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ASSTRACT

AlËhough st,udies have document,ed Ëhe staËe of consumer indebied-

ness in terms of family characteristies, soeio-economíc staËus, and income

debt ra¡ios, fer,r researchers have probed the role of financial institutíons

and social agencies in disseminating fauily financial managemerlt principles.

A rnaíled Hiring Practices questíonnaire and a Faurily Financial Services

inËerview schedule were developed by the researcher to obEaín data on a

Ëotal of 16 research questions. These rêsearch questions examined the

type, exteîË, amd d.ifferences in fanily financial nanagement counselling

ava11ab1e to fatÉlíes ín I^Iinnipeg; financíal institutionsr and social

agenciest perceptions of the acceptabiliËy of person(s) Lrained in family

financial management counselling; and reco¡nnendat'ions for improving faurily

fina¡rcíal management counselling in llinnípeg'

Nine major fíndíngs weïe identj-fied. First, involvemenË in family

financial management counselling was acknowledged by 91.8 pereent of the in-

tervieT¡rees and denied by 67.7 pereent of the mailed questionnaj-re respondents.

Second, fina¡rciaL m¿magement group educatíon was offered by 8t'8 percent of

the social agencies and 16.1 percent of the financial institutions. Thírd,

credit !,ras granted by 94.3 percent of fínanci-al institutions contrasted wi-th

9.1 pereent of socíal agencies. Fourth, managers and representatives were

the conunon job titles mentioned by every type of financial instítution when

asked who counsels. Social ageucies used less standardized, more diverse

job tifles. Fifth, case studies were perceived in a biased manner according

to the image that parËicular degrees connote. OtganLzaíions rarely adver-

tised for employees by specifying degree requiremenËs; work related experi-

elì.ce \¡ras consídered very important yet lacking ín most job applicants'



SixËh, the preventive, crisis and progressive orienËed framevrork of family

financíal management counselling varied signíficanËly by organizaËional

Ëype. Seventh, c1íenÈs were dependenÊ upon staff for financial advíce

in 66.3 percent of the organízaLions surveyed. Eighth, Èhe fanily finan-

cial management, counselling system in llinnipeg lras considered t,o be in-

adequate by 45.9 percent of respondents" Suggesti-ons for improvement

recomrended that financíal courses be implemented i.n educational instiLu-

tions, from junior high through to universities and cornnuníty colleges.

Finally, a total of 94.7 percenË of the respondents identified educatíonal

institutions as the most appropríate auspíce for a ner,,l non-profit farnily

financial management cor:nselling servíce.
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Chapter I

]NTRODUCTION

Farnily financial management skills are an essentíal key to success-

ful- líving withín a capital market. Cash florus, supplemented by credit

avaílabÍIity, are directed torn'ards retaí1 consumption and investment.

The fact that this process has become big business ís evídenced by the

proliferati-on of diverse financial institutions. Canadians can choose

from forty plus installmenË finance companies, over eighty registered

money lenders and small loan companíes, eíghË chartered banks, two Quebec

Savings Banks as well as numerous life insurance companies, department

stores, credit unions and Caisses Populaires. These parent institutions

also operate thousands of agencies and branches (ZiegeL and Olley, 1966:5).

frAlmost all Canadians" uËilíze at least one service offered by

a financial institution (CROP Inc., 1978:10). True savings accounts are

used by 62 percent of Canadians r¿hile chequing/savings accounts are used

by 54 percent and chequing accounts are used by 53 percent of Canadians.

The developmenË of a complex medium of fínancial instituËions

r¿ithin Canada can be regarded as achievíng economic efficiency in the

process of transferring money from savers to borrowers (ZiegeL and Ol1ey,

1966:5). This transferring function places financial institutions in a

profitable íntermediary role. Because of the importance of this role

and the numbers of diverse companies meeting this need, it seems that

fínancial institutions could logícally provide potential for disseminating

sound fínancial managemenË informaËíon to the public. Questions can be

raísed as to whether such potentíal is acËuallv offered and utilized to



enhance farníly fÍnancíal management practices.

Another grouP which might be offering family fínancial manage-

ment counselling is socíal agencies. The Manual of Social Services in

Manítoba. 1978/79 lists 553 socíal agencies operaËíng wíthin the provínce

(pP. xxi-xxv). This marks a decline of 21 agencies in t\^ro years (Sale,

L976'.r-r2). These agencíes staff facilities and develop working re-

latíonshíps wíth people to enhance their quality of life. Thís humani-

tarían goal Ëends to place social agencíes ín a non-profit intermediary

role. Financíal difficulties, for clients and agencies alike, complícate

this process. Because of the non-profít oríentaËion, funding is often

restrj-cted r¿ith co-operative communiËy support and governments being the

maín provÍders of financial aid. Lack of suffícienÈ funds can affect the

nature ancl quality of services offered. For example, agencies frequently

attempt to speciaLíze. Peoplefs problems and needs, however, remaín multí-

faceted and family financial concerns can aggravate a given sítuatíon. The

intermediary nature of social agency íntervention provides potentíal Ëo dis-

seminaËe sound financial management information to Ëhe clients served.

Statistical data reveal steady growÈh in total personal disposable

income in Canada from 59,943 míllion dollars in 1971 to 155,651 millíon

dollars in 1978. This is an increase of 159.7 percent. During this same

time period, total personal savings as a ratío of total personal dispos-

able íncome climbed from 5.9 Ëo 10.9 percenË. This ís an íncrease of 84.7

percent (Statistics Canada, L979a:40-43>. OuÈstanding consumer credít as

a proPorÈion of total personal disposable íncome has remained quíte con-

stant, ebbing slíghtly in 1971 at 2L.1- percenÈ and peaking somewhaÈ in

1977 at 22.3 percenË (statistics canada, L979c:14,15). Meanwhile rhe

Canadían consumer price index has mounËed 75.2 percent over the 1971 figure.



The comparable fígure for !'linnipeg is recorded as 76.5 percent (Statistics

Canada, I979b:63). The Honourable Donald S. MacdonalC nored thar:

It [inflatíon] leaves people without reLíable, understandable
guideposts by which to arrange their economic affaírs. rt ín-
jects grave uncertainty ínto decisions on farnily budgets, housing,
savings and provisíons for o1-d age. Tt provokes deep frustrations,
social tension and mist.rust of publ-íc and private insËítutj-ons
(L97522) .

To effectively mediate these complex economíc factors and to wísely utí-

lize personal disposable íncomes, families clearly need financíal manage-

ment skills. Yet a rísing number of famílies are unable to manage. Some

become overindebted, insolvent and involved in a traumatic experience called

bankruptcy. Background papers for the Bankruptcy and Insolvency Act Bill

(1978) reveal that the incidence of personal bankrupËcy has risen 131.9

percent from 41671 cases in 1973-74 to an estimated 10,830 in L977-lg

(p.7). The 1978 incidence of personal- bankrupËcy under the ManiËoba Small

Debtorrs Program has increased 30 cases over 168 the previous year (Itlinnipeg

Free Press, 1978). Sínce most of these are nominal- or no asset cases,

bankruptcy proceedings are of little practícal value as a means of col-

lection (Bankruptc.y and rnsolvency, L970zB9; Hira, LgTg:33). Financial

instítutions end up losíng money. To counteract this loss, family finan-

cial management counsellíng could offer an alternative. The basic puïpose

of this study rvas Èo 
"n"ty"" 

the famíly financial managemenÈ counselling

offered by financial ínstitutíons and social- agencíes. Financial institu-

tions have exËensive facilitíes, Þrofit makíng goals and well establíshed

contacts with families in mediating savings and borrowíng transactíons.

Social agencies staff numerous facilities, have humanitarian goals and

well established intermediary roles with the publíc. Information derÍved

from Èhis study rvill be useful to personnel of fínancial ínstítutíons,



¿t

home economísts' socí41 vrorkers, mínísters and others \,rorking with famílies

in need of financial management skílls.

Statement of the Problem

Numerous studÍes have examÍned the state of consumer índebtedness.

Family characteristics, socio-economic status and íncome debt ratios have

been documented (o1son, L968; caploviË2, L974; Houghton, L975; schiller,

1975 Puckett, Lg76 and Lawyer, L977). But few researchers (The Canadian

Councíl of Social Development, L97I arrd puckett, Lg76) have probed the

role of financial instítutions and social agencies ín disseminating famíly

finaneial managemenË principles. This lack of ínformation leaves a large

gap Ín the family economisÈfs understanding of family behaviour during

routine fínancial dealings, financial crísis, or futurístíc fínancíal

planning. It also leaves a serious voíd rvhen Ëhose people working with

families see a need for financíal management counselling, feel inadequate

to offer guidance in this area, and wish to refer Ëhe farnily elsewhere.

Purpose. There were three intended purposes in the present study:

r. To determine the type, extent, and differences in family

financíal management counselling avaílable to farnilies in

tr{innípeg,

II. To deËermine financial institutionst and socíal agencíesr

percepËions of the acceptabiliËy of person(s) Èrained in

family financial management counsellíng, and

III. To identífy recommendatíons for ímproving family financial

management counselling in I,linnípeg.

AssumpËions. The purposes stated above are based upon three as-

sumptions fundamental to Ëhis enËire study.

I. Famíly fínancial manâgement can be taught.



II. The counselling process is dependent upon communication

between a counsellor and a person being counselled.

III. Financial instituËionsr and social agenciesr percepËions

of and involvement in family financial management counsel-

ling are the same.

Research questíons. As an exploratory study, Lhe following re-

search quesËions were posed:

I. I,ühích financial instiÈutíons and social agencies are of-

feríng family financial management counselling?

A. hlho is doing the family financíal management counsel-

ling?

B. I{hat conËent ís beíng covered?

C. llhat procedures are beíng uti.Lízed?.

D. Is the family financíal management counselling preven-

tive,

E. I,rlhat

F. I,Ihat

crisis, or progressíve oríented?

are the perceíved consequences?

is the target group for farnily financial manage-

counselling?ment

c. llho

counselling?

H. I^Ií11 there be a recíprocal awareness of famíly financial

management counselling withín and among fínancial in-

stitutíons and social agencíes?

actually receíves Ëhe farnily financíal management

I. Are there dífferences in the family fínancial manage-

ment counselling offered within and among financíal

institutions and social agencies?

IT. \,trhat are the perceptions of fínancíal instítutions and



socíal agencies concerníng the acceptabí1ity of person(s)

trained ín family financial maDagement counselling?

A. Are there differences ín perceptions of the accept-

ability of person(s) traíned in famíly financíal manage-

ment counsellíng wíthin and among financial institu-

tions and socíal agencies?

rrr. rs the farníly financial management counselling available

to farnilies in winnipeg perceived by fínancíal ínstitutions

and social agencies as beíng adequate?

A. trrlhat recommendations can be ídentified for improving

famíly fínancial management counselling?

llhat is the future role and potentía1 of famíly fi-

ancial management counsellíng?

Under what auspíces would financíal institutions and

social- agencíes support the establishmenË of a new non-

profit faníly fínancial- managemenË counsellíng servíce?

B.

Defínitions

C.

Agreement concerning the usage of terms is paramount ín research.

To enhance clarity of understandíng, the followíng words and phrases

have been defined. These L.erms wí11- be utí1ized repeatedly throughout

the remaínder of this sËudv.

chartered banks, credit unions, deparËment stores, finance companies, in-

vestment companies, life insurance companíes, and trust companies located

within the I,rlinnipeg perimeter.

Financial institutions. Fínancial

L976-77 Manual of Social Services

Socíal agencies. Socíal-

institutions are grouped as

agencr_es are

Ín Manitoba

organízations 1ísted in the

and located within the I^Iinnípeg



perimeÈer.

Famil-y. For Ëhis study, Éhe definiËion of famíly developed by the

American Home Economícs Associatíon (L974-75) wíll be used. Famíly is a

ttunit of intimate transacting and ínterdependent persons who share some

values and goals, responsÍbility for decisions and resources and have com-

mitment to one another over Ëimerr.

Famíly financial management. Farnily management is the deliberate

creation; allocation, and control of resources to medíate values and at-

taín specifíc family goals. This process becomes family fínancial manage-

ment when economic resources are foremost. Human and environmental re-

sources become considerations as they impinge upon the management of

economic resources (adapËed from PaoluccÍ, Hall and Axinn, 1977 2128 and

Nickell, Rice and Tucker, L9762273-274). For a thorough discussion of

the theoretical framework underlying this study, see ËhaÈ secËion of the

literature review subtítled Family Fínancial Management.

Family financial rnanagemenË counsellíng. Farnily fínancía1 manage-

menÈ counselling is a face-to-face coïnmunícatÍon process whereby financial

management princíples are diffused t,o famílíes. Any personal íntervíews

or group sessions provÍding'reducational and informatíonal investments"

in Èhe fínancíal managemenE capabíliÈies of families will be consídered

(Uhl and Armstrong, L97I:591).

Three types of farnily fínancíal managemenË counselling can be

disÈinguished: preventíve, crisis, and progressíve. A preventive oríenËa-

tion aËtempts to facilitate familial dealings in a capíta1- market and to

avoid difficulties in family financial management such as over extension

of credít. It can take the form of general fínancial informatíon dis-

semínaËíon via pamphlets or group education sessions. This is to remaín



a separate concept from advertising which makes public announcemenË of

goods anðfor servíces to induce families to buy or invest at a particular

institution (Barnhart and Stein, L962:19).

A crisis orientaËíon concentrates efforts on dealing with fami-

lies currenÈly experiencing financíal management difficultíes. It re-

l-ieves írnmedíate debt pressures by providíng a repayment method and edu-

cates familíes in ways to prevenË future overindebtedness (Harrís and

Simmons, L976:3-4).

A progressive orientaËíon handles families with no fínancial

management problems. These famílies can al-ready set and reach desired

goals by adequaËely managÍng their finances (Harris and Símrnons, L97623).

Informatíon sought and given Ís íntended to guide ín the selecËíon and

purchase of complex financial services such as insurance and investments.

Training in famí1y fínancial management. Formal courses and prac-

Ëicum experíences in famiLy behaviour and management, credit, credítor

policies, and counselling techniques from an educational instítution are

necessary preparation for eounsel-ling in family financíal- management (Harris

and Sirnmons, 1976:3).

The above terms provide a foundaËion for constructing a research

projecË. Before developing the procedures, however, it ís important to

anaLyze previous wrítings on the t.opic to be ínvestigaËed.



ChapËer 2

LITERATUR-E REVIEI^I

A search of Ëhe literature revealed only two studies specífícally

analysing family financial management counselling offered by financial in-

stítuËions and social agencÍes. Because of this deficiency, attenËion

vüas turned toward oËher relevant research and professional writings.

Readíngs concerníng family financíal behaviour and money management of-

fered a basis ín defining a holisËíc concepË of family financíal manage-

ment. Materíal on savíngs, ínvestment, outstanding consumer crediÈ,

overindebtedness and persgnal bankrupÈcy pointed Ëo a need for financial

management. Sources concentrating on counsellíng explaíned a distinc-

tive process applícable Ëo disseminating financíal management principles.

A revíerv of material concerning financíal ínstitutions and social agencies

provided an essent,ial context for this study. This revierv is divíded under

the fol-lowing headíngs: related studies, famí1y financíal management, need

for family financíal manâþement counselling, the counselling process, and

organízatÍons offering family financíal management counsellíng.

RelaËed Studíes

As mentioned previously, only two studies directly support the

thesís of this study. One was done in 1971 by the Canadian Welfare

Council, now called The Canadían Councll on Social DevelopmenË. T. C.

Puckett organized a second study in 1976. Fíndíngs from each of these

will be described in more detaíl-.

The Canadian Council on Social DevelopmenË coordinated a ËT¡ro pronged

research projecÈ. In the first phase, 235 lower income famílies residing

in Hamilton, Ontario were interviewed about Ëheir financial management



Practices. A supplemental- questionnaire asked 190 of these same families

about consumer crediÈ experiences. Results revealed that 43.6 percent of

the l-30 families wíth debts totall-ing $500 p1us, reported difficulry in

meeting monthly payments. Of Ëhese familíes, 35 percent knew thaË debË

counsell-ing existed ín Hamilton; yet only 23 percent could actually name

a specifíc agency. The most frequent.ly mentíoned debt counsel-ling agency

was Family Service Bureau. Responding Èo questions concerning appropríat.e

auspices for debt counselling services, families preferred government agen-

cies. Credít unfons were the second choíce.

Phase II of this research involved mailed questionnaíres to 65

agencies known to províde debt counsell-íng services in 29 Canadían cít.ies.

Over 50 percent of these agencies ídentified by local- social p1-anning

councíls fulfilled family service or chil-dren's aid responsíbilitíes.

0n1y 25 percent of the 65 agencies compl-eted questionnaíres and daËa was

Èoo meager to supporË reliable conclusions. ConsequenÈly, field inter-

views \,üere arranged in each city. socíal agencies, credit grantoïs (or

fínancial instítuti-ons), crediË bureaus, provincial consumer protection

official-s and ínterest groups \^rere invited to discuss problems with over-

indebtedness, existing counsellíng resources as well as feasible recom-

mendatíons. The rnajor result from phase II rvas the acknowledged inability

of 33 agencíes to answer specÍfic questíons concerning theír counselling

work. OÈher findings revealed a few wel-l developed counselling services

in Ontario, Alberta and Quebec. Numerous other agencies reported some

credit counselling acËivíËy as part of overall famíly therapy. Credít

grantors, with the exception of credít unions, had not offered much coun-

selling. Field íntervíews resulted in differenË defínítÍons of what con-

sËítuted an overindebËedness problem, ranging from one Ëo 60 percent

10



of those usíng credít depending upon the definíÈion used.

'Ihe L976 study conducted by Puckett surveyed 58 organizatíons

ídentlfied by fínancial institutions and socíal agencies as offeríng

financial counsellíng in a ËoÈal of L2 Canadían cities. Thirty-seven

organízaËions responded, L2 of. which \rere not involved with any such

counselling. Of the remaíning 25, four government and five family ser-

více agencies v¡ere locaËed on the Prairies; four social agencies and one

credíË bureau were in Ontario; t\,üo government agencíes, two family ser-

vice agencíes and one credít bureau \^rere scattered throughout the Marí-

tímes; three government and one credit union sponsored counselling ser-

vices operated along the Pacífic coast; and one government and one socíal

agency were in Quebec. AIL 25 \^rere non-profit organizatÍons, wiËh govern-

menËs províding the majority of the funding. Almost half of the 37

responding organizations had advísory commíttees interested in the coun-

selling role of the ageney. These committees r¡/ere comprised mainly of

employees from financial instítutíons (20 percent), lawyers (16 percent),

and business people (16 percent). C1-ergy, social r^rorkers, and civil- ser-

vanÈs were involved to a lesser extent. ì{ost agencies offered budget

counselling, intermediary assístance when contact.ing creditors, prorating

and advice on l-egal options such as bankrupËcy. Credit re-education

aimed at changíng credit knowledge and use was offered to a lesser extent..

The least. frequent provision vras for counsell-íng other famíly problems

that often accompany overindebtedness. Communíty group programs vüere sup-

ported by more than four-fifths of the respondent agencies. Many expres-

sed the need for more intensíve public education to prevent "credit illi-

teraÈesrr (Puckett, L976:11-). Unfortunately, staff and funds were too

limited and the crisis need too great for agencies to devote much to
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preventive conmunity programs.

counsellíng need being met. Others stated Ëhat need \¡ras expanding faster

Lhan resources. Several agencíes iniÈlated waiting lists to cope wiËh

the demand.

Family Financial Management

Using money may be an actívity whích brings satisfaction or
it may be a source of conflíct and distress bringing dissaËis-
factíon. The amount of money Ís not Ëhe only determining factor
of the outcome. The abil-íty to master its use can be developed.
(fitzsimmons and Ï^Iílliams, L97 43 44L)

NoÈ every family manages their fínances. Some do not even cope

well as unresËrained buying behaviour leads to overíndebtedness, ín-

Only in Montreal did agencies see Ëhe debt

solvency and bankruptcy. This sectÍon emphasízes that familíes can, and

in fact should, learn to manage theÍr finances rather than all-ow finances

to control farníly 1ife.

The combination of knowledge and skil-ls held by famíl-y members

precedes the managerial process (Fitzsimmons and l¡trílliams, L974:I2).

Management itself may also be viewed as a subsystem of the family (Deacon

and Firebaugh, 1975247). Management can be succínctl-y defined as uËi1-izíng

resources to achieve goals. lfhaË ís avaílable is turned ínto what is

wanted (Schlater, L967:94) .

The famíly organizatíon concerns itself r¿ith the managemenË
or informed control of life. The family organízes resources
to mediate values and attaín specífic famíly goals. It gives
at.Èention Ëo the conscÍous recognition of diverse and common
goals of family members and the deliberate allocation, creaËion,
and use of resources. This managerial activíËy incl-udes making
p1-ans based on value clarifícation, goal setting, standard
setting, and resource al-l-ocatíoú, as well as ímplement.íng plans
through faeílítatíng, checking, and adjustíng actions generated
to carry ouË specífíc acËívitÍes (Paoluccí, Hall, and Axinn,
1977:128) .

L2

A theoretícal framework has been adapted from a varíety of sources

to more specifically define Ëhe Ëerm family financial management for this



study. Díscussion will- be supplemented primarily by Fitzsinunons and

lüill-iams (L974), Nickel-l-, Rice and Tucker (L976), and Paoluccí, Hall and

Axínn (L977)

Figure 1 begíns by emphasízLng the source of íncome. The primary

source of income for most famíl-íes is a job. Gainful employment may ín-

volve full or part time labour of one or more family members. Any family

member may also hold more than one job. Occupational choices affecË the

present 1evel, regularíty, stabiliÈy and future range of íncome. Predic-

Ëions of annual and life-time earnings can be projected for realisËíc

pl-anning. However, numerous other sources of income must also be con-

sídered. Various government level-s provide income during períods of un-

empl-oyment, íl1-ness or retírement. Private monetary investments produce

capital gains income. Famíly and friends frequently give gifts or sub-

stiÈute their time and energies. Community resources also act as a

source of income. Fitzsimmons and T¡üilliams (L97422I6) state that there

is a direct relation betr^¡een improved famíly economics and the use of com-

muníty resources. Universal facilíties and services ínclude things líke

roads and serviced land r¿hile limited ËargeË group resources include day-
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care.

Income, as already.has been implied, can be viewed from varíous

perspectíves. Real income consists of wealth, services and goods províded

in kínd. It is defined ín a macro sense as ttËhe flow of economic goods

deríved from product,íve processes overi:a period of time" (Fitzsímmons and

I^Iillíans, L974:251). Ihe use of real íncome over Ëime produces satisfac-

Ëions and dissatisfactions referred Èo as psychic ineome. Purchasing po\^rer,

expressed ín natíonal currency, ís commonly referred to as money íncome.

Put another \,üay, money defínes value comparisons of cornmodities and
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resources. Farnily income more specifically ídentifies the money or pur-

chasíng po$/er received and used by family members over time (Fitzsimrnons

and !üilliams, 1974225L-253). This l-ncome is received in the form of wages

and salaries, rent, interesË, credit, profits, dívídends, royalty, trans-

fer payments, and fortuiËous gifts or inheritances (Fítzsímrnons and

hÏill-iarns, 1-97 4 :252-261) .

In most famílíes, \¡rants exceed income. The famíIy musÈ priorize

Ëheir concerns within monetary constrainËs and choose whích goods and ser-

vices wíll be purchased. Choice becomes íncreasíngly dÍfficult as the

quantÍty of surplus income dímíníshes (Reíd, L9342223-225). Sensíng a

freedom of choice depends partially upon: the amounË of real- income,

purchasing po\der, psychic income, famlly size, level of living, values

and goals.

The goal setting step is experienced to a lesser or greater ex-

ÈenË by all families. In some cases though, famílies seem to skip right to

decision-making. TroelsÈrup (1970:45) states that families often experí-

ence debt and family díscord over finances precísely because goal setting

eiËher has not been overtly accomplished or has been forgotten. OËher

farnílÍes seem to spend much time conscíously delibeïaËing over basic life

styl-e/satisfactíon questíons. Nickell, Rice and Tucker (L9762279) think

these basic values and goals must be determined príor to choosing a career

and earning an income. rrl^Iithout a value system at their core, goals could

be aimless and confusedr' (Paolucci, Hall and Axinn, Lg77:131). Values

provide the sense of ímportance, the críteria, the sËeadying influence,

the 'freasons for motivaËing goal-oriented behaviour in Ëerms of benefíts

and costs" (Paoluccí, Ilall and Axínn, 19772L29). Consequently, famíly mem-

bers must encourage the clarífication of and conscious commitment to
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indivldual and collective values. GoaI setting also involves the identlfication

of specifíc objectives to be measured by agreed-upon sËandards of quantity,

quality, performance, or achievement. This dynamíc activity is future

orienËed and continuously balances means and ends (Paolucci, Hall and

Axínn, L977 2132-133). All individual- and group goals should be listed.

If each family member is recognlzed at this stage, conËínued efforË and

co-operation wíll likely result.

Farnily fínancial decision making is a complex process Ëhat ínte-

grates ttvalues, goals, standards, and resources in such a fashíon that

action resultsrr (Paolucci, Hall and Axinn, L977:L29). Nickell, Rice and

Tucker (19762279-3O0) describe it in three steps. The fírst requires an

objectíve, unemotional and mature outlook to prioríze objectives r¿ithin a

real-istic time frame. Goals are to be classífied as immediate, Ínter-

mediate and long-range. Immediate objeetives are those to be accomplished

within one year. IntermediaËe ones require a two to five year span.

Long-range items take more than fíve yeaïs to be reaLízed. As Fítzsimmons

and l,rlilliams (L9742442-443) point out, this subjective process does in-

volve ernotions and can be verv difficult. Values of índividual famÍlv

members sometimes clash. Goals, prioritíes, needs and wants vary over

time. Unexpected situations and cosËs can arise.

In sÈep two, Nickel-1-, Rice and Tucker (L9762297-300) introduce

the concepÈ of costs. The fanÍly is to attach a price to each goal, using

current departmenÈ store príces, ne\¡rspapeïs, catalogues, and prevíous êx-

penditure experience as references. This list is to be daËed and filed

with other financíal management maËerials for future use. Human costs

such as knowledge, abílitíes, skílls, time, energy, and resourcefulness

must also be consÍdered. Reasonable alternatives to attaining goal-s rnay



be expanded when the ínterdependence and interchangeabÍlity of scarce human

and materíal resources are studíed (Paolucci, Hall and Axinn , L977:L36-L37) .

The fínal step requires a complete anal-ysis of financial- resources. All-

current as well as potential income, credít, fringe benefits and neË worth

are to be calculated. Income is to be evaluaËed as to quantity, cetLainty/

uncerËainty, source and lífetirne flow patt.ern. Then a specifíc income

figure is to be predicted.

Decísions about values, goals, standards, and resources must be

consciously interwoven inÈo a mental or wriËten plan that sets forth "whaË

is to be done, trhy, how, when, by whom and using whích ïesources" (Paolucci,

Ha1l and Axinn, L977:L44). The Ëerm financial plan is intended Ëo ímply

a broad concept with perhaps a more positíve connotaËíon than does the

more conmonly used \{ord, budget. There are varíous purposes of financial

plans: to realíze greater psychic income; Èo create a chal-lenge; to con-

Ërol resources; to define current economic status; to allocate funds among

v/ants; to reduce decision-makíng Ëíme concerning affordability; to províde

a sound basis for expendiËures; to resist sales, impulse buying and pres-

sures; to plan for irregular expenses; and to provide for fuËure needs

(Fitzsirnmons and lüilliams , Lg742442). Financíal plans formulated on yearly

and life cycle bases are inËended as flexible, workable tools thaË enable

the family Ëo allocate íts resources Ëo maximum advantage. They reflect

the unique combination of goals, values and standards the family has mu-

Ëually decided upon. Plans must realístical-ly identify the degree of con-

trol- thaÈ family members can exercíse over resources. Human capabílíties

are Ëo be examíned ín light of current busíness conditions, príce levels,

environmental resources and general economic trends (Fítzsímmons and

ü7Í11iarns, ]-974:L2). Nickell, Rice and Tucker (L9762289) encourage farnílies
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to draft a lífe cycle plan Èo provide a context for annual plans. The

entire famíly needs to be constantly reminded of their Larger, more en-

compassing plans.

Although financial planning is theoretically desírable, Fitzsímmons

and !trilliams (T974t443) state that famílies wíll remain uninvolved until

a need is perceíved. Persuasíve needs míght include: the establishmenË

of a new household; unexpected expenses; flucËuatíon or sharp decline in

family income; needs or \nrants are not saËisfiable with presenË income;

excess debt is assumed; farnily members argue about finances; and a socíal

or geographic move is pending or completed.

Financial plans attempÈ Ëo allocate resources into expenditure,

protect.ion and savings categoríes in advance of the actual dísposal of

money and in assocíation wiËh pay periods. The expenditure category ín-

cludes both fixed and flexible sub-groupíngs. Fixed expendítures are those

payments sueh as for housing, taxes or Ëuj-tion fees. These are predeter-

níned payments of a fixed amount. Beyond the initíal decisíon of where

Èo l-íve or attend school, the family has minimal control over the amount

paid. Flexible expenditures, on the oÈher hand, allow the family to exert

more control depending upon their personal- preferences. Examples include

expendítures for clothing, 'food, and enÈertainmenË. The protection cate-

gory deals with famil-y insurance needs. The famíly must decide what or

who should be protected, how and to what extent. Lífe, supplementary

health, household and automobil-e ínsurance are the most common Ëypes con-

sidered by families. Ihe savings category meets a wíde range of short and

long term purposes. ShorÈ-term savings provide a cushion for emergencíes.

Money for vacatíons, specific durable goods and other immediate goals can

be accumulated ín savings accounts or Ëerm deposits. More dístant goals
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such as retirement or childrents r¡niversity education r¿í11 more líkely be

accomplíshed by investing money. EsËate building is also seen as a life

long savings proj ect.

Family effort ís essentíal Ëhroughout the financíal management

process. Varíous family members orgar'íze, implementr evaluate, and adjust

a plan(s) uníque to their individual and collective needs, \^7ants, values

and goals. The family is the manager, províding continuous positíve and

negative feedback during Ëhe entíre management process. This process in-

cl-udes chíldren. In orcler to learn abouË money matters, "it is desirable

for ehíldren to partícipate as early and as fully as theír understanding

and maËurity permit'r (Fitzsimrnons and I^Iílliams, L9742444). Invol-vement,

according Ëo parental discretíon tends to promote understanding and ac-

ceptance of fínancíal plans by chíl-dren.

Financíal records provide invaluable feedback. They can j-ndicat.e:

monies on hand and those set aside for future goals; progress regarding

debt repayment; íncrease in consumer durables and ínvestments; net worth

status; information for income tax, credit references or proof of c1aíms;

spending and living patterns; and errors in expenditure esËimates. Nu-
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merous Ëypes of records musË be maíntaíned to províde such a breadth of

informatíon. A daily record can be kept of expenses and income. Funds

ín current use can be organized in chequing accounts resultíng in can-

celled cheques and monthly sËatements. Desígnated savings can be recorded

in savings account pass books. Consumer durable goods can be itemized by

make or brand, size, and purchase date, place and price. Repaírs can

also be Lísted. Records of crediË use and 1-ong Ëerm fínancíal commiËments

are also ímportant (fitzsimrnons and I{Íllíams, L9742450-458). These records

shoul-d be reviewed regularly to ensure that the most efficienÈ use of
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resources is taking place and that only amounts decíded upon ín advance

(those in the financial plans) are acËually being spent. Thus a control-

líng mechanism ís buílt into the managerial process.

Nickell, R.ice and Tucker (L976:314-315) suggest that a financial

management center be establíshed ín a familyts home Ëo increase the ef-

fícíency and usefulness of fínancial records. I,,larranties are Ëo be fí1ed,

installmenË payments recorded, tax records kept together, and all other

materíals organized in a system suitable to the entire farníly. Records

are also to include a copy of any wills, a household inventory, and ap-

propríaÈe data concernÍng all major appliances. Lists should be made of

all lícenses, regístratíons and serial numbers as well as credit card,

savings account and investment numbers with maturity dates. Names and

addresses of all savings and investmenÈ companíes the family deals with

should be accessíble. ContenËs of safety deposit boxes are also to be

recorded. Each family member should know the location of all thís materíal

and who to consult in emergencies.

The entire famíly financíal management process should be reevalu-

ated annually or as goals are attained. Adjustments may be necessary ín

spending plans as impinging famílial, environmental and economíc factors

change. However, one inpuL must remaín constant--famíly effort. Family

financial management is a famíly acËivity frorn beginning to end. Success

or failure depends upon partícipation from all.

Need for Family Financíal ManagemenË Counsellíns

The abiliËy Èo manage fÍnances íntelligently is not an ínnate be-

havíour; it must be learned. YeË that acquired ability. has an all per-

vasíve influence in family lÍving. Troelstrup states that

Marríage, parenthood, and all relatíonships wíthin the family
are affected by the inescapable psycho-socíoeconomíc demands of
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the money world . [Money] affects our standard of living,
our goals and our emotions. IË takes consíderable experience
to establish sound money values (L97O:70) .

Money was the number one subjecË of argumenËs in families sur-

veyed by Yankelovích, skelly and Inlhíte, rnc. (r975:25). Fifry-four per-

cent of Ëhe families argued a great deal about finances; the frequency

of arguíng farnilies rose to 64 percenL for households experiencing pressing

monetary problems. Adults in half of these families acknor¿ledged diffi-

culty díscussíng fÍnancial management wíth other farníly members. The fre-
quency of arguments íncreased in households rnrhere only one family member,

usually the husband, was responsible for monetary decisions. Conversely,

joint financial decision-making resulted in less argumentation (p. 26).

Arguments centered around money in general 59 percent of the time, the

need to economize (47 percent), wastage of money (42 percent), unpaid bills
(38 percent), and record keeping (33 percent). Forty-fíve percent of the

arguers earned less than $10r000 annually, 66 percent \^lere under Ëhe age

of. 45 and had children under the age of 18 years, 62 percent thought their
fínancial future was ínsecure, and 45 percenË experienced a decline in

their level of lÍving (pp. 44-45). trrlorseníng levels of livíng over the

previous year entailed loss of investment/savíngs value due to ínflatíon,

unmet fínancial expectations, fear of unernployment, an ínabílity to make

ends meet, utílízation of savings for current expendítures, and overin-

debtedness (p. 51).

Statístics Canada (Ig74) surveyed the financial position of famÍ-

lies in 1964 and 1970. rn all caËegories (íncomes, assets, debts, and

net worth) the proportions of families in low monetary groups have de-

creased whíle those in high monetary groups have increased. Canadian

famílíes have consístently chosen to íncur debt rather Ëhan assets ín
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monetary grouPs below $5,000. In L970, an interesËing shíft occurred in

the $5r000-9r999 monetary group. Just over tr,ro percent fewer families

atËaíned assets, YeË 11.4 percent more famílies íncurred debts. In Ëhe

three l-argest monetary groups for debts and the four largest monetary

groups for income, assets and neË \^rorth, positive changes in percentage

dístributíons occurred. ToËal incomes over $61999 were earned by 31.9 per-

cent, more families. ToÈal asseËs over $9 ,999 vtere gained by 2L.6 percenÈ

more famílies. Debts toLalling over $1r999 were.íncurred by 32.2 percent

more families. NeË worËh (total assets minus total debËs over $9 1999)

was attained by L6.7 percent more families. These statist.ics índicate

thaË some famílies were gaining income and obtaÍníng more debt whíle losing

net worth.

CROP Inc. (1978:14) forurd Ëhat frmany Canadíans" díd not use chequing

and savings accounts profítably. Chequing/savings accounts r¡ere used when

chequíng and/or true savíngs accounts would have been more economical. Lor¡

íncome people, francophones and credit union members relied on chequing/

savings accounts more frequently than did other groups.

Fifty percent of the famil-íes sËudied by Yankel-ovich, Skelly and

trÍhíte, rnc. (L975:23) budgeted in some manner. only 12 percent actually

drafted a formal or structured budgeÈ. Income levels and saving/spending

orientatíon did not affect budgeting figures. Famíl-ies wíthout children

I^leïe somewhat more likely not to have budgets. Thirty-seven percenÈ of

the nonbudgeters stated that budgets do not work ín emergencíes, 37 per-

cent thought a budget would not be helpful, 34 percent regarded ít as more

Ërouble Èhan it. was worth, and 20 percenË adrnitted havíng insufficÍent

wíllporver to maintain a budget. Budgeters responded Ëhat budgeËíng helped

(42 percent) , kept track of money (53 percent), prevented overspending
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(45 percent), and promoted savíng (36 percent). All respondents índicated

that l-iving on a budget was becoming ínereasingly more difficulË (p. 7L).

Almost 91 percent of all adult famíly members perceived theír financíal

management as being average or betËer than thaË of other people in the

same Íncome braekeË. Thís fígure dropped four percenËage poínts for farni-

lÍes reporting a lower standard of living (p. 62). Híra found that fami-

líes only became a\^7are of their poor financial management after having ex-

perienced personal bankruptcy (L979:2). AË this point, the need Ëo improve

knowledge and skills \{as recognized.

Furt.her need for famíly fínancíal management counselling is in-

dicated by statistics concerníng the frequency of overíndebtedness, de-

línquent accounts and bankruptcíes. The extent of these problems ís díf-

fícult Ëo compute due to disagreement over definítíons. Fíeld int.erviews

conducted by The Canadian Cor¡ncil on Social Development (1971:108-110)

revealed that financial instítutíons defined the problem of overindebËed-

ness as the one to Èvlo Percent default raËe. These defaults were associaËed

¡¿íËh mismanagement of income or unexpected tragedies in míddle income fami-

líes. Ifanitoba Consumersr Bureau reported xhat 25 peïcent of all Canadían

borrowers have a minimum of one payment in arrears whíle only two percent

of consumers are ín a serio.us debt situation. It was also reported that

32 percent of consumer loans !üere used to consolidate current debts

(I^Iinnípeg Free Press, 1978). CrediË bureaus estimated that overextension

affects 10 to 20 percent of credit users. Thís defínítion includes fami-

líes frequently ín arrears. Socíal agencies stated Ëhat 50 to 60 percent

of those using credit were frequently in arrears or had to forego essen-

tials in order to maintain paynenË schedules. Lor¡ income is seen by these

agencies as beÍng the major factor leading to an overindebtedness problem
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(The Canadian Couneil on Socíal Development, L97L:105-110). Ilhen responses

from all financial ínsÈitutÍons, social agencies and other credit int,erest
groups were evaluated by The Canadian Council on Socia1 Development, no

partícular causes of overíndebtedness predomínated. All of the follo1üing

vüere mentioned:

Ignorance and mismanagemenË on the part of consumers, írrespon-
síble and unscrupulous debtors, domesËic problems and budget
shattering contingencíes such as loss of job or hospiËalizat1on,
lack of co-operaËion among credit grantors, inadequåt" irr"or"
and a soeiety whose value system encourages acquisitiveness and
whose economy depends on peïsuading people to want more than
they have (L97L:110).

Some of these causal facÈors force families into bankruptcy. A

total of 15r883 personal bankruptcíes were fíled in Canada during Lg7B.

This íncluded 577 claims by Manítobans (Gibson, LgTg). The fact rhar

fuËure growÈh in bankruptey staËistícs is expected, sugges¡s a need for
family fínancial management counserlíng (I^Iinnipeg Free press, LgTg).

The Counsellíng Process

The phrase ttcounsellíng process" is a dynarnic one involvíng a

counsellor approachíng and communicaËing some sort of conËenË in varj-ous

vrays. This section will del-ve into such a process in relation to finan-

cíal management. Related fínancÍal- counsell-ing programs currently in

existence will also be reviewed.

Rogers and shoemaker (1971:l-40) developed a ,,communication of

ínnovationsrr framework to describe the process of socíal change. Fígure

2 outlines the Ëhree sequential stages as being recognítíon of the need

for change and actual- innovation, díffusion or communicatíon of the ín-

novation, and consequences of Ëhe ínnovation. The need for socíal change

can be recognízed internally by members of a social sysËem or externally

by a change agenÈ. Consequently, the ínnovaËion can occur due to Ímmanent
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change (members develop and spread the innovation totally on their own),

selecËive contact change (members accidenÈally are exposed to external

ídeas and then adopt them), índuced immanent change (change agents draw

membersr aÈtentíon Èo the need for change but refraín from involvement

in further developments), or dírected contacË change (change planned and

dírected by external agents to meet specífíc goals). Most change is of

the l-atter Ëype.

The process of diffusion or communication is iniËiaËed either in-

ternally or exËernally. Members of social systems react differenËly to

fríends versus strangers and highly respected versus virtually unknown

people. The contenÈ of the innovatíon, or iÈs message' is perceived in

terms of certain characterístics. It must seem to be a betËer idea than

the one it supersedes. Consistency wíËh existing values, past experiences,

and current needs of the social system wíll enhance the chance of adoption.

Innovations thaË are easíly understood and adapËable by the majority wíll

gain quicker acceptance as will those that can be experimented with in a

lirnited manner for a limited tíme. Readily observable results also en-

courage members of a socíal system Ëo adopt the innovation. Effective

persuasion occuïs when face-to-face cornrnunícation channels are utilízed.

Mass medía has the advantage of being sr¿ift and effícient. Either way,

Ëhe receiver must be moved along the decision process from a position of

vague alJaïeness to reinforced acceptance. The receíver might make an

optional decisíon without concern for Ëhose made by other members ín the

social sysÈem. Menibers rnight reach consensus and develop a collecËíve de-

cisíon. AuthoriËy decisíons are forced upon members by people with power.

Contingent decísions conÈain a confirmatíon of adoption or rejection after

Ëhe ínítíal choice has been made. The resulËíng consequences can prove to
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be desírable or undesirable, immedíate and related or slow and undefínable,

or obvíous and intended or obscure and unintended. Time is a predomínant

element throughouÈ the process of social- change.

The above theoretícal- framework is readílv adapËable for the pur-

poses of this study. The innovation or desíred change can be seen as

good fínancial management. Communication or diffusion is the counselling

process. Financial institutions and social agencies act as external

change agents. Members of the socíal system affected by the irurovation

are families. Thus, financial managemenË ís diffused by financial ínsti-

tuti-ons and social agencies to families via a counselling process. The

innovatíve message, fínancial management, is to be compatible wiËh the

famílyrs needs. Practical appl-ications are to be adapted from the in-

novatíon and communicaÈed ín means relevant to the family. This involves

raisíng an a\^rareness of need in the family plus diffusing a general knowl-

edge of financial management. Use of mass media might be effective. Other

ínterpersonal communicatíon channels are persuasive attitudinal change

modes. Hov¡ever Ëhe most effectíve Ëransfer occurs ín face-to-face situ-

ations when boËh the change agenÈ and the family are similar. Financial

management can be easílv divided ínto segments by fínancíal- instiÈutíon

or socíal agencies and offered to the family on a trial basis. This should

lead to more rapid adoption as elements of dissonance in Ëhe family can be

elimínated. Successful diffusion of fínancial management results in overt

behavioural adjusËmerit, not simply in knor,¡ledge or aËtitudinal change.

Thus consequences effected by innovatÍon are extremely ímportant. Change

agents, financial institutions and social agencíes, should recogníze their

responsibility and shoul-d predíeË with consíderable accuracy various ad-

vantages as rvell as disadvantages of any consequences resultíng from the
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with farnílíes as a social svsÈem.

Kelman (1968:13-15) emphasizes Èhat change may meet momenEary

needs of the client, yet 1-ong-range consequences for the famíly and other

units of the social system must also be consídered. The counselling pro-

cess contaíns an implicit manipulative poËential, rvhích produces a dilemrna.

Any rnanipulatíon of behaviour ínherently violates the fundamental value

of freedom of choice; but no formula exists for structuring an effective

change sítuation in which manipulation ís totally absenË. Thus in the

degree and type of manípulation utilízed in counselling, the change agent

should consider this universal need to choose, being tempered with other

components such as love, creatívity and mastery over the environment. The

change agent should devise a counsel-ling process wíth resistance to mani-

pulation and should sËress the goal of freedom of choice when counselling.

Feeley (1968) lists some practical steps, adapting the above men-

tioned theoretícal underpinnings to family financial marragement counsellíng.

The change agent should set up a Dersonal encounter wÍth the family. Oues-

tíons should be directed toward what the family hopes to obÊain from their

income. This enables a listing of specífic goals the faurily r^7ants to work

toward. Facts musË be dravqn concerning Ëhe famílyts currenË fínancial

situatíon. Realistic consíderation must, al-so be given to the famíly lífe

cycle as fínancial managemenË alËernaÈíves are drafted.

Goldberg (1968) sËates Ëhat personal interviews are ímportant, but

that group discussíon meetings can readily accommodate more than one farníly.

Counselling should ínvolve theoret.ícal- aspecËs as well as the practíse of

fínancíal managemerit. Both husband and wife must sho¡a, \,üíllingness to ac-

cept. such counselling and to live on the budget designed for theír situation.

This requires complete familiarity

to



Because the financial situatíon, needs, goals and values differ

among families, different, types of financial management counselling are

required. Rasmussen (L977) has labelled three distínct types: produc-

tive, prevenËíve and remedial-. Productive financial management coun-

selling handles famílíes r¿íth no financíal managemenË problems. These

famílíes can already set and reach desired goals by adequately managíng

their fínances (Harris and Simmons, L97623). Informatíon is intended Ëo

guíde in the selection and purchase of compl-ex financial servíces such

as insurance and investments (Rasmussen, 1977). Harris and Simmons re-

ferred Èo thís Ëype of counselling as progressive (1"97623). Teague (L973)

found that productive/progressíve programs were being offered by 80 com-

panies located in the uníted states as an employee benefit. success-

ful programs restricted counselling Ëo the familíes of execuËives

earning a minimum of $601000 annually. only one counsellor, either an

índependent consultanË or a bank representative, was involved. Counsellíng

emphasízed estaÈe planning and investment strat.egy as well as offeríng in-

come Èax ïeturn preparation. All of thís was fully subsídízed bv the

comPany.

Preventive financial managemenÈ counselling centers on general

financíal ínformation dissemínated vía pamphlets or group education ses-

sions (Rasmussen, 1977). Brovrn and DimsdaLe (1973:60) refer to this as

consumer education, stating that families require, wanË or ¡¿í11 accept

differing levels of assistance in the marketplace over a lifetirne of con-

sumer decisioning. The problem r¡íth prevenÈive fínancial management, coun-

sel-ling seems to be in knowing what ínformatíon is needed and how to com-

municate it to families. An adequate feedback system indicating success

and failure is also lackíng. Feeley (1963) sees preventive family financíal
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management counselling as being more specific, determíning ansrvers to

questions líke r¿ho should handle the íncome and how can that income be

better distríbuted.

Remedial financíal management counsel-ling has receíved the most

attentíon by researchers and mosÈ programs seem t.o be so oriented. rt

has a target group of urban young family heads experiencíng inflaËionary

pressures. They are overíndebted for auËomobíle purchases and mainte-

nance as well as expensive consolidation loans and high utility bills.

Impulsive buying of unnecessary iËems vrorsens the problem (Rasmussen,

1977). Houghton (1975) adds that such people are someËimes profoundly

ígnorant of financial systems and their civil rights. Most have temporary

troubles such as unemployrnenË or illness. Hira (1978:1) found Ëhat some

are also experiencing maríËal problems. OverindebÊed families feel per-

sonal dísmay at and fear of their sítuaËion. Consequently, an unwillíng-

ness to confront the difficulty resulËs in unopened letters from credítors,

collectíon agencíes or courts as well as bitter family arguments whích

further diminish the quality of famíJ-y life (Houghton, L975). Harris and

Sínrnons (L976:3-4) referred Ëo the counselling necessary in these sítua-

tion as havíng a crÍsis orientation. Immediate debË pressures are re-

1íeved by establíshing a repa)rment schedule. Family financial counsellíng

wíth a remedial/crisis orientatíon is called debt counselling in England

(Houghton, L975). It requires a combination of technical and socíal work

skills. The first difficult sÈep involves conquering farníly fear to gather

ínformaËíon about the cause of fÍnancial difficulties. Then an assessment

ís made of the need for social work or therapeutic help. A detaíled sum-

mary of the financial situation is drafted, along wíth possíble strategíes

for repayrnent. All sources are pursued to ensure the debtor ís receivíng
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the maximum available income.

creditors and a monitoring process is devÍsed to supervise complete re-

payment.

Growing need for and success of remedial/crisis farnily financial

management programs ín the Uníted States led to the establíshment of the

National FoundaËíon for Consumer Credit (NFCC). As of April 1976, over

170 ttconsumer credit counsellíng servicestt \¡rere operating under the

auspice of NFCC (Harris and Simmons, L976). Fínancial institutíons

help support these groups monetarily as rvell as wíth referrals of delin-

quent clients. Finance companíes are Ëhe largest monetary contribuËors.

Retailers, banks and credit unions follow in that order (Famíly Servíce

Finally, negotiatíons are undertaken with

AssociaÈion of America, 1967). Fínance companies, banks and department

sËores would líkely be the largest contributors to such a program if one

existed in I{innipeg beeause they tend to lose Ëhe most money when Manitoba

residents claím personal bankruptcy (Híra, l97B:1). Some 15 to 50 per-

cent of the applícants ín the States are rej ected from remedíal coun-

sellÍng because of lors íncome in relation to debt, lack of income, or

reluctance to adhere to a repaymenË plan. In order to standardíze the

qualíÈy of counsellíng offered under the NFCC, a "competency based con-

sumer credit counselling certífícatíon program" has been developed (Ilarris

and Simmons, 1976). A. líst of 87 tasks depicts Ëhe ídeal counsellor as:

spending much tj-me with a client. He collects needed informatíon,
keeps adequate and accuraËe records, identifies alternative actions
from which the client may choose, assists the client ín making out
a budget, makes proper conLact. with creditors, empathizes and
makes appropríate referrals. He does his work in a business like
manrrer to provide maxímum assistance Ëo hís clients. He subscribes
to high ethical standards and studies to ímprove hís service. He

seeks \^rays to evaluate the service he offers and implements sug-
gestions for improvemenËs (L97624).
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Counselling under the NFCC Ínvolves three sessions: the initial intervíew,



a problem-solving íntervier¡, and a follow up interview. AbouË 10 per-

cent of the clíent.s receíve only one intervíew aimed solely at budget

counselling. Seventy to 90 percent of sÈaff tíme ís devoted to budget

counsellíng that incl-udes debt repayment under a payment adjustment plan.

Often foll-ow up work or group educatíonal sessions are neglected due to

lack of time (Family Service Association of Ameríca, L967).

The Family Financial Crisís Cliníc established and operated by

Dr. l,üillíam Buckner ãlso offers a three stage counselling program (Rader,

1-973). Diagnosís tvpically involves a pair of volunteer home economícs

sËudents completing a questíonnaire for the client--usually the husband/

\^7age earner. Students consult with Dr. Buckner to explore all poÈential

solutions. A discussíon Ëhen follo\ds as Dr. Buckner and the students

present remedial alternatíves to the husband and wífe. A budget is

drafted and proper spending habits for al-l family members are stressed.

The fínal preventive stage involves anoËher counselling session about

three monËhs later to check and perhaps modify the budgeË.

Organization_s Offering Family Financial Management Counselling

Fínancial- institutions and social agencíes have become numerous

and díverse within Canada. This secËion wil-l look aË banks, credit uníons,

department stores, finance'companíes, ínvestment companies, life insurance

companies, trust companíes and socíal agencíes to provide a context for

the present study.

Banks. The Canadian banking sysËem parallels Ëhe BrÍtish pattern

whích is built upon a branch or pyramíd concept. An unrestricted number

of branch offices can be affíliated with one of the chartered head of-

fices (Freudeman, L972255-56) . At Ëhe close of L977, a total of 7,324

branches \^rere operating under the auspíces of 1l chartered banks
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(Statistícs Canada, L979e:xiv) . These major chartered banks are ín turn

responsible to one central bank, the Bank of Canada, whích was esLablÍshed

by the Bank Act ín 1934 (Freudeman, L972255-56). The Bank Act and the

Quebec Savings Bank AcË govern the organízationaL structure, services,

investments, and capítalizatíon of al-l banks (Statístícs Canada, L979e:

xíií) .

Statistics Canada (1979e:víii) states that two roles, savings

and bankíng fuirctions, have traditíonally been fulfilled by Canadian

banks. The savings function enÈails acceptíng personal, business and

government savíngs and makíng Ëhese available for consumer loans or

mortgages and capítal projects. Recorded levels of personal savings ín

chartered banks averaged $45r168r105r000 during each quarËer of L978.

Personal chequable, non-chequable and fixed term savings in Manitoba alone

equal-J-ed ç21427,0001000 as of September 30, L978. The banking funcËion

ereates deposít facilitÍes, transfers deposit monies, and provides com-

mercíal credit services (Statistícs,Canada, L979ez4-5, 10-11).

Banks were the l-ast fínancíal insËítutíon to enter the general

consumer credít fíeld (Morse, 1968). Changes in the Bank Act oÍ. L967,

which removed the six percent inËeresÈ eeiling, made consumer credit a

safer and more profitable business. This encouraged bank involvemenË.

The pendulum continued to swíng from vendor to lendor crediË. In L948,

154 míllíon dollars of unsecured personal chartered bank loans were out-

standíng in Canada. By December L978, this figure had jumped 99.3 per-

cent wíth banks accounLing for 2Lr62L of the 35r762 millíon dollars ouL-

standing (Statistics Canada, L979bi6-7 , 14-15) . Bank credit cards have

been issued to 38 percent of all Canadían adults. "Master Charge is

somewhat less common than ís Chargex" (CROP Inc., 1978:9). This means
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that chartered banks represent the single most important institutional

Ëype regarding consumer credit.

Expansíon of the bank credÍt market has done liÈtle for low income

famílies. The typical bank borrower is from the middle income bracket, is

credit-worËhy despite a l-ack of co1-lat.eral , and is borrowing for worËhr¿híle

home and family related reasons (Campbell, no date). The bank manager or

loans officer determines these characteristics by relying on the four Crs

of credit: character, capaciËy, collateral and conditions (Freudeman,

L972268). Character is perhaps the most important factor, determining

the applícantrs sense of responsíbílity to repay even during díre circum-

stances. Job and residency stabílíËy as wel-l as conmuníËy accomplishments

are used as guídeposts. Capacíty indicates the ease of repayment ability,

and is measured by present and potential earning po\^/er. If these two

conditions are met, the loan r¡ill likel-y be granËed. Collateral provides

the bank with addítional security that the loan will be repaíd and ensures

that the borrower has a commíËment to the transactíon. Condítions encom-

pass all- economic conditions at Ëhe time of the loan request,

Prelimínary findings by CROP Inc. (1978:7) indicate that banks

are perceived to be the "most accessíble sources of credit". A sample

of Canadian adulËs, representÍng all ten provínces excluding the Yukon

and North l{est Territories, thought banks permit longer repayment periods

than consumer finance companies, credit unions, life insurance companies,
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mottgage/trust. companies, or retáíl stores. Banks and credit unions were

saíd to chargelower interest rates. Next to credit unions, banks were

thought to be honest.

Credít unions.

tions, owned and operated by theír members (Freudeman, L972:87). Membership

Credit uníons are democratíc service organíza-
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is open Èo all persons wíthin some resÍdential, occupational or associa-

tional field as defined by the provincial charter. LegislaËion concerning

ttinvesËment, ínËerest raËes, deposlÈ insurance, staËutory reserves, audít-

íng and technical supervisíontt may díffer among provinces. Consequently,

ttthere are almost as many varietíes of credit unions as there are charËerstt

(Statistics Canada, L979cz7) . There ís a nominal entrance fee to joín a

credíÈ union. Each member must purchase a minimum of one share, enËí-

tlíng them Ëo a maximum of one vote (Binhammer, L972:173). Freudeman

(L97229O) reported that local credit unions contain a supervisory com-

mittee to inspect the books and operating procedures; a eredit commíttee

to approve loan applications; and an educaËíon commiÈËee to ínform members

of available servíces. Chapters may also be forrned to provide helpful-

programs within the vícíniËy. In sharp contrast to banks and ÈrusË com-

panies, most credit unions are highly LocaLized geographically; fer,r ever

establísh branch operations. Loose affíliatíon is usually gíven to a

provincial ItrCentralt, rFederatíonr, lLeaguer, or tRegíonalrft, whích may

be members of a federal union governed by the CooperaËive Credít Associa-

Èion Act of 1953 (Binhammer, L9722L74). The Natíonal Associatíon of

Canadían Credit Unions (NACCU) and the Canadian Cooperative Credit SocieËy

(CCCS) merged ín L976 to províde comprehensíve financial, liaison and edu-

catíon servíces (Statistics Canada, L979c:11). Local credít unions can

also be linked r,¡ith the !üorld Councíl of Credit Unions (I,IOCCU) organized

in Madíson, lrlisconsin duríng L97L (Statistics Canada , L979czL2) .

Although Ëhe credit union movement began as Caísses populaíres

in 1900 at Levis, Quebec, subsËantial grorvth did not occur until the 1940rs

and l-950rs (Statístics Canada, 1979c:8). Over 5000 organizations had been

establ-ished by 1965. Since then, horvever, the trend has been to fewer and
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larger credit uníons. Duríng L977, a toËal of 31926 credit unions rvíth

over eight rnillion members \^7ere operating in Canada with asseÈs approxi-

maÈing 20 billion dollars. Thís marks a net loss of 113 credit unions.

Sixty-three of the remainíng ínsËít,utions, or 15.7 percent, grew in size

and amassed assets exceeding $5r000r000. ToËal assets in all credit unions

jumped 25.5 percent, rising for the thírd consecutive year. In Manitoba,

15 credit uníons ceased operat.ions leaving L77 to experience an incremenË

of. 22.1 percenË to almosÈ 956 million dollars in assets. Manitoba member-

ship swelled over four and one-hal-f percentage points to 332,433. The

gro\,rEh across Canada equalled more than seven percent. Each credit uníon

in Canada grew by an average of 10.5 percent to 21119 members. In com-

paratíve terms, two credit unÍons existed for every three chartered bank

branches; five credít unions existed for each trust company branch (Statis-

tics Canada, I979ezI2-I4, 33).

To contrasË wíth other fínancíal instítutions, crediË unions are

generally small and personable, accessible to the membership, dependenË

upon vo1-unt.eer work and concerned with having on1-y a little iniÈial capí-

ta1. Their charact,eristícs may provide an atmosphere of participaÈíon.

This can be especially irnportant to l-ow ineome famílies whose limíted

financial resources and substantial economic insecuriÈy make them ineli-

gíble for credit at chartered banks. Credít uníons provide these low in-

come families wiËh credít at reasonable rates, thus minimízing dependence

upon high rísk credit grantors (Cargill, L973). The cooperative approach

of credit unions also appeals to French Canadíans (CROP Inc., 1978:10).

Credit r¡nion servíees are similar to those offered by banks wíth

t\,Ío exceptíons. First, usage ís restricted to members. Second, if member-

ship is based on occupational critería, a uníque payroll deductíon service



is avaílable. No other fínancial ínstitutíon offers thís (StaËÍstics

Canada, L979az7).

A study iniËiated by CROP Inc. (1978:10) concluded that rtfranco-

phones are relatívely more likely Èo deal with credit unions whíle anglo-

phones are relatívely more likely to deal- with bankstt. segregat.ion

rather than díscrímination \^7as found to exisÈ. That is, financíal ser-

více networks are "separaËe buË equal" for French and EnglÍsh speaking

Canadíans. Francophones rrsirnply feel more at ease wíth caísses populaíres"

rather than banks (CROP Inc., 1978:10).

Croteau (1956) found that the economic characteristics of and

reasons for saving in credít uníons did noË díffer from banks. The chief

purPoses for saving Ì¡ere emergencies, old age and fuËure purchases. Choos-

ing the financial insËitution with nhich to save hinged upon safety and

convenience. Habit entered somewhat into the decision at this point, buÈ

rate of earnings definitely appeared to be a secondary consideraËíon.

Statistics Canada (I979ezxxxi) reveal-s that Ëhe rate of personal

savíngs deposited in local credit unions has mounted almost 100 percenr

since 1966 to over 20 bíllion dollars ín 1978. Credit uníons'outstandíng

consumer crediË balances averaged $5r126 million or 15.1 percent in 1978.

Total outstanding credit uníon loans in Manitoba alone were $380,620,000

during 1977 (Statistics Canada, L979e:7, 6I-62).

Credit unions are noËed for instilling the "habit of thrift" in

Ëheir members and for offering varíous fínancial managemenÈ services and

educaÈíon programs based on the Rochda1e cooperative or self-help prín-

cipl-es (Cargill, 1973; StatisËics Canada, L979ez7). A study done by The

Canadian Councíl on Social Development (L97L:102-107) found that credíÈ

unions \,üere more involved j-n credit counselling than any other fínancial
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institution. Next Ëo government sponsored publíc agencíes, credit uníons

were the most favoured and least opposed auspice under which debt coun-

sel1-íng could be províded.

Department stores. Statistics Canada (L979d:7-B) defines depart-

ment st,ores according to the type of merchandíse sold. Of the outletrs

total sales, at least 20 percent must be derived from the famíly clothing

and apparel group, a minímum of 10 percent from furníture, appliances and

home furnishíngs, and at leasË 10 percent from all other or miscellaneous

groups. No courmodity line wíthín the laÈter group may represent more

than 50 percent of the total- store sales. Only sales at the actual 1o-

cation are computed. Such acËivities as mail order and catalogue sales

are not consídered to be part of department sLore data. Despite the ap-

parent restrictiveness of such a definition, 677 department stores were

operatíng in Canada during February L979. These stores \^rere responsible

for slightly under nine pereenÈ of the total retail trade (L979d:T2, 15).

In order to make buying easier and to stimulate Ëotal sales, de-

partmenË sÈores offer credíË through revolving charge accounts or "open-

endedn credit via crediÈ cards (The Canadian Councíl on Social Develop-

ment, L97L). As of December 1978, department st.orest consumer credíË

balances outstandíng amount'ed to an average of 1r278 million dollars or

about four pereent of the total consumer credít (Statistics Canada,

L979az7) .

3B

a consumer loan or sales fínance orientatíon.

cl-usívely rvith families, making cash loans on

Fínance companies.

ClÍents tend to be of high risk due to low income or high

íncome ratios. All loans granted by fínance companíes of

Finance companies can be categorized as havíng

The former deal almost ex-

a Droml-ssorv note security.

current debt

$1,500 or less
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are governed by Ëhe federal Small Loans Act first passed in 1939 (Bín-

hammer, L972t 1-85). Consumer loan companies are often excl-usively asso-

cíated wfth or are subsiduaries of large retaí1-ing instiÈutions. Statis-

tics Canada (1-979f:3) refers to these as accePtance comPaníes. Their

activity is regarded as being an extension of the merchandising functíon.

ConsequenÈl-y their staËistics are excluded from sales fÍnancing. Sal-es

finance companies do not usually deal directly rvith famílíes. Their main

function Ís Èo provide credit for the financíng of automobíl-es and other

durable goods through the retail-er of those goods. ConditÍonal sales

contracts (paper) are purchased (discormËed) by these sales fínance com-

panies. Thus the ríghts to the producË and collection of paymenÈs are

taken over by Lhem. Stiff competition ín recent years from chartered

banks has forced sales finance companies ínto financing rnachinery and

equipment as well as inËerím real estate and constructíon (nínhamrirer,

L9722186-L87).

Due to the considerable extenË of cornnon ownership and overl-ap of

function, StatistÍcs Canada (Lg7gbz6-7) has Ëreated sales fínance and con-

sumer loan companies as one group cal-led fÍnanciaL corporations" To-

gether, their outstanding install-ment financing amounted to over three

percent of the total- 1978 outsËanding corisumer crediË bal-ances. Small

personal loans granted by these financÍal corporations accounted for one

half of one percent of the totaL consumer credit outstanding. Loans over

$1r5OO resul-ted in four percent of the total outstanding consumer credit.

Total consumer credÍt ouÈstanding from sales fÍnance and consumer l-oan com-

panies averaged 21635 míl-lion dollars or almost eíght percent in 1-978.

Consequentl-y this group handles the third largesË volume of consumer credÍt

being surpassed only by banks and credit unions.



Investment companies. Investment companíes can either be closed-

ended or open-ended. The former originated in Europe during Ëhe 1860fs

and became popular in North Ameríca during the 1920ts as a vehicle for

amassing money to buy conÈroll-ing shares ín oËher companíes (Neufeld,

L972¡355). Gain rather Ëhan safety was emphasLzed for people purchasin¡¡

shares ín closed-end investment companÍes (Binhammer, L9722L88-189).

Many of these companíes experíenced bankrupËc¡r during the 1929 stock

markeÈ crash which marred the reputaËion of all- invesËment companies.

Open-end or mutual fund Ínvestment comoanies recovered and have sínce

predominated (Neufeld, 19722 358). These companies were first establíshed

in Canada during the 1930rs but developed slowly untí1 the mid 1950rs

(Binhammer, L9722189). Stock is issued, purchased and cashed in to meet

investor demand. Shares can be sold dírect1-y through sales agents or

indirectl¡r through stock brokers (Statistics Canada, L979ezxxíii). Ac-

quísition fees are added to the unit cost when shares are purchased.

The money so obtained is then utílízed to buy mainly common stocks in

oÈher r¡ell established companíes. Preferred stocks and bonds are also

secured, depending upon investmenË company po1-icíes and provísíons in

the Income Tax Act. The resulting diversified portfolíos, refund polícies,

and commission fees are monítored by individual companies, the provin-

cíal securities commission, and Ëhe Canadian Mutual Funds Assocíatíon

(BÍnharnmer, L9722L88, 190) .

Statistics Canada (L979ezxxxi, 84-85) figures reveal that three

billion dollars of personal savings vrere Ëied up in ínvesËment. funds in

1978. During this same year, a total of $356r065r000rs worth of equity

shares r¡ere sold. Sales of income shares totalled $156r664r000. Manage-

ment fees levíed against equity investments \,rere $18r750r000. Fees charged
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to íncome investments r,¡ere ç2r923r000.

Life ínsurance comPâníes. Life insurance companies must be regis-

tered under the Canadían and Brítish Insurance Companíes Act or Ëhe

Foreígn Insurance Companíes Act and licenced by províncía1 auËhorities

to acË as an intermediary between policyholders, annuítants or investors

and borrowers (Statistics Canada, L979e:xxví). Companies can eíËher

have a stock/shareholder or a mutual/pollcyholder orientation. In Ëhe

former, shareholders supply Ëhe company wíËh capital whíle assuming the

risks of ownership and management. Shareholders receive the profiËs

gained on non-participatíng policÍes. Life insurance companies frequently

begÍn as sLock companies and eventually become mutual companies. These

ínstituËions are owned and managed by a board of directors elected by

po1-icyholders (Scott , !977 267, 79) .

Canadian legislation protects polícyholders by limiting Ëhe way

money can be ínvested and by providing stríct governmenË supervísion.

Under various âcts, life insurance companies are able to offer a range

of morËgage and real estate servíces as wel-l as the more well knov¿n ser-

vices of financial protection and the accumulation of long term savings.

Life ínsurance contracts are sold to protecË the insuredrs benefícíaries

from financial difficultíes due to premature death of the insured (Statis-

tics Canada, L979e:xxvi). These contracts can be term, whole life or en-

dov¡ment Ëypes. Term insurance provídes protection-only. Whole lífe ín-

surance is also mainly for protection, however payments made ín excess

of mortal-íÈy expectatíons aceumulate as savíngs. Endor,nnent contracts

emphasize long-term savings while gíving ímmedíate protection (Binhammer,

L9722181-183). Annuity contracts are a savings Ëool sold Èo proÈect the

polícyholder from the hardshíp caused by outliving personal financíal
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reserves. Most life insurance companíes offer all of the above contracts

on either a parti-cipating or a non-participating basis. 0n1y the former

receive company profits in the form of cash dividends or increased in-

surance benefiËs (Statistícs Canada, L979ezxxví).

SÈatistics Canada (L979e2104-105) documented that lífe insurance

premíums totalled 31143 míllion dollars. Annuítíes amounted to L,6L6

million dollars. Commissions earned on contracË sales were slíghtly

less than 358 millíon dollars. Dívídends payable to policyholders

equalled almost 537 millÍon dollars. OuËstanding consumer credit balances

obtained agaínst the cash value of contracts averaged 1 1202 mLILion dol-

lars or 3.5 percent of the total outstanding consumer credit (Statistícs

Canada L979b:7-8).

Trust companies. Trust companies receive charters under the

Trust Companies Act. and ttcorrespondíng províncial legíslationr'. Actíví-

ties perËaining Ëo pr'operty and civil rights are governed provincially

under the Britísh North Arnerican Àct. The Canada Deposit Insurance Cor-

poration (CDIC) or the Quebec Deposit Insurance Board (QDIB) require de-

posit ínsurance from companíes transacËing inter-províncial financial

dealings. The CDIC also inspects the operaËions of these companies

(Statistics Canada, L979e:xív) .

CROP Inc. (f978:10) notes that trust company marketíng strategy

has not encouraged branch development ín low income areas. Resídent.s in

these areas tend not to use Ërust company services. The proposed explana-

tion emphasizes the imporLance placed upon proxímity as "being a major

factorrr for consumers choosing financial services.

Trust companies fulfíl1- two functions: bankíng and fiducíary

acÈivitíes. Bankíng, or actíng as a fínancial- intermediary, involves ac-
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cepËíng deposíts and ínvestíng these funds. GuaranËeed funds, as they are



called, parallel the savings role of chartered banks. Fíduciary or

tTustee actívíties remain a uníque feat,ure of trust companies. In Ëhis

function, trust companíes exert varyíng degrees of authority ín the ad-

ministraËion of estaËes, trusËs or agencies. Such a ro1-e might involve

management of stoeks, bonds, real esÈate, or personal services. Em-

ployees t group pension plans have become the main source of funds Ëo be

administered by trust companies (Statistics Canada, I979e:xiv-xv).

Statístics Canada (L979e2L4-L6, 2O-2L) tallied the value of se-

l-ected investmentsheld for estates, trusts and agencies as averaging

$45,539 míllion during I978. Fees and commissions on these investments

averaged $48 rnillion. Other managemenË fees equal-1-ed an additional $548 1750.

Total chequable, non-chequable and Ëerm deposíËs in Canada were $25r27L

mill-ion in 1978. In Manitoba the figure v¡as $958 million. Personal se-

cured and unsecured loans obtaíned bv ManíËobans accounted for less than

Ër^ro percent of the Canadian total of $610 million.

Social agencies. Approximately 553 social agencies operaËe vrithin

Manitoba and fulfill roles requiring 45 separate subjecË índex headings

ín Èhe Manual of Social Servíc.es in Manítoba, 1979/80. About 40 of these

agencies have been vaguely described as offeríng famíly financial- manage-

menÈ counselling íncídental to treatmenË of other famíly problems. Thís

eoncurred wÍth fíndings from the survey coordinated by The Canadían Council

on Social Development (I97L:107-108) where organizations exclusively de-

voted to financial counselling had recently begun operations. ResulËs also

reveal-ed Ëhat little was knornrn about the qualítative 'or quantiÈative need

for credit counselling. Agencies providíng marginal credit counselling

kept inadequate records concerning the number of familíes served, the

Èype and extent of the sítuaËions handled, and the costs of their service.
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Staff employed by these agencies lacked traíning ín budget and credít

counselling matters. Àgency traíning programs rnrere similarly undeveloped.

The researchers concluded that no well defined system of credit counsellíng

exÍsted in Canada. Puckett (1976:8) sÈated, "But given its lcredít coun-

selling servícesl importance, it is a bit surprísing to fínd there ís al-

most no sysËematíc informatÍon about such programs". The Canadían Councíl

on Socía1 Development (1971:5, f04) recognízed the necessiÈy of simul-

taneously increasing the quantiÈy, quality, accessibílity and publíc ar^Iarê-

ness of credit counselling services. A systematíc approach Ëo fundíng

and training of counsellors \^las recommended.

Puckett (L976) and the Canadian Council on Social Development

(1971-) \{ere Ëhe only ones to ínvestigate counselling servíces offered by

financial institutions and social agencíes across Canada. Líterature in

relaËed areas documented the need for famíly fínancial managemenË coun-

sellíng and the prolíferatíon of diverse financial instítutions profitíng

from well established conLacts wíth famílies. Family financial manage-

menÈ and the counsel-ling process r¡rere examined broadly Ëo provide theo-

retical frameworks that could be applied to fínancial institutions and

social agencíes.



ChapÈer 3

RESEARCII DESIGN AND PROCEDURES

Five sections are contaíned ín this chapter.

tíon of samples, description of samples, development

lection of daËa, and analysis of data.

Selection of Samples

The choosing of specífíc organizatíons to form a sampl-e required

close scrutíny of the populatíon available. Financial institutions and

social agencies located wíËhin the Irrinnipeg perímeter \^/ere first iden-

tified. Those lÍsted ín the Yellow Pages of the 1977 Iniinnipeg Telephone

Directory were then categotLzed ínto seven strata as follows:

194 banks (11 rnain offices and 183 branches)

62 credit r¡nions (46 main offíces and 16 branches)

26 department stores (8 main offices and 18 branches)

58 finance companies (34 main offices and 24 branches)

17 investment companies (17 main offices)

84 lífe insurance companíes (69 main offíces and 15 branches)

30 trust companies (21- maín offíces and 9 branches).

Because these ínstitutions have well established financial conËacts with

farnilíes, it was assumed that these l-nstítutíons are ínvolved to some de-

gree in family financial management counsellíng. Social agencies were

chosen from the subject índex in the L976-77 Manual of Social Servíces

These are: selee-

of ínstruments, col-

in Manitoba under these headings:

agencies), Famí1-y Services-Counsellíng and SupporË Servíces (30 agencies),

Financial Assistance (21 agencíes), Housíng (13 agencies), as well as

Legal- Servíces and Human Ríghts (21 agencies).

Consumer Protection and Services (16



sample received the maíIed Híríng Praetices Questionnaire. The other

sample participated in the Farnily Financíal Services interviews.

From this population, two dístlnct samples vrere selected. One

The Hiring Practíces sample conslsËed of all bank, department

store, investment company, and trusÈ company nain offices in the popu-

latíon. A sÈraËified random sample \^7as proportionately drawn from the

remaining three strata of ciedít unions, fínance companies, and lífe in-

surance companies. The resultíng sample of financial institutíons

consísted of:

11 banks

12 credit uníons

I dqpartment stores

12 finance companies

17 investment companies

19 life insurance companies

21 trust conpanies

The Famíly Financial Services sample of financíal ínsÈitutions

consísted of a stratified random sample. Since it was decíded that bank

branches would respond sirnilarily to the inËerview sçhedule, sample size

was not deËermined proportíonately by populaËíon strata. Instead, the

followíng groups were selected:

20 branch banks

16 credit unions
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8 deparËment stores

16 finance companíes

B invesÈment companies

22 1-íf.e insurance companies

10 trust companies.



Lfhenever any institution proved impossible to contact personally during

the desígnated intervíew period (due to holíday schedules, Ëelephone

changes, company duplícations, or companíes going out of business), an

alternate ínstítution I¡7as substiËuted.

part of the Hiring Practíces sample consisted of socíal agencies

selected using the following procedure. Because some socía1 agencies \^7ere

listed more than once under the fíve subject headings in dne L976-77

Manual

DescripËions of each remaining social agency \dere Ëhen reviewed. All 39

agencÍes described as offering financial- or counsellíng services became

part of the Hiring Practices sample as outlined below:

3 agencies from Consumer ProËection and Services

20 agencies.from Farnily Services-Counselling and Support Services

6 agencies from Financial Assistance

5 agencies from llousíng

5 agencies from Legal Services and lluman Rights.

All- of the above agencies that responded positívely Ëo the mailed Hiríng

pracÈices QuesËíonnaíre then became part of the Farníly Fínancial Services

of Social Services in }faniËoba, duplicaËions qTere firsË eliminated.
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sample.

Description of Samples

For Ëhe Híring Practices sample, a total of 139 questionnaíres

were mailed to personnel directors from 100 fínancial ínstítutions and 39

social agencies. The mailing revealed that one investment company operated

under t\nro names and one finance company had gone out of business, resulting

in a sampl-e sÍze of 137. Table 1 indicates a Ëotal response rate of 70-l

percent with banks having the highest organizatíonal response raËe at 90.9

percent and fína.nce companies having Lhe lov¡est rr/íth 36.4 percent responding.



Table 1

Response RaËe for Híring PracÈices Questionnaire by
Organízational- Type

Organízational
TYPe

Banks
Social Agencies
Investment companies
DeparÈment. st,ores
Life insurance companies
Trust companies
Credit uníons
Fínance companies

TOTAT

Sample
Síze

Job titles \^rere specifíed by 30 of the 31 respondents (96.8 percent)

r,¡ho affírmed organizational involvement in farníly fínancial management

servíces. Twenty-two of these respondents (73..3 percenË) \'rere geographic

or level managers, Èhat ís, district/regional or branch/assístant managers.

Three of the remaining respondents were sales agents, trnro v/ere secretaríes

and one \^7as a teller. The lengËh of tíme that respondents had held these

posítions ranged from thTo months to 20 years.

11
39
L6

8
L9
2L
L2
11_

L37

4B

Response
RaËe

10
35
13

6
I4

9
5

4

56

The Famíly Financial Servíces interview totals are summarízed ín

Table 2. A target sample of 100 financial ínstitutions and 39 social

agencies had been established. Intervíews v¡ere conducted ¡,¡ith 87 finan-

cíal instituÈions and 11 social agencies. AcËual intervíews equalled ín-

tended ínterviews in the following strata: credít uníorrs, fínance com-

panies, ínvestment companies and trust companíes. Banks and department

stores tended to refer to central policy offíces, makíng separate inËer-

víews ímpossíble. Other reasons for refusals included managers on holidays

90.9
89.7
81. 3

75.0
7 3.7
/,, o

4L.7
36.4

70J



49

for the duration of the study, companíes going out of business, and lack of

tíme and inËerest on Ëhe part of Ëhe organizatíon. If organízaËions offered

no famíly financial services or dealt primarily with commercial accounÈs'

they were Íneligible Ëo Particípate in thís sËudy.

Table 2

Contacts Made for Farníly Financial Services InÈerviews by
Organízational Type

Organízational
Type

Banks
Credit unions
Department sËores
Iinance companies
InvesËment companíes
Lífe ínsurance companies
Trust companies
Social agencies

2
TOTAL-

Sample
S ize

"Ror" wí11- noË sum across because addítíonaL organízations were drar^rn

until the desired sample size vras reached.

Interviews \^7ere conducÈed with a variety of employees. Geographíc

and level managers predominated in 71 cases or 81.6 percent of the finan-

cial institutions surveyed'. Other job Ëitles !¡ere mentíoned much less

frequenËly wíËh supervisors and directors responding five times each;

sales representaËives beíng intervíewed four tímes; stenographers answering

ín three sítuations; coordinators, social workers, accountants, and finan-

cial cognsel-lors participating tr¡rice each; a tell-er and a broker respondíng

once each. LengËh of tíme in the above posítions varied from one day for

the executíve director of a social agency to 25 years for a lífe insurance

agenË. A Ëotal of 27 respondents had been in Ëheír presenË jobs for less

Number
of

Inter-
views

20
16

8
16
I

22
10
35

135

Number
of

Refu-
sals

l-1
L6

4
L6

8
22
10
11

9B

Number
Ineligíb1e

L2
5

1
L2

2

6
J
2

4L

;

4

;

22

^



than one year. Thirty-one had spent between one to three years, and 25

reported four to níne years in their current. capacity. Fifteen employees

had experienced over 10 years ín their present roles.

Development of Tnstruments

meeÈ the specifíc purposes of this

frorn the review of literature and

financíal management field. Much

Two distinct ouestionnaires

a statistican were necessary before fínalizíng both instruments.

The Hirj-ng Practices Questionnaíre (Appendix A) was developed to

be mailed and self-admínistered. IÈ was críticall-y appraised by a pro-

fessor of personnel management ín the Faculty of Administrative Studíes,

University of Manitoba and then pretested in a lífe insurance company.

Numerous changes r¿ere incorporated, resulting in a five page questionnaire

reproduced on r¡hite paper wiËh three case studies on bríght yellow paper.

À green half sheet of paper was attached for participants who were in-

terested in receiving results of this section.

The Famil-y Financíal Services Questionnaire (Appendix B) was

developed for use as an intervíew schedule. IË was pretested at fíve ín-

stítutions, namely a bank, a credit union, a trusË company, and two in-

vestment companíes. After changes were made, the final copy vüas typed

and reproduced on pale orange paper. Participant.s \,üere able to receive

results from this section of the study by fillíng ín the blue half sheet

of paper accompanying the questionnaíre.

Collection of Data

were developed by the researcher to

study. Content ideas were identífied

from díscussíons wíth people in the

triâl and error as well as talks vríth

qn

Hiring PracËices Questíonnaires were

financial ínstitutÍons and social agencies.

mailed to all qualifying

A cover letter introducing
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the survey and solícíting cooperatíon was included wíth each questÍon-

naíre (Appendix C). Completed questionnaires were to be returned Ín an

enclosed self-addressed, stamped envelope Èo Ëhe Consumersr AssocÍation

of Canada, ManiÈoba Branch office. Completed questionnaires were dated

accordíng to the date received. Non-responding financial instít.utíons

and social agencies received a second mailing of the quesÈíonnaire within

four to five weeks. Social agencies failing to return the second question-

naire vJere contacËed by telephone to deËermine an ans\^rer to the first

questíon, "Is your organízation involved in family financíal services as

defined for thís study?rr Verbal ans\,ìreïs Èo this questíon r¡rere recorded.

Those agencies responding ín the affirmative \¡rere encouraged to complet.e

the remaínder of the quesËionnaire and return it by mail. A third ques-

tíonnaíre was maíled to some agencies to facilítate comrrliance with thís

requesË.

All organizations in the family financial servíces sample were

contacted by telephone to inËroduce the project, to request cooperation,

and to make an appointment for personaL ínÈerviews. Appoíntments \^7ere

usually confirmed by letter unless the organizatíon requested confirma-

tion bv telephone (Appendix D) . I,Jhen appoínËments \,rere establíshed on

rather short notice, confírmatíon letters \^rere taken to the interview.

rntervíews \,nere conducted from August 4th to october l9th, LglT

duríng regular working hours in respondentsr business offices by the re-

searcher or one of two trained intervíewers. The purpose and confí-

dentialiËv of the study were explained. The respondent was gíven a blank

copy of the questionnaire to follor¿ during the intervíew períod. Specifíe

responses \"rere recorded as accuratel-y as possible, wíLh emphasis placed

on verbatim answers.



InËerviews averaged approximaËely 45 minutes in length, rangíng

from 20 minutes Ëo one and one þ¿ff hours. upon conelusion of each in-

terview, parËicipants were given the option to request a copy of Ëhe sur-

vey results.

' After completed copíes of eíther questionnaires had been receíved

from financial instituËions and social agencies, Ëhank you letters \47ere

maíled (Appendix E). This form leËter contaíned brief descriptions of

boËh the Consumersr Association of Canada as well as the Family Economícs

and Management Major, Department of Famíly Studies. Busíness cards from

both organizations rvere also enclosed.
8.

Analysis of'Dara

Data from the l{iring Practices and Famity Fínancial Services ques-

tíonnaíres r,rere coded, key punched and verífíed on computer cards according

to the Statistícal Package_for the Social Scienc-es P_rímer (I(lecka, Níe,

and Hull, L975). Frequency distríbutions, cross tabulations, chi-square

analyses, and multiple comparisons vrere calculaËed as deemed necessary.

All research questions requíred descrípÈive analysis. Thís in-

formatíon was derived from relatíve frequencv and cross tabulatíon tables

drafted for each variable on Ëhe maíled questionnaire and ínteïview schedule,

showing scores for each str.atum of financial instítutions and socíal

agencíes.

The chi-square sÈatistic ínÈended for use with nominal or ordínal

level- data rvas calculated for Tables 18 and 19 ínvolving research ques-

tion I.D. r,¡hich asks rrls the family fínancial management counselling

preventive, crisis, or progressíve oríented?t' Small cell sízes and non-

mutually exclusíve categories prohibited more extensive use of the chi-

square statisÈic.
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Post hoc rnultiple comparisons \¡rere computed for research ques-

tion I.D. where Ëhe hypothesís of equal proporËions \ras rejected aË the

s\= .05 level. All possible tr,ro-h7ay comparísons Tflere performed Ëo deter-

mine whÍch treatmenËs \¡rere statistícally different from one another.

Partícular attenËion r^ras given t.o minimizíng Type 1 errors by control-

ling the alpha level at 0.006 (Marascuílo and McSweeney, T9772L27-L34).

To summarize, the research design for this study involved the

selectíon of two distinct samples of organizatíons r'ríÈhin eighÈ sÈrata.

Personnel directors ín one sample received a rnailed Hiring Practices

Questionnaire consisting of fíve pages and three case studies. A total

of 98 organizations (70.1 percent) completed and returned Ëhís questíon-

naíre. Company representatives in the other sample were inËerviewed for

approximately 45 minuLes in their offices duríng business hours. Traíned

íntervíewers recorded. responses from 98 individuals on the 14 page Family

Financial Services Questíonnaíres. Data analysi-s involvíng frequency dis-

trÍbutíons and cross ËabulaËions primaril-y provided descriptíve explana-

tions. Íhe chí-sqúare statisËic and multiple comparísons \¡rere applied to

research question I'.D. Further details about Ëhe results are reporËed in

the next chapter.
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ChapËer 4

RESULTS

The three purposes of this exploraËory study !üere: to determine

the Ëype, extenË, and differences ín faurily fínancial management coun-

selling avaílable to familíes ín I,Jínnipeg; to determine financíal in-

stitutíons' and social agenciesr perceptions of Ëhe acceptabíliÈy of per-

son(s) trained in famíly finaneial managemenË counsellíng; and to idenËify

recommendations for improving famíly financíal managemenË counselling in

Wínnipeg. Data for these research objeetives will be discussed in three

sectíons, one for each stated purpose. Specífíc research questions will

be answered wÍthin Ëhe appropriate sections.

The
Available tg Farnilies in hlinniPeg

The daÈa collected to assess the type, extent and differences in

famí1y financial management counselling avaílable to farnilíes in l,Iinnípeg

during Ëhe sunrmer of. L977 is reported for 10 specífíc research questions.

The findings for each question will be dealt wíth in order.

llhich financial institutíons and social agencíes are offering

e. Extent and Differences ín Famil

famíly fínancíal management counselling? A

tion rvas asked to deËermine rvhich financíal

ageneies ín the Hiríng PracÈices sample were offering famíly fínancial

managemenË counsellíng. Answers to the quesËíon, "Is your organizaËion

involved wíth eiËher groups or individuals to help them spend, save or

invest theÍr money more effectívely?" are reported ín Table 3. A total

of 31 organizatíons (32.3 percenË) replíed affirmatívely whíle 65 (67.7

percenÈ) ansu'ered negatively. Ovet 77 percent of the social agencíes,

Fi-nancial Mana ement Counsellin

prelimínary screening ques-

instítutions and social
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compared \títh 62.3 percent or 38 financial ínstituËions, ansrnrered nega-

tively. One hundred percenË of the department stores, 90 percent of the

banks , 77.1 percent of Èhe social agencies , 69.2 percent. of the invest-

menË companíes, and 66.7 percenü of Ëhe trust companies díd noË perceíve

their servíces as famíly fínancíal management counsellíng. Positive

responses came from B0 percent of the credit uníons, 75 percent of Ëhe

fínance companies, and 57.1- percent of the life ínsurance companíes. Less

than 50 percent of the remaining organizational- types perceived their services

as family financial managemenÈ counselling.

Table 3

Hiríng Practices Sample Responses Èo ürho Does Ïarnily Financial
Management Counselling by Organízatíonal Type

Organízational Type

Social Agencies
Lífe Insurance Companies
Investment Companies
Banks
Trust Companíes
DepartmenÈ Stores
Credít Unions
Finance Companies

TOTAL

Number
Returned

The Famíly Financial Services sample responded to questions de-

termining whích organízations offered family fínancial management coun-

sellíng. To avoid confusion concerníng terminology, respondents for each

organizatíon were asked five specifÍc questions abouË their personal

counsellíng, referrals, follorv up, credÍt granËíng, and financíal

35
L4
13
10

9
6
5
4

%

Positíve
Responses
n7"

8 22.9
I 57.1
4 30.8
1 10.0
3 33.3
0 00.0
4 80.0
3 75.0

x 323

Negative
Responses

^o/t¡ to

27 77.r
6 42.9
9 69.2
9 90.0
6 66.7
6 100.0
I 20.0
L 25.0

6s 67J



management group education programs. These responses å.re sufiìmarízed ín

Table 4. Ninety of the 98 participatíng organizations perceíved theír

fanily financíal services as being counselling services. ALL 22 life in-

surance companies report.ed that counselling servíces were offered. Only

two of the four department sÈores reported the existence of such servíces.

One company from each of the remaining categories díd not pereeive theír

services as family flnancíal management. counselling.

Table 4

Family Financíal ManagemenË Services Offered by Organizational Type

Organizational Type

Banks 11 10
Credít Uníons 16 15
Department Stores 4 2
Fínance Companies 16 l-5
InvesËmenË Companies I 7

Life Insuranc.e Co. 22 22
Trust Companíes 10 9

Socíal- Agencíes 1-l- 1-0

TOTAI 93 90
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Family Financial Management Servíces

N Counselling
n7"

All of the banks, trust companies, and social agencies made re-

ferrals to alternative organizatíons when clients requested services not

offered by them. Except for department. sËores, over two-thírds (66.7 per-

cent) of the remaining organizations made referrals.

Al1 of the banks, trust companies and socíal agencíes reported

using letËers, personal intervíews or telephone ca11s to follow up clientsr

Referrals Follow up
n7"n7"

90.9 11 100.0
93. B 11_ 68. 8
s0.0 2 50.0
93.8 L4 87 .5
87.5 7 87.5

100.0 2L 95.5
90.0 10 1_00.0
90.9 1l- 100.0

91. B 87 BB.8

11
L4

3
15

7

2L
10
1-1

I

Extend Credit
n7.

100.0
87 .5
75.0
93.8
87.5
95.5

100.0
100.0

87. I

11
L6

4
L6

4
22

9
1

s3

100. 0
100.0
100.0
100.0
50.0

100.0
90.0
9.L

-E4j



financial sítuat.íons. Of the remaining otgaaizaLions, 75 percent or more

maintained contact with clientele ín a simílar manner.

Credit \^las extended by 100 percent of the banks, credit uníons,

departmenË stores, finance companíes and life insurance companíes sur-

veyed. Ninety percent of the trust companies and 50 percenÈ of the in-

vestment companíes also granted credit. Thus 94.3 percent of all Ëhe

financial instítutions surveyed offered credit as a family fínancíal

servíce. Thís is í'n sharp contrast to the 90.9 percent of socíal agencies

not fulfí1-líng a crediË grantíng function.

Financial management group eclucaËíon programs were offered by only

23 organizations (23.5 percent) of the 98 parËícipatíng in the Famíly

Financial Services interviews. This total íncluded 81.B percent or nine

of the socía1 agencíes and 16.1 percenx or L4 of the fínancíal instiËutions.

Topics for group education programs sponsored by social agencies íncluded:

marríage preparaËion, separaÈion and divorce, single parenËing, aging

and retíremenË, and money management. Educational programs ínvolving

financial ínstitutions dealt r^riËh fínancial- p1-anning, investments, credit

ratíng, home equity and insurance.

hrho is doing the family financial management counselline? Data in
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Table 5 summaríze responses by organLzational type when queried as Èo Èhe

job titles of employees involved in fínancial counselling. Managers (91

respondents) were reported to be ínvolved more than tr,ríce as often as Ëhe

next most frequently mentioned job titl-e. Every organizatíonal t.ype--in-

cluding 100 percenË of the banks, credit uníons, departmenË sLores, fínance

companies, and trust companies--mentíoned the ínvolvement of theír managers.

RepresenÈatives rrrêrê the second most frequently mentÍoned job Ëit1-es, re-

ceiving 28 of the 39 responses from fínance and life insurance companies.



Job Titles of Employees Involved ín Family Fínancíal ManagemenË Counsell-ing by OrganízaËiona1- Type

Job Titl-esa

Managers
Representatíves
ConsultanËs
Clerks
0fficers
Profes s ionals
SupervÍsors

Total

N=98

Banks

n=10

tÀ d"t"iled explanaËion of these job tíÈl-e categories is available in Appendix F.
Multiple responses !üere possíbl-e.

9L
39
L6
L4
L2
10

9

Table 5

Credít
Unions

n=l-5

18
4

8

4
1
J

Dept.
Stores

tt=2

1_8

t_

:I

:

FÍnance
Co.

n=15

2
l-

I

;

Investment
Co.
n=7

2L
t:

2

:

Lífe Ins.
Co.

n=22

I
4

:

1

Trust
Co;
tt=9

L4
IB

:

3

I

Socíal
Agencies

n=10

15
1
I

5
4
3
1
1

2

4

"I

4
I
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ConsulËants \,Íere reported 16 times by investment, 1ífe ínsurance and trust

companíes, and social agencies. Banks, trust companíes, and one credit

union speclfied clerks (14 responses).

organizations, íncludíng banks, crediË uníons, finance companíes, and

one social agency. Socíal agencies, life insurance. companies, as well as

one bank, one. investment and one trust company mentíoned involvement by

professionals. Supervisors r^rere ínvolved in financíal counselling at nine

organízaxíons. Five organizations índicaËed that all of theír employees

counselled. fhree social agencies referred to their personnel as workers.

One organízation each mentioned servíce assistants, stenographers, trainees,

and volunteers.

Job titles of employees working in group educatíon programs are

reported in Table 6. Again, managers (19 responses) were involved more

than twíce as often as the next most frequenËly mentioned job títle. TrusË

companies r¡/ere responsíble for nine of Ëhese responses; however, every other

Officers were involved in l-2

organizational type made reference to their managers.

Iabl-e 6
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Job Titles of Employees Invol-ved in Group Educatíon Programs
(N = 19)

ob Títles

aanagers
rofessíonals
onsultants
fficers
epresentaËives

tÀ d.triled explanatíon of these job title categoríes ís available in
ppendix G.

Total

19
9

6

2

2



Professionals were mentioned nine tímes by four social agencies, Ëwo in-

vestment companíes, two department stores, and one life insurance comPany.

ConsulÈants received síx responses while officers and represenËatives each

received tr¿o.

Èhe topics discussed during personal interviews .t,¡as determined by asking

the following question of Ëhe Family Financial Services sample. ttA varíety

of fínancial topics can be díscussed,durÍng personal interviews. How fre-

quently are eaeh of the following díscussed lrith clienËs of your organíza-

tion?fr The results are summarized ín Table 7. Totals reveal t}i,at 28 of.

the 29 Ëopícs lisËed were discussed by over 50 percent of all t-}:.e organíza-

tions surveyed. The least frequenËly discussed topic was job choice at

41-.5 percenË. Seven of the 13 credit unions (53.8 percent) and eighË of

the 10 social agencies (80 percent) discussed job choice wíth clíents. As-

seËs, financíal plans, and needs and wanËs r¡rere reportedly discussed by

90.2 percenË and debts were discussed by 89 percent of all parËícipatíng

organizaËions. Over 75 percent of these organizatíons listed loans, housing,

credit use, expenses, annual income patterns, savings, and goals and pri-

orities as frequent issues talked abouË r¿ith clÍents.

Details of the famíly fínancial- managemenË componenË of group edu-

cation programs were obtained by presentíng a simíIar list of topics to

the 17 organizations involved in gloup sessions. One topic, financíal

p1-ans, hras inadvertently ornitted from Ëhe ínterview schedule. Organiza-

tíonal- responses are presented ín Table 8. The number of organizations

discussing specific topics ranged from a high of 15 (88.2 percent) to

a low of four (23.5 percent). Six topics: annual income patterns, con-

sumpËion patterns, extending income, human skill-s, transportation, and.

job choice \¡rere díscussed by fewer than 48 percenË of Ëhese organizations.

I,rlhat content ís being covered? Specifíc information concerníng
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LLfe Ins. Trust Social
Co. Co. Agencles

n=17 n=10 n=10

Financlal Toplcs Dlscussed Durlng Personal rntervler¿s by organizatlonal Type

1798
L798
1779
L479
7487
L4810
L277
L648
L686
15L03
L788
L7103
]-785
Ls67
1557
1492
7468
1762
1.437
1675
t255
1067
11 48
1025
11 59
\783
1664
313
728

Finance Invest¡nent
Co. Co.

n=15 n=3

Table 7

3

3
?

2
2

2

2

1
2

J

J

J

1
3

3
2
I
¿

0
1
0
I

1

2

1
0

o\
H

Banks Credlt DepÈ;
Unlons Stores

n=11 n=13 n=3

112L4
112L4
T22L5
723L5
133Ls
132L2
11315
r_1 3 L4
112a2
1336
929

L224
10 I7
>¿IU
9210

L325
827
729
7211
h'lO
7 'l_ 11
tôt¿at
637
6710
317
610
422
779
t¿5

ToËal

N=92 "Å

10
10

9
10
10
10
10

8

9

t_0

10
9

I
10

9
I
I
8

6
5
6
7

5

5

6

9
3

Ffnanclal Toplcs

Assets 74 90.2
Financl-al p]-ans 74 gO.2
Needs and wants 74 9O.2
Debts 73 89.0
Loans 72 B7,B
Houslng 71 96.6
Credlt use 67 B]-.7
Expenses 65 79.3
Annual lncome pattetns 64 7g.O

63 76.8
Goals and prlorltíes 63 76.8
Retlrement 67 74.4

6Q 73.2
6Q 73,2

FLnancl-al record keeplng Sg 7Z.A
DLvfdends and lnterest 57 69.5
Values 56 69.3
Insurance fi 64.6
Llfe-sty1e fi 64.6
Lffe-tlme lncome 5L 62.3
Consumersr rlghts h7 51,3
ComparatJ-ve shopplng 46 56.L
Human sk11ls 45 54.9
ConsurnptJ.on patterns 42 5L,2
Extendlng lncome 42 5I.2
I^rills 42 SL.z
Frlnge beneflts 41 50.0
Transportatlon 41 50.0
Job choLce 34 4L.5

Inflatlon
Famllv Ínvolvement

Savlngs



Socíal agencies r^rere more concerned about the last fíve issues than were

any financial institution. Five organizational types admítted they did

not discuss job choice. Four did not converse wíth clients about exten-

ding íncome or transportatíon, while two omítted wills, consumerst rights,

and annual income patterns. Finance companies did not mention fringe bene-

fits; investment companies díd noË mention comparative shopping. Values,

needs and wants, and life-style rnrere not discussed by trust companíes.

Table 8

Financial Topics Discussed During Group Education Programs Dealing
with Family Financíal Management

Topics

Credit use
Goals and prioriËies
Retirement
Savíngs
AsseÈs
Debts
Housing
Divídends and interest
Expenses
Famíly involvement
Tinancial record keeping
Values
Comparative shopping
Inflation
Loans
Needs and ¡^rants
!üi1l-s
Life-sty1-e
Life-time income
Consumersr rights
Frínge benefits
Insurance
Annual income patÈerns
ConsumpÈion patterns
Extending income
Human skills
TransportaËion
Job choice
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Total

15
15
15
15
L4
L4
L4
13
13
13
13
l-3
L2
t2
L2
L2
L2
11
11
10
10
10

8
I
8
B

7

4

88. 2
88.2
88.2
88. 2
82.4
82.4
82.4
76.5
76.5
76.5
76,5
76.5
70.6
70.6
70.6
70.6
70.6
64.7
64.7
58.8
58. B

58. B

47 .L
47 .L
47.L
47 .r
4L.2
23.5



A full explanaÈion of credit deníal was offered to applicanËs by

98.2 percent of Ëhe organizations surveyed. Life insurance companies

could not deny loans againsÈ policíes and only 9.1 percent of Èhe socíal

agencíes extended credit to clienËs. Suggestions for improving credit

rísk were given by 88.7 percent of the organizaËions. All banks explained

credit denials and suggested credíÈ ímprovement.

Fifteen alternaËives \,üere lisÈed as potential solutions that or-

ganizatíons míght suggest to help cl-íents in financíal díffÍculty. Total

responses shown in Table 9 índícate that five solutíons were menËíoned by

at least 50 percent of all particípants. These solutions included: de-

creasing daily expenditures, consolidating debts, obËaíníng loans, con-

tactíng creditors, and converting real est.at.e. Extendíng payment periods,

moonlightíng, and garnisheeing \,rages were only mentioned by 34.6r 2L ar.d

1-9.8 percent of the organízaËions respectively. Declaring bankruptcl r,ras

the least frequently menËioned solutíon, receiving fíve of its seven

responses (7L.4 percenË) from social agencíes.

I^JhaË procedures are beíng utílized? The

Questionnaire contained questions to discover the
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various organLzations. How is inítial contact made? lüho ínítiates per-

sonal interviews? How long do clíenËs wait for íntervíews? Horu many

meetíngs do staff have with the same client? Inlho broaches the finan-

cíal discussion? How do sËaff guíde financíal díscussions? How often

are clíents given suggestions for ímproving their credít rísk? trrlhat

method of follor¡ up is used to keep Ërack of clientst financial situa-

t,ions? How is a dependenË clíent handled? Each of these íssues will be

díscussed in. the following paragraphs.

Responses Ëo the question, "How frequently do people contact your

Family Financial Services

procedures utilized by



SoluËions Suggested to Cl-Íents ín Fínancial Difficulty by OrganizaËíonal- Type

Sol-utÍons Suggested

Decreasi-ng daily expenses
Consolídatíng debts
ObtainÍng loans
Contactíng credíËors
Converting real estate
Employíng famil-y members
Using credÍt
Using 0.P.D.
Convertíng personal properËy
Borrowíng from friends
Extendíng payment periods
Moonlíghtíng
Garnisheeing wages
Declaríng bankrupÉcy
Seekíng paycheque advances

ToËal-

N=81 7"

Table 9

Banks Credít DepË. Finance
Unions Stores Co.

n=11 n=16 n=3 n=16

65
64
6L
57
+L
40
39
37
34
30
2B
L7
L6

7

4

80.2
79.0
75.3
70.4
50.6
49 .4
48. r_

46.7
42.0
37.0
34.6
2L.0
r-9 .8
8.6
5.1

10
11
11
¿!

9
a

10
l_0

3
B

8
I
2

J
0
2

L4
T4
L4
t- 1_

5
9
5
3
5
3
6
I
0
U

0

2L5
2 1"6

2L].
I r_6

011
18
r_B
L6
0 1l_

19
L7
07
I9
0l
01

Investment Lífe Ins.
Co. Co.
n=3 n=L6

n

2
2
n

3
0
3
U

l-
0
U

0
0
0
0

Trust SocÍa1
Co. Agencíes
n=8 n=B

L2

9

I
1

3
6

l_1

3
2

5

2
1
l-

1
0

5
o

7

5
5

3
4
5
4
z
3
3
0
0
I

7

6

5
7

3
6
2

I
2
4
5
2
2

5
0

N



organizatíon by leËter, personal interview, and telephone?f', are sum-

marized in Table 10. ToËals show that telephone calls (87 responses)

and personal interviews (84 responses) were utilized more frequenËly than

\À7ere letters (54 responses). ThÍs trend T^ras also true for banks, credit

unions, finance, investment, and lífe ínsurance companies as well as

social agencíes.

Table l0

MeËhods Clients Use Èo Make Initíal Contact-wíth Organízations

Organizational Type

Banks
Credit Unions
Department Stores
Finance Companies
Investment Companies
Lífe Insurance Companies
Trust Companies
Social Agencies

TOTAI

65

Approximatelv the same number of organizations reported that clíents

and staff iniËiaÈed personal inËervíews (tatte tl). Banks, credít uníons and

tïust companies reported that clienÈs requested ínterviernrs somewhat more

frequentl-y than sÈaff members. Department stores, finance companies and

l-ife insurance companies, however, stated the opposite. Investment com-

paníes and social agencíes reported that contacts !üere equally ínitíaËed

by c1-ients and staff .

Te1-ephone

11 11
L6 t-5
42

16 15
88

22 l-6
r_0 9

11 l-1

e8E

1_00.0 10
93.8 15
50.0 3
93.8 L4

l-00.0 6
72.7 L6
90.0 10

r-00.0 10

-88.8 U

Interview Lett.er

90. 9

93.8
75.0
87 .5
75.0
72.7

100.0
90. 9

85.7

I 72.7
8 50.0
2 50.0
6 37.5
4 50.0

10 45.5
10 100.0
6 54.5

54 s5J



Table 11

Client and Staff Requests for InitÍal Personal InËerviews by Organízational
TyPe

OrganizaËional Type

Banks 11
CredÍt Unions l-6
Department Stores 4
Fínance Companíes L6
Investment Companíes I
Life Insurance Companies 22
Trust Companies l-0
SocÍal Agencies 11

TOTAL 
_T8_

N

For most organizatíons, Ít r¡as possible Èo esËablish a mutually

agreeable meeting t.ime for a personal intervíew the same day people con-

tacted the organization (taUfe tZ). This was especía1-Iy true for banks

and credit unions. Eleven organizaËions reported meetíng with clienÈs

Tabl-e 12

Length of Tíme Clients llaiL for Personal IntervÍel^rs by Orga¡izatíonal Type

Client

L0 90.9
L4 87.5
2 50.0

14 87.5
5 62.5

13 59.L
10 1_00.0
9 81.8

- n 78.6

66

OrganizatÍona1- Type

SËaff

Banks
Credít llnions
Department Stores
Fínance Companies
InvesËment Companies
Lífe Insurance CompanÍes
Trust Companles
Socíal Agencies

TOTAI

6 54.5
L2 75.0
3 75.0

15 93. B

5 62.5
L6 72.7
9 90.0
9 81.8

75 76.5

N Same Day

11
16

4
16
I

22
10
11

98

10
L2

1
L4

4
6
5
2

54

Next Day

0
3
0
1
2
2
2
1

11

T\¿o or
More
Days

No
Answer

0
0
o
0
0
I
2
5

1.5

I
1
3
I
2
6
I
3

18



67

the day after ínltial conËacÈ. Life insurance companies, trust companies,

and social agencies set up appolntmenÈs over a longer range of time, any-

where fron the day of initíal contacË Èo more than a week later.

Data in Table 13 sr¡rrrarlze the number of meetings staff members

hol-d with the same client. Every orgarTizaÈional type (26 responses) met

wiÈh cl-ients as many times as úrere appropriate Ëo meet a specific need.

Another 26 responses from every organízatíonal type except departmenË

sÈores, held regular yearly meetings-with clíenËs. Only six fínancíal

institutions reported one meeting with the same clíent. Two or three

meetings were scheduled by 16 and 11 financíal institutíons respecËively.

Five of the 13 organizations meeÈing four or more ÈÍmes with clients T^tere

social agencies. Tvro organizatíons índicated meeting wíÈh the same client

over ten times.

Table 1-3

Number of Meetingsa that Staff lÌotd wfth the Same Cl-ient
by Organízatíonal Type

Organizat,íonal Type

Banks 11-

Credít Unions L6
Department SËores 4
Fínance Companies 16
Investment Companíes I
LÍfe Insurance Companies 22
Trust Companies 1-0

Social Agencies l-l-

TOTAL 
_9ã_

As Needed Yearlv One Two Three Four or
I"[ore

5
3
1
4
3
3
2
5

26

at"tultiple ans,(ìrers occurred due to purpose and stage of counselling.

3
4
0
3
2

11
2
1

26

0
1
l_

0
1
2
1
0

-6-

30
52
11
42
10
L5
11
00

T6-- 11

0
2
0
2
0
2
2
5

13



Staff members of credit unions, department sËores, finance com-

paníes and social agencies reporËed broachíng the t,opic of family

finances more frequently than clients duríng personal intervíews (Tab1e

14). No organízatíons índicated thaË clients raised the financial is-

sue more frequently than staff. Banks, invesËment, life ínsuTance, and

trust companíes díd, however, report equal frequencies of client/staff

leadership in financial discussíons.

Table 14

Staff and Client Broachíng the Topic of Family Financial Management
During Personal Interviews by 0rganizational Type

Organizatíonal Type

Banks
Credít Unions
DepartmenË Stores
I'inance Companies
Investment Companies
Lífe Insurance Companies
Trust Companies
Social Agencies

TOTAL

6B

11
L6

4
16
I

22
l_0

11

98

Staff

9 81.8
10 62.5
3 75.0

14 87.5
3 37.s

15 68.2
10 100.0
9 81.8

n 74.s

C1íent

9

9
2

11
3

15
10
I

67

81. I
s6.3
50 .0
68. 8
37 .5
68.2

100.0
72.7

68 J-



Once financial discussions had begun, staff members guíded the

conversation in various \¡rays. Totals in Table 15 reveal that staff most

frequently provided fínancial ínformation or explained alternatives and

consequences in 79.6 percent of the organízations. Clients \^rere assísËed

in makíng their ov¡n financial decísions by 75.5 percent of the organíza-

Ëions. Staff and clients mutually agreed abouË financíal plans in 73.5

percenË of the organizations. Staff l-east frequently suggested fínancial

plans to clienÈs. Responses by organizationaL type varied from all trust

companies providing fínaneial information to a consistent low of. 37.5

percenÈ of the ínvesLment. companíes taking any ídentífied action duríng

personal interviews.

Table 15

Types of Actions Talcen by Staff During Personal Interviews
by OrganizaËional Type

Organizational Type

69

Banks 11 10
Credit Uníons 16 13
Department Stores 4 2

Finance Companíes L6 15
Investment Companies I 3

Life Insurance Companies 22 L7
Trust Companies 10 10
Social Agencies 11 8

TOTAL 98 78
Percentage of ToËal- 100 79.6

N Tinancíal
Info.

Alternatives/ Clients
Consequences Decísions

10
13

2
15

3
L7

9
9

78
79.6

MuËually Fin'1
Agree Plans

9

13
2

15
3

L7
8
7

74
75.5

9
13

2
13

3
L7

9
6

n
7 3.5

8
L2

2
15

2
1_5

B

6

68
69.4



After meeting wíth client.s and discussíng fínancial sítuations,

an organÍzatíon could make further contacts by letter, telephone or per-

sonal intervíew (Table 16). Follow up leÈters r"rere sent by 60.2 percent

of the organizations. Intervier¿s and telephone calls were used. by 42.9

and 30.6 percent of the organízations respeetívely. Varíation by organ-

LzaLionaI type índicates that banks definítely prefer letters; trust

companíes ínterview and telephone rather Éhan wríËe letters.

Tab1e 16

Methods used to Fo11ow up clients I Financial situatíons
by Organízatíonal Type

Organizational Type

Banks
Credit Unions
Department Stores
Fínance Companies
Investment Companies
Life Insurance Companies
Trust Companíes
Social Agencíes

TOTAI

70

Letter

11 6
16 12
4L

L6 11
85

22 13
104
11 7

93 59

Interview
n7"

54.s
75.0
25.0
68. I
62.5
59.1
40.0
63.6

602

1 9.1
7 43.8
2 50.0

10 62.5
4 50.0
7 31.8
7 70.0
4 36.4

42 4L9

Telephone
n7"

2 TB.2
7 43.8
L 25.0
3 18.8
L L2.5
7 3L.8
7 70.0
2 LB.z

30 30.6



Clients became dependent upon staff for financial advice in 65

organizatíons or 66.3 percent of the sample. When asked how these sltu-

atíons were handled, 12 procedures were ment,ioned and are recorded in
Table L7. There did not seem to be a high level- of conrnonalíty con-

cerning this issue as the most frequentl-y mentioned response, advice

giving, Ínvolved only about one third of the organízations. sixÈy per-

cent of the banks and 50 percenË of the investmenL companies gave advice;

50 percent of the finance companies discussed the sltuation. All- other

procedures, both by organizational type and totals, reeeÍved responses

by less than one third of the respondenÈs. Cl-íent dependency was viewed

as part of the busíness relationship by eight financíal instítutions.

For some respondents, such depend.ency r¡ras consídered to be an unfortunate

occurrence; Èo some, it seemed a mere facË of lífe; to others, ít. was

vf.ewed with enthusiasm. One deparÈment. sËore ãctively encouraged clfent
dependency, "We compensate staff for thistr.

Table l-7

Procedures Used for Handling Dependent C1íenËs
(N = 8i_)

7T

GÍve advice
Discuss the situation
Intervíew personally
Increase clientsr knowledge
Let clienÈs make final decisions
Make referrals
Present alternatives
Explain and/or use the company

servlces
Encourage seLf-suf f icíency
Provide the help clÍents wanË
Involve another employee

Procedures Total

2t
13
13
I
9
9
5
5
5
4
3
2

"Á

32.3
20.o
20.o
13.8
13.8
13. B

7.7
7.7
7,7
6.2
4.6
3.1



or progressive oriented?

sons for discussing finances duríng personal ínt,erviews are categorized

as requiring preventive, crisis, or progressive oriented counselling.

Preventive reasons included: need general advíce, make bett.er use of

money, need to decrease expenses, need advice about wil1s, and r¿ho should

handle the money. Crisis counsellíng focused on clients being in debt,

needing money, losing track of money, misusing money, not makíng payments,

and arguíng abouÈ money. Progressive counselling involved: \,üant more

savíngs, \rant investment advíce, need insurance, talk about. estate building,

and need gift tax advíce.

Two preventive reasons, need general advice (gL.4 percent)l 
"rrd

need to make better use of money (84 percent), were the first and third

most frequently mentíoned reasons for discussíng finances during per-

sonal intervíews. Five crisis reasons numbered among Ëhe top seven most

frequently mentioned reasons. These incl-uded: clíents are in debt (86.4

percent), clíenÈs need money (84 percent), clíents lose Èrack of their

money (76.5 percent), clients misuse money (75.3 percent), and clients

cannot meet payments (71.6 percenÈ). ülanËing more savings or wanting

investment advice required progressíve counsellíng in 70.4 and 67.9 per-

cent of the organízatíons respectively. Less than one third of the fin-

ance companies and socíal agencies perceived savings and inveslmenË ad-

vice as reasons for financial díscussions. Needing to decrease expenses

and needing advice about r¡ills required preventive counselling ín 65.4 ar,d

Is Ëhe famil financial

In Table 1-8, respondentsf perceptions of rea-

t counsellin Ëive, crisis,

72

1*ì,lentioned by 91.4 percent of organizations surveyed.



PercepËlona by OrganlzaÈfonal Type of Reasons for Dfscusslng Famfly Flnanclal Managenent During personal IntervLerrg

(N - 8l=Xrnr)

Need general advfce
Are ln debt
Need money
Make better use of money
Lose track of money
Mlsuee money
Cannot meeÈ paynenËs
$Iaiìt more eavlngs
Want lnvestnent advfce
Need to decreaee expensea
Need advfce about wllle
Need lnsurance
Talk about estate buildlng
Argue about money
Need glft tax advlce
Who ehould handle the nonev

TyP.4

Prev.
Crisls
Crlsfs
Prev.
Crlsis
Crlsl-s
CrisLs
Prog.
Prog.
Prev.
Prev.
Prog.
Prog.
Crlsfs
Prog.
Prev.

Table 18

74
70
68
68
62
6L
58
57
55
53
44
38
37
33
26
L2

Banks

nr=i.0

aType refers Èo the type of counselllng orientatlon: preventlve, crfsfs or remedial, or progressfve.

9L.4
86 .4
84. 0
84.0
76.s
75.3
7L.6
70.4
67 .9
65.4
54.3
46.9
4s.7
40.7
32.L
14.8

Credft
Unlons

nr=13

10
9

L0
9

l-0
I
a

9

10
8
4

3
6

2

2

0

Dept. Ffnance
Stores Co.

r3=3 nO=15

13
13
t3
72
13
T2
10
10
13
10

9
4
2

5
1
1

z
J
1
2
3
3
2
I
L
2
I

1
1

0
1
0

Invest-
ment

Co.
o5=3

13
If,
15
11
13
15
15

5
2

13
0

10
I
6
0
5

Llfe
Ine.

Co.
nr=17

I
I
2
3
1
1
0
3
3
0
0
0
3
0
2
0

lrust
Co.

nr=10

L79
L46
108
L77
88
87

105
L7 10
15 10
75

L79
L73
168
83

11 9
T2

Socfal
Agencles

nr-10

9

9
9
7

6
7

I
2
1
I
4
0
0
9
0
3

\
U)
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54.3 percent of the organizations respectívely. The former reason hTas

mentioned by less than half of the life insurance and investment companies;

the latter reasons by the majority of crediÈ unions, life insurance companies

and trust companíes. The remaining five reasons, including Ëhree pro-

gressive, one crisís and one preventíve reason, \rere acknowledged by less

than 50 percent of the organizations. Four organizational types, however,

eontradicted thís general trend. All of the lífe ínsurance companies and

62.5 percent of the finance companies menËíoned thaË people need ínsurance.

Estat.e building was recoglLízed as a reason ín 94.1 percent of the life in-

surance companiesr S0 percent of the Èrust comparries, and 60 percent of

the banks. Ninety percent of the trust companies and 64.7 percenË of the

life insurance companies acknowledged gift tax advice as beíng a reason

for discussing finances during personal inËerviews.

Reasons for discussíng fínances during personal inËervíews are

grouped into crisis, prevenËive and progressive categories by organíza-

tional Èype ín Table 19. The summaÈíon of organizatíons responding posí-

tively Ëo reasons grouped by orienËation and the maxímum possible number

of responses are recorded under the sub-headings labeled yes and maximum.

For example, the frequency of bank responses to crisis reasons \4rere: nine

for are in debt, 10 each for need money and lose track of money, eight

each for misuse money and cannot meet paymenËs, and tr¿o for argue about

money. These totaled to 47 responses. The maximum possible number of

responses of banks involved ín a crisis oríentation was obtained by multi-

p1-yíng the number of banks by Ëhe number of crisis reasons, l-0 X 6 = 60.

A total of. 72.4 percent of the crisis reasons were acknowledged

by respondents;62 percent of the preventive reasons \^rere mentíonedi,52.6

percent of the progressive reasons \^rere reported. hÏíth uSO.05, the



hypotheses of equal probabilíties or proportlons of crisis and pro-

gressive reasons across the eight strata were rejected, using the chi

square sÈaËístic. The hypothesis of equal probabílíties \,/as noÈ rejected

for counselling wiËh a prevenËive orientaËion.

Table 19

Preventive, CrisÍs and Progressive Oriented Reasons for Discussing
Family Financial ManagemenË During Personal Intervíews

by Organizational Type

Organizatíonal Type

Banks 10
Credit Unions 13
DeparÈment SËores 3
Fínance Companies 15
Investment Companies 3
Life Insurance Companies 17
Trust Companies 10
Socíal Agencíes 1-0

TOTAI 81

Percentage of Total

.aurt_sl_s
(6 reasons)
Yes Max.

75

,
X- = 53.34 is significant at cr,= 0.005.

?
X- = 14.05 is not sÍgnífícant at o, = 0.005.
)X- = 136.43 ís significant at cl¿ = 0.005.

47 60
66 78
L2 18
79 90
518

58 LOz
37 60
48 60

-3s2 486

72.4

Preventíveb
(5 reasons)
Yes Max.

Questions were asked to determíne the type of intermediary action

Ëaken by organizations on behalf of clients. A toËal- of 65 organizations

31
45

1

42
4

59
32
31

25r

62

or 69.9 percenË extended credit, which is classifíed in Table 20 as helpíng

Progressivec
(5 reasons)
Yes Max.

a client ín crísis. A total oÍ. 52.7 percent of all organizations con-

50
65
15
75
15
85
50
50

40s

tacted government services and thereby acted in a preventive capacity.

30
30

5
18
11
76
40

3

2L3

52.6

50
65
15
75
15
B5
50
50

Zos



Intermedtary Typ"t Total Banks Credit Dept. Finance Invest- Lffe TrusÈ Soclal
Unlons Stores Co. ment Ins. Co. AgencLes

Co. Co.
ActLon 

N z nr=LL ..r=L6 ,3-3 no=16 ,5=g nr=20 nr=10 ,g-9

ExÈendlng credÍt or loans crlsis 65 69.9 l-0 13 1 14 5 Lz g 2
Contactfng goveÍiment aer-

vfceePrev.4952.7692S2LZ4g
Negotfating wlth credÍtore crfsfs 4L 44.L 4 10 I 15 L 2 z 6
Holdlng money in trust Prog. 40 43.o 4 LL 0 j- 6 10 g 0
Managlng an fnvestnent

portfoflo Prog. 38 40.9 5 4 0 j- I 13 7 O
Contactlng collectfon

agencfesCrfsls293I.256l8LZ33
ExecutfngawflL Prev. 2L 22.6 l- I 0 O Z 9 7 1

Table 20

Internedlary Actfon Taken by organfzatlonal lype

(N = 93=E*nr)

aÎype refers to the type of counsell-lng orfentatfon: preventfve, crfsfa or rernedLal, or progressfve.

!



The remaining courses of action received response rates totalling less

than 50 percent. There were distinct non-uniformities between various

types of organízations. For example, fínance companies acted as crísís

ínterventíonísts wÍth 15 (93. B percent of the finance companies) negotí-

ating with creditors. Money was held ín trust by B0 percent of the trust

companíesr 75 percent of the investmenË companíes, and 50 percent of the

life ínsurance companies. Every investment company, 70 pereent of the

trust companies, 65 percenË of Ëhe lífe insurance companies, and 50 per-

cent of the banks progressively managed investment portfolíos. Collec-

tion agencies were conËacted in crisis situations by 68.8 percent of the

credíÈ uníons and 50 percent each of Ëhe banks and finance companies.

SevenËy percent of the trust companíes acËed in a preventíve capacity by

executing wills.

Tntermediary acËi-ons taken by organizations on behalf of clients

are grouped into crisis, progressive and preventive categories by organi-

zaËiona1 type in Table 21. The summaËion of organizations responding

posítively to aetions grouped by orienÈation and the maximum possible

number of responses are recorded under the sub-headings labeled yes and

maxímum. For example, the frequency of crediË union responses to progres-

sive actíons vrere: holdíng money in trust (11) and managing an invest-

ment portfolio (4). This Èotalled 15 progressive actions taken from a

possíble maxímum of 32 (16 credit uníons multiplied by trvo actions).

Totals of less than 50 percent vüere reported by respondenËs for

crisisr progressive and prevenËive oríented intermediary action. However,

computíng the chi square staËistíc resulted in the rejection of equal pro-

babí1-íty hypoÈheses at the 0.05 level of signifícance.

1'7



Table 2L

Preventíve, Crisis and Progressive Oriented Intermediary Action
Taken by Organizational Type

Organizational Type

Banks
Credit Uníons
DeparÈment Stores
Fínance Companies
Investment Companíes
Life Insurance Companies
Trust Companies
Social Ageneies

TOTAI

PercenÈage of Total

Crísisa
(3 actíons)
Yes Max.

11 L9 33
L6 29 48
339

L6 37 48
8724

20 L6 60
10 t_3 30
9LL27

93 13s 2n

48.4

?
aÅ

bx2
_-2cl(

36.31 ís signifícant at

60.86 is sígnificant at

L7.43 ís signifícant at

h

rrogressr-ve
(2 acÈions)
Yes Max.

7B

fects of financial counselling services and group educatíon programs dealing

with family financial management r^Iere assessed by otganízational repre-

sentatíves who responded to the Famil-y Financíal Services QuesËíonnaÍre.

Each of Ëhese consequences r¡ill be díscussed.

Ifhat are the perceived consequences?

9

15
0
2

L4
23
15

0

7B

4r.9

Prevent.ívec
(2 actíons)
Yes Max.

22
32

6

32
L6
40
20
18

186

head expenditures by 92.1 percent of the organízations responding. Costs

h,ere separated from operational expenses and specific dollar costs rangíng

from less than $5,000.00 to $110001000.00 lrere recorded for l-3 financial

0.005.

0.005.

0.05.

LI-

722
10 32
26
532
4L6

2L 40
11 Z0
10 18

70 T86

37.6

CosËs associated wÍÈh financial counsellinq were handled as over-

LT_

instítutions. Two organizations paid out less Ëhan $5r000.00 annually.

The cost.s, benef ít.s and ef-



Sums of $131000.00 to $501000.00 rnrere reported

Three more financíal institutions used between

Bílls of between $700r000.00 and $1,000,000.00

zations.

Síx of the eight responding organizations (75 percent) indicaËed

that group educaËíonal program expenses r,rere viewed as overhead cosËs.

Three fínancial institutions estimated such costs to be less than $5,000.00

yearly. Two instituËions specífied expenditures of $12r000.00.

Consíderíng labour costs, 44 organizations (62.9 percent) reported

the employment and paymenË of five or less individuals to be involved in

financíal counselling servíces (Table 22). This íncluded 16 organizatíons

híríng one person, 12 hiríng two, t hiring t.hree, and seven hiring four

or five people.

DaËa recorded in Table 23 show that 55 organizatíons staËed rhe

percentage of time each employee \ras involved in financíal counselling

services. Ilorkers devoted 25 percent or less of Ëheir work hours to

farnily financial management counselling in 22 organízations (40 percent).

This included 69.2 percent of the finance companíes, 62.5 percent of the

credit uníons and 50 percent of the social- agencies. In sharp contrast,

50 pereent of the investment companies emoloyed people solely to work

\"Iith financial counselling services. Personnel counselled an average of

26 to 50 percent of each day ín 14 fínancial instiËutions (25.5 percent).

More than half but not all of an employeers Èime was given to counselling

ín seven ot L2.7 percent of the organizations.

Nine organízatíons reported empl-oying and paying 34 employees for

group education programs dealing wiËh family financial management. A

range of one to ten people were hired per organízatíon. Ihe percentage

79

by five institutions.

$100,000.00 and $300,000.00.

were paíd by three organi-
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TabLe 23

Percentage of Tlme Spent by Employees Involved fn Famlly Ffnancial Management Cormsellfng by 0rganfzatlonal Type

(N = 55=Xrnr)
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of time devoËed to group education varied from four to 100 percent. SocÍa1

agency personnel directed significantly more of their time to group educa-

tion programs than did workers from financial insËitutions.

All- 90 organízatíons lísÈíng their servíces as having a counsellíng

component were able t.o verbalíze pereeíved benefits. Responses were

categorized and reported in Table 24. The most frequently ment.ioned bene-

fit was thaË of gaining business. This reason incorporated several ele-

ments: selling services, gaining referrals, earning income, obtainíng

profits, and mainËaining fundíng. Credit uníons, fínance companies, and

socía1 agencíes stressed client satísfacËion as a benefít almost equalling

that of business gained. Minimizing defaults or delínquent accounts were

suggested more frequenËly by banks and finance companies. Public rela-

Ëions were emphasLzed by lífe insurance companies. Two financial insti-

tutíons mentioned client feedback as beneficial. It was thought that

business operations could be improved by utilizing suggestions made by

people usíng the services.

Benefits from offering group educatíon programs dealing with

family fínancial management lrere identifíed by 17 organízations. Gaining

busíness was the most frequent,ly stated benefit (seven organizations),

followed closely by promoting public relaËíons (six organizations) and

satisfying clíents (fíve organízations). Two social agencíes thought

group education programs r{ere a successful fulfillment of their mandate.

The response, clíents benefit, r^7as the most frequently mentioned

effecË of fÍnancÍal counsellíng services according to total-s in Table 25.

Life insurance companies and socíal agencies accounted for the rnajority

(52,2 percent) of these 46 responses. Twenty-Èwo organizations or 24.4

percent each stated thaË clients gained knowledge and that their welfare

82



TabLe 24

Beneflte Received by Organf.zatlonal lype ln Return for Offerfng Famfly Ffnanclal Management Counsellfng

(N = 90=Xrn*)

Beneffte rotal Banks ffi:i: 3i3ï" 
ttå::"" rnv:::ment t*tËo:""' tä::t 

^:ï:ï1"N Z .nr=10 rtr=I5 n3=2 nO=15 r5=7 nr=22 n7=9 nr-10
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Clfent satlsfled 27 30.0 3 7 L 7

Mfnlrnal defauLte L4 15.6 3 2 0 6
Publlc relatfons L4 15.6 l- I 0 3

C]-lentfeedback 2 2.2 1 0 0 0
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1
0
0
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1984
314
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vras ímproved. Seventy percent of the banks mentioned the former while

50 percent of the social agencíes mentioned the latter. Fífteen finan-

cíal institutions (L6.7 percent) indÍcated that services were used.

Fourteen organizations (15.6 percent) including eight lífe insurance

companíes, staÈed that clíents developed beËter financial plans. Ten

organizations (11.1 percent) including five finance companies, thought

that credít problems \^rere avoided. One financial insitution (1.1 per-

cent) índicated thaÈ attempts at índividual- financial counselling pro-

voked indignity.

Table 25

Effects of Family Fínancial Management Counselling on Clientsr
Behaviour and l,,Iel-fare

(N = 90)

Effect

Clients benefit
Knowledge gained
lùelfare improved
Servíces used
BetËer financial plan
Credít problems avoided
Indigníty provoked

B4

A total of 15 organízations identified effects of group educa-

tion programs on clientsr behaviour and welfare. Seven organizatíons,

incluclíng three social agencies, sËated that clients gained knowledge.

Improved welfare ürâs menËíoned four times, money \^ras used more wisely

in three cases, family functíoning improved according to two organiza-

tíons, some clients benefíted in two financial institutions, and services

were used in one organization.

Response Rate

46
22
22
15
I4
10
t

51.1
24.4
24.4
L6.7
15. 6
11. I
1.1



on the corununíty at large, responses by 76 otganizations have been cat-

egorízed in Table 26. Opinions varied as to the qualíty and quantity of

To detaíl the perceived effects of financíal counselling services

effects. Seventeen organízatíons (including síx life ínsurance companíes)

thought the effects \,¡ere good; L7 (inc1-uding five fínance companies) said

effects were minimal; and six (íncluding three credÍt unions) sËated that

no effects r^7ere noticeable. Stímulation of the economy hTas suggested 14

times. The ímportance of providing communíty servíces was mentioned by

13 financíal institutions, íncluding a total of 8 fínance and investment

companies. Money seemed to be used more wisely and clients seemed to be-

come more responsible citízens ín 11 cases each. Ten organizaËions, in-

cluding a total of eight life insurance companíes and social agencíes, men-

tioned increased community securíty and stability. Eight organizatíons

indicat.ed that counselling served t.o educate the community. Another seven

noted good public relations.

Table 26

Effects on Farnily Financíal ManagemenË Counselling
on the CommuniËy at Large

(N = 76¡

B5

Effects

PositÍve effects
Mínimal effects
Economy stimul-ated
Service availability
Money used more wisely
BeÈter citizens
Community security
Community education
Public relations
No effects

Response Rate

L7
L7
L4
13
11
11
10

B
1

6

22.4
22.4
18.4
L7.L
L4.5
L4.s
13.2
10.5
9.2
7.9



Perceptions of 14 organizaËions concerning the effects of group

education programs on the communíÈy at large r,rere categorized in Table

27. Effects were sald to be positíve by six organizatíons and mínímal

by three financial instituËions. Gaining knowledge was cíted four times.

Three organizations reported that people became involved ín the services

offered as a result of group programs. One social agency pointed to a

drop in crime rates resulting from Ëhe financial assistance províded.

IabLe 27

EffecÈs of Group Education Programs Dealing Llith Famíly Financial
Management on Èhe Community at Large

(N = 14)

Effects

Positive effecËs
Knowledge gained
Minimal effects
Services used
Crime decreased

86

Data in Table 28 reveal thaË husbands and wives (77.6 percent) adults (76.5

percent), and major \47age earners (74.5 percenÈ) were the groups most fre-

llhat j-s the Ëarget group for familv financial- management counselling?

quentlv mentioned. AbouÈ two-Ëhirds of the followíng groups \^iere con-

sídered: lower middle income, upper middle income, and males and females.

High income and retired people were each planned for by 50 percent of the

organízations. Low income people, students, arid parents and children to-

gether \'üere considered by less than 43 percenË of the organizations sur-

veyed. tTpper middle and high íncome people rùere considered less frequently

by socíaL agencies. Lo¡¿ íncome people, on the other hand, \^rere considered

Response Rate

6
4
3
3

.1

l,t o

28.6
2L.2
2L.2
7.L
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Table 28

Categorie8 of People that organizatlone Plan to Invol-ve ln Famfly Flnancfal Managenent Couneellfng

Banke 11
Credit unLong 16
Dept. stores , 4
Ffnance co. 16
Inve8tEent co. I
Llfe 1ns. co. 22
lruat co. L0
Socfal agencf.ee 11

TOTAL J8-,

Wage
Earners

7"

or

"Th""" categorLee are not nutual-l-y exeluslve; nul-tfple reÊponses are possfble.
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Æ
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more frequently by social agencies.

Financial insËitutions and social agencíes were also asked about

Ëheír plans to accommodate different categoríes of people in theír group

educaËíon programs. rn TabLe 29, the majoriËy of the 16 organizations

answering this question planned to invôlve: adults, husbands and wives,

males or females, major r{age earners, lower middle and upper míddle ín-

come people, students, and low íncome people. only seven organizations

ot 43.8 percent of the respondents mentioned plans to involve retíred

peopl-e, however, these figures may be rnisleading because thís category was

inadvertently omitted from five questíonnaíres. Organízational trends

tended to follow the aggregate patÈern. Parents and chitdren \^7ere not

considered in group plans undertaken by department stores, finance com-

paníes, or trust companies. ForÈy percent of the socíal agencies planned

for these famíly members. High income people r^rere completely ignored by

credit uníons and finance companies in group education programs.

TabLe 29

Categories of Peopl-e ThaË OrganízaËions Plan Ëo Tnvolve in Group
Educatíon Programs Dealing with Family Fínancial ManagemenË

(N = 16)

BB

Categoríes of People

Adults
Husbands and wives
Mainly males
Mainly females
Major \'üage earners
l,s\^rer middle income
Upper middle income
Students
Low income
High income
Retired people
Parents and children

Response Rate

16
15
15
L4
L2
L2
11
11
10

I
7

6

100.0
93.8
93.8
87.5
75.0
75.0
68.8
68.8
62.5
43. 8
43.8
37.s



Response totals in Table 30 indicate that on1-.y 26.5 and 34.7 pereent of

the organizations perceived that parents and children and students actu-

aL1y partícípated in counsel-líng services. Between 53.1 and 56.1 per-

cent acknowledged attendance by retíred, Iow ineome, and hígh income people.

Upper middle income people parËieipated in 76_.5 percent of the organíza-

tions. A rninímum of 81.6 percent and a maxímum of 90.8 percent of the

organizatíons Ëhought lower míddle income people, females, husbands and

wives, males, major \^rage earners, and adults were ínvolved in famíly

financíal counselling services. Banks more frequently mentíoned involve-

menÈ by students, retired, and low income people. only 37.5 percent of

the credit unions received particípatÍon from high íncome people. Figures

recorded for finance companies are lower for retired people (18.8 per-

cent) and hÍgh income people (37.5 percent) and higher for low income

people (81.3 percent). No investment companies indicated involvemenË

by low income people; students (12.5 percent) and lower niddle income

(50 percent) participated less frequently than in aggregate totals while

high income people (75 percenË) partícípated more frequently. High in-

come Peop1e were mentioned by 86.4 percent of Ëhe life ínsurance companíes

and 80 percent of the trust companíes. Fewer trusË companies (30 per-

cent) recognized low income peoplets involvement in counsellíng servíces.

Sígnificantly more social agencies perceíved involvement by parenËs and

children (63.6 percent) and low income peopl-e (81.8 percent) while signi-

fÍcantly fewer acknorvledged upper míddl-e (27.3 percent) and high íncome

people (18.2 percent).

Ifho actually receives the famil financial manaqement counsellí

B9

AcÈual ínvolvement in group education programs dealíng with family

financial management is suumarized in Table 31. Major Tdage earning adults,



Categorlee of People that Organ{zatlons PerceLved as Actually Recelvfng Fanlly Flnanclal Management Counsellfng
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Credft unlons
Dept. Btore8
Flnance co.
Investnent co.
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TOTAL
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whether male or female, and their spouses participated most frequently

with response rates varying from 88.2 to 82.4 percent. Less than 50 per-

cent of the l-7 responding organizaËions perceived the followíng categories

of people as beíng involved ín group educatíon: parents and chíldren,

hígh income people, retíred peopl-e, and students. Low, upper middle,

and lower míddle income people formed a group of moderate attenders at

52.9, 64.7, and 70.5 percent respecËively. Of all organizatíonal types'

more socíal agencies (75 percent) recognízed attendance bY low íncome

people; fewer social agencíes ack¡rowledged partieipation by lower middle

(50 percent), upper míddle (33 percent), and high income people (16.7 per-

cent) as rvell as retired people (L6.7 percent), and sËudents (16.7 per-

cent) .

Table 31

Categories of People that OrganizaËions Perceived as Actually Attending
Group Education Programs Dealíng with Famíly Financíal Management

(N = 17)
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Category

Adults
Major vage earners
Husbands and wives
Mainly females
Mainly males
Lower míddle income people
Upper níddle income peopl-e
Low income people
Students
Retired people
High lncome people
Parents and children

Response Rate

15
15
I¿+

L4
L4
L2
11

9

B

7

6
5

88.2
BB.2
82.4
82.4
82.4
70.6
64.7
s2.9
47 .r
4L.2
35.3
29.4



!üi11 there be a reciprocal awareness of fa.lnily financial manage-

agencíes? Organízaxíons were asked what listings or directories \47ere

used when referring clíents to oÈher organizations. Seventy-four

respondents or 75.5 percent used no 1ístíng (taþte Z2). Lists of per-

sonal contacts were used by 14 organizatíons. The lJínnípeg Telephone

Directory and The Manual of Socíal Services in Manítoba were used by nine

organizations each. Four or less otganizatíons used each of the foll-owing

sources of referrals: internal company lísts, lists from other com-

panies, associatíon lists, publication lists, Henderson Directory, housing

l-ists, and legal directoríes.

Table 32

use of Listíngs by organízationaL Type I,rlhen Referring clients

counselline within and amon fínancial instítutions and social

Organízational Type

92

Banks
Credit Unions
DepartmenË Stores
Fínance Companies
InvestmenÈ Companies
Life Insurance CompanÍes
Trust Companíes
Social Agencíes

TOTA],

Percentage of Total

NNo
Listíng

108
L6 t-l_

44
L.7 13
88

22 15
107
11 B

e8 7T-

7s.5

Personal ltrinnipeg
Listings Telephone

DírecÈorv

Responses Ëo tlnTo questions are

"How frequently are clients referred to

zations?" and frlf clients seek services

2
I

2

2̂
3

T4

L4.3

Manual of Social
Servíces in
Manitoba

3
2

:I

;

I

9

9.2

2
0
0
0
0
0
0
7

9

9.2

sumrnarized in Table 33, namely,

your organizatíon by oËher organi-

not offered by your organizaËíon,



how frequenËly are referrals made to other organízatíons?" All of the

banks, trust companies and social agencies both received and made re-

ferrals. A minimum of 62.5 percenË of the remaining organizational

types, except departmenË stores, both received and made referrals. Credít

unÍons, finance, investment, and 1ífe insurance companíes reported sug-

gesËing referrals slightly more frequently than receiving referrals.

Table 33

Perceptíon by Organizational Type of How Frequently Referrals
are Made and Received

Organizational Type

Banks
Credít Unions
Department Stores
Fínance Companies
InvesÈmenË Companies
Life Insurance Companies
Trust Companies
Socíal Agencies

TOTAI

93

Respondents \^rere as.ked to be more specific abouË referrals given

to other organizatíons. Dat.a in Table 34 reveals that banks and govern-

menË agencies were mentioned by 55.7 and 50.5 percenË of the organíza-

Èíons respectively. Credít unions and trusË companies received slightly

less than 50 percent support. Referral-s were made to life insurance and

ínvestment companies by 42.3 and 4L.2 pereent of the organizations respec-

tivel-y. Educational institutions were mentioned 34 times (35.1 percent).

Medical facilities \^rere sent referrals by 33 organízations (34 percent)

Referrals
Made

11
16

4
16

8
22
1-0

t- 1_

98

11
1t_

2
L4

7

2L
l-0
11

87

100
68. B

50
87 .s
87 .5
95.5

100
100

88. I

Referrals
Received

11
10

1
L2

6
L9
10
1i_

80

100
62.5
25
75
75
86.4

100
100

sl. 6



Perceptíons of How
to Specific

Referrals

Banks
Government agencies
Credit unions
Trust companies
Life ínsurance companíes
InvesLment companies
Educational institutíons
Medical facilities
Non-governmental agencíes
Clergy
Lawyers
Department stores
Chartered accounLants
Mortgage brokers
Credit bureaus
Real estate agents

Table 34

Frequently Referrals are Made
OrganlzaLional- Types

(N = 97)

94

Resoonse Rate

54
49
4B
48
4L
40
34
33
22
L7
L7
15

9
J
2
2

55.7
s0. 5
49 .5
49.s
42.3
4L.2
35.1
34.0
22.7
L7.5
L7 .5
15.5
9.3
3.1
2.L
2,L



including 57.1 percent of the life ínsurance companíes. All remaining

categories received referrals by less than 25 pereent of the sample in

Lhis sÈudy.

veyed, 85.7 percent of the l-ífe insurance companies, 75 percent of Ëhe

investment companies, 55.5 percent of the banks, and 50 percent of Ëhe

department stores. Government agencies receÍved referrals from all of

the social agencíes, 72.7 percent of Ëhe banks, 60 percent of the trust

Banks received referrals from all of the trust comDanies sur-

companíesr 52.4 percent of Èhe life insurance companies, and 50 percent

of the department stores. Concerníng educational ínstítutions, 23

specific references \¡rere made to Red River Communíty College, 20 com-

mented on universiËies, seven referred to the Adult Education Centre,

tvro mentioned community education sessions, whíle one organizat.ion each

made reference to courses offered through the Young Menr s Christian As-

sociation (YMCA), the Canadian Securíties Institute, and Employment and

Irnmigratíon Canada (Manpower). Nineteen orga.nizations dírected clienËs

to their own physicians, 15 referred to hospital-s or cl-inics, five to

company physicians, and four companíes made medical referrals to specía-

lists.

Are there differences in the famíly financial management coun-

95

selLing offered wíthin and among financiál instítútions ând Social

agencigs? Data reported previously índicate that differences do exist by

organizational type. Major differences deal with research quesËions I.,

I.8., and I.D. concerning which organízatíons counsel, the contenË covered,

and the orientaËion of counsell-íng. These major differences will fírst be

descríbed and then mínor differences wíll be highlighted.



PersonneL directors and management personnel among organízaEíonal

types revealed contradictory perceptions abouÈ their organízationst in-

vol-vement in famil-y fÍnancial management counsel-ling. In response to

the mailed Híring Practices Questionnaire, 77.L percent of the social

agencíes and 62.3 percent of the financÍal insÈítutions indieated non-

involvement in counselling. During personal interviews, 90.9 percent

of the soclal- agencies and 92 percent of the financial insËítutions

stated the opposite.

Marked dífferences in the content of famíly fínancial- aanagement

counsel-ling occurred ín Ëwo ínstances. First, credít was granted by

94.3 percenÈ of the financial instltutions compared with 9.1 percent of

the socíaL agencies. This difference would have been larger had the

former figure not been negatively affected by the fact that only 50 per-

cent of the investment companíes extended credit. Second, fínancial

management group education programs were offered by 81.8 percent of the

social agencies and 16.1 percenË of the financíal insLiÈuÈions. Socíal-

agency course titl-es stressed the familíal conponent while fÍnancÍal ín-

stitutionsf títl-es stressed the economy.

The prevenÈive, crisis or progressive oríentation of farnily finan-

cíal management. cor¡nsellíng was analyzed according to the reasons for dis-

cussíng finances during personal ínÈerviews and intermediary acËÍons taken

by organizatÍons on behalf of clients. No sÍgníficant dífference r¡ras

found to exist for preventíve reasons aè percefved by otganízational type.

Crisis and progressÍve reasons as well as preventive, crísis and progres-

sive Èypes of íntermediary action were found to be sígnifícant. MultÍple

comparisons rrere computed on these to determíne which organizatíonal types
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r^rere símilar and which were si-gnífícantly dífferent ãt ol = 0.0062. For

cJ-arity of explanation, the results will be diagrammed wíth similar

organízatíons beíng joined with a line. Organizations formíng a group

on the ríght hand side of the page $rere involved in counsellíng signifi-

eantly more ofÈen than organizatíons forming a group on the left hand side.

Responses to preventive intermediary action dívided organízaËions

ínto two distínct. groups (see Figure 3). Significantly more cautíon on

behalf of clienËs ís reported by social agencies, Èrust companies and

lífe insurance companies.

Figure 3. Organizatíonal Types Grouped by Relative Involvement. in
PrevenÈive Oriented Tntermedíary AcËíon Taken on Behalf of Clients.

Finance fnvestmenË
Co. Co.

I,'rhen considering crísis oríented counselling, reasons for dís-

cussing finances separaËed organizations into four groups whíle inËermediary

action taken on behalf of clients separated organizations into three

groups (see Figure 4). Life insurance companies are the least frequently

involved in both Ëypes of crisis orienËed family financíal management.

counselling. Fínancíal institutions with the largest amounts of ou¡-

standíng consumer credit (fínance companies, credíË unions and banks) are
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Ëhe most frequently involved in crisis

Fígure 4. Organizational Types Grouped by RelaËive Involvement in CrÍsis
OrienËed Family Financial Management Counsellíng.

Crisis reasons:

Investment Life Ins. TrusË DePÊ.
Co. Co. Co. Stores

.least

Crisis íntermediary action.

Lífe Ins. Investment DepÈ.
Co. Co. Stores

oríenËed counselling.

least most

Analysis of progressíve oríented counselling separated organ-

izatÍonal types into three dístínct groups when discussing reasons and

Ë\^ro groups when takíng intermedíary actíon (see Fígure 5) . In both cases,

social agencies and finance companies were involved signifícantly less

frequently than were other financial institutíons.

Figure 5. Organizational Types Grouped by RelaËíve InvolvemenË ín
Progressive Oriented Family Fínancial Management Counselling.

Progressive reasons:

Banks Social
Agencies

9B

Social Trust Banks
Agencies Co.

Credit Finance
Unions Co.

most

Social Finance Dept. Credit Banks Investment
Agencies Co. Stores Unions Co.

Credir Fínance
Unions Co.

least most

Trust Life Ins.
Co. Co.



Progressive intermediary action:

Socíal Dept.
Agencies Stores

Minor differences occurred when organizations were asked to íden-

tify the job tíÈles of employees involved in family financial management

counselling. Managers counselled clíents in the majoríty of banks, credít

Ieast

Finance Banks Credit LÍfe Ins.
Co. Unions Co.

unions, department stores, finance companies and trust companies. Rep-

resentatives were identifíed as counsellors in finance, investment and

life insurance companies. Consultants and professionals were involved

in counselling offered by socíal agencíes.

When counselling, the rnajoríËy of each organizatíonal type dis-

cussed 28 of xlne 29 topics lisÈed. Job choice \¡ras discussed by 80 per-

cent of the social agencies, 53.8 percent of the crediË unions ar'd 32.2

percent of the remaining organízatíonal types. Decreasing daily ex-

penses, consolidating debts, obtaining loans and contactíng creditors

were solutions suggested by over 50 percent of all organízations. De-

claring bankruptcy, on the oËher hand, \¡Ias mentioned by 62.5 percent of

the social agencies and onLy 2.7 percent of the financial institutíons.

Garnisheeing wages was most frequently suggested by finance companies.

Data on procedural matters revealed that. clients equally used

te1-ephone calls, personal interviews and letters Èo make initial contact

with trust companíes. All other organizatíonal types stated Èhat letters

were less frequently utilized. These methods of contact were reversed

when used for follor,r up purposes. Letters were mailed by the majority of

each organizational type excepË trust companies whích relÍed on interviews

Trust InvesËmenË
Co. Co.

most
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and Ëelephone calls.

Banks more frequently reported that clíents rather Ëhan staff re-

quested personal intervíews. ApproxímaÈely the same number of all other

organízational types stated that clíents and staff ínítiated interviews.

Personal interviews \,rere arranged at least two days ín advance by

lífe insurance companies and socíal agencíes. Other financíal institu-

tions held meeËings the same day the clíent contacted the company.

Banks and social agencies reported meetíng with Ëhe same client

as often as \^ras necessary. Life ínsurance companíes met clients on a

yearly basis. No distinguishable paËËern emerged for the remaining or-

ganizational types.

I^Ihen client dependency occurred, 60 percenË of the banks and 50

percent of Êhe investment companies responded by giving advice. Fínance

companies discussed the situation wiËh the client. The remaining organiza-

tional types seemed to be unclear of theír role on these occasions.

The perceived consequences (cosËs and benefíts) of family finan-

cial management counselling vrere poorly expressed by a1-1- organizatÍonal

Ëypes. A maxímum of five empl-oyees rnrere saíd to be involved in Ëhe coun-

selling services of the majoríty of banks, credit unions, finance com-

panies and investment compâníes. Credít unions, fínance companies and

social- agencies reported that employees devoted up to 25 pereenË of their

time to counselling. Half of the investment companies indicaËed that em-

ployees worked solely qrith fínancial counsellÍng services. The most fre-

quenËly mentioned benefit of offering these services was thaË business was

gained by financial institutíons. Seventy percent of the banks mentioned

that clíents gained knowl-edge; 50 pereent of the social agencies stated that

clientsr welfare ímproved.
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Famíly financial managemenË counselling was planned to accoTnnodat.e

husbands and wives, adults, major \¡rage earners, and lower míddle and upper

míddle íncome people. High income people hTere considered by investment,

l-ífe ínsurance and trust companíes. Low income people r¡rere considered by

the majoríty of crediÈ uníons, finance companies and social agencies.

Social agencies also planned to include parents with chíldren.

The majority of all organízaxional types perceived Èhat. husbands

and wives, adults, major \¡rage earners, and lower middle and upper middle

income people actually participated in family financíal managemenÈ coun-

sellíng. Hígh income people were not perceived to be involved by eredit

unions, finance companíes and social agencíes; l-ow income people \^rere noË

perceived by invesËment, lífe insurance and Ërust companies; reËired people

v,rere not perceived by finance or life ínsurance companíes. Banks and life

ínsurance companies thought Ëhat students r/üere participaËing in counselling

services. Parents with chíldren r+ere acknowledged by 63.6 percenÈ of Ëhe

socíal agencies

Dat.a on reciprocal awareness reveal- Èhat the majoriÉy of social
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agencies relied upon

referrals: fínanclal

of the banks, trust eompanies and socíal agencies both made and received

referrals. Credit unions, fínance, inveslment, and life ínsurance com-

paníes reporLed suggesting referrals s1-ighLly more frequently Ëhan re-

'ceiving referrals. Department stores and investment companíes tended not

to refer clients Èo other department stores and investmenÊ companíes respec-

tívely. All other organizatÍons did make referrals to competitors within

their own organizational type.

the Man-ual of Social SerVíces in Manitoba when making

institutíons seemed unfamíliar wiËh this manual. All



Infhat are the Perceptlons of FÍnancíal Institutions and Socíal Agencies

Management Counselling?

The Hiring Practices Questionnaire was desígned to gather infor-

matíon concerning otganizational perceptíons of people trained ín family

financial management counselling. Formal- educational status of currenË

empl-oyees was determined to assess actual hiring praetices. Informatíon

about the Èraíning of recent job applicants was gathered. Personnel dí-

rectors were asked Ëo rate the appropriateness of specific educatíonal

courses. Case studíes \rere presented to assess the desírability of three

universíty programs. DaËa collected from these questíons will be discussed

under separaËe sub-headings in the following paragraphs.

Current e]nployees. Information on formal educational 1evel vras ob-

tained for 426 empl-oyees workíng for 30 organizations (see Table 35). A

toÈal of 7L.3 percent or 304 of Lhese workers had Èaken aË least some

posÈ-secondary course r¿ork. University or community college degrees had

been compleËed by .224 employees or 52.6 percent. 0f the 202 universiÈy

degrees, L75 (86.6 percent) were bachelors degrees, and 27 (I3.4 percenË)

r^rere masters degrees. Social agencíes were the main contríbutors to such

high university figures, accountíng for 139 bachelors and 17 masters level-

degrees in either social work, arÈs, or home economics. Socía1 agencies

also employed the largest number of high school dropouts. Eighty percent

of these people were hired as paraprofessionals to accomplish field work

in rural Manítoba. High school diplomas had been obtained by the majoríty

of trust company employees (61.5 percenË). Indíviduals working for life

insurance companies had eíther compleÈed grade 12 (32.5 percenË) or some

degree program (30 percent). TwenËy people hold bachelors degrees and

four hold masters degrees ín arts, colnmerce, education, law, or science.
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Fo¡na1 Educetlonal Level of Employeee Currently Worklng

Educatfonal
Level

Lees than grade 12
Hfgh school dfplona
Some universlty
Some comnunfty colLege
Cormunfty college degree
Unfverelty degree

lOTAL

Total

tFl.r" tot" employeee ¡¡ere recorded as currently rrorklng wfth famtly ffnancial servfces, but no educatfonal levels were given.

54 L2,7
68 16.0
47 1r. .0
33 7.7
22 5.2

202 47.4

m" lõilõ'

Table 35

ln Farnfly Ffnancfel Management Cormselllng Offered

(N = 30=[*nr)

Credlt
Unfone
t1=4

0
11
11
t2

4

-45

Ffnance
Co.
n2-3

1

3
J
3
0
0

T

Investnent
Co.

t3-4

2
3
4
0
0

L4

T

by OrganlzaÈfonal þpe

Lffe Ins.
Co.

t4-B

11
26
L2

3
4

24

-g0å

Trust
Co.
o5=3

Socfal
Agencfee

t6-8

0
24
11

0
0
4

r

40
I
4

15
11

156

227

H
u)



Fourteen ínvestment company employees or 60.9 percent obtained university

díplomas in agriculture, arts, conmerce, or engíneeríng. Eight were

bachel-ors and six rüere masters degrees. Finance companíes, on Ëhe oËher

hand, híred 8 people (66.7 percenË) wíth some post-secondary education.

Credít uníons hÍred 34 employees (75.5 percent) r¿ith a minimum of a par-

tial degree. Four of these post-secondary degree employees (36.4 per-

cent) completed bachelors degrees in art,s, contrnerce, or science.

Personnel directors were also asked Ëo specify the number of cur-

rent employees having similar educaËional backgrounds to the case studies.

Six financíal instítutions employed l-0 arts graduates; seven financial in-

stitutions employed 15 commerce graduat.es; three organizations (flnancÍal

instítutions and socíal agencíes) employed 35 home economics graduates.

One organization hired 88.6 percenÈ of Ëhese home economists.

Job applícants. concerníng advertisements for employees, four

organizaÈions each had advertised for arts and commerce graduates. Tr^lo

social- agencies had advertised for home economícs graduates.

I,rrhen asked about actual applícanËs for jobs ín 1977, half of the

24 respondents thought that applicants r^rere appïopriately trained; half

perceived ínadequate traíning. The levels of formal education perceíved

to be appropriaËe varied from one organizaxion receíving 80 percent of

their applications from graduates with masters degrees and 20 percent

from graduates with bachelors degrees to another organízaÈion receivíng

85 percent of their applícations from high school graduates, 10 percent

from communíty college or university drop outs, and five percent. from

uníversity graduates at the bachelors level. Inadequate training lras men-

tioned by one organization receíving applicaËions solely from uníversity

graduates, 75 percent held bachelors and 25 percent held masters degrees.
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Another organization indicated a lack of training when 60 percent of the

applícants were hígh school drop outs, 10 percent had hígh school diplomas,

20 percent experíenced some posË-secondary education and 10 percenÈ ob-

tained uníversity degrees. Lack of job related experíence r¡ras mentioned

for both appropriately and inadequatel-y Ërained applicants.

Formal areas of study desíred of job applicants. Personnel dí-

rectors r^7ere asked to rate Lhe appropríateness of specific areas of study

in preparing índividuals to vrork with family financial servíces. A total

of. 28 organízations rated each course of study as being needed, helpful

or not helpful . These ansl^Iers were weíghted by placing a value of five

for eachttneeded.tt ansr^rer, three for each tthelpfulrt, and one for each ttnot

helpfulrr response. This produced a series of numbers for each area of

study which were added and then placed ín descendinS¡ order in Table 36.

These numbers in rank order range from a possíble maximum of 24O to a pos-

síb1e minímum of. 28.

he four formal areas of study ranked as most ímportanÈ to per-

sonnel in family fínancial services are: communication skílls aÈ 128,

fanily finance at 119, consumer economics at 1-04, and counselling at 99,
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The descent in weighted values is very gradual from "taxatíon't through

to rrhousíngrr. Public speaking and family law are ranked about

midway on the list; business law and socíal problems tied at 74 each.

The last four formal areas of sËudy, personnel management, other lan-

guages, French and advertisíng, agaín reveal larger dífferences between

weighted values.



Table 36

Formal Areas of study Desíred of personnel to l,Iork r,¡ith Famíly
Financial Management Counselling

(N = 28)

Formal Area of Studv

Communicatíon skills
Family finance
Consumer economícs
Counsell-ing
Taxatíon
Financial institutions
Fínancial accounting
Economics
Business organizatíon
Public relaËíons
Marketing
Public speaking
Family law
CorporaËion finance
Fauríly relations
Busíness law
Social problems
Housing
Personnel management
Other languages
French
Advertisíng
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A*Raw data is reported Ín Appendix H.

Once personnel- r¡ere híred for positions in famíly fínancial ser-

víces, 22 otganizations or 7L percent provided training programs. This in-

cluded two credit uníons, three fínance companies, four investment com-

paníes, five life insurance companies, thTo trust companíes, and síx socíal

agencies surveyed.

I^Ieighted Valuesa

12B
119
104

99
92
90
89
8B
B7
87
85
B3
82
77
76
74
74
7L
63
60
53
45

studies. Case I was an arts graduate who majored in economícs. Case II was

Case sËudies. Personnel dírectors \^7ere presented r,¡ith three case
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a corunerce student r,rho majored ín general business. Case III was a home

economics graduate who majored in family economícs and management. Ques-

tíons !üere posed to determine the acceptabíliËy and desirabílity of each.

A total of 16 of the 25 respondíng organízations, 64 percent,

r,rould have consídered hiríng the commerce graduate; 15 respondents (60

percent) would have consídered the home economics graduate; L3 organiza-

tíons (52 percent) would have consídered the arËs graduate. One manager

\^rrote, "case r [arts graduate] would be the least. likely to succeed,

case rrr [home economics) graduate the most líkelyt'. All three case

sÈudíes would have been considered by 11 personnel directors (44 per-

cent). Five organizations or 20 percenË refused to consíder hiring any

of t.hese case studies because they rrere perceived Èo be overly educated

ancl dífficult to motivate, to have insufficient practíca1 experience, or

Ëo l-ack courses in a specifíc area. One organízatíon would only consider

hiring social work graduaËes.

In response to an open-ended question, 22 organizatíons speci-

fied the type of positions each case sËudy could fíll withín Lhe respective

company (Appendix I). Commerce graduates could fill a toËal of 18 posi-

Ëíons ín 15 organízations; home economists could fill 15 posítions ín 13

organizatíons; arts graduates could fill 14 nosítions in 13 organizatíons.

ManagemenÈ and sales jobs were mentioned most frequently at 16 responses

each.

llhen hiring specifícal1-y for family financíal management coun-

sellÍng positions, 15 of 22 respondents (68.2 pereent) would consíder

commerce graduates; 13 organizatíons or 59.1 percent rvould consider home

economics graduates; l0 respondenÈs or 45.5 percent would consíder arts

graduates. All three case studies would have been considered by eight



organi-zations or 36.4 percent.

sider any of these case studies; no reasons were stated.

A toËal of 2L organízatíons idenËífied weaknesses in the formal

education of each case study (Table 37). J.ack of practical experience

was mentioned 16 times. lndividual personality and aptiËude were con-

sidered to be very important Ln L4 cases. In 13 instanees, formal edu-

catíon uras consídered to be ínappropriate in orientation. The arËs gra-

<luaËe r,¡as críticízed for being too social work orienËed. Both the arts

and commerce graduaËes \nrere not sufficiently family or market oriented.

The horng,economícs graduate \^7as critícízed for beíng too family oríented

and not sufficíenËly market oríented. Specific courses such as methods

of financing and financíal servíces were lackíng in eíght cases. Six

Four personnel direct,ors would not con-

respondents expressed concern that motivatíon and job satísfaction might

be limíted due to high expectatíons on the parË of graduates.

Table 37

[^Ieaknesses Perceived ín Forma]- Education of Case Studíes

(N = 21)
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hÏeaknesses

Lack of practical experience
Pers onality / ap t iturie
Inappropriate orientatíon
Lack courses
High expecËations

Total Case I
Arts

16
L4
13

8
6

Case TI
Com¡nerce

6
5
5
3
2

Case IIï
llome Economícs

5

5
4
L

2

5
4
+
J
2



Are there differences in perceptions of the ac_ceptabiliËy of

person(s) trained in family fínancíal management counselling withín and

among fínancial institutions and social agencies? Results do

ferences in perception by organízational type. Hovrever, this

be ínt.erpreted cautiously because cell sízes are small.

Banks and departmenË stores did not perceive their servíces as

famíly fínancíal management counselling and therefore did not perceive

the need to híre personnel r¿íth trainíng specífic to this area. Socíal

agencíes reported hiring the largest number of employees at both extremes

of the educatíonal conÈínuum. A total of 74.6 percent of the degree per-

sonnel and 74.1 percent of the high school drop ouËs worked for socíal

agencies. Socíal agencies hired BB.6 percent of the home economists while

financíal ínstitutions hired arts and coürmerce graduates. The majority

of investment company employees held uníversity degrees wítin 42.9 per-

cent being at the masËerrs 1evel. A partial- tniversity educatíon char-

acterízed most of the fínance company personnel. Life insurance and credit

union employees had eíther completed some post-secondary course v¡ork or

graduated from grade L2. Trust company employees tended to be high school

graduates. l

Very few fínancíaf insËitutíons or social agencies advertised for

employees by requesting a specific degree. Perceptions regarding the ap-

propriateness of the formal education obtaíned by L977 iob applicants

varied, buË not by organizatíonal type. Half of the respondents thought

applicants \¡rere appropríately trained; half perceived inadequate Ëraíníng.

All organizationaL types críËicízed both appropriately and inadequately

trained applícants for their lack of job related experience. On-the-job

traíníng programs were offered by 71 percenË of the organízaLions.
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The majoríty of socíal ageneíes reported thaË half of tlne 22

formal areas of study were desÍred of job applicanËs. Financial instí-

tutíons Èhought that a range of 16 to 20 courses were either needed or

helpful. Both financial instituËions and socíal agencies desíred the

fo1-1-owing: conmunícation skílls, consumer economícs, counselling,

economics, family finances and fínancial instítutions. Farníly law was

consídered useful by all otganLzatíonal types except trust companies.

Life insurance companies were the only organlzaLíonal type to desire

French. The following courses were Èhought to be needed or helpful by

fÍnancíal instit,utíons and not helpful by social agencíes: business la\nr,

busíness organization, corporatíon finance, fínancíal accounting, marketíng,

personnel managemenË, publíc relaÈions, public speaking and taxation.

Ilousing and other languages r,rere reported as helpful by the majoriËy of

credít unions, life insurance companíes and social agencies. Socíal prob-

lems were ídentified by Ëhe rnajority of credit unions, finance companíes

and socíal agencíes.

Over 50 percenË of all otganizatíonal types would consider híring

the arts, commerce and home economics graduaËes. Management and sales

positions would have been offered by the majority of financial institu-

tions. I,lhen hiríng specifically for famílv financial management coun-

selling positions, less than 50 percent of the organizational types would

have consídered arts graduates.

All organízationaL types mentioned that each case study lacked

practÍcal experience. Several financial insÈitutíons thought that motiva-

tion and job satisfacËion might be limíted due to high expectations on the

part of graduates. LÍfe insurance and trust. companies indícated that ín-

dividual personaliÈy and aptítude \r?ere more important than previous ex-

perience or universíty degrees.
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Is the Farnilv Financial
in hlinnipeg Perceíved
as being Adequate?

of the representatives from the 98 organizations surveyed, 45

thought that the system was ínadequate; 31 thought ir to be adequate; 20

did not know; two would not comment (fabte S8). Twice as many banks rated

the llinnipeg sysËem as adequate rather than inadequaËe. Credit unions

T"7ere evenly splít on Ëhe issue. All other organizational types tended

to sense inadequacy.

Management Counsellíne Available to
Finaneial Institutions and Social

Table 38

Perception by organj,aLjonal Type of the Adequacy of Famíly
Financial Management counsellíng Availabre to rndividuals

and Groups in hlinnipeg

Organizational Type

Banks 11
Credit Uni-ons 16
Department Stores 4
Fínance Companies L6
Investment Companies B

Life Insurance Companies 22
Trust Companies 10
Social Agencies .11-

TOTAI 98

Fanílies
encies
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N Inadequate

I,Ihat reconnnendations can be ídentifíed for ímprovi+g family fínan-

cial management counselling? Organízational responses to an open-ended

quesÈion I^7ere categorized and summarízed in Table 39. The implemenËation

of family financial management education vras suggestecl by 39 organíza-

tions or 68.4 percenÈ. This íncluded courses in: high schools (19

responses), universities (eÍght responses), juníor high schools, (seven

3

5
2

10
3
8
7

7

4T

Adequat.e

27 .3
31.3
75
62.5
37 .5
36.4
70
63.6

4\9

6 54.6
5 31.3
r25
425
225
7 31.8
220
4 36.4

x 31.6

Díd Not
Knou¡

2 L8.2
6 37.s
00
2 L2.5
3 37.s
5 22.7
2 20.0
00

n Za:4



responses), adult education (three responses), and continuing education,

and community college (two responses each). Courses sporÌsored by finan-

cial ínstítutions, ethnic groups, pre-marital groups, pre-admíssion im-

migrant programs, the church, and the yl^lCA/yMCA rtrere mentíoned by 28

organízations. A new financÍal counselling service \¡ras suggested by 11

organLzations, íncluding five finance compani-es. Ten organizations men-

tioned using advertísements to better publicize existing servíces.

Table 39

Recommendations to rmprove Famíly Financial ManagemenË
Counselling ín l,finnípeg

(N = 57)

Courses ín educational instítutíons
Organizations sponsoring courses
New fínancíal counselling service
Àdvertisements to publicize servíces
BankrupËcy Act changes
Government. service accessíbílitv and expansíon

Recommendations

LI2

ment counselling?

llhat ís the future role and

tíon have been categorízed and are presented in Table

consídered to be very good by 57.6 percent of the otganLzatíons. This

included five (71.5 percent) of the investment companíes and seven (70

percent) of the social agencies. No change in potenËíal was anticípated

by 18.6 percenË of the respondents. People need counsellÍng, according

Eo 32.2 percenÈ of the organizatÍons. Publíc schools and financial ín-

stitutions ü7ere thoughÈ to be responsible for famíly financial managemenË

Responses by 59 organízations to an

Response Rate
ll ,/o

otential of famil

39
2B
11
10

2
2

68.4
49.3
19. 3
L7 .5
3.5
3.5

financial mana

open-ended ques-

40. Potentíal was



Table 40

Oplnfone by grganlzational Type Concernfng the Future Role and PotentLal of Farnlly Fl,nanclal Management Counselli.ng

(tl = 59=Xrnr)

opfnlons rotal Banks ffi:å: 3ï3I" "tä::". 'iH;* TÍ:: 'ä::' dï:î:"
Co. Co.

N z t1=9 r.r=L4 o3=3 no=L4 t5=7 na=16 t7=9 nt-10

PotenËlal: very good 34 57,6 2 6 3 6

People need counsellJ.ng L9 32.2 3 4 l- 3

Role of publfc schools L4 23.7 2 2 l- 1

Potentlal: no change 11 18.6 L 0 0 3

Rol-e of financlal lnstitu-
Èlons1L18.62210

Role: to fncrease famfly
fnvolvement1016.9]-203

Role: to teach peopJ-e to
I1ve r¡lthin thelr means 10 16.9 0 4 O 2

54L7
1520
1421
0430
2310
012L
0202

H
H



counsellíng by 23.7 and 18.6 percenË of the respondents respectively. The

importance of increasíng family involvement and ínstruction Ëo live withín

onets means were each stressed by 16.9 percenË of the organizations.

Under what auspices would financial ínsËitutíons and socíal

encies support the establíshmenÈ of a new non-profit familv fínancíal

management counselling service? Educatíonal institutions \^rere mentioned

132 times by 89 organizations or 94.7 percent of the respondents (Table

41). This íncluded: high schools (39 responses), universitíes (34

responses), communíËy and business coI-leges (25 responses), juníor lniglr/

senior high schools (21 responses), and elemenËary schools (13 responses).

Banks were the second most frequently supported organizaËíon, receiving

78 responses or 83 percent. Legal- resources, such as individual 1aw-

yers, Legal Aíd and the Manitoba Bar Associatíon, receíved 76 responses

or 80.9 percent. Non-government agencies \Ârere supported 73 times (77.7

percent); three specifically mentioned the Salvation Army, three saíd

Family Service Bureau, another two referred more generally Ëo famíly /mar-

ríage counselling, two named the United Way, two the YMCÀ, one the Main

StreeÈ ProjecË, one Gamblerst Anonymous, one Alcoholicst Anonymous, one

mentíoned housing assistance for the elderJ-y, and one financial institu-

tíon commented rrCAC ís ideal". An advisory service established under

credit union auspices \47as supported by 72 organizations or 76.6 per-

cent. Government agencie"l r"r. supported by 7L respondenËs (75.5 per-

cent). The agencies named one or more Èimes íncluded: Orderly Payment

of Debts, Bankruptcy Courts, Home Economics Directorate, Consumersr Bureau,

llelfare and Unemployment, the Rentalsman, Central Mortgage and Housing

ITA

1-Names of governmental
as of data collection.

departments and social agencíes are reported



Tabl-e 41

SupPort of OrganLzatlons Establlshfng a Ne!t, Non-Profit Fanlly Ffnancfal Management CounsellÍng ServLce

(tI - 94-Ernr)

0rganLzatLone Total Banks Credlt Dept. Ffnance Invest- Ltfe Trugt Soclal
UnLone Stotes Co. nent Ins. Co. Agenclee

Co. Co.N 1 r.r=9 nr=L6 r3=4 nO=16 "s=i Ãit t nr=10 nr-ll

Educatfonal LnstitutÍons 89 94.7 I 16 4 16 7 L9 g loBanks 78 83.0 8 14 3 12 6 18 t0 7
Legal reeources 76 80.9 I 13 4 L3 5 17 LO 7
Non-government agencies 73 77.7 7 t4 3 14 4 L7 6 g
Credft unfone 72 76.6 7 75 3 11 4 L5 10 7
Governnent agencies 7L 75.5 6 14 3 t4 5 16 6 g
rnveetrûent conpanies 65 69.1 7 L4 2 L4 5 14 g t
Trust conpanfes 65 69.L I 11 2 LZ 6 11 9 6Llfe fnsurance companLes 63 67.0 6 1L 2 ll 3 1g 9 5FLnancecompanlee 58 6L.7 5 9 3 9 3 l_2 g h
Departnent storea 54 57.4 6 10 4 I 3 13 5 5Clergy 50 53.2 5 11 I lL Z 11 3 6
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Corporatíon, Revenue Canada, Ëhe DeparËmenÈ of Education, the Chamber of

Commercer and Town Council. InvesÈment and trust companies hrere supported

by 65 otganízaLions each or 69.1 percent. Lífe ínsurance companies traíled

by two (67 percent). Finance companíes receíved 58 responses, (61.7 per-

cent), deparÈment stores receíved 54 (57.4 percent) and the clergy re-

ceived 50 (53.2 percent).

The majorÍty of banks, crediË unions, finance companíes, and life

insurance companies verbally supported al-l the otganízatÍons listed. Be-

tween 70 and 75 percenË of the departmenË stores, investment companíes,

and trust companies opposed the clergy enteríng the fínancíal counsellíng

field. Socíal agencíes were the most díscriminatíng organizational Ëype,

denying majority support for investment, 1Ífe ínsurance, and fínance eom-

paníes, department stores, and clergy.

This concludes the reporting of results obtained from the Hiring

Practices and Family Fínancial- Services questÍonnaires. Specifíc research

questíons T¡lere anslrered wíthin the cont.ext of three more encompassing pur-

poses. These \^rere: to determine the type, exËent, and dífferences in

family financial management counseLling available Ëo famílíes in Winnípeg;

to determine financial ínstitutionst and social agenciest perceptíons of

the acceptability of persori(s) Ërained ín farníly fínancial management coun-

se1líng; and to ídentífy recommen<laËíons for ímprovíng family financial

management counselling ín tr{innipeg. Some of the ïeasons for and implica-

tíons of these fíndings wí11- be diseussed in Èhe nexË chapter.
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ChapÈer 5

DISCUSSION

The contents of this chapter will be divíded into four. sections.

Major findíngs will first be discussed. Limitations of the present sÈudy

and methodological issues wÍ1l follow. The third section wíll emphasíze

recommendations for future research. A summary concludes the chapter.

Major- Findíngs

A total of nine major findings resulted from Ëhe preseriË sËudy.

These concern which organLzations and personnel counsel, the contenË and

oríentation of counselling, client dependency, and recorunendations for

improvíng farnily financíal- managemenÈ counselling in lJinnipeg.

First, a conLradicËory perception exist.s wíthin organizational

types as Ëo their involvemenË ín family financial managemerrt counselling.

Invol-vement hras acknowledged by 91. B percent of the Family Financial

Servíces intervíewees and denied by 67.7 percenË of the rnailed Hiring

Practíces respondents. Numerous factors mighË have contribuËed to this

apparenË contradíction. Intervíews hrere preceded by telephone calls Èo

explain the study and/or set up appoinEments. This allowed time for

respondents to think abouË their services. Respond.ents declared Ëheir

commitment to the research by schedulíng an appointment. Such commitment

coupLed with the face-Ëo-face assistance by the interviewer might have en-

couraged positive, expJ-anaËory ansr^rers. Sínce only one page of a 14 page

interview schedule would have been skipped by respondenËs answering ne-

gaËively, Èhe incentive to do so was minimized. Financial services were

identífied individually before the question of counselling arose. Thís

process perhaps provided an easy transiËíon from factual to interpretive



ans\^/ers, which resulted in positive responses. The Hiring Practices

Questionnaíre, on the other hand, was unsolicited mail that unexpectedly

arríved on personnel directorst desks. Responsiveness depended solely

upon indívídual íníËiaÈive. The length of the questionnaire, eight pages

plus a cover letter, might have been a negaËíve influence. The fírst

quesÈion immediately requÍred respondenËs to apply a specific term, as

defined in the introduction, to their services. MisundersËanding of Ëhis

term could have contributed Èo negaÈive responses. Also, responding

negatively Ëo Èhe first quesËíon Ëerminated the need for further responses

yet fulfilled the request for cooperatíon in Ëhe study. All factors

beíng consídered, participanLs ín Ëhe Family Financial Services ínËer-

views \47ere more predisposed to affirm the counsellíng question while

recipients of Ëhe Hiring PracËíces QuesËionnaire were more predísposed

to negate ít.

The above predisposítion díd 1íÈtle to influence two organíza-

tional types. Credit unions and finance companies were relatively consis-

tent in theír responses to maíled and inËervíew questíons about involvement

in family financial management counselling. There are tvro possible reasons

for the occurrence of this result. The first explanation is Ëhe researcherrs

assumption that all fínancíal institutions are implicitly involved ín

counselling is false. BuË if this were the case, why did 91.8 percent

of the interviewers acknowledge involvement? The second possíble explana-

tion is the research design problem, outlined above, that people responded

more favourably to íntervíews Ëhan mailed questionnaires. But if this were

the case, why did credít unions and fínance companies respond similarly in

both sítuations? Perhaps these t\^7o organízational types did ín fact con-

sistent.ly recognize their ínvolvemenË in famíly financíal management
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counselling. The other organizational types might not be as convínced of

their involvement and were therefore influenced by the research approach.

Perhaps personnel directors ín the latter organizatíonal types have dif-

ferent perceptions of ínvolvement in family fínancial management counselling

than do employees who counsel.

A second major findíng índíeates Èhat financíal management group

education sessions rnrere offered by 81.8 percent. of the social agencíes and

16.1 percenÈ of the financial institutions, for a total of. 23 organízations.

In response Ëo this question, an undocumented number of organizatíons

voluntaríly expressed willingrless Ëo sponsor group programs by provÍding

speakers, wriËËen materials, andfor meeËing facilities if a sizable

audienee could be assured. Lack of attendance T^ras menÈíoned as being a

problem in the pasË. Títles of courses offered by social agencies seemed

to stress family fínances while those for financial institutions stressed

finances in relation to the economy.

A thírd major fínding marks differences in the credit granting

and group education components of family financial managemenË counsellÍng.

Credit vüas granted by 94.3 percent of the financial instítutions contrasted

with 9.1 percent of the social agencíes. These results sËrongly suggest

thaË crediÈ granting ís a business ventuïe rather than a task for govern-

menÈal or non-governmental social agencies.

In the fourth major findíng, job titles and role responsibility of

people involved in family fínancial management counselling were found to

be consístent across fínancial instituËional types, but inconsistent for

social agencies. Managers, at various leve.ls, \,üere identífied as having

financíal counselling responsibilities in all financíal instíËutions ex-

cept investment companies. RepresentaËives r¿ere ídentifíed by finance,



investment and life insurance companies. Perhaps social agencies províde

diverse servíces that. prevent the esÈablishment of commonly used job

titles.

Responses to portions of the mailed questionnaire resulted j-n a

fifth major finding. trühen asked about híring practices, over 50 percent

of all organizational types would consider hiring the arts, conmerce and

home economics graduates for rnanagement. and sales positions. Commerce

graduates htere more likely Ëo be hired for family fínaneial managemenË

counsell-íng positions. The arts case study lras criticized for being too

social work orienËed even though iË contained the same number of socially

oríented courses as did the commerce case study.

Organizations rarely advertised for employees by specifying

degree requírements. üIork related experience was consídered very impor-

tant. Lack of job experience was the most frequently mentioned critícísm

of job applieants and the Ëhree case studies presented. Consequently,

iË seems advísable for sËudent.s to seek relevant work experience while

enrolled in a degree program. Faculties of ArËs, Administ,ratíve Studies

and Home Economics could coordínate more field work or practicum exper-

íences during Èhe school term. Student.s and faculties atíke should sell

the content of course work.and practj-cums as substiÈutes for requesËed

experience.

A sixth major finding indicates ÈhaË the orientation of family

fÍnancial management counselling varies significantly by organizatíonaL

type. Preventíve íntermediary action was undertaken sígnifieantly more

often by life insurance companíes, trusË companies and social agencíes.

This ís consistent wíth Èhe fact that most social agencies offered finan-

cíal management group education programs which Rasmussen (1977) defined as
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Preventive oríented. TrusÈ companies fulfill a fiduciary role which is

preventive in naÈure. Life insurance companies provÍde services which

plan for future eventualities whÍch, by nature, are preventive in orien-

tatíon.

Crisis oriented counselling vüas undertaken significantly less

often by life insurance companies. Although life insurance policies are

by nature preventive in orienËation, the fact thaË human death activates

a claim also points t,o crÍsis ínterventíon. Yet this does not seem to

be recognized. Applícation by cl-íents for loans against the cash value

of policies does not seem to be considered a crisis activíty eiËher.

Progressive oriented counselling was acknowledged the leasË fre-

quenËly by social agencies, finance companies and deparËment stores. This

is understandable because these organizational types do not market com-

plex fínancíal servíces such as ínvestments or life insurance whích, by

nature, ate progressive.

Variance ín the oríentatíon of famíly financial management

counselling by organizatíonal type tends to shift the burden of seeking

assistance onto the famíly. Instead of receiving holistic analysis and

guidance on financíal matters, families obtain help in bits and pieces

from various orgánizations. Family members must, presumably, be confident,

know where to go for a partícular kínd of advice, and ask the appropriate

questions to elicit the required information. This is a matter of concern

both for familíes and people working wíth families in need of financial

management skills. Non-holistic counsel-ling ís perhaps more manipulatíve

by encouragíng families to use particular services wíthout understanding

the farniliesr needs, r^7anËs or income limítatíons.

In the seventh major fínding, clíenÈ dependency vras acknowledged
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by 66.3 percent of the organízations surveyed. An undocument.ed number of

respondents spontaneously vocalized surprise aË the inclusion of this

issue; most had difficulty arËiculating a response. Answers \¡rere general

and seemed to reínforce the clientrs dependency. These included: give

advice, discuss the situation, intervíew personally, present alternatives,

and provide the help clients r^rant. Dependency might be 1ínked to the fact

that clienËs and staff rarely met only once. Yearly meetings or íntervíews

based on need perhaps unwíttíngly encouraged dependency. Varying philo-

sophical approaches concerning the desírability of dependency míght also

be a factor.

Eíghth, the family fínancial- management counselling system ín

I,r7ínnipeg was consídered to be inadequate by 45.9 percent of the 97 res-

pondents and adequaËe by 31.6 percent; 20.4 percent did not know; and

t\,ro percent refused to comment. Ihe 1atËer two figures seem to indicate

the insular posítion of employees. That is, a particular role is being

fulfílled in an orgartízation without. Èhe broader knowledge of how that

role or organization fits into the overall scheme of services.

Educatíonal insËiËutíons, ín the ninth major finding, received

verbal support by 94.7 percent of the 89 organízatíons idenËifyíng auspices

for a ne!ü non-profit fanily fínancial management counselling.services.

Every level from elemenËary school Ëo university was specifically menËioned.

Such a high response rate may indieaËe inËerviewer bías. Respondents míght

have been predisposed to supporË educatíonal instituËíons because the ín-

tervíe¡¡rers \^rere university students and the study r.ras sponsored by a de-

partmenÈ on the UniversÍty of Manitoba campus. However, these resulËs

are consistent with recommendations to an open-ended

proving the family financial management counselling

question about im-

system in Ilínnípeg.



A total of 68.4 percent of the 57 respondents suggested that edu-

cational ínstituËions, frorn junior hígh schools through to universities

and community colleges, offer specific courses. This result does not

substantiate daËa from the Canadian Councíl on Socíal Development st.udy

in 1971. Government. agencÍes fol-lou/ed by credíÈ uníons were found to be

Ëhe most favoured and l-east opposed auspices for debt counsellíng. This

seems to suggesË Ëhat farnily fínancial managemenË counselling was inËeï-

preted more broadly in the present study, as vras Íntended, than the term

debt counselling may have been inÈerpreËed ín L97L.

A range of 53.2 to 83 percent of respondents inthe present study

verbally supported all of the remaining organizational types as auspíces

for a ner^7 non-profít farnily financial managemerit counselling servíce.

The clergy r^/ere supporËed the least frequently. An trndocumented number

of negative reservations vüere specifically dírected towards clergy i-n-

volved in famíly fínancial management counselling. It seems that the

clergy are Percei-ved as not having sufficienË trainíng in the financíal

managemenË area.

Limitations and Methodoloev

123

The rnaj or limiÈation of the present sËudy is Ëhe number of small-

cel1 sizes and non-mutually exclusÍve eategoríes r¿hich prohibíted more

extensive use of analytícal sËatistícs. Consequently, analysis of the

data r,ras limited to descriptions.

A number of methodological peculíaríties arose during the course

of the Present. research. Some were the resulË of planned procedural dÍf-

ferences that contrasted previous studies; others \^rere unexpected problems.

Each of these issues will be discussed in Èurn.

The Canadian Council on Social Development (1971) and Puckett (L976)



completed nation-\^7íde surveys of a límíted number of organizatíons

specifically ídentified as offeríng debt/credít counselling. The present

study concentrated its efforts in one city, I,Iinnipeg, Manitoba, with data

being obtained from a comprehensive sample of social agencies and finan-

cíal ínstítutíons. It \rras assumed that all fínancial ínstitutions, by

virËue of theír intermediary role, would be involved in financial manage-

menË counselling. Like Èhe Canadian Council on Social Development, the

present researcher developed a two phase project involving both personal

ílterviews and rnaíled questionnaires

Interviewing banks proved to be diffícult because indivídual branch

managers IÁIere approached prior to obtaining permíssion from head offices.

Banking policy places public relatíons and formal bank comments under the

jurisdíctíon of regional management. Consequently, three regíona1- managers

consented to interviews rather than permit indívídual conËact with a total

of. L2 branch managers. Official permíssíon from regional management vüas

successfully obtained by eight branch managers before particípating in

i-ntervíernrs.

The total response rate from the Hiríng Practíces Questíonnaíre

was 70.1 percent. This included 89.7 percent of the social agencies and

64.3 percent of the financial institutions sampled. Response rates

of 50 percent and 63.8 percent \ìrere obtaíned by ïhe Canadían Council on

Social- Development (L97I:106) and Puckett (1975:9) respectively. Higher

response rates in the present study míght be due to early summer mailings

(afËer the peak business season, yet before staff vacations) and the pos-

síbílity for interested respondents to receÍve the result.s.

Having Ínsufficient records Ëo complete the Hiring Practices

Questionnaire was reported by only one percent of the fínancial insÈi-
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tuÈíons compared hriËh 25 percent ín The Canadian Councíl on Social Develop-

menË study (L97L:106). This comparison ís interesting because both in-

struments were maÍled questionnaires senË to similar Ëypes of organiza-

tíons. The reason for the difference ín results rnay be due t.o the con-

tent of each questíonnaire. The Canadian Council on Social Devel-opment

sought to determíne information concerning the clíentele served, the

problems handled and the services offered (L975:108). The Híring Practices

Questionnaire asked about current employees, job applicants and job

Èraining.

RecommendaËions for Future Research

Due to Ëhe exploratory nature of Ëhe present descriptive study,

there aïe a number of ideas for future research. These will be outlined

in the hope that oÈhers wíll be encouraged to undertake investigations in

farnily financíal management counselling.

Numerous methodological suggestions for future research arise from

thís study. A screening mechanísm could be developed to identify rather

than assume financial insËitutíonsr Ínvolvement in family financíal manage-

ment counsellíng. Instrument development and use could be anaLyzed to

determíne the effecÈ of interviewíng versus rnaíled questionnaires on Ëhe

quality of responses.

The researcherrs assumpËion Éhat perceptions of and ínvolvement in

family financial mariagement counselling are the same should be empirically

tested. Respondents might have a tendency to overstate the sítuation in

an aÈtempt to present a good image. Perceptions and acËivities of varíous

employees rqithin an organízation could be compared to deÈermine continuity

of company policy and consistency of the services offered. Cl-ientsr sub-

jective attitudes and objective behavioural changes resulËing from



counselling servíces could also be explored. The ímpact of specific ser-

vices, such as famíly financíal management group education programsr rê-

quíres more thorough analysis before increased efforts can be recommended.

Biased perceptions of case sËudies as too "social workt', "famí1y" or

Itbusínessrf oriented suggest the need for fuÈure invesËigations of the

image that particular degrees connote.

Job títles of people invol-ved ín family financial managemenË

counselling provide little indication of how effectively Ëhese employees

conununicate financial management principles. Rogers and Shoemaker (1971)

state thaË the mosË effecËive transfer of desired change occurs in face-

to-face síËuations when both the change agent and the famíly are sÍmilar.

Further research ís required to identify the degree of similariÈy between

counsellor and clienÈ and its relatíon Èo the diffusion of financial

management principles.

Numerous quesËions on the FarnÍly Financial Services interview

schedule require rewording to narrow the meaning and clarify the intenÈ.

It remains unclear whether the researcherts use of terminotogy differed

from Èhat of organizational types or whether interpretation varied among

respondenËs. More extensive use of forced-choice rather than open-ended

quesËions míght prove beneficial. Some questions requiring future re-

search include: preventive reasons for discussing finances; financial-

topics discussed during personal ínterviews and group sessions; the de-

gree of influence staff exerÈ on clientsr financial decision-making; the

desirability of client dependency; perceived consequences of counselling;

and the reciprocal awareness of family financial managemenË counselling.

Further research is desirable to refine the usefulness of the
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ever, clarificaËíon of iEems and replicaÈion Ëo ensure relíabílity are

necessary. The effect of non-holístic fínancial managemenE counselling on

famílies also deserves further attention. This framework identifíed Lwo

díchotomous situations. First, social agencíes seem to recogníze the farnily

component of famíly financíal managemenË counselling while financial institu-

tions recognize the fÍnancial component,. Houghton (1975) sËates that a com-

bination of technical and social work skills are necessary to effectively

counsel. Further research ís necessary to determine the reason for and Ëhe

extent of skill dichotomizíng by organízational type. A second díchotomy finds

fínancíal institution representaÈives, on the one hand, expecting clíents to

be personally responsible and publicly aceountable for repaying debts on

schedule raËher than declaring bankruptcy; yet on the other hand, stating

that farnily conflict over finances ís a private matter that is not discussed

during intervíews. This ímplíes that the line between publíc and prívate con-

cerrls míght be drawn too late. Families need active assistânce on a more

preventive basis long before the threat of delinquency and bankruptey. Future

investigations are required to more fully explore this paradox and recom-

mend solutions that balance manipulation and freedom of choice (Kelman,

1968). FurËher research should also be conducËed to deËermine the educa-

tional systemrs perceptíonò of and involvement. in offering farnily finan-

cial management counselling courses.

Summary

The present study identified nine major fíndings. They concern

the organizat,ions and personnel- who counsel, the content and orientation

of counselling, client dependency, and recoamendations for improving farnily

fínancial management cotrnsellíng in tÍínnipeg.

Small ce1l sizes and non-mutually exclusive categories proved to

be lirníting factors that require future research. Other suggestíons for



fuÈure research include: rer¡ording items to ímprove understanding by

organízations, evaluatíng Ëhe effecËiveness of family financial manage-

ment counselling, comparing subjective perceptions wíth objective mea-

sures of organizatíonsf involvement in counselling, refíning the

preventive/ crísis/progressive framework, and controlling the image of

case sÈudíes presented to personnel directors. Contínued research ef-

forÈs in these areas will enhance understanding of and involvemenË in

family financial managemenË counselling.
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,FAM,|'LY FINANCIAL SERVICES qURVEY

21-1373 PORTAGE AVED¡UE

WINNIPEG, MANITOBA
R3G OV8

I am ínËerested in receiving resul-ts of Ëhis study;

Please send Ëo:



HTRING PRACTICES QI]ESTIONNAIRE

The purpose of thís study is to identify Èhe broad specErum of family
financiaL services available in I'IinnÍpeg. Questions have been developed Eo

be generally understood by a varÍety of people. For Èhis reason, some words
may not be words commonly used by your organization. One such term may be
family financiaL services" Family financial servÍces include any contacts
with eÍther groups or indivÍduals Ëo help them spend, save or invest theír
money more effectively"

Is your otganizaEion involved in famíly financial services as
defined for this study?

Yes Please continue Èo anshrer the followÍng guestions Eo Ëhe best of
your abiLity. Answers r'¡ill be Ínterpreted as your perceptions
of activities of the eompany that you represent.

No Thank you for your Ëime" There is no need for you to eonplete
the remainder of this questionnaire" Please RETIIRN TIIIS
QUESTIONNAIRE in the stamped" self-addressed envel-ope"

A. STAFF

1" IIow many employees are currently workÍng
services offered by Ëhís organizaËíon?

(number)
a. For each of these employees, please indieaÈe the type of formal

education they have.
Total No.

have less than grade L2

have a high school diploma

have some universiEy (no degree)

have some busÍness or communíty college (no degree)

have a busÍness oi 
"or*ut 

ity col-1-ege degree

have a university degree

wíth the family financíal

From what faculties have
been granted?

How many of these degrees are:

bachelors ?

masters ?

other? SpecÍfy:

Ëhese universiËy degree(s) generally



2. Of the job applicants in L977 for famíly financial services'

please ã= ar*ã'a.-irr. 
- 

pnncrNTAcE wí rh the f o1- 1- owing educ ation :

not aPPlicabLe -- no aPPlicants

have less than grade 12

have a high school diPloma

have some universitY (no degree)

-- have some busÍness or

îM
3. lrltrat is your perception of people appi-ying for jobs r¿ith this

organization? Are they ovei traioeâ' appropriaÈeLy t'raíned or

under trained?

over trained

have a business or communíty col-lege degree

have a universítY degree

communitY college (no degree)

appropriatelY trained

under trained

Please exPlain.

100%

bachelors ?

mast.ers ?

other?

4.Peopleworkinginfamilyfinancialservícesmaylravevariousareas
of formal study. rn selectiog pur"onnel-to ro=k it, fanily financial

servíces, ,,ùri;i, of the rorr"ri"å-ãt.""- of for¡nal study rqould be

needed, heLpful but not needed' ãr not helpful? CIRCLE THE

APPROPRIATE ÌüORD

Formal Area of Studv

AdvertísÍng

Busíness l-aw

B.usiness organization

Communication skills

Consumer economics

Corporation finance

(list continues on the next Page)

Needed ltelPful Not HelPful

Needed llelPful NoE HelPful

Needed

Needed

Needed

lïelpfuI

Helpful

lleLpful

Needed HelPful

Not Helpful

Not Helpful

Not Helpfu1

Not HelpfuÏ.



CounselLÍng

Economics

Farnily fÍnanee

Family Law

Family relations

FinanêiaL accorrnting

Financial instÍtut'ions

Freneh

Housing

Needed

Needed

Needed

Needed

Needed

Naeded

Needed

Neeited

Needed

Needed

Needed

Needed

l{eeded

Naeded

Needed

l{eeded

Other language(s)

Marketíng

Personnel managenent'

Helpful

HelpfuL

ÏleI"pfu1

ÏleLpful

Ëelpful

Helpful

Helpful

llelþful

EeLp€ul

EeLpfut

HelpfuÏ-

Eelpfut

ÏIeI"pful

Help€ul

felr€ul
Eelpful

Publíc relatíons

Public speakíng

SocLal Problems

Not Helpful 3

Not Helpful

Noe llelpful

Nots l{elpful

Not Helpful

Not llelpful

Not Eelpf,ul

Not Helpful

l{ot lleLpful

Not Helpful

Not Eelpful

Noe llelpful

Not l{el¡:f,ul

Not He'Ipful

Ncrt Helpful

Noe HelpfulTaxation

OËhers (specÍfY)

5. Does
wíth

thís organization
faníly financíal

B" CASB STUDIES

The f olt owing coloured pages 'ccEt.:'¡-n 3 case studies writEen to
descríbe different pãople r¿ith vaiF¡':'g ad'ircaLign, work experienee and

interests" Please änrrãid.= each cäse-=:iudy iadivÍdually as you would a
job applicant. Read case study I and ccmgleee the following guestíons

for this ease. Handle case studies ltl. =¡d III in a símilar manner;

Yes

No

have a t=aia'i.ng Program for eoçloyeee Ínvolved-
servÍc-es?



1. Does this case study describe a person
consÍder hÍring? CHECK WS OR NO

lfES Case I Case II

NOIII

Please explaín why not" (then skÍp

a. Ï,lhat types of posítions could such a person fíll wÍth this organ-
ization?

Case I

that this organization would

Case III

III

Lo question

II

b" Does this case study descríbe a person
consider hiring for a family financial
posítion was open?

ïES Case I Case Itr

III

2)

NOIII

c" How many empLoyees currently working with
similar background?

SimiLar to Case I

Sinrilar to Case III

Unable to anshTer this question

that EhÍs organization vould
servÍces position, Íf such a

(number)

Case III

III

(number)

Símilar to Case II

-Ëhis organÍzation have a

llhy?

(number)



'd" Has this organizaÈion ever advertised for employees by requesÈÍng
this unÍversity degree? CHECK ES OR NO

TES Case I Case II Case III

2" Consideríng the employmenË needs of this organization" whaË are the
weaknesses in such a personrs Èraining?

Gase I

I

TI

II

III

C" GENERAL

1". I'lhat Ís your presenÈ job tÍtLe?

IIÏ

2" How Long have you heid this posítion?

TIIANK YOU FOR YOUR COOPERATION



CASE STUDY I

Education: Degree: BacheLor of Arts (llonors)

Me Íor: Economics

Industrial RelatÍons

NaËural Resources Eeonomics

lvlodern Value Theory

Mathematics for Economists 
-

NaËíonal Income

IntermediaËe EconomÍc Analysis
Principles of Economics

OËher Courses: InËroducËion Ëo Research Methods

Interpersonal CormunicaËion

Families in SocieËal Crisís
An InËroduction Ëo Land Resource ManagemenË

The Canadian Po1ic¡r Proeess

Experíence: trüork: Employee at summer resort; bookkeepÍng, cabín cleaning,
general store clerkÍng, and short order cooking

Ilandled product knowledge for a consumerst group

Volunt.eer: Vice presidenË for a church young peoplet'group
Parks and recreation attendent

Interest,s: Swimming, potËery, readÍng, and campíng



CASE STUDY II

Education: Degree: Bachelor of Commerce (Ilonors)

Major: General Busíness

Courses ín Maior: OrganizaËional Behaviour and Systerns Analysís

Corporatíon and Public FÍnance

, Managerial DevelopmenË and Economícs

PersonneL ManagemenË, Selection and PlacemenË

Fínancial l"lanagemenË Theory and Behaviour

AdmÍnístratíve Theory and Polícy
GovernmenË and Enterprise I & II and CommerciaL Law

FínanciaL Accountíng, Cost, AccounËing and Taxation

Investment and Financial Statement Analysis

Business MaËh

OËher Courses: IntroducËion to StatisËical Analysis

Real EsËate: Topics and InvestmenË AnalysÍs

Gonsumer Behaviour

Famílies ín SocieËal CrÍsís
InterpersonaL CsrununicaËíons and Communications in

Marketing

Experience: I^Iork: Developed arts and craf ts programs f or young chíl-dren

and senior cÍtizens; funded by STEP

Volunteer: Lifeguard and counsellor at church youËh camp

Member of a síngÍng group and choir

InteresËs: CurLing, gourmet cooking, readíng and hÍkíng



CASE STUDY III

EducaËion: Degree: Bachel-or of llome Economics (Honors)

Ma.jor: Fanily EconomÍcs and l"fanagemenË

CouFses ín Maior: Research Methods I & II
Communication PrÍncíples and Techníques

Family DevelopmenË

Advanced Study ín llome ManagemenË

Consumer Problems, Influences and BehavÍour

I{ousing and Enviromient

IlousehoLd ActÍviËy Analysís

Famíly Resource Mangement: Environment,al-
and FinancíaL

Family Fínancial Counselling

Other Courses: Principles of Economics

Publíc FÍnance

Labour RelaËions

Business Math

Adnínistrative Theory and Pol-icy

Experíence: tr{ork: Dispatcher for cLothing manufacËurer, aLso did some

general accounting duties
In home and store demonsËraËions, media as well as

publíc reLations for a major appliance company

Volunteer: Supervisor for a church chÍldren's group

Student representative on faculty council

Interests: SkÍing, golfing, readíng and cyclíng
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FAMII.Y FINANCIAL SERVICES SURVEY

Dear PersonneL DÍrector:

The Department of Faníly Studies, Uníversíty of Manitoba and the
Consumersr Assocj.ation of Canada are co-sponsoring research to identify
the broad spectrum of fanily financial services avaílable in !üinnípeg.
The enclosed Híríng Pract,ices QuesËionnaire is inËended t,o ídentify present
staff and future staff needs of your organizatíon for províding faraily
financial services. For this study, farrily financíal services Ínclude any
cont,acËs r"riËh eiËher groups or Índíviduals to help them spend, save or
invest, their monev more effectivelv.

Your co-on"t"aron ir, "orpf"ting Ëhis quesËionnaire is very
important to give a comprehensÍve view of servíces in Wínnípeg. Even íf
the organÍzation you represent offers no farníly financial servíces as
defÍned above, please eomplete the applicable parËs of the questionnaire
and return in Ëhe stamped, self-addressed envelope.

The information you give will be strictly confídential. No
individuals or orgartízations wil-l- be identífíed by name when informaËion
is anal-yzed. Your questÍonnaire is ídentified by a code number only to
record rshether it has been reÈurned and Ëo keep the types of organizations
separaËe. Your answers wí11- be combined with those of oËher organizational
representatives. Thís questionnaire is beíng sent to a variety of financial
institutíons and social ageneies incLuding banks, credit unions, department
stores, finance, ínvestment, lÍfe insurance, and trusÈ eompanies, govern-
ment,al and non-governmental agencies in trIinnipeg.

If you woul-d be interested in 1-earníng about the results of thís
study, please indicate thÍs on the form aÈtached Ëo Ëhe questionnaire.
If you have any quesËions in the meantime, please contact me between
9:00 a.n. and 4:30 p.m. Monday Ëhrough Friday at 774-9338.

A stanped, self-addressed envelope has been enclosed for your
conveni.ence. Please return Ëhe COMPLETED quest,ionnaire to the FanÍly
FÍnanciaL Services Survey office as soon as possíble.

Síncerely yours,
r ./) ¡'l' -\-

.t.1-¿/-¿4-¿¿ø-A'x)

S. Dawn l^Iilkinson,
Research Director.

21-1373 PORTAGE AVENUE
WINNIPEG, MANITOBA

R3G OV8
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FAM¡LY FINANCIAL SERVICES SUHVEY

21-1373 PORTAGE AVENUE

WINNIPEG, MAN¡TOBA
R3G OV8

This is to confirm your appointment:

The Department of Family SLudies, UniversiLy of Manitoba and Ehe

Consumers' Association of Canada are co-sponsoring research Ëo identify the
broad spectrum of family financial services available in Itlinnipeg.

lle are inËeresËed in talking wíth you as a representative of an
organization offering famí1y fínancial servíces. Your organization wa-s

ídentified from either the yello\^r pages of the telephone directory or the
Manual of Social Services in Manitoba.

The informaËion you give will be sËrictly conficiential. Nc indivíd-
uals or organizalions wíl1 be ídentified by name r,¡hen information is analyzed.
Your answers will be combined with those of oËher organLzaLional rePresent,-
atíves including those from banks, credit, unions, deparÈmenÈ sLores, finance,
ínvestment, life insurancer and Ërust companies, governmental and non-
governmenËal agencies in lalinnipeg.

If you have any questions before Ëhe ínËerviewer arrives, please
contacË me between 9:00 a.m. and 4:30 p.m. Monday through Friday at
77 4-9338

Sincerely yours,
t /1 '"4/-r)**ÐØ,8át t* 

"'<''"S. Dawn ïfilkinson
Research Dírector.
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FAMILY FINANCIAL SERVICES SURVEY

214373 PORTAGE AVENUE

W¡NNIPEG, MANITOBA
R3G OV8

tüe wísh to Ëhank you for your cooperation Ín the famíly fínancial
servíces survey" Ttris survey couLd be conducted onLy because people like
yourself were wíll-Íng to gíve of Ëheir time and experüise.

this study was part of a research project ín the Department of
Family SUudies, UnÍversity of Manitoba and aLso a summeï student projecu
of the Consumers ¡ Associatíon of Canada.

The Consumerss Association of Canada wiltr be usíng t-he results of
thís survey when referring people needing financíal advíce. This ís in
keeping r¿ith Ëheir goal Èo ttdÍstribute informa{--Íon on maËters of consumer
ínteresttr" C.A.C. is a volunËary, non-seetarían and non-governmental.
organizaËíon aímíng to tbríng consumers t views Ëo the attenÈion of gorzern-
menÈs, proclucers, trade and Índustrytt.

The Department of FamÍly Studies is locaLed ín the Facu'lty of llome
EconomÍcs. The FamíLy Economics and Management major vriLhin the Department
wit l be using the results of Ëhís survey to aíd ín the development of a
course entÍtled Famíly FinancÍal CounselLíng. ALong wíËh the financÍal
emphasis, Family Economics and Manggement students study a varíety of oËher
topÍcs ín reLatíon to the family such as: human resources, consumer problems,
home management, housíng, household equipmenË and environmenLal. resources.

Please feel free to eontact eíther the Department of FamíLy StudÍes
or the Consunèrse AssociaËÍon of Canada ât any Ëime., Both are ÍnËeresËed
in maint,ainíng contacËs wÍth other organizaËions in l{ínnípeg.

Sincerely yours,

dú**t //)¿þ""/1)"
S. Dawn lfilkÍnson
Research DÍrector
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a Managers Íncl-ude: Account Manager, Administration Manager, As-

sísËant Branch Manager: Sales, Assistant Manager: Service and Administration,
Associate Branch Manager, Business Devel-opment Manager, Director, Dístrict
Manager, DivisÍonal Manager, General Manager, Loans.Manager, Manager of
Credit, Manager, MorËgage and Loans Manager, Mortgage Manager, Offíce Manager,

Personal Trust Manager" Presídent, Department Manager, Regíon Managert

RegÍonaL Manager, Resident Manager, Sales Manager, and Treasurer Manager"

b RepresenÈatives ínclude: AccounËs RepresentaÈíve, Agent, Branch

RepresentaËive, Customer Service Representative, FÍnancial Representatíve'
Inàependent Agent, Insurance Agent, Member Service RepresentaLive, Real

Estate Sales Person, Regíonal RepresentaËíve, Registered Representatíve,
Representative, Sales RepresenËatÍve, Salesman, and Service Representatíve'

c Consultants include; Consultant, Counsellor, EstaËe Planer,
Estate plannín,g ConsulËant, Family counsellor, Fínancial Pl-aner, Financía1-

Servíce Advisoir. Home Advísor, Homemaker/Teacher, Marketing Consultant,
Marriage ConcÍlíation Cor¡nsel-lor, Regíonal TraÍning Consultant, and UniÉ

Fínancial Counsel-lor.

d Cl-erks íncl-ude: Chief Clerk, Customer Accounts Clerk, Liabíl-íty
Clerk, Tell-ers, Term Savíngs Clerko and Utílity Clerk'

e Offícers ínclude: Investment Officer, Loans 0fficer' MorÉgage

Officer, RegisËered Pl-ans Offícer, Social !Íork Officer" and lüills Revíew

0fficer.

f professíonals include.: Accountant, Fiel-d Underwríter' Home

Economíst, Lawyer, Social- Worker, Stock Broker, and UnderwriËer'

g Supervisors include.: Col-lectÍon Supervisor, Customer Accounts

SupervÍsãr, Deposit Supervisor, Savíngs Supervísor, SupervÍsor, and UníL

Head.
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a Managers ínclude: Asslstant Manager, Branch Manager, Business

Development Manager, centre_Manager, Directoi, Di.tí"íon Managere Loaûs

Manager, Mortgagã Mánager, -Persoãal 
Trust Department Manager* Savíngs

Manaler, and l{orkshop Coordinator'

b professÍonals ínclude:. AccounËant, chartered Life underwríter,

Doctor, I{ome Economíst, Lawyer' and Socíal- Worker"

e ConsuLtants íncl-ude: Estate Planning Consultant' Farnily Life

Educator, fio"rr"iái Servíces AdvÍsor, Hone Adviãor, Homemaker/Teacher'

and Reguiar Training ConsulLant'

d Offícers include: Marriage Conciliation Offícer' and I'Jil-ls

Revíew Officer"

e Representatives ínclude: Agent' and Salesman'

I42
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Formal Areas of SËudy Desired of Personnel to Slork wiËh
Family Fínancíal- Management Counsellíng

(N = 2B)

Formal Area of StudY

Connnunication skills
Family finance
Consumer economÍcs
Counselling
TaxaËion
Financial- insËitutions
Financíal- accounËing
Economics
Business organízatíon
Publíc relatíons
Marketing
Public speakíng
Famlly l-aw
CorporaËion finance
Family rel-aLíons
Busíness law
Social problems
Housing
PersonneL management
OËher l-anguages
French
Advertising

Needed

24
15
L2
L2

9
9

10
6
8
I
6
6
6
7

7

3
I
6
3
2
I
1

Helpful

t44

2
13
L4
12
15
L3
11
19
1-4

L4
L7
L6
15
11
1r
18
"7

l_0

L2
1_3

1_1-

8

Not Helpful

2
0
2
3
2
6
6
L
5
)
4
5
7
I
I
5

13
1l_
L2
l-1
15
16

No Answer

;
2

-
I
2
L
1
L
L

;
2
2

1
1
?
1
3
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Types of Positions thaË otganízaLíons l^lould Offer Arts, commerce

and Home Economics GraduaÈes

(N = 22)

Posítíons

Management
Sales position
0fficer
Tel1er
Financial- counsellor
Farríly management
Fiel- home economist
MarketÍng sÈrategy
Aetuarial-
Publ-íc relations

TOTAL

TOTAI
II

Cormlerce

n=15
7"

L46

167
167
4L
3l-
31
l--
1-
1-
l_1
1_-

Case SËudies

III
Home

EconomÍcs
n=13

%

43. 8
43.8
25
33. 3
33. 3

0
0
0

100
0

Til3

5
4
1
1
1
1_

:

I

1547

ï
ArTS

n=13

T6-

31.3
25
25
33.3
33"3

t-00
l_00

.0
0

100

-3L.9

4
5
2
1

:

1

:

TÇ-

25
31-.5
50
33, 3
33. 3

0
0

r-00
0
0

- 27-:6




