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Good morning Chairman Espinal and members of the Committee on Consumer Affairs. I am
Lorelei Salas, the new Commissioner of the Department of Consumer Affairs (“DCA”). I'm
thrilled to be here today to introduce today’s testimony on behalf of the agency. While I had the
honor of being initially appointed by Mayor Bill de Blasio last month, today is, in fact, just my
fourth day on the job.

I am thrilled to be leading an agency with such a broad and important mission, and in particular,
I’'m honored to take on the task of establishing the Office of Labor Policy and Standards within
DCA. The agency’s success is undoubtedly predicated on maintaining a close and proactive
relationship with the Council and I hope to continue to build on the strength of our existing
relationship.

While I am unable to stay for the entirety of today’s hearing, I eagerly look forward to our close
collaboration in the future, from working together in your districts to testifying at additional
hearings. With your permission, I would now like to ask Nicole Smith, the Deputy Director of
DCA’s Office of Financial Empowerment (“OFE”), to provide testimony on behalf of DCA.
Thank you so much for the opportunity to speak with you, however briefly, today.

Thank you, Commissioner Salas. Good morning Chair and members of the committee. I am
Nicole Smith, Deputy Director of OFE and I am joined today by my colleagues Amit Bagga,
Deputy Commissioner of External Affairs, Mary Cooley, Director of City Legislative Affairs and
Casey Adams, Deputy Director of City Legislative Affairs. We thank you for inviting us to
testify about important issues related to consumer protection and financial education outreach as
they pertain to women, seniors, and immigrants and also extend our thanks to you, the Speaker, '
and others, for sponsoring the three bills we will be discussing today.

DCA'’s overall mission is to empower consumers and businesses alike to ensure a fair and
vibrant marketplace. The agency licenses approximately 80,000 businesses across 54 different
industries, mediates complaints between consumers and businesses, conducts patrol inspections
and legal investigations, educates businesses about laws and rules, and enforces New York
City’s Earned Sick Time Act, commonly known as the “paid sick leave” law, and the Commuter
Benefits Law. In addition to its licensing, consumer protection, and labor-related work, DCA
operates the Office of Financial Empowerment (“OFE”).

OFE was founded in 2006 as the first local government program in the country with the specific
mission to educate, empower, and protect individuals and families with low incomes, so they can



build assets and make the most of their financial resources. At its core, the goal of OFE’s
financial empowerment work is to ensure that New Yorkers with low incomes have the guidance
to make crucial financial decisions and access to affordable and safe products and services that
will stabilize and improve their finances in the long-term. To achieve this goal, OFE employs
several financial empowerment strategies, including: providing high-quality financial education
and professional one-on-one financial counseling; connecting New Yorkers to safe and
affordable mainstream banking products; improving access to income-boosting tax credits and
other asset building opportunities; and engaging in public outreach and legislative advocacy to
advance the cause of consumer financial protection. OFE also looks to build the financial
empowerment field through technical assistance, partnerships, and cutting-edge research. To this
end, OFE works with government agencies, community-based organizations, philanthropic
partners, think tanks, and the private sector.

Our network of more than 20 Financial Empowerment Centers provides free, confidential, one-
on-one financial counseling to New Yorkers in all five boroughs. Since the inception of the
- program, our Financial Empowerment Centers have worked with more than 40,000 clients,
helping them to reduce over $37 million in debt and build approximately $4 million in assets.
Additionally, through our annual Tax Season Initiative, which is now 14 years running, we have
facilitated the filing of nearly one million free tax returns, which has unlocked tens of billions of
dollars in tax prep fees and Earned Income Tax Credit savings for low-income New Yorkers.
Many of these New Yorkers are women, seniors, and immigrants, and we are proud to have a
long tradition of serving these populations.

As such, we are pleased to offer testimony to you today in support of Introductions 1085-A,
1086-A, and 1087-A. '

Before we detail our response to these bills, it is important for us to note that DCA does not
inquire about any individual’s immigration status, and, like a large majority of City agencies,
does not generally inquire about the age, sex, or gender identity or expression of an individual
when we receive consumer complaints or conduct enforcement.

We would also like to note that the agency already conducts targeted outreach to populations
with unique consumer protection challenges. For example, pursuant to Local Law 28 of 2015,
DCA created tips on student loans, auto financing, enrolling in a school or training program,
credit repair scams, and credit card debt targeted toward young adults that we then made
available through partnerships with the Department of Education (“DOE”) and the City
University of New York (“CUNY”). In addition to making this information available in plain
English, we also have made it available on our website in Spanish, Arabic, Bengali, Haitian
Creole, Korean, Russian, and Traditional Chinese.

I would also like to take this opportunity to note that were the bills being considered today to -
pass, one of the key messages that we would be sending to all three populations is how they can
avoid predatory or payday loans that, while largely illegal in New York State, are nonetheless
often available to New Yorkers online. In fact, it is our understanding that there are proposals
being considered by the State legislature that would make it easier for low-income New Yorkers
to access the very same types of loans that have ensnared so many low-income Americans in



other states in endless cycles of debt. DCA is deeply committed to ensuring that State and City
laws continue to prevent access to these types of loan products, and we seek to work with all of
our government, advocacy, and elected partners to block efforts that would ease access to such
products.

I will now provide an overview of the agency’s consumer protection work and advocacy, starting
with our activities geared towards women.

Women

According to a 2013 study by the New York Women’s Foundation and the Center for Research
and Policy in the Public Interest, one in four women is economically vulnerable, which means
women are more likely to face poverty, have lower earnings, and suffer longer spells of
unemployment as compared to men. Black and Latina women are 25% more likely to live in
poverty than their white counterparts. Approximately 50% of women find it difficult to talk with
others about personal finances, and only one-third of all women have a detailed financial plan.

Women are also more responsible for caregiving as compared to men, and therefore are more
likely to work part-time or take time off, which impacts their overall earnings as well as ability to
build long-term assets. According to a 2014 National Women’s Law Center study of data from
the Bureau of Labor Statistics, 76 percent of workers in the 10 largest low-wage occupations,
such as childcare workers, home health and personal care aides, and food service workers, are
women, and they make, on average, less than $10.10 an hour. DCA is particularly sensitive to
these issues, as we are the agency that enforces New York City’s Paid Sick Leave Law, which
mandates that most employers in the five boroughs provide sick leave. While, as we mentioned
earlier, we do not collect data on the sex or gender identity of individual complainants, as women
are more likely than men to be caregivers, the Paid Sick Leave Law likely has a
disproportionately beneficial impact on the women of our city.

Two of OFE’s key programs — the Financial Empowerment Centers and the NYC Free Tax Prep
campaign — also have particularly positive impacts on women. In 2015, Financial Empowerment
Centers conducted more than 16,000 financial counseling sessions, 64 percent of which were
provided to women. Since 2009, these programs resulted in $37 million in cumulative debt
reduction and $4 million in accumulated savings, and two thousand clients improved their credit
scores by at least 35 points. Additionally, we estimate that 62 percent of the more than 135,000
filers using NYC Free Tax Prep in 2015 were women.

DCA has also leveraged its enforcement and advocacy power to highlight the issue of gender-
based pricing of consumer goods in New York City. In December 2015, DCA released a study
on gender-based pricing of products: From Cradle to Cane: The Cost of Being a Female
Consumer. As part of the study, DCA compared prices of close to 800 “identical” or “nearly-
identical” products marketed differently to men and women across 35 different product
categories, such as bikes and scooters, onesies, jeans, razors, and canes. The products selected
had similar male and female versions and were the closest in branding, ingredients, appearance,
textile, and construction.



Our study found, on average, products for women cost seven percent more than similar products
for men. Additionally, women’s products were priced higher 42 percent of the time across the
entire sample. These findings suggest that over the course of a woman’s life she pays thousands
of dollars more than a man to purchase similar products. Although there may be legitimate
drivers behind some portion of the price discrepancies — such as ingredients, textiles and import
tariffs — these higher prices are mostly unavoidable to shoppers.

While current law does not prohibit gender-based pricing of consumer goods, it does prohibit
gender-based pricing of services. In the past two years, DCA has issued approximately 250
violations for gender-based pricing for services at laundries, dry cleaners, hair and nail salons,
and shoe repair stores.

I will now turn to our work focused on senior citizens.

Seniors

Seniors are vulnerable to a wide spectrum of deceptive practices and financial exploitation
schemes. While they might not be the only types of victims of such scams, seniors often fall prey
to home improvement contractor scams, “phishing” and other internet scams, predatory lending,
and identity theft. Some scams are targeted toward seniors because they are older, including
reverse mortgage fraud, power of attorney/fiduciary abuse, and Medicare and Veterans benefits
fraud, through which a senior citizen’s eligibility for Medicare and Veterans benefits might be
misused to defraud the federal government.

According to the Federal Trade Commission, one in five seniors nationwide is impacted by
fraud. Senior victims of fraud lose an average of $350 and many lose much more. It is estimated
that more than half a million seniors in New York State have fallen victim to consumer fraud,
resulting in a total loss of more than $180 million. In New York City, more than 200,000 older
adults are estimated to have been victimized by fraud, losing approximately $70 million in total.!

DCA has partnered with the Department for the Aging (“DFTA”) to produce and distribute a
“Savvy Senior” flyer to increase awareness and education around common scams targeted at
seniors and equip seniors with the tools to protect themselves. DCA created and distributed an
educational flyer about the “10 Worst Everyday Scams,” which included “grandparent” scams,
where a senior will receive an email or phone call from someone pretending to represent or be a
familial relation with an urgent request for money. DCA also produced a flyer about methods for
making seniors’ homes safer, more age-friendly, and greener, which was distributed to our home
improvement contractor licensees and included in the home improvement contractor license
application packet.

Seniors also receive free tax preparation assistance as part of DCA’s NYC Free Tax Prep
program. In 2015 and 2016, our tax preparation services included more than 200 Volunteer
Income Tax Assistance (“VITA”) and AARP Tax-Aide sites citywide, as well as online self-
preparation. Through our tax preparation services provided in 2015, more than 30% of filers
received valuable income-boosting tax credits. At these tax preparation sites, returns can be

! http://www.gillibrand.senate.gov/imo/media/doc/Senior%20Fraud%20Report.pdf
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prepared in-person by an IRS certified VITA/TCE volunteer preparer or dropped-off to be
completed by the preparer. In addition to its direct support for the tax preparation sites, the City
has unified more than a dozen free tax preparation partners under a new “NYC Free Tax Prep”
brand identity.

In order to target our free tax services to seniors, the annual tax credit campaign had eight
season-long tax sites located in senior centers and another fourteen pop-up or mobile days at
three different senior centers. DCA partners with AARP, which managed six of the eight full
- time sites, to provide these services. One of our senior-targeted mobile days was presented in
partnership with Council Member Mark Treyger at the Coney Island Seaside Innovative Senior
Center. Throughout our network of free tax preparation sites, approximately 38% of filers were
over the age of 55.

Beyond DCA’s work, the de Blasio administration is dedicated to providing programming and
support services to seniors who may be victims of scams or need assistance with financial
planning. Recognizing the seriousness of crimes of opportunity that afflict vulnerable older New
Yorkers, DFTA operates the Elderly Crime Victims Resource Center to provide direct resources
and referral services to elder abuse victims and older adult crime victims in general, as well as to
coordinate DFTA’s education and prevention efforts. DFTA administers the Bill Payer Program,
in which screened and trained program volunteers assist low-income older adults with monthly
bill payment tasks. DFTA also works in close collaboration with the New York State Office for
the Aging (“NYSOFA”), DCA and the NYPD to raise awareness and protect older adults from
scams. DFTA’s Qutreach Unit distributes information about crimes against older adults from the
Center when agencies notify DFTA about a scam, and they publicize that information to thelr
network through comprehensive outreach.

Immi ants

As we all know, immigrants may be exposed to many scams in the course of pursuing
employment, education, and immigration services. Immigrants also face unique barriers to
banking and financial services. Pursuant to its mission, DCA has done significant work to protect
and empower immigrants, which we will now describe for you. At the outset, I will say that
DCA is deeply committed to both inclusive outreach to immigrant communities and making our
services accessible to New Yorkers who prefer languages other than English. DCA’s staff speaks
a combined 17 languages and our outreach and educational materials have been translated into
up to 26 different languages. ‘

DCA has also taken steps to make it easier for business owners who prefer languages other than
English to comply with rules and regulations. DCA’s inspection checklists are easily available on
our website and most have been translated into multiple languages. DCA also allows business
owners to have their inspections conducted in their preferred language. This reform was part of
DCA'’s Small Business Relief Package, announced in July of 2014. Inspectors are equipped with
a laminated sheet of language options and business owners can indicate their preferred language
simply by pointing. If the inspector does not speak the indicated language, they will access
telephonic interpretation to assist them in conducting the inspection.



DCA, in collaboration with MOIA, played a role in the development of IDNYC as an accepted
form of identification to allow access to banking and financial services at several institutions
across New York City. New Yorkers can now use IDNYC as a primary form of identification to
open an account at Amalgamated Bank, Carver Federal Savings Bank, and others.

DCA also created the Ventanilla de Asesoria Financiera, or Financial Empowerment Window, a
program offering free, high-quality financial counseling in-house at the Mexican Consulate.
Launched in 2014, this financial empowerment program is based on in-depth, on-the-ground
research into the unique needs of the immigrant Mexican community in New York City
conducted by OFE in partnership with Citi Community Development, the Mexican Consulate,
and the Mayor’s Fund to Advance New York City. The Ventanilla program leverages the
existing trust and use of the consulate by Mexican families to provide them with the financial
information and resources they may need to participate in mainstream financial services. In just
one year, the Ventanilla provided financial education or counseling to more than 17,200 Mexican
nationals in New York and helped nearly 1,000 Mexican nationals file taxes for the first time in
the United States. To date, these numbers have more than doubled. The financial empowerment
at the Ventanilla has touched the lives of more than 44,000 Mexican nationals in New York City.

DCA values its robust and productive partnership with MOIA and the work our agencies do on
behalf of immigrant New Yorkers. DCA participated in workshops and public fora for MOIA’s
One NYC One Nation initiative, which brought together New York City’s philanthropic, public
and community leadership to strengthen immigrant communities. In addition, MOIA has helped
to spread the word about DCA services to immigrant communities. For example, the NYC Free
Tax Prep campaign included advertisements and materials translated into several languages.
MOIA'’s partnership allowed the agency to produce flyers tailored to particular communities and
spread education angl awareness about tax prep services and valuable, income-boosting tax
credits.

We will now turn to DCA’s work to protect immigrants from predatory employment agencies
and deceptive immigration service providers. Many of the bad actors in the employment agency
industry prey on the most vulnerable — New Yorkers with low incomes and immigrants. In
September of 2015, DCA announced the results of a multipronged and aggressive new approach
to holding predatory employment agencies accountable as part of Mayor de Blasio’s
commitment to reduce inequality in New York City. In the first year of the new approach, DCA
initiated more than 225 investigations into licensed and unlicensed employment agencies, issued
more than 400 violations, and secured more than $77,000 in restitution for 269 consumers who
were charged illegal and predatory fees. The announcement of these results coincided with Labor
Rights Week, during which DCA has also released its new multilingual Job Hunter’s Bill of
Rights, enabling New Yorkers looking for a job at an employment agency to know their rights.

We have also worked with various non-profit organizationsto coordinate Paid Sick Leave
workshops targeted to immigrant workers. Some of our partner organizations include Adhikaar,
Sapna NYC, Emmerald Isle Immigration Center and the YMCA New Americans Welcome
Center. We have done Paid Sick Leave workshops targeted to Nepalese, Bangladeshi, Chinese,
Haitian Creole, Korean, and Latino communities, among others.



DCA is a participant in the Protecting Immigrant New Yorkers (“PINY”) task force, composed
of state, federal, and local agencies, and district attorneys, which seeks to combat unscrupulous
practices. In addition, DCA, along with MOIA, is a lead agency on a task force targeting
immigrant fraud and encouraging victims to speak out that was convened by Mayor de Blasio
and Attorney General Eric Schneiderman.

The agency also enforces laws and rules related to immigration assistance services, or ISPs,
which are people or businesses without legal training that charge fees for immigration-related
services, frequently resulting in harm to the immigrant who is seeking assistance. DCA’s
participation in the PINY task force has allowed us to build valuable relationships with
community groups and generate complaint referrals to pursue violations against ISPs.
Unfortunately, these community groups have indicated that by the time their constituents come
to them for help the ISPs have either closed, moved on, or otherwise cannot be located.

This has, in turn, caused great difficulty in successfully mediating complaints and inspecting
ISPs. Since January 1, 2015, DCA has received 29 complaints regarding ISPs and issued
violations in 32 out of 76 completed inspections. The most common violations issued by DCA
were related to signage and contract provisions. ISP enforcement is very challenging due to the
transient and evasive nature of the providers; indeed, DCA’s 76 completed inspections were the
result of 191 attempts.

Currently, DCA provides tips on “Using an Immigration Assistance Service Provider,” available
in Spanish, Bengali, Chinese, Haitian Creole, Korean, and Russian, as well as a sample
immigration assistance service contract. We look forward to expanding our outreach and
partnering with MOIA and other stakeholders to create additional educational materials.

DCA is proud of the work we have done to reach out to seniors, immigrant New Yorkers, and
women about the consumer protection,issues particularly affecting their lives. I’d like to thank
the committee for the opportunity to testify today about the important consumer protection and
financial empowerment issues facing seniors, immigrants, and women. Educating and
empowering New York’s consumers is an integral part of DCA’s core mission and we appreciate
the opportunity to discuss some of our important efforts to reach these groups here today. My
colleagues and I will be happy to answer any questions you may have.
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Tax documents to bring to site:

[ Photo ID (such as a driver’s license, IDNYC, or [l Your 2014 tax return (if available)
passport)
[1 Verification of health insurance for each person
[l Social Security card or Individual Taxpayer listed on the return (Forms 1095-4A, 1095-B, or
Identification Number (ITIN) card or letter for 10958-C) or Health Insurance Exemption
you, your spouse, and your dependents Certificate (if applicable)
[ Birth dates for you, your spouse, and your [Tl Form 1098-T (tuition payments to attend a
dependents university or technical college)
[l Income statements or forms, including: [T] Form 1098-E (interest paid on student loans)
» Form W-2 (wages from each job) [Tl Documentation of child care payments for your

children. Bring provider's name, address, and

« Form 1093-INT (interest) Taxpavyer ldentification Number or Social

« Form 1098-DIV (dividends) Security number.

* Form 1099-R (retirement plans) [Tl Records of cash and non-cash charitable

« Form W-2G (gambling winnings) contributions

* Form 1099-G (unemployment) [0 Checking and/or savings account and routing

&

Form SSA-1099 (Social Security benefits) numbers for direct deposit of your refund
Form 10989-MISC (miscellaneous income)
Form 1099-B (sale of stock)

Form 1088-T (scholarships and grants)
Form 1099-C (Cancellation of Debt)

@
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Documentos fiscales para llevar a un sitio:

] ldentificacién con foto, tal como una licencia de
conducir, IDNYC o pasaporte

[l Su tarjeta de seguro social, la de su conyuge y
de sus dependientes o tarjeta de Nomero de
Identificacién de Contribuyente (ITIN), o cartas
de verificacién de la Administracién del Seguro
Social o de ITIN para todos los nombres en la
declaracién de impuestos

[] Su fecha de nacimiento, la de su conyuge y de
sus dependientes

[] Estados o cartas de ingresos, incluyendo:
¢ Formulario W-2 (Declaracién de salarios e

impuestos de cada empleador)

» Formulario 1099-INT (Declaracién de ingreso
de intereses)

» Formulario 1099-DIV (Declaracion de ingreso
de dividendos)

» Formulario 1099-R (Distribuciones de un plan
para la jubilacion)

» Formulario W-2G (Ganancias de juegos y
apuestas)

» Formulario 1099-G (Declaracién de
compensacion por desempleo)

« Formulario SSA-1099 (beneficios de seguro
social)

» Formulario 1099-MISC (ingresos diversos)

» Formulario 1099-B (Declaracién de ingreso
de trueque)

« Formulario 1098-T (becas educacionales)
e Formulario 1099-C (Cancelacién de las deudas)

Su declaracion de impuestos del 2014
(si esta disponible)

Verificaciéon de seguro de salud para cada persona
que aparece en la declaracién de impuestos
{(Formulario 1095-A, 1095-B o0 1095-C) o
certificado de exencién de seguro de salud

Formulario 1098-T (Gastos de matricula para
asistir a la universidad o escuela técnica)

Formulario 1098-E (intereses pagados en
préstamos estudiantiles)

Documentacién de los pagos de cuidado infantil
para sus hijos. Traiga el nombre y la direccién del
proveedor y también el nGmero de identificacién
del empleador, el nimero de identificacién del
contribuyente o el nOmero de seguro social del
proveedor de cuidado.

Registros de contribuciones caritativas en efectivo
y no efectivo.

El nOmero de cuenta bancaria y los nOmeros de
enrutamiento para solicitar el depésito directo de
su reembolso.




Be a Savvy Senior!

Reverse Mortgages — Know If It’s The Right Loan Option For You

Some homeowners may want options when it comes to accessing equity from their home, and so-called
“reverse” mortgages are growing in popularity. A “reverse” mortgage is a loan taken out against your home
that you do not have to pay back for as long as you live there. For some in need, this could be a safe option
for getting cash back from the value of your home. Having cash readily available could be used to pay bills
or prepare for emergencies. To be eligible for most reverse mortgages, you must own your home and be 62
years of age or older. Quick tip: Remember reverse mortgages are a loan — they need to be paid back, and in
time reduce the amount of money you or your estate would gain from the sale of your home if you move out
or pass on. Never pay for information about reverse mortgages - the government provides free
information. Visit www.hud.gov.

Home Improvement - Protect Your Home And Your Wallet

Elderly New Yorkers can be an easy target for door-to-door home improvement scams. Ever have someone
ring your doorbell, point to a leaky roof or a blemish on your property that “must” be fixed? Be careful — never
sign any paperwork or pay anything to anyone until you’ve checked with the City that the business is
legitimate. Ask someone you trust whether something on or in your home must be fixed — and then reach out
to a reputable contractor to get cost estimates. If you don’t, you could fall victim to fraud. It is illegal to do
home improvement work without a license or arrange loans as part of home improvement or repair work in
New York City. Call 311 or visit the Department of Consumer Affairs online at www.nyc.gov/consumers to
check if a business is licensed, file a complaint, or get more information.

Shopping On The Internet

Shopping online can save you time and hassle, but first find out if the seller is reputable. Know from whom you
are buying - if you can’t find a working number on the site, take your business elsewhere. Can you return what
you bought? Read the online refund policy and find out if you can return the item at a storefront in person.
Keep a paper trail and know when you expect to receive your purchase — print and save all records, including
the online transaction receipt, the product description, expected delivery date, and any e-mail correspon-
dence. Check your credit card statements as soon as they arrive to make sure the amount charged is correct.

Beware! Lottery And Sweepstakes Scams

Whether by phone, in the mail, or in person, there are fast money “winning” offers made everyday. A caller
says you won a big lottery prize but you must send money before you can collect. It’s fraud and you will lose
your money! Legitimate lottery and sweepstakes administrators never charge fees to deliver your prize. Never
send money and never give out your Social Security number. If you send money, you will never get it back.
If you think you have been a victim of a lottery or sweepstakes scam, including counterfeit checks, contact the
Federal Trade Commission (FTC) at www.ftc.gov or 1-877-FTC-HELP.

Door-to-door Sales, Telemarketers, And Offers By Mail

When a calier, door-to-door salesperson, or Internet contact asks for your Social Security, driver’s license, or
bank or credit card numbers, don't provide it! You could lose your identity and your money. If you decide to
buy something from a door-to-door salesperson, and they provide you with a right to cancel form, you have a
right to cancel the sale within three days of signing a contract. If no form is given, you have a right to cancel at
any time. All door-to-door sales in NYC require a receipt or contract copy that includes the date, name and
address of the seller, and must be written in the language in which the sale was negotiated.

More



Charity Solicitations

When a charity that you are not familiar with telephones you for a donation, ask for its New York State charities
registration number! Then ask the caller to send you something in the mail that you can read and think about
before making a donation. All legitimate charities must be registered with the NY State Department of Law
Charities Bureau. Questions to ask the Charities Bureau: Is the charity registered? How long has it been
registered for? What percentage of the money actually goes to the charity? Does the charity pay someone to
solicit for it? Have any complaints been filed against this charity?

Protect Your Identity - Report ID Theft

Identity theft is the fastest-growing type of fraud. Protect your precious personal information. Ask all marketing,
research, or charity callers for detailed, written information that you can check out yourself. Always ask for time
to think about the offer. Scam artists pressure you for an answer, saying the offer will expire or go to the next
person if you don’t act now; get valid references and a way to contact them and a call-back number. This is not
foolproof. Seasoned crooks are happy to give you a cell phone or unlisted number where a colleague is standing
by to finish taking your number. If you think you have been a victim of Identity Theft, contact the Federal Trade
Commission (FTC) at www.ftc.gov or 1-877-FTC-HELP. '

Getting Benefits? Go Direct!

Go Direct is a national campaign sponsored by the U.S. Department of the Treasury and the Federal Reserve
Banks to help motivate people who receive federal benefit checks to use direct deposit. Using direct deposit is
safer, easier, and more convenient than getting a check in the mail. If you receive Social Security or Supplemental
Security Income (SSH, sign up for direct deposit now by visiting www.godirect.gov or calling the Go Direct
Helpline at 1-800-333-1795 (English) or 1-800-333-1792 (Spanish) Monday through Friday between 8:00am and
8:00pm (EST). Don’t have a bank account? Ask your local bank or credit union about their low or no-fee
banking account options and read the fine print about what fees may be included before choosing what’s right
for you.

Play It’s My Money Online to Learn How to Avoid Financial Fraud
and Scams

Visit the Department for the Aging online at www.nyc.gov/aging to download the free interactive game It’s My
Money! The game will teach you about financial scams that use mail, phone, TV, and computers. During the
game, |.M. Money, a green dollar bill cartoon character, receives offers and requests for information by phone, in
person, on television, by mail, and on the Internet. The game has two units, Senior Scams Prevention and
Identity Theft Prevention. Each unit features a short story, a series of questions, and a summary of impottant
points. You can play /t's My Money! alone or with others. The game is available in English, Spanish, Russian, and
Chinese.
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Employment Agency Scams:

Too many employment agencies take advantage
of people who are looking for a job. Some
charge upfront fees, guarantee employment,
send you to jobs that don’t exist, make you pay
for training, such as security guard or OSHA
training or bartending classes, in order to get a
job. All of these things are illegal. Only use a
licensed employment agency, be sure o get

DCA’s tips first, and file a complaint if you have a
problem. Visit DCA online at nyc.gov/consumers

or call 311 to check an employment agency’s
license status and complaint history or to file a
complaint about an employment agency.

Towing Scams:

If you park in a private lot where a sign says that
it’s reserved for customers only, your car could
be towed if you leave the area. But some tow
companies will try to tow you even if you don’t
leave or will tow your car around the corner and
then try to get you to pay more than the legal
rate and to pay in cash to get your car back. If a
car is about to be towed from the iot, the drop
fee for unhooking a car is $62.50. If you’ve been
towed, the fee is $125 for the towing and three
days of storage. Tow companies must accept at
least two major credit cards. Also, if you’re in an
accident, only use the tow company called by
NYPD. It’s illegal for tow companies to just
show up on the scene of an accident and offer
to tow your car. For more tips about towing, to
check the license status of a tow company, or to
file a complaint, visit nyc.gov/consumers or
call 311. :

Immigration Assistance Scams:

If you need legal advice about immigration,
only go to an attorney or someone who is
accredited and works for an organization that
is recognized by the Board of Immigration
Appeals. Immigration service providers can
only offer clerical services and must follow
local laws about contracts, signage, and
disclosing fees. In New York State, a notary
public, or notario publico, cannot give legal
advice, draft legal papers, or review documents
for legality. Get tips about using an immigration
service provider at nyc.gov/consumers.

4.

1

o

Predatory Schools:

There are hundreds of for-profit schools in
New York City that enroll New Yorkers in
courses for everything from air conditioning
repair and cosmetology to medical technician
training. Some use high-pressure recruiting
tactics and may mislead you into taking out a
lot of financial aid and then make it-difficult to
complete your degree so you’re forced to take
out more aid. Do research about multiple
schools, don't sign up the day you visit, and
get the tuition cancellation policy in writing. If
you have a problem, call 311 to file a complaint
against a school of higher education.

Electronics Store Scams:

Some electronics stores prey on customers,
especially tourists, by selling refurbished
electronics as new and trying to sell unwanted
accessories or extra warranties that may not
cover more than the manufacturer’s and
retailer’s warranties. Recently, some stores sell
SIM cards with a special SIM card Agreement
that consumers are required to sign. Then, in
the event of data overage, consumers are
charged high rates for usage. Research the
product you want to buy and compare prices
before you shop. Only shop at an electronics
store that has a DCA license, check the refund
policy before you pay, and take the box with
you in case you need to return the item.
Examine the product closely to make sure it’s
not used or rebuilt and be sure it will work in
your hometown. Get an itemized receipt and
look closely for hidden fees or add-ons.

Parking Ticket Scam:

Beware of emails that appear to come from
the NYC Department of Finance that ask you
o open attachments or click on links to
confirm parking ticket payments. Do not open
any attachments or click on any links; ignore
and delete the email. This email is a phishing
scam that could infect your computer with
malware that can steal sensitive information
like banking passwords or it may install
ransomware that could lock all files on your
computer until you pay a fee. If you want to
check on the status of a parking violation,
check with the Department of Finance at
nyc.gov/finance.



7.

ATM Skimmers:

Some identity thieves install skimmers on
ATM machines that can read the information
on your card. These small devices are hard to
detect and go over the normal card slot. Use
ATMs that are in the bank lobby or under
video surveillance and always cover the
keypad when you enter your PIN in case
there’s a hidden camera. If you notice
tampering with an ATM, don’t use it and
report it to the bank. Get more identity theft
prevention tips at nyc.gov/consumers.

Phone Scams:

There are a number of phone scams where
the caller claims to be collecting a debt and
threatens the victim into making payment.

Green Dot Card Scams: NYPD warns that
people are losing thousands of dollarsina
phone scam involving Green Dot MoneyPak
cards. The caller claims to be collecting a debt
from a utility company like Con Edison or the
IRS, or that a family member has been hurt or
is in danger. The caller threatens that the victim
must make payment immediately with Green
Dot MoneyPak or that they will lose their heat
or electric or face possible deportation or
criminal prosecution. Never wire money or
provide the numbers of a Green Dot or other
prepaid card to someone you don’t know.

IRS Phone Scam: Callers pretending to be
from the IRS threaten that the victims owe
money or that they are entitled to a huge
refund. Scammers often use fake names and
IRS badge numbers and sometimes follow up
with a call from the police department or DMV
to verify the claim. They may even have the last
four digits of a victim’s Social Security number
and manipulate caller ID to make it appear to
be the IRS. The IRS will never call or email you
for your personal or financial information. If you
get a phone call from someone claiming to be
from the IRS but you suspect it is an impostor,
call the IRS at 800-829-1040 and then file a
complaint with the Federal Trade Commission
through the online complaint assistant:
ftccomplaintassistant.gov.

9. Grandparent Scam:

When seniors get an email or phone call in the
middle of the night stating that their grandchild
is in serious trouble due to a car accident, jail
time, detention in a foreign country, or any
other emergency scenario, the first reaction
may be to help by sending money quickly.
However, creating that sense of urgency is part
of a sophisticated scam that preys on the
elderly. What makes the conversations with
fake police officers, lawyers, and doctors
convincing is that the caller may know personal
details about the supposed victim and the
caller ID may be manipulated to appear
legitimate. Sometimes the caller will even
impersonate the troubled grandchild. The
financial losses tend to be thousands of
dollars, so resist the pressure to act quickly
and instead contact family to confirm the story
and avoid wiring money based on a phone or
email request.

10. Rental Listing Scam:

If you respond to a rental listing on a third
party website like Craigslist, be wary of people
who pretend to be real estate agents and then
collect the money without owning the listing.
When you’re apartment hunting, never
complete an application or give advance
payment before seeing an available listing and
never wire money or use a prepaid card like
Green Dot MoneyPak. Red flags include an
“agent” claiming that he is out of town but has
arranged for the keys to be delivered to you
once you make payment.



DCA encourages consumer complaints and works with businesses to get back your money. In the last
fiscal year alone, we’ve increased the amount of money consumers got back by 75 percent. This
increase in restitution is part of DCA’s ongoing effort to protect New York’s consumers from businesses
that flout the rules, engage in predatory behavior, or negatively affect the public’s health or safety. To
file a complaint with DCA or check the license status of a business, visit nyc.gov/consumers or call
311. DCA’s website also features 10 Things Every Consumer Should Know and other tips, guides, and
videos for doing business with specific industries, including dealing with debt collectors, employment
agencies, home improvement contractors, used car dealers, and more.

The Department of Consumer Affairs (DCA) licenses, inspects, and educates businesses, assists and informs consumers, mediates
complaints, and offers free financial counseling and safe banking products. DCA enforces the Consumer Protection Law, the Paid
Sick Leave Law, and other related business laws throughout New York City and licenses nearly 80,000 businesses in 55 different
industries. For more information, call 311 or visit DCA online at nyc.gov/consumers or on its social media sites, Twitter, Facebook,
Instagram, and YouTube. .
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Consumer Affairs

Inspection Checklist:
General Retail

Does your business sell goods or services?

Use this checklist to learn what our inspectors look for and help avoid violations. For your convenience, each
Requirement includes the relevant section of law and/or rule, so you can refer to it for more information. The KEY
below describes the legal citations and symbols used in this checklist.

KEY
NYC Code: NYC Administrative Code

RCNY: Rules of the City of New York
§: Section '

Requirement Do you meet this
requirement?

Price Lists for Services

1 A price list with the types of services and the prices of those services must be displayed. [ Yes
6 RCNY §5-70(a) .
2 The price list must be clearly posted or clearly displayed near the cash register and/or at the | [ Yes

place(s) where orders are placed.
6 RCNY §5-70(a)

3 If the price list states a minimum charge (e.g., “from $...”) or states a price “and up,” it must | [J Yes
state the reason for the different prices and include the range of prices.

6 RCNY §5-70(a)

4 If there is a sale or promotion, the pre-sale prices must also be posted for comparison. ] Yes
NYC Code §20-750(b)
5 Prices-for services cannot be based on gender. (1 Yes

Tip: Words like “men’s,” “women’s,” and “ladies’” cannot be used to describe the price;
the difference must be described in a gender neutral way. (Example: Above the
shoulder hair = $15; Below the shoulder hair:= $30) »

Tip: Instead of listing.prices for shirts and blouses, the price must be described based
on physical differences between the shirts. (Example: sequins, ruffles, fancy
buttons)

NYC Code §20-750(c)
Pricing for Goods

6 All items offered for sale must have a clearly visible price. ‘ O Yes
NYC Code §20-708 .

7 For most items, the price must be attached to the item or on a sign where the item is ] Yes
displayed.
NYC Code §20-708

8 If your store’s annual revenue is more than $2 million or you are a chain store, you must [ Yes

individually price most food products, as well as paper products, detergents, soaps,
nonprescription drugs, and health and beauty aids.

NYC Code §20-708.1(b)
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Consumer Affairs

Inspection Checklist:
General Retail

Requirement

Do you meet this
requirement?

9 Milk; eggs; fresh produce; snack foods that are less than 5 ounces; frozen foods; jars of 10 Yes
baby food; and items that are less than 3 cubic inches, under 3 ounces and under $1 do not
have to be individually priced, but must have shelf prices.
NYC Code §20-708.1(b)
Signs '
10 Sale signs that advertise a percent discount—example: 20-50% off —must state the 1 Yes
minimum percent discount. ‘
Tip: Both the minimum and maximum numbers must be of equal size.
6 RCNY §5-94(a)(1)
11 Sale signs cannot contain any of the following phrases: [J Yes
* “Qur list price”
¢ Below “manufacturer’s wholesale cost”
e “Manufacturer’s cost”
6 RCNY §5-101
12 Businesses that sell goods and services must post a refund policy. 1 Yes
Tip: A refund policy must be posted at each register, point of sale, or at each entrance.
Tip: Even if the policy is not to give refunds, a sign must be posted stating “No
Refunds.”
6 RCNY §5-37
13 | The refund policy must state any and all conditions or limitations to getting a refund. J Yes
For example:
» Businesses must disclose any fees charged for refunds, such as “restocking fees.”
¢ |f a business will not provide refunds for “as is” items, it must disclose that.
* Businesses must also disclose whether the refund will be in cash, credit, or store
credit only. ‘
e If proof of purchase is required for a refund, the sign must say so.
® A business that chooses not to offéer refunds must post a sign that states,
“No Refund,” or words to that effect.
® The sign must state that a written copy of the store’s refund policy is available on
request. '
6 RCNY §5-37
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Consumer Affairs

Ins

pection Checklist:

General Retail

must be clearly posted at the point of sale or at each entrance.

6 RCNY §5-24(b)

Requirement Do you meet this
requirement?
14 If there are limitations on using credit cards, such as minimum purchase amounts, the policy | (] Yes

Rece

ipts

15

Receipts must be given to customers for purchases over $20 and upon request for
purchases between $5 and $20.

Tip: This does not apply to food and drink that is meant to be consumed on the
premises.

6 RCNY §5-32(b)(2)

1 Yes

16

The receipt must include each of the following:
¢ Date of purchase
e Amount paid for each item
¢ Total amount paid
¢ Separate statement of tax
* Name and address of store

6 RCNY §5-32(c)

(1 Yes

17

Receipts for electronics that cost more than $100 must also include the make and model
number of the item.

6 RCNY §5-32(c)(5)

O Yes

Price

Accuracy

18

When items are scanned, the price must match the lowest item price, shelf price, sale price,
or advertised price.

NYC Code §20-708.1(d).

O Yes

19

If no scanners are used, the price at checkout must still match the lowest item price, shelf
price, sale price, or advertised price.

NYC Code §20-708.1(e)

1 Yes

20

Tax cannot be charged on tax-exempt items.

Tip: Check with the New York State Department of Taxation and Finance for a complete
list of which items are exempt.

NYC Code §20-700

(1 Yes
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Consumer Affairs

Inspection Checklist:
General Retail

Requirement Do you meet this
requirement?

Layaway Plans

21 If layaway is offered, each of the following written disclosures must be provided to [ Yes
consumers prior to accepting any payments over $50 in 4 installments or more:

¢ Description of the item, including name, brand, color, and model number

¢ Total cost of the item including tax

¢ Charge to use layaway and any cancellation fee

¢ Duration of the layaway plan

* Payment schedule and any consequences of missed payments

¢ Refund policy

¢ Notice of whether or not the item won’t be removed from inventory until a certain

number of payments have been made

Example 1: NOTICE: NO MERCHANDISE WILL BE REMOVED FROM INVENTORY
UNTIL X% OF THE PURCHASE PRICE HAS BEEN PAID.

Example 2: ATTENTION: YOUR SELECTION OF MERCHANDISE WILL NOT BE
ORDERED UNTIL YOU HAVE MADE YOUR NEXT TO FINAL PAYMENT.

6 RCNY §5-23
Expired Over-the-counter Medication
22 It is illegal to sell over-the-counter medication after the expiration date on the label. ‘ 0 Yes

NYC Code §20-822(a)

) gepa“me“;‘\f"ff . New York City businesses must comply with all relevant
onsumer Altalrs federal, State, and City laws and rules, which are available
Bill de Blasio Jufie Mefin in DCA’s .Busmess Toolb_ox. Bl_.lsmesses are resp_onSIbIe
Mayor Commissioner for knowing and complying with current regulations that
42 Broadway Visit nyc.gov and Contact 311 affect their business.
New York, NY  search "Business (212) NEW-YORK
10004 Toolbox” (Outside NYC)
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Consumer Affairs

Inspection Checklist:
Immigrant Service Providers (ISP)

Do you or your business offer immigration-related services?

The following businesses are exempt:

* A tax-exempt not-for-profit organization that charges no fees or nominal fees

* Licensed attorney or person working directly under the supervision of a licensed attorney
* An organization recognized by the federal Board of Immigration Appeals

* An agency authorized under the New York State Social Services Law § 371(10)

Use this checklist to learn what our inspectors look for and help avoid violations. All businesses also
must comply with the General Retail Inspection Checklist, which is included at the end for easy reference.

For your convenience, each Requirement includes the relevant section of law and/or rule, so you can refer to it
for more information. The KEY below describes the legal citations and symbols used in this checklist.

KEY

NYC Code: NYC Administrative Code
RCNY: Rules of the City of New York
§: Section

Requirement

Do you meet this
requirement?

¢ |SP’s name, address, and phone number

e List of all services that will be provided and the cost for each service

» Statement that the ISP cannot keep original documents that must be submitted with
an application to the U.S. Citizenship & Immigration Services or for other cetrtifications,
benefits, or services that are provided by the government, for any reason, including
payment of fees or costs v

e Statement that the ISP must give a copy of each document that is filed with a
government entity to the customer

» Statement that customers are not required to get supporting documents through the
services of the ISP, but may get the documents themselves -

« Statement that includes this exact language:

“You have three (3) business days to cancel this contract. Notice of cancellation
must be in writing, signed by you and mailed by registered or certified United
States mail to [ISP address]. If you cancel this contract within three days, you will
get back your documents and any fees that you paid.”

» Statement that the ISP has a surety (usually a $50,000 bond) in effect for the
customer’s benefit in case the ISP owes the customer a refund or damages a
customer by its actions, as well as the surety company’s name, address, and
telephone number. :

Contracts

1 A written contract must be given to every customer before services are provided. O Yes
NYC Code §20-772 '

2 The contract must include all of the following: 1 Yes
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Consumer Affairs

In'spection CheckKklist:
Immigrant Service Providers (ISP)

Requirement

Do you meet this
requirement?

» Statement that includes this exact language:

“The individual providing assistance to you under this contract is not an attorney
licensed to practice law or accredited by the Board of Immigration Appeals to
provide representation to you before the Bureau of Citizenship and Immigration
Services, the Department of Labor, the Department of State or any immigration
authorities and may not give legal advice or accept fees for legal advice.”

e Statement that includes this exact Ianguage:

“The individual providing assistance to you under this contract is prohibited from
disclosing any information or filing any forms or documents with immigration or
other authorities without your knowledge and consent.”

» Statement that includes this exact language:

“A copy of all forms completed and documents accompanying the forms shall be
kept by the service provider for three years. A copy of the customer’s file shall be
provided to the client on demand without fee.”

NYC Code §20-772(1)-(10)

The contract must be written in a language that the customer can understand. If that
language is not English, the ISP must give the customer a copy in English, as well.

NYC Code §20-772

O Yes

When customers sign a contract, they must receive a separate sheet of paper that states
that, by law, the ISP must maintain in full force a surety in the principal amount of $50,000
with the name, address, and phone number where a claim can be filed against the surety

company.
Tip: The language must be in 12-point boldfaced font in a color that contrasts sharply
with the color of the paper.

6 RCNY §5-264(b)

O Yes

Signs

Tip: See sample signs at nyc.gov/BusinessToolbox.

A sign that is 11 inches by 17 inches must be clearly posted at every location where the ISP
meets with customers and visible from the location where the ISP transacts business with a.
customer. The sign must contain the following exact language:

“THE INDIVIDUAL PROVIDING ASSISTANCE TO YOU UNDER THIS CONTRACT
IS NOT AN ATTORNEY LICENSED TO PRACTICE LAW OR ACCREDITED BY THE
BOARD OF IMMIGRATION APPEALS TO PROVIDE REPRESENTATION TO YOU
BEFORE THE BUREAU OF CITIZENSHIP AND IMMIGRATION SERVICES, THE
DEPARTMENT OF LABOR, THE DEPARTMENT OF STATE OR ANY IMMIGRATION
AUTHORITIES AND MAY NOT GIVE LEGAL ADVICE OR ACCEPT FEES FOR LE-
GAL ADVICE.”

Tip: This sign must be posted in English and in every language in which the business
provides immigration services. ‘

NYC Code §20-773(a)-(b)

O Yes

Updated 08/27/2015 20f4
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Inspection Checklist:
Immigrant Service Providers (ISP)

Requirement

Do you meet this
requirement?

6

A sign that is 11 inches by 17 inches must be clearly posted ih an area visible to consumers

and visible from the location where the ISP transacts business with a customer. The sign
must state the fees for services offered and include the following exact language:

“YOU MAY CANCEL ANY CONTRACT WITHIN 3 BUSINESS DAYS AND GET BACK
YOUR DOCUMENTS AND ANY MONEY YOU PAID.”

Tip: This sign must be posted in English and in every language in which the business
provides immigration services.

NYC Code §20-773(a)-(b)

O Yes

A sign that is 11 inches by 17 inches must be clearly posted at every location where the ISP
transacts business with the customer that exactly states in 1-inch letters:

“If you have a complaint about this business, contact:

The New York City Department of Consumer Affairs

42 Broadway, New York, NY 10004

Dial 311 or 212-NEW-YORK (outside NYC) or visit nyc.gov/consumers
Business name: (Business Name)

Business address: (Business address)

Business phone: (Business phone number)”

Tip: This sign must be posted in English and in every language in which the business
provides immigration services. '

6 RCNY §5-263(b)

(] Yes

A sign that is 11 inches by 17 inches must be clearly posted in an area visible to customers
entering and leaving the premises that states that, by law, the provider must maintain in full
force a surety in the principal amount of $50,000 with the name, address, and phone hum-
ber where a claim can be filed against the surety company.

6 RCNY §5-264(a)

O Yes

Advertising

9

The following exact language must be included in all advertisements in a font size that is
easy to see:
“The individual providing assistance to you is not an attorney licensed to practice
law or accredited by the Board of Immigration Appeals to provide representation
to you before the Bureau of Citizenship and Immigration Services, the Department
of Labor, the Department of State or any immigration authorities and may not give
legal advice or accept fees for legal advice.”

Tip: This notice must be included in English and in the language in which the business
advertises immigration services.

NYC Code §20-774(a)

O Yes

10

Advertisements cannot guarantee any government action such as granting residency or
citizenship.

NYC Code §20-774(b)

O Yes
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Inspection Checklist:
Immigrant Service Providers (ISP)

Requirement Do you meet this
requirement?

Receipts

11 A receipt must be provided for all services that cost $20 or more, and the receipt must [ Yes

include all of the following: :
» Date of purchase
* Amount paid for each item or service
¢ Total amount paid
* Separate statement of tax
¢ |ISP’s name and address

6 RCNY §5-32(b)-(c)

) gepaﬂmen:\fc;f . New York City businesses must comply with all relevant
onsumer Atiairs federal, State, and City laws and rules, which are available
Bill de Blasio Julie Menin in DCA’s .Busmess Toolb.ox. Bgsmesses are resgonSIbIe
Mayor Commissioner for knowing and complying with current regulations that
42 Broadway Visit nyc.gov and Contact 311 affect their busin. ess.
New York, NY  search “Business (212) NEW-YORK
10004 Toolbox” (Outside NYC)
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Lista de verificacion de inspeccion:
Prestadores de servicios de inmigracion (ISP)

¢ Usted o su empresa ofrecen servicios relacionados con inmigracién?

Las siguientes empresas estédn exentas:
¢ Organizaciones sin fines de lucro, exentas del pago de impuestos, que no cobren comisiones ni cuotas minimas
* Abogados licenciados o personas que trabajen directamente bajo la supervision de abogados licenciados
* Organizaciones reconocidas por la Junta Federal de Apelaciones de Inmigracién
* Agencias autorizadas en virtud de la Ley de Servicios Sociales del estado de Nueva York § 371(10)

Utilice esta lista de verificacion para conocer los aspectos que revisan nuestros inspectores y evitar asi infracciones.
Ademas, todas las empresas deben cumplir los requisitos de la ‘Lista de verificacion de inspeccién: Venta al por
menor en general’, la cual se incluye al final para facilidad de consuilta.

Para su conveniencia, cada requisito incluye la seccion relevante de ley o reglamento, de manera que pueda
consultarla para obtener mas informacién. La TABLA (KEY) siguiente describe las citaciones legales y simbolos
utilizados en esta lista de verificacion.

KEY
NYC Code: NYC Administrative Code
RCNY: Rules of the City of New York

§: Section
Requisito ¢Cumple usted
‘ este requisito?
Contratos
1 Se debe suscribir un contrato por escrito con cada cliente antes de prestar los servicios. O si
NYC Code §20-772
2 El contrato debe incluir la siguiente informacioén: 1 Ssi

¢ Nombre, direccién y teléfono del ISP

¢ Lista de todos los servicios que se prestaran y el costo de cada uno de ellos

* Declaracion de que el ISP no puede conservar los documentos originales que se deben
enviar junto con la solicitud al Departamento de Servicios de Ciudadania e Inmigracion
de Estados Unidos o para otras certificaciones, beneficios o servicios proporcionados
por el Gobierno, por ningln motivo, incluido el pago de tarifas o costos

¢ Declaracién de que el ISP debe entregar al cliente una copia de cada documento que
presente ante una entidad gubernamental

¢ Declaracién de que no se les exige a los clientes obtener documentos de soporte a
través de los servicios del ISP, sino que pueden conseguirlos por su propia cuenta

* Declaracion que incluya este texto al pie de la letra:

“Usted tiene tres (3) dias habiles para cancelar este contrato. La notificacion de
cancelacion debe realizarse por escrito, debe estar firmada por usted y se debe
enviar por correo registrado o certificado en Estados Unidos a [Direccién del ISP].
Si cancela este contrato en un plazo de tres dias, se le devolveran sus documentos
y el dinero que haya pagado”.

¢ Declaracion de que el ISP tiene una caucién en vigor a favor del cliente (generalmente
una fianza de $50,000), en caso de que le deba al cliente un reembolso o le ocasione
danos y perjuicios con sus acciones; asi como el nombre, la direccién y el teléfono
de la empresa de fianzas.
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Lista de verificacion de inspeccion:
Prestadores de servicios de inmigracion (ISP)

Requisito

¢Cumple usted
este requisito?

¢ Declaracion que incluya este texto al pie de la letra:

“La persona que le esta proporcionando asistencia en virtud de este contrato

no es un abogado con licencia para ejercer la abogacia ni esta autorizado por la
Oficina de Apelaciones de Inmigracién para actuar en su representacioén ante la
Oficina de Servicios de Ciudadania e Inmigracién, el Departamento de Trabajo, el
Departamento de Estado o cualquier autoridad de inmigracién y no puede brindarle
asesoramiento juridico ni aceptar honorarios por dicho servicio”.

» Declaracién que incluya este texto al pie de la letra:

“Se le prohibe a la persona que le esta proporcionando asistencia en virtud de este
contrato divulgar su informacion o presentar formularios o documentos ante las
oficinas de inmigracién u otras autoridades sin su conocimiento y consentimiento”.

e Declaracion que incluya este texto al pie de la letra:

“El proveedor de servicios conservara copias de todos los formularios completos
y los documentos adjuntos a ellos durante tres anos. Si el cliente lo solicita, se le
entregaré una copia de su expediente sin costo alguno”.

NYC Code §20-772(1)-(10)

donde el ISP se relina con los clientes y debe ser visible desde el lugar donde el ISP realice
negocios con los clientes. El aviso debe contener el siguiente texto al pie de la letra:

“LA PERSONA QUE LE ESTA PROPORCIONANDO ASISTENCIA EN VIRTUD
DE ESTE CONTRATO NO ES UN ABOGADO CON LICENCIA PARA EJERCER
LA ABOGACIA NI ESTA AUTORIZADO POR LA OFICINA DE APELACIONES DE
INMIGRACION PARA ACTUAR EN SU REPRESENTACION ANTE LA OFICINA
DE SERVICIOS DE CIUDADANIA E INMIGRACION, EL DEPARTAMENTO DE
TRABAJO, EL DEPARTAMENTO DE ESTADO O CUALQUIER AUTORIDAD DE
INMIGRACION Y NO PUEDE BRINDARLE ASESORAMIENTO JURIDICO NI
ACEPTAR HONORARIOS POR DICHO SERVICIO”.

Sugerencia: Este aviso se debe publicar en inglés y en cualquier otro idioma en que
la empresa preste servicios de inmigracion.

NYC Code §20-773(a)-(b)

3 El contrato debe redactarse en un idioma que el cliente entienda. Si tal idioma no esinglés, |[[] Sj
el ISP debe entregar también una copia en ingiés.
NYC Code §20-772
4 Cuando los clientes firman el contrato, deben recibir una hoja por separado en la que se 1 si
informe-que, por ley, el prestador de servicios debe mantener en vigor una fianza de caucién
por el monto de capital de $50,000, junto con el nombre, la direccion y el teléfono donde se
puede presentar una reclamacién en contra de la empresa de fianzas.
Sugerencia: Las letras del aviso deben ser de 12 puntosy en negrita, en un color que
contraste notablemente con el color del papel.
6 RCNY §5-264(b)
Senales : ‘
Sugerencia: Consulte los avisos de muestra en nyc.gov/BusinessToolbox.
5 Se debe colocar un aviso de 11 x 17 pulgadas de manera clara en cada uno de los lugares | [] Si

Ultima versién 08/27/2015 2de4




m Department of

Consumer Affairs

Lista de verificacién de inspeccion:
Prestadores de servicios de inmigracién (ISP)

Requisito

¢Cumple usted
este requisito?

6

Se debe colocar claramente un aviso de 11 x 17 pulgadas en un area accesible para los
consumidores y visible desde el lugar donde el ISP realice negocios con los clientes.
El aviso debe indicar las tarifas de los servicios que se ofrecen e incluir el siguiente texto
al pie de la letra:
“USTED PUEDE CANCELAR EL CONTRATO EN UN PLAZO DE TRES DIAS Y SE
LE DEVOLVERAN SUS DOCUMENTOS Y EL DINERO QUE HAYA PAGADO".

Sugerencia: Este aviso se debe publicar en inglés y en cualquier otro idioma en que
la empresa preste servicios de inmigracion.

NYC Code §20-773(a)-(b)

g si

Se debe colocar un aviso de 11 x 17 pulgadas claramente visible en cada uno de los lugares
donde el ISP realice negocios con €l cliente, el cual debe decir lo siguiente en letras de
1 pulgada:

“Si tiene alguna queja sobre este negocio, comuniquese con el

Departamento de Asuntos del Consumidor de la Ciudad de Nueva York

42 Broadway, New York, NY 10004

Llame al 311 0 212-NEW-YORK (fuera de NYC) o ingrese a nyc.gov/consumers
Nombre de la empresa: (Nombre de la empresa)

Direccion de la empresa: (Direccion de la empresa)

Teléfono de la empresa: (Teléfono de la empresa)”

Sugerencia: Este aviso se debe publicar en inglés y en cualquier otro idioma en que
la empresa preste servicios de inmigracion.

6 RCNY §5-263(b)

O si

Se debe colocar un aviso de 11 x 17 pulgadas claramente visible para los clientes que
entren y salgan de las instalaciones informando que, por ley, el prestador de servicios debe
mantener en vigor una fianza de caucion por el monto de capital de $50,000, junto con

el nombre, la direccion y el teléfono donde se puede presentar una reclamacién en contra
de la empresa de fianzas.

6 RCNY §5-264(a)

O si

Publicidad

9

El siguiente texto se debe incluir al pie de la letra en todos los avisos publicitarios con un
tamario de letra de facil visualizacién:

“La persona que le esta proporcionando asistencia no es un abogado con

licencia para ejercer la abogacia ni esta autorizado por la Oficina de Apelaciones
de Inmigracién para actuar en su representacion ante la Oficina de Servicios de
Ciudadania e Inmigracion, el Departamento de Trabajo, el Departamento de Estado
o cualquier autoridad de inmigracién y no puede brindarle asesoramiento juridico
ni aceptar honorarios por dicho servicio”.

Sugerencia: Este aviso se debe publicar en inglés y en cualquier otro idioma en que
la empresa promocione los servicios de inmigracion.

NYC Code §20-774(a)

O si

10

No se puede garantizar en los avisos publicitarios ninguna accién por parte del Gobierno,
como el otorgamiento de residencia o ciudadania.

NYC Code §20-774(b)

g si
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Consumer Affairs

Lista de verificacion de inspeccion:
Prestadores de servicios de inmigracion (ISP)

Requisito

¢Cumple usted
este requisito?

Recibos

incl

uira la siguiente informacién:
¢ Fecha de compra

e Monto pagado por cada articulo o servicio

¢ Monto total pagado

* Declaracién de impuestos por separado
* Nombre y direccioén del ISP

11 Se deben entregar recibos por todos los servicios que cuesten $20 o mas, en los cuales se | [] Si

6 RCNY §5-32(b)-(c)

) Department of
Consumer Affairs

Bill de Btasio
Mayor

42 Broadway

New York, NY
10004

Ultima versi

Julie Menin
Commissioner

Ingrese a nyc.govy Comuniquese al 311
busque el “Paquete 212) NEW-YORK

de Herramientas (Fuera de la Ciudad
Empresariales” de Nueva York)
6n 08/27/2015

Las empresas de la Ciudad de Nueva York deben cumplir
con todas las leyes y reglas federales, estatales y de la
Ciudad pertinentes, las cuales estdn disponibles en el
Paquete de Herramientas Empresariales del DCA. Las
empresas tienen la responsabilidad de conocer y cumplir la
normativa vigente que concierne a su actividad comercial.
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Consumer Affairs

Lista de verificacidon de inspeccion:
Venta al por menor en general

¢ Su empresa vende bienes o servicios?

General Retail

Utilice esta lista de verificacién para conocer los aspectos que revisan nuestros inspectores y evitar asi mfracclones
Para su conveniencia, cada requisito incluye la seccion relevante de ley o reglamento, de manera que pueda
consultarla para obtener mas informacién. La TABLA (KEY) siguiente describe las citaciones legales y simbolos
utilizados en esta lista de verificacion.

KEY

NYC Code: NYC Administrative Code
RCNY: Rules of the City of New York

§: Section
Requisito ¢Cumple usted
: este requisito?
Listas de precios de los servicios
1 Se debe exhibir una lista de precios con los tipos de servicios y sus correspondientes precios. | [] Si
6 RCNY §5-70(a)
2 La lista de precios se debe publicar o exhibir en un lugar visible cerca de la caja registradora | ] Si
y/o los lugares donde se realicen los pedidos.
6 RCNY §5-70(a)
3 Si la lista de precios incluye un cargo minimo (p. €j., “desde $...”) 0 muestra un precio si
seguido de “en adelante”, se debe indicar el motivo para la diferencia en los precios e incluir
un rango de precios.
6 RCNY §5-70(a)
4 Si hay alguna oferta o promocidn, los precios anteriores también se deben publicar para Si
"~ | efectos comparativos.
NYC Code §20-750(b)
5 Los precios de los servicios no pueden estar basados en el sexo de los consumidores. [ si
Sugerencia: No se pueden utilizar palabras como “para hombres” y “para mujeres” en
la descripcidn del precio; la diferencia se debe indicar de manera neutral. (Ejemplo:
* Cabello por encima del hombro = $15; Cabello por debajo del hombro = $30)
Sugerencia: En lugar de indicar los precios de las camisas para hombres y camisas para
muijeres, el precio se debe describir en funcién de las diferencias fisicas entre las
camisas. (Ejemplo: lentejuelas, phegues botones adornados)
NYC Code §20-750(c)
Precios de la.mercancia
6 Todos los articulos que se ofrecen para la venta deben tener un precio claramente visible. 0 si
NYC Code §20-708
7 Para la mayoria de los articulos, el precio debe estar pegado al articulo o en un aviso 0 si
ubicado en el lugar donde este se exhibe.
NYC Code §20-708
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, Consumer Affairs

Lista de verificacién de inspeccion:

Venta al por menor en general

Requisito ;Cumple usted
este requisito?
8 Si su tienda percibe ingresos anuales supetriores a $2 millones o forma parte de una cadena | [J Si
de tiendas, debe marcar el precio de manera individual a la mayoria de los productos
alimenticios, asi como a los productos de papeleria, detergentes, jabones, medicamentos
de venta libre y productos de salud y belleza.
NYC Code §20-708.1(b)
9 Leche; huevos; productos agricolas frescos; tentempiés de menos de 5 onzas; alimentos O Si
congelados; compotas y articulos que contengan menos de 3 pulgadas cubicas, que pesen
menos de 3 onzas y que cuesten menos de $1 no tendran que marcarse con el precio de
manera individual, pero el precio debera estar marcado en la estanteria.
NYC Code §20-708.1(b)
Avisos .
10 Los avisos de ofertas que anuncien un porcentaje de descuento—por ejemplo: 20 - 50% de | J Si
descuento—deben indicar el porcentaje minimo de descuento.
Sugerencia: Tanto el porcentaje minimo como el maximo deben ser de igual tamarfio.
6 RCNY §5-94(a)(1)
11 Los avisos de ofertas no pueden contener nmguna de las siguientes frases: si
* “Nuestro precio de lista”
¢ Por debajo del “costo al por mayor del fabricante”
* “Costo del fabricante”
6 RCNY §5-101 .
12 Las empresas que venden bienes y servicios deben publicar una politica de reembolso. 1 Si
Sugerencia: Se debe publicar Ia politica de reembolso en cada caja registradora, punto
de venta o entrada.
Sugerencia: Incluso si la politica es no realizar reembolsos, se debe colocar un aviso
que diga “No se hacen reembolsos”.
6 RCNY §5-37
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Consumer Affairs

Lista de verificacién de inspeccidn:
Venta al por menor en general

devolucién del dinero, si las hubiere. Por ejemplo:

¢ L as empresas deben divulgar las tarifas que se cobran por los reembolsos, como las
“tarifas de reposicion de existencias”.

¢ Si la empresa no hara reembolsos por articulos marcados como “tal como estan”,
debe comunicarlo.

® Las empresas también deben informar si el reembolso se hara en dinero en efectivo,
crédito o crédito para la tienda Unicamente.

¢ El aviso debe decir si se exige el comprobante de la compra para realizar el reembolso.

* Las empresas que opten por no ofrecer reembolsos deben publicar un aviso que diga
“No se hacen reembolsos” o palabras similares que transmitan el mismo mensaje.

¢ El aviso debe informar que una copia por escrito de la politica de reembolso de la
tienda esta disponible a solicitud.

6 RCNY §5-37

Requisito ¢Cumple usted
este requisito?
13 La politica de reembolso debe indicar todas las condiciones o limitaciones para obtener la O Si

Sugerencia: Consulte la lista completa de articulos exentos en el Departamento de
Impuestos y Finanzas del estado de Nueva York.

14 Si existen limitaciones en cuanto al uso de tarjetas de crédito, como un monto minimo de {0 si
compra, la politica se debe colocar de manera visible en el punto de venta o en cada entrada.
6 RCNY §5-24(b)
Recibos
15 | Se deben entregar recibos a los clientes por compras superiores a $20 y, segun solicitud 1 Si
previa, por compras entre $5 y $20.
Sugerencia: No se aplica a los alimentos y las bebidas para consumo dentro del
establecimiento.
6 RCNY §5-32(b)(2)
16 El recibo debe incluir la siguiente informacion: O si
¢ Fecha de compra
» Monto pagado por cada articulo
¢ Monto total pagado
¢ Declaracion de impuestos por separado
* Nombre y direccion de la tienda
6 RCNY §5-32(c)
17 Los recibos de los articulos electréonicos que cuesten mas de $100 deben incluir también la | [J Si
marca y el nimero del modeio.
6 RCNY §5-32(c)(5)
Exactitud del precio
18 | Cuando se escaneen los articulos, el precio debe coincidir con el valor mas bajo, el precio si
que se muestra en la estanteria, el precio de oferta o el precio publicitado.
NYC Code §20-708.1(d)
19 | Sino hay escaneres, de igual manera el precio que se exige en la caja debe coincidir con el valor | [ gf
mas bajo, el precio que se muestra en la estanteria, el precio de oferta o el precio publicitado.
NYC Code §20-708.1(e)
20 No se pueden cobrar impuestos sobre articulos exentos de impuestos.

O si

NYC Code §20-700
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m Department of

_ Consumer Affairs

Lista de verificacion de inspeccidn:
Venta al por menor en general

Requisito &Cumple usted

este requisito?

Planes de compra en reserva

21

Si se ofrecen compras en reserva, cada una de las siguientes declaraciones se deben O si
proporcionar por escrito a los consumidores antes de aceptar cualquier pago superior
a $50 en 4 plazos o més:

» Descripcion del articulo, incluidos nombre, marca, color y nimero del modelo

* Costo total del articulo incluidos los impuestos

» Cargo exigido para reservar un articulo y si hay alguna tarifa por cancelacion

¢ Duracién del plan de compra en reserva

* Programacion de pagos y consecuencias del incumplimiento

» Politica de reembolso :

» Notificacién que indique si el articulo no se retirara del inventario hasta que se hayan

realizado una cantidad determinada de pagos

Ejemplo 1: AVISO: NINGUN ARTICULO SE RETIRARA DEL INVENTARIO HASTA QUE
SE HAYA PAGADO EL X% DEL PRECIO DE LA COMPRA.

Ejemplo 2: A'I:ENCI(')N: NO SE REALIZARA EL PEDIDO DE LA MERCANCIA QUE
SELECCIONO HASTA QUE HAYA REALIZADO SU PENULTIMO PAGO.

6 RCNY §5-23
Medicamentos de venta libre vencidos
22 Es ilegal vender medicamentos de venta libre después de la fecha de vencimiento que [ Si
aparece en la etiqueta.
NYC Code §20-822(a)
) gepartmen;fc;f . : Las empresas de la Ciudad de Nueva York deben cumplir
onsumer Aflairs con todas las leyes y reglas federales, estatales y de la
Bil de Blasio Julie Menin Ciudad pertinentes, ’las cuales estan disponibles en el
Mayor Commissioner Paquete de Herramientas Empresariales del DCA. Las
42Broadway  Ingreseanyc.govy  Comuniquese al 311 empresas ticlanen la response.zbilidad de conocer y cumplir la
New York, NY ~ busque el “Paguete  (212) NEW-YORK normativa vigente que concierne a su actividad comercial.
10004 de Herramientas (Fuera de la Ciudad
Empresariales” de Nueva York)
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Job Hunter’s Bill of Rights

Finding a job through an employment agency? Know your rights!

Your Rights:

1. You have the right to earn at least MINIMUM WAGE at any job an employment agency refers you.
New York State minimum wage:
2015 = $8.75 per hour
2016 = $9.00 per hour

2. You have the right to a copy of your CONTRACT. Do not sign the contract if you do not understand it.

3. You have the right to refuse to pay illegal fees. EMPLOYMENT AGENCIES CANNOT CHARGE A FEE:
*  Before they place you in a job
{Exception: Agencies can charge an advance fee if you are applying for Class A or A1 employment.
See chart below.)

e To register or apply
¢ To schedule a job interview
* To refer you to another employment agency or training school
¢ For any additional items like training courses, photographs, or resume review
*  More than the amount allowed by law
Employment Class Employment Description Maximum Fee Amount
A Domestic or household employee, unskilled or * 10% of your first full month’s wages if no meals or lodging
untrained manual worker and laborer, including are provided
agricultural laborer * 12% if one meal is provided per working day
* 14% if two meals are provided per working day
* 18% if three meals and lodging are provided per working day
A1 Non-professional trained or skilled industrial * One week’s wages if employment is 10 weeks or longer
worker or mechanic OR

* 10% of wages actually received if less than 10 weeks

To learn more, visit nyc.gov/consumers and download the Laws and Rules governing employment agencies. Refer to New York General Business
Law, Sections 184, 184-a, 185, 186 (refunds), and 187 (prohibited conduct related to fees).

4. You have the right to a FULL REFUND of your advance fee IMMEDIATELY upon request, if the agency does not
find you a job or you do not accept the job offer. This is true even if the agency refers you to 3 or more jobs.

5. You have the right to a PARTIAL REFUND WITHIN 7 DAYS OF YOUR REQUEST if:
* The agency charged you more than the amount required by iaw.
* You accept a job offer and do not report to work, depending on the fee you paid.
* You are fired after being hired, depending on the fee you paid and wages you earned.

6. You have the right to be FREE FROM DISCRIMINATION. Under New York City laws and rules, an employment
agency cannot discriminate against you or ask questions about your age, race, creed, religion, color, national
origin, gender, disability, marital status, partnership status, sexual orientation, alienage or citizenship status, if
they are not legitimate qualifications of the job.

7. You have the right to file a COMPLAINT regardless of your immigration status.

Employment Agencies Must:

- 1. Be licensed by the Department of Consumer Affairs (DCA) in order to operate. The agency must post its DCA
license where you can see it.

2. Apply your advance fee or deposit toward your total fee.
3. Refer you only to employers that are hiring.
4, Provide you with a CONTRACT, separate from any other document, and a RECEIPT for each of your payments.

5. Provide domestic workers with a STATEMENT OF EMPLOYEE RIGHTS AND EMPLOYER RESPONSIBILITIES
and a STATEMENT OF JOB CONDITIONS (job description form).

If an employment agency has violated your rights, call 311 or file a complaint

at nyc.gov/consumers or by mail: NYC Department of Consumer Affairs,
Consumer Consumer Services Division, 42 Broadway, 9th Floor, New York, NY 10004.
Affairs Created 08/2015




Spanish

Declaracion de derechos para

personas en busca de empleo

¢Busca trabajo a través de una agencia de empleo? jConozca sus derechos!

Sus derechos:

1. Usted tiene el derecho a ganar por lo menos el SALARIO MINIMO en cualquier trabajo que le refiera una agencia de empleo.
Salario minimo en el estado de Nueva York:
2015 = $8,75 por hora
2016 = $9,00 por hora

2. Usted tiene el derecho a obtener una copia de su CONTRATO. No firme el contrato si no lo entiende.

3. Usted tiene el derecho de negarse a pagar honorarios ilegales. LAS AGENCIAS DE EMPLEO NO PUEDEN COBRAR
HONORARIOS:
*  Antes de colocarle en un trabajo
(Excepcién: Las agencias pueden cobrar por adelantado si usted esta solicitando empleo en la Clase A o Clase A1.
Ver la tabla siguiente.)

*  Para registrarse o someter una solicitud de trabajo
e  Para programar una entrevista de trabajo
*  Para referirle a otra agencia de empleo o capacitacion laboral
* Para elementos adicionales como cursos de formacion, fotografias o revisién def curriculum vitae o resumé
*  Mas de la cantidad permitida por ley
Clase de empleo Descripcién de empieo Honoraric maximo
A . empleado doméstico, trabajador * 10% del salario de su primer mes completo si no se le proporciona
manual no calificado o inexperto comida o alojamiento
y obrero, incluyendo trabajador * 12% si se le proporciona una comida por dia de trabajo
agricola * 14% si se le proporcionan dos comidas por dia de trabajo
* 18% si se le proporcionan tres comidas y alojamiento por dia de trabajo
A1 trabajador _capacitado [¢] « El salario de una semana si el empleo es de 10 semanas o mas
trabajador industrial o]
experto 6 mecanico * 10% del salario recibido si el empleo es de menos de 10 semanas

Para obtener mds informacion, visite nyc.gov/consumers y descargue Ias leyes y normas que regulan las agencias de empleo. Refiérase a New York
General Business Law, secciones 184, 184-a, 186 (devoluciones), y 187 (conducta prohibida relacionada a los honorarios).

4. Usted tiene el derecho a un REEMBOLSO COMPLETO del honorario pagado por adelantado INMEDIATAMENTE al
solicitarlo, si la agencia no le encuentra un trabajo o si usted no acepta la oferta de trabajo. Esto aplica incluso si la
agencia le refiere a 3 o mas puestos de trabajo.

5. Usted tiene el derecho a un REEMBOLSO PARCIAL DENTRO DE 7 DIAS DESPUES DE SOLICITARLO si:
e Laagencia le cobrd mas de la cantidad requerida por ley.
e Usted aceptd una oferta de trabajo y no se reporté al trabajo, dependiendo del honorario que pagé.
¢ Usted es despedido después de ser contratado, dependiendo del honorario que pagd y el salario que gand.

6. Usted tiene el derecho de estar LIBRE DE DISCRIMINACION. Bajo las leyes y reglamentos de la Ciudad de Nueva
York, una agencia de empleo no puede discriminar en contra de usted o hacer preguntas sobre su edad, raza,
credo, religion, color, origen nacional, sexo, discapacidad, estado civil, orientacion sexual, estado de ciudadania, si
no son requisitos validos del trabajo.

7. Usted tiene el derecho de presentar una QUEJA sin importar su estatus migratorio.

Las agencias de empleo deben:

1. Tener licencia del Departamento de Asuntos del Consumidor (Department of Consumer Affairs, DCA) para operar
legalmente. La agencia debe publicar su licencia donde se pueda ver.

2. Aplicar su pago por adelantado o depdsito hacia su honorario total.

3. Referirle linicamente a empleadores que estan contratando.

4, Proporcionarle un CONTRATO, separado de cualquier otro documento, y un RECIBO por cada uno de sus pagos.
" 5. Proporcionar a los trabajadores domésticos con una DECLARACION DE LOS DERECHOS DE LOS EMPLEADOS Y

RESPONSABILIDADES DEL EMPLEADOR ademas de una DECLARACION DE LAS CONDICIONES DE TRABAJO
{formulario de descripcién de trabajo).

9 Si.una agencia de empleo ha violado sus derechos, llame al 311 o presente una queja
en nyc.gov/consumers ¢ por correc enviandelo a: NYC Department of Consumer
Consumer Affairs, Consumer Services Division, 42 Broadway, 9th Floor, New York, NY 10004,

Affairs Created 08/2015
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Using an Immigration Assistance Service Provider
. Tips for Consumers

Immigration Assistance Service Providers (ISPs) are people or businesses who are not lawyers and who
charge fees for any kind of immigration-related services. Because immigration law is complicated, ISPs are
NOT qualified to:

= Tell you how to file for a particuiar immigration status

= Advise you on your chances of getting a particular immigration status

= Help you prepare for immigration interviews
Note: A notario pablico, or notary public, is not an attorney and cannot offer the services above.

Before you go to an ISP

Talk to a reputable lawyer about your situation. Or try a reputable nonprofit organization; many have lawyers
on staff or are recognized by the Board of Immigration Appeals so they can represent you in immigration
proceedings. Know which forms you need to file when you walk in the ISP’s door.

For information on free or low-cost immigration advice or help, call the New York Immigration Hotline at
(800) 566-7636 or (212) 419-3737.

For an attorney referral, call the New York City Bar Association at (212) 626-7373.

You can find all immigration forms on the U.S. Citizenship and Immigration Services Web site.

Only use an ISP to: '
= Translate and notarize documents ‘
Help you gather documents (like a birth certificate or school records)
Type up application forms (but not to advise you on your answers)
~ Arrange for photographs or medical tests
Take English language or civics classes

Protect Yourself
= Only go to ISPs that have physical locations. Never use one you can reach only by phone or e-mail.
= Do not believe any ISP that claims to have special influence with immigration authorities.
* ISPs must sign a written contract with you before providing services. Read the contract before
signing it and keep a copy for your records.
Do not leave your original documents (like a marriage certificate) with an ISP. Give copies instead.
Avoid paying in advance for service. Pay only after the ISP has finished the work.
Get a written receipt. Make sure the receipt contains the name and address of the ISP.
Do not sign any blank or incomplete forms, and insist that the ISP sign any form it prepares for you.
Make sure the ISP has a bond, contract of indemnity, or letter of credit. Write down the name and
contact information of the bond company or bank. If the ISP does not give you a refund it owes you
or harms you in another way, you can file a claim. If the ISP does not have a bond or will not give
you its bond information, use another business. :

Call 311 to file a complaint about a business providing immigration services. You do not have
to give your name or your immigration status in order to make a complaint. 311 can take calls in many
different languages. You can also file a complaint online or download NYC law governing immigration
service providers and a sample contract. Visit www.nyc.gov/consumers

Call 311 or visit http://www.courts.state.ny.us/ (Attorney D|SC|pI|nary/Gr|evance Committee) to
file a complaint about an attorney.
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Utilizando un Proveedor de Servicios de Asistencia

de Inmigracion
Consejos para los consumidores

Los proveedores de servicios de asistencia de Inmigracién (ISP) son personas o empresas que no son abogados y que
cobran una tarifa por cualquier tipo de servicio relacionado con inmigracién. Puesto que la ley de inmigracion es
complicada, los ISP NO estan calificados para:

= Decirle como preparar documentos para obtener un estatus inmigratorio en particular

= Informarle sobre sus posibilidades de obtener un estatus inmigratorio en particular

= Ayudarle con la preparacion para entrevistas inmigratorias
Nota: Un notario pdblico no es un abogado y no puede ofrecer los servicios anteriores.

Antes de ir a un Proveedor de Servicios de Asistencia de Inmigracién

Hable con un abogado de buena reputacion sobre su situacién, o visite una organizacién comunitaria sin
fines de lucro. Muchas de estas emplean a abogados, o estén reconocidos por la Junta de Apelaciones de
Inmigracién. Por eso, pueden representarle en un tribunal de inmigracién. Sepa cuéles formularios necesﬁa
presentar antes de ver a un proveedor de servicios de asistencia de inmigracion.

Para informacion sobre asesoria o ayuda de inmigracion gratuita o a bajo costo, llame a la linea directa de
Inmigraciéon de Nueva York al (800) 566-7636 o al (212) 419-3737.

Para ser referido a un abogado, llame a la New York City Bar Association al (212) 626-7373.

Usted puede encontrar todos los formularios de inmigracion en el sitio Web de U.S. Citizenship and Immigration
Services. hitp://www.uscis.gov/

Solamente use un ISP para:
*  Traducir y notarizar documentos
= Ayudarle a reunir los documentos (como certificado de nacimiento o registros escolares)
= Escribir a maquina los formularios de solicitud (pero no aconsejarlo en sus respuestas)
= Hacer arreglos para fotografias 0 examenes médicos
=  Tomar clases de inglés o clases civicas

Protéjase.

= Solamente vaya a proveedores de servicios de asistencia de inmigracién que tengan ubicaciones fisicas.
Nunca use un ISP que solamente puede ser ubicado por teléfono o por correo electrénico.

* No le crea a ningun ISP que le diga que tiene influencia especial con las autoridades de inmigracién.

* Los ISP deben firmar un contrato por escrito con usted antes de prestarle servicios. Aseglrese de leer el

- contrato antes de firmarlo y guarde una copia para sus registros.

= No deje sus documentos originales (como el certificado de matrimonio) con un ISP. En cambio, dele copias.

= Evite pagar por adelantado por el servicio. Pague solamente después de que el ISP haya terminado el trabajo.

= Obtenga un recibo escrito. Aseglrese que el recibo tenga el nombre y la direccién del ISP.

=  No firme ninguin formulario en blanco o incompleto.

= Insista que el ISP firme cualquier formulario que prepare para usted.

= Asegurese que el [SP tenga un bono, un contrato de indemnizacion, o una carta de crédito. Escriba el nombre y
la informacién de contacto de la compafiia de bono o del banco. Si el ISP no le reembolsa un monto o si lo
perjudica de alguna otra forma, puede presentar un reclamo. Si el ISP no tiene un bono, o si se niega a darle
informacién sobre el bono, debe usar otro negocio.

Llame al 311 para presentar una queja sobre el negocio que provee servicios de inmigracién. No es
necesario dar su nombre ni su estatus inmigratorio para presentar una queja. Ei 311 puede contestar llamadas
en muchos idiomas distintos. También puede presentar una queja por internet, o descargar la ey de la Ciudad
de Nueva York que regla los proveedores de servicios de inmigracion y una muestra de contrato. Visite
www.nyc.gov/consumers

Liame al 311 o visite la pagina httg://www.coun‘s.state.nz.us/ (Attorney Disciplinary/Grievance Committee) para
presentar una queja sobre un abogado.
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When you use credit, you are borrowing money with a
promise to repay at a later date. Credit is not free. It
allows you to buy things when you don’t have cash,
but you will be charged interest and fees.

Using a credit card responsibly helps you build a good
credit history. Your credit history is on your credit
report (which reflects your credit score). A good credit
score will help you take out loans more easily and
even get better interest rates.

Misusing a credit card can lead to debt troubles that
can negatively affect your credit report and score.

Before Using a Credit Card. ..

Be sure to budget and save.

Know how much you earn each month, what bills you
must pay, and save the rest. If you track and manage your
spending, you may be able to pay for things in cash
instead of using a credit card. But if you use a credit card,
you'll be prepared when you get your statement.

Quick Tips for Choosing and Using Credit Cards Wisely

« Shop around. There are many different cards with
different offers, interest rates, and benefits. Look for
low interest rates on purchases and no annual fees.
Compare the options and select the card that best
meets your needs.

, ABOUTE .@
(cnean CARDs’)

. Réad the fine print. Read and understand all of the terms
and conditions that apply to your card before you sign up.

e Spend only what you can afford. Your credit card has a
limit, but that doesn't mean you should reach it. You will
owe what you have spent within a few weeks of your
purchases, so know your budget and always pay your card
on time. Failure to pay on time will result in late payment
fees and interest charges and will damage your credit.

» Check your statement each month and pay off your
balance in full. Each month, the credit card company will
allow you to make a minimum payment that is less than
the total you owe. It may seem easy to do this, but you will
be charged interest, which adds to what you owe.

¢ Know when to put the card away. If you cannot pay off
the balance in full, stop using the card and keep making
payments until you have paid off the balance. Always pay
more than the minimum payment if you can.

¢ Limit the number of credit cards in your wallet. To
avoid confusion and to prevent identity theft, limit yourself
to as few credit cards as possible. For most people one
credit card is more than enough.

= Opt out of receiving credit card offers. Register your
address at optoutprescreen.com or call toll-free

1-888-567-8688.
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Message from the Ventanilla
Partnership

The New York City Department of Consumer Affairs (DCA), the Consulate General of Mexico, and Citi
Community Development are pleased to share the findings from the first year of the Venzanilla de Asesoria
Financiera program.

Launched in 2014, the Ventanilla program offers free, high-quality financial counseling in-house at the
Mexican Consulate. This new financial empowerment program is based on in-depth, on-the-ground research
into the unique needs of the immigrant Mexican community in New York City conducted by DCA’s Office
of Financial Empowerment in partnership with Citi Community Development and the Mexican Consulate; it
builds on the model used at NYC Financial Empowerment Centers, which number nearly 30 throughout the
city. The Ventanilla program leverages the existing trust and use of the consulate by Mexican families to pro-
vide them with the financial information and resources they may need to participate in mainstream financial

services.

As this report documents, the Venzanilla program has already made a marked impact in the lives of its clients
in its first year, and much has been learned in the process. The program epitomizes the power of public-
private partnerships to merge critical services and to bring together stakeholders with a shared commitment
to promoting inclusivity and equal access to opportunity for all New Yorkers, among them new immigrants.

DCA, the Mexican Consulate, and Citi are proud to work together toward the greater financial integration
of Mexican nationals, the third largest immigrant group in New York City and the fastest growing. Beyond
our efforts in New York City, we are excited to share that the Ventanilla program is being expanded to other

Mexican Consulates across the country.

We hope to use the lessons learned from this pioneering program to continue to develop innovative strategies
to connect new immigrants to safe and affordable banking accounts and savings to increase their financial
stability. We invite you to explore how the lessons learned can be applied to your work to enhance financial
empowerment services throughout the United States.

NS Y/

Julie Menin Sandra Fuentes-Berain Bob Annibale
Commissioner Ambassador Global Director
Department of Consulate General of Citi Community
Consumer Affairs Mexico in New York Development

February 2016



Executive Summary

In 2014, the New York City Department of Consumer Affairs Office of Financial Empowerment

(DCA OFE, hereafter OFE), in partnership with the Consulate General of Mexico in New York, Cities for
Financial Empowerment Fund, Ariva, Qualitas of Life Foundation and with generous support from Citi
Community Development, launched the Ventanilla de Asesoria Financiera, or Financial Counseling Window,
an initiative to offer one-on-one financial counseling to Mexican immigrants at the Mexican Consulate.
“Ventanilla® is a common term for service desk in Mexico, and OFE adopted this framework for offering a
tailored financial counseling program in a format that would be familiar to Mexican nationals. The Ventanilla
program was built on the proven success of the City’s Financial Empowerment Centers, which have provided
free, professional, one-on-one financial counseling to more than 35,000 New Yorkers, and is adapted specifi-
cally to the needs of the Mexican community.

The initiative was designed to address some of the findings from OFE’s Immigrant Financial Services Stucly
(IFS Study), which was released in 2013 with generous support from Citi Community Development. The IFS
Study was the first study to take a closer look at the financial behaviors of specific immigrant populations in
New York City, and surveyed more than 1,300 immigrants from China, Ecuador, and Mexico. The IFS Study
found that 57 percent of Mexican immigrants surveyed were unbanked, higher than the Ecuadorian and
Chinese populations. Many immigrants surveyed expressed misconceptions about the process of opening a
banking account, identification requirements, and language barriers. The IES Study also found that the immi-
grant groups surveyed had a high rate of savings and the desire to save, but typically saved in an informal
setting, lacking the protection of a formal financial institution. The Ventanilla program sought to meet this
need for increased financial access and stability. Under the Venzanilla program, visitors to the Mexican
Consulate can get free, confidential advice and support about budgeting, managing money, accessing safe and
affordable banking products, building savings, filing taxes for free, improving their credit, and reducing debt.

The Ventanilla program represents a vision for the future of financial counseling for immigrant communities
and strengthening financial stability of immigrant households by embedding financial empowerment strat-
egies into local and intergovernmental infrastructure. Furthermore, the Ventanilla program represents a new
integral part of service delivery at the Mexican Consulate and is a foundation for other services for recent
immigrants.

During the first year of the Ventanilla program, more than 16,000 visitors to the consulate received personal
financial education materials, and more than 1,200 Mexican nationals received financial counseling services,
91 of whom filed taxes for the first time in the United States using free tax preparation services. Further, 66
individuals received an Individual Taxpayer Identification Number (ITIN), and 68 reduced their debt by
more than 10 percent. These figures represent real lives changed and the establishing of a firm foundation
for financial stability among Mexican immigrants in New York City.

OFE’s experience during the first year of the Venzanilla program provides a number of key lessons for organi-
zations and consulates interested in providing immigrant communities with financial counseling services. This
paper outlines the program’s origin, design, implementation, successes, challenges, and lessons learned, and
can be used as a framework to replicate this initiative in other cities. We hope these findings serve as a guide
for organizations and consulates looking to embed financial counseling into their service delivery.



Program Origins: Understanding
the Financial Lives of New York
City'’s Immigrants

Immigrant Financial Services Study

In 2013, OFE released the results of the /mmigrant Financial Services Study (IFS Study), the first field
research initiative in New York City to examine the particular financial service needs of recent immigrants,
in particular Chinese, Ecuadorian, and Mexican immigrant New Yorkers, and the real and perceived barriers
to their full participation in the financial services marketplace. The IES Study revealed gaps in financial
services for immigrant households with low and moderate incomes and missed market opportunities to
connect immigrant households to the financial mainstream.

The IFS Study used quantitative and qualitative methods to obtain a picture of demand- and supply-side
barriers and opportunities for financial access for immigrants in New York City. The research also sought to
examine differences between banked and unbanked individuals in New York City’s immigrant communities
and to provide insight on how programs and products might be tailored to the needs of unbanked individu-
als. Of the survey sample, Mexicans were by far the least banked (only 43 percent had bank accounts) com-
pared to Ecuadorians (65 percent had bank accounts) and Chinese (95 percent had bank accounts). The IFS
Study showed that Mexican immigrants, being the least banked group, could benefit the most from financial
counseling opportunities and would be open to accessing mainstream financial services if there was a trusted
resource for advice.

Table 1: Sampled Mexican, Ecuadorian, and Chinese immigrants by banked status (%)

Mexican Chinese Total
(443) (464) (1,324)
Banked 43 65 95 68
Unbanked 57 35 5 32
Total 100 100 100 100

While Mexicans surveyed identified structural barriers to banking, such as concerns with fees and minimum
balances, some respondents also had misconceptions that could be corrected by a financial counselor and
financial education. For example, Mexican immigrants were skeptical of the U.S. banking system, frequently
responding that they were worried their money would not be safe in a bank or that their information would
be given to one of the law enforcement agencies. A financial counselor could inform clients of the safeguards
of the U.S. banking system, as well as steps to be taken to secure finances if there was a change in an individu-
al’s immigration status. Mexican respondents also noted concerns with selecting a bank, namely that they did
not know which bank to go to or that they were not comfortable speaking English. Most Mexican immigrants
surveyed indicated that they would open a banking account if they found a financial institution where their
language was spoken or that did not require a passport or Social Security number (SSN). Furthermore, more
than one-third of respondents indicated that they would open an account if a trusted source explained the
account opening process to them or if they learned how to open an account during a class or from a financial
institution representative, solidifying the opportunity for financial counseling.
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Figure 1: Perceived Structural Barriers of Unbanked Immigrants

Process related responses of the unbanked to “Why have you not opened a bank account?”

the fees are too high.

I don’t have enough for the minimum balance -or- %

| am waiting for the documents.

I don’t have a proof of address.

[
I don’t plan to stay in the U.S. long.
There is no bank in my neighborhood.

Note: Since the total unbanked Chinese sample was so small (21 respondents), they were omitted from this Figure.

Figure 2: Perceived Non-Structural Barriers of Unbanked Immigrants

Trust and perception related responses of the unbanked to “Why have you not opened a bank account?”

I had a bad experience with a bank in the past.
I don’t know anyone at the bank.

I'm afraid they will give my information to the authorities.

| don’t feel comfortable speaking English.
I don’t know which bank to go to.

I’'m worried my money won’t be safe.

| don’t think I need one.

I’'m worried they will charge me hidden fees.

Mexican
0% 20% 40% 60% 80%
Mexican
I I
10% 20% 30% 40% 50%  60%

Note: Since the total unbanked Chinese sample was so small (21 respondents), they were omitted from this Figure.

Table 2: Top Three Reasons Respondent Might Decide to Open an Account*, by Country of Origin (%)

Mexican

...If 1 found a bank that didn’t require a SSN or a passport. 58.9 49.2
...If 1 found a bank where they speak my language. 62 56.5
...If  could send money home more cheaply. 52.7 44

*unbanked respondents



The IFS Study also found high levels of savings among Mexican immigrants. The most common long-term
savings goal among Mexican immigrants surveyed was funding their child’s or grandchild’s education. Even
with high levels of savings, most survey respondents from the Mexican immigrant community lacked a bank
account and were saving informally, which could leave them vulnerable to theft, robbery, scams, and other
fraud. Thus, a financial counselor could help identify the best savings vehicle not only to meet their savings
goal but also to accrue assets in a safe and efficient manner.

Table 3: Long-Term Aspirations by Country of Origin (% yes)

Are you saving to buy a house/apartment in the U.S.? 13.9
Are you saving to buy a house/apartment in your home country? 40.7
Are you saving to make home improvements? 29.2
Are you saving for your own education? 31.1
Are you saving for your children or grandchildren’s education? 49.9
Are you saving for a business in your home country? 23.6
Are you saving for retirement? 19.4

The IFS Study also highlighted important demographic indicators for the Mexican immigrant community
in New York City. Eighty-two percent of Mexican respondents reported being undocumented, the highest
of the three groups surveyed, despite having been in the United States for an average of 10.4 years. The
majority—69 percent—were employed. The average age of Mexican study participants was 33 years old.

In addition to the IFS Study findings, the New York City Department of City Planning estimated that
Mexicans are the third largest immigrant group and the fastest growing in New York City with a population
of 186,300 in 2013". Given the financial inclusion needs demonstrated in the IFS Study, coupled with the
rapid increase in the Mexican immigrant population in New York, OFE believed that enhancing the financial
health and financial inclusion among this growing community was essential. The Mexican Consulate, a part-
ner in the IFS Study, was also interested in exploring financial empowerment services for Mexican nationals

and their families living in New York City.

Financial Needs Assessment at the Mexican Consulate

The Mexican Consulate took great interest in the IFS Study and, in light of the IFS Study’s findings, wanted
to explore opportunities to support Mexican nationals living in New York City. The consulate was excited to
work with OFE and discuss its vision for financial empowerment programming at the consulate and sought
OFE’s guidance in launching a program.

In order to develop tailored financial counseling programming to address the financial needs of recent
Mexican immigrants, OFE first needed to understand their specific needs beyond those revealed through
the IFS Study. OFE created and conducted a Financial Needs Assessment (Assessment) survey at the
Consulate General of Mexico in New York’—a centralized location to interact with Mexican nationals from
across the city. The Assessment aimed to determine interest and needs for financial counseling services and
inform a suite of tailored services to be offered at the Mexican Consulate.
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Encouragingly, survey analysis found that most visitors would be interested in one-on-one financial counseling
and that 38 percent of visitors were interested in a counseling session of 30 minutes or more and a majority
would visit for more than 15 minutes. Consulate visitors surveyed were interested in a variety of topics for
counseling, most commonly increasing savings, understanding taxes and ITINs, managing money, and using a
bank account.

Figure 3: Responses to “Which services would you be interested in using if a trained financial counselor could help you?”

Increasing savings 59%
Understanding taxes and ITIN
Managing money

Using bank account

Getting credit card or loan
Money transfer options

Reducing loans or debt

None of the above 8%

0% 10% 20% 30% 40% 50% 60% 70%

When asked about taxes, 47 percent of respondents replied they would “very likely file their tax return at the
consulate if free tax preparation services were available,” and 31 percent responded that they would be “likely”
to do so. The Assessment found that 48 percent of all respondents had not filed taxes in the United States in
the last three years.

With respect to banking and savings, 42 percent of respondents did not have a bank account in the United
States. The Assessment confirmed IFS Study findings that most survey participants—60 percent—were sav-
ing. Additionally, 59 percent of Assessment respondents wanted to build savings and more than one third of
respondents wanted to manage money better and use a bank account. This combination signaled an opportu-
nity for on-site financial counseling services with a focus on becoming banked.

Credit and debt were not common issues for survey respondents. Seventy-seven percent of respondents indi-
cated that they had no credit history in the United States, and most were not interested in establishing credit.
With regard to debt, 71 percent reported having less than $1,000 of debt, showing that this would likely not
be a major area of focus for financial counseling.

The Assessment also revealed information about respondents’ personal finances that would be important in
designing services. The majority—72 percent—of survey respondents were employed and had weekly income
of $200-$600. OFE also learned that 57 percent received their income in the form of cash, and 93 percent of
respondents used cash most often when making an everyday purchase.

11



Program Design: Tailoring Services
to Meet Community Needs

OFE’s Financial Empowerment Center Model

The Ventanilla is rooted in OFE’s flagship program, the Financial Empowerment Center initiative, which
provides high-quality, one-on-one financial counseling for free through a number of integrated partnerships
citywide. OFE received a grant in 2008 to launch the first Center in the Bronx based on the clear need for
individualized counseling services identified in OFE’s Neighborhood Financial Services Study (NFS Study). The
NES Study found that many residents in low-income neighborhoods had never received formal education

on money management. Over the following years, OFE refined the Financial Empowerment Center model
through pilot programs, building the gold standard for one-on-one financial counseling. Due to the demon-
strated impact of the model and the high demand for services, the Financial Empowerment Center initiative
was baselined as a core City service in 2011 through a significant investment of public funds.

The initiative has grown substantially since 2008—from a single Financial Empowerment Center to nearly 30
Centers citywide. Financial counseling services are now successfully integrated into a variety of social service
contexts and a number of community partner sites. To further ensure quality and professional services, OFE
developed the credit-bearing counselor training course, Consumer and Personal Finance, in partnership with
the City University of New York (CUNY). The course is mandatory for all Financial Empowerment Center
counselors.

The Financial Empowerment Center model includes four foundational paths toward financial stability: Access
to Banking, Improving Credit, Reducing Debt, and Increasing Savings. Clients can enroll in any or all of the
model’s Service Plans based on the four paths. To assess interim and long-term successes of financial counsel-
ing clients, the model includes 30 milestones to track clients’ progress, as well as eight outcomes to measure
substantial changes in clients” financial health. These measures are captured in an integrated database system
that Financial Empowerment Center counselors use as a case management tool. Further, the database is
shared, allowing OFE to evaluate the impact of services in a variety of delivery contexts and across all sites and
providers.’

Based on the findings of the IES Study, the results of the Financial Needs Assessment, and input from com-
munity partners serving Mexican immigrants in New York City, OFE tailored its Financial Empowerment
Center model for the Ventanilla program to meet the needs of Mexican nationals living in New York. An over-
view of the modifications made to OFE’s Financial Empowerment Center model is provided in the following
section.

Adapting Existing Financial Empowerment Center Model

OFE examined its existing Financial Empowerment Center Service Plans to ensure that the action steps and
measures of success captured the services needed for the Mexican immigrant client base. All financial coun-
seling Service Plans include action steps that clients can take to move toward achieving outcomes that OFE
uses as indicators to help clients strengthen financial health. Informed by the Financial Needs Assessment, the
action steps and outcomes tailored to the Ventanilla program for each Service Plan are outlined on the follow-

ing pages.*
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Budgeting

Based on the findings of the Financial Needs Assessment and IFS Study, OFE modified the foundational

Budgeting step to be a dedicated Service Plan with relevant action items for Mexican Consulate visitors’.

The

considerations made in creating the Budgeting Service Plan for the Ventanilla program include:
Budgeting for irregular cash income: The Financial Needs Assessment showed that most consulate vis-
itors earn irregular cash wages and that 93 percent use cash to make everyday purchases. In this context,
budgeting and tracking income are critical for this population. OFE, therefore, developed an income
tracking tool for Ventanilla clients, and counselors noted when clients tracked cash income with the tool.
Separating business and personal finances for the self-employed: Many Venzanilla visitors are self-
employed, including construction contractors, housecleaners, and day laborers. As these individuals may
want to grow a business or file taxes, helping them to separate business and personal finances is impor-
tant. To this end, OFE created an expense and income log for the self-employed and added documenta-
tion of business expenses as an action step in the Budgeting Service Plan.

Increased household involvement in budgeting: Through our partnerships in the Mexican immigrant
community, OFE learned that household involvement in budgeting is a cultural norm. Many decisions
regarding daily purchases, sending money abroad, and using financial services are made with family
involvement. Accordingly, OFE added obtaining input from family members as an action step in the
Budgeting Service Plan.

Banking

The IFS Study revealed that 57 percent of Mexican immigrants in New York City are unbanked compared
to approximately 20 percent of Financial Empowerment Center clients who are unbanked. A great number

of Ventanilla clients could be candidates for opening safe and affordable banking accounts. As a result, OFE

modified action steps to address unique considerations to move Ventanilla clients to greater financial inclu-

sion, among them:

Documentation for opening accounts: As documented in the IFS Study, many financial institutions in
New York City have flexible documentation requirements, allowing non-U.S. citizens to use Consular ID
among other forms of identification for account opening. As also seen in the IFS Study, many immigrants
are not aware of the availability of these more flexible documentation alternatives. A financial counselor
can connect clients to financial institutions citywide that accept alternative forms of documentation.
Discussing identification for account opening was added as an action step in the Banking Service Plan.
Language access at financial institutions: The IFS Study revealed a perception among Mexican
immigrants that bank staff does not often speak Spanish. Additionally, the Mexican Consulate approx-
imates that 20 percent of Mexican immigrants speak indigenous languages other than Spanish. While
many mainstream financial institutions do have Spanish-speaking staff, community partners indicated
that bank staff may speak a different dialect of the language or use more formal vocabulary that can

be off-putting to potential customers. Due to this concern, OFE added addressing language access as

a potential action step to the Banking Service Plan.

Unfamiliarity with U.S. banking system and general distrust of banks: Based on the IFS Study, 42
percent of Mexican immigrants were concerned that their money would not be safe in a bank. Commu-
nity partners indicated that Mexicans may perceive banks in Mexico as unsafe and immigrants may be
unfamiliar with the Federal Deposit Insurance Corporation (FDIC) and other U.S. banking system safe-
guards. Therefore, OFE added an action step so Venzanilla counselors could discuss the safety of financial
institutions.

Concern with changes in documentation status and impact on deposits with financial institutions:
Thirty-five percent of Mexican respondents in the IEFS Study reported feeling concerned that a bank
would give their information to one of the law enforcement agencies. Accordingly, OFE added an action
step to discuss planning for managing accounts with a change of immigration status.
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* Disinterest in advice on remittance services: According to the IFS Study, remittances are the most used
financial service among Mexican immigrants. However, consulate visitors did not indicate a strong inter-
est in discussing the best options for sending money to Mexico. One explanation is that users already may
be aware of the best deals and opportunities to meet their needs simply because money transfer services
are so widely used within the community. Regardless, OFE included discussing the client’s method of
sending money home as an action step in case a counselor is able to help a client identify a better option
for this common financial transaction.

* Increased focus on reducing financial service costs: The IFS Study found that 23 percent of Mexicans
surveyed used check cashing services, which can prove more costly than bank accounts. Because of this
reliance on fringe services, Ventanilla counselors were encouraged to focus banking conversations on
reducing financial services costs when clients were using alternative financial services.

Savings

The IFS Study found a high level of savings but a low level of bank account ownership among Mexican
immigrants in New York City, implying that informal savings is common among this population. Given this
information, Ventanilla counselors asked specific questions about clients” current savings vehicles and transi-
tioning to a safer vehicle, if needed. For example, among immigrant populations, informal lending circles such
as tandas are common. While lending circles can be perceived in such communities as an alternative savings
vehicle among family or friends, it is not uncommon for even family members to take advantage of people

in these arrangements. Understanding these practices, OFE added two service milestones in the Venwanilla
Savings Service Plan: discuss current savings habits and identify potential new savings vehicle.

Credit

Credit and Debt are the most common Service Plans for Financial Empowerment Center clients, who often
have high levels of debt resulting in poor credit. In contrast, according to the IFS Study and Financial Needs
Assessment survey, Mexican Consulate visitors often have no established credit and little debt. Participants in
the Financial Needs Assessment survey did, however, indicate an interest in building credit to start a business.
Additionally, because visitors to the consulate are often new to the United States and less familiar with local
financial systems, it was important to include foundational information to introduce clients to the credit
reporting system and strategies for building credit. Thus, the Credit Service Plan includes relevant action steps
and distribution of tip sheets to clients.

Debt

Similar to poor credit, formal debt is a common issue among Financial Empowerment Center clients, but was
shown to be less so for Mexican Consulate visitors. As a result, many action steps from the Financial Empow-
erment Center model were not included in the Ventanilla Debt Service Plan as formal debt was less acute,
thus requiring less counseling.

Nonetheless, new immigrants can still face considerable informal debts. Many Venzanilla clients have debts
in Mexico, which can include funding for the trip to the United States or other borrowed money from family
members. While these debts are not reported on formal credit reports, they are part of the reality of Mexican
nationals and are a common conversation topic with Ventanilla counselors.

Also, undocumented immigrants who file taxes in the United States often acquire debt with the Internal Rev-
enue Service (IRS) as they do not qualify for some of the tax credits and other entitlements in the tax code.

Mexicans living in the United States for a long period of time sometimes file several tax returns at once, mak-
ing their tax liability even larger. In response, OFE created additional tools and resources for Ventanilla clients
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to manage debts with the IRS and to document expenses in preparation for future tax filings. Accordingly,
OFE added entering a payment plan with the IRS for tax debt in the Debt Service Plan. Ventanilla clients are
also encouraged to return for additional sessions during which counselors walk them through the process of
making payment plans with the IRS and ensuring that clients document any payments to the IRS.

Taxes

Because of the great interest in taxes within this community and the impact that filing taxes can have on the
potential for permanent residency in the United States, OFE offered free tax preparation services at the Mex-
ican Consulate and added a Tax Service Plan to the Venzanillas financial counseling model. While nearly half
of those interviewed in the Financial Needs Assessment had not filed taxes previously in the United States,

78 percent indicated an interest in filing taxes on-site at the consulate. OFE manages a coalition of free tax
preparation services citywide; however, this program is largely aimed at ensuring low-income New Yorkers re-
ceive all of the benefits to which they are entitled. Many Mexican immigrants have an additional and distinct
interest in filing taxes separate from those of the general population, as tax filings can serve as documentation
for proving residency in the citizenship application process. Additionally, an Individual Taxpayer Identifica-
tion Number (ITIN) obtained through filing taxes can open financial opportunities that may not otherwise
be available, including opening a bank account or starting a business. Given the importance of filing taxes to
this population, OFE ensured tax preparation services would be available at the consulate and filers would also
receive financial counseling through the Venznilla program. In creating this Service Plan, OFE considered
relevant action steps, such as understanding the benefits of an ITIN, directly depositing a refund, and estab-
lishing a plan for paying monies due, if needed.

Fraud and Scams

OFE alerts clients to scams that can undermine their financial stability. While this is not part of the tradition-
al financial counseling model, OFE informs Financial Empowerment Center counselors of relevant scams and
how clients can take preventative measures to protect themselves from becoming victims. In the case of the
Ventanilla, OFE identified and provided counselors with information on scams that victimize Latin American
immigrants: notario fraud and immigration services fraud.

In Mexico and some other Spanish-speaking countries, a notario piiblico can be a trained legal advisor. In the
United States, however, a Notary Public is a public officer only authorized to certify that an individual is the
named person on a document, and cannot give legal advice or review the legality of documents. Fraudulent
businesses in New York City claim to be notarios piiblico that have the same legal authority as they do outside
of the United States, and often charge families for services they are not legally able to provide, deceptively
taking money from innocent immigrants who are unaware of this distinction.

Immigration Assistance Service Providers are not lawyers but charge fees for any kind of immigration-related
services. They are not qualified to advise on how to file for a particular immigration status, determine

one’s likelihood of obtaining a particular immigration status, or help prepare individuals for immigration
interviews. Because of cultural, linguistic, and legal differences between the United States and many
Spanish-speaking countries, coupled with clients” urgent immigration needs, immigrants are vulnerable

and subject to predatory practices from fraudulent immigration services.

Given this environment, Ventanilla counselors are trained to warn clients about these scams, educate clients

about how to protect themselves, and direct clients to nonprofit, immigrant-focused organizations to assist
with legal issues.

15



“Some of the most critical areas of need we serve involve forms of fraud, abuse,
and scams. The Ventanilla de Asesoria Financiera is able to inform the Mexican pop-
ulation visiting the consulate how to avoid costly mistakes, scams, and their rights
as immigrants and independent workers. The information they receive from outside
sources is not always correct and fair to them. Our presence at the consulate is very
informative and educational because we are truly serving a need.”
- Ventanilla counselor

Outreach and Marketing Catering to Walk-in Clients

The Ventanillas outreach and marketing strategy was also tailored to the target population. The Mexican
Consulate hosts hundreds of visitors daily, and each visit may involve waiting up to two hours for services to
be completed, creating a rich pool from which counselors could recruit clients. Advertising and providing
Ventanilla services to clients waiting for other services at the Mexican Consulate were effective means of
encouraging participation in financial counseling. Walk-in services proved highly successful in attracting
clients, with more people interested in the Ventanilla than could be served. To support those who could

not attend one-on-one financial counseling sessions, the Venzanilla offered workshops and tip sheets.
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Program Implementation:
Key Partnerships

OFE has had years of experience working with community-based providers to hone the financial counseling
model for integration into their services; moreover, as a local government agency, OFE is uniquely positioned
to convene partners to deliver municipal financial empowerment initiatives.

To deliver the Ventanilla program, OFE was able to bring together three critical elements: financial counseling
at an appropriate venue; financial counseling offered by a trusted financial counseling provider; and culturally
relevant program materials with guidance from a community organization rooted within the Mexican immi-
grant community. These stakeholders provided the critical mix of inputs to make the Ventanilla de Asesoria

Financiera a successful program.

In addition, for this historic program, it was important to partner with a funder open to testing an innovative
financial empowerment strategy without the guarantee of success. With Citi Community Development, OFE
secured a key partner to help implement the Ventanilla program.

Figure 4: Key Partnerships for Ventanilla de Asesoria Financiera
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The Mexican Consulate as Venue and Program Host

For New York City’s Mexican immigrants, the Mexican Consulate serves as a trusted source for services. Mex-
ican nationals visit the consulate frequently for government services, such as renewing passports, obtaining
a Consular ID, birth certificates, power of attorney, and receiving legal counseling on issues, such as family,

civil, criminal, and migratory matters.
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The consulate is distinct in that it also provides additional community services to visitors, a practice which
served as the precedent for the Ventanilla. The consulate houses the Venzanilla de Salud (Public Health
Window), which provides on-site preventative health screenings, health insurance enrollment, and referrals
to health care providers, among other services. Even before the Ventanilla de Asesoria Financiera, the Mexican
Consulate established this “Window” model for community services that Mexican immigrants might not
otherwise access. Thus, the consulate was a natural setting for adding the Venzanilla de Asesoria Financiera to
their on-site program offerings.

The Mexican Consulate also houses a Department of Economic Affairs, which is committed to economic
empowerment of Mexican nationals. Since 2012, the Department of Economic Affairs has hosted an annual
financial education week during which financial institutions and community organizations offer workshops
and information booths for consulate visitors. Given the consulate’s commitment to the economic prosperity
of its nationals residing in New York City, the Ventanilla program was a natural fit.

Skilled Financial Counseling Provider

To provide financial counseling services more broadly, OFE contracts with quality nonprofit partners identi-
fied through a competitive solicitation process. For the Ventanilla program, the ideal organization needed to
have experience providing financial counseling to Latino immigrants using OFE’s Financial Empowerment
Center model. As part of the partnership, OFE would provide programmatic support to build a high-quality
referral network, develop financial counseling materials, establish relevant trainings with community partners,
and build a scalable program model for national replication at other Mexican Consulates.

Through a Request for Proposals, OFE identified Ariva, a Bronx-based organization primarily serving His-
panic and Latino clients, as the organization with a demonstrated ability to provide one-on-one financial
counseling for the Ventanilla program. Ariva’s mission is to empower low-income New Yorkers with effective
tools and resources so they can make informed financial choices and achieve economic stability. Ariva is also
a leading free tax preparation provider in New York City, helping low- and moderate-income individuals and
families file their tax returns and claim tax credits, such as the Earned Income Tax Credit. Furthermore, Ariva
offers financial education workshops and one-on-one financial coaching with community partners in the
Bronx, Manhattan, and Brooklyn. Ariva also provides connections to asset building opportunities at tax time,
as well as assistance to eligible clients in accessing benefits and entitlements, such as the Supplemental Nutri-
tion Assistance Program (SNAP) and Medicaid, to further strengthen clients’ financial stability.

Advisory Services from Experts from the Mexican Immigrant
Community

Another organization that was instrumental to the Ventanilla program was the Qualitas of Life Foundation.
Qualitas has both cultural knowledge of the Mexican immigrant community in New York City and familiarity
with their specific financial counseling needs. Qualitas assisted in reviewing materials developed for consulate
visitors and suggesting appropriate language used by Mexican nationals. Qualitas was instrumental in educat-
ing Ventanilla counselors on issues affecting the Mexican immigrant community in New York City, in particu-
lar the challenges they face in a new society.
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Specialized Trainings for Ventanilla Counselors

In addition to the financial counselor training OFE requires of counselors, OFE and
Ariva provided several professional development training opportunities to Ventanilla
counselors. This is important as OFE and Ariva wanted to ensure that counselors were
not only native Spanish speakers but also had the knowledge and cultural competency
necessary to provide high-quality financial counseling to Mexican immigrants. Training
topics included:

« Mexican immigrant community in New York. Qualitas of Life Foundation provided
training in the history and causes of Mexican migration to New York, demographic
trends in Mexican immigrant communities, gender roles in Mexican families,
as well as poverty and economic opportunity within Mexican immigrant families.

« Legal issues affecting the immigrant community. An immigration lawyer who
works closely with the Mexican Consulate provided important context regarding
documentation status and other legal issues important for Ventanilla visitors.

Building a Referral Network to Address Further Issues
Affecting Mexican Nationals

Ventanilla clients often face several, simultaneous challenges beyond those that financial counseling can direct-
ly address. Understanding the multifaceted reality this community faces, Ariva was proactive in seeking part-
nerships and connecting clients to additional appropriate resources to positively impact their lives, including:

« Small business ownership and entrepreneurship. As many Mexican immigrants aspire to be
business owners, connections and partnerships with available business development resources in New
York City were critical. Ventanilla counselors learned the details of service offerings at the New York City
Department of Small Business Services’ Business Solutions Centers and Immigrant Business Initiative, as
well as at microlender Accién East.

« Financial Institutions. As the IFS Study uncovered, Mexican immigrants face both perceived and struc-
tural barriers to safe and affordable bank accounts. Thus, Ventanilla counselors visited bank and credit
union branches in the Bronx and Manhattan that offer safe and affordable banking accounts. Counselors
met the branch managers, introduced Venzanilla services, communicated needs of the Mexican immigrant
population, and discussed opportunities to connect Ventanilla clients to appropriate banking accounts.

« Legal Clinics. Mexican immigrants are targeted by legal, immigration, and financial scams. Although le-
gal topics are outside the scope of the Ventanilla services, counselors connect clients in need with internal
or external partners that can help clients navigate their complex situations. Internally, the Mexican Con-
sulate connects with the Department of Protection; externally, clients are referred to legal clinics offered
by law schools and other nonprofits.
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Ventanilla’s Culturally Relevant Materials

Organizations that operate Financial Empowerment Centers use a variety of standard
tip sheets and tools to provide and supplement financial counseling services. Examples
include worksheets for budgeting and debt management, as well as charts explaining
how a FICO* score is calculated. The Mexican Consulate also provides materials and
brochures to help Mexican nationals navigate starting a business, buying a house, and
sending remittances abroad, among other topics. However, for the Ventanilla program,
it was critical to develop tools that met the specific financial counseling needs of Mexi-
can immigrants. Through the partnership with Qualitas and Ariva, OFE developed these
high-priority materials for the Ventanilla program:

« Financial Empowerment Referral Guide for Mexicans in New York City: Counselors
use this to help clients access services for small business development, health
care, immigration, and domestic violence support, and many other services, with
the aim of integrating all relevant services to guide clients toward financial health
and stability.

* Bank Account Guide: This includes a list of financial institutions, by borough,
offering safe and affordable banking options. The guide includes account terms
and identification requirements for each institution or location.

« Tip sheets and materials for financial empowerment tailored to specific program
needs:

« General program materials, including: Ventanilla program brochure and
promotional flyer; Intake and Financial Health Assessment forms that include
traditional Mexican naming conventions and indigenous Mexican languages as
options for primary language; and a counseling Action Plan for counselors to
create with clients during counseling sessions to document next steps

« Banking materials, including tip sheets on What to Look for in a Bank Account
and Protecting Your Bank Account in Case of Emergency for those concerned
about changes in immigration status

- Tax materials, including Tax Guide and Free Filing Options Checklist and Guide
to ITINs

« Budgeting materials, including a monthly budget worksheet, weekly spending
journal, and an income log for the self-employed

» Savings materials, including a Setting Savings Goals worksheet

*“A FICO score is a particular brand of credit score. FICO stands for the Fair Isaac Corporation. Most lenders still use FICO scores
when deciding whether to offer a loan or credit card, and in setting the rate and terms. Banks may also use FICO scores when approv-
ing checking and savings account applications and setting the terms of those accounts.” What is a FICO score? Consumer Financial
Protection Bureau. Posted on 8/12/2014: http://www.consumerfinance.gov/askcfpb/1883/what-is-fico-score.html




Overview of Ventanilla’s First Year
Highlights

The Ventanilla de Asesoria Financiera was launched during the Mexican Consulate’s third annual Financial
Education Week in March 2014. The launch of the Ventanilla program held much promise for OFE because
it would allow OFE to reach an immigrant group that was underserved through the Financial Empowerment
Centers. Since the inception of the Centers in 2009, no more than 2 percent of clients have self-identified

as being from Mexico. The Mexican community represents 6 percent of New York City residents—the city’s
third largest immigrant group and fastest growing—and the Ventanilla program presented OFE with an op-
portunity to serve this community and ensure financial stability for Mexican nationals as they live, work, and
participate in New York City’s economy.

In the first year, the Ventanilla program provided financial counseling to 1,235 clients through two Ventanilla
financial counselors. In addition, more than 16,000 visitors to the Mexican Consulate received Ventanilla bro-
chures and other financial education materials. Further highlighting the contrast to Financial Empowerment
Center clients, Ventanilla clients were predominantly male (63 percent) and spoke only Spanish (93 percent)®.
The majority of participants were employed’, and more than three-fourths reported an average yearly income
of less than $30,000. In terms of attitudes about their own financial security, 61 percent felt they had little or
no control over their finances, and 28 percent expressed little or no confidence that they could cover a $500
expense if faced with an emergency. In line with the Financial Needs Assessment, 44 percent reported being

unbanked?®.

Taxes and accessing the formal financial mainstream were the most commonly discussed topics with Venza-
nilla counselors. Eighty-nine percent of Ventanilla clients discussed tax preparation matters, and almost half
of Ventanilla clients discussed banking options with their counselor. The popularity of counseling on taxes
and banking reflected the needs and wants of clients who are eager to comply with U.S. laws. Clients sought
assistance in understanding and abiding by the U.S. tax system with its corresponding rights, responsibilities,
and opportunities. During four tax preparation days held at the consulate in 2014, services were fully booked,
with 91 individuals filing taxes for the first time in the United States using free tax preparation services, and

66 individuals obtaining an ITIN.

The high demand for tax services concurrently served as an effective portal for engaging clients in the other
core financial counseling services, in particular banking to directly deposit a refund. In the first year of

the program, 64 clients opened or transitioned to a safe and affordable bank account with guidance from
Ventanilla counselors. However, while the Ventanilla generated a high number of tax filers, the number of
bank accounts opened was not equally high. This is despite the fact that, according to the Financial Needs
Assessment, nearly as many Mexican Consulate visitors were unbanked as had not filed taxes. One reason

for the high demand for tax preparation services is the perceived incentive for filing taxes as a step on the
pathway to citizenship, while there may not be as great of a perceived incentive for accessing banking services.
(More than 40 percent of Mexican participants in the IFS Study indicated that they did not think they needed
a bank account.) Indicators from the first year of the Ventanilla program highlighted both successes and
challenges of the Ventanilla program model and identified key lessons to share with the field and to improve
the program going forward.
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Tables 4 and 5: Select Financial Counseling and Client Service Plan Enroliment

Session Summary

Indicator Result
Total Clients Served 1,235
Total Counseling Sessions 20 Minutes or Longer 1,838
Total Counseling Sessions Less than 20 Minutes 2
Average Sessions per Client 1.4
Clients with More than One Session 26%
Workshops/Group Counseling Sessions Participation 88

Clients Enrolled in Service Plan

Service Plan

Budgeting 215 17%
Banking 600 49%
Credit 346 28%
Debt 184 15%
Savings 267 22%
Taxes 1,104 89%

Table 6: Outcomes* by Service Plan

Outcomes by Service Plan

Service Plan Result Unique % of Service Plan
Clients (#) Enroliment

Budgeting Not Applicable™ - -
Banking Opened a safe and affordable bank account 45 8%
Transitioned to a safe and affordable bank account 19 3%
Bank account is open 6 months later 10 2%
Credit Established credit score 3 1%
Increased credit score by at least 35 points 3 1%
Debt Reduced by at least 10% 68 37%
Savings Maintained a regular savings habit (3 months) 10 4%
Transferred savings to a more secure storehouse 4 1%
Increased savings by 2% of income 0 -
Taxes Filed taxes for the first time 91 8%
Obtained ITIN 66 6%
Filed taxes for a second time 2 =
Total Outcomes Achieved 321
Total Clients Achieving Outcomes 158

*Recorded outcomes are based on follow-up contact with clients and the supporting documents they provide. Additional outcomes may have been
achieved by clients who have not followed up with their counselor.

**Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service Plan. Instead, the
milestones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for other Service Plans.
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Snapshot of Clients

Figure 5: Gender, n=1235
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Figure 7: Educational Attainment, n=1235
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Figure 8: Employment Status, n=1235
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Figure 9: Annual Net Income, n=1235
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Figure 10: Banking Status, n=1235
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Figure 11: Control of Finances, n=1235

@ A little
(77 Not at all

() Somewhat
& Very

() Extremely
@B Not Reported

Figure 12: Paying for Unexpected $500 Emergency, n=1235
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Maria Baez
Client
Ventanilla de Asesoria Financiera

I came to the United States because | believed | could lead a better life. | sought help
from the Mexican Consulate because | found myself with nothing. No place to live. No
job. No steady income or economic security. And with little information. Most impor-
tantly, | needed my documents in order to be a citizen in this country.

And that’s when | found Ventanilla de Asesoria Financiera.

Thanks to the Ventanilla
program, I've managed to
get a bank account and

a checking account. We
worked on opening a savings
account, as well as getting
me an ITIN number so |

can be in accordance with
the tax laws in this country.

It's been a year since my

overall situation has changed.

It's amazing what the finan-

cial counseling program can

help one achieve with their

training and the benefits they

provide for each and every )
one of us. 3

Right now, | work in home cleaning services, and | also work as a nanny. I'm taking
classes on how to open a small business. My specialty is making pifiatas, as well as
confectionaries. | want to grow my business, and opening a bank account is helping
me get closer to achieving my goals.

When | needed help, | found it at the Ventanilla de Asesoria Financiera.

To view Maria’s story, visit nyc.gov/consumers
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Lessons for the Financial
Empowerment Field

OFE worked closely with Ventanilla stakeholders, among them the Consulate General of Mexico in New York,
Ariva, and Qualitas of Life Foundation, to understand how best to adapt, launch, and implement a financial
counseling program targeting a specific immigrant group in New York City. This section highlights several key
lessons learned during the first year of the Ventanilla program that are important to share with the field.

Lesson 1: Research is important to inform program design.

The IFS Study served as a firm foundation for determining the need for financial empowerment services for
New York City’s Mexican immigrants. Through the IFS Study, OFE realized the high rate of unbanked Mexi-
can immigrants and the role counselors could play in leading Mexican immigrants to financial inclusion. The
Financial Needs Assessment further demonstrated potential client interest in the service and confirmed the
need for counseling to inform clients of banking, saving, and tax filing options. The Financial Needs Assess-
ment also confirmed that one-on-one counseling sessions would be an effective means of providing Ventanilla
services. By confirming the top service interests and ideal service delivery mechanism, OFE was able to adapt
the program model and counseling materials prior to launch to ensure an effective and demanded service from
the outset.

Lesson 2: Establishing client trust at multiple levels is critical
for program success.

As seen in the TFS Study, Mexican nationals in New York City may lack confidence in financial institutions
and other formal entities in the United States. Therefore, establishing the Venzanilla as a trusted service was
critical for program success. OFE identified three components of building client trust.

First, OFE found that being colocated at a trusted entity for the target population facilitated client recruit-
ment and interest in Ventanilla services. The Mexican Consulate has historically been a strategic point of
engagement to assist clients with resources beyond intergovernmental and consular matters. Thus, part of the
Ventanilla’s success is attributed to the confidence Mexican nationals have in the consulate.

Second, OFE learned that culturally relevant materials were a quick means to ensure credibility of the service.
The IFS Study and Financial Needs Assessment both revealed client hesitation in dealing with formal finan-
cial institutions due to a perception that those institutions did not speak the client’s language. Because of the
importance placed on familiar language and cultural references, Ventanilla placed great value on the insights
provided by Qualitas and the Mexican Consulate and developed approachable materials as a result, helping to

ensure client buy-in.

Third, despite the consulate being a trusted resource for the Mexican immigrant community, discussing one’s
personal finances still requires a great deal of trust in a counselor. Ariva’s extensive expertise working closely
with the Latino community was an important asset in navigating client reluctance to discuss certain personal
information, such as savings levels, other debts, and tax issues. Ventanilla counselors were able to break down
trust barriers as they built relationships based on personal identification, a demonstrated knowledge about
personal finance issues, and a cultural understanding of Mexican immigrants in New York City.
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Lesson 3: Retention strategies should be client focused.

Similar to OFE’s Financial Empowerment Centers, client retention at the Vennilla is a challenge. During the
first year of the Ventanilla, 26 percent of clients participated in more than one financial counseling session—a
retention rate comparable to that of NYC Financial Empowerment Centers. In order to build financial health
with Ventanilla clients, counselors had to adapt follow-up sessions to meet their needs and availability.

Consulate visitors tend to come for one-time services, so returning for in-person counseling alone presented

a hurdle. Furthermore, Mexican immigrants live across all five boroughs, many in locations that are distant
from the consulate, and traveling can be a barrier. Additionally, many Ventanilla clients have inconsistent work
schedules, work on short notice, or are self-employed, which often prevented them from keeping scheduled
follow-up appointments.

As a solution, Ventanilla counselors used phone sessions as an alternative to in-person sessions to overcome
the challenges of traveling to the consulate. This adaptation was instrumental in retaining some clients who
might not have come back otherwise but, as noted, it only allowed the program to achieve a retention rate
comparable to the Financial Empowerment Centers. Even as a retention tool, there still remain two barriers

to phone-session retention. First, clients” irregular work schedules posed difficulties. In some cases, counselors
would call a client at a predetermined time, but the client would be at a job that had come up on short notice.
Also, the client might only be able to speak for a few minutes or express hesitation about discussing sensitive
personal finance topics while at work. Additionally, some clients remain disconnected from communication
altogether because of inconsistencies in phone numbers or not keeping current on mobile phone bills.

OFE understands that several sessions are typically needed in order for clients to achieve outcomes and make
substantial improvements in financial health. Improving client retention continues to be a focus for OFE and
its partners in the second year of the Venzanilla program.

Figure 13: Residential Settlement of Persons Born in Mexico by Neighborhood, New York City, 2007-2011
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Sources: U.S. Census Bureau 2007—-2011 American Community Survey-Summary File;
Population Division-New York City Department of City Planning
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Lesson 4: Choose funders that are open to risk-taking and
testing and patient in the pursuit of results.

Citi Community Development, which funded the Venzanilla program, allowed OFE to test a new program
model while also testing different approaches to financial counseling and different recruitment and retention
strategies. Although the Ventanilla program displayed promising results in year one, there is work to be

done to improve the service so that clients achieve outcomes within multiple Service Plans. Citi Community
Development has renewed its support to make additional experimentation and improvement in year two

of the Ventanilla program possible.

28



Looking Forward

Ventanilla’s Second Year

OFE believes in the sustainability and scalability of programs like the Venzanilla at consulates around the
United States. For the second year of the Ventanilla program, OFE and its partners have taken several steps to
make improvements based on the lessons learned in year one of the program.

First, OFE and its partners have continued to focus on improving client retention by testing a variety of strat-
egies. For example, Ariva is working with the mobile Consulate on Wheels to follow up with clients in approx-
imately a dozen different locations within the tristate area. When the Consulate on Wheels is visiting a location
where Ventanilla clients live, Ariva travels to selected locations and schedules appointments with clients.
However, the Consulate on Wheels does not regularly travel to all of the neighborhoods where Mexican immi-
grants live. OFE is exploring a solution whereby Ariva will host office hours at local community organizations
in neighborhoods not frequented by the Consulate on Wheels. Additionally, OFE and Ariva will test behav-
ioral nudges, such as texting and mailing clients, to remind them of the value of counseling and options for
scheduling and keeping appointments. The efforts to improve client retention for the Venzanilla program will
be further enhanced by the findings from an upcoming Designing for Financial Empowerment project. This
project, a partnership between Citi Community Development, the Mayor’s Fund to Advance New York City,
Parsons Design for Social Innovation and Sustainability Lab, and OFE will use human-centered service design
methodology to identify strategies to improve client retention at OFE’s Financial Empowerment Centers.

Second, through the relationships built in the first year, and an emphasis on increased retention in year two,
OFE aims to increase the number of bank accounts opened and savings formalized, given the strengthened
relationships and built trust between counselors and clients.

Third, for the second year of the Ventanilla program, the Mexican Consulate added six more tax preparation
days, for a total of 10 days, to accommodate the popular demand for tax services from Mexican nationals to
prepare and file their taxes for free.

Finally, the program has increased counselor capacity by hiring another staff member to better meet the
demand for financial counseling services at the consulate and to increase counselor bandwidth to test and
implement retention strategies.

Replication

Beyond the Ventanilla program at the Consulate General of Mexico in New York, it was announced on April
20, 2015 that the Ventanilla de Asesoria Financiera model will be expanded to other Mexican Consulates
across the United States. In announcing the national expansion, Ambassador Sandra Fuentes-Berain of the
Consulate General of Mexico in New York emphasized, “Our goal is to empower the Mexican nationals

so that they can understand and enroll in banking and financial services available to them, which allows them
to better integrate in the local socio-economic fabric. We are providing them the tools to achieve tangible
goals, like buying a house, saving for their children’s education, or opening a business, which will ultimately
contribute to economic growth and job creation. And due to the Ventanillas success, we are now working
together with the Mexican Ministry of Foreign Affairs to replicate this program in other Mexican Consulates
in the United States.”
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Moreover, the Ventanilla program will be replicated in other cities, further highlighting the importance and
impact of municipal strategies and partnerships to tackle income inequality and help diverse, low-income
communities. The replication of the Ventanilla program at Mexican Consulates across the country represents
a broader vision of serving, adapting, and learning how integrating financial counseling in a thoughtful

way is an integral part of empowering immigrant communities and bringing individuals into a shared pros-
perity. The Ventanilla program demonstrates that individual counseling not only delivers beneficial and
life-changing outcomes for low-income immigrant clients, but also can be implemented in partnership with
a foreign government.

The Ventanilla also demonstrates the adaptability of OFE’s financial counseling model, and that thoughtful
program planning and implementation are keys to program success. In this manner, local government can
continue to support hardworking immigrants by educating them on their rights and responsibilities as mem-
bers of the community, helping them gain access to mainstream financial services, and strengthening their
financial stability.

There remains a lot to learn about providing financial empowerment services to immigrant communities, and

that will come with replicating this service model in other cities. OFE is proud to contribute this report to the
growing body of literature on municipal financial empowerment strategies.
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Endnotes

! The Newest New Yorkers, NYC Planning, 2013, http://www.nyc.gov/html/dep/html/census/nny.shtml, pg. 10.

2 OFFEs rescarch team designed the Financial Needs Assessment survey instrument in both English and Spanish (see Appendix
A) and was submitted for Institutional Review Board (IRB) approval through NYC’s Center for Innovation through Data
Intelligence (CIDI). The primary data collection was in the form of an oral survey. The participation was purely voluntary and
the survey did not collect any identifiable information. Verbal consent was needed to conduct the survey, but participants could
choose to stop at any time. Surveyors consisted of OFE staff trained as survey takers and in human subjects research; addition-
ally, they were fluent in both Spanish and English. A total of 105 surveys was completed over a period of several days in late
October 2013. With a script, surveyors approached people seated and waiting to receive services at the Mexican Consulate. If
they agreed to participate, the survey began. It was designed to take 7-10 minutes to complete and, if the participant was still
interested, additional questions were asked (for a total survey time of 15-20 minutes). Ninety-three (out of 105) respondents

completed the long survey.
3 See Appendix B for OFE’s Financial Empowerment Center Model.
# See Appendix C for more details about the Ventanilla de Asesorfa Financiera Service Plans.

5 Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service
Plan. Instead, the milestones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for
other Service Plans.

®In 2014, the percentage of male and female Financial Empowerment Center clients was 31% male and 68% female.

7 In 2014, 53% of Financial Empowerment Center clients were either full-, part-, or self-employed, and 21% of Financial Em-
powerment Center clients were unemployed.

8 In 2014, 20% of Financial Empowerment Center clients were unbanked.
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Appendix A: Financial Needs
Assessment at the Mexican Consulate

Office of Financial Empowerment/Mexican Consulate Needs Assessment

Guidelines for Conducting the Survey:

Thank you for helping the Mexican Consulate and the Office of Financial Empowerment conduct these surveys. Over
the course of a few days, we will be asking people waiting for services at the Mexican Consulate for their opinion on
what financial services, information and guidance they would be interested in receiving at the Mexican Consulate,
through a new program called the Financial Empowerment Window. We will have two versions of the survey—one
basic and one extended version—to better fit the time availability of respondents. We aim to have at least 100 basic
surveys completed by a diverse group of Mexican immigrants representative of the larger pool of Consulate visitors
(varying backgrounds in age, gender, socio-economic status, and experience with financial institutions in the US, etc.).
Of the 100 respondents, we hope to have at least 30 voluntarily complete the extended version of the survey. The
purpose of the survey is to gather information about different financial services needs and service delivery preferences
of those that visit the Mexican Consulate. The survey results will be used for the purpose of tailoring the Financial
Empowerment window services to the specific needs of Mexican Consulate visitors.

Here are some survey techniques and tips:

e Remember to introduce yourself to survey respondents and explain the purpose of the survey. The opening
section on the survey page includes a script to read to respondents.

e Reassure participants that this is just a survey, it is anonymous and all information will remain confidential. We
do not want to sell anything or share any of their answers.

e |f the participant feels uncomfortable answering questions, reassure them that the survey is confidential. If they
are still uncomfortable, skip the question and proceed to the next question.

e |f participants are unable to remember the list of options for them to choose, feel free to show them the written
questions and choices

e Please write down any interesting or relevant comments made by the participants and notes on participants’
demeanor and disposition.

e We would like survey respondents to mirror the diversity of the Mexican Consulate. So, please try to target a
representative sampling of Consulate visitor respondents.
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Survey Instrument

Opening statement and purpose of survey (will probably take about 2 % minutes to complete):

e “Hello, | am from the New York City Department of Consumer Affairs. | am working
with the Mexican Consulate. Do you have a few minutes to talk to me? Would you prefer English or
Spanish?

e I’'m helping to start a new financial education project here at the Consulate, and | would like to ask
your opinion about it today. All of your responses will be anonymous, and the survey will take
around 8 minutes. Your participation is completely voluntary, and you can choose to stop at any
time. You will not be denied any services if you do not participate in this survey. And feel free to ask
me any questions along the way.

e May | continue? Thank you.

e As part of this program, services will be provided right here at the Consulate by a non-government
organization. They will be free and open to all Consulate visitors.

e Inthe program, trained staff will offer information and assistance in areas such as:

o Banking

Money management

Savings

Taxes

Credit

Debt

o Fraud

O O O O O

e Services will be provided at the Consulate in a number of ways:
o Group workshops with general information for many visitors at a time.
o Individual financial counseling in which you will work with a counselor on your personal
financial situation and goals.
o One-page information sheets that you can take home and share.

| want to learn more about how services will be most convenient for you and which services might
interest you the most. | know that sometimes it can be uncomfortable talking about your personal
finances, but all of your answers will be completely anonymous and are confidential and will help the
Mexican Consulate provide better services. Thank you for helping us in this process.”

Is everything that | have explained so far clear?
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Questions for short survey:

1. When making an everyday purchase, which do you use most often? (top 3):
a. Cash

Debit or ATM card

Credit card

Prepaid card

Check

Money order

=m0 o0 o

2. How do you receive your income (Pick all that apply)?
a. Cash

b. Check deposited into a bank account

c. Check cashed at a check casher

d. Prepaid card

e. Direct deposit

f.  Other:

3. While you’re at the Consulate, how much time do you think you could spend talking with somebody about your
finances?
a. __ <15 minutes b. _16-25 minutes c. __About half an hour  d.__More than half an hour

4. Would you prefer to attend group workshops or one-on-one financial counseling?
a. Workshops only
b. Counseling only
c. Both
d. Neither

5. How likely are you to speak to a trained counselor about your own financial situation?
a. Very likely b. Likely c. Not sure d. Unlikely e. Not at all likely

6. Which services would you be interested in using if a trained financial counselor could help you? (top 3)
a. Using a bank account
b. Managing your money
c. Increasing savings
d. Comparing money transfer options
e. Understanding taxes and the Individual Taxpayer Identification Number (ITIN)

*Clarify if respondent is not familiar with the ITIN: Regardless of legal status, those earning income
in the United States can file a tax return. If you do not have a Social Security Number, you can
apply for an ITIN to file your tax return. Your information is not shared with immigration
authorities in this process.

f.  Getting a credit card or loan
g. Reducing loans or debt
h. None of the above

34



7. Are there other financial services you would like to see offered at the Financial Empowerment window at the

Mexican Consulate?

8. Is there anything else you want to share with me?

Demographics:

1. Doyou live in New York City? _ Yes No
a. If you do not live in NYC, where do you live?

__Another part of New York State __New Jersey __Connecticut
indicate)

2. Ageinyears:

3. WhatyeardidyoumovetotheUS? __ NYC? __ BorninUS? __

4. Are you currently employed? _ Yes __No

5. What is your weekly household income?*

(note, if respondent asks: *after taxes,)
_ <5200 _$200-$400 _ $400-$600 __ $600-$800 $800+

__Other (please

*|f the client prefers to estimate income over a different timeframe, please note that below:

a. Bi-weekly S
b. Monthly S
c. Annually S
d. Other S

6. Which of these documents do you currently have? (check all that apply)
__SSN __Matriculate Consular __ITIN __Birth Certificate
__Mexican Passport __Green Card __StateID __U.S. Driver’s license
__Prefer not to answer
7. What type of Consular services are you here for today?

a. Identification (passport, matricula consular, military primer)

b. Legal (immigration, labor, family, civil, criminal)

c. Civil Registration (birth certificate, marriage certificate, Mexican nationality)

d. Other

8. Isitall right if we continue asking you questions? Y N
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(Followi

ng questions to be asked if participant is inclined to continue talking)

Additional questions for extended survey:

1.

2.

Savings:

If you met with a counselor, how would you like a counselor to follow-up with you: (check all)
a. On-site at the Consulate

b. By phone
c. Inperson closer to where | live or work
d. Text/SMS message
e. Email
f. Notatall
Do you currently have a bank account in the US? __YES __NO

1. Approximately how much do you currently have in savings?
_$0 _<S$500 _ $501-%1,500 _$1,501-$6,000 _ >56,000

2. How much would like to have saved for emergencies? S

3. Which of the below strategies do you think would be most helpful for increasing or starting your savings?
(top 3):

Find a safe place to keep my money

Open a savings account

Creating a spending plan with savings included

Set up direct deposit with some money automatically going into a savings account

Reduce bank account fees

S o o 0 T o

| am not interested in increasing or starting my savings

Taxes and the Individual Taxpayer Identification Number (ITIN)

Have you filed a tax return in the US in the last 3 years? _ Yes __No __Notsure

If there were free tax preparation services available at the Consulate next year, how likely are you to file your
return here?

Very likely Likely Not sure Unlikely Not at all likely

Which of these services would you be interested in receiving from a financial counselor?
(top 3 or highest priority)

Information about how the US tax system works

Information about immigration and taxes

Learning how to file taxes for free or at low cost

Applying for an ITIN

Managing unpaid taxes

How to appeal a tax dispute

SO o0 T w
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Credit and Debt

1. Do you have a credit history in the US? _Yes __No __ Notsure
2. How much money would you estimate that you currently owe in total, to banks, friends, family, or others in
the United States or Mexico?

__Less than $1,000 __$1,000-$5,000 __$5,001-10,000 _$10,001-30,000
_$30,001-$50,000 _ $50,001-$100,000 __>$100,000

3. How worried are you about paying off your debts?

Extremely Very Somewhat A little Not at all

Thank you for completing our survey! Do you have any questions or comments about the survey?

Look for the financial window opening soon!

For surveyor:
Take note of the following:

1. Gender M _F
On what floor of the Consulate did you recruit this participant? 1 2 3
Is the person alone or with other people?
a. Children?
b. Other adults?
4. Does the person seem (check all that apply):

a. Relaxed?

b. Inahurry?
c. Stressed?
d. Impatient?
e. Distracted?
f. Other?

5. What was the person’s demeanor?
a. Open and talkative?
b. Suspicious/untrusting?
c. Disinterested?

37



Appendix B: OFE’s Financial
Empowerment Center Model

OFE’s nearly 30 Financial Empowerment Centers are located citywide in areas with a high concentration of
poverty and need. Counseling services are available to the public, free of charge, and are typically integrated
within a host of public programs to improve multiple outcomes.

Counselors work with clients during the initial session on a full Financial Health Assessment. Regardless of
the defining issue or question, a counselor will probe the client’s entire financial situation and together the
counselor and client will define one or more Service Plans. The Service Plans enable the client to establish
short-, intermediate, and long-term goals and begin working to address those goals. Client outcomes are
then tracked based upon the specific Service Plan chosen during the initial assessment. However, these are
subject to change over time as the client identifies new goals or achieves sufficient outcomes in prior goals.
The Service Plans include strategies to:

* Establish or improve client credit score

* Decrease debt

* Develop and manage safe and affordable banking relationships

* Build savings

* Triage other pressing issues of financial security

Current Financial Empowerment Center outcomes tracked include:
a. Banking (for those with no bank account): Open a safe and affordable bank account
b. Banking (for those with a bank account): Transition to a safe and affordable bank account
c. Banking (for all): Bank account is open 6 months later
d. Credit (for those with none): Establish credit score
e. Credit (for those looking to improve their credit): Increase credit score by at least 35 points
f. Debt: Decrease debt by at least 10%
g. Savings: Increase savings by at least 2% of income
h. Savings: Establish and maintain a regular savings habit (monthly)

Open Account
/

_— Transition account

Account open for 6 months

FinanCiaI ___— Establish credit history
a=dll  Credit
Health B Increase FICO at least 35 points

Assessment
o > B

Banking

/

N
Increase savings by at least 2% of net income
Savings
g B Savin
g regularly (monthly)
I Intake-Demographics 1 Service Plans 1| Milestones | Outcomes

| Points of Service |
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Appendix C: Ventanilla de Asesoria
Financiera Service Plans

Budgeting Service Plan

Desired Outcomes®

Action Steps

v Complete a budget

v Adhere to a budget

v Include savings plan in budget

v Assign spending journal

v Track expenses and revise budget

v Review budget with partner and/or other family members
v Identify short-term and long-term financial goals

v Reduce expenses

v Organize bill payment cycles for money management
v Document cash earnings or other income

v Document business expenses for self-employment
v Apply for public benefits

v Greater sense of financial control
v/ Better ability to cover expenses
v/ Reduce expenses

*Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service Plan. Instead, the mile-
stones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for other Service Plans.

Banking Service Plan

Measurable Outcomes

Action Steps

v Discuss steps to reduce financial services costs

v Take steps to reduce financial services costs

v Discuss safeguards of U.S. financial system, such as FDIC,
consumer protections

v Discuss how to use Matricula Consular to access financial
services

v Compare financial services or products across institutions

v Discuss language availability for customer service

v Identify appropriate financial product or account (includes
prepaid cards)

v Gather all documents needed for account or product application

v Discuss plan for managing accounts in case of change in
immigration status

v Client intends to open bank account

v/ Review ChexSystems report

v Enroll in direct deposit

v Make regular deposits of cash earnings

v Discuss current method for sending money abroad

v Compare options and costs for sending money abroad

v Open or transition to safe and affordable
financial checking account

v Open or transition to safe and affordable
financial savings account

v Maintain account for 6 months
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Savings Service Plan

Action Steps Measurable Outcomes

v Identify savings goals (short term and long term) v Increase savings by 2% of income
v Develop a savings plan v Establish regular savings habit

v Discuss current savings method/vehicle (3 months)

v Identify new savings vehicle (if necessary) v Transfer savings to more secure

v Discuss investment options and identify investment vehicles storehouse (such as tanda, savings
v Client starts automatic savings transfer account, or CD)

Credit Service Plan

Action Steps Measurable Outcomes
v Review credit report and score v Establish credit
v Discuss basics of credit scores and reporting system v Increase credit score by 35 points

v Dispute errors on credit report

v Identify need to build credit

v Discuss eligibility for credit building product

v Discuss using credit wisely and protecting information
v Apply for credit builder loan

v Obtain credit builder loan

v Apply for secured credit card

v Obtain secured credit card

v/ Assist client with identity theft case

Debt Service Plan

Action Steps Measurable Outcomes

v Review credit report v Reduce total debt by 10%

v Identify errors on credit report

v Create a debt management plan

v ldentify debt owners

v Negotiate with creditors

v Send debt validation letters

v Remove errors from credit report

v Enter a payment plan with the IRS for tax debt

v Discuss options for clients considering loan or other debt product

Tax Service Plan

Action Steps

v Discuss filing options and implications

v Identify free or low-cost tax prep method/site

v Document income and cash earnings to include in tax return

v Discuss Consumer Bill of Rights Regarding Tax Preparers, e.g., refund
anticipation loans marketing/disclosures, paid preparer rules, etc.

v Complete ITIN application for self and/or spouse and dependents

v Gather documents needed for tax prep for current year

v Gather documents needed for prior years

v Discuss direct deposit of refund (need account and routing number)

v Discuss use of refund for savings, money management, and debt payment

Measurable Outcomes

v Client files taxes with free or low-
cost service for first time
v Client successfully obtains ITIN
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BEWARE OF...

Credit Card Promotions

Credit, debit, and prepaid cards that are promoted on school campuses aren't necessarily safe. For
information, visit the Consumer Financial Protection Bureau (CFPB) website at consumerfinance.gov.

Many credit card companies will offer a list of exceptions or attractive introductory rates that expire

after a few months.

Cash Advances

You'll pay higher interest rates for cash advances on your credit card than for actual purchases.

FREE HELP

Get free professional financial counseling at an NYC Financial Empowerment Center.
Counselors can help you create a budget, reduce your debt, negotiate with your creditors, understand
your credit report, improve your credit score, and more. Call 311 to schedule an appointment near you

or visit nyc.gov/consumers for more information.

Get a free copy of your credit report and review it carefully.

Go to annualcreditreport.com or call toll-free 1-877-322-8228.

OTHER RESOURCES

- The Credit Card Accountability Responsibility and Disclosure
Act of 2009 (CARD Act) requires that credit card companies
provide cardholders with clear and understandable forms and
statements; establishes rules regarding rate increases; and
provides special protections for students and young people.

To the right is a sample of some of the information that credit
card companies must provide on statements so you
understand the consequences of late payments or paying
only the minimum payment due.

- Review sample credit card statements here:
hitp://www.creditcards.com/credit-card-news/monthly-
credit-card-statement-1282.php

s Review CFPB’s CARD Act fact sheet here:
http://www.consumerfinance.gov/credit-cards/credit-card-
act/feb2011-factsheet/

Read DCA's tip sheet “COMMON CREDIT REPAIR SCAMS.”

About Gonsumer Protection Tips for Young Adults

Young adults face consumer challenges every day. The Department of Consumer Affairs (DCA) created
a series of tip sheets to educate young adults about their rights and how the spending decisions they

make today will affect their future.

) | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia
Mayor Commissioner Chancellor

G-18(D) Periodic Statement New Balance, Due Date, Late Payment and
Minimum Payment Sample {Credit Cards)
New Balance 5173453
Minimum Payment Due 55300
Paymant Due Date 2012
Late Payment Warning: ifwa do not receive your minimum payment by the
date listad above, you may have o pay 2 $35 late Tee and your APRs may be
increasedup lo the Penetty AFR of 28.85%.
it Paymient Warning: if you make only the minimum payment each
period, you will pay mora i intarest end It wilf i2ke you longes fa pay off your
balance. For axampla;
“fyou
using s
Only the minknaum
payment 10 yoars $3.284
$2,232
62 3years (Sevings=$1,052)
1 you wobid ike informeation about credit counseling services, call 1-800-xxx-
0O,
Source: Federal Reserve Board




,PROTECCION AL CONSUMIDOR

Consumer | Department of
Education

RECOMENDACIONES PARA LOS JOVENES

,,—"\v‘ "\VA

Cuando use crédito, esta tomando dinero prestado con la
promesa de devolverlo mas adelante. El crédito no es gratis.
Le permite comprar cosas cuando no tiene efectivo, pero le
cobraran intereses y cargos.

Usar una tarjeta de crédito con responsabilidad ayuda a
crear un buen historial de crédito. Su historial de crédito
esta incluido en su informe crediticio (que refleja su
calificacién crediticia). Una buena calificacion crediticia le
ayudara a obtener préstamos con mas facilidad y con
mejores tasas de interés.

El mal uso de una tarjeta de crédito puede conducir a
problemas de deudas que pueden afectar negativamente su
informe y calificacion crediticia.

Antes de usar una tarjeta de crédito...

Asegtirese de crear un presupuesto y ahorrar.

Sepa cuanto gana por mes, qué cuentas debe pagar y ahorre el
resto. Si controla y administra sus gastos, quiza pueda pagar las
cosas en efectivo en ugar de usar una tarjeta de crédito. Pero si
usa una tarjeta de crédito, debe estar preparado para cuando
llegue el estado de cuenta.

Recomendaciones para elegir y usar una tarjeta de crédito
en forma correcta

" e Mire las opciones que se ofrecen. Hay muchas tarjetas
diferentes con diferentes ofertas, tasas de interés y beneficios.
Busque las que tengan tasas de interés bajas en las compras y
que no tengan cargos anuales. Compare las opciones y elija la
tarjeta que mejor se adapte a sus necesidades.

RECOMENDACION ES

AWAWAW‘

SOBRE TARJETAS P

,_““"__‘)""_“‘

(DE CREDITO

- -y

o,

* Lea la letra menuda. Lea y entienda todos los términos y
condiciones que se aplican a su tarjeta antes de
comprometerse.

Gaste solo [o que pueda pagar. Su tarjeta de crédito tiene
un limite pero eso no significa que deba alcanzarlo. En unas
semanas estara adeudando lo gastado en sus compras; por
lo tanto, sepa cual es su presupuesto y siempre pague la
tarjeta a tiempo. Si no paga a tiempo tendra cargos por
mora e intereses, y esto afectara su crédito.

Verifique el estado de cuenta cada mes y pague el
saldo en su totalidad. Todos los meses, la compaiia de
la tarjeta de crédito le permitira realizar el pago minimo
que es menos del total adeudado. Puede parecer facil
hacer eso, pero le cobraran intereses que se sumaran a lo
que debe.

* Sepa cuando guardar la tarjeta. Si no puede pagar el
saldo total, deje de usar la tarjeta y siga realizando pagos
hasta cancelar el saldo. Pague siempre mas del minimo
si puede.

e Limite la cantidad de tarjetas de crédito que tiene en
la billetera. Para evitar confusion y prevenir el robo de
identidad, limitese a tener fa menor cantidad de tarjetas
de crédito posible. Para la mayoria de las personas, una
tarjeta es mas que suficiente. .

 Registrese para no recibir ofertas de tarjetas de
crédito. Registre su domicilio en optoutprescreen.com o
llame sin cargo al 1-888-567-3688.



CUIDADO CON...

Promociones de tarjetas de crédito

Las tarjetas de crédito, débito y prepagas que se ofrecen en los establecimientos educativos no son necesariamente seguras.

Para obtener informacion, visite el sitio web de la Junta de Proteccién Financiera def Consumidor (Consumer Financial Protection

Bureau, CFPB) en consumerfinance.gov.

Muchas empresas de tarjetas de crédito ofrecen una lista de beneficios o tarifas iniciales atractivas que expiran a los pocos meses.

Adelanto de efectivo

Debera pagar tasas de interés mas altas por los adelantos de efectivo que por las compras reales que efectue.

AYUDA GRATUITA

Obtenga asesoramiento financiero profesional gratis en un Gentro de Poder Financiero de NYG (Financial

Empowerment Center).

Los asesores pueden ayudarle a crear un presupuesto, reducir su deuda, negociar con sus acreedores, entender su
informe crediticio, mejorar su calificacion crediticia, y mas. Llame al 311 para programar una cita cerca de usted o visite

nyc.gov/consumers para obtener mas informacion.

Obtenga una copia gratis de su informe crediticio y analicelo cuidadosamente.
Visite annualcreditreport.com o llame a la linea gratuita 1-877-322-8228.

OTROS RECURSOS

La ley de 2009 que regula la Transparencia, Responsabilidad y
Divulgacion de los términos y condiciones de las Tarjetas de
Crédito (Ley CARD) exige que las empresas de tarjetas de
crédito entreguen a los titulares de tarjetas formularios y
estados de cuenta claros y comprensibles; establece normas
con respecto a los aumentos de las tasas de interés; y dispone
protecciones especiales para los estudiantes y los jovenes.

A la derecha, aparece un ejemplo de algunos de los datos que
fas empresas de tarjetas de crédito deben incluir en los estados
de cuenta para que usted entienda las consecuencias de estar
en mora en los pagos o de efectuar el pago minimo exigido.

» Consulte aqui modelos de estados de cuenta de tarjeta de
crédito: http://www.creditcards.com/credit-card-news/
monthly-credit-card-statement-1282.php

» Consulte la hoja informativa de la Ley CARD de la CFPB aqui:
http://www.consumerfinance.gov/credit-cards/credit-card-
act/feb2011-factshest/

Lea la guia de recomendaciones para “ESTAFAS FRECUENTES DE REPARACION DE CREDITO” del DCA.

Acerca de las Recomendaciones para los jovenes sobre proteccion al consumidor
Los jovenes deben hacer frente a los retos diarios que tienen como consumidores. El Departamento de

Asuntos del Consumidor (Department of Consumer Affairs, DCA) cred una serie de folletos para informar a
los jovenes sobre sus derechos y cdmo les afectard en el futuro las decisiones sobre gastos que tomen hoy.

L | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia
Mayor Commissjoner Chancellor

G-18(D) Periodic Statement New Balance, Due Date, Late Payment and
Minimum Payment Sample (Credit Cards)

Now Balance . $1784353

Minimum Payment Due 85300

Payment Due Date 42002

Late Payment Warning: # we do net receive your minimum payment by the

date listed above, you may have fo pay a 535 hate fee and your APRs may bes

increasedup to the Penally ARR 0128.99%.

Paymstt Wy i prytent each
period, you will pay mora i interest snd ll wil lake yen lenaot o pay off your
baiance. FoF axampls:

Only the mirkum
psyment 10 years $3.284
$2.202
b Sy (Savings=$1,052
If you would like inforiation about credit counseling services, call 1-300-xx-
0K,
Fuenie: Junta de la Reserva Federal




m | Consumer | Department of
' Affairs ' Education
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Payment Information

New Balance S178453
Minimum Payment Due $5300
Payient Due Data Az

Lale Payment Warning: if we do not raceive your minirmum payment by the
date listed above, you may have lo pay a $35 late fee and your APRS may be
increasedup tothe Penalty AFR of 26.99%.

Minlmum Paymant Warning: If you make only the minimum peyment each
period. you will pay more in interest and 1t will taks you longer to pay off your
balanca. For axample:

Only the minimur 10 yours $3284

payment
s2232
$62 3 years (Savings=$1,052)

1t you wauld fike inferoation sbout credit counseling services, call 1-800-xx-
0.
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NS PWOTEKSYON KONSOMATE
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KONSEY POU JENN ADILT .

K

Le ou sévi ak kredi, ou ap prete lajan epi ou pwomét ou
pral repeye lajan an pi ta. Kredi se pa gratis. Li pémét ou
achte bagay Ié ou pa gen lajan kach, men yo pral faktire
ou enteré ak chaj.

Lé ou itilize yon kat kredi yon fason ki responsab, sa ede
ou etabli yon bon istwa kredi. Istwa kredi ou make nan
rapd sou kredi ou (ki reflete kot kredi ou a). Yon bon kot
kredi pral ede ou jwenn preé lajan pi fasil epi sa ka menm
ede ou jwenn pibon to dentere.

Itilize yon kat kredi yon fason ki pa bon gendwa debouche
sou pwoblém ak deét ki gendwa afekte negativman rapo
sou kredi ak kot kredi ou.

Anvan ou Sévi ak Kat Kredi...

Asire ou etabli yon bidjé epi ekonomize.

Cheche konnen konbyan lajan ou touche chak mwa, ki bodwo
ou dwe peye epi ekonomize rés lajan ki rete a. Si ou swiv epi
ou jere depans ou yo, ou gendwa kapab peye pou bagay kach
olye pou ou sevi ak kat kredi a. Men si ou sévi ak kat kredi a,
ou ap tou pare I& ou resevwa balans ou.

Konsey Rapid pou Chwazi epi Sevi ak Kat Kredi
Korékteman

» Gade tout lot of yo. Gen anpil dives kat kredi ak divés 0f, to
denteré ak benefis. Chéche to denteré ki pi ba yo sou acha
epi okenn chaj chak ane. Konpare opsyon ou yo epi chwazi
kat la ki koresponn pibyen ak bezwen ou yo.

Consumer | Department of
Education

Haitian Creole

« Li pasaj yo ki ekri ak lét tou pitit. Li epi konprann tout
pwovizyon ak kondisyon ki aplikab pou kat la anvan ou
enskri tét ou.

« Depanse sélman sa ou kapab repeye. Kat kredi ou gen
yon limit, men sa pa vle di ou ta dwe rive nan limit la. Ou ap
dwe sa ou te depanse apre kék semeén ou fin achte atik yo,
kife konnen bidjé ou epi toujou peye kat la san reta. Si ou pa
peye san reta, yo pral faktire ou chaj pou reta ak chaj pou
enteré epi sa pral domaje kredi ou a.

+ Tcheke balans ou chak mwa epi peye tout balans lan
nét. Chak mwa, konpayi kat kredi a pral otorize ou pou fé
yon peman minimom ki mwens pase montan total ou dwe
a. Sa gendwa sanble yon bagay ki fasil pou fé, men yo pral
faktire ou entere ki pral vin ajoute sou montan total ou dwe
deja a.

 Se pou ou konnen kilé pou mete kat la de kote. Si ou pa
kapab peye balans la nét, sispann sévi ak kat |a epi
kontinye f& peman jiskaske ou reyisi peye tout balans lan
net. Toujou peye plis pase peman minimom lan si ou kapab.

» Limite kantite kat kredi ki nan potféy ou. Pou evite
konfizyon epi pou evite yo volé idantite ou, kenbe pi piti
kantite kat kredi ki posib. Pou pifo moun, yon kat kredi sifi.

¢ Mete non ou sou lis moun ki pa vle resevwa of kat
kredi. Enskri adré ou nan optoutprescreen.com oswa rele
nimewo gratis 1-888-567-8688.



FE ATANSYON...

Pwomosyon Kat Kredi

Kat kredi, debi ak kat prepeye yo konn demache sou kanpis lekol gendwa gen danje ladann. Si ou bezwen
enfomasyon, al gade sit wéb Biwo Pwoteksyon Finansye Konsomaté (Consumer Financial Protection Bureau —

CFPB) nan consumerfinance.gov.

Anpil konpayi kat kredi-ofri yon lis eksepsyon oswa to entwodiktif ki atiran ki pa valab anko apre kék mwa.

Avans lajan kach

Ou pral peye to denteré ki pi eive pou avans kach sou kat kredi a pase to ki koresponn pou acha ou fé vreman.

ASISTANS GRATIS

Cheche jwenn konséy pwofesyonél finansye gratis nan Sant Otonomizasyon Finansye Vil Nouyok

(NYG Financial Empowerment Center). Konseye yo gendwa ede ou kreye yon bidjé, redwi dét ou, negosye ak
kredité nou yo, konprann rapo kredi ou an, amelyore kot kredi ou, ak I6t bagay toujou. Rele 311 pou pwograme
yon randevou ki pa two lwen ou oswa al gade nan nyc.gov/consumers pou jwenn plis enfémasyon. '

Chéche jwenn yon kopi gratis de rapo sou kredi ou epi analize li byen.
Al gade nan annualcreditreport.com oswa rele gratis nan 1-877-322-8228.

LOT RESOUS

Lwa 2009 sou Redevabilite, Responsabilite ak Divilgasyon
(The Credit Card Accountability Responsibility and Disclosure
Act — CARD Act) mande pou konpayi kat kredi yo prezante
pwopriyeté kat kredi yo fdm ak balans ki kié epi yo kapab
konprann fasilman,; li etabli reg konsénan ogmantasyon to vo;
epi li etabli pwoteksyon espesyal pou etidyan ak jenn moun.

Adwat, ou ap jwenn yon egzanp séten enfomasyon konpayi
kat kredi dwe make sou dokiman ki endike balans lan pou ou
konprann konsekans ki pral enpakte ou si ou peye an reta
oubyen si ou peye peman minimom ou dwe a.

¢ Gade egzanp dokiman balans kat kredi la a:
http://www.creditcards.com/credit-card-news/monthly-
credit-card-statement-1282.php

» Gade féy esplikasyon sou Lwa CARD CFPB an la a:
http://www.consumerfinance.gov/credit-cards/credit-card-
act/feb2011-factsheet/

G-18(D) Periodic Statement New Balance, Due Date, Late Payment and
Minimum Payment Sample (Credit Cards) '

New Balance . 5173453
Minimum Payment Due $5300
Paymient Due Date &2

Late Paymenl Warning: if we dao not receive your minimum payment by the
date listad above, you may have fo pay & 535 late fee and your APRs may be
increasedup (o the Penalty ARR of 28.89%.

Paymant fyou mak Iy the mini payment each
period, you will pay more in interes? and it wil take you [onges fa pay off your
balance. For axampla:

; diip
paying an sstmated
ot

payment 10 yenrs $3.284
62 Jysars $2.252

(Savings=§1.052)

if you woukd like infeerration about credit counsaling services, call 1-300-xxxt-
00

Sous: Konsay Rezev Federal (Federal Reserve Board)

Li fey DCA a ki gen konsey ki rele ESKWOKRI REPARASYON KREDI KI RIVE SOUVAN (*COMMON CREDIT REPAIR SCAMS”).

Osijé Konsey Rapid sou Pwoteksyon Konsomaté pou Jenn Adilt

Jenn adilt konfwonte ak difikilte toulejou antanke konsomate. Depatman Zafé Konsomate (DCA) te kreye yon
seri féy ak konsey ou edike tout jenn moun osije dwa yo genyen ak fason desizyon yo pran sou fason pou

depanse lajan yo gendwa enpakte lavni yo.

) | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia
Mayor Commissioner Chancellor

08/2015




on

Department of
Educati

Consumer
Affairs

NVYG|

t=

= 0f
7F QLK BHETLR] AL SHjOF S
bl
SEAF
oo
Al ZHof|
g=Rat=jn!

l
+
ISt Al e. Mg
MAIR.H|

2.7
ol
b AH

S

@F O| X} 7}

X
=

1

F
oHO
e s
A=
A
Cf

o
oF
=
= O
[ = |

om oipiT
Eﬂ__._ AT.__._MM_/
W0y gz oo
okoo  woul ol
TR NW K

R Na

Ch 0§ = H 5 O|L{of] 4|
OfOF S22, 0f &t YotF 1
:-_I_
=t

- —LOH
Py =
!
L

7
HA|ZEOH| FF
oLto
15—
ol

jac|
=

Al

—_

-~
[e]

1=
'y
=]
&0|

=
x|
M

—

e - | P

T Mg

X

Ng @7
A

=

o

0 Y
0 o
oo 1l BO O] '
PAEI SN oy

L
[ =

}

FHEE MO UA| A
o =go| FLict

N
oK
=)
S &l

T MWor € o7
[T Ny
RI< 36 o
o_E._o.__._un_lnmuumm.
zr Ul & m
HIUESY
= G0 B &1 3T
7 <103 o

_______o._ o:o. re)
WMJX._.D.,%E
XATITS
85 o w1
un Az ST ojo -
TR K035 %0
L ]

=<+

rip &l

o 20

ojo 3"

=Ty

B

A o

7 ——

HOK

oo IF
<
o X0
w3
oo 7 9]
<z &
ko R
kg o
upd <
Ui U
™R J N
goo<in %o
Hiksd

Xo 2
[
MU Al 2.

[e]
Ct B0

AL

Ct Z= MK

Al

(=]
A
=

k- < Kjo g o]

ol ol 350 —
m..r_ o____._oo.A

THo N 010 7 57
- < o6
ul ok u| Jorz
ANERNNK
[ ]

& I pju 0 <F pjp
oE <oz
diE ok T
TS TROK &0

ot BTy W
oo Aok
Mgl T
of Jo=rin ER
Tholy kP
u.m._n.WnlA ﬁ..,_. H_.__o
o oF<I170 ol

qw._ﬂ.#.ulu_.._ = 11
R ikl k<

MR EE ko
FTOMT X o
wondls 333
Ny X g®
LR [ogls
Hip<ddg T2
S <dor<d | 28
<ol we -~
NI ol 0o 3 T
KEHRK < <3k
- ® ’
i
" o
Ul < o._E_
bl .
[~ - -t
1ol _A_uTMH_._um._
o N s
Ok  © 70|
M <| T RKEM
% = 0w ko
T, —
oty K
< AinmTw
H =uid
) i ™ 33 Al
T <ERO
~ <PlT=
N HUBK
m HWEH
® 2 - 000
____ e K <
% Xz
IJ./I ™ Om@o_a._o
T K TE
W Twoohx
< .



T At

MEFlE 2R M

=gl ?:”‘lﬂ*oﬂﬂ BESE MEIIE, MEFIE, MEFLETHHIEA| Q™o 242 Ob LT}
XFA| B LI 22 consumerfinance.gove] A H| Xt 28 £S5 2(CFPB) & AFO|EE ALXBIAA|Q

MEZIE DAt RVNE =T arls BH 88 == SE &0E 27| 0K Es

2H —"rLUHoﬂ Cist O|RFE 2Lt MB7LES g MA|IZ0f T3 O &2 OlxteS RS LILh

(®)
22 8
NYC 28 X| & MEoM MEXHS T2 28 é;““% oAl
AEALTL O AF B, K E A, A AX R e, M8 HIMM O8), & S5 /i &2
Q

[=3
X| gt 2= QUG LIC 3110} TS}st0] 7tk oA b2 Tt LE nyc.gov/consumersS
LE0H0] AtMet 8= LOotE H A,

)—H II9¢

ME H7IML| 28 AHE S WotM M ASHA AESIM A 2.
annualcreditreport.com2 2HE2 St AL £ 2 T3} 1-877-322-82288 O| B A| 2.

7|Ef AH

2009 AME7tE Ml Ol ZIHH(CARDE)2 M EFLE G-18(D) Periodic Statement New Balance, Due Date, Late Pavment and
S| AF FHE AKX RO A H Hakstn 0[BT 4L Minimum Paviment Sample (Credit Cards)
G BHME KBS 276D, 0|22
=7lof TSt TLAIS AEBIDY, ST K A Hof CHSF
o ance B178453
Ed 85 E X I oo s
Payment Due Date y02
Late Paymont Warning: #f we do not receive your minirmum payment by the
QEZ HELS AEAII XSS AXSHAHLL o HE eesadup 0wy B e T sy AR e
A4 ST X F A UM AWE ol £ B
AT E MEFIE 3| A7 YA A of K| ZH0k 3= B o T
X M2 ULt
« AMBIIE BAHA HEL 07| HESMAIL, | o maw
http://www.creditcards.com/credit-card-news/monthly- s62 dyears Savinsscs 1052
Cred|t'card'statement'1 282php iF you would like infoemation about redit counseling servicas, call 1-800-xxx-
o CFPBC| CARDH O T3t Xt 2= O 7| A HAESIAA| L. '
http://www.consumerfinance.gov/credit-cards/credit-card- .
act/feb2011-factsheet/ X ALY FH F = olAel
DCAS| | OHYA Ol "QEHE 0l Al 3|2 ALY|"S 9l0] BAA|L,
32 MolSg gt AHX B S B WE
e o520 Y AH[X 2R 0| 2ot &L T AH| A 2 2 =(DCA)2 A H| X} Al et
HRj ol AH| Aol Oj24oj 0| X|= S0l CHs §a 2 W|5t7] @3 Bl  AUHAE
S LT

L | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia 09/201 5
Mayor Commissioner Changcellor .



V,I'IPABOBbIE PEKOI\/IEHLI,A NV

W T .. VW _ .. Y W

bIX JTHO

19 MOJO

Yoy ¥ N4

“‘"’A‘

Korpa Bbi GepeTe kpeauT, Bkl NpUHUMaeTe 0643aTenbLCTRO
BepHYTb €ro 4yepes kakoe-Tro Bpems. 3a kpedum Hado
nnamums. Kpeaut nozBonsieT BaM KynuTb YTO-TO, KOfAda y
Bac HeT ¢ co60oi HanUYHbIX, HO 3a NONb30BaHWUe KPeAUTOM
NPUAETCA 3ansaTuTb NPOLEHT U KOMUCCUIO.

OTBeTCTBEHHOE UCIOSb30BaHMe KPeAUTHOM KapThl
No3BOMUT BaM UMETb XOPOLUYHO KpeAuTHYIo ucropuio. Bawa
KpeAWTHas UcTopus NpefAcTaBiieHa B OTYETE O KPeAUTHOM
perTUHre (KOTOPbIl OTpaXkaeT Ball KpeAuTHbIN 6ann).
Xopolui KpeoUTHbIN Gann no3sonseT Gonee Nerko
nony4atk KpeauThl U faxe NnyYllve NpoLeHTHbIe CTaBKY.

HenpaBunbHOe UcNoNb3oBaHWE KPeAUTHOW KapTbl MOXET
NPUBECTU K BOSHUKHOBEHUIO AOMNIOBLIX NPOGneM, KoTopble
OTPULATENLHO CKAXYTCA HA Ballei KPeAUTHOW CTOpUK U
KPeauTHOM peifTUHre.

Neped ucnone3oeaHue kpeAUMHOU Kapmet...

He 3a6biBaliTe 0 He06X0AMMOCTU NITaHUPOBATbL CBOM
6toQKeT U UMeTb cOepexeHUn.

Hano sHaThb, ckonbKo Bbl 3apabaTbiBacTe B MeCALl, KaKue cyeta
HeoBxoaumo 06a3aTenbHO ONNaTUTb, & OCTATOK COXPaHnTL B
HakonneHusx. Ecnu But Gynete cneguTs U yNpaBnsaTb CBOUMU
PacXofjaMu, TO CMOXET PaCcCHUTLIBATLCH 3@ MOKYNKY
HaUYHbIMK CPEACTBaMU, a He N0 KPeaUTHOW KapTe. Ho ecniu Bbl
nosb3yeTeck KpeauTHoit KapTol, ByabTe roTosbl, Korga
noryyuTe BLIUCKY CO CYETA.

Kpamkue cosemsi no esibopy u pasymHoMy
ucnosis308aHuI0 KpedumHol kapmet

® UsyuuTte npeanoxeHus Ha pkiHke. CyllecTBYET MHOIO
pasHbIX KPeOUTHbLIX KapT C PasNUYHbLIMU YCTOBUSIMUA UX
MUCNONb30BaHUSA, NMPOLEHTHLIMU CTABKaMW U
npeumyLlecTsamu. NwmnTe KapTsl C HUSKMM NPOLEHTOM NpU
onnare NoKynok 1 6e3 exerogHol KOMUCCUU 3a NoAL30BaHUE,
CpaBHUTE UMeHOLLMECH BapuaHTbl U BIGepuUTe KapTy, KoTopas
Bonblwe Bam NOAXCOUT.

KPATKVE COB E.Tb' >)
N0 KPEAUTHI

m 1 Consumer | Department of
Affairs Education
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* YyuTaiite, 4TO HanucaHo Menkum wpudTom. Crenyer

npounTaTh 1 NOHATH BCE YCNOBWSA U NMOMOXEHUS, KOTOpbIE
NPUMEHAIOTCS K Balllell kapTe, npexae Yem nodnucsisams
802080p. :

TpaTkTe NULUIL CTONBKO, CKOMBKO MoXeTe cebe no3sonutk. Ha
Ballly KapTy YCTaHOBMNEH KPeAWUTHBIA NAMUT, HO 3TO HE 03HaYAET,
YTO BaM HY>XHO 06s13aTernbHO ucHepnarth ero. Bul JomkHEl BEpHYTL
CNUCaHHYI0 C KapThl CYMMY B TEHEHWE HECKOSbKUX Hegenb ¢ Aathl
NOKYTKK, NOSTOMY CneayeT 3Hath CBoV BroAXeT 1 Bcerga BHOCUTL
JeHbIM Ha KapTy B YCTAHOBREHHbIE CPOKU. Ecnn Bl He BHecETE
[eHbM CBOEBPEMEHHO, 3TO NPUBEAET K MPOCPOMKE NNaTexa u
B3bICKAHWIO NPOLIEHTOB, a TaKke roBpeduT BalleMy KpeauTHOMY
PEWTUHTY.

I'IpOBepm"«Te BbINMUCKU CO CHeTa eXemMeCAYHO U NONHOCTLIO
onnaiueanTe HaKONMUBLLUYIOCA 3a00MmkeHHOCTb. Kaxabid mecsL
KOMMNaHUA-SMUTEHT er,ElMTHOIZ KapTbl paspellaet BaMm BHECTU
MUHUMANbHLIA MaTex B cymme, MeHbLUen, Yem nofHas cyMmmMa
3340/PKEHHOCTU. KaxeTest, UTo 3T0 Tak MPOCTO, HO C Bac yaepxar
TNPOLIEHTHLI, KOTOPbLIE BKITHOYAKTCA B CYMMY 3aACMKEHHOCTH.

CRnenyet NOHUMaTh, KOraa criedyeT NPexpaTuTL
Nonb30BaTbLCS KapTol. Ecniv Bbl He MOXET NOMHOCTRI0 NOracuTh
330MKEHHOCTb, NpeKpaTUTe NosbL30BaTLCS KapToi 1
npogomkaliTe BHOCUTb MaTexu 40 TeX 1op, noka He
paccuuTaeTech NonHocTLI. Beeraa BHocuTe cymmMy Gonblue
YCTaHOBINEHHOIO MUHUMAITBHOTO NilaTexa, ecrnum ecTb
BO3MOXHOCTb.

CoKkpaTuTe KOSINUeCTBO KPeAUTHLIX KapT B BaweMm
BymaxHuke. Bo usbexaHue nyTaHuLbl U Kpamuy NUUHBLIX gaHHBIX,
orpaHuybTe KONMMYECTBO CBOMX KPEAUTHBIX KapT MUHUMAaNbHO
HeobxoauMbIM YicrioM. [Ans BonbLUNHCTBA foaei OgHOM
KpeouTku Gonblue YeM LOCTATOYHO.

OTKaxuTech OT pacchinku NpeAnoXeHWA Ha KpeaUTHbIe
KapTbl. 3aperucTpupynte cBol agpec Ha seb-caiite
optoutprescreen.com unv NO3BOHUTE MO TenedoHy
1-888-567-8688 (3BoHOK BecnnatHblit).



OCTOPOXHO...

Pexnama KpeOUTHbIX KapT

KpeautHbie, nebeToBbie ¥ NpefoniayeHHble KapThi, KOTOPLIC PEKNaMUpyIOTCst B CTYAEHYECKUX ropoakax, He Bcerna 6esonacHsl.
MoapoBHocT MOXHO HaTK Ha BeG-calite Biopo no duHaHcoson sawmTe notpedbuteneli (Consumer Financial Protection Bureau,

CFPB) no agpecy consumerfinance.gov.

MHorme KoMnaHUU-SMMTEHTBI KPEeQUTHBIX KapT npeanarawT uenbIi nepeyeHb WUCKITIOYEHUA 1nn npusnekarenbHble HavanbHble
CTaBKU, KOTOPbLIe rnepectaioT LEelCTBOBATL Yepes HEeCKOMbKo Mecales.

ABaHChI HANMUYHLIMU

Bui nnatuTte Gonee BbICOKYH MPOLUEHTHYH CTaBKy 3a Bbijlavy Hanu4HbIX, YEM 3a onnary NoKyrnok, no er,D.IATHOIZ Kapte.

BECTITATHAA NMOMOLLb

KoucynsTauuio no hpuHaHCcoBLIM BONpocaM MoXHO GecnnaTtHo nonyuuts B FopoACcKOM LeHTpe (hUHAHCOBOR NoaaepKKA

Hbto-Aopka (NYC Financial Empowerment Center).

KoHcynsTaHTbl MOrYT BaM NOMOYL CHOPMUPOBATL Ball GHOIKET, COKPaTUTL JOMT, NPOBECTH NEPErOBOpPLI C BaLLMMU KpeguTopamu,
pasobpaThcs € OTYETOM O KPEAUTOCMOCOGHOCTY, NOBLICUTL Balll KPEAUTHBIH DEATUHT
1 oKkasaTtb Apyrue yonyrn. [ossoHuTte no Homepy 311, YTobb! 3anucaThes Ha Npuem B Gnivkailuem K BaM OTAEASHUU, UMK NPOCMOTPUTE

JornonHuTenbsHyo HdopMauuio Ha BeG-calite nyc.gov/consumers.

Monyuute GecnnaTHO KOMUIO OTHETA O Balled KPeAUTOCNOCOGHOCTU U BHMMATENBHO €8 U3yvuTe.
Mocetute BeG-calt annualcreditreport.com usi No3soHUTe 1Mo Homepy 1-877-322-8228 (3BOHOK BecnnaTHbI).

OPYIUE PECYPCHI

3aKoH 06 OTBETCTBEHHOCTY 3@ OTHETHOCTL W PacKpbiThe
uHdopMaumu no KpeauTHeiM kaptam 2009 r. (Credit Card
Accountability Responsibility and Disclosure Act of 2009, CARD
Act) npeaycmatpusaeT TpebosaHus, YTo6bl KOMMaHWU-3MUTEHTbI
KPEOUTHBIX KapT NpeoCcTasnsany BNagernsLamM KkapT yeTkue 1
NOHATHbIE POPMBI 1 BBINUCKA, ONPEAenany npasuna noBbillieHns
MPOLIEHTHBIX CTABOK, & TakKke obecneunBany crieymarnsHbie
cpescTsa 3aluThl CTYAEHTOB ¥ MOMOALIX MoAeH.

Cnpasa npuefeH obpasely uHopMaLmu, KOTOPYIo
KOMNaHUU-3MUTEHTb! KPEOUTHBLIX KapT 0653aHs6I NPUBOANTL B
CBOMWX BbINMCKaX, YTOObI MONbL30BATE b NOHUMAN NOCIEACTBUSA
MPOCPOUHKY NAaTeXel UM BHECEHUS TOMbKO MUHUMANbLHO
Tpebyemon CyMMbL.

* [MpocMoTpeTs 0Bpasiibi BLIMACOK N0 CHETaM KPeaWUTHLIX KapT
MOXHO 346Ch:
http://www.creditcards.com/credit-card-news/monthly-
credit-card-statement-1282.php

» [TocmotpeTs namatky CFPB no sakoxy
CARD Act MOXHO 30€eCh:
http://iwww.consumerfinance.gov/credit-cards/credit-card-
act/feb2011-factsheet/

G-18(D) Periodic Statement New Balance, Due Date, Late Payment and
Minimum Payment Sample {Credit Cards)

Paymeant information

New Balance §178453
Minimurs Payment Due $5300
Paymant Due Date yxn2

Late Paymant Warning: i we do not receive your minimum payment by fhe
date iisted sbove, you may have to pay & $35 kte fee and your APRs may be
increased up lo the Penalty APR of 28.95%.

Mk Payment Warning: {f you make only the minimum payment sach
period, you will pay more in interest and it wil lake you ongas fo pay off your
balance. For axampls:

10 years $3.284

$2,232
(Savings=81,052)

payment

$62 Jysars

If you woukd ike infornsation sbout credit counselng services, call 1-800-xxx-
0K,

WcTounuk: CoseT ®enepanbHoil pesepsHOoi CUCTEMBI

OsHakoMbrech ¢ nuctoskolt DCA «PACNPOCTPAHEHHBIE MOLUEHHWYECKME

CXEMbl O YAYULIEHUIO KPELWTHOW UCTOPUV»

0‘ NpaBoBLIX pekoMeHgauuax ana monoabix nojen

Monogble Moau exeqHeBHO CTANKMBaKTCs ¢ Npobnemamu B obnactu npas notpebuTeneil. YnpasneHue rno Aenam
norpebutenei (Department of Consumer Affairs, DCA) nogroToBKIo cepuio NMIMCTOBOK C KPaTKMMKU COBETaMU, Lerb
KOTOPbIX pasbACHUTb MOMNOLALIM MHOASM UX NPaBa v NOCNeACTBISt CEroAHSALLHUX peliieHil o pacxoaax.
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SEENEAREERESE -
#&3&3h annualcreditreport.com EYENE R E#LAR 1-877-322-8228 »

HthEF R

(2009 FEAFHEREEEE)Y (ERFEE) G-18(D) Periodic Statement New Balance, Due Date, Late Payment and
=R {2+ ARAER+HE A RIS IR Minimum Poyment Somple (Ceedit Cards)
ERARE | BIUMNSEG  WhHBERFR ARM
STERRE o [ Payment formagan
’.T":jﬁ%‘{%ﬁ Ballme . 5178453

Minimum Payment Due $5300
H{ AR AT L AEIRE IR A — LA rtatm i
B - DUBERRARIE B (e ES (T R B EEE eretscaup o ety A oy ARy be
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o FEERLL TR ERER FRESRE ¢ ( g i, | A
http://www.creditcards.com/credit-card-news/monthly- | S | i
credit-card-statement-1282.php mn:;:a;ﬂm‘ '

o BEFLUTHEEREEESMARRBNERT wz
EEERE

I you would fike information about credit counselng senvices, call 1-800-xxx-

hitp://www.consumerfinance.gov/credit-cards/credit-card- ‘ oo
act/feb2011-factsheet/ :

EHRE  BIRREREE

RN EERNNIETER (2 RNEREE
SFBRL o

REEREANBREERERT
FRNFABOHEEECHBEHR - HEESHL OCA BIET —RIEREE - |
FEAF A EMMIRERER - RUEFISREHICEBERERNTREMPIRIRE
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4TIPS FOR YOUNG ADULTS

o 8 N A

¢ Free and low-cost adult education and training
options are available. Visit nyc.gov or call 311 and
ask about free and low-cost adult education and job
training options.

« Research. Research multiple schools before deciding
which one is right for you. Ask for information on
graduation and completion rates, student loan debt, and
whether or not the credits you get will transfer to other
schools. Speak to former students who have completed
the program. Ask to see a list of employers that hire

graduates, and call those businesses to ask their opinion
of the school. Remember: If a school or training program

sounds too good to be true, it probably is.

 Avoid unlicensed schools. Some schools are operating
illegally. If you go to an unlicensed school, you cannot
take exams to become licensed in many fields such as
nursing. Call the New York State Education Department
at (212) 643-4760 or (518) 474-3969 to check if a
vocational or trade school is licensed.

» Don’t sign up the day you visit a school. Before you
sign up, you need to understand how much the program
will cost and how you will pay for it. Do not make such
an important decision on the spot!

IN A"S;C”Ho 6]’: \6\ R )}%%0@5

EINNC S INNS I\ SI\\_SI\\/

TRATlNclNG A RAM

* Never sign anything you don’t understand. If a school
pressures you to sign a contract or agreement on the
spot, walk away. You have the right to bring home
important forms so you can read them more carefully
and review them with people you trust.

* Ask for the school’s tuition cancellation policy in
writing. The policy should describe how you can get
a refund if you need to cancel or withdraw. However,
once you have signed up, it can be tough to get your
money back.

 Be careful of taking on a lot of debt. Some schools
charge tens of thousands of dollars. Often, the “financial
aid” that is available isn’t free money, but rather loans
you have to pay back—uwith interest. School loans last a
long time, and there’s a limit on how much money you
can horrow. Loans can also lower your credit score if you
don’t pay them back on time. Make sure you understand
the terms and will be able to make the payments.

IMPORTANT

If you need to borrow money for school, always
consider federal assistance programs first before
private lenders. Complete the Free Application for
Federal Student Aid (FAFSA).



» Avoid schools that “guarantee employment” after you « You have the right to file a complaint. Cali 311 tofile a
graduate. A school cannot guarantee that you’ll get a job complaint against a school of higher education.
when you graduate. Many times, the schools that make
these types of promises don't actually place you in a job.

BEWARE OF...

Student Loan “Debt Relief” Scams
Scammers take advantage of students by falsely promising loan forgiveness through federal programs
that don’t exist and charging students high up-front fees for services that are freely available.

FREE HELP

Get free professional financial counseling at an NYC Financial Empowerment Genter.
Counselors can help you create a budget, reduce your debt, negotiate with your creditors, understand
your credit report, improve your credit score, and more. Call 311 to schedule an appointment near you
or visit nyc.gov/consumers for more information.

Get a free copy of your credit report and review it carefully.
Go to annualcreditreport.com or call toll-free 1-877-322-3228.

OTHER RESOURCES

The Gonsumer Financial Protection Bureau (CFPB) has tools and resources to help you make
informed financial decisions about paying for college. Visit consumerfinance.gov.

Federal Student Aid, a part of the U.S. Department of Education, is the largest provider of student
financial aid in the nation. Visit studentaid.ed.gov/sa for information about FAFSA.

Read DCA's “QUICK TIPS ABOUT STUDENT LOANS.”

About Consumer Protection Tips for Young Adults

Young adults face consumer challenges every day. The Department of Consumer Affairs (DCA) created
a series of fip sheets to educate young adults about their rights and how the spending decisions they
make today will affect their future.

) | Consumer | Department of
Affairs Education
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¢ Existen programas gratuitos o de bajo costo para e Nunca firme algo que no entienda. Si la escuela lo
educacion de adultos o capacitacion laboral. Visite presiona para firmar un contrato o acuerdo
nye.gov o llame al 311 y pregunte por las opciones apresuradamente, retirese de inmediato. Usted tiene
gratuitas y de bajo costo para educacion de adultos y derecho a llevarse a casa todos los formularios que sean
capacitacion laboral. de importancia para leerlos cuidadosamente y analizarlos

. . . - s de su confianza.
« [nformese. Busque informacion sobre distintas escuelas €on persona

antes de decidir cudl es la indicada para usted. Averigiie

Pida por esctito la politica de cancelacion de

cudles son los indices de graduacion y finalizacion, la deuda matricula que tiene la escuela. La politica debera
sobre préstamos estudiantiles y si los créditos acumulados describir la forma de obtener un reembolso si tiene que
se pueden transferir a otros establecimientos educativos. cancelar la inscripcidn o abandonar sus estudios. Tenga
Converse con exestudiantes que hayan completado el en cuenta que después de haberse inscrito, quiza sea
programa. Pida una lista de empleadores que contratan dificil obtener el reembolso.

graduados y llame a esas empresas para conocer la opinion
que tienen de la escuela. Recuerde: Si una escuela o un
programa de capacitacion parece demasiado bueno para ser
cierto, probablemente asf sea.

* Tenga cuidado de asumir una gran cantidad de deuda.
Algunas escuelas cobran miles de délares. A menudo, la
“ayuda financiera” que esta disponible no es dinero gratis
sino préstamos que tiene que pagar, con intereses. Los

« Evite escuelas que no tengan licencia. Algunas escuelas préstamos educativos son a largo plazo y hay un limite
funcionan en forma ilegal. Si usted asiste a una escuela que para el monto de dinero que puede pedir prestado. Los
no tiene licencia, no podra rendir el examen para préstamos también pueden bajar su calificacién crediticia
matricularse en muchas areas que exigen matricula, por si no los paga a tiempo. Asegurese de entender los
ejemplo, en enfermeria. Comuniquese con el Departamento términos y de poder cumplir con los pagos.
de Educacion del Estado de Nueva York (New York State IMPORTANTE

Education Department) llamando al (212) 643-4760 o
(518) 474-3969 para verificar si una escuela profesional o
de oficios tiene licencia.

Si necesita pedir dinero prestado para estudiar,
siempre considere primero fos programas de ayuda
federal antes de recurrir a entidades de crédito

» No se inscriba el dia que visite la escuela. Antes de privadas. Complete la solicitud gratuita de Ayuda
inscribirse, necesita entender cudnto le costara el programa Estudiantil Federal (Free Application for Federal
y cdmo lo pagara. No tome una decision tan importante en el Student Aid, FAFSA).

acto.



» Evite las escuelas que “garantizan empleo” después o Usted tiene derecho a presentar una queja. Llame al
de la graduacidn. Una escuela no le puede garantizar 311 para presentar una queja contra un establecimiento
gue usted encontrara empleo cuando se gradde. Muchas de educacion superior.
veces, las escuelas que hacen ese tipo de promesas, no
le consiguen efectivamente empleo.

CUIDADO CON...

Estafas de “reduccion de deuda” en préstamos estudiantiles

Los estafadores se aprovechan de los estudiantes con falsas promesas de condonacion de deudas a
través de programas federales que no existen'y cobran honorarios elevados por adelantado por
servicios que, en realidad, son gratuitos.

AYUDA GRATUITA

Obtenga asesoramiento financiero profesional gratis en un Centro de Poder Financiero
(Financial Empowerment Center) de NYC.

Los asesores pueden ayudarle a crear un presupuesto, reducir su deuda, negociar con sus acreedores,
entender su informe crediticio, mejorar su calificacion crediticia, y mas. Llame al 3171 para programar
una cita cerca de usted o visite nyc.gov/consumers para obtener mas informacion.

Obtenga una copia gratis de su informe crediticio y analicelo cuidadosamente.
Visite annualcreditreport.com o llame a la linea gratuita 1-877-322-8228.

OTROS RECURSOS

La Junta de Proteccion Financiera del Gonsumidor {(Consumer Financial Protection Bureau,
CFPB) tiene herramientas y recursos para ayudarle a tomar decisiones financieras informadas
relacionadas con el pago de los gastos de educacion superior. Visite consumerfinance.gov.

Ayuda Estudiantil Federal (Federal Student Aid), que es parte del Departamento de Educacion de
los Estados Unidos, es el mayor proveedor de asistencia financiera estudiantil de todo el pais. Visite
studentaid.ed.gov/sa para obtener informacion sobre la solicitud de ayuda estudiantil FAFSA.

Lea la guia de "RECOMENDACIONES SOBRE PRESTAMOS ESTUDIANTILES" del DCA.

Acerca de las Recomendaciones para los jovenes sobre proteccion al consumidor

Los jovenes deben hacer frente a los retos diarios que tienen como consumidores. El Departamento de
Asuntos del Consumidor (Department of Consumer Affairs, DCA) cre6 una serie de folletos para informar a
los jovenes sobre sus derechos y como les afectard en el futuro las decisiones sobre gastos que tomen hoy.
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Gen edikasyon pou adilt ak opsyon peu fomasyon pou
adilt ki ekonomik ak disponib. Ale nan nyc.gov oswa rele
311 epi mande enfomasyon osijé edikasyon pou adilt ak
opsyon pou fomasyon pwofesyonél ki gratis ak ekonomik.

Rechéch. Chéche nan plizye lekol anvan pou ou deside kiles
ki bon pou ou. Mande enfomasyon kensénan pousantaj elév
ki pran diplom yo epi ki fini klas yo, dét lajan elév yo prete
pou peye etid yo ak si kredi ou ap resevwa yo kapab
transfere nan 16t lekol. Pale ak ansyen elév ki gen tan fini tout
pwogram lan. Mande pou yo montre ou yon lis anplwayé ki
anboche elév diplome yo epi rele biznis sa yo pou mande sa
yo panse de lekol la. Pa bliye: si yon lekol oswa yon pwogram
fomasyon fé pwomes ki pa reyalis, pa pran nan pygj la.

Evite tout Iekol ki pa akredite. Séten lekol ap louvri
ilegalman. Si ou frekante yon lekdl ki pa akredite, ou pa
kapab f& egzamen pou pran lisans ou nan anpil domén
tankou syans enfimye. Rele Depatman Edikasyon Eta New
York nan (212) 643-4760 oswa nan (518) 474-3969 pou
tcheke si yon lekol pwofesyonél oswa komesyal akredite.

Pa enskri menm jou ou vizite yon lekol. Anvan ou enskri,
ou dwe konprann konbyen lajan pwogram lan pral koute epi
kijan ou pral peye pou li. Pa pran desizyon enpotan konsa
touswit!
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» Pa janm siyen anyen ou pa konprann. Si yon lekdl ap
mete presyon sou ou pou ou siyen yon kontra oswa yon
konvansyon touswit, vire do ou ale. Ou gen dwa pote lakay
ou dokiman fdm enpdtan pou ou pran san ou pou li yo epi
analize yo ak moun ou gen Konfyans.

« Mande yon kopi politik anilasyon lajan etid lekol Ia
alekri. Politik 1a ta dwe dekri kijan yo pral ranbouse ou si
ou bezwen anile oubyen retire tét ou. Sepandan, apre ou
fin enskri, li gendwa difisil pou yo ba ou lajan ou deja peye.

e Fé atansyon pou pa pran twop dét. Séten lekol voye
bodwo pou plizyé dizén milye dola. Souvan, “asistans
finansye” ki disponib se pa lajan gratis li ye, men se pre ou
dwe repeye—avek entere. Pré lajan pou etid dire anpil tan,
epi pa gen limit sou konbyen lajan ou kapab prete. Pré
lajan gendwa bese kot kredi ou an. Asire ou ou konprann
kondisyon yo epi gade byen si ou ap kapab fé peman yo.

ENPOTAN

Si ou bezwen prete Iajan pou lekol, toujou konsidere
pwogram asistans federal an premye anvan ou
mande preté prive yo prete ou lajan. Ranpli
Aplikasyon Gratis pou Asistans Federal pou Etidyan
(Free Application for Federal Student Aid — FAFSA).

Haitian Creole



o Evite lekol ki “garanti yon djob” apre ou pran diplom * Ou gen dwa pote plent. Rele 311 pou pote plent kont yon
ou. Yon lekol pa ka garanti ou ap jwenn yon djob I& ou lekol edikasyon twazyém sikl.
pran dilplom ou an. Souvan, lekdl ki fé kalite pwomes sa
yo pa janm plase ou vreman nan yon djob.

FE ATANSYON...

Eskwokri “Aléjman dét” Pre pou Etid
Volé yo eseye pran avantaj elev yo; yo pwomét yo pral radye dét yo grasa pwogram federal ki pa
egziste epi yo faktire elév yo kokennchenn lajan anvan yo bay sévis ki disponib gratis.

ASISTANS GRATIS

Chéche jwenn konsey pwofesyonél finansye gratis nan Sant Otonomizasyon Finansye Vil Nouyok:
(NYG Financial Empowerment Center). Konseye yo gendwa ede ou kreye yon bidjé, redwi dét ou,
negosye ak kredité nou yo, konprann rapo kredi ou an, amelyore kot kredi ou, ak 10t bagay toujou. Rele
311 pou pwograme yon randevou ki pa two Iwen ou oswa al gade nan nyc.gov/consumers pou jwenn
plis enfomasyon.

Chéche jwenn yon kopi rapo kredi ou epi gade li byen.
Ale nan annualcreditreport.com oswa rele gratis nan 1-877-322-8228.

LOT RESOUS

Biwo Pwoteksyon Finansye Konsomate (Consumer Financial Protection Bureau — GFPB) gen zouti
ak resous pou ede ou pran bonjan desizyon finansye pou peye pou kolgj. Ale nan
consumerfinance.gov.

Asistans Federal pou Etidyan (Federal Student Aid), yon sévis nan Depatman Edikasyon Etazini, se
pi gwo founisé asistans finansyé nan peyi a. Ale nan studentaid.ed.gov/sa pou jwenn enfomasyon
konseénan FAFSA.

LI KONSEY RAPID DCA SOU PRE POU ETID (“QUICK TIPS ABOUT STUDENT LOANS”).

Osijé Konséy Rapid sou Pwoteksyon Konsomaté pou Jenn Adilt

Jenn adilt konfwonte ak difikilte toulejou antanke konsomaté. Depatman Zafé Konsomaté (DCA) te
kreye yon seri féy ak konséy ou edike tout jenn moun osijé dwa yo genyen ak fason desizyon yo pran
sou fason pou depanse lajan yo gendwa enpakte lavni yo.

' L | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia
Mayor Commissioner Chancellor 08/2015



'*‘&%ﬁﬁ{ﬁ?&}awﬁﬁkwﬁi’%ﬁwE&

Pof=1 = o
e JdoUSS

00 My Qi Jor
=70 E
% 5o o M
4> ooy &

~I

R

S|
A
3

e

0

[0

-y

“-.‘:.“Oﬂ H0| gLl S0
|oll ol OF & LICH Ol & Al
|A SHX O AL L.

Y 0C & oz

pal

FO 08 Ikl

19 & Ot Iy
02 4 r2 Ho

O <2 0in Jar
mo pe < o
J

>

Consumer
Affairs

Department of
Education

00
QOO

2 0ff 2

RN IR JNN JANN TN\

&0 %*O

—

0

Ot/\IO _|x_9| %_!

_|

JN\\ TN\ y

t YOO

+ 22= LHE0 MYSHX CHYAIL. 8 WOt
SA0A HAOILEAFHO MBS
D*EOPEPE 3 Xel Oﬂkl BHE UHLAAL. SR8
JH A1 M2ots At S

_ _ . } §UH| ZEE > UASE HE A Z AeJt
XAISI LOtEAAI2. 0 il CHEH XAl B! ASLICH
20t=E 2 0= S G0 Hg st
5 EHE XSS BNz USE < SO B FHAFHS NHCE
FHEE EEHOUGE LR 0|8 =X 0:1—|— LESHYAIL. 0l M2 FHASEHU EH3IGHOE
S0 BMAR. 00l Z20 Sl= R E=ESHs U= YHSE
010k | off &AL, x%“?:'"; HYEYLILL MBS R0ls @22 LI HaAHE =
gcotl RESD MY USLICH
& Ol X42P0P01 °"DLO“ et 2das £0 . } )
_ 0l USLICL Bt L} oA s B2 RME X= 20 FoASMAIL. IR st =
Eiﬂa.':.”()ﬂ EH‘?J /\4ch| 42 ZOLA AtAIDl 2H P2 E FIFEUCL0EE = A="813
OFCIT OLOF AlHIZ2 & AFAIO| OFY 220 A&"2 W HM == =0| OtLIH, Ol Kt E 20
2010k ot HEYLICL X2 HE2 2
NESEH EE 4= A= A HESH0l ASLICH
HAL LR sth= 24 RIAIZHO 2 K| 2ot HEZ Qlall A& S50
LoDt WE L= 32, SHOIE == USLICL E=HE Z Oloiotn 22
OFOll AT 215 %‘—lg—o‘%@ 2= A=Kl & o OF & LICH
SLO. =2 F WS20 M3t -
E(518)474—3969§ So/5H0] het s i} _ _
QL=TX| EHOIGIAIAlD. SiHIE Z0lol= ZR & ME HE
XHE 02D ol HE EX HMEE
f S0HA Ot Al 2. HM DHSHAIL AE S BEX 2=



c EY F"FHS BA"S= §LE HIGHAAIL. - SCLAIEZ M DE A2t UASLICH 3
stpe=stMol Ege I FAMOE s 2HE £ MBSt DS 1= 2wl CHe 2 8F At
AUSLITHL O R UES o= Sue AR ADGHY AR,

FAES AMAFK 2= LI EsLIOh
o —_—
O AtEt

slta s "M ZH" AL
ADJI RS2 EMolX L= dS NEE St UHE 822 HALEZ AL I S22 0ISE

Aes MBIAN S =2 d2 438 SN EFot=s £EHCZ St E 0|2 LILL

(- o

NYC2& K& dEHUA ._—E— 10l 22 =28 AEHE H2AMAL.

ASTADFOIA SAE NP 24, WAKNAS 4, MBEIA O, S 5= e S8

Ng 2= AsLICH3NMH & §P6}O1 b RUM 252 & 6FH L nyc.gov/consumers

E 220l AAHISH LSS LOIEAMAIL

AME HIINS 25 A2 S 2Ot MAISHH HESHAAR.

annualcreditreport.com= 2 20t HLE R = &3 1-877-322-82282 Ol Eot& Al 2.

(=)

JIEF AHA

AU =B 2SR S FEE I Z (s &H| 20l st =28

Z2HES UZ 2 + UAE=E Kot &7 % A E ZF10 UASLICH consumer_nance.gvs

tc'!%oféllxlg.

02 NER Ao A eia B2 d30M I 2 A2 Slla =8 2

Xl = X! LI Ch. studentaid.ed.gov/saS 2 =010 FAFSAN CHEH KHAISH LHE S 2028 AIL.

DCAC| "&tXt= LHEM CHet & E"S e EAAIL.

H2 HdosS2 /st AHIANES EEE

H2S HoIE2 Y AHIX 2HOH MHSED JASLICH AHIA 2SS 2(OCAS A8IA A2

SNl Al ZE0! DIcHH DIX= S0 ol A E S WEoH)| fIol L 8 tUHAE

HASLICH

L | Consumer | Department of
Affairs Education
Bill de Blasio Julie Menin Carmen Farifia

Mayor Commissioner Chancellor

09/2015



HPABOBbIE PEKOI\/IEH,D,A NV

\E£ -\ S SRR Y F ALY

Y3HaiiTe 0 AOCTYMHbLIX HEAOPOTrNX N BecnnaTHbIX BapuaHTax
nonyyexus obpasosaHusa unv npodeccnoHanbHomn
noaroToBKM ANs B3pocnbiX. MHdopmaumio o GecnnartHbIX unm
Hel0porux BapuaHTax nonyyeHns obpasoBaHms 1
npodeCCcMoHansHON NOATOTOBKN MOXHO HaTK Ha Beb-caiite
Nnyc.gov unu yaHartb no Tenedgony 311.

N3yunTte npegnoxenus. BammarensHo uydnte udcopmaumio o
HECKOMBKUX YUEBHBIX 3aBEAEHUAX, NPEXAE YEM PeLLaTh, Kakoe
13 HUX Bam nogxoaurt. [MonpocuTte uHgopmaLmio o gone
BbIMYCKHUKOB U OKOHYMBLLMWX LLKONY OT Yucra NOCTYNWBLUKX, O
3a00/HKEHHOCTN NO CTYAGHYECKUM KpeauTam, a Taioke
NOUHTEPECYATECH BO3MOXHOCTLIO UCMOMb30BAaTL NOSYHEHHbLIN
KpeauT ripu nepexode B Apyroe yuebHoe 3asedeHue.
MoroBopute co CTyaeHTamn, KOTOPLIE YK OKOHUUNU JaHHYIO
nporpammy. Monpocute cnucok paboToaaTeneit, KoTopbie
MPUHANU Ha paboTy BeIMYCKHUKOB aHHOTO y4ebHoro 3aseaeHus,
1 HaBeamuTe CNpaBKK Ha 3TUX NPEANPUATUAX, YTODbI Y3HaTb UX
MHEHWe 0 Hem. CriegyeT uMeTb B BUAY: ecnu yyebHoe
3aBeJeHWe unu Nporpamma Kaxyres HenpaeaonogobHo
XOPOLUMMY, BO3MOXHO, FAe-TO NOJBOX.

N3beraiite yuebHbl e 3aBeaeHuna 6e3 nuueHsnit. HekoTopole
yyebHble 3aBegeHna paboTaoT HesakoHHO. Ecnv Bl oByyaeTech
B HENULEH3NPOBaHHOM y4eBHOM 3aBedeHUn, TO He CMOXETe
cAaTb 3Kk3amMeHbi C Npasom paboThl BO MHOTUX chepax,
Hanpumep cpefHUM MeauLMHCKUM paboTHukoMm. MposepuTs,
UMEET N UHTEPECYOLUMNE BAC TEXHVUKYM UK
NPOECCUOHANBHO-TEXHUHECKOE YUUITULLIE NTULIEH3UIO, MOXHO

B JenaptamenTe oBpasosaHus wrata Heo-Mopk (New York
State Education Department) no tenedonam (212) 643-4760 u
(518) 474-3969.

He oopMnaiTe fOKYMEHTBI B AeHb MEPBOro NoceleHns
yuyeGHoro 3asepeHua. MNpexae yem oopMNaThE LOKYMEHTEI,
cnepyeT pa3obpatbes, Ckonbko Byaet ctouTe 0bydyeHune no aToi
nporpamme, 1 kak Bbl Byaere ero onnaumears. He npuHumaiiTe
CTOSIb BaXKHbIX peLueHuii Ha mecre!

m ‘ Consumer | Department of
Affairs Education
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* Hukoraa He NoANUCHI BaTe JOKYMEHTHI, COAEPXaHUe
KOTOpbIX He noHumaeTe. Ecnu agmuHucTpauus yyebHoro
3aBefeHua HacTausaeT, YTobbl Bbl NOANMCany SOroBop Unn
cornalleHme cpasy Ha MecTe, OTKaxuTech. Bbl uMmeeTe
fpaBo B35Th BaXHbIEe POPMbI 4OMOMR, UTOOLI BHUMaTENbHEE
03HAKOMUTLCH € UX COAEepXXaHuem 1 nokasatb WX NIGAM,
MHEHUIO KOTOPbIX JOBEPSETE.

* MonpocuTe NpefoCTaBUTL Bam B NUCbMEHHOM BUae
YCROBUA A0CPOYHOro NpekpaleHmns obyueHns. Itu
npasuna JOoMKHbI NPeaycMaTpuBaTh NOPSLOK BO3BpaTa
onnaTel B cnyyae, ecni Bbl ByfeTe BbIHYXAEHbLI 0TKa3aThcs
OT ycnyr y4ebHOoro 3saBefeHuns unu npepeate y4eoty.
OpHako cnegyeTt UMETL B BUAY, YTO NOCHE TOro, Kak Bl
NOANULLNTE AOKYMEHTbI, NONYYUTb CBOV AeHbMM 00paTHO
OYAET OYEHb CROXHO.

* Bonblwoi kpeput BepuTe ¢ 0cob0i OCTOPOXHOCTLIO.
OB6yueHune B HEKOTOPbLIX yHEBHbIX 3aBeAeHMAX CTOUT
BecATKN TolcaY Aonnapos. B 6onblwnHCTBE cny4yaes
npegnaraemas «puHaHCcoBasi NOMOLLb» NPEAOCTaABNASTCA
He BecnnaTtHo, a Ha yCroBWsX 3aitMa, KOTOPbI NpuaeTcs
BEpPHYTb, NpyndeM ¢ npoueHTamu. OBpasoBaTenkbHbIit
KPeAUT BbIJAETCA Ha ONUTENbLHBIA CPOK, U HA CYyMMY,
KOTOPYIO MOXHO B35iTh B AONT, YCTAHOBMNEHO OrpaHnyeHue.
KpeanTel MOryT TaKKe NPUBECTY K CHUXEHUIO BALLETO
PETUHIa 3aEMLLMKA, ECMYN Bbl HE PACNNaTUTECH B CPOK.
YBeputecs, UTO Bbl NOHSANMW YCNOBUS KPEAUTOBAHUSA U
CMOXETE BbINNaYMBaTh KPeauT.

OBPATUTE BHUMAHWE

Ecnu Bam TpebyeTcs KpeauT Ha onnaTy obyyeHus,
BO BCEX CNyYasx CreagyeT B NEPBYI0 ovepedb
obpallaTecs B dheaepanbHbie NPorpaMmbl OMOLLA,
Npex/ze Yem naTK B YacTHbIE KpeauTHbIe
yypexaenus. Odopmute BecnnaTHyo 3asBeky Ha
rocyfapcTBeHHy0 nomoub ctyaeHTam (Free
Application for Federal Student Aid, FAFSA).




* UsberaliTe yuebHbie 3aBefeHISA, KOTOPbBIE «TapaHTUPYyOT * Bbl MMeeTe npaso noaaTh xanoby. 3soHUTE NO HOMEpY
YCTPOACTBO Ha paboTy» nocne OKOHYaHUS 0By4YeHns. 311, 4to6bl Nogath xanoby Ha BeiclUee yuebHoe 3aBeneHue.
Hukakoe yuebHoe 3aBeAeHME HE MOXET AaTh rapaHTuit
TpyAoycTpoicTBa fnocne okoHyaHus y4ebel. B nogasnsowem
BONbLLUMHCTBE CryYaeB yueOHble 3aBeeHUs, KOTopble AaloT
Takve ofellaHus, B AeUCTBUTENBHOCTU paboune mecTa
BbIMYCKHWKaM He oBecnevmnsaloT.

OCTOPOXHO...

MoLleHHUYeckune cxembl «0BNeryeHna ponra» No CTYAEHYECKUM KpeauTam

MaxuHaTopb! [ONbL3YIOTCA CIIOXKHBIM NOMOXEHWEM YHALLMXCS, kMBO oBelllan UM «noraLlueHne» aornra Yepes
depeparbHbIe NPorpamMmel, KOTOPLIX HE CYLLECTBYET, M B3UMas C HUX aBaHCOM Bonbiune KOMUCCUOHHbIE 33
yCIyru, KOTopble MOXHO nonyunTs GecnnaTHo.

BECIMNATHAA MNMOMOLb

KoHcynbTaumio no (oUHaAHCOBLIM BONPOCaM MOXHOC 6ecnnatHo nony4nTe B FopoacKom LeHTpe hMHaHCoBOR
nopaepxkm Hoto-Wopka (NYC Financial Empowerment Center)

KoHCynETaHTbl MOTYT MOMOYE CHOPMUPOBATE BaLL BIOAXET, COKPATUTL JONF, NPOBECTV NEPEroBopbI C BaLUMMU KDEAUTOPaMM,
pasoBpaTbCs ¢ OTYETOM O KPeAUTOCNOCOBHOCTH, MOBLICUTL BaLLl KPEAUTHBIA PEATUHT 1 OKasaTb Apyrue ycryru. [1o3soHuTe no
Homepy 311, yToBbl 3anucaTbest Ha npuem B BrMXaiLLIEM K Bam OTAGNEHWNNA, UK MPOCMOTPUTE AONOSTHATENBHYO
nHdopmaumio Ha Beb-caiiTe nyc.gov/consumers.

MostyunTe GecnnaTHo KONUIO OTYETa O BalUeh KPeaUTOCNOCOOHOCTU U BHUMATENbLHO €€ n3yynTe.
MoceTtuTe Beb-canT annualcreditreport.com unu no3soHUTe no Homepy 1-877-322-8228 (3BoHOK GecnnatHbIi).

AOPYITVE PECYPCHI

Elopo no gpuHaHcosoit sawuTe notpebuteneit (Consumer Financial Protection Bureau, CFPB) nmeer B caoem
pPacnopsKeHN MHCTPYMEHTAPUIA U pecypchl, YTOGLI NOMOYL BaM B NMPUHATUN MHXOPMUPOBAHHBIX PELLEHUA N0 (HUHAHCOBBIM
BONpOcam, CBsi3aHHbIM ¢ onnaTtoi obyqenus. Mocetute Beb-caiT consumerfinance.gov.

depepanbHas cnyx6a nomowm ctygentam (Federal Student Aid), sxogsuias B cTpykTypy Munuctepcrsa obpasosaHus
CLUA, siBRISIETCA camoii KpynHoit B CTpaHe opraHusaumei no ouHaHcoBOM nopaepxke cTyaeHTos. MHdopmaumio o FAFSA
MOXHO HaiiT Ha Beb-caiiTe studentaid.ed.gov/sa.

OsHakomeTeck ¢ nmcroskoi DCA «KPATKUE COBETBI MO OBPASOBATENBHLIM KPEAUTAM>».

O npaBoBbIX pexoMeHZaumnax AN Monoablix noaen

Monogbie Nioan exXeqHEBHO CTankMeawTes ¢ npobneMamu B obnactu npae notpebuTtenei. YnpasneHue no aenam notpedurenei
(Department of Consumer Affairs, DCA) NoaroToBumo cepunio MMCTOBOK C KPaTKUMK COBETaMM, Lefb KOTOPbIX PasbACHWTL
MOMOAbLIM MOAAM WX NPaBa M NOCNEACTBUS CErOAHAIHNX PELLEHUA O pacxoaax.
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CAR LOANS

~O0~C

A car is one of the biggest purchases you will make. * Research the car’s value. Check the National Automobile
Make sure that the car you buy is one that you can Dealers Association's (NADA) Guides, Edmunds, and Kelley
afford. If you need to get a car loan, make sure itis Blue Book to find out the average price of the car you plan
safe and fair. Here are quick tips to keep in mind. to buy and frade in.

IMPORTANT LINKS

NADA Guides: nadaguides.com
Edmunds: edmunds.com
Kelley Blue Book: kbb.com

* Look at your budget and decide how much you can
afford up front and over time. Don't forget about
related costs, including insurance, parking, gas, tolls,
and repairs.

* Check the dealership’s license status and complaint
history. All used car dealers must be licensed by the
Department of Consumer Affairs (DCA). You can search

» Check your credit report at annualcreditreport.com
and correct any errors.

IMPORTANT for a licensee online at nyc.gov/consumers. You can also
Before applying for a car loan, it's important to call 311 (212-NEW-YORK outside NYC) fo learn more
make sure your credit history is accurate. about a business’ license status or to check a business’s
Removing errors from your credit report may complaint history.

improve your credit score and make you eligible
for a better loan.

» Get preapproved for a loan. Knowing the rate will help
you comparison shop across financial institutions. Using
your own bank or credit union gives added protection if

something goes wrong. 08/2015



FREE HELP

Get free professional financial counseling.at an NYG Financial Empowerment Genter. Counselors
can help you create a budget, understand your credit report, improve your credit score, and more. Call
311 to schedule an appointment near you or visit nyc.gov/consumers for more information.

Get a free copy of your credit report and review it carefully.
Go to annualcreditreport.com or call toli-free 1-877-322-8228.

OTHER RESOURCES

Read DCA’s Used Car Buyer Guide for tips when you are at the dealership and to protect yourself from
recalled cars. Visit nyc.gov/consumers.

About Consumer Protection Tips for Young Adults

Young adults face consumer chalienges every day. The Department of Consumer Affairs (DCA) created a
series of tip sheets to educate young adults about their rights and how the spending decisions they
make today will affect their future.
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Un auto es una de las compras mas importantes que
realizara. Asegirese de comprar el auto que esté al alcance
de su presupuesto. Si necesita obtener un préstamo para
auto, asegiirese de que sea seguro y razonable. Aqui
encontrara algunas recomendaciones para tener presente.

» Gonsidere su presupuesto y decida cuanto puede pagar
de anticipo y de cuota. Tenga en cuenta los gastos
adicionales, entre otros, seguro, estacionamiento,
combustibie, peajes y mantenimiento.

¢ Consulte su informe crediticio en annualcreditreport.com y
corrija cualquier error que pueda haber.

IMPORTANTE

Antes de solicitar un préstamo para auto, es importante
garantizar que su historial de crédito sea correcto.
Eliminar errores de su informe crediticio puede mejorar
su calificacion y darle la posibilidad de obtener un
préstamo mas conveniente.

» Obtenga un préstamo preaprobado. Conocer |a tasa de
interés le ayudard a comparar entre distintas instituciones
financieras. La utilizacién de su propio banco o cooperativa de
crédito le ofrece mayor proteccion en caso de que algo salga
mal.

¢ Investigue el valor del auto. Consulte la Guia de la
Asaciacion Nacional de Concesionarios de Automotores
(National Automobile Dealers Association, NADA), la guia
Edmunds y el Kelley Blue Book, para averiguar el precio
promedio del auto que piensa comprar y entregar en pago.

ENLAGES IMPORTANTES
Guias NADA: nadaguides.com
Edmunds: edmunds.com
Kelley Blue Book: kbb.com -

* Consulte el estatus de la licencia del concesionario y
los antecedentes de quejas. Todos los concesionarios de
automadviles usados tienen que tener licencia del
Departamento de Asuntos del Consumidor (Department of
Consumer Affairs, DCA). Puede buscar un concesionario
con licencia en linea en nyc.gov/consumers. También
puede llamar al 311 (212-NEW-YORK desde fuera de la
Ciudad de NY) para obtener mas informacion sobre el
estatus de la licencia de un negocio o para consultar los
antecedentes de quejas que tiene un negocio.




AYUDA GRATUITA

Obtenga asesoramiento financiero profesional gratis en un Centro de Poder Financierc de NYG
{Financial Empowerment Center).

Los asesores pueden ayudarle a crear un presupuesto, entender su informe crediticio, mejorar su
calificacion crediticia y mas. Llame al 311 para programar una cita cerca de usted o visite
nyc.gov/consumers para obtener mas informacion.

Obtenga una copia gratis de su informe crediticio y analicelo cuidadosamente.
Visite annualcreditreport.com o llame a la linea gratuita 1-877-322-8228.

OTROS RECURSOS

Consulte la Guia para el Comprador de Autos Usados del DCA con recomendaciones sobre los
concesionarios y para protegerse de autos retirados del mercado. Visite nyc.gov/consumers.

Acerca de las Recomendaciones para los jovenes sobre proteccion al consumidor

Los jovenes deben hacer frente a los retos diarios que tienen como consumidores. El Departamentio de
Asuntos del Consumidor (Department of Consumer Affairs, DCA) cre¢ una serie de folletos para informar a
los jovenes sobre sus derechos y como les afectara en el futuro las decisiones sobre gastos que tomen hoy.
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ACHTE MACHIN(C

Yon machin se youn nan pi gwo acha ou pral fé. Asire
ou kapab peye pou machin ou vle achte an. Si ou
bezwen prete lajan, asire ou li san danje ak ekitab.
Menm kek konséy ou ta dwe sonje.

 Gade bidjé ou a epi deside konbyen lajan ou kapah
peye touswit ak konbyen lajan ou ka peye alontém.
Pa bliye tout depans ki asosye ak machin lan, tankou
asirans, pakin, gaz, peyaj ak reparasyon yo.

¢ Tcheke rapd sou kredi ou nan annualcreditreport.com
epi Korije tout eré ki genyen.

ENPOTAN

Anvan ou fé yon demann pou prete lajan pou
achte machin, li enpotan pou asire ou istwa kredi
ou korek. Si ou korije eré ki sou rapa sou kredi ou,
sa gendwa amelyore kot kredi ou epi fé ou kalifye
pou yon pré lajan ki gen pibon kondisyon.

+ Gheche jwenn yon apwobasyon alavans pou yon pré
lajan. Si ou konnen to pré a sa pral ede ou konpare of
enstitisyon finansye yo. Itilize pwop bank ou oswa kés
depay ou pouteét sa ka bay plis pwoteksyon si vin gen
yon pwoblem.

» Chéche jwenn valé machin lan. Tcheke Gid Asosyasyon
Nasyonal Konsesyoné Machin (National Automobile Dealers
Association — NADA), Edmunds, ak Kelley Blue Book pou
jwenn pri mwayen machin ou gen lentansyon achete ak
echanje.

LYEN ENPOTAN

Gid NADA yo nadaguides.com
Edmunds: edmunds.com
Kelley Blue Book: kbb.com

¢ Tcheke lisans konsesyoné a ansanm ak plent yo
deja pote kont Ii. Se pou tout konsesyoné machin
dezyém men akredite opré Depatman Zafé Konsomaté
(DCA). Ou kapab chéche yon moun ki akredite sou Enténét
nan nyc.gov/consumers. Epitou ou kapab rele 311
(212-NEW-YORK andeyo NYC) pou jwenn plis enfomasyon
sou akreditasyon yon biznis oswa pou tcheke tout
istwa plent yo te janm pote kont yon biznis.



ASISTANS GRATIS

Chéche jwenn konsey finansye pwofesyonél nan Sant Otonomizasyon Finansye Vil Nouydk
(NYC Financial Empowerment Center). Konseye yo gendwa ede ou kreye yon bidjé, ede ou
konprann rapo kredi ou, amelyore kot kredi ou epi plis bagau toujou. Rele 311 pou pwograme yon
randevou kote ou rete oswa al gade nan nyc.gov/consumers pou kapab jwenn plis enfomasyon.

Cheche jwenn yon kopi gratis de rapo sou kredi ou epi analize li byen.
Al gade nan annualcreditreport.com oswa rele nimewo gratis 1-877-322-8228.

LOT RESOUS

Li Gid DCA pou Achte Machin Dezyém Men pou kapab jwenn konsey [& ou kay konsesyoné a epi pou
pwoteje tét ou Ié gen model machin fabrikan an deside repran poutét gen pwoblem teknik. Al gade nan
nyc.gov/consumers.

Osijé Konseéy Rapid sou Pweteksyon Konsomaté pou Jenn Adiit

Jenn adilt konfwonte ak difikilte toulejou antanke konsomaté. Depatman Zafe Konsomate (DCA) te
kreye yon seri fey ak konséy ou edike fout jenn moun osije dwa yo genyen ak fason desizyon.yo pran
sou fason pou depanse lajan yo gendwa enpakte lavni yo.
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ABTOMOGUNBL — Camoe KpynHoe npuobpeTeHue,
KOTOpOe BaM npeacrout caenartb. Yoeautech, 4to
MalluHa, KOTOpYH0 Bkl coBupaeTech KyNnuUThb, JOCTYMNHA
Bam no cpeacTeam. Ecnu Bam HyxeH aBToKkpeauT,
ybeputech, 4To OH 6e3onaceH U npefocTaBnAeTcA Ha
cnpaBeAnuBbLIX YCNoBUAX. Hxe npuBogaTcsA KpaTkue
COBETbI, KOTOpbIE CrieflyeT MMeThb B BUAY.

* 3zyunte CBOM BIOAXKET U pelunTe, CKONBKO Bbl
MOXeT 3arnnaTuTb cpa3y U ¢ TeYeHueM BpemeHu. He
3abygeTe BKMIOYUTE B pacyeT CONYTCTRYOLWME 3aTpaThl,
B TOM YKUCHEe Ha CTpaxoBaHue, CTOSAHKY, GEH3MH,
witpadbl U PEMOHT. -

¢ [focMOTpUTE CBOI OTHYET O KPEAUTOCNOCOGHOCTH Ha
Beb-canTe annualcreditreport.com u ucnpaBbTe
OLIMBKU, KOTOPbIe OBHapyXuTe.

OBPATUTE BHUMAHHWE

Mepen oGpallieHeM 3@ aBTOKPEAUTOM BaXKHO
ybeanTecs, YTO B BaLLEW KpeaUTHOM NCTOpUK BCe
npasuneHo. cnpaenexHve oWNOOK B KpeguTHOM
UCTOPMU MOXKET MOBLICUTL Ball KPegUTHbIA
PEWTUHT ¥ MO3BONUTL BaM MOMAYYUTL KpeauT Ha
Boree BbIroAHLIX YCNOBUAX.

¢ MMonyuunTe npegsapuresibHoe ogobpeHUe KpeauTa.
3Has KpeauTHYI CTaBKY, Bbl CMOXETE CPaBHUTL
NPesnoXeHNs pasinyHbIX KpeaUTHBIX YHPEXAEHWUNA,
Wernonb3osaHue ycnyr cBoero 6aHka uim KpeguTHoro
obuecTBa obecrneqnT BaM AONONHUTENBHYIO 3aL{UTY,
€©CNuY MTO-TO NMOWZET He TaK.

* BHUMaTenLHO U3y4UTe LieHbl Ha aBTOMOGUNN.
O3HakoMbTeCh CO CripaBoYHUKamMu HauuoHanbHoi
accouuaumm po3HMYHbLIX NPOAaBLOB aBToTPaHCropTa
(National Automobile Dealers Association's Guides,
NADA), Edmunds u Kelley Blue Book, 4Tob6bl 3HaTh
CPEAHIOI0 LieHy aBTOMOBUIS, KOTOPHIA Bbl XOTUTE
npuobpecTu Unn obMeHsTL ¢ 4OoNaToi.

BAXHbIE CCbINKU

Cnpasounnku NADA: nadaguides.com;
Edmunds: edmunds.com;

Kelley Blue Book: kbbh.com

* [IpoBepbTe NULEH3WIO NPOAaBLIA aBTOMOGUIENr U
ncTopuio xkanob Ha Hero. Bce npogaBubl
NoAepKaHHbIX aBTOMOBUINER JOMKHBI UMETL NULEH3NI0
YnpasneHus no genam notpebutenei (Department of
Consumer Affairs, DCA). JIULEH3UI0 MOXHO NPOBEPUTL
Ha Be6-canTe nyc.gov/consumers. MoXHO Takke
No3BOHUTL Mo HoMmepy 311 (212-NEW-YORK — anisi
3BOHKOB M3 OPYrvX rOPO[0B), YToGk! NOMyUUTh
OONOMHUTENBHYIO UHopMaLMIo 0 cTaTyce NUUEH3NUK
WY NPCBEPUTEL UCTOPUIO Xano6 npeanpuRuMartens.




BECINATHAA NMOMOLb

KoHcynbraumio no (puHaHCOBLIM Bonpocam MoXHO 6ecnnaTtHo nony4uTes B [OpOACKOM LieHTpe
cduHaHcoBoit nogaepxku Hero-Mopka (NYC Financial Empowerment Center). KoHcynsTaHTsl MoryT
noMoMb CHOPMMPOBAaTH Balll OIOKET, pa3odpaThbcs B BalleM OTHETe KPEeAUTOCNOCOBHOCTH, YIyULLnTL
Balll KpeAUTHLIA PEATUHT U OKasaTk apyrue ycnyru. MNoasoHute no HoMepy 311, yTobbl 3anucaTscst Ha
npuem B Brivkarliem K BaMm OTAENEHUW, UMW MPOCMOTPUTE LOMNOMNHUTENbLHYIO MHOPMALIMIO Ha
Beb-catite nyc.gov/consumers.

Monyuute 6ecnnaTHO KONUIO OTYETa O Balley KPeAUTOCHOCOOHOCTU U BHUMATENLHO ee usyuuTe.
Mocetute BeG-calT annualcreditreport.com KnK NO3BoHUTE MO HoMepy 1-877-322-8228 (3BOHOK
GecnnatHbi).

OPYTUE PECYPCHbI

OsHakoMbTech ¢ uagaHHbiM DCA CnpaBouHMKOM NOKynatensa nogepaHHbiX aBToMobunen.
B Hem npuBoasitTca CoOBETHI 0 TOM, YTO AenaTh B AUNEPCKOM LIEHTPE W Kak 3acTpaxoBaTheCs
OT NPUOGPETEHUA OTO3BAHHBIX C PbiHKa NpouasBoauTenem asTomobunei. Mocetute sBeb-cant
nyc.gov/consumers.

O npaBoBLIX PeKOMeHAaUuaAxX Ans Monogbix noaein

Monoable Mooy exeHeBHO CTanKuBalTes ¢ npobneMamMun B o6nacTtu npas notpebutenen. YnpaeneHve
no genam notpeGutenen (Department of Consumer Affairs, DCA) nogrotoBuiio ceputo NUCTOBOK C
KpaTKUMU COBETaMMU, Lieflb KOTOPbIX PasbsACHUTL MOMOAbIM MOASM WX MpaBa U NoCNeacTBUS CErofHAWHUX
pelleHuit 0 pacxojax.
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TIPS FOR YOUNG ADULTS

Beware of companies that claim they can repair your
credit report and get you a high credit score quickly.
Many of these companies are running scams to steal
your money.

Below are signs of a credit repair scam:

» The company promises to remove negative information
from your credit report.

FACT: No one can legally remove negative information
from a credit report that is accurate. Most negative
information generally stays on your report for seven years
while bankruptey information can remain on the report for
10 years.

TIP: You can get one free credit report each year from each
of the nationwide consumer credit reporting companies.
Visit annualcreditreport.com to get your credit report and
review it to make sure the information is accurate and
up-to-date. Your credit report will include information about
how to dispute inaccurate or incomplete information.

» The company requires an up-front fee before any type
of credit repair is performed.

FACT: Under federal law, credit repair companies cannot
require you to pay until they’ve completed the services
they’ve promised.

TIP: You can get free help with improving your credit at an
NYC Financial Empowerment Center.

) Consumer Department of
- Affairs Education

* The company offers to create a new “credit identity”
for you with different identification (such as another
Social Security number or business tax ID number).

FACT: fi is illegal to commit identity fraud or misrepresent
Social Security or business tax ID numbers under false
pretenses.

TIP: To report this credit repair company scam, file a
complaint with the Federal Trade Commission {FTC) at
ftc.gov.

* The company asks you to sign blank forms and
provide personal information so it can act on your
behalf to help with credit problems.

FACT: Signing biank paperwork and giving out personal
identity information can lead to identity theft.

TIP: Never sign blank paperwork and don't give out
personal information without knowing the reason and with
whom you are dealing. There are no overnight solutions to
fix your credit history. Consider speaking with a Financial
Empowerment Center counselor to find ways to repair your
credit and manage your debt safely and for free.



'WAYS TO IMPROVE YOUR CREDIT SCORE

« Pay your bills on time.

» Pay more than the minimum payment amount.

« Know the amount of debt you can responsibly take on. Do not take on an amount of debt that you
cannot afford to pay off.

« Understand what can impact your credit score positively and negatively such as length of credit
history, types of credits, recent credit, and amount of credit.

¢ Get free help!

FREE HELP

Get free professional financial counseling at an NYG Financial Empowerment Genter. Call 311 1o
schedule an appointment near you or visit nyc.gov/consumers for more information.

Get a free copy of your credit report and review it carefully.
Go to annualcreditreport.com or call toll-free 1-877-322-8228.

About Consumer Protection Tips for Young Adults

Young adults face consumer challenges every day. The Department of Consumer Affairs (DCA) created
a series of tip sheets to educate young adults about their rights and how the spending decisions they
make today will affect their future.
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Tenga cuidado con las empresas que anuncian que pueden
mejorar su informe crediticio y aumentarle rapidamente su
calificacion crediticia. Muchas de estas empresas
organizan estafas para quedarse con su dinero.

Senales de advertencia de estafas relacionadas con la
reparacion de crédito:

+ La empresa le promete eliminar la informacion negativa
de su informe crediticio.

LA REALIDAD: Nadie puede eliminar legalmente informacion
negativa de un informe crediticio que sea correcto. Por lo
general, la mayoria de los datos negativos permanecen en su
informe durante siete afios y la informacion de bancarrota
puede permanecer en el informe durante 10 afios.

RECOMENDACION: Usted puede obtener una copia gratis de
su informe crediticio todos los afios de cada una de las
agencias nacionales de informes crediticios. Visite
annualcreditreport.com para obtener su informe crediticio y
revisarlo para asegurarse de que la informacion sea exacta y
esté actualizada. Su informe crediticio incluira informacion
para saber como reclamar en caso de informacion inexacta o
incompleta.

* La empresa exige un adelanto de honorarios antes de
realizar cualquier tipo de reparacion crediticia.

LA REALIDAD: En virtud de la ley federal, las empresas de
reparacion crediticia no pueden exigir pago alguno hasta
haber brindado los servicios prometidos.

RECOMENDACION: Usted puede obtener ayuda gratuita para
mejorar su calificacion crediticia en un Centro de Poder
Financiero de NYC (Financial Empowerment Center).

'DE REPARACION

- Consumer Department of
 Affairs Education

* La empresa ofrece crearle a usted una nueva “identidad
crediticia” con otro niimero de identificacion (por
ejemplo, otro niimero de Seguro Social o nimero de
identificacion tributaria comercial).

LA REALIDAD: Es ilegal cometer fraude de identidad o
declarar un niimero falso de Seguro Social o identificacion
tributaria comercial bajo falsas excusas.

RECOMENDACION: Para denunciar este tipo de empresas
que cometen estafas con la reparacién de crédito, presente
una queja ante la Comision Federal de Comercio (Federal
Trade Commission, FTC) en ftc.gov.

La empresa le pide que firme formularios en blanco y
que le facilite sus datos personales para poder actuar
en su nombre y ayudarle con los problemas de crédito.

LA REALIDAD: Firmar documentos en blanco y facilitar
datos personales de identidad puede llevar a un robo de
identidad.

RECOMENDACION: Nunca firme documentos en blanco ni
revele informacion personal sin saber la razon y sin tener
certeza de con quién esta tratando. No hay soluciones
magicas para arreglar su historial de crédito. Analice la
posibilidad de consultar a un asesor del Centro de Poder
Financiero para averiguar formas de mejorar su crédito y
administrar sus deudas de forma segura y gratuita.



FORMAS DE MEJORAR SU CALIFICACION CREDITICIA

» Pague sus cuentas a tiempo.

» Pague mdas del pago minimo exigido.

¢ Sepa qué monto de deuda puede asumir con responsabilidad. No asuma un monto de deuda que
no pueda pagar.

» Sepa qué cosas pueden impactar en forma positiva y negativa su calificacion crediticia, por ejemplo,
duracion de su historial de crédito, tipo de créditos, créditos recientes, y monto del crédito.

¢ Obtenga ayuda gratis.

AYUDA GRATUITA

Obtenga asesoramiento financierc profesional gratis en un Gentro de Poder Financiero de NYG
(Financial Empowerment Center). Liame al 311 para programar una cita cerca de usted o visite
nyc.gov/consumers para obtener mas informacion.

Obtenga una copia gratis de su informe crediticio y analicelo cuidadosamente.
Visite annualcreditreport.com o llame a la linea gratuita 1-877-322-8228.

Acerca de las Recomendaciones para los jovenes sobre proteccion al consumidor

Los jovenes deben hacer frente a los retos diarios que tienen como consumidores. El Departamenio de
Asuntos del Consumidor (Department of Consumer Affairs, DCA) cred una serie de folletos para informar a
los jovenes sobre sus derechos y como les afectard en el futuro las decisiones sobre gastos que tomen hoy.
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Ocrteperaiitecb KOMMaHuit, KoTopble 00eujaloT
OLICTPO UCNPaBUTHL Bally KPeAUTHYH NCTOPUIO K
ofecneynTb BaMm BbICOKUN KPeOUTHbIN PEATUHT.
MHorue U3 HMX 3aHUMAIOTCA MOWEHHUYECTBOM C
Liefbl0 BbIMAHUTL A€HbLIM.

Huke npuBOAATCA NPU3HAKN MOLUEHHUYECKUX CXEM
no yny4weHUo KpeauTHOU UCTopUM:

¢ KomnaHus obeLiaeT yaanuTb HEraTUBHYH
uHcopmMaLMIO U3 BaWeil KPeaUTHOW UCTOPUN.

®AKT: HukTo He MOXET B pamMKax 3akoHa yaanuTb
HeraTuBHy WHopMaLUIo U3 KpedUTHON UCTOPKK,
€CINW OHa COOTBETCTBYET AeCTBUTENLHOCTK.
HeratueHas nHopmauns, Kak Nnpasuno, CoxpaHsieTcs
B BalLleil KpeQUTHOW UCTOPUM B TEUEHWE CEMU NET, a
UHbOPMALUA O BAHKPOTCTBE MOXET XPaHWUTHLCH B
TeyYeHue OecaTu.

COBET: MoxHo BecnnaTHo nony4nTe OA4HY KOMMKo
KpeauTHON NCTOPUM B FOA B KaXOOM HalMoHansHOM
KpeOWUTHOM areHTCTBe, BeayLLeM KpeanTHbIE UCTOpUK
notpebutenei. Mocetute seb-cait
annualcreditreport.com, 4yTo6bl NOAYUUTE U
NPOCMOTPETL CBOK KPEeAUTHYO UCTOpUIo U yBeamThes,
YTO npeAcTasreHHas B Hell UHdopMmauns
COOTBETCTBYET IENCTBUTENBHOCTU 1 COAEPXUT BCE
nocnegHve faxHble. B konuy kpedWTHOW UcTopun
0BBACHAETCH, KaK MOXHO OCMOPUTL HETOUHYHO M
HenonHyo UHdopMaLmio.

» KomnaHus tTpebyer npegBapuTenbHyIo onnary fo
BHECEeHWs1 UCMIPaBNeHUN B KPeaUTHYIO MCTOPUIO.

®AKT: Mo cdhenepansHomy 3akoHogaTernbLCTBY
areHTCTBa, 3aHUMaloWmMecs ucnpasneHuem
KPeaUTHBIX MCTOPUIA, MOryT TpeboBaTh onnaTy TONbKo
nocne Toro, Kak OHW OKaXYT NPeANoXKeHHbIe YCNyru.

PACI'IPOCTPAHEHHbIE
MOLI.IEHHVNEQKME

Consumer  Department of
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COBET: MoxHo nonyuuts 6ecnrnarHyo noMoLb no
ynyUwieHno yenosuid kpeautosaHus 8 [opoacKoMm
ueHTpe duHaHcoBoW nogaepxku Hoto-Mopka (NYC
Financial Empowerment Center).

e Komnanus npeanaraeT co3AaTtb HOBYHO «NMUYHOCTb

3aeMLMKa» ¢ APYrMMu MaeHTUDUKaLUUOHHBIMU
AaHHbIMU (HanpuMep, ¢ ApYriM HOMEPOM KapTouKu
couMansHOro CTPaxoBaHnUs Ui HanoroBsIM HOMEpoM
npegnpuHuMarens).

DAKT: [liobble geicTBUA ¢ UCMONb30BaHUEM NMUYHON
uHOpMaLIMW ApYroro nuua uny NoasioxkHLIX HOMepos
couManbHOro CTpaxosBaHUsa Unu NaeHTUOUKALUOHHbIX
HanorosbIX HOMEPOB B MOLUEHHUYECKUX LIeNax
ABNAOTCS NPOTUBO3aKOHHLIMMU.

COBET: MogaTtb arnoby 0 MOLIEHHUYECKUX cxemax
KPEOMTHOFO areHTCTBa MoXHo B ®efepansHyo
Toprosyto komuccuio (Federal Trade Commission,
FTC) Ha Beb-catite ftc.gov.

¢ KomnaHus npegnaraeTt BaMm noanucarb

He3anonHeHHble 6NaHkn U cooBLUTL CBOU
NUYHble JaHHble, YTOObLI OHa MOrfia JeUCcTBOBAaTbL
OT Baillero UMeH! NpU peLleHuun npobnem,
BO3HUKAKLWUX C NOMy4YeHUeM Kpeaura.

®AKT: MoanucsiBaTs HesanorHeHHbIe BnaHKu 1
nepefasarb CBOK UOESHTUDULUPYIOLLYIO MHDOpMAaLIMIO
HeoNYyCTUMO, TaK Kak 3T0 CO38aeT ONAacHOCTb «Kpaku
TTNYHOCTIY.

COBET: Hukoraa He noAnu1chiBainTe Hes3anonHeHHbIe
[OKYMEHTb! U He coobLLanTe NUYHY0 MHOPMaLUuio,
€CMK Bbl HE 3HaeTe, 4118 YEro aT0 HYXKHO, U C KEM Bbl
umeete geno. Cnocobos UcnpasuTb KpeanTHYLO
WCTOPWIC 338 OAWH AeHb He cyllecTayer. Monpobyite
MOroBopuTL C KOHCyNbTaHTOM lopofckoro LeHTpa
uHaHCOBOM NOAAEPXKKK, KOTOPLIA MOXET BecnnartHo
NOMOYb BaM UCTPaBUTb KPEAUTHYIO UCTOPUIO U
6esonacHo NoNy4YnTb KPeOuT.



CMOCObbI NOBbILWEHNA KPEOUATHOIO
PEUTUHIA

s OnnauuBaiiTe cyeTa BOBPEMS.

e [natuTe Gonblue YCTAHOBIMEHHOM MUHUMAaNbHOM CYMMbI NaaTexa.

¢ 3HaliTe CyMMY 3a[0JBKEHHOCTH, KOTOPYIO Bbl MOXeTe cebe pasyMHO NMo3BonunTb. He
npyHUManTe Ha cebs 06a3aTenbCTB 0 KPeauTy B CyMMe, KOTOPYIO Bbl HE B COCTOSIHUN
BBLINNATUTD.

* Y3HaliTe, YTO MOXET oKasaTb NoroXkUTenbLHOE NN oTpULaTerneHoe BAMsIHWE Ha Batl
KpeaUTHBIN PEeUTUHT, Harpumep CPOK KPEOWUTHON ncTopuu, BUALI B3ATLIX KPEeOUTOB,
HenaBHKe KpeauThli U cyMMa KpeguTa.

* [onyuynTe BecnnaTHyo NOMOLE!

BEECIJIATHAA NOMOLLb

KoHcynbTauuio no coMHaHCOBbLIM Bonpocam MoXHO BecnnaTtHo nosnyuute B Flopoackom
ueHTpe duHaHcoBou nopaepxku Huro-Uopka (NYC Financial Empowerment Center).

MossoHuTe No Homepy 311, 4TOOB! 3aNMCcaTheA Ha Npuem B bnuxaiillem K Bam OTAENeHun, unm

MPOCMOTPUTE AOMNOMHUTENBHYIO MHhopMaLuo Ha Beb-caiTe nyc.gov/consumers.

ﬂonyLlMTe SecnnaTHoO KONUIO OTYETa O Ballewn er,D,MTOCHOCOGHOCTM U BHUMaATEnNbHO €e N3yvure.

MocetuTte BeG-cait annualcreditreport.com wnu ro3soHuTe 1o Homepy 1-877-322-8228 (3BOHOK

fecnnarHbii).

O nparoBbLIX pekoMeHAaLUAX AnA MonoabIX nwogen

Morofble noan exeHeBHO CTanknBarTea ¢ npoGnemaMM B obnactu rnpae ﬂOTpGGMTeﬂeVI. YnpasneHue

no genam nortpebutenein (Department of Consumer Affairs, DCA) nogrotosuno ceputo NUCTOBOK C

KpaTKKMK COBETAMM, Lieflb KOTOPbLIX PasbACHUTL MOMOAbIM NIoAAM UX NMpaBa U NOCNeACcTBUA CerogHALLIHNX

peLLIeHIAIZ O pacxonax.

L | Consumer | Department of
Affairs Education

Bilt de Blasio Julie Menin Carmen Farifia
Mayor Commissioner Chancellor

08/2015
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ESKWOKRI

/11

Fé atansyon pou konpayi ki deklare yo kapab repare rapo
sou kredi ou epi yo kapab fé ou jwenn yon kot kredi ki
wo rapid rapid. Anpil nan konpayi sa yo ap dganize
eskwokri pou volé lajan ou.

Annapre ou ap jwenn siy ki ede ou detekte yon eskwokri
reparasyon kredi:

» Konpayi a pwomet ou li pral retire enfomasyon negatif
ki sou rapo sou kredi ou.

REYALITE: Pa gen péson ki kapab retire legalman
enfomasyon negatif ki nan yon rapo sou kredi ki korek. Pifo
enfomasyon negatif yo rete nan rap6 sou kredi ou anjeneral
pandan sét (7) lane aloske enfdmasyon fayit gendwa rete
sou rapod a pandan 10 lane.

KONSEY: Ou kapab jwenn yon rapd sou kredi gratis yon
fwa chak lane nan men tout konpayi evalyasyon kredi pou
tout peyi a. Al gade nan annualcreditreporf.com pou jwenn
rapo sou kredi ou epi analize li pou asire ou enfomasyon yo
presi ak ajou. Rapo sou kredi ou pral enkli enfomasyon sou
fason pou konteste enfomasyon ki pa korek oswa ki pa
konple.

+ Konpayi an mande pou yo peye li annavans anvan li
komanse bay sévis reparasyon sévis la.

REYALITE: Selon lalwa federal, konpayi ki repare kredi pa
gen dwa mande pou ou peye yo jiskaske yo fin & sévis yo
te pwomet f& a.

KONSEY POU JENN ADILT M

g - TN N AN

/REI PAR ASYON KR EDI

SN /N T

K RIVE SOUVAN

Consumer Department of
Affairs Education

KONSEY: Ou kapab jwenn asistans gratis pou amelyore
kredi ou nan yon Sant Otonomizasyon Finansye NYC (NYC
Financial Empowerment Center).

Konpayi a pwopoze pou li kreye yon nouvo “idantite
kredi” pou ou aveék lot idantite (tankou yon 16t nimewo
sekirite sosyal oswa nimewo taks ID pou biznis).

KONSEY: Li ilegal pou komet fwod idantité oswa pou bay
move nimewo sekirite sosyal oswa nimewo ID taks biznis
anba fo preteks.

KONSEY: Pou rapote ekskwokri konpayi reparasyon kredi
sa a, depoze yon plent opré Komisyon Federal pou Komés
(Federal Trade Commission — FTC) nan ftc.gov.

Konpayi a mande pou ou siyen fom ki pa ranpli epi pou
bay enfomasyon pésonél pou li kapab aji onon ou pou
ede ou rezoud pwoblém kredi ou.

REYALITE: Si ou siyen dokiman ki pa ranpli e ou bay
enfomasyon sou idantite pésonél ou, moun gendwa izirpe
(vole) idantite ou.

KONSEY: Pa janm siyen okenn dokiman ki pa ranpli epi pa
bay moun enfomasyon pésonél ou konsa san ou pa konnen
pou Ki rezon epi avék ki moun ou ann afé. Pa gen okenn
solisyon rapid rapid ki kapab rezoud istwa kredi ou. Wé si
ou pa ka pale ak yon konseye nan Sant Otonomizasyon
Finansye an pou jwenn fason pou repare kredi ou epi jere
dét ou san danje ak gratis.

Haitian Creole



FASON POU AMELYORE KOT KREDI (CREDIT SCORE) OU

* Peye bodwo ou san reta.

* Pgye plis pase montan peman minimom lan.

 Chéche konnen kantite dét ou kapab pran rezonabman. Pa pran yon montan dét si ou pa kapab peye tout dét
la net.

» Konprann kisa ki gendwa enpakte kot kredi ou pozitivman oswa negativman, tankou dire istwa kredi, kalite
kredi, kredi resan ak montan kredi a.

e Jwenn asistans gratis!

ASISTANS GRATIS

Cheche jwenn konsey finansye pwofesyonél nan Sant Otonomizasyon Finansye Vil Nouyok
(NYG Financial Empowerment Center). Rele 311 pou pwograme yon randevou toupre kote ou rete
oswa al gade nan nyc.gov/consumers pou jwenn plis enfomasyon.

Chéche jwenn yon kopi gratis de rapo sou kredi ou epi analize li byen.
Ale nan annualcreditreport.com oswa rele gratis nan 1-877-322-8228.

Osijé Konséy Rapid sou Pwoteksyon Konsomaté pou Jenn Adilt

Jenn adilt konfwonte ak difikilte toulejou antanke konsomaté. Depatman Zafé Konsomate (DCA) te
kreye yon seri fey ak konséy ou edike tout jenn moun osijé dwa yo genyen ak fason desizyon yo pran
sou fason pou depanse lajan yo gendwa enpakie lavni yo.

L | Consumer | Department of
Affairs Education

Bill de Blasio Julie Menin Carmen Farifia
Mayor Commissioner Chancellor 08/2015
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' ' TIPS FOR YOUNG ADULTS
QUICK TIPS l i
lassummmilll|

’"STUDENT LOANS

CONSUMER PROTECTION | l l

Before you sign any papers for a student loan, here are = Getting a cosigner for a private loan should be a last

quick tips to keep in mind. resort. If you fully explored your federal loan options

and cannot qualify for an affordable loan on your own,

e Complete the Free Application for Federal Student you may consider finding a cosigner, such as a parent or
Aid (FAFSA). Completing a FAFSA helps determine for close relative, with a good credit history for a private
which federal assistance programs you qualify. Some loan, but be aware that they will also be responsible for
programs, such as grants, give money toward college the loan.

that you do not need to repay. Federally guaranteed
loans are low interest rate loans that you must repay.
Always consider federal assistance programs first
before private lenders.

IMPORTANT

Your cosigner is responsible for paying the debt if
you fail to pay the loan. Both of your credit histories
will be impacted.

» Shop around and compare loan features. If you need
to borrow from private lenders, compare agreements to
see which one best meets your needs.

» Avoid “free money” from organizations you don’t
know. Many scam artists prey on students and parents
with little or no credit with offers of loan money without a

* Check the loan amount to see if it’s right for you. credit check.

Many times, {enders will offer you a loan that is much
more than you need to pay for your education. Create a
budget to determine how much of a loan you need and
how much you can repay after graduation. Borrowing too
much means paying more in interest in the long term.



BEWARE OF...

College Scholarship and Financial Aid Scams
Get tips on how to avoid common scams from the Federal Trade Commission (FTC) at ftc.gov.

FREE HELP

Get free professional financial counseling at an NYC Financial Empowerment Genter. Counselors
can help you reduce your debt, negotiate with your creditors, understand your credit report, improve
your credit score, and more. Call 311 to schedule an appointment near you or visit nyc.gov/consumers
for more information. '

Get a free copy of your credit report and review it carefully.
Go to annualcreditreport.com or call toll-free 1-877-322-8228.

OTHER RESOURCES

The Consumer Financial Protection Bureau (GFPB) has fools and resources to help you make
informed financial decisions about paying for college. Visit consumerfinance.gov.

Federal Student Aid, a part of the U.S. Department of Education, is the largest provider of student
financial aid in the nation. Visit studentaid.ed.gov/sa for information about FAFSA.

Read DCA's tip sheet “QUICK TIPS BEFORE YOU ENROLL IN A SCHOOL OR TRAINING PROGRAM.”

About Consumer Protection Tips for Young Adults

Young adults face consumer challenges every day. The Department of Consumer Affairs (DCA) created a
series of tip sheets to educate young adults about their rights and how the spending decisions they
make today will affect their future.
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' ‘ PROTECCION AL CONSUMIDOR

SOBRE PRESTAMOS

RECOMENDACIONES PARA LOS JOVENES

TN
RECOMENDACIONES
[[Fiiaianies

Recomendaciones para tener en cuenta antes de firmar determinar qué monto necesita y cuanto puede pagar una

los documentos para un préstamo estudiantil. vez que termine sus estudios. Endeudarse demasiado
significa pagar mas intereses al final.

« Gomplete la solicitud gratuita de Ayuda Estudiantil

Federal (Free Application for Federal Student, FAFSA). _ » Conseguir un codeudor para un préstamo privado
Completar una solicitud FAFSA le ayuda a determinar debe ser el iltimo recurso. Si analizd a fondo sus
cuales son los programas de ayuda federal para los que opciones de préstamos federales y no retine los requisitos
califica. Algunos programas, como los subsidios, le otorgan para un préstamo que pueda pagar por si solo, quiza
fondos destinados a la educacion superior que usted no quiera buscar un codeudor, por ejemplo, alguno de sus
tiene que devolver. Los préstamos con garantia del padres o un familiar cercano, con buen historial de crédito
gobierno federal le prestan dinero a una tasa de interés para obtener un crédito privado, pero tenga en cuenta que
baja que usted tiene que pagar. Siempre considere primero esa persona también sera responsable del préstamo.
los programas de ayuda federal antes de recurrir a
entidades de crédito privadas. IMPORTANTE )
Su codeudor es responsable de pagar la deuda si

« Averigiie y compare las caracteristicas de los usted no puede pagar el préstamo. El historial de

préstamos. Si tiene que tomar un préstamo de una entidad crédito de ambos recibird el impacto.

de crédito privada, compare los términos y condiciones

para ver cudl se adapte mejor a sus necesidades « Evite recurrir al “dinero gratis” de organizaciones que

no conece. Muchos estafadores se aprovechan de los

« Verifique si el monto del préstamo es el adecuado para estudiantes y de padres con un corto o ningtn historial de
usted. Muchas veces, las entidades de crédito ofrecen credito, ofreciendoles préstamos sin verificacion de
préstamos que exceden ampliamente el monto que usted credito.

necesita para su educacién. Cree un presupuesto para



CUIDADO CON...

Estafas con becas universitarias y asistencia financiera
Tenga presente las recomendaciones de la Comisién Federal de Comercio (Federal Trade Commission,
FTC) que figuran en fic.gov para evitar ias estafas frecuentes. -

AYUDA GRATUITA

Obtenga asesoramiento financierc profesional gratis en un Gentro de Poder Financiero de NYC
(Financial Empowerment Genter). Los asesores pueden ayudarle a reducir su deuda, negociar con
sus acreedores, entender su informe crediticio, mejorar su calificacion crediticia, y mas. Liame al 311
para programar una cita cerca de usted o visite nyc.gov/consumers para obtener mas informacion.

Obtenga una copia gratis de su informe crediticio y analicelo cuidadosamente.
Visite annualcreditreport.com o llame a la linea gratuita 1-877-322-8228.

OTROS RECURSOS

La Junta de Proteccion Financiera del Gonsumidor (Consumer Financial Protection Bureau, GFPB)
tiene herramientas y recursos para ayudarle a tomar decisiones financieras informadas relacionadas con
el pago de los gastos de educacion superior. Visite consumerfinance.gov.

Ayuda Estudiantil Federal (Federal Student Aid), que es parte del Departamento de Educacion de los
Estados Unidos, es el mayor proveedor de asistencia financiera estudiantil de todo el pais. Visite
studentaid.ed.gov/sa para obtener informacion sobre FAFSA.

Lea la guia de recomendaciones “LO QUE DEBE SABER ANTES DE INSCRIBIRSE EN UN PROGRAMA
EDUCATIVO O DE CAPACITACION” del DCA.

Acerca de las Recomendaciones para los jovenes sobre proteccion al consumidor
Los jovenes deben hacer frente a los retos diarios que tienen como consumidores. El Departamento de
Asuntos del Consumidor (Department of Consumer Affairs, DCA) cred una serie de folletos para informar a

los jovenes sobre sus derechos y como les afectard en el futuro las decisiones sobre gastos que tomen hoy.

L | Consumer | Department of
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[MPABOBbIE PEKOMEHOALINU

0118 MOJIoAbIX NHOOEN

KPATKUE COBETbI 1O

OEPA3OBATEI'I bH blM

lloseasc

KPE,EIMTAM

Ill ’ :

Mpexae Yem NOANUCLIBaTbL Kakue-nmMbo JOKyMeHTbI No
o6pa3oBaTenbHbIM KpeauTam, 03HaKOMLTECh € 3TUMMU
KpPaTKUMU COBETaMU U NPUMMUTE UX K CBEAEHUIO.

¢ Ocdopmute HecnnaTtHyio 3asBKy Ha defepanbHyo
nomoub cryaeHtam (Free Application for Federal
Student Aid, FAFSA). Odopmnenue FAFSA nossonut
onpefenntb, B KAKUX rocyaapcrBeHHbIX rnporpaMmMax Bbl
“uMeeTe NpaBo y4acTBoBaTh. HekoTopble nporpammel,
HarnprMep nporpaMma rpaHToB, HanpaensiloT B y4ebHoe
3aBefeHue AeHEeXHbIe CPeACTBa, KOTopbie BaM He
TpebyeTcs Bo3BpallaTk. 3aiMbl NOL rocyaapCTBEHHbIE
rapaHThK, KOTopble Bbl 0683aHEl BEPHYTH,
NpejoCcTaBnsATCA Mo4 HU3KWUIA NPOLEHT.
B nepsyto ouepeds scezda paccmampuealme
2ocydapcmeeHHbIe npoepammbi MOCOePKKU U NUb
3amem — YaCmHbIX Kpedumopos.

¢ Nayuute pLIHOK U CpaBHUTE NpegnaraeMbie YCNOBUS
KpeauToBaHUA. Ecnu Bbl BEIHYKAEHb! 3aHATL CPEACTBA
Y 4aCTHOrO KpeauTopa, CPaBHUTE YCIOBUA KPEAUTHBIX
[I0roBOPOB U BLIBEpPUTE TOT, KOTOPLI Bonblie Bam
NoaXOAUT. -

* MNpoBeptTe cymMmy Kpeauta U y6eautech, YTo OHa
Bac ycTpauBaerT. B GonbLUMHCTBE CryYaeB kpeauTopbi
npeanoXxart Bam CymmMmy, kotopast ropasfo bornblue, yem
HeobxoauMo Ans onnatkl 06yyeHus. PaccunTaiiTe ceon
BroKeT, yTobb! OnpedenuTb, B KAKOM pasmepe bpatb
KPELMT, U CKOMBKO Bbl CMOXETE BEPHYTb Nnocne

OKOHYaHus y4ebHOoro 3aBegeHus. Hem bonblue
cymma kpeguta, Tem Gonblie BaM NpugeTcs
BbINMATUTE MO NPOLUEHTaM B JONTOCPOUHON
nepcrekTvae.

MpuBneyeHnue nopyyutens npu nonyvyeHuu saiima
Y 4acTHOro KpeAuTopa ABNSAETCA KpalHuMm
BapuaHTOM. Ecnyv Bel NONHOCTBLIO UCYepnanu Bce
BO3MOXHOCTU U HE HaLLMWU BapUaHTOR NONyYuThb
npaBo Ha KPeauT NOA HU3KWIA MPOLEHT
CaMOCTOSTENLHO, Bbl MOXETE MNpUBMEYs NOpYHUTENs
C XOpoLlen KpeauTHOW UcTopuen, Hanpumep
poauTens unu BM3Koro PoacTBEHHWKA, YTOBb!
MOMYYUTL YacTHLIA KPeauT, HO UMeNTe B BUZY, YTO
nopyyuTens Takke oTBevaeT 3a noralieHue
3a[J0MKEHHOCTH.

OBPATUTE BHUMAHUE

Baiu nopy4untens 06si3aH noracuTe Ball oM,
€CIU Bbl OK&XXWTECE HE B COCTOSHUK caenath
aTo camu. 3T0 OyAET UMETL NOCNEACTBAS U
ANA Balien KpeauTHOW UCTOpUK 1 ans
KPeOoUTHON McTopuM Balllero nopyyuTerns.

He 6epute «becnnaTHble JeHbIM» B HE3HAKOMbIX
opraHusauuax. MHorne MolweHHUKK oBMaHOM
BbIMOraioT AeHLIW Y CTYAEHTOB M UX poauTeneit, He
UMEIOLLIMX HUKAKUX MNU NOYTU HUKEKUX LLAHCOB
nony4nTs KpeauT, Npeanarasi UM 8 3aiiMbl fieHbI 6e3
NpPoBEPKN KPEAUTOCNOCOBGHOCTH.



OCTOPOXHO...

MoweHH1Yeck1e cxeMbl CO CTYAEHYECKUMMU CTUNEHAUAMU U (DUHAHCOBON NOMOLLBLIO
OsHakombTech ¢ cosetamu GefepansHoi Toproeoit kommecun (Federal Trade Commission, FTC)
C TOM, KaK He CTaTb XepTBOW pacfipoCTpaHeHHbIX MOLLEHHUYECKUX CXeM, Ha BeG-caliTe ftc.gov.

BECIMNATHAA NMOMOLb

KoHcynsTauuio no ouHaHcoBbIM BOMpOcam MOXHO GecnnaTtHo nony4yuTs B FopofackoM ueHTpe
thuHaHcoBsomn nogaepxku Horo-Aopka (NYC Financial Empowerment Center). KoHcynsTaHTsl MoryT
BaM rOMOYb COKPaTUTL LOI, MPOBECTM NEePEeroBopsl ¢ BaLLMMU KpeauTopamMu, pasobparbca C OTHETOM
0 KPeamMTocrnocoBHOCTH, NMOBLICUTL Balll KPEAUTHbBIA PEUTUHT U OKa3aTb Apyrve ycnyru. [NossoHute rno
Homepy 311, 4yTobkl 3anucaTbca Ha npyem B bGrivkanweM K Bam OTAENeHUU, UMM NPOCMOTPUTE
DOMNOMHUTENBHYIO UHopMaLuio Ha Beb-caiTe nyc.gov/consumers.

MonyunTte BecnnaTHO KoNMIO OTHYeTa O Ballel KPeaUTOCAOCOBHOCTU U BHUMATENLHO ee uayuuTe.
Mocerute Beb-calT annualcreditreport.com unu nossoxuTe no Homepy 1-877-322-8228 (380HOK
BecnnaTtHbIiA).

OPYTUE PECYPCbI

Biopo no dmHaHcoBo# 3awuTe notpeburenen (Consumer Financial Protection Bureau, CFPB)
MMEeT B CBOEM PACTOPSHKEHNU UHCTPYMEHTaPUIA 1 PECYPCbI, YTOGbI MOMOUb BaM B MPUHATAN
MHHOPMUPOBAHHbIX PELLIEHWI MO (PMHAHCOBBLIM BOMPOCAM, CBSA3aHHBIM C OMnaToi o6yquvm
MoceTute Beb-cant consumerfinance.gov.

depepanbHas cnyx6a nomolwm cryneHtam (Federal Student Aid), Bxoasiias B cTpykTypy
MunuctepcTBa obpasosanuga CLUA, ABRseTcs caMor KPYIHOIR B CTpaHe opraHuaauueli no
dhuHaHcoBOW noaepxkke cTyaeHToB. Mndopmauuio o FAFSA MoXHO HallTu Ha Beb-calite
studentaid.ed.gov/sa FAFSA.

O3sHakombTech ¢ nuctoskolt DCA «KPATKUE COBETbI ABUTYPUEHTAM YUEEBHbLIX SABEAEHUN
W MPOIPAMM MNOOFOTBKA».

O npaBoBwLIX pekoMeHOauuaX Afa MonogbiX nogei

Monogapie rmoan exenHesHo cTankuealoTcs ¢ npobnemamu B obnactu npas notpebutenei. YnpasneHue
no genam notpebutenen (Department of Consumer Affairs, DCA) nogroToBuno cepuio MMCTOBOK C
KpaTKMMK COBETaMU, Lelb KOTOPbIX PasbsACHUTL MOMOALIM MH0ASM X NpaBa U NOCNeACTBUS CeroAHALLHNX
peLLeHNin 0 pacxonax.
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PWOTEKSYON KONSOMATE

KONSEY POU JENN ADILT

KONSEY RAPID

------‘---,-u--.‘-;-.

AK PRE LAJAN

POU PEYE ETID

[

Anvan ou siyen kenenpat papye pou mande yon pré lajan » Chéche yon ko-siyaté pou yon preé prive se yon rekou
pou etid, men kék konséy ou pa ta dwe bliye. ou ta dwe itilize an dénye, apre ou fin eseye tout
bagay. Si ou te analize opsyon pré federal ou byen epi ou

« Fin ranpli Demann Aplikasyon Gratis pou Asistans pa kapab kalifye pou yon pré ekonomik pou kont ou, ou
Federal ak Pré pou Etid (FAFSA). Lé ou ranpli yon FAFSA, gendwa konsidere chéche jwenn yon ko-siyate, tankou
sa va ede ou deside pou kilés nan pwogram asistans yon moun nan fanmi ou oswa yon paran, ki gen yon bon
federal yo ou kalifye. Seten pwogram, tankou sibvansyon, istwa kredi pou yon pré prive, men sonje y ap responsab
bay lajan pou etid kolej ou pa bezwen repeye. Pré lajan repeye pré an menmijan ak ou.

gouvenman federal la garanti se pré ki gen yon to enteré ki
féb ou dwe repeye. Toujou konsidere pwogram asistans
federal anvan preté prive yo.

ENPOTAN
Ko-siyate ou responsab pou peye dét |a si ou pa
reyisi repeye pré a. Istwa kredi nou toulede pral

« Gade toutotou ou epi konpare karakteristik pre yo. enpakte.
Si ou bezwen prete nan men preté prive, konpare kontra

yo-pou we sa a ki pibon an. « Evite pran “lajan gratis” nan men dganizasyon ou pa

konnen. Anpil volé sible elév ak paran ki pa gen anpil
« Tcheke montan preé lajan an pou wé si li bon pou ou. kredi oswa ki pa gen okenn kredi epi yo prezante yo of
Anpil fwa, preté yo pral ofti ou yon pré lajan ki twop pa lajan pré san yo pa fé verifikasyon kredi.
rapd ak sa ou bezwen pou peye pou etid ou yo. Etabli bidje
ou pou deside ki montan pré ou bezwen ak konbyen lajan
ou kapab repeye apre ou fin pran diplom ou. Si ou prete
twop lajan, sa vle di ou ap dwe peye plis enteré alontém.



FE ATANSYON...

Eskwokri Bousdetid ak Ed Finansye :
Jwenn konséy nan men Komisyon Federal sou Komes (FTC) sou fason pou evite eskwokri ki rive pi
souvan yo nan ftc.gov.

ASISTANS GRATIS

Chéche jwenn konséy pwofesyonel finansye gratis nan Sant Otonomizasyon Finansye Vil Nouydk
(NYC Financial Empowerment Center). Konseye yo gendwa ede ou redwi dét ou, negosye ak kreyansye
ou yo, konprann rap0 sou kredi ou, amelyore kot kredi ou, ak plis bagay toujou. Rele 311 pou pwograme
yon randevou toupre kote ou rete a oswa al gade nan nyc.gov/consumers pou jwenn plis enfomasyon.

Cheche jwenn yon kopi gratis de rap6 sou kredi ou epi analize li byen.
Al gade nan annualcreditreport.com oswa rele gratis nan 1-877-322-8228.

LOT RESOUS

Biwo Pwoteksyon Finansye Konsomaté (Consumer Financial Protection Bureau — CFPB) gen zouti ak
resous pou ede ou pran bonjan desizyon sou fason pou peye pou inivesite/kolej. Al gade nan
consumerfinance.gov.

Asistans Federal pou Etidyan (Federal Student Aid), yon sévis nan Depatman Edikasyon Etazini; se pi gwo
founisé asistans finansye nan peyi a. Ale nan studentaid.ed.gov/sa pou jwenn enfomasyon konsenan FAFSA.

Li Féy DCA a ki gen konsey sou li ki rele KONSEY RAPID ANVAN OU ENSKRI NAN YON LEKOL OSWA NAN YON
PWOGRAM FOMASYON (“QUICK TIPS BEFORE YOU ENROLL IN A SCHOOL OR TRAINING PROGRAM?”).

Osijé Konsey Rapid sou Pwoteksyon Kensomaté pou Jenn Adilt

Jenn adilt konfwonte ak difikilte toulejou antanke konsomaté. Depatman Zafé Konsomaté (DCA) te
kreye yon seri féy ak konsey ou edike tout jenn moun osijé dwa yo genyen ak fason desizyon yo pran
sou fason pou depanse lajan yo gendwa enpakte [avni yo.

) | Consumer | Department of
Affairs Education

Biil de Blasio Julie Menin Carmen Fariiia
Mayor Commissioner Chancellor 08/2015
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Executive Summary

The New York City Department of Consumer Affairs (DCA) is responsible for maintaining a fair and vibrant
marketplace. To this end, DCA conducted a first-ever study of the gender pricing of goods in New York

City across multiple industries. The industries studied for this report include: toys and accessories, children’s
clothing, adult clothing, personal care products, and home health care products for seniors. This study reflects
an average consumer lifecycle, from baby to senior products, providing a glimpse into the experiences of
consumers of all ages.

The Agency compared neatly 800 products with clear male and female versions from more than 90 brands
sold at two dozen New York City retailers, both online and in stores.

Methodology

The goal of the study was to estimate the price differences male and female shoppers face when buying the
same types of items. DCA derived an average price for 35 different product types based on an analysis of 794
individual items and then compared the prices of the analogous men’s and women’s products. To minimize
differences between men’s and women’s items, the Agency selected products that had similar male and female
versions and were closest in branding, ingredients, appearance, textile, construction, and/or marketing.

For this study, DCA analyzed:

. Industries: 5

. Stores: 24

. Brands: 91

. Product Categories: 35
. Products: 794

Findings

On average, across all five industries, DCA found that women’s products cost 7 percent more than similar
products for men. Specifically:

. 7 percent more for toys and accessories

. 4 percent more for children’s clothing

. 8 percent more for adult clothing

. 13 percent more for personal care products

. 8 percent more for senior/home health care products

In all but five of the 35 product categories analyzed, products for female consumers were priced higher than
those for male consumers. Across the sample, DCA found that women’s products cost more 42 percent of
the time while men’s products cost more 18 percent of the time.



Table 1: Pricing Disparity Frequency Chart, All Industries

Total Number of Times Incidence
Women pay more 168 42%
Equal 157 40%
Men pay more 72 18%
Total 397 100%

In every industry, products for female consumers were more likely to cost more. Specifically:

. Gitls’ toys cost more 55 percent of the time, while boys’ toys cost more 8 percent of
the time.

. Gitls’ clothing cost more 26 percent of the time, while boys’ clothing cost more 7 percent
of the time.

. Women’s clothing cost more 40 percent of the time, while men’s clothing cost more

32 percent of the time.

. Women’s personal care products cost more 56 percent of the time, while men’s products
cost more 13 percent of the time.

. Senior home health care products cost more for women 45 percent of the time and cost
more for men 13 percent of the time.

Impact

Over the course of a woman’s life, the financial impact of these gender-based pricing disparities is significant.
In 1994, the State of California studied the issue of gender-based pricing of services and estimated that
women effectively paid an annual “gender tax” of approximately $1,351 for the same services as men.'

While DCA’s study does not estimate an annual financial impact of gender pricing for goods, the findings

of this study suggest women are paying thousands of dollars more over the course of their lives to purchase
similar products as men.

Though there may be legitimate drivers behind some portion of the price discrepancies unearthed in this
study, these higher prices are mostly unavoidable for women. Individual consumers do not have control over
the textiles or ingredients used in the products marketed to them and must make purchasing choices based
only on what is available in the marketplace. As such, choices made by manufacturers and retailers result in a
greater financial burden for female consumers than for male consumers.

DCA encourages consumers to join DCA’s social media campaign to address this issue by tweeting examples
of gender pricing and fair pricing with #genderpricing.

' CA State Senate 1995, Gender Tax Repeal Act of 1995, AB 1100. Aug 31, 1995



Detailed Industry Findings

Toys and Accessories

Across the six product categories of toys and accessories, products for gitls were consistently priced higher
than those for boys. On average, the largest price discrepancy was in helmets and knee/elbow pads, with gitls’
versions priced 13 percent higher. The smallest discrepancy was between girls’ and boys” backpacks; girls’

items were priced at less than a 1 percent premium. See Table 2 for a detailed breakdown.

Table 2: Price Breakdown, Toys and Accessories

Product Number of Girls’ Boys’ Price Percent
Products* Average Average Difference Difference
Bikes and Scooters 22 $86.72 $81.90 $4.82 6%
General Toys 20 $29.49 $26.49 $3.00 11%
Backpacks 20 $25.99 $25.79 $0.20 0.8%
Preschool Toys 14 $21.65 $19.85 $1.80 9%
Helmets and Pads 20 $25.79 $22.89 $2.90 13%
Arts and Crafts 10 $32.79 $30.59 $2.20 7%

Total 106 | $22243 | $207.51 $14.92 7%

*Each gender has an equal split of the total number of products in this column.

Figure 1: Example, Bikes and Scooters?

Radio Flyer My 1st Scooter Sport - Red $24.99 Radio Flyer Girls My 1st Scooter Sparkle $49.99
- Pink

WRANY Wiy

quantity Fﬂ quantity:
-1+ ‘fT_
[ a

shipping sy

shipping

store picku

in stock at J store pick

find in a1

notes - F

add to res

% Retrieved from http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28 and
http:/ /www.target.com/p/radio-flyer-my-1st-scooter-sport-red/-/ A-14168218#prodSlot=medium_1_59 on 10/05/2015.


http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28
http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28

Figure 2: Example, Helmets and Pads?®

Raskullz Shark Attax Ride Alongz
Toddler Helmet

. save $10 using Ord

wiite a review

add to cart

shipping spend $25, get free sh

Raskullz Unicorn Ride Alongz Toddler
Helmet

$27.99
perd$75 save §10 using Orde

write a review

add to cart

shipping ships free

only 4 left
get it by 10/19 with express shipping
store pickup free

get it in 4-7 business days at Jersey (
store pickup free

s find in another store
get it in 4-7 business days at Jersey

find in another store

Children’s Clothing

Of the five industries studied, children’s clothing was priced the most similarly. On average, girls’ clothing
cost 4 percent more, the lowest percent difference of any category. Girls’ items cost more in seven of nine
product categories. Though girls’ shirts cost 13 percent more on average, products like onesies, baby shirts,
and baby shoes were priced less than 5 percent higher than analogous products for boys. See Table 3 for a
complete breakdown.

Table 3: Price Breakdown, Children’s Clothing

Products Number of Girls’ Boys’ Price Percent
Products* Average Average Difference Difference

Children’s Shirts 20 $15.82 $13.95 $1.87 13%
Children’s Jeans 20 $24.63 $22.83 $1.80 8%
Baby Pants 20 $18.33 $16.77 $1.56 9%
Onesies 20 $20.91 $20.07 $0.84 4%
Baby Sweaters 20 $24.87 $23.39 $1.48 6%
Baby Shirts 20 $12.58 $12.38 $0.20 2%
Baby Shoes 20 $20.69 $20.07 $0.62 3%
Children’s Underwear 20 $17.67 $18.17 ($0.50) 3%
Toddler Shoes 8 $28.85 $29.60 ($0.75) 3%
Total 168 | $184.35 | $177.23

*Each gender has an equal split of the total number of products in this column.

? Retrieved from http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and
http:/ /www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1 on 10/16/2015.


http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and    http://www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1
http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and    http://www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1

Figure 3: Example, Children’s Shirts*

Short-Sleeved Uniform Uniform Short Sleeve
ltem #: 2043171362 Item #: 2043376_6B

dhkkkk 50 2) Wit

$7.77

Select a Color: RUBY

() (] [

Select a Size:

XS 4) 5 (5/8) M (7/8)

XL (14)

Write a Revi¢

$5.47 ( Regularly $10.95
Select a Color™=

Select a Size: Error: We're sorry, !
XS(4) || S(58 M (7/8) 1

Size Chart

Quantity: 1 v ADD TO BA

A class-act top, perfect with chinos
« Made of 100% cotton piqué

Adult Clothing

Women’s clothing cost more than men’s in six of seven categories, with the exception of underwear, which
cost an average of 29 percent more for men. The clothing product category that had the largest price

difference by percent was women’s shirts, which cost 15 percent more on average than men’s shirts. See
Table 4 for a detailed breakdown.

Table 4: Price Breakdown, Adult Clothing

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference

Dress Pants 40 $75.66 $71.71 $3.95 6%
Dress Shirts 40 $58.11 $51.46 $6.65 13%
Sweaters 42 $63.19 $59.45 $3.74 6%
Jeans 50 $62.75 $57.09 $5.66 10%
Shirts 40 $29.23 $25.51 $3.72 15%
Socks 40 $9.98 $9.73 $0.25 3%
Underwear 40 $8.46 $10.90 ($2.44) 29%

Total 292 | $307.38 | $285.85 $21.53 8%

*Each gender has an equal split of the total number of products in this column.

* Retrieved from http://www.childrensplace.com/shop/us/p/gitls-clothing/ gitls-tops-girls-shirts / gitls-tops-shirts-short-sleeve-tops /Uniform-Short-
Sleeve-Classic-Polo-2043376-6B and http:/ /www.childrensplace.com/shop/us/p/boys-clothing/boys-tops-and-boys-shirts /boys-tops-and-boys-
shirts-short-sleeve-tops/Short-Sleeved-Uniform-Polo-2043171-1027 on 11/19/2015.


http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B
http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B
http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B

Figure 4: Example, Jeans®

Men’s Jeans, $68
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Figure 5: Example, Shirts®

Abercrombie
& Fitch

SHORT SLEEVE

HIC TEES

APPLIGUE LOGO GRAPHIC
APPLIQUE LOGO GRAPHIC TEE
TEE

@

ORANGE

SELECT SIZE v

ize Chart

SELECT SIZE v

size Chart

Froe Shipping Over $7¢

ADD TO BAG
@ save [3 sHaRe
@ FIND N STORE

| 5 simple Roums

Froa Shipping Over §75

ADD TO BAG
© SAVE 2 sHARE

@ FINDIN STORE

® Retrieved from http://wwwlevi.com/US/en_US/womens-jeans/p/178040027?abTest=true and http://www.levi.com/US/en_US/mens-jeans/
p/181730014?abTest=true on 10/15/2015.

S Retrieved from http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?0fp=true and
http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?0fp=true on 10/15/2015.

10


http://www.levi.com/US/en_US/womens-jeans/p/178040027?abTest=true
http://www.levi.com/US/en_US/womens-jeans/p/178040027?abTest=true
http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?of   p=true and http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?of   p=true
http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?of   p=true and http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?of   p=true

Personal Care Products
Of all the industries analyzed, personal care had the highest premium for women, with products costing, on
average, 13 percent more than personal care products for men. Because personal care products are purchased
at a higher frequency than the other consumer goods included in this study, this 13 percent difference trans-
lates into a significant financial burden for women over the coutse of a lifetime.” ® The largest price disctep-
ancy was in hair care; products cost women 48 percent more. Razor cartridges were the second largest price

discrepancy, at 11 percent more for women on average. See Table 5 for a complete breakdown.

Table 5: Price Breakdown, Personal Care Products

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference
Shampoo and 16 $8.39 $5.68 $2.71 48%
Conditioner (Hair Care)
Razor Cartridges 18 $17.30 $15.61 $1.69 11%
Razors 20 $8.90 $7.99 $0.91 11%
Lotion 10 $8.25 $7.43 $0.82 1%
Deodorant 20 $4.91 $4.75 $0.16 3%
Body Wash 18 $5.70 $5.40 $0.30 6%
Shaving Cream 20 $3.73 $3.89 ($0.16) 4%
Total 122 | $5718 | $50.75 $6.43 13%

*Each gender has an equal split of the total number of products in this column.

7 http:/ /www.statista.com/markets /415/consumer-goods-fmcg/

8 http:/ /www.statista.com/statistics/ 260963/ leading-fmcg-companies-wotldwide-based-on-sales/

11


http://www.statista.com/markets/415/consumer-goods-fmcg/
http://www.statista.com/statistics/260963/leading-fmcg-companies-worldwide-based-on-sales/

Figure 6: Example, Razor Cartridges®

Schick Hydro Silk for Women Cartridges

40ea

4.0 (172

$18.49 ss62/ea

Overviewr

« Water activated moisturizing serum

= 5 curve sensing blades for closeness

+ Hydrates longer* than any other razor
more

= Take a product tour

@® shiptoyou

CURVE FREE shipping on orders of $35 or more. Details
SENSING™ sue sam

Arives in 1-3 business days*

Schick Hydro 5 Cartridge Razor Refills

40ea

$14.99 s375/ea

Overview:

= Hydrating gel reservoir
+ 5ultra glide blades
= With skin guards that smooth skin more

+ Take a product tour

@  Ship one time
FREE shipping on orders of $35 or more. Details

Figure 7: Example, Shampoo and Conditioner'®

Alberto VO5 2 in 1 Moisturizing Shampoo +
Conditioner

125floz

$1.99 s016/0z

g.

« Long lasting fragrance

« 5 Essential vitamins

« Forhealthy, beautiful hair
more

@ Shiptoyou
FREE shipping on orders of $35 or more. Details

Arrives in 1-3 business days”

Alberto VO5 Mens 3-IN-1 Shampoo, Conditioner
Body Wash Ocean Surge

125fl oz

kK 50T
$1.29 s010/a
v

 Clean from head-to-toe

* With 5 essential vitamins

- Helps hydrate & moisturize
more

@ shiptoyou

FREE shipping on orders of $35 o more. Details

? Retrieved from http://www.walgreens.com/store/c/schick-hydro-silk-for-women-cartridges/ID=prod6104933-product and http://www.walgteens.
com/store/ c/schick-hydro-5-cartridge-razor-refills/ID=prod6016280-product on 11/18/2015.

!0Retrieved from http:/ /www.walgreens.com/store/c/alberto-vo5-2-in-1-moisturizing-shampoo-%z2b-conditioner/ ID=prod6239649-product and
http://www.walgreens.com/store/c/alberto-vo5-mens-3-in-1-shampoo-conditioner--body-wash-ocean-surge/ ID=prod6241892-product on 10/02/2015.
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http://www.walgreens.com/store/c/alberto-vo5-2-in-1-moisturizing-shampoo-%2b-conditioner/ID=prod6239649-product

Senior/Home Health Care Products

On average, women’s home health care products cost 8 percent more than men’s. For example, women’s
braces cost, on average, 15 percent more than men’s. Men’s digestive health products, which were 5
percent more on average, were the only category that cost men more than women. See Table 6 for a

complete breakdown.

Table 6: Price Breakdown, Senior/Home Health Care Products

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference

Supports and Braces 22 $37.17 $32.43 $4.74 15%
Canes 6 $21.99 $19.66 $2.33 12%
Compression Socks 24 $27.86 $26.77 $1.09 4%
Adult Diapers 22 $32.71 $32.06 $0.65 2%
Personal Urinals 12 $11.32 $9.32 $2.00 21%
Digestive Health 20 $9.41 $9.84 ($0.43) 5%

Tota f6 | swoae | sia00s

*Each gender has an equal split of the total number of products in this column.

Figure 8: Example, Supports and Braces

ITA-MED Rib Support for Women White

1.0ea

$26.99

¥ FSA
Overview:

« Elastic Rib Support for Women (RSW-224) helps stabilize rib & sternum fractures by
limiting expansion through compression

Provides support & compression to the muscles & soft fissues of the rib cage weakened
by strain, trauma, overuse, inactivity or surgery

Limits the expansion for chest to promote healing

ITA-MED Rib Support for Men White

1.0 ea

$22.99

v FSA
Overview:

Elastic Rib Support for Men (RSM-223) helps stabilize rib & sternum fractures by limiting
expansion through compression

Provides support & compression to the muscles & soft tissues ofthe rib cage weakened
by strain, trauma, overuse, inactivity or surgery

Limits the expansion for chest to promote healing

.

! Retrieved from http:/ /www.walgreens.com/store/c/ita-med-rib-support-for-women-white/ ID=prod6127922-product and http://www.walgteens.
com/store/ c/ita-med-tib-support-for-men-white/ID=prod6127914-product on 10/05/2015.
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Figure 9: Example, Adult Diapers'2
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2Retrieved from https://shop.titeaid.com/rite-aid-bladdet-control-pads-for-women-maximum-extra-coverage-39-ct-8016097and https://shop.riteaid.
com/rite-aid-pharmacy-guards-for-men-maximum-absorbency-one-size-fits-most-52-guards-0324384 on 11/18/2015.
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l. Introduction
Report Objectives

This study establishes the first-ever look at gender pricing of goods in the New York City marketplace across
multiple industries. DCA investigated gender-based pricing disparities in toys and accessoties, children’s
clothing, adult clothing, personal care products, and senior/home health care products.

The goal of the study was to determine the frequency and extent to which female consumers face higher
prices than male consumers when buying similar products. Using the study’s findings, DCA aims to inform
consumers, as well as raise awareness about the issue of gender pricing.

Inherent in the study design is an understanding that male and female versions of products often differ from
one another in branding, construction, and ingredients. However, individual consumers do not have control
over the textiles or ingredients used in the products marketed to them and must make purchasing choices
based only on what is available in the marketplace. As such, DCA selected products that had similar male and
female versions and were closest in branding, ingredients, appearance, textile, construction, and/or marketing,
In this way, the findings of the study represent a female consumer’s experience in the marketplace, which
includes unavoidable higher prices for women’s products.

Historical Context

In 1992, DCA conducted an investigation of “price bias against women in the marketplace,” and issued a
report with the findings titled Gypped by Gender. The study concluded that women paid more than men at
used car dealers, dry cleaners, launderers, and hair salons. A major obstacle in helping consumers avoid
pricing bias, the study reported, was a lack of information about the prices paid by other consumers.
Twenty-three years later, and with more information readily available than ever before, it may be that this is
still the case—price conscious female shoppers may not know that, for discounts, they need look no further
than the men’s department.

The 1992 study found that when women bought used cars, they were twice as likely to have been quoted a
higher price than men. Based on a survey of 80 hair salons across the five boroughs, the study found that,
on average, women paid 25 percent more for the same haircuts. Similarly, on average, women paid 27 percent
more for the identical service of laundering a basic white cotton shirt.”

DCA’s research on gender pricing started a national conversation, and soon states were following New York
City’s example by conducting their own research. A California study in 1994 estimated that women effectively
paid an annual “gender tax” of $1,351 each.'* Other states, such as Florida, Connecticut, and South Dakota,
began to research the topic and began publishing official reports of their own.” In 1995, California became
the first state to enact a bill to protect consumers from price discrimination for services; soon Massachusetts,
Washington D.C., and some Virginia counties followed."” In 1998, relying on DCA’s research, the New

" New York City Department of Consumer Affairs. Gypped by Gender: A Study of Price Bias against Women in the Marketplace, 1992. Print.
"http://articles.]latimes.com/1995-10-14/news/mn-56735_1_gender-based-pricing
Phttp://leginfo.ca.gov/pub/95-96/bill/asm/ab_1051-1100/ab_1100_cfa_950831_152302_sen_floor.html
http://legis.sd.gov/docs/referencematerials /IssueMemos /im96-22.pdf

"http:/ /www.csmonitor.com/1998/0109/010998.us.us.5.html
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York City Council passed a law prohibiting gender-based pricing of services.'® "’ There are no similar laws

regarding gender pricing of goods.

The law added a rule to the Consumer Affairs section of the New York City Administrative Code, enabling
the Agency to issue violations to dry cleaners, hair salons, and any “retail service establishment” that illegally
price services differently based on gender.””?' Posted prices must reflect actual differences in required labor.
For example, instead of using the terms shirts and blouses, which are inherently gender-based, price lists must
describe the differences between the garments: shirts with ruffles, shirts with pleats, etc., as items that require
additional labor to clean.

Unfortunately, even with the dialogue and legislation, it is an issue that still persists today. In 2014 and 2015,
DCA issued 118 and 129 violations, respectively, to businesses for violation of New York City’s gender
pricing law. A 2011 study from the University of Central Florida found the same results as DCA’s 1992
report. The study examined the price of personal care products, in addition to services, and found that
women paid more than men for certain goods and services, such as deodorant, haircuts, and dry cleaning;
The authors additionally concluded that while the individual price differences may seem small, the cumulative

cost is not.?

Bhttp:/ /www.nyc.gov/html/om/html/98a/pr019-98.html

Yhttp:/ /www.nytimes.com/1998/01/10/nyregion/ for-the-sexes-equality-under-the-law-and-under-the-hair-clippers.html

? http://wwwl.nyc.gov/assets/dca/downloads/pdf/about/PricingLaws.pdf

' Any consumer can report an instance of gender-based pricing of services by calling 311.

? Duesterhaus, Megan et al. “The Cost Of Doing Femininity: Gendered Disparities In Pricing Of Personal Care Products And Services”. Gender Issues
28.4 (2011): 175-191. Web.
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Il. Study Methodology

Cradle-to-Cane Focus

This study mirrors an average consumer lifecycle, from baby products to products for seniors, providing a
glimpse into the experiences of consumers of all ages. Each product category was selected to reflect a stage
of the consumer lifecycle. The product categories are based on staple consumer goods, from apparel to
personal care products.

Retailer Selection

Overall, DCA analyzed more than 90 brands encompassing nearly 800 individual products.

DCA selected children’s clothing stores that are national chains with multiple New York City locations.
Children’s toy stores included in the study are top national chain retailers with New York City locations.”
There are five children’s clothing stores in this study, and three stores from which toys and accessories

were analyzed.

Similarly, DCA used industry analytics to identify top-grossing, national chain retailers in the high-end,
low-end, and median price ranges with New York City store locations.?*** Clothing stores were limited to
those that carry their own name brands. Two exceptions to this were the inclusion of Kmart and Target,
though only their stores” own brands of clothing were analyzed. In total, 15 clothing stores were evaluated.

DCA selected personal care product retailers based on the market and geographic dominance of the three
major chain drugstores in New York City: Walgreens/Duane Reade, CVS, and Rite Aid.

Senior/home health care product retailers included the same three major New York City drugstores as in
the personal care products category, as well as the two major big-box stores included throughout this report,
Kmart and Target. DCA evaluated products from five stores.

Product Selection

Analogous men’s and women’s products were selected. DCA chose items that were closest in branding,
ingredients, appearance, textile, construction, and/or marketing to minimize differences stemming from
gendered marketing and design.

Toys and Accessories
Toys and accessories were found to have inherent differences based on their gender marketing. A recent study

determined that toys and children’s products have become more differentiated based on gender than they

were 50 yeats ago “when gender discrimination and sexism were the norm.”*?

# http:/ /www.forbes.com/sites/prospernow/2011/12/20/battle-grounds-among-toy-retailers-breaking-down-the-consumer-demographics/

* http://www.businessinsider.com/the-10-biggest-apparel-companies-in-the-us-2015-7

» https:/ /www.chainstoreguide.com/static_content/pdf/ Apparel_Top_100.pdf

% http://www.theatlantic.com/business/archive/2014/12/toys and accessories-are-more-divided-by-gender-now-than-they-were-50-years-ago/383556/
7 http:/ /www.nytimes.com/2015/10/31/upshot/boys-and-girls-constrained-by-toys and accessoties-and-costumes.htmlprref=upshot&_r=0
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In order to minimize these differences, DCA selected gender-neutral toy categories, which had equivalent
numbers of products offered to boys and girls: bikes and scooters, general toys, backpacks, helmets and
pads, preschool toys, and arts and crafts. Within the category “general toys,” DCA compared products from
the “girls” and “boys” sections of the same brand. The products DCA chose for comparison had the most
similar number of individual parts, packaging, or description within the same brand.

Adult and Children’s Clothing

DCA selected categories of clothing that are staples in an average consumer’s wardrobe: a mixture of

casual clothing, work clothing, and necessary garments, such as socks and underwear. DCA analyzed seven
categories of clothing: dress pants, dress shirts, jeans, casual shirts, sweaters, socks, and underwear. Individual
articles of clothing were limited to those for which there were clear male and female versions of the same
item on retailers’ websites. In order to minimize differences in construction and fabric used, which could
impact cost, DCA made every effort to find nearly identical articles of clothing. Otherwise, DCA compared
similatly named products offered in analogous women’s and men’s sections (e.g,, a women’s “1969 Perfect
Boot Jeans” and a men’s “1969 Boot Fit Jeans,” both found in the “jeans” section).

The Agency selected children’s clothing items in a similar fashion to adult clothing items, and drew from what
was available and comparable on retailers’ websites. Included in this report are baby pants, baby shirts, baby
shoes, baby sweaters, children’s jeans, children’s shirts, children’s underwear, baby onesies, and toddler shoes.

Personal Care Products

DCA chose personal care items that are staple hygiene products used by both genders: body wash, deodorant,
shampoo and conditioner (summarized as “hair care”), lotion, razors, razor cartridges, and shaving cream.
Personal care brands were chosen based on an industry analysis of the top-grossing brands that were also
available in the three major New York City drugstores.” DCA also included private-label or “generic” brands
from these drugstores. All efforts were made to find equivalent products, by looking at factors such as the
number of blades in a men’s or a women’s razot, or the description or name of a body wash. In some cases,
men’s products were cleatly marked as intended for men, while products included in this study as women’s
products could be considered “unisex,” because the label did not specifically indicate a gender.

Products’ gender marketing is notable in the context of how products are displayed and separated in the
drugstore aisle. See Figure 10. The products targeted to men are in dark-colored, boxy bottles that are
explicitly marked “for men.” The products targeted to women, while they may not explicitly include the

word “women” on the packaging, have marketing that seems geared to female consumers: they are packaged
in light-colored, curvy bottles. The text on these bottles often includes the word “beauty” or claims of
improving appearances, while the text on bottles marketed toward men often emphasize efficiency and the
strength of the product. Regardless of whether certain products are officially targeted to women, the price of
men’s personal care products is clearly gender-based.

* http://www.statista.com/statistics /273236 / brand-value-of-the-leading-personal-care-brands-worldwide/
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Figure 10: Example, Product Display?®

Senior/Home Health Care Products

To select senior/home health cate products, DCA identified the categoties on drugstores’ websites with clear
male/female versions: adult incontinence products; canes; compression socks; digestive health products,
consisting of laxatives and probiotic supplements; personal urinals; and supports and braces.

There were a limited number of these products, as many have unisex labeling. However, when there were
male and female versions of products, it was very clearly marked, and these products were often as identical
as two products could be in terms of ingredients, function, or construction.

Price Comparisons

In order to analyze the pricing of products, the Agency examined individual products side by side, and then
incorporated the prices into an average price for the larger category. For example, DCA selected comparable
pairs of women’s and men’s jeans and recorded their prices. DCA then found the individual sums of all men’s
and all women’s jeans and divided the sums by the number of individual items to detive the average cost for a
pair of jeans.

. Sum of cost of 25 pairs of women’s jeans + 25 = average cost for a pair of women’s jeans

For some products sold in packages of multiple items, such as socks and underwear, DCA recorded the unit
price in order to more accurately compare products’ prices and value. For personal care products, the amount
of product in items was often unequal, while the price may have been identical. DCA recorded the per-unit
price, and made every effort to find similarly sized products, so as not to compare unit pricing of large-size
products and small-size products. As such, price comparisons were made on a unit basis.

» Photograph taken in Walgreens/Duane Reade on 10/22/2015.



The prices recorded for the study data were always the full price, regardless of any sale or discount the
retailer offered.”

Price Analyses

DCA analyzed price differentials using several different methods. In all categories, DCA derived the average
price for an item, then found the percent difference between the average total men’s cost and women’s cost.

In order to control for the possibility of an outlier skewing the data in any direction, the Agency also found
the median prices for each product type in all categories. DCA found that the prices mirrored the findings of
the average price analyses, but DCA relied on the average prices, as they most accurately captured the pricing
patterns in the data.

In the adult clothing, children’s clothing, and toys and accessories industries, DCA further analyzed costs by
finding an average price of the high-end and low-end price ranges. To obtain the high-end price range, DCA
averaged the prices for all products above the median price. The low-end price range was the average of
prices for all products below the median price. This revealed trends of price discrepancy by gender based on
how much a product cost.

In order to determine the frequency at which women’s products cost more than men’s products, DCA found
the price difference for each individual product comparison. DCA then analyzed the incidence of a higher
price for women’s products, a higher price for men’s products, and equal prices.

Limitations

Men’s and women’s products are rarely identical, making exact comparisons difficult. To minimize
differences between men’s and women’s items, the Agency chose products based on those that were closest
in construction, ingredients, textile, appearance, description, and/or marketing, The products in this study
are those that are currently available in the marketplace and, as such, accurately reflect what is available for
consumers of both genders.

* Prices may have changed online since the initial recording, but DCA recorded the date of the price capture. Similarly, the product offerings have
changed since the beginning of the study, which DCA began in July 2015 and concluded in October 2015. Retailers added warmer clothing articles
to their websites, and other seasonal adjustments may have been made.
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lll. Main Findings
Toys and Accessories

Overview
DCA included six product categories—bikes and scooters, general toys, backpacks, preschool toys, helmets
and pads, and arts and crafts. In total, 106 individual products were included in the analysis.

Price Analysis

On average, children’s toys and accessories cost gitls 7 percent more than boys. In total, one of each

average item cost girls $222.43, and cost boys $207.51, a difference of $14.92. On average, the largest price
discrepancy was in helmets and pads, costing girls neatly 13 percent more, with an average difference of $2.90
pet product. The most equally priced category was backpacks, costing gitls 0.8 percent more on average, or
$0.20. As described in the study methodology section, it was difficult to compare some types of products
within categories such as general toys and accessories, because girls’ and boys’ toys are inherently created
differently, with different types of functions intended. However, when it was possible, DCA compared from
the same brand in equivalent product lines, or toys and accessories with equivalent numbers of parts and

similar functions.

Table 7: Average Price, Toys and Accessories

Product Number of Girls’ Boys’ Price Percent
Products* Average Average Difference Difference

Bikes and Scooters 22 $86.72 $81.90 $4.82 6%
General Toys 20 $29.49 $26.49 $3.00 11%
Backpacks 20 $25.99 $25.79 $0.20 0.8%
Preschool Toys 14 $21.65 $19.85 $1.80 9%
Helmets and Pads 20 $25.79 $22.89 $2.90 13%
Arts and Crafts 10 $32.79 $30.59 $2.20 7%

Total 106 | $22243 | $207.51 $14.92 7%

*Each gender has an equal split of the total number of products in this column.
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DCA analyzed the high and low price ranges for toys in addition to the average. Unlike adult clothing and
children’s clothing, however, these ranges are not necessarily representative of the same products at multiple
price points, such as a shirt from multiple stores. Rather, these price ranges are reflective of different kinds
of products within some categories. The general toys category ranges in product type from dolls to remote
control cars, and so different price points are reflective of the vatiety of toys, rather than a single type of toy.

Toys in the higher price range in this study cost gitls nearly 7 percent more on average. The total cost of
one of each average higher-priced item from all toy categories was $342.51 for gitls and $320.97 for boys,
a difference of $21.54. In the lower price range, one of each lower-priced item cost girls more—a total of
$121.04 for gitls, and a total of $107.34 for boys, a difference of $13.70, or nearly 13 percent.

Table 8: High Price Range, Toys and Accessories

Products Number of Girls’ Boys’ Price Percent
Products High Range High Range Difference Difference

Bikes and 22 $141.99 $137.99 $4.00 3%
Scooters

General Toys 20 $42.59 $38.99 $3.60 9%
Backpacks 20 $33.79 $34.19 ($0.40) 1%
Preschool Toys 14 $29.99 $25.32 $4.67 18%
Helmets and Pads 20 $32.66 $26.99 $5.67 21%
Arts and Crafts 10 $61.49 $57.49 $4.00 7%

Total 106 | $34251 |  $320.97 $21.54 7%

Table 9: Low Price Range, Toys and Accessories

Products Number of Girls’ Boys’ Price Percent
Products Low Range Low Range Difference Difference

Bikes and 22 $38.79 $33.19 $5.60 17%
Scooters

General Toys 20 $16.39 $13.99 $2.40 17%
Backpacks 20 $18.19 $17.39 $0.80 5%
Preschool Toys 14 $17.19 $14.99 $2.20 15%
Helmets and Pads 20 $19.99 $18.79 $1.20 6%
Arts and Crafts 10 $10.49 $8.99 $1.50 17%

Total 106 | $121.04 |  $107.34 $13.70 13%
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Gitls’ toys cost more 55 percent of the time, the second-highest disparity rate of the five industries studied.

Boys’ toys cost more 8 percent of the time, and the price was equal 38 percent of the time.

Table 10: Frequency Chart, Toys and Accessories

Toys and Accessories Number of Times Incidence
Women pay more 29 55%
Equal 20 38%
Men pay more 4 8%
Total 53 100%

Note: Numbers reflect rounding.

Figure 11: Example, Bikes and Scooters
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Figure 12: Example, Helmets and Pads
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Figure 13: Example, Product Display®'

Children’s Clothing

Overview

The Agency analyzed nine types of children’s clothing: children’s shirts, children’s jeans, baby pants, onesies,
baby sweaters, baby shirts, baby shoes, children’s underwear, and toddler shoes. In total, 168 individual articles
of apparel were included in the analysis, with 20 items for each type, except toddler shoes, for which DCA
analyzed eight pairs.

*! Photograph taken in Babies “R” Us on 07/02/2015.
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Price Analysis

Of all five industries included in this study, the children’s clothing industry had the least discrepancies in
pricing between genders. On average, girls’ clothing cost 4 percent more than boys’. In total, girls were
charged $184.35 for one of each average item, and boys $177.23, an average difference of $7.12. On average,
children’s shirts had the largest price discrepancy, with girls being charged 13 percent more, and an average
difference of $1.87 per shirt. The remaining categories had average differences in the single-digit percentages,
with the average price difference under two dollars.

Table 11: Average Price, Children’s Clothing

Products Number of Girls’ Boys’ Price Percent
Products* Average Average Difference Difference

Children’s Shirts 20 $15.82 $13.95 $1.87 13%
Children’s Jeans 20 $24.63 $22.83 $1.80 8%
Baby Pants 20 $18.33 $16.77 $1.56 9%
Onesies 20 $20.91 $20.07 $0.84 4%
Baby Sweaters 20 $24.87 $23.39 $1.48 6%
Baby Shirts 20 $12.58 $12.38 $0.20 2%
Baby Shoes 20 $20.69 $20.07 $0.62 3%
Children’s Underwear 20 $17.67 $18.17 ($0.50) 3%
Toddler Shoes 8 $28.85 $29.60 ($0.75) 3%

Total 168 | $184.35 | $177.23 $7.12 4%

*Each gender has an equal split of the total number of products in this column.

Pricing of girls’ and boys’ clothing was relatively equal throughout, with entire categories, such as all sweaters,
sold at the same price within a retailer. Pricing patterns for the high-end and low-end price ranges mirrored
patterns in adult clothing with gendered pricing differences greater for more expensive clothing. The overall
discrepancy was larger for gitls’ higher-priced children’s clothing, and smaller, but still existent, for lowet-
priced children’s clothing. On average, girls’ clothing cost 5 percent more for higher-priced clothes. In total,
children’s clothing cost girls $240.61 for one of each average higher-priced item, and cost boys $229.55, a
difference of $11.06. In the lower-priced range, children’s clothing cost girls 2 percent more than boys. In
total, children’s clothing cost girls $127.52 for one of each average lower-priced item, and cost boys $124.91,
a difference of $2.61.

25



Table 12: High Price Range, Children’s Clothing

Products Number of Girls’ Boys’ Price Percent
Products High Range High Range Difference Difference
Children’s Shirts 20 $19.71 $17.16 $2.55 15%
Children’s Jeans 20 $32.96 $29.46 $3.50 12%
Baby Pants 20 $25.56 $22.55 $3.01 13%
Onesies 20 $29.35 $28.35 $1.00 4%
Baby Sweaters 20 $30.56 $30.36 $0.20 1%
Baby Shirts 20 $17.56 $17.16 $0.40 2%
Baby Shoes 20 $26.56 $25.56 $1.00 4%
Children’s Underwear 20 $23.37 $23.97 ($0.60) 3%
Toddler Shoes 8 $34.98 $34.98 -- 0%
Total 168 $240.61 $229.55
Table 13: Low Price Range, Children’s Clothing
Products Number of Girls’ Boys’ Price Percent
Products Low Range Low Range Difference Difference
Children’s Shirts 20 $11.36 $10.74 $0.62 6%
Children’s Jeans 20 $16.30 $16.20 $0.10 1%
Baby Pants 20 $11.09 $10.98 $0.11 1%
Onesies 20 $12.47 $11.79 $0.68 6%
Baby Sweaters 20 $19.18 $16.42 $2.76 17%
Baby Shirts 20 $7.60 $7.60 - 0%
Baby Shoes 20 $14.82 $14.58 $0.24 2%
Children’s Underwear 20 $11.97 $12.37 ($0.40) 3%
Toddler Shoes 8 $22.73 $24.23 ($1.50) 7%
Total 168 | $127.52 |  $124.91
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Similar to the finding that the disparities were smallest across children’s clothing, DCA also found that
children’s clothing had the lowest rate of disparities. The prices for gitls’ and boys’ clothing were equal 67
percent of the time, the highest incidence of equal prices throughout the study. Girtls’ clothing cost more 26
percent of the time, and boys’ clothing cost more 7 percent of the time.

Table 14: Frequency Chart, Children’s Clothing

Children’s Clothing Number of Times Incidence
Women pay more 22 26%
Equal 56 67%
Men pay more 6 7%
Total 84 100%

Boys’ and gitls’ clothing was relatively similar in appearance and construction. However, DCA found one
notable difference in children’s shirts. Neatly every shirt available for girls, from almost every retailer, had
additional trimmings, such as bows, glitter, shirring, or 3-D elements. By comparison, available boys’ shirts
were generally plain shirts with printed designs and rarely had additional trimmings. Additional trimmings
require additional manufacturing costs and could contribute to a higher retail price. Given the fact that nearly
all girls’ shirts had these extra design elements, it would be challenging for female consumers to buy equally
priced shirts for boys and gitls, simply due to what is available for each gender.

Figure 14: Example, Children’s Jeans*
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2 Retrieved from http://www.carters.com/ carters-kid-girl-bottoms-jeans/V_278G059.html?dwvar_V__278G059_size=4&dwvar_V__278G059_col
or=Color and http:/ /www.carters.com/ carters-kid-boy-bottoms/VC_268G044.htmlPdwvar_VC__268G044_size=4&dwvar_VC__268G044_col
or=Blue on 11/18/2015.
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Figure 15: Example, Children’s Shirts
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Adult Clothing

Overview

DCA analyzed seven types of clothing: dress pants, dress shirts, sweaters, jeans, shirts, socks, and underwear.
In total, 292 individual articles of clothing were included in the analysis, with at least 40 items for each type
of clothing,

Price Analysis

On average, women’s clothing cost nearly 8 percent more than men’s. In total, one of each average item cost
women $307.38 and cost men $285.85, a difference of $21.53. On average, the largest price discrepancy was in
shirts, costing women nearly 15 percent more, with an average difference of $3.72 per shirt. Dress shirts came
a close second, costing women nearly 13 percent more, with an average difference of $6.65 per shirt. Men’s
clothing cost more in only one category, underwear, at an average difference of nearly 29 percent or $2.44.

Table 15: Average Price, Adult Clothing

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference

Dress Pants 40 $75.66 $71.71 $3.95 6%

Dress Shirts 40 $58.11 $51.46 $6.65 13%
Sweaters 42 $63.19 $59.45 $3.74 6%

Jeans 50 $62.75 $57.09 $5.66 10%

Shirts 40 $29.23 $25.51 $3.72 15%
Socks 40 $9.98 $9.73 $0.25 3%
Underwear 40 $8.46 $10.90 ($2.44) 29%

Total 202 | $307.38 | $28585

*Each gender has an equal split of the total number of products in this column.
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The Agency’s examination of the high and low price ranges showed a trend of clothing costing women

more than men for higher-priced clothing, and costing men slightly more on lower-priced clothing,. In the
high price range, clothing cost women an average of 13 percent more than men. The total cost of one of
each high price range item was $442.51 for women and $391.21 for men, a difference of $51.30. The largest
discrepancy was in dress shirts, costing women 26 percent or §17.55 more on average. Shirts came a close
second, costing women 25 percent or $8.36 more on average. Underwear cost more for men, at 22 percent or
$2.41 more on average. In the low price range, men’s clothing cost 3 percent more than women’s. The total
cost of one of each low price range item was $175.67 for women and $180.83 for men, a difference of $5.16.
The discrepancies were all in the low single-digit percent range, and equally split in terms of which gender’s
clothing cost more. The only exception was underwear, costing men 39 percent or $2.37 more.

Table 16: High Price Range, Adult Clothing

Products Number of Womens’ Mens’ Price Percent
Products High Range High Range Difference Difference
Dress Pants 40 $113.94 $103.69 $10.25 10%
Dress Shirts 40 $85.94 $68.39 $17.55 26%
Sweaters 42 $93.94 $85.64 $8.30 10%
Jeans 50 $83.20 $74.12 $9.08 12%
Shirts 40 $42.30 $33.94 $8.36 25%
Socks 40 $12.31 $12.14 $0.17 1%
Underwear 40 $10.88 $13.29 $2.41 22%
Total 202 $44251 | $391.21
Table 17: Low Price Range, Adult Clothing
Products Number of Womens’ Mens’ Price Percent
Products Low Range Low Range Difference Difference
Dress Pants 40 $37.38 $39.72 ($2.34) 6%
Dress Shirts 40 $32.08 $34.52 ($2.44) 8%
Sweaters 42 $32.86 $34.41 ($1.55) 5%
Jeans 50 $41.55 $39.28 $2.27 6%
Shirts 40 $18.03 $17.08 $0.95 6%
Socks 40 $7.64 $7.32 $0.32 4%
Underwear 40 $6.13 $8.50 ($2.37) 39%
Total 292 $17567 |  $180.83 $5.16 3%
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DCA found that women’s clothing cost more 40 percent of the time. Men’s clothing prices were higher 32
percent of the time, and the prices were equal for both genders 27 percent of the time.

Table 18: Frequency Chart, Adult Clothing

Adult Clothing Number of Times Incidence
Women pay more 59 40%
Equal 40 27%
Men pay more 47 32%
Total 146 100%

Note: Numbers reflect rounding.

Pricing Considerations??

Women’s and men’s clothing are constructed differently, resulting in different manufacturing costs. Textiles
are a main driver of differences in production costs, with women’s clothing tending to be made with a more
costly blend of fabrics and men’s clothing, more often, being made with one type of fabric. Other pricing
factors are the number of styles available: an offering of regular, tall, and petite styles for a single product will
result in a higher manufacturing cost. Similarly, how an item is cut—men tend to have straight-cut clothing,
whereas women’s cuts are curvier—may result in more fabric waste.”**® However, according to experts at the
Fashion Institute of Technology (FIT), these costs are not necessatily commensurate with the retail-price
differences identified in this study, as the manufacturing cost of an article of clothing is a small fraction of

the ultimate retail price.

Retail prices are set by the retailer, not the manufacturer, and every company has its own predetermined
markup formula for its clothing. Experts suggest that an average difference of $5.66 between a pair of
women’s and men’s jeans, for example, has neatly no relationship to the production costs. Rather, price
differences are due to business considerations, and because women are generally willing to pay higher prices

for their clothing than men, they often are charged more.”

3 DCA spoke with expetts in the fields of clothing textiles, fashion merchandising, and customs duties to gain insight into retailers’ pricing considerations.
See footnotes below.

* Telephone interview with Professor Ingrid Johnson, Acting Associate Chairperson for the Home Products Development Department, Fashion Institute
of Technology (FIT). October 8, 2015.

» Regarding the trend of men’s underwear costing more across all price ranges, the expert agreed that men were still likely paying less for their underwear
than would be expected, given the extensive construction involved, as well as the use of expensive fabrics such as spandex. Even when men pay more, the
expert agreed, they are still paying less.

% Telephone interview with Professor Robin Litwinsky, Chairperson of the Fashion Business Management Department, Fashion Institute of Technology
(FIT). October 15, 2015.
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A majority of clothing sold in the United States is imported from manufacturers abroad, which means
another price consideration in the supply chain is import taxes. Import taxes (or tariffs) on clothing, leather
goods, and shoes are set by Congress, and are explicitly based on gender. These tariffs are reflective of the
market for imported goods; the more a good is imported, the higher the tariff. For example, women’s silk
shirts have higher taxes than men’s silk shirts, whereas men’s wool suits have higher taxes than women’s wool
suits because of the relative demand for each. Overall, women’s goods generate more in import taxes than
men’s goods.”

These import tax costs ate passed on from the manufacturer to the retailer, and eventually to the consumer.
However, the tariff structure does not always translate into the expected gender pricing disparity at the
retailer. For example, denim jeans are taxed at the same rate for men and women, but DCA found that
women’s jeans cost 10 percent more on average than men’s jeans. Similarly, men’s imported cotton shirts are
taxed 4 percent higher than women’s cotton shirts, yet the Agency’s investigation revealed that dress shirts,
which were usually made from cotton, cost women nearly 13 percent more than men.*

Figure 16: Example, Dress Shirts®
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" In total, customs duties generate roughly $40 billion for the U.S. government annually. In the aggregate, women’s goods generate more in customs
duties than men’s goods, and if the import tax rates were assessed equally for both genders for all products, the government would collect $300
million less in import taxes annually.

% Telephone interview with Michael Cone, a New York City trade lawyer, July 1, 2015.

¥ Retrieved from http://wwwlevi.com/US/en_US/womens-clothing-tops/p/193920000?abTest=true and http://wwwlevi.com/US/en_US/mens-
clothing-shirts/p/195860001?abTest=true on 10/02/2015.
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Figure 17: Example, Jeans
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Figure 18: Example, Shirts
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Personal Care Products

Overview

DCA analyzed seven types of personal care products: shampoo and conditioner (summarized as “hair care”),
razor cartridges, razors, lotion, deodorant, body wash, and shaving cream. In total, 122 individual products
were included in the analysis, with about 20 items found for almost every category.

Price Analysis

On average, personal care products cost women 13 percent more than men. In total, one of each average
item cost women $57.18, and cost men $50.75, a difference of $6.43. On average, the largest price
discrepancy was in hair care; products cost women nearly 48 percent more, with an average difference of
$2.71 per set of shampoo and conditioner. Usually, men’s shampoos and conditioners are sold as a 2-in-1
bottle, and so to achieve the same effect without buying a bottle marked explicitly as “for men,” women
would be required to purchase both a bottle of shampoo and a bottle of conditioner. Razor cartridges also
cost significantly more for women than men, at nearly 11 percent, or $1.69. One category, shaving cream, cost

more for men, at an average difference of 4 percent, or $0.16.*

Table 18: Average Price, Personal Care Products

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference
Shampoo and 16 $8.39 $5.68 $2.71 48%
Conditioner (Hair Care)
Razor Cartridges 18 $17.30 $15.61 $1.69 11%
Razors 20 $8.90 $7.99 $0.91 11%
Lotion 10 $8.25 $7.43 $0.82 11%
Deodorant 20 $4.91 $4.75 $0.16 3%
Body Wash 18 $5.70 $5.40 $0.30 6%
Shaving Cream 20 $3.73 $3.89 ($0.16) 4%
Total 122 | 5718 | $50.75 $6.43 13%

*Each gender has an equal split of the total number of products in this column.

The price differences between products were often due to differing quantities sold to men and women. For
example, deodorant was often sold to men in quantities of 2.7-ounce sticks, and women were often sold
quantities of 2.6-ounce sticks at the same price. Similarly, men save at the register by requiring fewer products
for the same advertised claims. For example, body washes are often sold “for men” with claims of doing

double (or triple) duty as a shampoo and/or conditioner.

* Because only drugstore brands of personal care products were included in this study, rather than higher-end salon products or cheaper, bulk-size
products, all products came within the same price range. There was not enough variety in cost to analyze high-range or low-range prices.
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Often, men’s and women’s products will have the same features, but the women’s version will cost more. For
example, women’s razors and razor cartridges cost more, and usually have prominent claims of moisturizing
strips or features for sensitive skin. However, it is also often the case that men’s razors and cartridges have

aloe moisturizing strips or are marketed as intended for sensitive skin.
In addition to having the largest average disparities, personal care products had the highest rate of disparities
of all five industries. Women’s personal care products cost more 56 percent of the time. The price was equal

31 percent of the time, and men’s products cost more 13 percent of the time.

Table 19: Frequency Chart, Personal Care Products

Personal Care Number of Times Incidence
Women pay more 34 56%
Equal 19 31%
Men pay more 8 13%
Total 61 100%

Pricing Considerations

Personal care products are complex mixtures of many synthetic ingredients. While men’s and women’s
products often do not have identical ingredients, according to experts, these differences are not a major
driver of the cost discrepancies. Ingredients and manufacturing costs are factors that affect the ultimate retail
price of a personal care product, but the major cost consideration that consumers pay for is the research and
development that go into product creation.* * It appears that female consumers absorb more of these costs

than male consumers, rather than the costs being distributed equally.

# Telephone interview of Dr. Gary Kelm, Ph.D., an expert in personal care product formulation at Procter & Gamble for over 35 years.
October 19, 2015.

# According to Dr. Kelm, women may also pay a premium for “conceptual” or “label” ingredients, which are ingredients generally added at levels
lower than 1 percent. These ingredients yield no significant benefit to the consumer, but legally enable a brand to advertise the use of that
ingredient and the potential benefits it could confer. Examples include natural extracts and botanical ingredients, which are frequently used in

women’s products.
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Figure 19: Example, Razors*
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Figure 20: Example, Razor Cartridges

Schick Hydro Silk for Women Cartridges
40ea

Overview:

» Water activated moisturizing serum

« 5 curve sensing blades for closeness

» Hydrates longer* than any other razor
mare

» Take a product tour

@® shiptoyou

CURVE FREE shipping on orders of $35 or more. Details
SENSING
Arives in 1-3 business days*

Schick Hydro 5 Cartridge Razor Refills

40ea

« Hydrating gel reservoir
+ 5ultra glide blades
= With skin guards that smooth skin more

- Take a product tour

®  Ship one time
FREE shipping on orders of $35 or more. Details

# Retrieved from http://www.cvs.com/shop/personal-care/shaving/women-s-disposable-razors/ cvs-3-blade-disposable-razors-for-sensitive-skin-
skuid-955865 and http://www.cvs.com/shop/personal-care/shaving/men-s-disposable-razors/ cvs-3-blade-disposable-razors-for-sensitive-skin-
skuid-919507 on 10/16/2015.
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Figure 21: Example, Deodorant*
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Senior/Home Health Care Products

Overview

The Agency analyzed six types of home health care products: supports and braces; canes; compression
socks; adult incontinence products; personal urinals; and digestive health products, consisting of laxatives and
probiotic supplements. In total, 106 individual products were analyzed.

Price Analysis
On average, women’s home health care products cost 8 percent more than men’s. In total, one of each
average item cost women $140.46, and cost men $130.08, a difference of $10.38.*

# Retrieved from http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-
clean-skuid-538454 and http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-men-ultra-dry-anti-perspirant-deodorant-invisible-
stick-sport-skuid-282712 on 10/16/2015.

# Similar to personal care products, there was neither a wide enough range of prices nor products for analysis of high-end or low-end prices. An
analysis of price ranges is useful to accurately reflect variety in products and pricing when the catch-all category, such as “sweaters” or “shirts,” has
a wider range than “shampoo” or “compression socks.”
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On average, the largest price discrepancy was found in personal urinals; women were charged 21 percent

more, with an average difference of $2.00 more per urinal. The average price difference for supports and

braces was nearly 15 percent more for women than for men, and the average difference in dollars and cents

for these often-identical products was $4.74. Often, the packaging for a men’s and women’s version of a

brace was completely identical, with the only difference being the word “men

5.9

s” or “women’s.” Additionally,

it appeared that some braces actually used less fabric for the women’s version, but cost more. Men’s

products cost more in one category, digestive health supplements, at an average difference of 5 percent, or

$0.43. However, in this category, women often received a gender discount, similar to the gender discount

men receive on hair care products. The two options for laxative products DCA found for this study were

“women’s,” generally in pink packaging, or unisex, with no explicit gender designation.

Table 20: Average Price, Senior/Home Health Care Products

Products Number of Women’s Men’s Price Percent
Products* Average Average Difference Difference

Supports and Braces 22 $37.17 $32.43 $4.74 15%
Canes 6 $21.99 $19.66 $2.33 12%
Compression Socks 24 $27.86 $26.77 $1.09 4%

Adult Diapers 22 $32.71 $32.06 $0.65 2%
Personal Urinals 12 $11.32 $9.32 $2.00 21%
Digestive Health 20 $9.41 $9.84 ($0.43) 5%

Total 106 | $14046 | $130.08

*Each gender has an equal split of the total number of products in this column.

DCA found that women’s senior/home health care products cost more 45 percent of the time. The rate at

which the prices were equal was the second-highest in this study, at 42 percent of the time. Men’s products

cost more 13 percent of the time.

Table 21: Frequency Chart, Senior/Home Health Care Products

Senior Products Number of Times Incidence
Women pay more 24 45%
Equal 22 42%
Men pay more 7 13%
Total 53 100%
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Figure 22: Example, Supports and Braces
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Figure 23: Example, Compression Socks*®
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6 Retrieved from http://www.walgteens.com/store/c/futuro-revitalizing-trouser-socks-for-women-moderate-medium /ID=prod6042021-product and
http://www.walgreens.com/store/c/futuro-revitalizing-dress-socks-for-men-model-71038en-medium /ID=prod6182788-product on 10/16/2015.
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Figure 24: Example, Adult Diapers
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IV. Conclusion

Across her lifetime, a female consumer faces different degrees of markups. Babies’ and children’s products
had the least pricing discrepancies, adult personal care products the most, and adult clothing and senior
products were in the middle, at roughly equivalent pricing discrepancies by percent. This is notable, given the
“adult” stage of a consumer’s life is longer than any other lifecycle stage. Additionally, the frequency at which
adults consume personal care products is higher than any other category of the consumer goods analyzed

in this study.*’ *In the aggregate, over the course of a female consumer’s lifetime, these discrepancies would
have a much larger financial impact, given that, on average, personal care products cost 13 percent more for
women than men.

DCA found, on average, that women pay approximately 7 percent more than men for similar products.
Products’ price differences based on gender are largely inescapable for female consumers simply due to the

product offerings available in the market.

DCA encourages consumers to join DCA’s social media campaign to address this issue by tweeting examples
of gender pricing and fair pricing with #genderpricing.

“http:/ /www.statista.com/markets/415/consumer-goods-fmeg/

“http://www.statista.com/statistics /260963 /leading-fmcg-companies-wotldwide-based-on-sales /
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V. Appendix

Products Analyzed in This Study

Children's Clothing

Store Item Type Name (on Website) Gender | Price

Carter's Baby Jeans 5-Pocket Embellished Skinny Jeans F $28.00
Carter's Baby Jeans 5-Pocket Skinny Jeans M $14.40
Carter's Baby Jeans Printed French Terry Pants F $8.00
Carter's Baby Jeans French Terry Pants M $8.00
Carter's Baby Shirts Printed Tee F $5.00
Carter's Baby Shirts Excavator Tee M $5.00
Carter's Baby Shirts Ballet Tee F $8.00
Carter's Baby Shirts Speed Of Lightning Tee M $8.00
Carter's Baby Shoes Carter's Sparkle High Tops F $15.00
Carter's Baby Shoes Carter's High Top Crib Shoes M $15.00
Carter's Baby Shoes Glitter Crib Riding Boots F $13.20
Carter's Baby Shoes Crib Boots M $12.00
Carter's Baby Sweaters French Terry Cardigan F $12.00
Carter's Baby Sweaters French Terry Cardigan M $12.00
Carter's Baby Sweaters Half-Zip Fleece Pullover F $22.00
Carter's Baby Sweaters Half-Zip Fleece Pullover M $13.20
Carter's Children's Jeans 5-Pocket Embellished Skinny Jeans F $32.00
Carter's Children's Jeans 5-Pocket Jeans M $18.00
Carter's Children's Jeans Stretch Corduroy Pants F $22.50
Carter's Children's Jeans 5-Pocket Corduroy Pants M $22.50
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Carter's Children's Shirts Tutu Tee $13.50
Carter's Children's Shirts Football Tee $10.80
Carter's Children's Shirts Winter Friends Tee $20.00
Carter's Children's Shirts Winter Bear Tee $20.00
Carter's Chiloren’s 3-Pack Stretch Cotton Panties $9.00
Underwear
Carter's Children's 3-Pack Cotton Briefs $9.00
Underwear
\ Children's .
Carter's 7-Pack Stretch Cotton Panties $18.00
Underwear
Carter's Children's 7-Pack Cotton Briefs $18.00
Underwear
Carter's Onesie Denim Jumpsuit $14.40
Carter's Onesie Ripstop Shortalls $11.99
Carter's Onesie Striped Romper $9.99
Carter's Onesie Cotton Plaid Romper $8.99
Carter's Toddler Shoes Carter's Casual Shoes $25.50
Carter's Toddler Shoes Carter's Casual Shoes $25.50
Gap Baby Jeans Pull-On Skinny Jeans $24.95
Gap Baby Jeans Pull-On Slim Jeans $24.95
Gap Baby Jeans Indigo Pull-On Jeans $24.95
Gap Baby Jeans Lined Pull-On Original Fit Jeans $24.95
Gap Baby Shirts Lace Top $19.95
Gap Baby Shirts Patch Rugby Top $19.95
Gap Baby Shirts Printed Ruffle Top $12.95
Gap Baby Shirts 2-In-1 Pocket Tee $12.95
Gap Baby Shoes Polka Dot Mary Jane Sneakers $24.95
Gap Baby Shoes Chambray Sneakers $24.95
Gap Baby Shoes Polka Dot Mary Jane Sneakers $29.95
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Gap Baby Shoes Chambray Sneakers $24.95
Gap Baby Sweaters Cable Peplum Cardigan $34.95
Gap Baby Sweaters Cable Knit Sweater $34.95
Gap Baby Sweaters Deer Cardigan $34.95
Gap Baby Sweaters Shawl Cardigan $34.95
Gap Children's Jeans 1969 Boot Cut Jeans $29.95
Gap Children's Jeans 1969 Boot Cut Jeans $34.95
Gap Children's Jeans 1969 Patch Cropped Boy Fit Jeans $36.95
Gap Children's Jeans 1969 Original Fit Jeans $29.95
Gap Children's Shirts Solid Pique Polo $18.95
Gap Children's Shirts Solid Pique Polo $18.95
Gap Children's Shirts Printed Babydoll Tee $16.95
Gap Children's Shirts Stripe Pocket Tee $14.95
Gap 8:1;2’5%2 r E:gi))y Day-Of-The-Week Bikini Brief (7- $26.95
Gap Children's Bike Underwear (5-Pack) $26.95
Underwear
Gap S:i(ljirr?/\r/]eliar Horse Hipster (7-Pack) $26.95
Gap Sggirr?ézr Stripe Boxer Briefs (5-Pack) $29.95
Gap Onesie Ruffle Slub One-Piece $24.95
Gap Onesie Rugby-Stripe Baseball Tee One-Piece $24.95
Gap Onesie Stampede One-Piece $29.95
Gap Onesie Plaid Roll-Up One-Piece $29.95
Gap Toddler Shoes Metallic Logo Trainers $29.95
Gap Toddler Shoes Colorblock Trainers $29.95
Gymboree Baby Jeans Double Button Jeans $24.95
Gymboree Baby Jeans Pull-On Jeans $24.95
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Gymboree Baby Jeans Geo Floral Skirt $24.95
Gymboree Baby Jeans Cuffed Plaid Shorts $22.95
Gymboree Baby Shirts Wildflowers & Birdies Smock Top $22.95
Gymboree Baby Shirts Plaid Shirt $22.95
Gymboree Baby Shirts Meow Striped Tee $21.95
Gymboree Baby Shirts Football Champ Long Sleeve Tee $19.95
Gymboree Baby Shoes Metallic Sandals $21.95
Gymboree Baby Shoes Crib Sandals $21.95
Gymboree Baby Shoes Patent Eyelet Crib Shoes $21.95
Gymboree Baby Shoes Boat Crib Shoes $21.95
Gymboree Baby Shoes Polka Dot Booties $16.95
Gymboree Baby Shoes Striped Booties $16.95
Gymboree Baby Sweaters Polka Dot Hoodie $24.95
Gymboree Baby Sweaters Produce Truck Hoodie $24.95
Gymboree Baby Sweaters Fair Isle Cardigan $32.95
Gymboree Baby Sweaters Elbow Patch Cardigan $32.95
Gymboree Children's Jeans Bootcut Jeans $32.95
Gymboree Children's Jeans Bootcut Jeans $29.95
Gymboree Children's Jeans Straight Jeans $32.95
Gymboree Children's Jeans Straight Jeans $29.95
Gymboree Children's Shirts Be Sweet Tee $19.95
Gymboree Children's Shirts Totally Awesome Wave Tee $16.95
Gymboree Children's Shirts You Me And The Sea Tank $19.95
Gymboree Children's Shirts So Much To Sea Tank $12.95
Gymboree S:igf\a;;r Halloween Underwear Three-Pack $14.95
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Children's

Gymboree Underwear Halloween Underwear Three-Pack $15.95
Gymboree Children’s Giraffe Underwear Three-Pack $14.95
Underwear
Gymboree Sggirr?ézr Safari Briefs Three-Pack $15.95
Gymboree Onesie Squirrel Two-Piece Set $26.95
Gymboree Onesie Bear Two-Piece Set $26.95
Gymboree Onesie Striped Elephant One-Piece $24.95
Gymboree Onesie Striped Elephant One-Piece $24.95
OshKosh B'gosh | Baby Jeans Super Skinny Jeans - Marine Blue $10.00
OshKosh B'gosh | Baby Jeans Skinny Jeans - Indigo Bright $10.00
OshKosh B'gosh | Baby Jeans Chambray Ruffle Joggers $13.00
OshKosh B'gosh | Baby Jeans Stretch Denim Joggers $13.00
OshKosh B'gosh | Baby Shirts Oshkosh Originals Graphic Tee $6.00
OshKosh B'gosh | Baby Shirts Oshkosh Originals Graphic Tee $6.00
OshKosh B'gosh | Baby Shirts Tlc Striped Tunic $10.00
OshKosh B'gosh | Baby Shirts Double Decker Pocket Tee $10.00
OshKosh B'gosh | Baby Shoes Oshkosh Slip-On Shoes $34.00
OshKosh B'gosh | Baby Shoes Oshkosh Slip-On Shoes $34.00
OshKosh B'gosh | Baby Shoes Oshkosh Leopard Print Crib Boots $14.00
OshKosh B'gosh | Baby Shoes Oshkosh Faux Fur Crib Boots $14.00
OshKosh B'gosh | Baby Sweaters Marled Cardi $22.00
OshKosh B'gosh | Baby Sweaters Marled Shawl Collar Cardigan $19.00
OshKosh B'gosh | Baby Sweaters Ski Lodge Sweater $25.00
OshKosh B'gosh | Baby Sweaters Ski Lodge Pullover Sweater $24.00
OshKosh B'gosh | Children's Jeans Oshkosh Skinny Jeans-Maritime Blue Wash $8.00
OshKosh B'gosh | Children's Jeans Skinny Jeans - Indigo Bright $12.00
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OshKosh B'gosh

Children's Jeans

Bootcut Jeans - Upstate Blue

$12.00

OshKosh B'gosh | Children's Jeans Straight Jeans - Mellow Medium $12.00

OshKosh B'gosh | Children's Shirts Embroidered Top $13.00

OshKosh B'gosh | Children's Shirts Striped Henley $13.00

OshKosh B'gosh | Children's Shirts Oshkosh Originals Graphic Tee $6.00

OshKosh B'gosh | Children's Shirts Oshkosh Originals Graphic Tee $6.00

. Children's .

OshKosh B'gosh 3-Pack Stretch Cotton Panties $14.00
Underwear

OshKosh B'gosh Children's 3-Pack Cotton Briefs $14.00
Underwear

OshKosh B'gosh | Sidren's 7-Pack Everyday Panties $26.00

9 Underwear ryaay '

OshKosh B'gosh | CMidren's 6-Pack Cotton Briefs $26.00
Underwear

OshKosh B'gosh | Onesie Sparkle Henley Bodysuit $8.00

OshKosh B'gosh | Onesie Varsity Henley Bodysuit $8.00

OshKosh B'gosh | Onesie Floral Poplin Bodysuit $10.00

OshKosh B'gosh | Onesie Plaid Poplin Bodysuit $10.00

OshKosh B'gosh | Toddler Shoes Oshkosh Athletic Sneakers $40.00

OshKosh B'gosh | Toddler Shoes Oshkosh Athletic Sneakers $40.00

The Children’s Baby Jeans Basic Jeans $14.95

Place

The Children's Baby Jeans Basic Jeans $14.95

Place

The Children's . .

Place Baby Jeans Basic Leggings $9.50

The Children’s Baby Jeans Knit Cargo Pants $9.50

Place

The Children's . Long Sleeve 'Mommy's Night Owl' Little

Place Baby Shirts Talker Bodysuit $9.50

The Children's . Long Sleeve 'Naps, Hugs And Rock 'N' Raoll'

Place Baby Shirts Little Talker Bodysuit $9.50

The Children's Baby Shirts I'm The.Cutest Of Them All' Little Talker $9.50

Place Bodysuit

The Children's Baby Shirts | Love My Mommy' Monster Little Talker $9.50

Place Bodysuit

The Children’s Baby Shoes Low-Top Shoe $14.95

Place
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The Children's

Place Baby Shoes Low-Top Sneaker $14.95
;Taigh”dren s Baby Sweaters Long Sleeve Graphic Crew Neck Pullover $19.95
The Children's Baby Sweaters Long Sleeve Raglan Sleeve Crew Neck $19.95
Place Sweater

;Taigh”dren S Baby Sweaters Uniform Button-Front Crew-Neck Cardigan $19.95
;Taigh”dren S Baby Sweaters Long Sleeve V-Neck Sweater $17.95
;Taigh'ldren | Children's Jeans Skinny Jeans - China Blue $19.50
;Taigh”dren S | children's Jeans Skinny Jeans - Retro Vintage $19.50
;Taigh”dren S Children's Jeans Bootcut Jeans - Merida $19.50
The Children's | spigren's Jeans Bootcut Jeans - Dust $19.50
Place

;Taigh”dren S Children's Shirts Long Sleeve Photo-Real Graphic Tunic $16.95
;Taigh”dren $ | Children's Shirts Long Sleeve Striped Crew Tee $14.95
;Taigh”dren S | children's Shirts Uniform Short Sleeve Classic Polo $12.95
Lhe Shlaren's | Ghigren's Shirts | Short-Sieeved Uniform Polo $10.95
The Children's | Children's Days Of The Week Briefs 7-Pack $18.95
Place Underwear

The Children’s | Ghildren's Striped And Camo Print Briefs 7-Pack $18.95
Place Underwear

The Children's Children's Briefs 3-Pack $6.95
Place Underwear

The Children's Children's Briefs 3-Pack $6.95
Place Underwear

;Taigh”dren ® | Onesie Dotted Shirt & Jeggings Set $19.95
The Children's . Long Sleeve Faux Layer Bear Bodysuit &

Place Onesie Banded Knit Pants Set §19.95
The Children's Onesie Cat Overalls Set $39.95
Place

;Taigh”dren $ | Onesie Suspenders Shirt & Shortall Set $34.95
;Taigh”dren ® | Toddler Shoes Twirl Slip-On Sneakers $19.95
The Children's 1 ddler Shoes Slip-On Printed Sneaker $22.95

Place
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Toys and Accessories

Store Item Type Name (on Website) Gender | Price
Babies "R" Us Preschool Toys Disney Star Wars Body Board M $14.99
Babies "R" Us Preschool Toys Disney Frozen Ariel Body Board F $16.99
Babies "R" Us | Preschool Toys Lego Duplo Preschool Buiding Toy - M $29.99
Treasure Attack
Babies "R" Us Preschool Toys Lego Duplo Preschool Building Toy - Horse E $32.99
Stable
Kmart Arts and Crafts Step 2 2-In-1 Toy Box And Art Lid Pink F $60.99
Kmart Arts and Crafts Step 2 2-In-1 Toy Box And Art Lid - Tan M $59.99
Kmart Arts and Crafts Step 2 Easel For Two Pink F $61.99
Kmart Arts and Crafts Step 2 Easel For Two M $54.99
Kmart Arts and Crafts Play-Doh Sweet Shoppe Cake Mountain = $19.99
Playset
Kmart Arts and Crafts Play-Doh Dlsr)ey Star Wars Millennium M $19.99
Falcon Featuring Can-Heads
Kmart Arts and Crafts Play-Doh My Little Pony Rainbow Dash Style F $15.99
Salon Playset
Play-Doh Diggin' Rigs Tonka Chuck 'N
Kmart Arts and Crafts Friends Grinding Gravel Yard Set M $12.99
Kmart Backpacks Disney Frozen Girl's Backpack - Elsa F $11.98
Kmart Backpacks Disney Avengers Boy's Backpack M $9.98
Kmart Backpacks Light Up Girls Backpack (Animal Print) - 16" F $19.99
Kmart Backpacks Bright Lights" Light-Up Boys Skater M $19.99
Backpack
Kmart Backpacks Disney Frozen Girl's Backpack & Lunch Bag F $32.00
- Anna & Elsa
Disney Ultimate Spider-Man Web-Warriors
Kmart Backpacks Boy's Backpack & Lunch Bag M $32.00
Kmart Bikes & Scooters Princess Cozy Trailer F $33.99
Kmart Bikes & Scooters Little Tikes M $32.99
Kmart Bikes & Scooters Razor™ Lil' Kick Scooter F $44.99
Kmart Bikes & Scooters Razor™ Jr. Lil Kick Scooter - Blue M $39.99
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Kmart Bikes & Scooters Razor™ E300-S Sweet Pea $299.99

Kmart Bikes & Scooters Razor™ EB300S Seated Electric Scooter $289.99

Kmart Bikes & Scooters Disney Princess Folding Scooter $42.99

Kmart Bikes & Scooters Cars Folding Scooter $44.99

Kmart General Toys My First Kenmore Stand Mixer $19.99

Kmart General Toys My First Craftsman 43 Pc. Power Dirill Set $14.99
Aww T-Rex Paint And Motorized 3D Puzzle

Kmart General Toys Aw-Prt-Rexg Girl Blue $14.99
Aww T-Rex Paint And Motorized 3D Puzzle

Kmart General Toys Aw-Pnt-Rexb Boy Green $14.99
Jada Toys Just Girls 1:16 2010 Chevy

Kmart General Toys Camaro Ss Remote Control Car $24.99
Jada Toys Big Time Muscle 96967 2010

Kmart General Toys Chevy Camaro Ss R, Yellow $14.99

Kmart General Toys Just Kidz Deluxe Cash Register - Pink $15.00

Kmart General Toys Just Kidz Deluxe Boy's Cash Register - Blue $15.00
Just Kidz Glamour Girl And Her Cool Wheels

Kmart General Toys ~ Blue Mustang Car $11.00

Kmart General Toys Just Kidz Battery Operated Fire Truck $10.00

Kmart General Toys Jada Toys Just Girls Big Foot Remote $29.99
Control Jeep

Kmart General Toys :JJ:SZ Toys Jurassic World Remote Control $29.99

Kmart Preschool Toys Mickey Mouse Clubhouse Mickey - Handy $12.99
Helper Tool Box

Kmart Preschool Toys I\/I|ckey Mouse Clubhouse Minnie's Winter $14.99
Bow-Tique

Target Backpacks glglrlw)ey Princess Rolling Backpack - Pink $19.99

Target Backpacks Disney Cars Rolling Backpack - Red (12") $19.99

Target Backpacks Circo Kids Adventure Pack - Girl $16.99

Target Backpacks Circo Kids Adventure Print - Boy $16.99

Target Backpacks J World Daisy Rolling Backpack - Pink $49.99

Target Backpacks J World School Bus Rolling Backpack - $55.99
Yellow

Target Backpacks Wildkin Olive Kids Butterfly Garden Pack 'N $27.99

Snack Backpack
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Target Backpacks Wildkin Olive Kids Pirates Pack 'N Snack $27.99
Target Backpacks Wildkin Olive Kids Birdie Sidekick Backpack $29.00
Target Backpacks Wildkin Blue Camo Sidekick Backpack $24.99
Target Bikes & Scooters Razor Berry Scooter - Pink/Purple $36.99
Target Bikes & Scooters Razor Berry Scooter - Teal/Orange $34.99
Target Bikes & Scooters E;ciio Flyer Girls My 1st Scooter Sparkle - $49.99
Target Bikes & Scooters Radio Flyer My 1st Scooter Sport - Red $24.99
Target Bikes & Scooters Girl's Classic Flyer Bike - Pink (12") $109.99
Target Bikes & Scooters Boy's Classic Flyer Bike - Red (12") $105.99
Target Bikes & Scooters K20G Girls Bike $139.99
Target Bikes & Scooters K20 Boys Bike $138.99
Target General Toys La Newborn 15" Real Girl Pink Polka Dot $59.99
Target General Toys La Newborn 15" Real Boy With Brown Hair $57.99
Target General Toys Green Toys Dump Truck - Pink $20.99
Target General Toys Green Toys Dump Truck $21.99
Target Helmets & Pads Raskullz Unicorn Ride Alongz Toddler Helmet $27.99
Target Helmets & Pads Ezﬁiggz Shark Attax Ride Alongz Toddler $14.99
Target Helmets & Pads E:?rirfgte; iitateboards Neon Skateboard $39.99
Target Helmets & Pads E'Lélnrisgteé Eiiteboards Teddy Skateboard $29.99
Target Helmets & Pads Frozen 3D Tiara Child Bike Helmet $24.99
Target Helmets & Pads Toddler Himt Spiderman Vp $18.99
Target Helmets & Pads Razor V17 Youth Helmet Gloss - Magenta $19.99
Target Helmets & Pads Razor Child Helmet - Green $19.99
Target Preschool Toys Fisher-Price Disney Princess Figure Pack $19.59
Target Preschool Toys Fisher-Price® Little People Dc Super Friends $19.99

Exclusive Figure
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Fisher-Price® Little People Happy Sounds

Target Preschool Toys Home $19.99
Target Preschool Toys Fisher-Price Little People Fire Station Playset $17.99
Target Preschool Toys Lego Duplo Doc Mcstuffins Rosie 10605 $19.99
Lego® Duplo® Super Heros Superman™
Target Preschool Toys Rescue 10543 $16.99
Toys "R" Us Arts and Crafts Melissa & Doug Reusable Sticker Pad - $4.99
Dress Up
Toys "R" Us Arts and Crafts Mellgsa & Doug Reusable Sticker Pad - $4.99
Habitats
Toys "R" Us Backpacks Minnie 16 Inch Pilot Rolling Case $21.99
Toys "R" Us Backpacks Star Wars Classic Pilot Suitcase $19.99
non Personalized Barney Glamour Pink
Toys "R" Us Backpacks Backpack $29.99
. Personalized Barney Little Stars Blue
Toys "R" Us Backpacks Backpack $29.99
Toys "R" Us Bikes & Scooters Razor Jr. Kiddie Kick Scooter - Pink $34.99
Toys "R" Us Bikes & Scooters Razor Jr. Kiddie Kick Scooter - Blue $32.99
Toys "R" Us Bikes & Scooters Razor Black Label Pink "A" Kick Scooter $74.98
Toys "R" Us Bikes & Scooters Razor A Scooter - Black Label $69.99
Toys "R" Us Bikes & Scooters Smartrike® Delight 3 In 1 Trike - Pink $84.99
Toys "R" Us Bikes & Scooters Smartrike® Delight 3 In 1 Trike - Green $84.99
Toys "R" Us General Toys Playmobil Musical Flower Tower With Twinkle $59.99
Toys "R" Us General Toys Playmobil Pirate Fort With Ruby $59.99
Toys "R" Us General Toys Playmobil Fairy Queen's Ship $37.99
Toys "R" Us General Toys zlﬁiémobn Skull And Bones Corsair Pirate $24.99
Toys "R" Us Helmets & Pads Barbie Pad Set $19.99
Toys "R" Us Helmets & Pads Cars 2 Pad Set $19.99
Toys "R" Us Helmets & Pads Bell Sports Minnie Mouse Pad Set $19.99
Toys "R" Us Helmets & Pads Bell Sports Spider-Man Pad Set $19.99
Toys "R" Us Helmets & Pads Razor Daisy Pad Set $24.99
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Toys "R" Us Helmets & Pads Razor Youth Pro Pad Set $24.99
Toys "R" Us Helmets & Pads Disney Princess Toddler Helmet $24.99
Toys "R" Us Helmets & Pads Cars Toddler Helmet $24.99
Toys "R" Us Helmets & Pads Minnie Mouse Toddler Helmet $24.99
Toys "R" Us Helmets & Pads Mickey Mouse Toddler Bike Helmet $24.99
Toys "R" Us Helmets & Pads Raskullz Peace Love Kitty Helmet $29.99
Toys "R" Us Helmets & Pads Raskullz Fin Hawk Helmet $29.99
Toys "R" Us Preschool Toys <L1eog5092)uplo Sofia The First Royal Stable $26.99
Toys "R" Us Preschool Toys Lego Duplo My First Construction Site $25.99

Building Set (10518)
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Adult Clothing

Brand/Store Item Type Name (on Website) Gender | Price
'A;\ikt)éarzorombie & Dress Pants A&F Skinny Chinos F $58.00
é?fr:crombie & | Dress Pants A&F Skinny Chinos M $78.00
éi?fr:”ombie & | Dress Shirt Classic Pocket Shirt F $58.00
poercrombie & | press shirt Classic Fit Oxford Shirt M $68.00
Aberorombie & Jeans A&F Skinny Jeans F $78.00
Fitch

é?fr:crombie & | Jeans A&F Skinny Zip Fly Jeans M $78.00
'A;\ikt)éarzorombie & Jeans A&F Super Skinny Jeans F $78.00
g?fr:crombie & | veans A&F Super Skinny Zip Fly Jeans M $78.00
'A;\ikt)éarzorombie & Jeans A&F Boot Jeans F $78.00
ﬁ\ikt)cer:crombie & Jeans A&F Boot Button Fly Jeans M $78.00
'A;\ikt)éarzorombie & Shirt Applique Logo Graphic Tee F $34.00
?ikt)cer:crombie & Shirt Applique Logo Graphic Tee M $30.00
éi?fr:”ombie & | shir Slim Long Sleeve Henley F $28.00
?ikt)cer:crombie & Shirt Muscle Fit Pocket Henley M $28.00
'A;\ikt)éarzorombie & Socks Patterned Classic Socks F $8.00
ﬁ\ikt)cer:crombie & Socks A&F Classic Socks M $12.00
éi?fr:”ombie & | socks Ankle Socks Two-Pack F $10.00
?i?fgcrombie & | socks M $12.00
Aéropostale Dress Pants Basic Pants F $39.50
Aéropostale Dress Pants Uniform Slim Straight Flat-Front Pants M $44.50
Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt F $44.50
Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt M $49.50
Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt F $44.50
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Aéropostale Dress Shirt Long Sleeve Oxford Woven Shirt $44.50
Aéropostale Jeans Skinny Core Dark Wash Jean $39.50
Aéropostale Jeans Skinny Dark Rinse Wash Jean $44.50
Aéropostale Shirt Aero 87 Graphic T $24.50
Aéropostale Shirt Times Square Logo Graphic T $24.50
Aéropostale Shirt Aero 1987 Bar Stripe Jersey Polo $29.50
Aéropostale Shirt Aero 87 Logo Striped Jersey Polo $34.50
Aéropostale Socks Varsity Dot Crew Socks $10.50
Aéropostale Socks Southwest Stripe Crew Socks $9.50
Aéropostale Socks 3-Pack Basic Ped Socks $10.50
Aéropostale Socks 3-Pack A87 Ankle Socks $12.50
Aéropostale Sweater Shawl Cardigan $54.50
Aéropostale Sweater Solid Knit Uniform Cardigan $49.50
Aéropostale Sweater Long Sleeve Textured Crew-Neck Sweater $49.50
Aéropostale Sweater Solid Crew Neck Sweater $44.50
Aéropostale Underwear Solid Aero Bikini $8.50
Aéropostale Underwear Solid Boxer Briefs $12.50
Aéropostale Underwear Logo Boyshort $8.50
Aéropostale Underwear Solid Knit Trunks $12.50
American Dress Shirt Classic Button Down Shirt $74.00
Apparel

American Dress Shirt Poplin Classic Long Sleeve Button-Down $72.00
Apparel

American Shirt Ultra Wash Tee $28.00
Apparel

American Shirt Power Washed Tee $26.00
Apparel

American Sweater Women's Cable Knit Pullover $70.00
Apparel

American Sweater Men's Cable Knit Sweater $78.00
Apparel
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American

Apparel Underwear Cotton Spandex Jersey Boy Brief $13.00
American Underwear Baby Rib Brief $14.00
Apparel

American Eagle : .

Outfitters Dress Shirt Aeo Long Sleeve Oxford Shirt $39.95
American Bagle | b oqs shirt Aco Solid Poplin Button Down Shirt $39.95
Ouftfitters

Amgrman Eagle Jeans Aeo Denim X Kick Boot Jean $44.95
Ouftfitters

American Eagle .

Outfitters Jeans Classic Bootcut Jean $39.95
American Eagle .

Outfitters Jeans Straight Jean $44.95
American Eagle - .

Outfitters Jeans Original Straight Jean $44.95
American Eagle .

Outfitters Jeans Skinny Jean $39.95
American Eagle . .

Outfitters Jeans Skinny Active Flex Jean $49.95
American Eagle | g Aeo Favorite V-Neck Tshirt $17.95
Ouftfitters

American Eagle . .

Outfitters Shirt Aeo Legend V-Neck Tshirt $15.95
American Eagle | g Aeo Favorite Pocket T-Shirt $17.95
Ouftfitters

American Eagle . .

Outfitters Shirt Aeo Legend Pocket T-Shirt $15.95
Amgrman Eagle Socks Aeo Shortie Socks 3-Pack $12.95
Ouftfitters

American Eagle Socks Aeo Low Cut Socks 3-Pack $12.50
Outfitters

Amgrman Eagle Socks Aeo Patterned Crew Socks $7.95
Ouftfitters

Ameman Fagle Socks Aeo Patterned Crew Socks $6.50
Ouftfitters

Amgrman Eagle Socks Aeo No Show Socks 3-Pack $12.95
Ouftfitters

Ameman Fagle Socks Aeo Invisible Socks 3-Pack $12.50
Ouftfitters

American Eagle . .

Outfitters Underwear Aerie Boybrief $7.50
American Eagle . .

Outfitters Underwear Aeo Classic Brief $12.50
American Eagle . I

Outfitters Underwear Aerie Signature Bikini $7.50
Amgrlcan Fagle Underwear Aeo Solid Low Rise Trunk $12.50
Outfitters

Banana Republic | Dress Pants Navy Lightweight Wool Boy-Fit Straight Leg $98.00
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Banana Republic

Dress Pants

Modern Slim Blue Wool Dress Pant

$98.50

Martin-Fit Black Lightweight Wool Straight

Banana Republic | Dress Pants Leg $98.00
Banana Republic | Dress Pants Classic Fit Solid Wool Trouser $98.50
Banana Republic | Dress Shirt Fitted Non-Iron Sateen Shirt $69.50
Banana Republic | Dress Shirt Classic-Fit Non-Iron Solid Shirt $79.50
Banana Republic | Jeans Medium Wash Skinny Jean $98.00
Banana Republic | Jeans Skinny Washed Indigo Jean $89.50
Banana Republic | Shirt New Essential Vee $24.50
Banana Republic | Shirt Soft-Wash Vee Tee $26.50
Banana Republic | Shirt New Essential Crew $24.50
Banana Republic | Shirt Soft-Wash Classic Crew $26.50
Banana Republic | Socks Glasses Bootie Sock $10.50
Banana Republic | Socks Performance Ankle Sock $12.50
Banana Republic | Socks Double-Stripe Tube Sock $12.50
Banana Republic | Socks Jungle Stripe Sock $12.50
Banana Republic | Sweater Cutout-Front Crew Pullover $89.50
Banana Republic | Sweater Ribbed Crew Pullover $79.50
Banana Republic | Sweater Ribbed Extra-Fine Merino Wool Pullover $69.50
Banana Republic | Sweater I?)Lrlilm())(\alglrExtra-Fine Merino Wool Crew $69.50
Club Monaco Dress Pants Emily Pant $169.50
Club Monaco Dress Pants Davis Dress Chino $98.50
Club Monaco Dress Pants Lutecia Trouser $149.50
Club Monaco Dress Pants Selvedge Chino $168.00
Club Monaco Dress Pants Gaios Trouser $189.50
Club Monaco Dress Pants Connor Mélange Dress Trouser $149.50
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Club Monaco Dress Shirt Claudia Cotton Shirt $149.50
Club Monaco Dress Shirt Slim-Fit Oxford Dress Shirt $89.50
Club Monaco Dress Shirt Susan Shirt $139.50
Club Monaco Dress Shirt Classic-Fit Pinstriped Shirt $79.50
Club Monaco Sweater Bronwen Cardigan $169.50
Club Monaco Sweater Donegal Full Cardigan $159.50
Club Monaco Sweater Casey Cable Sweater $159.50
Club Monaco Sweater Donegal Crew Sweater $129.50
Gap Dress Pants Pinstripe Modern Trouser $69.95
Gap Dress Pants Herringbone Wool-Blend Pants (Slim Fit) $69.95
Gap Dress Pants Broken-In Straight Khakis $49.95
Gap Dress Pants The Khaki (Straight Fit) $59.95
Gap Dress Shirt Tailored Shirt $49.95
Gap Dress Shirt Solid Oxford Shirt (Slim Fit) $49.95
Gap Dress Shirt Shrunken Boyfriend Shirt $49.95
Gap Dress Shirt Striped Modern Oxford Shirt $49.95
Gap Jeans 1969 Real Straight Jeans $69.95
Gap Jeans 1969 Straight Fit Jeans $59.95
Gap Jeans 1969 Resolution True Skinny High-Rise Jean $69.95
Gap Jeans 1969 Skinny Fit Jeans $69.95
Gap Jeans 1969 Perfect Boot Jeans $69.95
Gap Jeans 1969 Boot Fit Jeans $59.95
Gap Jeans 1969 Modern Stretch True Skinny Cords $59.95
Gap Jeans 1969 Black Fill Cords (Straight Fit) $59.95
Gap Jeans 1969 Resolution Slim Straight Jeans $69.95
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1969 Skinny Fit Jeans (Soft Scrape Dark

Gap Jeans Indigo Wash) $69.95
Gap Jeans 1969 Knit True Skinny Jeans $79.95
Gap Jeans 1969 Straight Fit Jeans (Resin Rinse) $69.95
Gap Shirt Favorite Short-Sleeve Crew Tee $16.95
Gap Shirt Essential Solid Crew T-Shirt $16.50
Gap Shirt Favorite Long-Sleeve V-Neck Tee $19.95
Gap Shirt Essential Long-Sleeve Crewneck T-Shirt $19.95
Gap Shirt Washed Lace Pullover $49.95
Gap Shirt Lived-In Crew Sweatshirt $44.95
Gap Shirt Flannel Plaid Relaxed Boyfriend Shirt $54.95
Gap Shirt Herringbone Wythe Plaid Shirt $54.95
Gap Socks Sport Socks (2 Pack) $3.98
Gap Socks Ankle Socks (3-Pack) $4.00
Gap Socks Trouser Socks $7.95

Gap Socks Flat Knit Socks (3-Pack) $6.00
Gap Socks Polka Dot Crew Socks $7.95

Gap Socks Motorcycle Socks $7.95

Gap Sweater Stripe Open-Front Cardigan $69.95
Gap Sweater Cotton Cashmere Shawl Cardigan $59.95
Gap Sweater Mockneck Cable-Knit Sweater $69.95
Gap Sweater Marled Chunky Cableknit Crew Sweater $64.95
Gap Underwear Basic Boxer Briefs (3-Pack) If 1 $9.98
Gap Underwear Ultra Low Girl Shorts $14.50
Gap Underwear Basic Briefs (3-Pack) If 1 $8.31

Gap Underwear Low-Rise Bikini $8.50
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H&M Dress Pants Slacks Tapered Fit $29.99
H&M Dress Pants Chinos Slim Fit $29.99
H&M Dress Shirt Cotton Shirt $24.99
H&M Dress Shirt Premium Cotton Shirt $24.95
H&M Dress Shirt Cotton Shirt $24.99
H&M Dress Shirt Shirt In Premium Cotton $29.99
H&M Jeans Boot Cut Low Jeans $39.99
H&M Jeans Boot Cut Low Jeans $39.99
H&M Jeans Skinny Regular Jeans $29.95
H&M Jeans Jeans Skinny Fit $29.99
H&M Jeans Jeans Straight Fit $49.99
H&M Jeans Straight Regular Jeans $19.95
H&M Shirt Jersey Tank Top $5.99
H&M Shirt Tank Top $5.99
H&M Shirt Jersey Top $9.99
H&M Shirt T-Shirt $9.99
H&M Socks 5-Pack Ankle Socks $7.99
H&M Socks 4-Pack Ankle Socks $4.99
H&M Socks 5-Pack Socks $9.99
H&M Socks 5-Pack Socks $9.99
H&M Sweater Rib-Knit Sweater $17.99
H&M Sweater Fine-Knit Sweater $17.99
H&M Underwear 3-Pack Cotton Hipster Briefs $9.99
H&M Underwear 3-Pack Men's Briefs $17.95
H&M Underwear 3-Pack Cotton Boy Shorts $12.99
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H&M Underwear 3-Pack Boxer Shorts $12.99
J.Crew Dress Pants Campbell Trouser In Bi-Stretch Cotton $98.00
J.Crew Dress Pants Bowery Slim Pant In Black Watch Cotton $88.00
J Crew Dress Pants Campbell Trouser In Pinstripe Super 120S $148.00
Wool
J.Crew Dress Pants Bowery Slim Pant In Wool $128.00
J.Crew Dress Shirt Favorite Shirt $78.00
J.Crew Dress Shirt Ludlow Spread-Collar Shirt $88.00
J.Crew Sweater Merino Wool V-Neck Sweater $79.50
J.Crew Sweater Merino Wool V-Neck Sweater $78.00
Kmart Dress Pants Basic Editions Women's Trousers $21.99
Kmart Dress Pants Basic Editions Men's Pleated Pant $18.99
Kmart Dress Pants Attention Women's Slim Fit Dress Pants $26.99
Kmart Dress Pants Attention Men's Stretch Dress Pants $26.99
Kmart Dress Shirt Ba§|c Editions Women's Button-Front Shirt - $21.99
Striped
Kmart Dress Shirt gﬁis:to Editions Men's Long-Sleeve Dress $13.98
Joe Boxer Women's Socks 5Pk Super Soft
Kmart Socks Quarter White Pink $6.99
Joe Boxer Men's Low Cut Cushioned Socks
Kmart Socks - 5 Pairs Sizes 10-13 $6.99
Kmart Sweater Basic Editions Women's Turtleneck Sweater $21.99
Kmart Sweater Basic Editions Men's Mock Neck Pullover $34.99
Sweater
Joe Boxer Women's 6-Pack Hipster Panties
Kmart Underwear - Solids & Prints (f 4) $6.66
Kmart Underwear Joe Boxer Men's 4-Pairs Ringer Briefs $10.99
Kmart Underwear Joe Boxer Women's 2-Pairs Boy Short $9.99
Panties - Hearts
Kmart Underwear Joe Boxer Men's Ringer Boxer Briefs 2 Pairs $8.99
Levi's Dress Pants Boyfriend Chinos $54.50
Levi's Dress Pants Chino Pants $58.00
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Levi's Dress Shirt Classic One Pocket Shirt $68.00
Levi's Dress Shirt Sunset One Pocket Shirt $58.00
Levi's Dress Shirt One Pocket Boyfriend Shirt $78.00
Levi's Dress Shirt Classic One Pocket Shirt $48.00
Levi's Jeans 712 Slim Jeans $88.00
Levi's Jeans 511 Slim Fit Jeans $68.00
Levi's Jeans 715 Boot Cut Jeans $78.00
Levi's Jeans 517 Boot Cut Jeans $58.00
Levi's Jeans 714 Straight Jeans $78.00
Levi's Jeans 501 Original Fit Jeans $68.00
Levi's Jeans 721 High Rise Skinny Jeans $88.00
Levi's Jeans 510™ Skinny Fit Jeans $68.00
Levi's Jeans 501 Ct Jeans For Women $88.00
Levi's Jeans 501 Ct Jeans $78.00
Levi's Shirt The Perfect Tee $28.00
Levi's Shirt Levi's Housemark Tee $28.00
Levi's Shirt The Perfect Pocket Tee $44.00
Levi's Shirt Sunset Pocket Tee $28.00
Levi's Shirt Levi's ® Commuter Raglan Tee $58.00
Levi's Shirt Levi's® Commuter™ Drop Hem Tee $38.00
Levi's Sweater Polka Dot Sweatshirt $64.00
Levi's Sweater Levi's® Housemark Pullover Hoodie $48.00
Levi's Sweater V-Neck Cardigan Sweater $98.00
Levi's Sweater Brushed Crew Sweater $88.00
Old Navy Dress Pants Skinny Khakis $24.94
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Old Navy Dress Pants Men's New Classic Straight-Leg Khakis $29.94
Old Navy Dress Shirt Classic Oxford Shirt $24.94
Old Navy Dress Shirt Classic Regular-Fit Shirt $29.94
Old Navy Jeans Original Straight Jeans $29.94
Old Navy Jeans Men's Straight-Fit Jeans $29.94
Old Navy Socks Go-Dry Performance Socks 3-Packs $10.00
Old Navy Socks Men's Go-Dry Running Sock 3-Pack $9.94
Old Navy Sweater V-Neck Cardigan $24.94
Old Navy Sweater Men's V-Neck Cardigans $32.94
Old Navy Sweater Women's Striped Crew-Neck Sweater $39.94
Old Navy Sweater Men's Striped Crew-Neck Sweaters $34.94
Old Navy Underwear Jersey Bikini 3-Packs If 1 $4.31
Old Navy Underwear Men's Solid Trunks $9.94
Old Navy Underwear Jersey Hipster 3-Packs $4.31
Old Navy Underwear Men's Patterned Boxers $9.94
Target Dress Pants Women's Classic Ankle Pant Gazelle Brown $27.99
- Merona™
Target Dress Pants Men's Slim Fit Chino Khaki - Mossimo $29.99
Target Dress Shirt Women's Favorite Shirt Merona $22.99
Target Dress Shirt Merona Men's Button Down Shirt $24.99
Target Jeans M|d—R|se Straight Leg Jeans (Modern Fit) - $27.99
Mossimo®
Target Jeans ?:/Isn s Slim Straight Jeans - Mossimo Supply $24.99
Women's Casual Crew Socks 3 Pk Ebony
Target Socks 4-10 - Merona™ $8.00
Men's Stripe Socks Blue Melange -
farget Socks Merona™ 6-12 (3 Pack) $9.29
Target Sweater Scoopneck Sweater - Mossimo Supply Co. $19.99
Target Sweater Men's Varsity Crew Sweater Mountain Red - $24.99

Mossimo Supply Co.
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C9 Champion® Women's Seamless

Target Underwear Performance Sport Briefs 2-Pack (If 1) $7.00
C9 By Champion ® - Men's 3-Pack Briefs

Target Underwear Black/Grey (If 1) $7.99
Fruit Of The Loom Women's Beyondsoft™

Target Underwear With Comfort Covered Waistband Boyshort $11.99
5-Pack - If 6
Fruit Of The Loom® - Men's 6Pk Briefs

Target Underwear Assorted Multi-Colored $13.99

Target Underwear Women's Seamless Boyshort - Xhilaration® $5.00

Target Underwear Men's Boxer Brief - Mossimo Supply Co. $5.99

Uniglo Dress Pants Women IdIf Straight Pants $59.90

Uniglo Dress Pants Men Stretch Wool Slim Fit Flat Front Pants $59.90

Uniglo Dress Pants Women IdIf Chino Pants $39.90

Uniglo Dress Pants Men Vintage Regular Fit Chino Flat Front $39.90
Pants

Uniglo Dress Shirt \é\firrtnen Supima Cotton Stretch Long Sleeve $39.90

. : Men Easy Care Stretch Slim Fit Broadcloth

Uniglo Dress Shirt Long Sleeve Shirt $39.90

Uniglo Jeans Women Heattech Skinny Fit Jeans $49.90

Uniglo Jeans Men Heattech Slim Fit Straight Jeans $49.90

Uniglo Socks Women Short Socks 3 Pairs (Dot Stripe) $12.90

Uniglo Socks Men Pile Checked Short Socks $12.90

Uniglo Sweater Women Extra Fine Merino Crew Neck $29.90
Sweater

Uniglo Sweater Men Extra Fine Merino Crew Neck Sweater $39.90

Uniglo Sweater Women Lambswool Crewneck Sweater $29.90

Uniglo Sweater Men Lambswool Crewneck Sweater $29.90

Uniglo Sweater Women Cotton Cashmere Cable Crewneck $39.90
Sweater

Uniglo Sweater Men Cable Crewneck Sweater $39.90

Uniglo Underwear Women Bikini (Basic) $6.45

Uniglo Underwear Men Supima Cotton Striped Briefs $6.45
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Uniglo Underwear Women Boy Shorts $6.45
Uniglo Underwear Men Supima Cotton Striped Boxer Briefs $6.45
Urban Outfitters | Dress Pants Bdg Cole Chino Pant $59.00
Urban Outfitters | Dress Pants Cpp Double Faced Melange Skinny $59.00
Chino Pant
Urban Outfitters | Dress Shirt Bdg Jessie Button-Down Shirt $59.00
Urban Outfitters | Dress Shirt Cpo Classic Oxford Button-Down Shirt $49.00
Urban Outfitters | Shirt Bdg Classic Heathered Crew Tee $34.00
Urban Outfitters | Shirt Bdg Galaxy Standard-Fit Crew Neck Tee $18.00
Urban Outfitters | Shirt Bdg Sally Pocket Tee $34.00
Urban Outfitters | Shirt Bdg Rolled Cap-Sleeve Standard-Fit Tee $18.00
Urban Outfitters | Socks Multicolor Pattern Crew Sock $14.00
Urban Outfitters | Socks Lightweight Fair Isle Crew Sock $8.00
Urban Outfitters | Socks Solid Thermal Stitch Boot Sock $14.00
Urban Oultfitters | Socks Sweater Stripe Sock $12.00
Urban Outfitters | Sweater Bdg Parker Cardigan $59.00
Urban Outfitters | Sweater Bdg Lightweight Cardigan $44.00
Urban Outfitters | Underwear Blake Printed Boyshort $8.00
Urban Outfitters | Underwear Tonal Taped Trunk $12.00
Urban Outfitters | Underwear Taylor Dolphin Hipster $8.00
Urban Outfitters | Underwear Buffalo Plaid Boxer Brief $12.00
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Personal Care Products

Store Brand Item Type | Name (on Website) Gender | Count/ | Price Price
Size Per Unit
Purely Pampering Shea Butter with
CVS Dove Body Wash Warm Vanila Beauty Bar F 24 oz $9.49 $0.40
cvs Dove Body Wash | Men+Care Aqua Impact Body and M o407 | $9.49 | $0.40
Face Bar
Go Fresh Restore Body Wash, Blue
CvSs Dove Body Wash Fig & Orange Blossom Scent F 220z | $8.99
CVS Dove Body Wash | Men+Care Clean Comfort Body Wash M if22 0z | $8.99
Touch of Serenity Moisturizing Body
CVS Nivea Body Wash | Wash Hibiscus Blossom Scent & Aloe F 16.90z | $4.00 $0.24
Essence
CVS Nivea Body Wash | Nivea for Men Body Wash Energy M 16.90z | $4.00 $0.24
Creamy Cocoa Butter & Shea Butter
CVS Suave Body Wash Moisturizing Body Wash F 12 oz $2.77 $0.23
CVS Suave Body Wash | Men's Sport Recharge Body Wash M 12 0z $2.77 $0.23
Clinical Strength Antiperspirant,
CVS CVS Deodorant Green Tea & Cucumber Scent F 170z | $7.99 $4.70
Clinical Strength Waterproof
CVS CVS Deodorant | Antiperspirant & Deodorant For Men, M 170z | $7.99 $4.70
Ultra Fresh Scent
Women Anti-Perspirant Deodorant
CVS Degree Deodorant Invisible Solid Shower Clean F 2.60z | $3.99
Men Ultra Dry Anti-Perspirant
CVS Degree Deodorant Deodorant Invisible Stick Sport M 270z | $3.79
Go Fresh Anti-Perspirant Deodorant
CVS Dove Deodorant Ultimate Clear Cool Essentials F 2.6 0z $4.99
CVS Dove Deodorant l;/len * Qare Cllean Cpmfort Powerful M 2.7 0z $5.29
rotection Antiperspirant
. Professionals Moroccan Infusion
CVS Suave Hair Care Shine Shampoo (& conditionen) F 1260z | $7.98 $0.32
CVS Suave Hair Care | rofessionals Men 2in 1:.Shampoo + |\ | 1556, | $0.67 | $0.21
Conditioner
CVS TIGI Hair Care | Bed Head Resurrection Shampoo F 2‘2’56 $18.99 [ $0.75
, if 25.36
CVS TIGI Hair Care | Bed Head Men Clean Up Shampoo M o $14.20 | $0.56
CVS Neutrogena | Lotion Healthy Skin Face Lotion Spf 15 F 250z | $15.99
CVS Neutrogena | Lotion Men Triple Protect Face Lotion Spf 20 M if2.50z | $10.28 $5.71
. . Smooth Sensation Body Lotion Shea
CVS Nivea Lotion Butter & HYDRA IQ F 16.90z | $6.49 $0.39
CVS Nivea Lotion Men Maximurn Hydration Body Lotion |+ | 1596, | $6.49 | $0.39

3in 1 Body Face & Hands
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3 Blade Disposable Razors for

CVs CVs Razor Women Lavender 4 $5.29 $1.32
3 Blade Disposable Razors for
CVs CVs Razor Sensitive SKin 4 $4.99 $1.25
CVSs Gillette Razor Venus Embrace Razor 1 $13.79
CVS Gillette Razor Fusion Manual Razor 1 $9.99
CVS Schick Razor Quattro For Women Razor 1 $9.99
CVS Schick Razor Quattro Titanium Razor 1 $10.99
CVS CVS Razor 5 Blade Women's Razor Cartridges 4 $10.99 [ $2.75
Cartridges ' '
cvs cvs Razor 5 Blade Men's Razor Cartridges 4 $9.99 | $2.50
Cartridges 9 ' '
CVS Schick Razor Quattro For Women Cartridges 4 $14.99 | $3.75
Cartridges ' '
cvs Schick Razor Quattro Titanium Cartridges 4 | $13.79| $3.45
Cartridges 9 ' '
CVS CVS 2?2;29 Raspberry Shave Gel For Women 70z $2.49 $0.36
cvs cvs 2:‘:;29 Sensitive Skin Shave Gel for Men 7oz | $2.49 | $0.36
CVS Edge Shaving Advanced Gel Sensitive Skin 70z $3.49 $0.50
Cream
cvs Gillette 2:‘:;29 Venus Shave Gel Olay Violet Swir 7oz | $329 | $0.47
cVS Gillette Shaving | Fusion Hydragel Shave Cel 70z | $459 | $0.66
Cream Moisturizing
- Shaving Signature Scents Shave Gel
CVS Skintimate Cream Strawberry Tangerine Twist 7oz $3.79 $0.54
: . . Nivea Body Wash, Moisturizing,
Rite Aid Nivea Body Wash Touch of Serenity, 16.9 fl oz (500 m) 16.90z | $6.99
. . . Nivea For Men Body Wash with
Rite Aid Nivea Body Wash Menthol, Cool, 16.9 fl oz (500 mi) 16.90z | $5.49
. . Naturals Body Wash, Ocean Breeze,
Rite Aid Suave Body Wash 12 1l oz (354 m) 12 0z $2.79
Rite Aid Suave Body Wash | Men Body Wash, Refreshing, 121l oz 120z | $2.79
(8354 ml)
. . Anti-Perspirant & Deodorant, Invisible .
Rite Aid Degree Deodorant Solid, Sheer Powder 2.6 0z (74 g) f76g [ $3.89
Degree Men Dry Protection Anti-
Rite Aid Degree Deodorant | Perspirant & Deodorant, Sport, 2.7 oz 769 $3.79
(76 9)
Go Sleeveless Anti-Perspirant
Rite Aid Dove Deodorant | Deodorant, Soothing Chamomile, 2.6 if 76 g $5.64

oz (74 g)
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Antiperspirant Deodorant, Fresh

Rite Aid Dove Deodorant Awake 2.7 oz (76 g) 769 $5.49
Anti-Perspirant & Deodorant for
Rite Aid Mitchum Deodorant | Women, Clear Gel, Powder Fresh, 3.4 0z $5.29
3.4 0z (96 g)
. . . Anti-Perspirant & Deodorant, Clear
Rite Aid Mitchum Deodorant Gel, Mountain Ar, 3.4 0z (96 ) 340z | $5.29
Speed Lady Speed Stick Invisible Dry
Rite Aid P Deodorant | Antiperspirant/Deodorant, Powder if 85 g $4.69
Stick
Fresh, 2.3 0z (65 Q)
WA Speed Speed Stick Power Antiperspirant 8593
Rite Aid Stick Deodorant Deodorant, Unscented, 3 oz (85 g) 02) $3.59
Shampoo, Nourishing, Total Care,
oA Clear Scalp . 12.9 fl 0z (381 ml) + Therapy
Rite Aid & Hair Hair Care Conditioner, Nourishing Daily, Strong 756 mi | $11.98
Lengths, 12.7 fl oz (375 ml)
Men Scalp Therapy Shampoo &
oA Clear Scalp . Conditioner, Daily, Anti-Dandruff,
Rite Aid & Hair Hair Care Complete Care, 2 in 1, 12.9fl oz 381mi | $5.99
(381 ml)
oA . Damage Solutions Shampoo,
Rite Aid Dove Hair Care Intensive Repair, 12 fl oz (355 m) 12 0z $4.99
. . . Men + Care Shampoo, Fortifying,
Rite Aid Dove Hair Care Thickening, 12 fl oz (355 ml) 12 0z $5.19
Intensive Rescue Lotion,
Rite Aid Vaseline Lotion Hypoallergenic, Repairing Moisture, 2450z | $7.79
Fragrance Free, 24.5 fl 0z (725 ml)
. . . . Men Body & Face Lotion, Fast if 24.5
Rite Aid Vaseline Lotion Absorbing, 20.3 fl 0z (600 m) o $9.40
Rite Aid BIC Razor Soleil Shavers, Sensitive Skin, 3 3 $7.29
Blades, 4 shavers
Rite Aid BIC Razor Cquort 3 Shavers for Men, Sensitive 3 $4.69
Skin, 4 shavers
Rite Aid Rite Ad | Razor Renewal Razors, 5 Blade, for 3 $8.99
Women, 3 razors
o o Renewal Razors, Disposable,
Rite Aid Rite Aid Razor 5-Blade, for Men. 3 ea 3 $8.49
Rite Aid Rite Ad | Razor ngfwa' Razor, 5 Blade, for Women, 1 $7.49
Rite Aid Rite Aid | Razor Renewal Razor, 5 Blade, for Men, 1| $7.49
with Trimmer, 1 set
oA . Razor Venus Embrace Cartridges, 5 Blades,
Rite Aid Gilette Cartridges | Value Pack, 6 cartridges 6 $26.99
. . . Razor . . . .
Rite Aid Gillette Cartridges Fusion Cartridges 4 cartridges if 6 $27.73
oA oA Razor Renewal Cartridge Refills, 5 Blade, for
Rite Aid Rite Aid Cartridges | Women, 4 cartridges 4 $8.99
. . . . Razor Renewal Cartridge Refills, 5 Blade, for
Rite Aid Rite Aid Cartridges | Men, with Trimmer, 4 cartridges 4 $8.49
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Razor

Rite Aid Schick Cartridges Quattro Cartridges, 4 cartridges 4 $12.49
oA . Razor Hydro 5 Cartridges, Hydrating, Aloe &
Rite Aid Schick Cartridges | Vitamin E, 4 cartridges 4 $15.99
. . Razor Quattro for Women Cartridges, Ultra
Rite Aid Schick Cartridges | Smooth, 4 cartridges 4 $14.79
oA . Razor Hydro Silk Razor Cartridges, 4
Rite Aid Schick Cartridges | cartridges 4 $19.99
oA Shaving Shave Gel, Sensitive Skin with Aloe, .
Rite Aid Edge Cream Value Size 7 0z, if100z | $4.98
o . Shaving Shave Gel, Sensitive, with Shea
Rite Aid Gillette Cream Butter 7 0z (198 ) 70z $3.99
Rite Aid Gillette 2?2;29 Hydra Gel, Ultra Sensitive 7 oz (198 g) 70z | $5.29
oA . Shaving Renewal Shave Gel, Moisturizing,
Rite Aid Rite Ad | Gream | Baby Soft with Baby Oll, 7 0z (198 g) roz | $2.59
oA oA Shaving Renewal Shave Gel, for Men,
Rite Aid Rite Aid Cream Sensitive Skin, 7 0z (198 g) oz $2.59
Shavin Skin Therapy Shave Cream,
Rite Aid Skintimate 9 Moisturizing, Sensitive Skin, 10 oz 10 oz $3.49
Cream
(283 9)
Walgreens/ Dial Body Wash Body Wash Omega Moisture Sea 16 oz $5.00 $0.32
Duane Reade Berries
Walgreens/ . Dial for Men Body Wash Fresh
Dusne Reads Dial Body Wash Reaction Alpine 160z | $5.09 $0.32
Walgreens/ i if 13.5
Duane Reade Dove Body Wash | Nourishing Body Wash o7 $5.67
Walgreens/ Dove Body Wash | Men+Care Body Wash Clean Comfort 13.50z | $4.99 $0.68
Duane Reade
Walgreens/ . . .
Duane Reade Nivea Body Wash | Body Wash Jojoba Qil & Coconut 16.90z | $5.49 $0.32
Walgreens/ . .
Duane Reade Nivea Body Wash | Men 3 in 1 Body Wash Energy 16.90z | $4.99 $0.30
Walgreens/ Dry Protection Anti-Perspirant & .
Duane Reade Degree Deodorant Deodorant Shower Clean f270z| $3.43
Walgreens/ Men Dry Protection Antiperspirant &
Duane Reade Degree Deodorant Deodorant Sport 270z | $3.29 $0.14
Walgreens/ Dove Deodorant | 9° fresh Ant!-Persplrant Deodorant t0.70z| $5.18
Duane Reade Cool Essentials
Walgreens/ Men+Care Antiperspirant &
Duane Reade Dove Deodorant Deodorant Extra Fresh 2.7 0z $4.99 $0.19
Walareens/ Mitchum for Women Advanced Gel
9 Mitchum Deodorant | Anti-Perspirant & Deodorant Powder 2250z | $3.99 $1.77
Duane Reade
Fresh
Walgreens/ : Advanced Gel Anti-Perspirant &
Duane Reade Mitchum Deodorant Deodorant Sport 2250z | $3.99 $1.77
Walgreens/ Alberto . 2 in 1 Moisturizing Shampoo +
Duane Reade |VO5 Hair Care Conditioner 1250z [ $1.99 $0.16
Walgreens/ Alberto . Mens 3-IN-1 Shampoo, Conditioner
Duane Reade |VO5 Hair Care & Body Wash Ocean Surge 1250z [ $1.29 $0.10
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Walgreens/

Aussome Volume 2-in-1 Shampoo (&

Duane Reade Aussie Hair Care Conditionen) 13.50z | $8.38 $0.31
Walgreens/ . . Men Daily Clean 2-In-1 Shampoo +
Duane Reade Aussie Hair Care Conditioner 13.50z | $3.79 $0.28
Walgreens/ Head & . Smooth & Silky 2 in 1 Dandruff
Duane Reade | Shoulders Hair Care Shampoo + Conditioner 23.70z | $8.29 $0.35
Walgreens/ Head & . Men Total Care All-in-1 Dandruff
Duane Reade | Shoulders Halr Care Shampoo + Conditioner 23.70z| $8.29 $0.35
Walareens/ Performance Series 2 in 1 Plus
9 Suave Hair Care | Shampoo & Conditioner, For All Hair if28 0z | $4.48
Duane Reade
Types
Walgreens/ . Professionals Men 2-in-1 Shampoo
Duane Reade Suave Hair Care and Conditioner 280z | $3.99 $0.49
Walgreens/ . . 7 Day Moisturizing Lotion, Extra Dry
Duane Reade Dial Lotion SKin 210z $6.79 $0.32
Walgreens/ . . Dial For Men NutriSkin Body & Hand
Duane Reade Dial Lotion Lotion Ultra Hydrating 21 oz $6.79 $0.32
Walareens/ Intensive Rescue Intensive Care
9 Vaseline Lotion Advanced Repair Non-Greasy Lotion 10 oz $4.19 $0.42
Duane Reade
Fragrance Free
Walgreens/ . . Men Healing Moisture Non-Greasy
Duane Reade Vaseline Lotion Body & Face Lotion Extra Strength 100z $4.19 $0.42
Walgreens/ | gy Razor BIC Comfort 3 Shavers for Women 4 $3.99
Duane Reade
Walgreens/ 1 g5 Razor BiC Comfort 3 Pivot Shavers 4 $3.99
Duane Reade
Walgreens/ . Venus Swirl Women's Razor Handle
Duane Reade | Giette | Razor with 2 Blade Refills 1| 81899
Walareens/ Fusion ProGlide SilverTouch Razor
9 Gillette Razor with FlexBall Handle Technology & 2 1 $13.79
Duane Reade -
Razor Blade Réfills
Wealgreens/ Schick Razor Quattro For Women Razor 1 $10.49
Duane Reade
Walgreens/ | gk Razor Quattro Titanium Razor 1 $9.99
Duane Reade
Walgreens/ . . ,
Duane Reade Studio 35 | Razor Beauty Disposable Five-Blade Razors 3 $5.99 $2.00
Welgreens/ | o o 35 | Razor Men's Disposable Five-Blade Razors 3 $5.49 | $1.83
Duane Reade
Walgreens/ | gere | ROZOT Venus Divine Cartridges 8 | $25.99
Duane Reade Cartridges 9 '
Walgreens/ . Razor .
Duane Reade Gillette Cartridges MACHS Cartridges 8 $23.99
Walgreens/ . Razor . .
Duane Reade Schick Cartridges Hydro Silk for Women Cartridges 4 $18.49 | $4.62
Walgreens/ . Razor . ,
Duane Reade Schick Cartridges Hydro 5 Cartridge Razor Refills 4 $14.99 [ $3.75
Walgreens/ . Razor Quattro For Women Razor Cartridge
Duane Reade Schick Cartridges | Réfill $14.49
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Walgreens/ . Razor o .
Duane Reade Schick Cartridges Quattro Titanium Razor Cartridges $12.99
Walgreens/ | e Shaving | gave Gel Soothing Aloe 7oz | $3.29 | $0.47
Duane Reade 9 Cream 9 ' '
Walgreens/ . Shaving Venus with a Touch of Olay, Shave
Duane Reade Gillette Cream Gel Sugarberry Bliss oz $3.49 $0.50
Walgreens/ . Shaving .
Duane Reade Gillette Cream Series Shave Gel 70z $2.89 $0.41
Walgreens/ Kiss My Shaving Moisture Shave Lavender Shea if 6 0z $7.57
Duane Reade | Face Cream
Walgreens/ Kiss My Shaving .
Duane Reade | Face Cream Natural Man Aqua 4 in 1 Shave Aqua 60z $5.99
Walgreens/ . Shaving SignatureScents Moisturizing Shave
Duane Reade Skintimate Cream Gel Raspberry Rain 7oz $3.29 $0.47
Walgreens/ . Shaving . .
Duane Reade Studio 35 Cream Dry Skin Ladies Shave Gel $3.29
Walgreens/ . Shaving . . .

Studio 35 Sensitive Skin Men's Shave Gel $3.29
Duane Reade Cream
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Senior/Home Health Care Products

Store Item Type Name (on Website) Gender | Count Price

Costco Adult Diapers Protective Underwear Women Small / Medium F 80 $42.99
Costco Adult Diapers Protective Underwear Men Small / Medium M 80 $42.99
CVS Adult Diapers Silhouette Women's Briefs Small/Medium, 56Ct F 56 $64.99
CVsS Adult Diapers Real Fit Men's Briefs Small/Medium, 56Ct M 56 $64.99
CVS Adult Diapers Woman's Reusable Incontinence Panty 2XI F $21.99
CVsS Adult Diapers Men's Reusable Incontinence Brief 2XI M $23.99
CvS Adult Diapers \é\ﬁcﬁﬂrr]]eYrg?roL:grjerwear Maximum Absorbency F 72 $45.96
cvs Adult Diapers g;/,\s/I ,'\/7|2an80 tL;lnderwear Maximum Absorbency M 70 $45.96
S e e s21.49
cvs ggggression 2%928%[;:/632&0%3 Men's Firm Medium Black M $17.99
CVS gggllzression Women's Knee Length Compression Socks F $8.99
CVS ggggression Men's Over-The-Calf Length Compression Socks M $8.99
CVsS Digestive Health | Women's Gentle Laxative Enteric Coated Tablets F $4.99
CVS Digestive Health | Gentle Laxative Tablets M $6.49
CVsS Digestive Health | Laxative Tablets For Women F $9.79
CVS Digestive Health | Laxative Tablets For Overnight Relief M $7.49
CVSs Digestive Health \(/DV%ZE:’;: Probiotic One-A-Day Vegetable F $22.99
CVS Digestive Health | Digestive Probiotic Vegetable Capsules M $22.79
CVsS Personal Urinal | Female Urinal F $7.99
CVSs Personal Urinal | Male Urinal M $5.99
cVS Slrfopeosrts and \é\fg(rjneerryihi;eathable Elastic Abdominal Support F $51.99
cvs gggcp)ezﬂs and :\r/]l.ec\'/isdtBhreV%trr:itaeble Elastic Abdominal Binder 12 M $45.99
CVsS Supports and Women's Posture Corrector White F $94.99

Braces
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CVSs

Supports and

Men's Posture Corrector White

$85.99

Braces
Kmart Digestive Health gglé(ilax Laxative Tablets For Women if 30 $8.39
Kmart Digestive Health | Dulcolax Tablets Laxative 30 Ct Box 30 $6.99
. . Dulcolax Dulcoease Pink Softgels Stool Softener
Kmart Digestive Health | /'S5 25 $6.99
Kmart Digestive Health | Dulcolax Stool Softener Liquid Gels, 25 Count 25 $6.99
. . Smart Sense Laxative, Women's, 5 Mg, Tablets,
Kmart Digestive Health | o5 o 30 $4.49
Kmart Digestive Health Smart Sense Bisa-Lax, 5 Mg, Coated Tablets, 25 if 30 $6.23
Tablets
Kmart Supports and Smart Sense Women's One Size Back Support $14.99
Braces Peg
Kmart Supports and Smart Sense Adjustable One Size Back Support $14.99
Braces Peg
Kmart Supports and Smgrt Sense Women's One Size Right Wrist $14.99
Braces Splint Peg
Kmart Supports and Smgrt Sense Adjustable One Size Right Wrist $14.99
Braces Splint Peg
Kmart Supports and Smart Sense Women's One Size Knee Support $14.99
Braces Peg
Kmart Supports and Smart Sense Adjustable Deluxe One Size Knee $14.99
Braces Support Peg
Kmart Supports and Smart Sense Women's One Size Ankle Support $11.99
Braces Peg
Kmart Supports and Smart Sense Adjustable One Size Ankle Support $10.99
Braces Peg
. . . Depend For Women Underwear, Maximum
Rite Aid Adult Diapers Absorbency, S/M, 32 Pairs 32 $19.99
. . . Depend For Men Underwear, Maximum
Rite Aid Adult Diapers Absorbency, S/M, 32 Pairs 32 $19.99
Rite Aid Adult Diapers Underwear For Women, Maximum Absorbency, 30 $16.99
32 Count
Rite Aid Adult Diapers Underwear For Men, Maximum Absorbency, 32 30 $16.99
Count
oA . Bladder Control Pads For Women, Maximum .
Rite Aid Adult Diapers Absorbency, 39 Count if 52 $15.99
Rite Aid Adult Diapers Guards For Men, Maximum Absorbency, 52 50 $11.99
Count
Rite Aid Cane Round Handle Cane (Silver, Womens) $17.99
Rite Aid Cane Round Handle Cane (Silver, Mens) $17.99
. . Compression Energizing Trouser Socks, For Women, Knee
Rite Aid Socks Highs, Mild Compression $18.99
Rite Aid Compression Restonng Dresg Socks For Men, Over The Calf, $15.49
Socks Firm Compression
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Rite Aid Pharmacy Laxative For Women, 5 Mg,

Rite Aid Digestive Health Tablets, 30 Tablets if 50 $8.32
Rite Aid Digestive Health Rite Aid Pharmacy Laxative, 5 Mg, Tablets, 50 50 $10.49
Tablets

Rite Aid Personal Urinal | Carex Female Urinal $8.99

Rite Aid Personal Urinal | Carex Male Urinal $8.99
Compression Sigvaris Women's Baby Legs Cotton

Target Socks Compression Sock 15-20 Mmhg $27.96
Compression Sigvaris Men's Casual Cotton Compression Sock

Target Socks 15-20 Mimihg $27.96
Compression Sigvaris Women's Soft Opaque Thigh High

Target Socks Compression Hosiery 20-30 Mmhg $87.96
Compression Sigvaris Men's Midtown Microfiber Thigh-Hi 20-

Target Socks 30 Mmhg $79.96

Target Compression Sigvaris Women's Soft Opaque Knee-High 20-30 $63.96
Socks Mmhg
Compression Sigvaris Men's Midtown Microfiber Knee-Hi 20-

Target Socks 30 Mmhg $63.96

Target Personal Urinal | Nova Female Urinal - White $8.95

Target Personal Urinal | Nova Male Urinal With Cover - White $9.99

Target Supports and Futuro For Her Adjustable Grey Right Hand Wrist $21.99
Braces Support

Target Supports and Futuro Reversible And Adjustable Splint Wrist $10.79
Braces Brace - 1 Count

Target Supports and Futuro For Her Adjustable Knee Support $21.99
Braces

Target Slrfc%()srts and Futuro Sport Adjustable Black Knee Support $14.99

Walgreens/ . Depend For Women Underwear, Maximum

Duane Reade Adult Diapers Absorbency, S/M - 60 Pack 60 $39.99

Walgreens/ . Depend For Men Underwear, Maximum

Duane Reade Adult Diapers Absorbency, S/M - 60 Pack 60 $39.99

Walgreens/ Adult Diapers Walgreens Protective Underwear Women's S/M 42 $21.99

Duane Reade Pink

Walgreens/ . Walgreens Protective Underwear Men's S/M

Duane Reade Adult Diapers White 42 $21.99

Walgreens/ . . .

Duane Reade Adult Diapers Tena Serenity Moderate Pads Regular if 48 $15.58

Walgreens/ . Tena Serenity Men Protective Guards, Moderate

Duane Reade Adult Diapers Absorbency 48 $13.79

Wealgreens/ | \ it Diapers | Attends Bladder Control Pads if 64 $53.32

Duane Reade

Walgreens/ Adult Diapers Attends Guards For Men Unisize 64 $49.99

Duane Reade

Walgreens/ Cane Spring Garden Collection Folding Cane Butterfly $27.99

Duane Reade
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Walgreens/

Duane Reade Cane Scotch Plaid Designer Offset Cane $25.99
Walgreens/ Lightweight Adjustable Designer Cane, Derby

Duane Reade Cane Top Beige Floral $19.99
Wealgreens/ Cane Men's Traditional Wood Cane Walnut 1-Inch $14.99
Duane Reade

Walgreens/ Compression Revitalizing Trouser Socks For Women, Moderate $21.99
Duane Reade | Socks Medium Black '
Walgreens/ Compression Revitalizing Dress Socks For Men, Model $18.99
Duane Reade | Socks 71038En Medium Black '
Walgreens/ Compression Walgreens Diabetic Crew Socks For Women $5.99
Duane Reade | Socks Sizes 6-10 Khaki ’
Walgreens/ Compression Walgreens Diabetic Crew Socks For Men Sizes $5.99
Duane Reade | Socks 7-12 Khaki '
Walgreens/ Compression Women's Trouser Style Mild (10-20Mm) Designer $19.99
Duane Reade | Socks Knit Pattern Support Socks Small '
Walgreens/ Compression Men's Dress Style Over-The-Calf Length Firm $19.99
Duane Reade | Socks (15-20 Mm) Support Socks X| '
Walgreens/ Compression - . . .

Duane Reade | Socks Fit Rite Basic Sheer Knee High Ladies Black $18.99
Walgreens/ Compression -

Duane Reade | Socks Fit Rite Dress Sock Mens Brown $18.99
Walgreens/ Compression Dr. Scholl's Moderate Support Sock For Women $18.99
Duane Reade | Socks Black '
Walgreens/ Compression Dr. Scholl's Moderate Support Sock For Men $18.99
Duane Reade | Socks Black '
Walgreens/ Compression Dr. Scholl's Firm Support Sock For Women $18.99
Duane Reade | Socks Sheer Black '
Walgreens/ Compression e

Duane Reade | Socks Dr. Scholl's Firm Support Sock For Men Black $23.99
Walgreens/ Digestive Health Dulcolax Laxative Comfort Coated Tablets For $7.99
Duane Reade Women

Wealgreens/ Digestive Health | Dulcolax Laxative Tablets $7.99
Duane Reade

Walgreens/ . . . -

Duane Reade Digestive Health | Walgreens Women's Probiotic, Capsules $15.99
Walgreens/ Digestive Health Walgreens Daily Probiotic With Digestive $15.99
Duane Reade Enzymes, Capsules

Wealgreens/ Digestive Health | Walgreens Women's Laxative Tablets (30) 30 $4.19
Duane Reade

Walgreens/ : : : .

Duane Reade Digestive Health | Walgreens Gentle Laxative Tablets ( 25) if 30 $6.94
Walgreens/ Personal Urinal | Female Urinal With Leak-Resistant Lid $19.99
Duane Reade

Walgreens/ Personal Urinal | Healthcare Autoclavable Male Urinal With Cover $14.99
Duane Reade

Walgreens/ Personal Urinal | Carex Female Urinal $11.99
Duane Reade

Walgreens/ Personal Urinal | Carex Male Urinal $9.99

Duane Reade

74




Walgreens/

Personal Urinal | Portable Female Urinal 1000Cc $9.99
Duane Reade
Walgreens/ Personal Urinal | Portable Male Urinal With Snap-On Lid $5.99
Duane Reade
Walgreens/ Supports and Abdominal Binder 9In Wide 3 Panels Unisex $38.99
Duane Reade | Braces White '
Walgreens/ Supports and Mens Breathable Abdominal Binder 9" Wide $34.99
Duane Reade | Braces White '
Walgreens/ Supports and . .
Duane Reade | Braces Rib Support For Women White $26.99
Walgreens/ Supports and . .
Duane Reade | Braces Rib Support For Men White $22.99
Walgreens/ Supports and Women's Posture Corrector $94.99
Duane Reade | Braces
Walgreens/ Supports and Men's Posture Corrector $84.99
Duane Reade | Braces
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The written testimony is submitted by Haidee Cabusora, Chief Program Officer, of The Financial Clinic
(the “Clinic”). It accompanies the oral testimony of Financial Coach Viviana Steinberg [and Alma Rojas]
before The New York City Council regarding challenges that immigrants in New York City face when
accessing mainstream financial services.

I. The Financial Clinic: Background.

After 10 years, The Financial Clinic {“the Clinic”) has demonstrated a “gold standard” model for building
financial security for working poor families. A high-performing organization with a focus on results, the
Clinic has put $44 million back in the pockets of more than 16,000 customers, supported more than 346
organizations in 21 states embed financial security actions into their program models, and successfully
launched several policy campaigns in support of working poor families.

The Clinic fulfills its mission through an ecosystem of strategies that includes direct service, capacity
building with other nonprofits and systems-level solutions and social innovations to create lasting
change. The Clinic works toward its vision of a nation where everyone is financially secure by
transforming lessons learned on the ground into large-scale, systems-level solutions and social
innovations like Change Machine that impact working poor people nationwide. Our financial coaching
and tax prep sites are located in 24 sites across New York City, including communities with substantial
immigrant populations like East New York (Brooklyn). We are a proud partner of the Department of
Consumer Affairs’ Office of Financial Empowerment and provide financial coaching and counseling
supports to residents of Central and Eastern Queens.

II. Relationship Between Financial Security & Increased Access to Financial Education and Coaching.

Despite a growing economy, millions in New York Clty live near poverty. According to the Women'’s
Center for Education and Career Advancement (WCECA)'s 2014 update of The Self-Sufficiency Standard
for New York City, 40 percent of households or 2.7 million men, women, and children struggle to make
ends meet in New York City. Historically, women, immigrants, and older adults are more likely to be in
vulnerable jobs, to be under-employed or without a job and to have limited access to and control over
economic and financial resources.

Nearly 45 percent of single African-American or Hispanic women have zero or negative net worth.
According to the Census Bureau, 1.6 million people were pushed into poverty, raising the percentage of
New Yorkers living below the official federal poverty line to 20.1 percent in 2011. Those living in poverty
are not alone. Indeed, one in four working New Yorkers has incomes that fall below a basic budget. With
little room for error, they are often forced to choose between basic necessities—food, shelter, and health
care to name a few.

Despite the growing number of working poor, assistance has often remained in silos: legal service
agencies helping families secure housing; workforce development organizations offering skills training;
and social service institutions helping workers claim the EITC. This structure made it difficult for working
poor to get comprehensive services. There was an unmet need for a set of services in which the express
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and sole purpose was to address and remedy low-income people’s finances—thus the term “financial
security-building.”

"Financial security-building" encompasses the full range of educational, coaching, and legal services
necessary to improve working poor families' financial security. Its goal is to enable, then nurture,
behavioral changes in financial habits. Moreover, its work includes more than "asset building”—although
financial goals and asset accumulation are the critical driver for customers' accomplishments
encompassing coaching, advocacy, and legal assistance supports that make financial mobility a
possibility. We believe that the City Council’s bills to increase access to financial education is a necessary
first step to improving the lives of women, immigrants, and older adults.

The need for financial security services is especially high in New York City especially for the those that we
serve:

L Fifty-six percent of the Clinic’s 2015 financial coaching customers were women. Women may be
domestic violence survivors in shelters with higher levels of financial insecurity because of
low-education levels, wage volatility, few job opportunities, identity theft crimes perpetrated by
abusers, resources that are often in the abuser's name and debt in the survivor’s, and can be
targets of predatory financial services.

(1 In the Clinic’s free tax preparation program, which serves 4,000 families per year, 3.6% of our
filers file with the Individual Taxpayer Identification Number unique to undocumented
individuals. Immigrants may work in the growing cash economy as misclassified workers:
daycare providers, waitresses, and hairdressers to name a few. As New York City’s Nanny Law
passage highlighted, many in the gray labor market are denied the same benefits of employees
(though they are usually misclassified workers) such as formal tax documents, vacation time,
overtime fee, and other employee benefits.

(O Forty-seven percent of the Clinic’s 2015 financial coaching customers were 65 years old and
above. Older women can face severe financial insecurity. They may have worked part-time jobs
or taken substantial breaks to raise households, thus curtailing traditional forms of retirement
savings through employer retirement accounts. In fact, of the 62 million wage and salaried
women (age 21 to 64) working in the United States, just 45 percent participated in a retirement
plan. They may be targeted for predatory practices like burial insurance and more likely to be
victims of identity theft. As financial management moves increasingly online, they may find it
harder to keep pace.

[1l. Financial Challenges that Women Face.

The Financial Clinic partners with a community based non-profit located in the Northwest section of the
Bronx. Financial coaching customers from this section form a diverse demographic group. Immigrants,
seniors, working-poor individuals, individuals with disabilities, and individuals from modest incomes all
visit the financial coach. Women represent a major customer demographic at that site.
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The women are more likely to be the primary individual responsible for their household’s financial health
(regardless of whether they provide the main source of income). It is not surprising, therefore, that these
customers take the lead in finding resources that will help them achieve their financial goals (especially
homeownership and small business entrepreneurship), long- and short-term financial planning, rent and
utility arrears assistance, credit building and debt reduction, consumer complaints, and public benefits
accessibility.

These customers are very motivated in securing their individual and family’s financial health. However, a
common refrain that coaches hear is that the customers had no knowledge of the resources available to
them (much less access to the resources), unless it was through a specific community outreach event or
from the word-of-mouth from friends and family. Often times, they felt they obtained access to available
consumer resources/protection much too late. This is why this bill is so important. More outreach and
education on consumer protection that primarily affect women, can only bolster serve to bolster the
financial health of many individuals and families in New York City.

Customer Example:

M Martinez, a Spanish speaker with limited English capability, attended an outreach event for senior
citizens organized by the site and hosted by an organization that offers low-income housing. Although
she was not looking for low-income housing, she decided to attend the event during her lunch hour, in
hopes of obtaining information on whether it was possible to establish a retirement account for herself.
Her husband had a 401K through his employer, and she was interested in establishing her own savings
but did not know how, since her employer did not offer any 401k plans.

During her introductory session with the financial coach, she also mentioned that she had received
multiple letters and phone calls from a debt collection agency for a debt she did not recognize. Mrs.
Martinez was planning to pay the debt through a personal loan obtained by a “sociedad” because she
feared that by not paying the creditor, her credit score would take a hit, which would halt her family’s
progress in obtaining a joint mortgage for a future home, and more importantly for her in the near
future- that her wages would be garnished.

Although there are great consumer and financial products and protections in place, many individuals do
not know about retirement programs like myRA or Roth IRAs, or their consumer rights regarding debt
collection under Federal and New York State law.

o Proposed Int. No. 1085-A will focus on the unique need of low-income women to access
high-quality financial education that gives them meaningful information on how to build
long-term savings and credit files. Dedicated resources are especially important for women who
are disproportionately employed in areas and sectors where easier access to long-term
asset-building vehicles are not commonly offered.



IV. Financial Challenges that Older Adults Face.

The Financial Clinic also partners with various CBOs throughout New York City to offer free financial
coaching. Some CBOs provide coordinated access to resources that individuals need. These resources
include assistance with enroliment in government programs like public benefits and Supplemental
Nutrition Assistance Program (SNAP) benefits, along with health insurance enrollment. The Clinic’s
financial coaches serve many senior citizen customers.

Customer Story:

S Phillips is a senior homeowner living in Brookiyn who is at risk of foreclosing on her home of 20+ years.
She is currently unable to pay her mortgage and high property taxes due to an increase in her medical
bills. She has recently received a constant stream of calls from a reverse-mortgage provider. Based on the
scant information and the pressure from the reverse-mortgage lender, and the pressure of seeing her
bills piling up, she is considering a reverse-mortgage in an attempt to stave off foreclosure. Ms. Phillips is
unaware that she qualifies for the STAR and Enhanced STAR property tax exemption program in New York
City. She is also unaware of what a reverse-mortgage entails.

Customer Story:

R Smith is a retired Veteran living in Brooklyn. He normally visits the Veterans Hospital for all his medical
needs, but he recently visited a local hospital in his borough. It was at the local hospital that he
discovered that someone had stolen his identity. The attendants at the hospital informed him that he
already had an open medical file and payment account with the hospital. Although Mr. Smith told them
that he had never visited the particular hospital, he needed to provide his Veteran’s Hospital
pharmaceutical records to the local hospital to confirm his identity and hospital records. Mr. Smith is
unsure of how to resolve the identity theft that occurred. He is also concerned that someone might have
opened credit accounts in his name.

Proposed Int. No. 1086-A will help address the unique issues that senior citizens face including identity
theft and/or fraudulent use of existing credit cards, low or non-existent credit scores (because they have
no open lines of credit), the garnishment of their social security benefits, sharp rent increases (because
they are unaware that they may qualify for SCRIE or DRIE), and homeownership issues (including, but not
limited to: foreclosure, high property taxes, reverse-mortgage products).

lIl. Financial Challenges that Immigrants Face.

The Clinic works with a a non-profit organization dedicated to help the Latino and working class
community to provide financial coaching. They provide their services in the five boroughs, through civil
right campaigns, health care assistance, housing rights advocacy, immigration legal assistance, adult
education programs, LGBT counseling and many more. The majority of individuals served by Make the
Road are Latino and most of them undocumented.



The sites is one of the Clinic’s busiest, demonstrating that both documented and undocumented Latino
immigrants are in need of these financial education services as well as interested in receiving these
services. They face the challenges of operating in a financial work without legal status along with a more
complex banking and reporting system than their home countries. The lack of information around
financial issues causes many misconceptions and anxiety in the population about getting banked and
having a credit record. This anxiety is also present in the concerns of being recognized as undocumented
and therefore getting in trouble with the immigration authorities. These worries are also connected with
a lower rate of filing their taxes every year. Some other issues like being unable to pursue a career and
stay in at a minimum salary job, only contributes to circle of poverty increase from generation to
generation. The majority of this population, do not know that they can have financial goals for a brighter
future and a better future for their kids.

Undocumented individuals are especially vulnerable at tax time since tax preparers can charge them for
ITIN applications without giving them the full information on how to successfully navigate the
complicated identifying document requirements of the process. Many filers must repeat the process,
even after they have paid significant fees for the original application. In addition, since undocumented
filers may be working “off the books” or in cash industries, tax preparers may not properly document
their self-employed income or alert filers of the potential of audits that may come after the end of the
tax season.

e Customer lllustration:

R Vazquez, is an undocumented immigrant from Mexico. He first met with a financial coach in October
of last year to ask if it was possible for an undocumented person to create a credit score. He told his
financial coach his story about being a victim of wage theft: Recently arrived from his country and with
no money, Mr. Vazquez decided to take a job where a group of 15 people would wait to be called to do
home grocery delivery. He was told by his supervisor that he would work without a salary for 12 hours a
day but would be able to keep all the tips he received. Mr. Vazquez was repeatedly threatened to be
reported to immigration if they had any complaints or asked any information on his rights. He worked at
the supermarket for 4 years, until 2014, when eight of his 15 coworkers decided to sue the company.
According to the legal information, he lost around $64,000 in wages. The legal battle for his lost wages is
stifl in court.

e Proposed Int. No. 1087-A is an important step in reducing the marginalization immigrants face
when trying to manage their finances. By offering them access to better financial education that
combats myths, lets them understand their rights, and limits the reach of predatory financial
practices, immigrants will have a greater chance of integrating into their communities quicker
and more efficiently.



VIil. Conclusion.

The most effective financial education tools address consumers’ immediate needs and also put them on
the path to financial security and eventually, financial mobility. Effective financial literacy and educational
materials must propose manageable action steps that consumers can engage in while overcoming
personal and systemic obstacles as they progress on their path toward financial security. Women, oider
adults, and immigrants all face financial security challenges. Whether it is access to better paying jobs,
mainstream financial products, or safe, high-quality financial education, each is vulnerable to at best,
misinformation, and at worst, exploitation.

Submitted by,

Haidee Cabusora

Chief Program Officer

The Financial Clinic

115 West 30th Street, Suite 700
New York, New York 10001
646.810.4050x 110
www.thefinancialclinic.org
hcabusora@thefinancialclinic.org
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On behalf of the New York Immigration Coalition (NYIC) we commend the City Council
on its proposals to educate and outreach to our immigrant communities on issue
relating to consumer fraud. Immigrant communities are particularly vulnerable to such
scams. Language barriers, fear of law enforcement, and a general desire to legalize
their status in the United States all contribute to immigrants being easy targets for
those who seek to take advantage of these worries.

In the current political climate, immigrants are even less likely to come forward and
avail themselves of programs intended to help them be more fully engaged in the City’s
economic and civic life. Expansive anti-immigrant rhetoric from political candidates,
high-profile enforcement actions against Central American refugees, and the continued
stalemate over President Obama’s administrative relief programs have our communities
more convinced than ever that they will not be able to find help to redress harm, even if
they should proactively seek it out.

Over the years, the NYIC has worked with many partners to overcome some of these
challenges. In 2013, the NYIC created the Protecting Immigrant New Yorkers Task
Force, the first of its kind in the country to include community based organizations as
well as law enforcement agencies and federal, state, and city government offices to
tackle the problem of immigrant services fraud in an innovative, collaborative way. The
PINY Task Force meets monthly and together has made several significant changes to
how Immigrant Services Fraud is handled in New York State.

Through the work of the PINY Task Force New Yorkers now have one number to call -
that of the New York State New American Hotline - to file complaints against fraudulent
providers. Those complaints then go to all the different law enforcement offices who
might have jurisdiction over the provider, including the New York State Attorney
General, five District Attorneys, and the New York City Department of Consumer
Affairs. Each complaint is also uploaded into the Federal Trade Commission’s (FTC)
Consumer Sentinel Database, which is available to all law enforcement offices around
the country. In addition to the hotline, the PINY Task Force has also developed
common language for outreach and educational materials as well as consumer alerts.
Earlier this year the Task Force released a Resource Guide for law enforcement,
government, and advocates in order to encourage localities around the state to take on
this work.



The NYIC has also worked closely with both State and City elected officials to pass
legislation protecting immigrants from immigration services fraud. In 2014 the NYIC led
a coalition of groups that worked with Assembly Member Crespo and Governor Cuomo
to pass one of the strongest pieces of legislation around the country protecting
immigrants from fraudulent providers. In 2014 and 2015 we also worked closely with
Councilmember Dromm to introduce a similar bill, Intro. 746, which we hope will soon
be scheduled for a hearing.

Through this work, we have learned that one of the most invaluable tools to combat
immigration services fraud, or any type of fraud to immigrant communities, is consumer
education in appropriate linguistic and cultural settings. Materials such as US
Citizenship and Immigration Services “The Wrong Help Can Hurt” pamphlets as well as
the FTC’s Fotonovela on notario fraud have had a tremendous impact. Federal
agencies, however, can only address large-scale problems. This is why we believe it is
critical that city government agencies be visible to communities on these issues, so as
to work to complement the large-scale investigations and prosecutions of their federal
counterparts, and to show immigrant communities that there are local resources
available to them.
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Good morning, and thank you for the opportunity to testify today. My name is
Ahsia Badi, Policy Associate for the New York Academy of Medicine (The
Academy).

Established in 1847, The Academy continues to address the health chalienges
facing New York City and the world’s rapidly growing urban populations. We
accomplish this through our Institute for Urban Health, home of interdisciplinary
research, evaluation, policy and program initiatives; our world class historical
medical library and its public programming in history, the humanities and the
arts; and our Fellows program, a network of more than 2,000 experts elected by
their peers from across the professions affecting health. Our current priorities

are healthy aging, disease prevention, and eliminating health disparities.

Since 2007, The Academy has served as the Secretariat for Age-friendly NYC, a
partnership with the New York City Council and the Office of the Mayor, which
works to maximize the social, physical, and economic participation of older
people in their communities. In this capacity, we staff the Age-friendly NYC
Commission, appointed by the Mayor, and the Age-friendly NYC Working Group
on Public Safety. The Academy also serves as the World Health Organization’s

Collaborating Center on Aging, Urbanization, and Globalization and is a

INSTITUTE FOR URBAN HEALTH
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founding member of the New York City Advisory Alliance to the World Economic
Forum’s Global Agenda Council on Aging.

We applaud the City Council's commitment to addressing the issue of financial
exploitation of older adults through Int. No 1086. Socioeconomic conditions
strongly influence overall health and active aging.! Older people who are
financially secure help to decrease reliance on social insurance programs and
drive economic growth through increased consumer spending that results in job
creation. However, financial exploitation significantly threatens the wellbeing of

older people in New York City, especially those who are on a fixed income.

Financial literacy declines with advancing age, and as a result, older people are
at a higher risk of experiencing incidents of fraud and abuse than the general
population.? According to the New York State Elder Abuse Prevalence Study of
a representative sample of over 4,000 older people or their proxies, 41 of 1,000
people aged 60 and over reporfed major‘financial exploitation over the previous
year.® People with dementia, which constitute a growing population of older New
Yorkers, are particularly at risk due to associated cognitive impairment.* Among
people without dementia, there is new evidence that psychological vulnerability,
specifically depression, is a significant predictor of fraud.®> Depression is less
likely to be diagnosed and treated in older people who underutilize mental health

services® and may be more socially isolated.

In partnership with the Department for the Aging (DFTA), the Department of

Consumer Affairs can help to prevent financial abuse by educating older people
on how to identify signs of fraud and make more informed financial decisions. In
addition to posting the materials to both agencies’ websites, DFTA’s network of

senior centers and NORCs can help to reach participants and residents.

The New York Academy of Medicine
1216 Fifth Avenue | New York, NY 10029
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However, the majority of older people in New York City do not attend senior
centers or live in NORCs, and while technology usage is certainly increasing
among older people, there are disparities in access and utilization by race, age,
income, and education.” People aged 75 and older, as well as people of color
with lower levels of education and lower annual incomes are less likely to be

online.”

Therefore, while The Academy supports this bill, we recommend conducting
additional outreach in venues that do not exclusively serve seniors, such as: The
City’s libraries, arts and cultural institutions, public housing, health care facilities,
and contracted social service providers, as well as partnering with the private
and nonprofit sectors, including faith-based organizations, to reach the widest
possible audience. In addition, the Academy recommends the use of evidence-
based, culturally competent elder abuse screenings within Financial
Empowerment Centers and a more concerted marketing of Financial
Empowerment Center resources, such as free checking accounts and financial
counseling, to older people. In summary, we believe that more widespread
dissemination, coupled with the integration of elder abuse screening and
education within existing financial counseling programs, will help to reach the
majority of older people who are not connected to formal support systems such

as senior centers and NORCs.

The New York Academy of Medicine is pleased to serve as a resource to the
Council in advancing the financial security of older people through Age-friendly
NYC, our research and analysis capacities, and the rest of our programs and

services.

The New York Academy of Medicine
1216 Fifth Avenue | New York, NY 10029
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New York City Council
Committee on Consumer Affairs
The Honorable, Chair Rafael Espinal, Jr., Chair
Hearing on Intro. 1086-A

LiveOn NY thanks Committee Chair Espinal, Jr. for holding a hearing on this issue. LiveOn NY
also thanks Council Member Deutsch and cosponsors of Intro. 1086-A.

LiveOn NY respectfully submits the following testimony on Intro. 1086-A.
Background on Medicare Fraud

Medicare fraud and abuse is a critical problem facing New Yorkers and costing the state. We
applaud City Council for recognizing this issue and taking steps to address it.

Overall Medicare expenditures were nearly $600 billion in the year 2012, and are expected to
rise significantly as the baby boomer population ages. In 2014, it was estimated that Medicare
loses approximately $60 billion annually due to Medicare errors, fraud, and abuse, though the
exact figure is impossible to measure. This loss affects not only the federal government, but
Medicare beneficiaries as well, resulting in higher out-of-pocket expenses. Additionally,
Medicare numbers are for life, as they are a person's social security number; therefore, once
stolen, a beneficiary's Medicare number is considered "compromised” and can affect them
forever.

Senior Medicare Patrol (SMP)

The Senior Medicare Patrol (SMP) program model is based on education and prevention. SMPs
are grant projects funded by the U.S. Administration for Community Living (ACL). Every three
years, ACL issues a new request for proposals for the SMP program and then competitively
awards grants to a selected project in each of the 50 states, the District of Columbia, Guam, and
Puerto Rico. The chosen SMP project becomes the designated contact in that state to conduct
outreach and education, receive complaints and engage volunteers. LiveOn NY was proud to
selected as the SMP for New York State and is currently performing these duties. The NY SMP
through LiveOn NY can be contacted at 877-678-4697. A brochure on SMP is attached to this
testimony.

The SMP is modeled around recruiting and actively engaging senior volunteers to promote peer
counseling, education, and assistance. This provides seniors opportunities to not only educate
themselves on Medicare issues, but also to get involved and give back to their community.
SMPs encourage and educate Medicare beneficiaries to scrutinize their Medicare Summary
Notices (MSNs) each quarter to look for any discrepancies in services and billing. In this way,
SMPs are able to empower beneficiaries to reduce healthcare errors, abuse, and fraud.

Although beneficiaries themselves can report suspicious activity directly to the Office of the
Inspector General or through 1-800-Medicare, some prefer to contact their state's SMP to report
on their behalf. The NY SMP through LiveOn NY can be contacted at 877-678-4697.
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Background on Financial Exploitation

Just this week on World Elder Abuse Awareness Day June 15, 2016, the New York State Office
of Children & Family Services (OCFS) released a groundbreaking study title The New York State
Cost of Financial Exploitation Study to quantify how much financial exploitation is costing
victims, the government and service providers in New York state. The study quantified 1) cost
of funds and other property stolen; 2) costs incurred by the agencies and districts as a result of
the financial exploitation (such as APS, law enforcement, etc.); and 3) costs incurred in
providing new government benefits and services for the victim as a result of the exploitation.
The majority of the cases were older adults.

The findings are that financial exploitation of adults results in an estimated $1.5 billion in
annual costs to NY. This is staggering and shatters previous estimates. These cases are
notoriously also difficult to pursue, and recovery of funds is difficult. To give some additional
perspective, the common report often referenced when estimating the cost of about financial
exploitation is a 2008 MetL.ife study that estimated the cost of these crimes at $2.9 billion
nationally.

Further, the 2011 Under the Radar: New York State Elder Abuse Prevalence Study found that
over 260,000 of older adults in the state of New York experienced some form of abuse in the
year prior to the study. Further, 9%, or 120,000, older New York City residents are suffering
from some form of abuse. Only 1 out of 24 overall cases are reported to law enforcement, APS,
medical or social services and that number rises to 1 out of 44 when the case involves financial
elder abuse. The obvious question is what happens to all the other 43 older adults whose cases
go unreported?

LiveOn NY again commends City Council for taking steps to address this issue.

LiveOn NY NYC Elder Abuse Roadmap Process

In late 2015, LiveOn NY convened over 50 thought leaders and key stakeholders for a two-part
facilitated discussion with the goal of localizing the issue of elder abuse and building broad
based consensus for practical, attainable goals and policies in New York City.

Participants included leaders from multiple disciplines including government, law enforcement,
legal community, direct and social services, foundations, domestic violence, financial industry,
healthcare and others. Participants engaged in an energetic and synergistic exchange of ideas,
and identified key challenges and recommendations to address specific issues relating to elder
abuse, including financial exploitation. LiveOn NY will be releasing the Roadmap Report in the
coming months, and will look forward to sharing that information with City Council as we hope
to provide concrete action steps to address issues such as financial exploitation and fraud.

Recommendations re: Intro. 1086-A

Based on the startling statistics noted above, LiveOn NY supports the general spirit of the Intro.
1086-A, but feels it needs some changes to in order to most effectively address these issues.
LiveOn NY urges City Council to examine and address the following concerns:
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e The term "outreach and education efforts™ is vague. While we agree with providing
flexibility for such a program, we would like to better understand what types of outreach
and education efforts are intended, and whether this includes printed materials, social
media campaigns and educational events.

e The bill requires that senior centers and NORCs make the materials available. However,
it is unclear how the materials will be provided to them, if at all. It requires materials to
be posted on the Department of Consumer affairs website, but as written, there is no
requirement for the City to print the materials. The materials should be is printed and
accessible to seniors so that it reaches a wide audience. Printing must be at no cost to
the senior centers and NORCs. The city should print the materials in a clear, concise
format, while also pointing consumers to the web site and provide those materials to
DFTA to disseminate to the senior centers and NORCS.

e Any materials and information must include contact information for places to report
fraud, including LiveOn NY’s SMP hotline at 877-678-4697 and links to the SMP
resource page at http://www.smpresource.org/

e As part of the dissemination plan, the city must also include outreach to include
homebound seniors who do not visit senior centers or live in a NORC. Because these
seniors are homebound, it is vital to provide them this information.

e The city needs to design a dissemination plan outlining a process for development,
funding and printing of the materials. This plan must clearly indicate that the city must
be responsible for the cost of printing. It is unrealistic to place the cost on the already
underfunded senior centers and NORCS.

e LiveOn NY commends sponsors for requiring that the information be available in
multiple languages.

¢ In addition to senior centers and NORCs, the city should consider reaching out to senior
housing buildings.

LiveOn NY thanks City Council for the opportunity to testify on this initiative aimed at
protecting New York’s older adults and residents.

About LiveOn NY: LiveOn NY is dedicated to making New York a better place to age.
Founded in 1979, with a membership base of more than 100 organizations ranging from
individual community-based centers to large multi-service organizations, LiveOn NY is
recognized as a leader in aging. LiveOn NY’s membership serves over 300,000 older New
Yorkers annually and is comprised of organizations providing an array of community based
services including elder abuse prevention and victims’ services, case management for
homebound seniors, multi-service senior centers, congregate and home-delivered meals,
affordable senior housing with services, transportation, NORCs and other services intended to
support older New Yorkers. LiveOn NY connects resources, advocates for positive change, and
builds, supports and fosters innovation. Our goal is to help all New Yorkers age with confidence,
grace and vitality.
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Empowaering Seniors To

e il Eoevdd : Prevent Healthcare Fraud
Making New York a better place to age

ARE YOU CONCERNED ABOUT AN ERROR OR
POTENTIAL FRAUD? CALL 1-877-678-4697

LiveOn NY is now the New York Senior Medicare Patrol. SMP is part of a nationwide, grassroots education
and assistance program working to empower seniors and caregivers to protect personal information and
Medicare benefits by learning to detect mistakes or potential fraud in Medicare payments. You can report
suspected problems to SMP. LiveOn NY staff and trained volunteers work to correct errors and report
abuse of the Medicare system to government authorities.

New York Senior Medicare Patrol advises you to Protect, Detect, and Report...

Protect your personal information to shield yourself from identity theft and financial scams. Guard your
Medicare card and Social Security card just like your checkbook and credit cards. Don’t carry them with
you unless you expect to need them that day. Identity theft can lead to Medicare fraud.

Detect mistakes or potential fraud in Medicare payments by tracking your medical services in a Personal
Health Care Journal and look for:

¢ Something billed twice
¢ Aservice you did not receive
¢ A medical provider you didn't see or wasn't involved in your care

Most Medicare audits are done after payment is made to the medical provider. By reading your Medicare
Summary Notice you are in the best position to identify and report errors early.

Report by asking your doctor, clinic or hospital to explain the Medicare payment showing on your Medicare
Summary Notice. Don't be shy to ask; you pay for your Medicare coverage and you want the payments to be
right! If you aren’t satisfied with the assistance you receive, contact the SMP hotline at 1-877-678-4697.

1-877-678-4697

This project was funded by grant number 90MP0228-01-00 by the US Administration for Community Living
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