the categories that tend to suffer with financial 
problems, establishing a strong front with this group was a top priority. Our goal was to 
help educate people and get the word out about financial literacy. Another major challenge 
was that many people do not like discussing finances or money. Approaching people in 
the right manner was key for us to succeed. Our team aimed for target publics to respect 
and trust our team whose goal was to try to help others establish knowledge of financial 
literacy. 

2
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Strengths: Positive public satisfaction and the success of rebranding GMAC to Ally. Also 
the financial literacy program offered by Ally will entice people who take the course to 
use their services.
Weaknesses: The fact that the bank is strictly online is a weakness because Ally limits 
their audience. Some banks offer both online and in-person banking, which some 
customers may prefer having both available.
Opportunities: Ally has the opportunity to expand their current products and services, 
and because they are new, people willing to learn and understand this new bank.
Threats: The local banks give Ally competition because they possess personal face-to-face 
banking experiences. 

Core Problem/Opportunity

To create a campaign based on Ally’s financial literacy curriculum to educate individuals 
in the community about financial literacy. To implement the campaign our team 
organized financial literacy sessions, which presented community members with some 
advantages and benefits of living financially literate.

Research

The team conducted extensive primary research that was very interactive and conducive. 
Research included a pretest and posttest method, Ohio Northern professors and Allen 
East teachers, and a hands-on PowerPoint game. 

Pretest and Posttest Methods

The team felt it was necessary to use a pretest and posttest method to successfully 
measure the effectiveness of the PowerPoint presentation that was employed. We 
made sure that the questions on the pretest asked questions about the current financial 
situation of each high school senior, how they use their current income and how familiar 
they are with financial terminology. 
After all pretests were collected, the team presented a PowerPoint presentation and 
concluded with an interactive game ‘Betting the Bank.’ 

Further results were concluded using the posttest. After the presentation was completed, 
students were given a survey asking if the presentation helped them better understand 
the concepts of credit and budgeting.  Over 50% of students felt that our presentation 
benefitted them for the future. 
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Ohio Northern University Professors and Allen East Teachers 

To learn more about the education young adults are receiving about financial literacy, 
the team reached out to Allen East teachers. The team found that students were in fact 
learning about financial literacy through a personal finance class. However, not every 
student is required to take this course so the team also held three additional sessions to 
reach a more diverse audience. 

Additionally, the team found that it was necessary to speak with two professors who 
are financially literate to understand financially literacy better. The team paired with a 
marketing professor and an accounting professor at Ohio Northern. The two professors 
were very accommodating to the campaign, and actually agreed to speak at two of our 
sessions. After the professors talked to students about financial literacy, these professors 
had a better understanding of the concepts we covered in our PowerPoint and our team 
felt more confident about speaking with students about this challenging subject. 

Interactive Teaching Methods 

As stated previously, the team had students participate in an interactive game after the 
presentation. This game, ‘Betting the Bank,’ was used to measure how much students 
retained after listening to the team’s presentation. Students were divided into teams and 
were given $200 worth of fake money. The students took the game seriously and knew 
many of the game’s answers. At the end of the game, there were incentives that students 
were given, including T-shirts and key chains. 

Additionally, the accounting professor that we assigned to one of our sessions had a game 
where students learned to budget their money wisely by creating a spreadsheet. This was 
very successful method as students got a hands-on experience on what it is like to live on 
one’s own. 

Key Messages

• The need for financial education has never been greater, as the United States is 
    emerging from the credit crisis and consumers are facing damaged credit, job loss,
    foreclosures and bankruptcy

• Whether buying a home, balancing a checkbook, or purchasing a vehicle, consumers   
    should understand the basics of personal finance 

• Buying a home or car, researching insurance, managing a budget and credit and
   choosing banking and savings products that are right for you can be complex, but with
   a little extra effort, many resources exist that can help consumers become well-versed in
   these areas 

• Financial literacy is important for taking out student loans for college and will help with  
   budgeting for living independently for the first time
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Goals

• Develop a grassroots public relations campaign with objectives, strategy, tactics, timeline          
    and evaluation to promote financial literacy and Ally’s course with an emphasis on 
    reaching low to moderate-income consumers and recognizing Ally Financial as a leading   
    authority in financial literacy education and personal and consumer finance.

• Coordinate and facilitate a minimum of five financial literacy sessions with a target of 
    educating a total of at least 150 individuals

• Collect the data required to earn CRA credits via financial literacy sessions

• Leverage Ally’s existing financial literacy curriculum using one or more modules

• Deliver the information in creative, innovation and effective ways

• Tailor the campaign to fit each community’s unique demographics, values and interests to      
    make it as culturally relevant as possible

Objectives, Strategies and Tactics

Objective #1: To design a financial literacy program that will inform our target audiences of
                         young adults, low-income, and women.
 
Strategy: Develop a rapport with a financial professor to obtain credibility for our financial 
      literacy sessions
Tactics: 
 1. Email ONU business professors in Dicke College to gain a contact
 2. Approach business professors in Dicke College to gain a contact

Strategy: Research finance ourselves and become more well-versed in financial literacy
Tactic:
 1. Use the Internet, as well as other references and interview professionals, as a way to  
     gain further knowledge on different financial aspects

Strategy: Become familiar with Allen County
Tactics:
 1. Search the Internet and other resources to obtain demographic information on the 
     communities in Allen County
 2. Participant observations in the communities

Strategy: Develop a pretest and posttest
Tactics:
 1. Distribute pretests before each financial literacy session, then re-distribute posttests  
     after sessions are completed
 2. Evaluate both pretests and posttests at the end of the campaign to determine the   
     success or failure of the session, based on how much information the participants 
     retained

5
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Objective #2: To hold five financial literacy sessions within a range of 20-30 people 
   attending each session.

Strategy: Promote financial literacy program in high schools and college campuses

Tactics:
 1. Write articles for school and local newspapers
 2. Hand out incentives to students who participate during the sessions
 3. Hand out workbooks as a reference for students as a way to gain further insight
                into financial literacy
 4. Create and hang up fliers around Lima YMCA to attract campus students to the 
                sessions

Strategy: Use business professor to gain credibility among students and encourage them
                 to attend a financial literacy session
Tactic:
 1. Contact a business professor who is proficient in finance and who has good
                rapport with students
 2. Coordinating schedules so that the professor can participate in the workshops 

Strategy: Contact high schools and colleges to acquire relationships with guidance
                 counselors and faculty
Tactics:
 1. Email and phone calls to institutions
 2. Maintain these contacts throughout the campaign

Strategy: Develop an opening to present to students to gain attention and trust

Tactic:
 1. Present ourselves in a way that allows the students to feel as though they are
                on the same personal level as both the members of the campaign and the
                professional speaker
 2. Begin session by asking students about their lives and how they perceive credit
                and budgeting

Outcome Objective #1 - Success 
Through the use of our strategies and tactics we were able to build a financial literacy 
program to present to the people of Allen County. One of our first steps was to establish 
a relationship with a business professor who with knowledge in finance. We felt as if 
we were to approach people about money issues than we should have a credible source 
accompany us. Building upon the Source Creditability Theory we contacted three 
professors who agreed to help, two business professors and one mathematics professor.

Second, in order to establish a program we had to become familiar with what financial 
literacy was and how it affected our target public. We accomplished this by researching 
academic journals and informational websites then constructed a literature review 
documenting our research. 

6
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Third, we had to find effective places to hold the sessions. This required a review of Allen 
County high schools and community centers. We chose these because students, young adults, 
woman who are head of house and low-income families are our target public. We developed 
contacts at Allen East High School, Lima Shawnee High School, Lima Bath High School, 
Rhodes State College and University of Northwestern Ohio, as well as the YMCA, YWCA 
and Crossroads Church. 

After establishing our initial contacts we constructed our presentation. We had tailored it 
to the high school setting since the majority of our contacts were high schools. We created 
a PowerPoint presentation from the information provided in the SmartEdge workbook. We 
felt as if the information in this workbook was ideal for high school students because it was 
basic enough for them to understand and create an interest in finances. We created another 
PowerPoint as a trivia game that tested the information we presented to the class. This game 
was called “Betting The Bank” and had the students split up into teams. Each team was 
handed $200 play money and depending on how well they knew the answer they could bet 
any amount they wanted. This game was effective and provided excitement to the session 
since the winning team received prizes. These prizes were donated to us from various Ohio 
Northern University departments and ranged from T-shirts, stress balls, pens, hats and 
flash-drives. We used this trivia game in three of the four sessions. For the one session that 
we did not use the trivia we had a budgeting activity that was brought in from one of our 
business professor contacts. She walked through this exercise to the students explaining 
how to budget and provided a worksheet that allowed them to see first hand the benefits of 
creating a budget. We had also written a pretest and posttest that was distributed before and 
after the session to gather information from the students and gauge what they thought of the 
presentation. 

Outcome Objective #2 - Failed
We did not obtain our objective to hold five financial literacy sessions nor did we reach 150 
people. We had made the necessary arrangements and contacts to have five sessions with 150 
people but due to many conflicts our sessions at the other locations did not happen. In the 
end we held four sessions at Allen East High School reaching 52 people. 

We had established contacts from Allen East High School, Lima Shawnee High School, Lima 
Bath High School, Rhodes State College, University of Northwestern Ohio, YMCA, YWCA 
and Crossroads Church. We heard back from Allen East and the YMCA the representatives 
developed times and dates for us to hold our sessions. Shawnee High School was very 
interested to have us come in but despite many follow up emails and phone calls on our 
part, they did not continue any further communication with us. Also, the rest of our contacts 
would not cooperate with us, respond to our phone calls, emails and follow-ups or were not 
interested in the program.  

We had also anticipated greater numbers than we had reached. The guidance counselor from 
Allen East had told us that there were 78 senior level students that we could talk to but we 
had only reached 52. This was because the 26 other students were attending a vocational 
school during the time of our sessions. 

We had a session scheduled at the YMCA but we had zero attendance. Despite having a flyer 
distributed a week in advanced, we there have been external factors that may have caused 
this. One factor was that the Black Achievers group meets regularly on Saturday; our session 
was on a Tuesday so if people had commitments at that time then obviously that could not 
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attend. Another factor was that we have been experiencing heavy snowfall and many 
public school closings. Our session on Tuesday, February 22, was one of these snow 
days. The final factor was that we could not reschedule the session was because our 
spring break was the following week. 

Conclusion
The Bateman competition provided a challenge for PRSSA members to work with Ally 
Financial and promote financial literacy. Our team crafted a campaign plan to attack 
this challenge and set out to reach 150 people in the Allen County area by holding five 
workshops about financial literacy. 

Our team faced many challenges but in the end we deemed the campaign a success. 
Challenges that our team encountered was gaining connections in area high schools, 
area churches and commitment for the workshops. These challenges did not weary our 
team, but encouraged us to put our best work into those workshops we did hold. 

Financial literacy is an extremely important issue that affects many of our population. 
Our team devised workshops to be educational and interactive. We wanted the audience 
to gain knowledge about financial literacy and retain that knowledge by reinforcing 
finances with an interactive element. 

8
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Introduction

 The United States as a whole has been struggling financially the past few years.  As Baby Boomers 
dip into retirement money, Millenials are only beginning the journey into the financial world. Currently, 
27% of Americans are financially unaware.  To educate those who are financially illiterate, Ally Financial is 
taking steps toward making financial choices more easily understood.  However, before the company can 
educate future bankers it must handle an issue of its own.   

 Ally recently rebranded itself from its former name, GMAC. As a result, the company also developed a new 
approach to banking, as well as new campaign strategies. Our research indicates that the majority of young 
adults and women are not financially conscious. Ally has made its new services convenient and accessible 
to target audiences in order to accommodate these issues.  Services that the bank is implementing include 
live 24/7 customer service and no monthly fees, and consistent, competitive rates with no minimum 
deposits (Ally Bank, 2010).    

History of Ally Financial

Ally Financial has a new approach to banking. This is ideal to new customers because a renewed 
image of the bank and the idea of banking project a positive perception of the firm and the industry.  To earn 
customer’s trust, the company must dig into its past and improve its services to avoid earlier mistakes and 
begin advertising the company in a better light.  

Ally was originally branded as GMAC in 1919 (Ally, 2010).  When the company was branded under 
this name, it worked with General Motors (GM).  Partnering with GM, the company offered financing 
for automobile companies and customers.  GMAC then branched out into retail banking to attract a new 
market (Ally, 2010).  However, as GMAC attracted new customers its partner began to falter financially.  

As years went by, GM struggled financially, which also had an effect on GMAC.  According to 
Aparajita Saha-Bubna (2010), GMAC owed $16.3 billion dollars to taxpayers. GMAC saw itself weakening 
and realized it had to get out of this situation.  In May of 2010, Ally Financial was created.  

According to the Wall Street Journal, Ally Financial is attempting to steer away from the poor 
reputation that was conjured by customers after GMAC faced financial issues in 2010.  To make Ally more 
appealing to customers the bank offers: Classic CDs, No Penalty CDs, online savings accounts, and money 
market accounts. However, the most distinctive service is Ally’s (2010) “no penalty CD,” which allows 
customers to “lock in a great rate while still retaining the flexibility to break the CD without penalties.” 
These CDs give customers more independence, but the bank is still accessible and willing to help with any 
issues that customers have with their banking needs.   

Additionally, Ally is offering customers a 24-hour hotline, as well as, online banking.  To make 
these new offers appealing, the company has promoted these services through commercials, radio, and the 
web (Bank Savings Review, 2009).  Through these strategies and new efforts, Ally hopes to gain a stronger 
customer base.

Campaigns of Ally Financial

With the rebranding of GMAC bank to Ally Financial in May 2009, the company steps out with 
a new campaign launched on September 20.  The campaign features three TV spots with a focus on why 
its customers love Ally Financial.  The TV spots highlight customer satisfaction in his or her bank in a job 
applicant’s interests a dog owner teaches the pet to speak “we love our bank,” to a musician adds a lyrical 
ode to his bank.  To promote customer satisfaction with Ally Bank (2010), which according to a survey 
conducted by the company has more than a 90% customer satisfaction rate, each new TV spot ends with the 
slogan: “Ally.  Do you love your bank?” Previous ads from May 2009 compare Ally to other banks, where an 
“unscrupulous man” in the commercials represents the opposing bank.  The new advertising strategies are 
aimed to emphasize Ally’s customer friendly services and easy accessibility.  The bank offers four quality 
services with no start up fees or monthly fees.  These services include: Interest Checking High Yield 
CD, No Penalty CD, and Raise Your Rate CD.   Ally aims to keep the customer happy by offering 24/7 
customer service, online banking, competitive rates, interest checking and more.  Ally is also a member 
of FDIC (PRnewswire, 2010).   Last year’s advertisements from the previous campaign were designed 
to introduce Ally as well as highlight features and services of the bank.  Ally Financial’s new campaign, 
which also includes other channels of communication such as radio, print materials and online promotion, 
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has a new focus on emphasizing the company’s customer-friendly services, products and features like the 
previous campaign, but also reflects the success of Ally so far and focuses on why customers love this bank.

Ally Financial is also on track for removing riskier assets and improving performance in order to 
continue lessening the dollar amounts the former GMAC bank has in mortgages.  By cutting back risky 
assets, Ally is able to earn back a considerable amount of what was lost in the first six months of 2009.  Ally 
Financial is the primary lender to General Motors Co and Chrysler Group LLC and maintains itself as the 
top provider of new car financing in the United States.  Worldwide, Ally has boosted consumer financing 
by more than 30% (Ally Bank, 2010).  GM will continue to have an important and mutually beneficial 
relationship with Ally Financial, which finances more loans to GM customers than any other subprime 
relationship with the automotive company.   CEO of Ally Michael Carpenter said, he has “high hopes for 
the future of the bank by focusing on GM and other areas of auto lending” (Ally 2010).  The automotive 
companies to which Ally gives subprime loans, he notes, determine much of the success (Ally Bank 
2010).  Their continued relationships with GM and Chrysler demonstrate the strength and success of Ally 
Financial, even through the credit crisis in the United States.

The campaign is part of Ally’s new strategy to present a positive image: to give positive image 
to current and future customers.  With a positive image, Ally attempts to set itself apart from other 
banks.  Another reason Ally decided to advocate a more upbeat image campaign was to erase the old 
advertisements that marketed that other banks were not treating customers fairly.   An article titled 
“Ally Bank to Launch Campaign Reflecting Strong Customer Satisfaction” (2010), says that with the new 
campaign the company hopes to build a stronger customer-base and building strong brand awareness for 
the future. 

Based on recent popular press, people and companies are beginning to take notice of Ally.  Ally’s 
new direction and determination to not repeat the past has contributed strongly to its new blooming 
satisfaction rating.  Bloomberg Businessweek along with PR Newswire have praised Ally and the new 
changes it is bringing to the table (Campbell, 2010).   If big companies are turning their heads, it will only be 
a matter of time before individuals start to do the same.

Young Adults

The Millennial age generation has a spending power of $172 billion a year, yet people under 25 are 
filing one-fourth of bankruptcies in the country. They are spending money they do not possess, and do not 
have efficient ways to pay the deficit. Research conducted by Lusardi, Mitchell and Curto (2010) shows that 
only 27% of young adults knew about inflation and risk diversification. “Without adequate guidance or 
information,” says Cudmore (2010),  “Most young adults must learn how to manage their money by trial 
and error, and they often join the workforce without knowing how to balance their checkbooks or control 
their credit card spending“ (pg. 2).

There is a concern that young adults, especially those looking to attend college, are in desperate 
need of financial literacy.  Author Adrienne Kezar  (2010) said, “Most low-income high school students are 
not educated about the complex finances involved in attending college.” (p. 35).  With this problem at hand, 
research has been conducted to find ways to solve this dilemma is through financial education.

 Kezar  (2010) notes that financial literacy education will “establish a campus wide task force, 
integrate financial education into the curriculum, and increase educational offerings through campus 
services” (p. 35).  These are not implications that can be easily done. Perseverance must be used in order to 
help current and future students have success with financial experiences.  It is imperative to start helping 
these young adults now, as each year more young adults are falling into debt (Kezar, 2010).  

 The hope for college students is not lost.  If colleges and universities want to see higher enrollment 
numbers, they must start educating students on financial stability.  Kezar (2010) states that, “the status quo 
is unacceptable.  If colleges want to improve low-income student retention and graduation, things must 
change” (p. 35).  California State University at Northridge and Texas Tech University have already begun 
developing a financial literacy program, and hopefully other schools will take notice. 
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Indentity Force and CampusWatch Program

One company that is trying to actively combat this situation is Identity Force, a leader of credit 
management.  It offers financial literacy courses through the new program CampusWatch, which targets 
college students and educates them about financing their money during college and in later years.  

 Through this program, students get hands-on experience with handling their money through 
security-enabled text messages and e-mails.  Students learn about their debt, which includes private and 
credit card loans.  Most importantly, students need to learn how to handle their student loans, as 20% of 
students will graduate with more than $30,000 in debt (Identity Force, 2010).  

 The study completed by CampusWatch and researched by Identity Force (2010) demonstrates that 
another subject this program teaches about is identity theft and fraud.  College students are 50% more at 
risk of theft due to an open-campus atmosphere.  To help reduce this risk, CampusWatch is providing a 
course to better educate students about protecting social media sites, malware, phishing sites, etc.  

 CampusWatch also provides an informational session about what not to place on the Internet.  
It educates students that those who place derogatory remarks on social media sites as well as also 
inappropriate photos will have trouble finding a job.  Employers also investigate applicant’s credit reports, 
or what they call “financial resumes” (Identity Force, 2010).  It is important for college students to become 
aware of and familiar with these issues to manage their future. Education and knowledge of financial 
literacy can allow students to make wiser decisions on how to spend, save, and invest their money.

Gender Differences 

A recent survey conducted by Matthew Ford and Daniel Kent (2009) assessed gender differences and 
the affect they have on financial literacy. The study found that “gender-based differences in market-based 
financial literacy have been evident.  Studies suggest that, on average, women are less knowledgeable than 
men about markets and investing” (p. 7).  

To back up their findings, the researchers conducted further studies and found that a larger 
percentage of men take financial related courses than women.  By taking more quantitative, or math-based 
courses women may increase their financial literacy (Ford, 2009).  The two researchers also developed three 
hypotheses as to why women are financially illiterate.  The first reason hypothesized is due to a feeling of 
intimidation in women.  Women are scared of numbers because they do not feel as educated in this area, 
and, thus, do not want to take math-based courses.  Not only are women intimidated, Ford and Kent (2009) 
propose a second hypothesis that this feeling of intimidation is due to a lack of interest because women do 
not find financial markets as appealing compared to their male counterparts.  Lastly, the researchers’ third 
hypothesis suggests that a majority of women are unaware of financial problems that take place in their 
surroundings.  After much investigation, the researchers found that college women’s cumulative GPAs were 
higher than men’s, averaging a 3.12 compared to 2.86, but men still dominated in finance courses, averaging 
a 4.1 out of 5 compared to women who had an average of 3.0 (Ford and Kent, 2009, p. 10). 

Women and Financial Literacy

A general concern in society is the lack of financial knowledge in those approaching retirement 
ages, especially women.  The women who are approaching retirement have low levels of financial wealth 
or assets.  Lusardi and Mitchell (2008) focus on how “baby [boomers] are approaching retirement with 
perilously low levels of financial wealth and virtually no assets other than their homes”(p. 413).  It is 
possible that the problem resides in the lack of financial literacy among women age 65 to 70.

Likewise, research done by the authors shows that financial knowledge and planning are 
interrelated; i.e. women who display high financial literacy are more likely to plan and be successful in 
financial planning.   Rather than implementing one-time financial literacy programs that would be less 
than beneficial in reshaping long-term planning and saving decisions, the chances of retaining more 
benefits would result from a program that addressed fundamental differences in their preferences, saving 
needs, and financial knowledge (Lusardi and Mitchell, 2008).  A new Web resource called LearnVest which 
teaches women about financial literacy, states that women who are earning an income larger than their 
male counterparts are not informed about how to invest these earnings.  To make this website appealing 
to women, creator Alexa VonTobel places stylish pictures representing banking and auto industries.  The 
webpage offers online boot camps that teach women about trading stocks to learning about mortgages.  
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Also on this website, women can keep track of their spending and learn how to take care of a budget.  If 
women do not have access to a computer, they can receive a daily text in conversational format telling them 
tips on how to plan and invest wisely (Macsai, 2010).

Lusardi and Mitchell (2008) conducted surveys for a recent study that showed only about 62% of 
the women surveyed answered the questions about financials correctly.  The importance of answering 
the questions correctly among female heads of household was stressed because much of their financial 
knowledge becomes relevant when making decisions regarding credit card and mortgage financing rates.  
According to Lusardi and Mitchell, (2008), “It is surprising that so many were unable to respond correctly, 
particularly because these older women have most likely made numerous decisions involving interest rates 
over their lifetimes” (p. 414).  

The question then remains; does financial literacy affect retirement planning? The study conducted 
by Lusardi and Mitchell states that the failure in women in the “close to retirement age group” to 
successfully plan for later in life financially is because they are financially illiterate.  Also, there are a number 
of variables that can determine why one of these women may have never become financially literate.  Most 
of the variables deal with demographic aspect, for example, race, age, marital status, education and whether 
or not said female is a part of the Baby Boomers (Lusardi and Mitchell, 2008).  Financial illiteracy is more 
common in women who lack a higher education and are unmarried due to divorce or widowing, especially 
older women in the United States.  

 However, the study concludes that financial literacy is important among women, especially for those 
who are the head of the household and are planning for retirement.  Lusardi and Mitchell (2008) state “our 
findings raise concerns about the ability of women to make sound saving and investment decisions over 
a long retirement period” (p. 417).  With that said, there are still unanswered questions concerning why a 
higher rate of financial illiteracy is found among women and which ways would be best for addressing this 
type of literacy within this segment of the population (Lusardi and Mitchell, 2008).

Financial Literacy in Low-Income Families

 In the U.S. banking system, electronic banking, or e-banking, has become one of the most popular 
and convenient ways for people to conduct daily transactions, and over the last decade, usage has increased 
significantly.  Between the years of the millennium, the use of online banking increased by 47% (Servon and 
Kaestner, 2010).  In 1994, only 150,000 people used online banking and by 1999, 3.2 million people began 
using online banking.  As of late 2004, 44% of all Internet users and one-quarter of all adults were using 
online banking.  A family’s financial status and literacy is tied into their use of online banking.  The lack of 
financial literacy in low-income families, as well as the digital divide, are two of the issues that discourage 
these individuals from obtaining the benefits associated with computer banking (Servon and Kaestner, 
2010).  However through the use of programs designed to promote financial literacy education, the authors 
of the article, “Consumer Financial Literacy and the Impact of Online Banking on the Financial Behavior of 
Lower-Income Bank Customers,” suggest that low-income families will be better equipped to handle the 
digital divide and all that online banking has to offer.  People who lack financial literacy are usually those 
who reside in distressed communities and are less likely to understand financial products or understand 
the implications of the transactions into which they are entering (Servon and Kaestner, 2010, p. 274).  This 
means, the public, especially those within low-income families, must learn what the term “financial literacy” 
means and how financial literacy education can improve a family’s future with banking.

 That being said, financial literacy can be defined as the ability to understand and make use of 
financial concepts.  (Servon and Kaestner, 2010, p.  273).  Likewise, online banking is a major part of 
financial literacy as a form of emerging and established technology, therefore the ability to understand 
the proper way to use the concept becomes important when targeting low-income families.  However, 
the problem arises when considering that most low-income families do not have access to mainstream 
financial institutions such as banks and credit unions.  More than likely, the lack of availability is due to 
poor credit histories, insufficient and inconsistent cash flows and a lack of financial literacy.  Not only are 
these variables contributing factors, but also race and gender discrimination also play a role (Servon and 
Kaestner, 2010, p. 273).  According to Servon and Kaestner (2010), 22 million Americans are unbanked and 
even more are underbanked, which means that people from low-income families are not receiving banking 
opportunities, do not have any banking options available to them, or are not taking advantage of their 
banking systems.  
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 In addition to the statistics shown, additional research shows that lower income families tend to 
have high debt to income ratios and are relatively more likely to make late payments, thus resulting in 
paying more for credit.  Because of this, Carr and Schuetz (2001) theorize “lower-income families’ nonuse of 
traditional financial services occurs for complex reasons including: unfamiliarity with banking and savings 
services, not writing enough checks to justify an account, and distrust of mainstream financial services 
providers” (Servon and Kaestner, 274).  However, research from Servon and Kaestner (2010) also shows that 
individuals from low-income families are the ones who are working the most and managing money as a 
result of the welfare reform, and, thus, are the individuals who need financial literacy the most.  

 With the increased need for financial literacy, banks are now beginning to see the benefits of meeting 
the need of financial literacy.  “Banks will benefit by (1) moving people from alternative to mainstream 
financial institutions, (2) getting people to save and invest more, and (3) educating people about products 
that meet their needs and then purchasing these products” (Servon and Kaestner, 2010, p. 278). 

Financial Literacy Education

 Similar to low-income families where there is a lack of financial literacy among the community, 
education in this area will become more important as the world of banking and financing changes.  
According to Ben Steverman (2009), “it’s more essential than ever to educate Americans of all ages about 
how money works” (p.  16).  The financial literacy education is even more important in light of the recent 
recession, and because financial education has seen a significant decline across the nation.  America has 
never held high saving account rates, but even those percentages have plummeted to lower numbers. 

Thus, Americans must find a way to turn the decreasing numbers around to show signs of 
improvement.  One way to make that a success is through education in school systems and through the 
government.  “Advocates for financial literacy are seizing on the economic crisis as an opportunity to 
confront the issue directly,” (p.  16) states Steverman’s (2009) article about financial literacy education.  
Research in Steverman’s article, “Financial Literacy: The Time is Now” shows these opportunities to 
confront the financial education issues, are being set into motion.  New graduation standards are being set 
in place for high school students.  Now, graduating high school students must take a personal finance/
business course in order to receive a high school diploma (Steverman, 2009).  Educating students earlier in 
their academic careers is the path many believe needs to be taken in order to resolve the financial literacy 
crisis.  

However, the question of how to resolve the financial issues for those who already find themselves in 
debt or are adults who remain uneducated about financial situations, need to be answered.  The Obama 
Administration has begun creating a solution through the implementation of a government agency called 
the Consumer Financial Protection Agency (Mandell and Schmid, 2009, p. 16).  The purpose of the CFPA 
is to create a policy that will set up guards so financially illiterate Americans cannot fall into deep holes 
of accumulated debt.  Though, the questions that still remain concern whether or not society will gain 
anything from the available knowledge and use those opportunities to become more financially literate.  
While there is no answer to these questions currently, the hope is that people take advantage of educational 
programs and begin to help reverse the literacy issue.

 To further address these issues, a study conducted by Lewis Mandell and Linda Schmid (2009) 
examined 79 high school students who had taken a personal finance course against a group of students who 
had not taken the same course.  Then, all members of the study were asked to answer the question, “How 
can education, which is correlated to financial literacy, improve financial behavior without first improving 
financial literacy?” (p. 16).  After evaluation, the study found that many respondents to the question could 
not remember if they had taken a course in money management or personal finance in high school, which 
makes the impact of the education unclear.  However, according to the Jump$tart surveys conducted by 
Mandell and Schmid (2010), some positive findings were discovered. First, the study illustrated that some 
of what is learned in high school financial education classes may lie dormant in the minds of students until 
much later in life when they have sufficient resources to utilize what they have learned.  The student will 
have no need for the information until the knowledge actually has to be applied.  The second conclusion 
gleaned came from respondents that graduated high school between 1964 and 1983, including families that 
were affected by the war and the depression, which means the attitudes towards growing up within these 
families could be different.   Thus, the study is inconclusive concerning a meaningful positive impact for 
those taking a financial course.
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Conclusion

 After research was conducted, there are many groups of people who are not financially literate.  
These members of society range from high school and college students, to women and to low-income 
families.  The lack of ways to find and receive education about being financially responsible and literate is 
problematic for remedying this illiteracy.  These different groups either have no ways to obtain education, 
such as the low-income families, or are ignorant about the need to be financially literate, such as young 
adults and college students 

 Another variable observed through research were women nearing retirement, widowed and heads of 
estate, many of which were not financially literate.  Women nearing retirement are less likely to know how 
to plan for a financial future for a successful retirement because their spouses previously took care of the 
family’s financial needs.  Thus, many of these women do not feel as though education in financial literacy 
is necessary or will be effective to be financially responsible.  Likewise, men are statistically more likely to 
enroll and be successful in financial courses than women.  

 In conclusion, the best way to increase the financial literacy of Americans of all ages is through 
education.  Since the recent recession throughout the nation, society has shown a significant decrease in 
its knowledge of money management and finances.  According to research, the best way to improve these 
declining numbers is through education and programs that promote financial literacy.  With Ally Financial, 
the renewed bank aims to educate these groups of people about the benefits of banking and financial literacy, 
as well as raise encouragement to take advantage of the available opportunities.  
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Appendix B

Budget
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Itemized Expenses

Printing:
 
  5 Planbooks - $30.00 each
 
Miscellaneous:

  Batteries - $2.29

  Notcards - $1.50

  Play money - $3.00

  Thank You cards - $5.00

Total Cost:

  $161.79
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Itemized In-Kind Donations

ONU Merchandise:
  
  4 T-Shirts

  10 Pens

  3 Polar Bear Stress Relievers

  2 Flash Drives

  1 Drawstring Bag

  1 Coffee Mug

  1 Plastic Back Massager

  1 Ball Cap
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Appendix C

Contact Sheets
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Bateman Contact Sheet

Randy Woods
Allen East High School, Guidance Counselor
woodsr@ae.noacsc.org
419.648.3333 ext. 2004

Angie Rex
Shawnee High School, Guidance Counselor
rexa@shawnee.noacsc.org
419.998.8011

Deb Dieringer
Shawnee High School, Business Dept.
dieringer@shawnee.noacsc.org

Tami Reed
Shawnee High School, Business & Computer Ed.
reedt@shawnee.noacsc.org

Sharri Miller
Bath High School, Guidance Counselor
millers@bathwildcats.org
419.221.0366 ext. 2162

Jennifer Brachock
Bath High School
brachockj@bathwildcats.org
419.221.0366 ext. 2111

Brenda Rizor
Rhodes State College, Management and Marketing 
Professor
Rizor.b@rhodesstate.edu
419.995.8431

Dean Hobler
University of Northwest Ohio, Dean of Business
dahobler@unoh.edu
419.998.3103

Scott Parsons
YMCA Lima
419.223.6045

Brenda Bowerstock
Crossroads Church of God
Brenda@limacrossroads.org
419.229.4074

Angie Meyer
Lima Chamber of Commerce
ameyer@limachamber.com

Carrie Calvelage
Superior Federal Credit Union
ccalvelage@superiorfcu.com
419.879.4865

Susan Schertzer
Ohio Northern University, Marketing Professor
s-schertzer@onu.edu

Kay Zekany
Ohio Northern University, Accounting Professor
k-zekany@onu.edu

David McClough
Ohio Northern University, Economics Professor
Mcclough@onu.edu

Sandra Schroeder
Ohio Northern University, Mathematics Professor
Schroeder@onu.edu

Karla Geise
Ohio Northern University, Alumni Affairs
geise@onu.edu
419.772.2685
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Appendix D

Pretest & Posttest 
Data

Final Financial ForecastRev.indd   28 3/25/11   9:31 AM



 Pretest

 Name:

 Address:

1. Do you have checking and/or savings account?

Checking Savings Both  None

2. Do you have a debit or credit card?

Debit card   Credit card   Both   None

3. How do you obtain your income?

Job Allowance Other: ________________________

4. Have you ever saved toward a certain item or trip? If yes, what was the item/trip and                          
how much did it cost?

Yes  No  _______________________________

5. Do you have monthly bills? If yes, what are they for?

Yes  No  ________________________________

6. Do you plan to pursue further education after high school?

Yes  No

7. Which type of banking do you prefer?

Online  At the bank

 DISCLAIMER: Your name and address will not be released to any third party, nor will it    
 be used for marketing strategies. All information is for educational purposes.
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 Pretest Results
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 Posttest 

 Name: 
 Address: 

 1.Do you feel more informed about how to use your checking and/or savings account?

  Yes No Indifferent 

 2. On a scale of one to seven, how helpful was this program in helping you learn more about financial literacy? 

 Not Helpful                    Somewhat Helpful      Very Helpful 
         1       2            3                      4           5       6  7 

 3. Do you plan on budgeting more efficiently after this presentation?

  Yes No

 4. If you plan on establishing good credit after this presentation, please explain how will do this.  

  _______________________________________________________________________________________________
 
  _______________________________________________________________________________________________ 

 Posttest Results
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Appendix E

Promotional Material
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Appendix F

Presentation Material
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S 

Your Financial Forecast 
Presented by Karlie Franco, Courtney O’Banion, Rebecca Risner and Joseph Sasak 

What is credit? 

S  The word credit can be used in two ways: 

S  Credit can allow you to buy now and pay later 

S  Credit is also a person’s reputation for paying bills 
when they are due 

Consequences of  bad credit   

S  You may be charged a late fee 
S  Anywhere between a few dollars to a percentage of  

the balance due 

S  Your credit card may be frozen  

S  So you can’t make any more purchases 

 

Importance of  good credit 

S  Your employment 
S  Some employers require a credit report 
S  Poor credit could mean you are not offered a job 

S  Your living accommodations 
S  Landlords regularly request credit information for 

applicants seeking an apartment 
S  Landlords do not want tenants who do not pay their 

bills 

Important of  good credit 

S  Your finance rate 
S  Individuals with better credit histories can generally 

negotiate lower finance rates than those who are 
greater risks 

S  Your convenience 
S  Renting a car, making hotel reservations and 

hundreds of  other transactions are much easier if  you 
have a credit card 

S  Credit cards may be difficult to obtain if  you have 
bad credit 

Why do you need credit?   

S  If  you have no credit history, creditors have a 
limited basis on which to make a decision 
about whether or not to give you credit 

S  If  you are over the age of  18, you can establish 
credit by obtaining a gasoline or department 
store credit card and make payments on time 
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What is a credit report 

S   A credit report is a document that contains 
information about you and your payment history 

S  Your credit report provides useful information and 
the answers to questions as: 
S  Do you pay your bills on time? 
S  How many credit obligations you have? 
S  What is the total amount of  credit that has been extended 

to you? 
S  How much do you actually owe on all of  your accounts? 

Consequences of  bad credit  

S  You could face legal action 
S  Such as garnishing your wages, where your 

employer is forced to send a portion of  your pay to 
the creditor before you get your check 

S  You could lose your property 
S  Creditors may seize, repossess, or foreclose on your 

property, such as your car or home 

What’s in your credit report? 

S  Personal Identification Information 
S  Your name, spouse’s name, Social Security number, 

current and previous addresses, birth date, and current 
and previous employers 

S  This information comes from your past credit 
applications, so it is important to completely and 
honestly fill out forms every time you apply for credit 

S  Public Records Information 
S  Includes bankruptcies, tax liens and monetary judgments, 

and – in some cases – overdue child support 

What is a credit score? 

S  Credit scoring is a scientific process where a 
mathematical model determines a consumers credit 
risk by comparing information about one consumer to 
the credit performance of  many others with similar 
credit profiles 

S  Scores range from 300-850 
S  The higher the score the less risk you are 

S  Aka: The higher the score the better 

Four things that  
make Creditors smile J 

S  1.) You pay your bills on time 

S  2.) You have a small amount of  total debt 

S  3.) You don’t have a lot of  open credit 

S  4.) You are stable and responsible 

  

Denied credit? 

S  Be sure to find out why you are denied 
S  Ask for an explanation when you receive 

notification 

S  Reasons for denied credit could be something 
simple like not being employed, living long 
enough in the community or it may be that you 
have too many outstanding debts 
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Weak credit on your own? 

S  A creditor may allow you to have a co-signer sign the 
finance contract with you in order to make up any 
credit weakness 
S  A co-signer is a person who assumes equal responsibly for 

a contract or lease agreement 

S   The creditor will evaluate your co-signer’s and your 
creditworthiness both individually and combined 
S  A co-signer needs to know that he/she assumes equal 

responsibility for the contract, and the account history can 
be reflected on the co-signer’s credit history as well 

Budget –  
the key to living within your means 

S  The best way to ensure you build and maintain 
good credit is to live within your means 

S  What is a budget? 
S  A tool commonly used to measure expenses against 

income 
S  A written plan that helps people manage their 

money 

A budget helps keep you on track 

S  A budget allows you to analyze: 
S  How much money is coming in 
S  How much money is going out 

S  How much is left over for major purchases, like a 
new or used vehicle 

How to create a budget 

S  First, collect all you bills: 
S  This includes your credit card statements, your checkbook 

register, and receipts for gas, groceries and anything else you 
buy with cash, check or a debit card 

S  Use a budget checklist  
S  Write down expenses and check them off  when you pay them 

S  When you know what expenses are needed, versus what 
expenses are for wants, you’ll be in great shape to make 
budget adjustments – as necessary – to help save for the car 
or home of  your dreams. 

 

Pay yourself  first 

S  Decide on a certain amount to deposit into a 
savings account each month, 5-10% 

S  This will allow your money to grow that can 
really pay off  in the long run! 
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Betting The Bank 
A financial literacy quiz game! 

Late 
fees 

Frozen 
Card 

Denied 
Services 

Face 
Legal 

Action 

Lose 
property 

Your Employment Your living 
Accommodations 

Your Finance Rate Your Convenience 

Question #2 

Falling behind on payments can cause serious financial problems for years. 

Question #1 

Establish credit by obtaining a gasoline or department store charge card 
and make payments on time. 
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Question #3 

What’s contained in your credit report can impact both the decision to grant you credit 
and the rate that you will pay. 

What is the 
total amount 
of credit that 

has been 
extended to 

you? 

How many 
credit 

obligations do 
you have? 

Do you pay 
your bills on 

time? 

How much do 
you actually 
owe on all of 

your 
accounts? 

Question #4 

Your credit report does not contain any personal information (race, religion etc) or 
information about your checking or savings account or major purchases paid with cash 

or check. 

Public Records 
Information 

Adverse/Collection 
Account Information 

Credit Account 
Information Inquiry Information 

Personal 
Identification 
information 

Question #5 
You pay 

your bills 
on time 

You have a 
small 

amount of 
total debt 

You don’t 
have a lot 
of open 
credit 

You are 
stable and 

responsible 
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Question #6 Answer 

 

Question #7 

For more information on credit scoring visit www.myfico.com 

Question #8 

When you know what expenses are needed, versus what expenses are for wants, 
you’ll be in great shape to make budget adjustments – as necessary – to help 
save for the car or home of your dreams. 

Answer 

Answer 

How much 
money is 
coming in 

How much money 
is going out 

How much is left 
over for major 

purchases, like a 
new or used 

vehicle 
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Question #9 

 

Answer 

 

Question #10 

 

Know your monthly budget – Then you will know how much you can afford to spend 
on any big ticket item like a car or home 

Answer 
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Appendix G

Pictures
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