A “Land Buy Back” Financial and Predatory Practices Awareness Campaign 

The Blackfeet Tribe’s 
“Piikani Money – Just Don’t Blow It” Campaign


I. CAMPAIGN OVERVIEW
_____________________________________________________________________________________
The Native American Community Development Corporation (NACDC), a certified community development financial institution (CDFI) located in Browning, Montana on the Blackfeet Reservation, on behalf of a coalition of more than a dozen and a half organizations, institutions and Blackfeet tribal agencies, has developed and is implementing a comprehensive, multi-media outreach campaign to provide urgently needed information about financial and predatory practices to landowners who will be receiving offers and potential payments pursuant to the federal Land Buy-Back Program in late 2016.  This campaign will serve as a demonstration project.  A comprehensive evaluation of the project will help inform best practices that could be replicated by other tribes participating in the Land Buy-Back program or for other similar settlement events, and to inform best practices for addressing financial education needs in Indian Country more broadly.

II. THE ISSUE
_____________________________________________________________________________________
Experiences shared from tribes in Montana and across the Great Plains that have already participated in the Land Buy Back program raise concerns that efforts to provide financial education for payment recipients are not reaching or engaging the majority of such individuals who, as a result, are not receiving critical information about financial opportunities and predatory practices. Thus, in many instances, the potential for significant economic benefits to individuals, their families and communities is not being realized and in fact, some payment recipients are worse off as a result of loss of lease income and public benefits, falling victim to predatory sellers of goods, financial abuse, poor investment choices, and/or lack of financial readiness.

III. CAMPAIGN PARTICIPANTS
_____________________________________________________________________________________
This proposal is a collaborative, community driven initiative of many organizations, institutions and agencies seeking to support trust landowners who will be or are considering accepting land buy back offers.  NACDC will serve as the coordinating organization. Other participating organizations include but are not limited to:

	Blackfeet Land Buy Back Office
	Blackfeet Land Department

	Blackfeet Manpower
	Blackfeet Eagle Shield Senior Center

	Blackfeet Housing Authority
	Blackfeet Tribal Credit

	Blackfeet Revenue Department
	Native American Bank

	Blackfeet Law Enforcement
	Blackfeet Community College

	Blackfeet State Office of Public Assistance
	Native American Development Corporation

	Montana Bankers Association
	First Interstate Bank

	Wells Fargo 
	EverFi™

	Federal Reserve Bank of Minneapolis’ Center for Indian Country Development and the Helena Branch
	Montana Financial Education Coalition





IV. BACKGROUND
_____________________________________________________________________________________
The Land Buy-Back Program for Tribal Nations implements the land consolidation component of the Cobell Settlement, which provided $1.9 billion to purchase fractional interests in trust or restricted land from willing sellers at fair market value. Consolidated interests are immediately restored to tribal trust ownership for uses benefiting the reservation community and tribal members.  In its 2015 Status Report on the Land Buy-Back Program for Tribal Nations, the U.S. Department of Interior highlights many accomplishments in the first two fiscal years of the program’s purchasing activity. Over $700 million has been paid to landowners, or nearly half of total money available under the program, and 1.5 million acres of land have been re-acquired. Many individuals bought new homes and several tribes realized important development objectives. In addition, the Cobell Education Scholarship Fund has received nearly $30 million, which in turn has already assisted students representing more than 80 tribal nations at 175 different academic institutions. 

While these are impressive achievements, nonetheless, questions have arisen regarding whether recipients of land buy-back offers are well informed about the offers, the implications of selling, and use of the proceeds.  Members of the work group directly know or have heard of many distressing accounts from tribal and community leaders on reservations in Montana that participated in the first two years of buy-back activity. Typically, these anecdotes involved sellers who did not understand that they would no longer receive annual lease income or public benefits, many of whom are unbanked or under-banked, and who were not provided or able to readily access counseling or other information in a manner or medium that they could understand or were comfortable participating in about avoiding predatory sellers of goods, recognizing and avoiding financial abuse, or options for effectively managing their sale proceeds. While this information has been anecdotal only,[footnoteRef:1] the concerns are hard to ignore, and mirror Indian Country’s experience with earlier Cobell and Keepseagle settlement payments which demonstrated a lack of financial readiness of many recipients to effectively manage “sudden money.” [footnoteRef:2] [1:  Anecdotes shared included several distressing and common predatory practices occurring on reservations in the Great Plains and Rock Mountain regions, particularly at the time large settlement and other payments are being made to tribal members.  One is the common occurrence of temporary used car lots being set up adjacent to reservations at the time buy back payments were being dispersed, selling low quality vehicles for cash at rates greatly exceeding local market rates for similar quality vehicles.  Stories of temporary cell phone carriers setting up shop on or near reservations selling service contracts and phones at predatory rates have also been shared.  Stories of elder financial abuse have also arisen. One particular incident involved an elderly lady who received a check for $80,000 on a Friday afternoon.  She was unbanked, and under pressure from family members, took her check to a check casher, where she paid a fee of $13,000 to cash it.  The remaining funds were dispersed to family members. Numerous other similar stories have been shared in Montana as well as through contacts in South and North Dakota. 
]  [2:  “Sudden money” is a term coined by Susan Bradley, founder of the Sudden Money®Institute. Sudden money may include the receipt of a large insurance payment, an inheritance, a major career change, winnings from a lottery, a major career change, or the like, which often have significant psychological, physical and social impacts on the “money” recipients.] 

On the Blackfeet Reservation, it is estimated that approximately 7,000 landowners will receive buy back offers in late 2016 for up to an estimated and aggregated $103,710,000 pursuant to a cooperative agreement between the U.S. Department of the Interior and the Blackfeet Nation. The Blackfeet Nation is the last of six reservations in Montana to participate in the program. [footnoteRef:3]  Nationally, a little fewer than half of all buy back offers have been accepted. Assuming the same rate of acceptance on the Blackfeet Reservation, it can be expected that approximately 3,000 to 3,500 landowners may accept offers and receive payments. The majority of offerees reside on the Blackfeet Reservation. [3:  Since October 2014, a total of $281,501,946 has been paid out to 10,084 tribal members in Montana, with an average payment of $27,916, on the Crow, Flathead, Northern Cheyenne, Fort Peck, and Fort Belknap reservations. Table 3, Land Buy Back Status Report, November 20, 2014.] 

In its early planning, the work group discussed experiences to date with the buyback program on other Montana reservations, and the types of outreach that were conducted on other reservations as part of the buy back program rollout.[footnoteRef:4]  Most importantly, outreach needs that have gone unmet were discussed as well as the lack of effective and diverse financial education resources provided to those tribes to support the program, the consequences of being unbanked and the challenges to becoming and staying banked, and lessons subsequently learned.   [4:  See, for example, an article posted on the First Nations Development Institute website regarding a workshop provided on the Crow reservation. http://indiangiver.firstnations.org/tag/land-buy-back/.  Within Crow Tribe, 4,103 unique individuals received buy back offers.  Of these, 2,520 individuals had offers approved for payments totaling $130,477,269.  While the group agrees that the workshop provided by FNDI was more than likely of great value to the participants, less than 10% of payment recipients participated. Table 3, Land Buy Back Status Report, November 20, 2014.] 

The group also discussed financial education curricula and materials currently available, including those developed for the buyback program.[footnoteRef:5] The group acknowledged that curricula, such as FNDI’s Financial Skills workshop, provide very important and long-term value to attendees. However, for many potential buy back participants, and likely even a majority, such curricula and other resources tend to be overly comprehensive, confusing, intimidating, not easily accessible because of the remote location of many payment recipients and/or lack of access to the internet, and thus do not attract a participation rate or utilization that nears the number of potential payment recipients.[footnoteRef:6] Given the rough estimate of 3,000 to 3,500 individuals who may accept buy back offers out of approximately 7,000 offers to be made to landowners on the Blackfeet reservation, the group agreed that what is needed in the near term is a supplemental awareness campaign that will provide brief bytes of financial and predatory practices information, provided via easy-to-use or easy-to-access resources in a variety of delivery mechanisms, widely dispersed and highly visible throughout all communities on the Blackfeet Reservation, and culturally tailored. The campaign will also serve as a model for other Native American communities that will be participating in the buy back or similar settlement or windfall events in the future. [5:  See, for example, FINRA’s Investor Alert at https://www.finra.org/investors/alerts/new-money-indian-country. ]  [6:  The working group agrees that long term goals of increasing the financial capability of tribal members is very important for sustainable, personal economic health, and efforts to provide comprehensive financial education, such as provided by NACDC, should continue to be supported. This proposal, instead, addresses a gap – the more immediate information needs of what the working group believes will be the majority of payment recipients who will not likely participate in financial education classes in the near term to learn how to effectively manage the payments they will be receiving and to avoid becoming victims of predatory sellers of goods and/or financial abuse. ] 


V. CAMPAIGN DESCRIPTION
_____________________________________________________________________________________
The campaign is intended to supplement existing programs and/or curricula, and to reach a majority of potential payment recipients with easy-to-digest, broadly disseminated “sound bytes” of information. The goal is to saturate the communities on the Blackfeet Reservation through a variety of media with slogans, catch phrases, and other communications on key topics, as well as information on where to access resources and assistance. The objective is to create widespread awareness throughout the community of the opportunities as well as pitfalls and abuses individuals may face upon receipt of large land buy back payments, to improve their financial readiness, and positively impact the behaviors of individuals receiving such payments.

1. Campaign Title:  “Piikani Money – Just Don’t Blow It! Campaign” [footnoteRef:7].   [7:  Piikani (alt. Piegan) is one of the three tribes that make up the Blackfeet Confederacy. See http://blackfeetnation.com/our-culture.
] 


2. Campaign Delivery Channels for disseminating core messages:

· Poster campaign for core messages, with posters dispersed widely in all reservation communities.  In addition to slogans for the core messages, the posters will include contact information, including phone numbers and/or websites for recipients to call or visit for financial, land buy back, benefits or other information.[footnoteRef:8] [8:  Distribution channels for resource brochures and for poster display will include, but not be limited to, Tribal departments (including Manpower, Early Childhood Center, Environmental Office, Social Services , Housing Authority, Land Department, TERO Office, Personnel Department, Tribal Council,  Social Services,  etc.), Glacier Peaks Casino and Hotel, Blackfeet Community College, schools in the communities, the hospital and Wellness Center, Holiday Inn, gas stations, cafés and restaurants, Glacier Family Foods and IGA,  local businesses, and windshields on cars parked at events, stores, or the Casino. 
] 

· Billboards for displaying core message slogans and contact information.
· Tri-fold resource brochure with contact information for core message topics for inclusion in a broad mailing to all buy back offerees, and for distribution through multiple organizations and other channels. 
· Public service announcements through local television and radio stations, and newspapers. PSAs will be developed and provided to local media, and made available to share in meetings and at events. Created in both Piikani (Blackfeet) and English. PSAs will utilize children, Blackfeet role models (i.e., athletes, military veterans), and honored elders.  
· Social media blitz through dedicated Facebook page, Twitter account, texting campaign (“pass it on”), YouTube (utilizing local talent), and website.
· Workshops and outreach meetings, to be held in the evenings with a meal served to attendees, will be developed and offered collaboratively in all of the reservation communities by multiple campaign partner organizations on the following topics:
1. Financial Awareness and Banking Fundamentals
2. Impact of LBB Payments on Public Benefits, Federal Financial Aid 
3. Recognizing and Preventing Elder Financial Abuse
4. Homeownership
5. Financially Savvy Youth
· Community events, such as high school sports events, Veterans Day events, and events hosted by and at Blackfeet Community College, will serve as channels for distribution of campaign materials, announcements, updates, etc. 

3. Campaign Core Messages:

The workgroup identified the following eight core messages that the campaign will address through a variety of media. Slogans have been developed for each topic that will be widely used in all campaign events, media and channels.  

· Avoid falling victim to financial fraud, scams, and predatory sellers of goods. Reports have been shared about temporary car lots setting up on the outskirts of reservations, even along the shoulders of highways, during periods when tribal members are scheduled to receive payments, such as Cobell and Keepseagle settlement payments, and more recently with land buy back payments.  It has been reported that these dealers have inventories of used, substandard vehicles that are being sold for highly inflated prices. Similarly, used furniture dealers have set up temporary, outdoor lots in parking lots or again, even along highways, selling substandard goods at inflated prices. Another common practice that has been reported is cell phone carriers setting up temporary shop, and selling cell phone contracts, again at highly inflated prices. In addition, recipients of large payments are often targeted by financial fraudsters offering “too good to be true” investment opportunities. The campaign will create awareness about such practices to help payment recipients avoid being victimized.
DON’T BE A VICTIM.
Beware of scams and frauds.
Do your research.
JUST DON’T BLOW IT.

Potential partners:  Local off-rez Chambers of Commerce, Blackfeet Revenue Department, Blackfeet Chamber of Commerce.
NACDC will schedule meetings with local chambers in a number of communities near the reservation to discuss the problem of unlicensed businesses or individuals setting up temporary “shop” off the highways or in abandoned parking lots, and to seek the assistance of local businesses and possibly local governments to address this issue. The group will also meet with Blackfeet Revenue Department which oversees business licensing to seek their assistance with monitoring such possible occurrences on the reservation, and enforcing compliance. 

Delivery channel/media:  Poster campaign, PSA , social media, agenda item in community LBB outreach meetings.

· Prevent elder financial abuse.  Numerous accounts have been shared about immediate and extended family members and others pressuring payment recipients, especially elders, to cash large payment checks and disperse the proceeds to them in a manner and for purposes that constitute elder abuse. The campaign will create awareness about such practices and encourage payment recipients and/or those providing positive care for them, as well as financial institutions, to be on alert in order to help payment recipients from falling prey to such pressures.
FINANCIAL EXPLOITATION IS ABUSE.
Respect our Elders.  It’s tradition.
JUST DON’T BLOW IT.

Potential Partners: Blackfeet Manpower, Blackfeet State Office of Public Assistance, Blackfeet Eagle Shield Senior Center, AARP

Delivery Channel/Media:  Poster campaign, PSAs , social media, agenda item in community LBB outreach meetings, outreach meetings at Blackfeet Eagle Shield Senior Center.

· Purchase a home.  Housing conditions on Montana’s reservations, including the Blackfeet Reservation, are in dire need of being addressed. Much of the current housing stock is outdated, and overcrowding is common.  Homeownership is encouraged when possible and desired. The campaign will encourage land buy back payment recipients who desire, but not have previously had the means, to pursue opportunities for home ownership.

A PERMANENT LODGE PROVIDES STABILITY.
Consider Homeownership.
JUST DON’T BLOW IT.

Potential Partners:  Blackfeet Housing Authority, NACDC, ENG Lending, Neighborworks Montana 

Delivery Channel/Media:  Poster campaign, PSAs, social media, agenda item in community LBB outreach meetings.

· Start or expand a business or agricultural operation. Small business development and entrepreneurship, including agricultural businesses, provide opportunities for tribal members to augment incomes and expand personal and community economic opportunities and growth.  However, lack of access to capital for business start-up or expansion is an ongoing challenge for entrepreneurs and for developing this sector of the reservation’s economy. The campaign will raise awareness about opportunities for land buy back payment recipients who so desire to establish or expand their own businesses or agricultural operations.

CONTRIBUTE TO OUR ECONOMY AND PROSPER.
Start a Business.
JUST DON’T BLOW IT.

Potential Partners:  NACDC, USDA FSA, USDA Rural Development, Indian Land Tenure Foundation, MSU Extension Service/Blackfeet, Blackfeet Tribal Land Department, First Nations Oweesta, Native American Bank, Natural Resource Conservation Service, USDA NRCS, Northwest Farm Credit

Delivery Channels/Media:  Poster campaign, PSA , social media, agenda item in community LBB outreach meetings.

· Become financially savvy and “money ready.”  The campaign will raise awareness about the costs of debt and low credit scores, and the importance of managing debt, learning how to budget, saving and investing, and other basic financial skills.

BE PREPARED.
Financial Knowledge is Power.
JUST DON’T BLOW IT.

Potential Partners:  NACDC, EverFi™,  Native American Bank, First Interstate Bank, Wells Fargo, Credit Builder Alliance

Delivery Channels/Media:  NACDC financial education classes, LBB “banking” workshops, poster campaign, PSA , social media, agenda item in community LBB outreach meetings.

· Become “banked.”  Many potential payment recipients on the Blackfeet Reservation are unbanked or under-banked. Anecdotal information about payment recipients for prior settlements and on other reservations are troubling – individuals cashing large checks and keeping large sums of cash in their homes or on their persons, and the safety issues and potential risk of loss this fosters. Financial institutions will partner with local community based organizations (e.g. NACDC, CDFI) to host outreach meetings on a  monthly basis specifically to talk about the benefits of bank accounts, financial services that are available, and work with attendees to open online banking accounts and be available to consult and advise with the new customers at future sessions. Financial education resources will also be demonstrated including the EverFi Adult program - a sample module would be demonstrated for meeting attendees to show ease of use and content benefits; ABA’s Teach Children to Save and if available local community based organization’s Mini-Bank program or like programs.

GOT BANK?
Open an Account.
JUST DON’T BLOW IT.

Potential Partners:  NACDC, First Interstate Bank, Wells Fargo, Native American Bank, Bank of Glacier County, Stockman Bank, 1st Liberty Credit Union

Delivery Channels/Media:  Workshops, poster campaign, PSA, social media

· Understand the impact of LBB payments on your lease income and public benefits. The campaign will provide crucial information to payment recipients about the impact of loss of lease income from lands they may sell or have sold pursuant to acceptance of buy back offers, and on the impact of eligibility for various public benefits. 

WILL YOUR PUBLIC BENEFITS OR LEASE INCOME BE AFFECTED BY LAND BUY BACK?
Do Your Research.
JUST DON’T BLOW IT.

Potential Partners: Blackfeet Manpower, NACDC, Blackfeet State Office of Public Assistance

Delivery Channels/ Media: Workshops, PSAs, social media, poster campaign

· [bookmark: _GoBack]Cultivate Financially Savvy Youth.  Many families that will be receiving payments will have children. This campaign provides opportunities to engage youth in thinking about responsible money management. The workgroup will contact several key partners to develop messaging, resources and activities for youth to increase their awareness of opportunities and sound money management practices.


INVEST IN OUR FUTURE
Cultivate Financially Savvy Youth.
JUST DON’T BLOW IT.

Potential Partners:  MT Office of Public Instruction, Student Assistance Foundation,  MT Partnership to End Childhood Hunger

Delivery Channels:  Poster campaign, social media, PSAs, others to be determined.


VI. EXPECTED OUTCOMES
_____________________________________________________________________________________
Producing hard metrics to demonstrate the impact of the campaign on behaviors regarding management of land buy back payments is challenging. However, the group has contracted with Sweet Grass Consulting, LLC (SGC), a professional evaluation and research team specializing in services that promote and support asset-based development initiatives in economically burdened communities. SGC is developing data collection tools, will perform data analysis, and will prepare reports to show trends and indicate the effectiveness of the campaign as outlined by the bullet points below. 
The work group believes the financial management behaviors of a much broader population group than would otherwise be reached via more standard written or classroom financial education offerings will be positively influenced and thus: 
· More individuals will have avoided utilizing predatory sellers of goods, typically substandard and at inflated prices.
· More individuals will have avoided falling victim to financial fraud.
· More individuals will have opened bank accounts and are utilizing banking services. 
· Fewer individuals will have fallen victim to financial abuse, particularly among the elderly population.
· More individuals will realize the need for and will seek more traditional classroom and other financial education opportunities and resources.
· More individuals will have started or expanded businesses, including ag operations.
· More individuals will have taken steps toward homeownership.
· More individuals will have reduced or paid off debt.

An initial survey will be distributed at the onset of the campaign; a follow-up survey will be distributed after the payouts; and a second follow-up survey will be distributed six months later. These three surveys will be distributed using mailing lists, in-person at the land office and other key partner locations, and using social media. The results from the three surveys will assist in determining what plans people have for their lump sum payments, how they utilized their lump sum payments and, finally, the outcomes of the investments they made with their lump sum payments.   

In addition, pre- and post-tests and workshop evaluations will be created for individuals who sign up for the workshops. The pre- and post-tests will be used to assess the knowledge growth of individuals who attend the workshops and the workshop evaluation will be used to gain feedback from workshop participants related to their feelings of content applicability, delivery of materials, and workshop location. Similar to tracking workshops, all partners will also track community members who request services related to lump sum payments as well.

In total, eight reports will be generated from data collected and analyzed from the tools mentioned above. The first five reports will be smaller in nature, and they will highlight knowledge growth from the workshops as indicated by the pre- and post-tests as well as the workshop evaluations, as well as data collected from each key partner in relation to community members utilizing their services to gain knowledge related to receiving lump sum payments. The first of the three larger reports will provide preliminary data on how people plan to utilize their lump sum payments. A second report will indicate the extent to which desired outcomes have been reached, by comparing the initial survey data to the follow-up survey data. A final report will combine information from the initial survey, follow-up survey and six-month follow-up survey to highlight the outcomes of lump sum investments, as well as provide indications of the overall effectiveness of the campaign.  The tools and accompanying reports will assist the group in evaluating the impact of the campaign, and will be used to create a replicable model for other communities anticipating sudden lump sum payments. 
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