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Introduction

Has the name on your neighborhood bank branch changed in the last few years“askour
branch still open or is it now a check casher or a laundromat? Banking has changed
tremendously in recent years. Huge national mergers have resulted in bramgfs ciasv bank
staff, and bank chief executives headquartered thousands of miles away frarorjowrnity.
This manual offers strategic approaches to focus bankers’ attention on the ngmds of
community using the Community Reinvestment Act (CRA), other laws and publicipress
designed.

Until the last decade, banks often redlihknv-income communities and communities of color

by refusing to lend to these families and businesses. Today, the huge banks thatheontrol
industry don’t even see your local community from their lofty headquarters @e odfivers
thousands of miles from your neighborhood. Bank staff use technology, such as comgitter cre
scoring, to make loan decisions that are still based on what is called “crediinesst” Those

who don't fit the computer model have their loan applications denied. Those who do not pass
credit scoring are still more likely to be low-income people or people of color.

The goal of this manual is to give you the necessary tools to wage a communitytmegmies
campaign to gain greater access to bank loans,
investment. The first section contains background
and other information designed to put the GRA
campaign in a strategic context. The operational
steps of the campaign (the “Five Steps”) follow.
Specific information on possible formats for the
CRA agreement, bank relationships and other
information follow in subsequent sections and
appendices.

If too many of your neighbors are getting turned
down for loans or bank accounts, there is
something your community organization can do to
change this. Under the Community Reinvestment
Act, financial institutions are legally responsible
for offering fair and equal access to all who live in their geographic seavéa. The Fair
Housing (see Appendix G), Fair Lending, and Equal Credit Opportunity Acts aksitiéegal

for them to discriminate. This how-to manual seeks to simply and clearly ydewihods that
your community can use to get access to the lending products, investment veldidlearecial

A former Security Pacific Bank branch.

! Redlining is the practice of not lending in areas that are low income or majority
minority.

* The Community Reinvestment Act, a federal law (part of the 1977 federal hoaing a
requiring equal access to banking for all people in a bank’s service area.



services that you and your community need and deserve.

Your community can win community reinvestment (CRA) campaigns. Your community
organization has fought neighborhood battles before and a CRA campaign will lae ®imi
those struggles. And there are other organizatigmsluding the California Reinvestment
Committee, that can help you.

% Some of these organizations are listed in Appendix C.
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Background Information

You and your neighbors can use the
Community Reinvestment Act to increase

for loans at the banks in your opportunities for your community.
communitv?

Do your neighbors get turned down

Why should you read this manual?

The next few years will see more bank mergers and increased need foolooalmity

coalitions to join the CRA battle as their local banks are consumed by outside financia
institutions. In 1999, the US Congress passed legislation allowing banks to become &en mor
enormous through direct ownership of insurance companies, mutual funds, and othet financia
companies. CRA activism is needed in your community so that the mega-banks and the loca
savings & loan will assess and serve more fully the needs of your local commihile the
California Reinvestment Committee and other advocacy organizations and re¢seeces
Appendix B) assist local coalitions in community reinvestment efforts, tha@iaegens in your
community are in the best position to promote the specific needs of your community in a
ongoing, focused manner.

The California Reinvestment Committee’s goal vithie Steps to Community Reinvestment
Successs to offer your organization or community a how-to guide to increase access1$o |
investments, and financial services. Your community will lose opportunities ifshitdeing

its needs to the attention of bankers. It is likely that your organizatiomalpeasesses most of
the basic skills of CRA negotiations and bank monitoring. This manual is intendedto teac
specific approaches regarding CRA and contains sample documents that you narouse i
local community reinvestment effort.

What is the Community Reinvestment Act?

The Community Reinvestment Act (CRA) was part of the 1977 Federal Housihg s law
was a Congressional response to local community activists’ strugglestagdlining.
Redlining is the practice of drawing a line (traditionally red) aroundrgebdc areas on a map
where banks and other financial institutions did not lend because of racial or ecpngjomiice.
CRA is a tool to increase investment by banks and savings & loans in low-incomeiciiesn
and communities of color.

CRA requires that financial institutions offer equal access to lendingcfalaervices and
investments to all communities and people within their geographic servic@aleast three to

* CRA was Title VII of the Housing and Community Development Act of 1977 (pub. L.
95-128, 91 Stat. 1147), 12 U.S.C. 2901.



five miles from a branch. Access to capital is critical to all communities and CRA is a tool that
community organizations can use to increase that access. Communities have e@asedhcr
investments, charitable contributions, branches, and access to loans and finances segeri

the twenty-year life of the Community Reinvestment Act. The importanC&éf can be seen

in the fact that regulators do two sets of bank examinations: 1) for financial safety

soundness, and 2) for community reinvestment.

First Savings and Loan made 10,000 conventional home purchase loans in the
county of Utopia. Utopia County has a population which is 30% Latino and
10% African American. First Savings made only three loans to Latinos and
one to an African American. This looks like discriminatory lending.

This does not mean that if one person gets turned down for a loan, there is cleagredlini

violation of CRA. Proof of redlining requires showing lending or service treRdsexample:

Does it seem that all your neighbors get turned down for loans to buy a house or expand their
business? Does the bank never seem to have loan products that work for you or your neighbors?
That is likely to be redlining. However, to demonstrate your case you need to devel@ieconc

proof of a pattern that indicates discrimination (see Appendix F).

®> Under the revised CRA regulations, banks are supposed to use the whole county or
metropolitan area around the branch unless there is a good reason not to do so.



The Community Reinvestment Act — the Basics

The Community Reinvestment Act of 1977, or “CRA,” established as federal law theucogt
and affirmative obligation of banks and savings & loans to help meet the credit needis of the
local communities. Companion legislation, the Home Mortgage Disclosure Act £MD
requires banks, savings associations and mortgage companies to record and make publicly
available their mortgage lending data on an annual basis. HMDA data withtetiopy many
individuals applied for mortgage loans, how many received them, how many wetedegnd
their race, sex, and income level. It is available from each mortgage.lender

The Rules

1. Each financial institution must have at its principal offind at each branch office a CRA
file which contains:

0 a map showing the local community that the bank serves;

o a list of the types of financial products (i.e., types obacts, loans, etc.) the institution is
willing to offer within its community; and

0 a notice of the process by which the public can comment omshtution’s CRA

performance.

2. At each institution’s principal office and at least one ofiiceach local community, a CRA
public file must be kept which includes:

o written comments from the public about the institution’s CRA performance;

0 any responses the institution has made to the public’'s comments; and

o the most recent CRA Performance Evaluation by their regulator.

3. You may also call, write, or visit your local financial indittn to get a copy of its most
recent CRA Performance Evaluation. You may be charged for copying and roasisg

4. If a bank is merging, you have the right to obtain a copheferger application that has
been submitted to the regulators.



California CRA Commitments

Beginning in the mid-1980's, California community groups began to sucligsségotiate
Community Reinvestment Act commitments from banks and savings s et contained
specific lending, investment, and service goals. While these doments were not legally
binding documents, they meant that the financial institution began reasingly focus on the
needs of low-income communities and communities of color in a positive manner.

Community Reinvestment efforts in California grew locally and regionaltireé 1980's.
San Diego community activists joined with the city council andntp board of
supervisors to create the San Diego Reinvestment Task Force inli@8ludes public
officials, bankers, and community representatives. The Task Fax been successful
in getting $XX millions in local programs from financial institutions.
In 1985, a group of California activists came together to discB#s @pportunities and,
in the following year, negotiated the first statewide CRMmitment from Wells Fargo
Bank in its 1986 acquisition of Crocker Bank. Its central issus waiordable
multifamily rental housing so that low-income people could afford housimxpensive
metropolitan California. In 1988, Bank of America agreed to mak&A commitment
even though there was no merger in progress. (This group becantgalif@nia
Reinvestment Committee.)
In the late 1980's, a group of community activists organized in Logl&sdo form
Communities for Accountable Reinvestment. Among other succesgtutseftheir
negotiations of a small business product from Security Pacifitk,Bast prior to its
acquisition by Bank of America, set the scene for more acoeseedit for minority-,
women-, and disabled-owned small businesses.

CRA efforts really built up speed in the 1990's with major CalilborCRA commitments
beginning with Bank of America’s 1992 commitment in its acquisitioBexurity Pacific Bank.
The growth of large financial commitments can be seerhbybtief history below. (All the
commitments below are for ten years except as noted.)

1992 Bank of America $12 billion commitment
Wells Fargo Bank $7 billion commitment
First Interstate Bank $2 billion commitment
1996 Wells Fargo Bank $45 billion commitment
Union Bank of California $11 billion commitment
1997 Washington Mutual Savings $75 billion commitment
Bank of America $140 billion commitment
Home Savings of America $35 billion commitment
1998 Washington Mutual Savings $120 billion commitment
Wells Fargo Bank $15 billion for three years

1999 Bank of America $10 billion annually



The growth of CRA commitments can be attributed to two facts fef fbor banks and
communities.
The firstis that “CRA lending” has been profitable for financial ingtons. The ten-
year California commitments made by Bank of America, Wedlggé Bank and First
Interstate Bank in 1992 were completed within four to five yedfsat means that by
1996, in half the time expecteda total of $21 billion in lending and investment had

been done by these three banks to California low-income communities and
communities of color.This was a lesson to all the major banks that expanding their

products and marketing to previously ignored communities and people exjpsand
their profits.

The secondis that CRA commitments have been a method by which banks
distinguished themselves from their competition and showed their rcofae all
potential customers. To most people on the street looking at a bank,tfere seem
few apparent differences between one bank and another. In fact, bdrdavargs &
loans are often seen as hardhearted, uncaring institutions. Ojpebank account is
usually a matter of geographic convenience. If there is aceHmtween banks, a
public CRA commitment is one way for a bank to show that it neigeg and cares
about the needs of all its neighbors, and attract customers.

Bankers’ Comments on CRC’s Role
“We have been challenged by CRC to rethink the “traditional” role that banks play in
community development and the result has been real and significant benefits to low-
income Californians.” Don Mullane, former Senior Vice President, Bank of America

“The Bank has benefitted from this relationship by gaining a greater awareness of
community needs.’Richard Hartnack, Vice Chairman, Union Bank of California

CRA negotiations are most powerful during an acquisition or mevgen the regulators are
carefully observing the bank’s activities. The regulators looER&, among other issues, in
deciding whether to approve a bank application to purchase another fingrstitution.
However, it is also possible to negotiate CRA commitments wheretis no acquisition
occurring if the community organization is well prepared with datd public pressure to
convince the bank that it can gain financially and otherwise witbnamitment to a community
partnership. Increasingly, the biannual bank CRA examinationdeyderegulators also offers
opportunities to comment on the bank’s performance to the regulatoopand dialog with the
bank.



What do big dollar commitments really mean for yoammunity?

In 1998, many newspapers carried a banner headline: Bank of Amkitges $350 billion for
community reinvestment. You may also remember the big headlines Bank of America
pledged $12 billion in 1992 or when Wells Fargo Bank pledged $45 billion in 1986.you
look around your community and you see little that has changed since ¥882ask yourself,
do these pledges really make a difference for local businessé&fibors or community
organizations? Are these commitments just a public relations ploy?

The truth is that the commitment probably has neéless impact than you see. On the one
hand, unless your community holds banks responsible, it is unlikely thatngaghtbors are
getting all that they deserve from financial institutions. tlmother hand, there may be scores
of invisible community reinvestment improvements occurring that you cannoEse@xample:

Lending
Local business owners getting small business loans of less$8@&O00 that they

previously either could not get or had to get from finance companhiegleer interest
rates.
Neighbors who can now become home owners because loans arblavwaita low
down payments and reasonable interest rates.
Rental housing affordable to low-income people built by nonprofit housinglajeers
with bank financing.

Investments
Corporate grant programs that support the capacity of commungyglaganizations to
serve their communities.
Bank investments into community development loan pools operated by nonprofi
organizations.

Services

Bank vendor purchase programs that offer business opportunities for yownied
businesses.
Local branches that have remained open because CRA activisnthreddeal financial
opportunities too obvious or the potential publicity too negative for the bank to do so.

CRA can help your community educate bankers and meet neighborhoodidinaeeds.
Community reinvestment advocacy and organizing can make bankensotakef the needs of
your community. CRA activism can put you in the position where theraority and banks
win. There is a common interest between the community getsifimancial needs met and the
bank making a reasonable profit from its products.



What does your community need?

The key to community reinvestment is identifying the lending, firuservices and investment
needs of your community. These three criteria are the onshibly the federal regulators judge
financial institutions’ CRA activities; and therefore the categs in which bankers view CRA.
In addition, there is a special category of all three thatliec community development that
includes special activities that the bank may undertake thapaatieularly helpful for low-
income communities, such as loans for multifamily affordable hou$anglow-income
households or small businesses. So, examples of the questions toweeednfor your
community are:

Lending Needs

What are the business, housing and consumer loan needs of your community?
Are your neighbors being approved for loans? If not, is it discrimination or ignorance on
the part of the bank or savings & loan?

What are banks doing in your community to meet community needs?
Do bank staff go out in the neighborhood to visit community organizations and

Specific CRA Goals
Bank X’s lending for home purchase loans in your community for African Anrexica
or Latinos has been less than one percent although these households are one-third of all
local households. Rather than have the goal for these applicants be a “fair” or
“reasonable” percentage of loans, secure a commitment that the number of home
purchase loans to African American and Latino households will equal their proportion
of the community within five years with substantial annual increases beginning
immediately.

businesses? Are they learning about community needs?

Investment Needs
Where could investments or charitable contributions be made that would add to the
economic vitality of your community?
Do the nonprofit organizations that serve your neighborhood get charitable grants from
banks? Do community and housing development organizations get investment support
from banks?

Service Needs



What are your service needs in terms of branches (regular and in-stchaplogy,
mortgage and business counseling, ATMs, etc.?

Are there bank branches in your neighborhood? Are they full service branClues?
the Bank support mortgage and business loan counseling?

A New Bank Branch
One key issue for a Ventura County CRA coalition was branch access. In
particular, there was a small town that had no branch. It was unlikely that the
bank would agree to a new brick and mortar branch. The coalition negotiated
successfully for a mobile branch that would visit the town weekly. This was a
creative response that was positive for the community and the Bank.

The

finan
cial institution may not quickly adopt your recommendations for new products and apsda
meeting community needs. The more persistent, concrete, and persuasioe trat yhe more
successful that you will be. Part of any campaign is to understand the othés grope and
language so that you can speak directly to their interests and concerns. \Wkeles Inaay see
themselves as open to new profitable opportunities, they usually need time in order to be
educated and to broaden their range of efforts beyond what they already do.

In addition, it is easier to get banks or savings & loans to expand their currerdflimgsiness
rather than ask them to start a whole different kind of lending. In other words, iidheiél
institution does not do business lending, don’t expect it to be easy to get them to agree to m
small business credit needs in your negotiating sessions. You will have to judgepifaducts
are possible or if there are other alternative approaches for meetingal@acommunity need.

Identify Community needs

As a community organization, you already will have identified a number of commundyg nee
through your normal activities representing your community and the discuizamsve led
you to a CRA campaign. In addition, there are a number of other methods of gssessin
community needs, including: 1) surveys of consumers by neighborhood, church members,
community-based organizations or community newspaper readers; 2) in-dep#sidiss at
community meetings; and 3) data analysis using public lending data suchastlzditie on
home mortgages (HMDA) or small businesses.

Ask yourself the following questions regarding communicating community needsktadi:
Which needs will seem immediately profitable and attractive to the l=atilaryou are
meeting with?



Does the financial institution do that kind of lending now? How much change would be
needed to meet the community needs with a current bank product?

Be careful not to sell your community (and its potential) short in order to reach a
compromise too quickly with the bank. Think broadly about the community’s needs,
then identify those that have potential for community members and to the bank in the
short term and in the long term.






The Five Step CRA Campaign

What can a Campaign mean for your community?

A community reinvestment (CRA) campaign operates on several differerd tevalevate the
needs of your community in the eyes of the bank, the city, public officials, yminoes and
many others. It can relate to a bank merger or dramatic change ocaurroyg community or
affecting your community.
First, a CRA campaign is a straight-out effort to get one or more banks to niypradet
the needs of your community for lending, financial services and investments.
Second, the campaign is an opportunity to publicly educate and organize the broader
community on the needs of your neighborhood.
Third, it holds the promise of building alliances with other community organizations and
political leaders that can build power for other community efforts.
Fourth, the campaign shows the strength of and the opportunities in your community.

The Outline of a Campaign

This manual divides a CRA campaign into five steps. The CRA dgmsan integrated effort
to gain increased access to banking from one or more banks. Tit& components of your

CRA campaign are clear goals, concrete timeline, key
players, good informatior and flexibility in reaching

your goals. As you can s¢ in the outline below, the
campaign is a series parallel steps after
preliminary goals have bee agreed upon. The graphic
assumes that the initi members of your coalition

have been identified.

There are four parallel patt in the campaign. The first
relates to goals and strate( leverage. The second covers
the people and their ke, issues. The third identifies
information, data and plans required. The fourth shows

the logistics of dealing with the bank and the regulatory process.




Campaign Step One
Agree on short and long term goals
Agree on team members
Identify key information and its sources
Agree on timeline

Campaign Step Two
Identify points of leverage
Identify additional players and stake holders
Obtain data and information needed
Contact bank

Campaign Step Three
Analyze key stakes and leverage
Organize core players
Analyze data and information
Set bank meeting date

Campaign Step Four
ReAssess goals
Involve other stake holders and players
Set action plan
Meet with bank

Campaign Step Five
Key decision point
Keep moving
ReAssess end game

What are the Tools to use in a CRA campaign?

CRA campaigns are very much like other community organizingtefforou need to identify
your short and long term goals, coalition partners and allies,anpedential, politicians, legal
rights and stake holders. These are decisions and alliancesethikely to be similar to others
from community organizing activities that your organization has engaged in prgviousl|

In addition, there are some tools specific to CRA campaignsythanheed to understand and
make use of:
Points of Regulatory Leverage
l. CRA Evaluation: All large banks and savings & loans’ CRA activities arengrad at
least every two years by federal banking regulators. Thdategs look at three major
categories of bank activity: lending, services and investmentsnffoe detail, see



Appendix A). Lending is the most important of the three. A spescaiatategory of all

three is community development which gives additional credit for certaintaivi

A. Public Comment: “Comment letters” describing problems withbiduek that are
sent to the Bank’s public CRA file will be reviewed by the ratuds during these
evaluations. If there is a bank that your community is havingdiffi accessing,
write a letter to the bank’s public CRA file about the problems.

B. CRA Performance Evaluation: Regulators report on the paatgeiRormance of
each regulated financial institution that they examine. The ppbliton of the
report can be obtained from the financial institution or the regulator.

Merger Application: The financial institution must file an application to the ratui
for approval of an acquisition or merger. Portions of the applicatierpublic and can
contain useful information. These are announced on the regulators’'teelarsi, often,
in your local newspaper.

CRA Public Files: All regulated financial institutions must keep all complaiotstwo
years in at least one office in every metropolitan area hsagven the bank’s main office.
They must also keep a record of their CRA goals and activities in the file.

Fair Housing and Fair Lending Laws: It is illegal to discriminate against an applicant
based on race, age, gender or disability. Check with youlr flmicdousing council for
information on the bank. If there is time, you can do testing ob#mk’s fair lending
practices. (For more information, see Appendix G or contact yoat kar Housing
Council or the National Fair Housing Alliance listed in Appendix C.)

Points of Information Leverage
Home Mortgage (HMDA) data: All mortgage lenders must report on their home
purchase, refinance and rehabilitation loans on properties with one thdasing units
and permanent loans for larger units. The reporting shows loan agpig;alenials and
approvals for all applicants categorized by race, gender, incoresemsus tract. They
also report on multifamily mortgage lending (five or more units)hisTis public
information and can be obtained from a bank main office or one brarecmetropolitan
area.

Business Lending Data Shows bank lending for businesses in low, median, and
moderate income census tracts of a metropolitan area. Tublis information and can
be obtained from a bank main office or one branch in a metropolitan area.

Community Knowledge: Members of your organization, neighbors and others are likely
to know a great deal about the practices of this bank, histoeiedinlg discrimination,
and the needs of your community.



V1.

VII.

Deposits and Market Share The FDIC has available information that is updated
annually on deposits in each branch of each bank. You can also obtaimaitidor from
them on a bank’s share of the market in your area.

Newspaper Articles and Testimony t is likely that there have been articles on the bank
in your local newspaper and elsewhere. It is also possibledh&trepresentatives have
testified on issues of interest to your community before ciéye sir federal legislative or
other bodies.

Building a Coalition

Local CRA efforts in one rural city began with the Teamsters Union picketing the
main branch of a statewide bank. The issues were that the bank had 1) extended
credit to an agricultural corporation that had refused to negotiate with strikers for
four years and 2) a record of denying home loans to local people of color. As bank
negotiations began, the coalition broadened to include the NAACP, housing
developers, local activists, the Black Chamber of Commerce, homeless service
providers, a member of the city council, ministers, and others.

Points of Corporate Leverage
Annual Corporate Report: All public corporations publish an annual report and file
more detailed financial reports with the Securities and Exch@agemission (SEC).
The annual report is SEC Form 10K and the quarterly report is theldb@Q of which
are publicly available.

Proxy: At times of major corporate events, such as mergers, therabgmoissues a

proxy statement to its shareholders and the SEC that oftarehasseful information in
it about legal suits against the bank or financial difficulties or new lines ofdass

Who are your Potential Allies?

Clearly, the broader your coalition is, the greater its povar.the other hand, the broader your
coalition, the more varied are the issues across which you nvaytbacollaborate. If your
coalition is too broad, you may not be able to agree on key issugstiost If it is too small, it
may have too little power.

Who might be a potential ally?



If the bank is not investing in or supporting other community orgaaim an
alliance of community-based organizations can become involved.
If a branch closes: Seniors and merchants who need a local branch nearby.
If deposit accounts are too expensive: Youth and low-income people who need
low cost checking and savings accounts.
If lending is discriminatory:

Merchants who need small business loans.

Neighbors who need home loans.

Seniors who need equity loans to fix up their houses.
If bank lending becomes a public issue: local and state politicamsbecome
involved.

Support from Public Officials
When a large out-of-state bank bought two small, local banks in the Los Angeles area
which had no branches in low income areas, it inflamed the community and public
officials. Support for community activists by members of the LA City Council,
California legislature and US Congress brought strength and attention to the
campaign. In the end, community activists got a CRA commitment that included three
new branches in low income areas. The support of public officials was critical.

How can Requlators be Helpful?

There are four federal financial regulatory agencies: ther&ke@®eserve Bank, the Federal
Deposit Insurance Corporation (FDIC), the Office of the Comptrolehe Currency, and the
Office of Thrift Supervision (see Appendix A). They each hawsgliction over different
financial institutions over which they have jurisdiction although sonng kaege banks may be
regulated by more than one agency. The regulators examine barges every two years for 1)
safety and soundness and 2) CRA compliance, including fair lendings.isstmaller banks,
those with less than $250 million in assets, are now examined feerto five years.) Banks
with negative ratings (“needs to improve” or “substantial nonc@mpé”) are examined more
often. Unfortunately, almost 99 percent of all financial institutigesrated “satisfactory” or
“outstanding” for their CRA activities.

These examinations are increasingly important and are pubhdguacedon the regulators’
web sites. If you learn that a bank in your community is about exaémined and know that it
has done a bad job of meeting community needs, organize community rmeantieyour allies
to write letters identifying bank lending, investment and serpicblems for the regulator to
investigate. The letter should be specifically asked to benghe bank’s public CRA file. This
can be extremely important as it shows a history of problentstiagt bank and regulators must
review the public CRA file.




When a merger or other activity requires regulatory approvalrebelators can hold public
hearings. The can also extend the comment period on the mergevetocanmunity
representatives more time to build their case.

The regulators should be visiting organizations and businesses inoyoomunity to learn about
the activities of banks in your area. If they are not, coni@eh tand request a visit or send them
a letter describing how the bank(s) are not meeting communitisndeyou want to know more
information about a bank that is not meeting community needs, comeactdulators with your
concerns.

How can Bankers be Helpful?

Bankers are employed at financial institutions because theybwiltareful with our deposits.
The employment profile fits those who are cautious and avoid risk,wemb to keep things
straightforward, and who are most comfortable dealing with thost lik@shemselves. On the
positive side, this means that bankers would prefer not to have fédaraial regulators or the
media breathing down their necks. The banking business is built orpfi@ncand reputation,
and bankers tend to be very concerned about anything that may ddmiageputation in the
local community. This is an advantage when trying to get a GR#xgtment. On the negative
side, bankers are reluctant to change their practices. This olyvavastes barriers to making
future commitments or improving their lending practices.

So, it is important to talk with bankers in their own language and stagher their culture in
order to be successful. As with many cultures, they live withikeaminded circle and must be
educated to understand the opportunities in our communities. You needkdostiesan in their
language but make it clear that they must solve the problem.

The Five Steps




This manual’'s assumption is that, when the campaign begins, thereoimmunity or ad hoc
group that is already trying to get more access to capitahéir community. Therefore, a core
group is identified and some rough goals or community needs ardiaatthough these may
not have been fully agreed upon. In addition, it is assumed that a oegyadcess may be
setting deadlines for the campaign. At any rate, it cannotrégsetl too strongly that a faster
pace is an advantage for community folks so that they can ngaat@y deadlines and keep
the group focused and together; too often, large corporations and burgaisgacslow process
to undercut community resolve.

Campaign Step One
Identify Short and Long Term Goals. What does your community want from the

bank? For example, the California Reinvestment Committee’s gdal develop
a long term relationship with a financial institution based atetailed, written

Warren Seeto, Gloria Hardy, Phil Ritter, CRA commitment that allows access for
Shoshana Zatz, and Allen Baldwin before a all California  communities, with
bank meeting. semiannual bank meetings where CRC

members can advocate for expanded access. Other organizatiossekayne
specific short term loan or support for a particular effditte goals determine the
methods which the coalition employs.

Identify Team Members. What is your multi-skill team?Recruit people who
have the range of skills needed by your core action team. Sorhesef folks

could be volunteers who assist the group. The team needs people who have

negotiating skills and experience, can understand the bankingeculhderstand

data on bank lending and community needs, know housing and economic

development, represent consumer concerns for banking services, and tan see
whole picture strategically.

Identify Key Information and Sources. Where can you go to get information on
the bank? This information would include the points of leverage listed ongage
12 and 13. In addition, there may be people in your community, public dffece,
media and elsewhere that can assist your campaign.

Identify the Timeline: How soon do you need to act™ the campaign is a
response to a bank acquisition, there is a clear timeline that woutoadollow.
You need to identify the federal financial regulator for the banlksavings &
loan. Regulators have a twenty or thirty-day period for public carmhnviich
begins once the financial institution has filed its application fergar approval
with the regulator and advertised the merger in Hegleral Register(See
Appendix C). Your campaign timeline needs to be planned so that, drgauwot
able to achieve your goals in your negotiations with the finanostitution,



protest letters calling for public hearings or for additionaletito comment are
received by the regulator in a timely manner.

Campaign Step Two

Identify Points of Leverage How do you get the bank to the negotiating table?
There is a combination of public exposure and pressure, personal connections,
concrete negotiating points, and timing that will allow you to sedtde your
negotiations. What are these points of leverage and how do theihfiyour

goals and strategy?

Identify Additional Players and Stakeholders Who else is concerned about this
bank and/or your communityBeyond your initial coalition, who are the people
who will be involved in or strongly affected by the campaign? Winitthem
can become allies? How should you approach or deal with the othbis soey
stay neutral?

Obtain Data and Information: What do you need to knowdentify the types of
data available (see Appendix B), where it is available, and watshould
analyze. This can include census data, local property tradafar and other
information that identifies your community and its needs.

Contact Bank: How do you get the bank decision-maker to the tabl@éntify

the key bank players with decision-making authority that you must &iatee
meeting (i.e., CEO, regional presiden&in this person commit for the bank at
your meetiny In most cases, bank CRA officers are not key decision ndiake
although they can facilitate communication. Inform them in writrigyour
general and specific concerns and issues with a copy to égeilatory agency.
The letter should include a request that it be put in the bank’s public CRA file.

Campaign Step Three

Analyze Stakes What do the players want and feak¥hat are the key issues for
all the major players and how will these issues affect the campaign?

Analyze different potential negotiating campaign scenariog¢oh®w they will
advance your goals.

Organize Team What are the players’ roles on the tean®s you launch the
campaign, each player on the core and supporting teams needs tarkabol&
their role in the struggle. The roles depend on the skills andtesgpef team
members and the campaign strategy.



Analyze Data What is the real story on the bank?ook at the information on
the bank and its operations that you have obtained. Analyze it yoarsgét
assistance from a nearby college or other source of assigsae Appendix C).

One local CRA coalition was unsuccessful in getting serious negotiations with-an out
of-state bank that had made acquisitions in their area. The local city counail passe
linked banking ordinance that called for review of all banks with which the cagy wa
doing business. The bank was a major trustee for bonds from this city and many other
cities. When the city began to consider no longer doing bond business with the bank,
negotiations were re-opened and came to a successful conclusion.

Know what data affects your issues and what you need to make your case.

Set Meeting Date Are you running out of timeBe clear on the timeline for the
public comment period, if there is a bank merger, or other crilat@s. Be sure
that you contact the bank as early as possible to set a datenfeeting with key

decision makers at the bank.

Campaign Step Four

Re-Assess GoalsDo you need to revise your planAt this point in your
campaign, the coalition needs to reassess its goals in ordsui@ agreement on
the most important three to five issues and review tactics. §oals or tactics
may have changed based on information analysis or changed mieimberghe
coalition.

Involve Stakeholders and PlayersHow do you apply the maximum pressure?
At this point, you may need to broaden your coalition to ensure yourssucce
through numbers and influence. This may include informing the nodédraur
goals and letting them know about the planned bank meeting.

Set Action Plan Are your strategy and tactics set®/ith broader participation,
the coalition should review its action plan and set goals for itebfank meeting.
It may be necessary, given sufficient time, to see therfieting as community
education for the bankers and have real negotiations at the second meeting.

Meet with the bank: What results do you want%o into the meeting prepared
with clear priorities and plenty of ammunition to back up your negjogigooints.
Try to anticipate the bank’s responses and assign specific tmlesalition
members to address those responses.



Campaign Step Five

Key Decision Point What still needs to be wonThe coalition needs to review
the response from the bank and decide next steps. If all gdleyavemay be
deciding on how to finalize the specific, written details of theeagrent. More
typically, you need to plan how to bring additional more pressure obhahle
either before the next meeting or to obtain another meeting. 1 tiseno
possibility of agreement from the bank, you should consider protestimgetiger
to the regulators based on the information that you have develomedinggthe
bank’s lack of response to community needs. You may also want twrexpher
avenues of pressure.

Keep Moving: Are you being put on holdBe careful not to be stalled by the
financial institution. If they agree to “study” your proposalscbgain to get a
quick turnaround. Do not agree to a series of meetings withoutgeds and
timelines. Your time is valuable: make it count in the CRA campaign.

ReassessWhere do you go nextBased on your determinations above, it may be
critical to reassess your overall goals (Step One) to bé sugsessful in your
negotiations. Have you achieved your basic goals? If so, ito@ayne to work

on the document’s wording to complete negotiations. If not, it maybessary

to go back to Step Four and reorganize the campaign. (Cleddyjat unusual

to need to “go back to the drawing board” so that the team isndether it is
time to announce victory or ramp up the struggle.)



What should the CRA Agreement look like?

The key issue with the CRA agreement, although bankers may greétecall a community
commitment, is that it be clear and specific so that both patct@ return to discuss CRA
progress and have no trouble agreeing on what was intended and winttether words, the
agreement or letter from the bank to community leaders must lerwin a manner that is
measurable and indisputable. It should also be filed with the appeopeigulatory agency so
that a third responsible party has a record of it.

The following are a few examples of dos and don’ts regardirguéage of the agreement. Other
examples may be found in the summary issues section that follows.

Affordable Housing
DON'T: $50 million annually for affordable housing loand/Vhile there is a specific
amount of money to be lent over a specific amount of time, there definition of the
kind of housing to be financed under the agreement. To whom is it affe?dibthis
single family (one to four units) or multi-family housing (fiuaits or more). To whom
will the loans be made? Most for profit housing developers do not keeproperty
affordable to low-income people for more than the minimum number of Yefore then
raising the rents to market rate.
DO: $100 million minimum annually for multi-family rental housing loans with 2/3 o
loans for very low-income tenants and nonprofit housing developéfisile this is not
very restrictive, it allows clear evaluation of its accomplishments.

Charitable Contributions
DON'T: Charitable contributions of $200,000 annually to nonprofit organizations
While this may be an increase of charitable contributions, theme iglan to increase
contributions in the future nor any targeting of those contributionsroranity needs.
Will it go to the opera, a homeless shelter or a nonprofit provi@icignical assistance to
small businesses?
DO: Charitable contributions equal to 2% of net income or no less than $1 millio
annually, of which 40% is allocated to nonprofit organizations doing housing or
economic developmentn this case there is a mechanism for increasing contribuiigns
also a minimum dollar amount for those contributions. There is alsdfisgargeting of
those contributions to affordable housing and economic development.

There are some issues that become increasingly difficuiaaks expand beyond any one
community or state. What should community advocates use as the baserement for the
commitment? When a bank was located in only one state, CRC woulth @ssets and net
income as the base measurement. The commitment might be forof.&s¥ets with 2% of net
income before taxes as the amount of community investment and gr@mise a financial



institution operates in more than one state, it is difficult $#ssthe amount of assets based in or
net income produced by operations in any one state or community. h@aR®Gegun to use
deposits as the base measurement because the amount of depesily sakulated for any
geographic area. The advantage of this information is that it is avdiaimend verifiable with

the FDIC.

However, measuring bank achievement continues to be a complicatedassome financial
institutions do not lend using only their deposits but borrow money to niaie lbans.
Borrowing funds allows them to loan against an amount larger than their total se@isithere
is no set percentage of any base measurement that will woedl foanks. Nor is there an
absolutely perfect proportion of housing lending, business lending, conslemding,
community investment, etc. that can be applied to all financiatutishs. The best measure is
to look at what the bank or savings & loan is doing now or plans to do fatthe in relation to
your assessment of community needs.

Summary Issues for A CRA Commitment

Lending: flexible underwriting that responds appropriately to culturat aother
borrowing habits of low income people and people of color
Affordable Housing Lending

Single Family Housing: target loans to purchasers with incahes below 80%

of median income; perform secondary review of denials

Multifamily Rental Housing: target developments where tenants lmcomes at

or below 50% of median income; priority to nonprofit housing developers;

number of years that the housing will remain affordable to these tenants
Subprime Mortgage Lending that lending program matches conventional loans in fees,
insurance and other elements; that there are cross-referrals with conaemortgages
Small Business Lending 50% of the number of loans at or below $50,000; perform
secondary review of denials
Consumer Lending Match percentage of loans to low and moderate income borrowers
to percentage of low and moderate income households in the bank’s assessment area
Consumer Servicesfree or low cost checking accounts with low opening and balance
requirements
Marketing : Use local minority-owned media companies; support counseling programs
for loan programs
Branches Open more full-service branches in low-income communities and
communities of color; clear procedure requiring community orgaoizativolvement
before a decision to close any branch
Community Investments investments in local CDFIs; equity investments for CDCs to
do venture capital
Grants: substantial grant programs to support capacity of community oejemsg,
including community and housing developers, to expand local economy



Vendor Program: programs focused on purchasing from minority-, disabled-, and
women-owned firms; clear accounting by type of owner

Rural: programs that include self-help housing

Meetings Agree to share specific data prior to semiannual bank meetings

What about a Relationship?

In most cases, it is beneficial to build a long term reteship with the bank. Agreeing on a
commitment is only the first small step. No institution, includingncial institutions, changes
overnight. So, even the most detailed and clear CRA agreement daggmrasitee that the bank
or savings & loan will implement their commitment in the marwblich most benefits the

community. Meeting annually or semiannually with the bank allth@scommunity make sure
that the financial institution is honoring its agreement and to proneteneeded programs and
services. In addition, community representatives and organizationsl §feocllear that a portion

of their role is to educate bank staff through group meetingscipation in nonprofit Boards of

Directors, tours of the community, and other approaches.

Bank meetings need to be approached in a manner similar to thegatfations. It is at these
meetings that the real work of implementing the commitmamd responding to other
community needs take place. Community members need to be prdpasgkak about
community needs as well as the quality of the bank’s follow-througitsacommitment. The

bank should be prepared to share specific information and data so thainth@unity can

understand whether the commitment is being honored. You need this inforsateral weeks
prior to the meeting so that community members can review it aqaepared. The meeting
should focus on key issues for community members. It helps for aaityymembers to meet
before the bank meeting to analyze and identify priority issueshéomieeting. You can add
spice to the meeting by focusing a major portion of the meeting kay assue or including
individuals and organizations that have experienced recent discriomnbyi the financial

institution.

Remember that any good relationship takes time to develop. Té®msmore the case when
you come from different worlds. There is a common interestesgpd in the Community
Reinvestment Act wherein the community gains through increassbsato banking and the
bank gains through increased sale of products.

The following are some approaches to cross the cultural barrier:

Focus on opportunities What can the bank gain in the way of profit, market and
reputation? Open their eyes to new opportunities but recognizihélyatan be reluctant
learners.

Understand Concerns What are the issues that the bank sees that block more axcess
banking for your community?



Use the Regulations Banks are examined under the CRA regulations for lending,
services and investments. So couch your language in those termssebduank
representatives don't like the regulators breathing down their necks.

Community Boards: Get bank representatives on nonprofit community organizations’
Board of Directors to educate them on the economic vitality ammbrtance of your
community. It also helps them to understand the world of nonprofit organizations and the
role they play in communities and how they do business.

Community Tours: Take bank representatives out to the community so that theseean
thriving businesses and change possible mis-perceptions about econmmiemgrin the
neighborhood and its businesses.



Appendix A: the Community Reinvestment Act

The Community Reinvestment Act of 1977, or “CRA,” established asdkl@av the continuing
and affirmative obligation of banks and savings & loans to help theetredit needs of their
local communities. Companion legislation, the Home Mortgage Disdosct (HMDA),
requires banks, savings associations and mortgage companies t aedomake publicly
available their mortgage lending data on an annual basis. HMDAwdatell you how many
individuals applied for mortgage loans, how many received them, how weneyrejected, and
their race, sex, and income level. It is available from each mortgage.lender

The Rules
1. Each financial institution must have at its principal offind at each branch office a CRA
file which contains:
0 a map showing the local community the bank serves;
o0 a list of the types of loans the institution is willing to make within its commuamty
0 a notice of the process by which the public can comment on thwtiosts CRA
performance.

2. At each institution’s principal office and at least one ofiiceach local community, a CRA
public file must be kept which includes:

o written comments from the public about the institution’s CRA performance;

0 any responses the institution has made to the public’'s comments; and

o the most recent CRA Performance Evaluation by their regulator.

3. You may also call, write, or visit your local financial indittn to get a copy of its most
recent CRA Performance Evaluation. You may be charged for copying andgncasits.

4. If a bank is merging, you have the right to obtain a copheferger application that has
been submitted to the regulators.

Which Regulator to Contact?

Your comments should be sent to the appropriate regulator. Diffénancial institutions are
overseen by different regulators. Credit unions and mortgage comaaie®t covered by
CRA. If you are unsure about which agency supervises a partioacial institution, you can
call the FDIC in San Francisco at (415) 546-0160.

TheFederal Deposit Insurance CorporatigrDIC) supervises state chartered banks that
are not members of the Federal Reserve System. You mieyawrcall the western regional
office at (415) 546-0160, or 25 Ecker Street, Suite 2300, San Francisc®XDA. Or, access
the web site at www.fdic.gov.



The Federal Reserve SystefrRS) supervises bank holding companies and state
chartered banks that belong to the FRS. You may write or cdfieitieral Reserve Bank of San
Francisco at (415) 974-2000, or 101 Market Street, San Francisco, CA 9410&cc€xs the
web site atvww.federalreserve.gov.

The Office of the Comptroller of the Curren¢@CC) supervises national banks. Often
the word “National” appears in the bank’s name, or the initials *NoA“N.T.&S.A.” follow its
name. You may write or call the western district officé4db) 545-5900, or 50 Fremont Street,
Suite 3900, San Francisco, CA 94105. Or, access the web site at www.occ.treas.gov.

The Office of Thrift SupervisiofOTS) supervises federally and state chartered savings
associations as well as federally chartered savings banks. narhes of these institutions
generally identify them as savings and loan associations, sasagsiations, or savings banks.
Federally chartered savings institutions have the word “Federalie initials “FSB” or “FA” in
their names. You may write or call the western regionatefht (415) 616-1500, or PO Box
7165, San Francisco, CA 94120. Or, access the web siteratots.treas.gov.

What Do Regulators Do?
Examiners from all the agencies perform CRA and safety and sesmdxaminations. The
CRA assessment uses the lending, service, and investmeniotestiew the CRA activities of
banks with more than $250 million in assets. Smaller banks haveambted review. The
rating system identifies five levels of performance to eateinstitution’s record of meeting
community credit needs:

Outstanding Needs to Improve
High Satisfactory Substantial Noncompliance
Low Satisfactory



Appendix B: Where to Access Data

HMDA Data These are available wivw.ffiec.gov, the Federal Financial Institutions
Examination Council (FFIEC) site.

Small Business Lending Datahese are available aivw.ffiec.gov, the Federal Financial
Institutions Examination Council (FFIEC) site.

Corporate Financial Report§hese are available from the bank itself or the US Securities and
Exchange Commissionvivw.eric.org). Phone number (202) 789-1400.

CRA Public EvaluationsThese are available at the federal regulators’ web sites. TheaFeder
Reserve is avww.federalreserve.govThe Federal Depository Insurance Corporation (FDIC) is
atwww.fdic.gov. Toll-free number: 877-ASKFDIC (877-275-3342). The Office of the
Comptroller of the Currency is atww.occ.treas.gov.Toll-free number: 1-800-613-6743. The
Office of Thrift Supervision is aww.ots.treas.govPhone number (202) 906-6000.

Fair Housing InformationThis is available from your local Fair Housing Council or the National
Fair Housing Advocate atww.fairhousing.com.

Population DataThis is available from the US Census Bureawaiv.census.goand your
county and state governments. Phone number (301) 457-4608.

Local Data This is available from your city or county planning office.






Appendix C: Important Contacts

Nonprofit Organizations

the Center for Community Change

1000 Wisconsin Avenue, NW, Washington, D.C. 20007.

Phone: 202-342-0567 Fax: 202-333-5462ww.communitychange.org

CCC helps poor people to improve their communities and change policies and institutions
that affect their lives by developing their own strong organizations.

Consumers Union, West Coast Office

1535 Mission Street, San Francisco, California 94103

Phone: 415-431-6747 Fax: 415-431-0906  www.consumersunion.org.
Consumers Union is an independent, nonprofit testing and information organization
serving only consumers. We are a comprehensive source for unbiased advice about
products and services, personal finance, health and nutrition, and other consumer
concerns. Since 1936, our mission has been to test products, inform the public, and
protect consumers. Our income is derived solely from the sale of Consumer Reports and
our other services, and from noncommercial contributions, grants, and fees.

Community Reinvestment Association of North Carolina

P.O. Box 28958, Raleigh, NC 27611.

Phone: 919-856-2170 Fax: 919-688-008&ww.cra-nc.org

CRA-NC is a statewide organization dedicated to changing the philosopmiatiae,
and practices of financial institutions in North Carolina so that the credit néeds
traditionally underserved communities are fully met.

Corporation for Enterprise Development, West Coast Office

353 Folsom Street, San Francisco CA 94105

Phone: 415-495-2333 Fax: (415) 495-7025 www.cfed.org

The Corporation for Enterprise Development (CFED) fosters widely shaded a
sustainable economic well-being. CFED promotes asset-building and economic
opportunity strategies, primarily in low-income and distressed commnsynitag

bring together community practice, public policy, and private markets in new and
effective ways.

Inner City Press/Communities on the Move

P.O. Box 580188-Mt. Carmel Station, Bronx, NY 10458.

Phone: 718-716-3540 Fax: 718-716-31&tww.innercitypress.org

The Inner City Press began in 1987, investigating and reporting on “the good, the bad and
the ugly” then taking place in the South Bronx of New York City.

the National Community Reinvestment Coalition




733 15th Street, NW Suite 540, Washington, D.C. 20005.

Phone: 202-628-8866 Fax: 202-628-980@&/ww.ncrc.org

NCRC was formed in 1990 by 16 national, regional, and local organizations to develop
and harness the collective energies of community reinvestment organiZairorecross

the country so as to increase the flow of private capital into traditionallyserded
communities.

the National Congress for Community Economic Development

1030 15th Street, NW, Suite 325, Washington, DC 20005

Phone: 202/289-9020 Fax: 202/289-7051  www.ncced.org

Toll Free: 1-877-44ANCCED

The National Congress for Community Economic Development (NCCED) is tee tra
association and advocate for the community-based development industry. Founded in
1970, NCCED represents over 3,600 community development corporations (CDCs)
across America. CDCs produce affordable housing and create jobs through business and
commercial development activities. NCCED services the community devatbpme
industry through public policy research and education, special projects, nawslette
publications, training, conferences, and specialized technical assistance.

the National Council of La Raza

1111 19th, NW Suite 1000, Washington, DC 20036

Phone: 202-785-1670 Fax: 202-776-179%6ww.nclr.org

The National Council of La Raza (NCLR) is a private, nonprofit, nonpartisan, taxpéxe
organization established in 1968 to reduce poverty and discrimination, and improve life
opportunities, for Hispanic Americans.

the National Fair Housing Alliance

1212 New York Ave NW # 525, Washington, DC 20005

Phone: (202) 898-1661 www.fairhousing.com

The National Fair Housing Advocate Online is a resource designed to serve both the
fair housing advocacy community and the general public with timely apd/s
information regarding issues of housing discrimination.

Nevada Fair Housing Center
2725 E. Desert Inn Road, Suite 180, Las Vegas, NV 89121
Phone: 702-731-6095 Fax: 702-731-6170

San Diego Reinvestment Task Force

3989 Ruffin Rd., MS-0231 San Diego, CA 92123-1890

Phone: 858-694-8729 Fax: 858-694-4874ww.co.san-diego.ca.us/rtf/

The City-County Reinvestment Task Force (RTF) was created in 1977 to monitor lending
practices and to develop strategies for reinvestment in the San Diegua regio




the Woodstock Institute

407 S. Dearborn St., Ste. 550 Chicago, IL 60605

Phone: 312-427-8070 Fax: 312-427-40Q¥ww.woodstockinst.org
Woodstock Institute, a Chicago nonprofit incorporated in 1973, works locally and
nationally to promote community reinvestment and economic development in lower-
income and minority communities.

Government Agencies
Federal Registewyww.access.gpo.gov
Phone: 202-512-1991 Fax: 202-512-1293.

Federal Reserve Systemyww.federalreserve.gov
20th Street and Constitution Avenue, NW, Washington, DC 20551
Phone: 202-452-3000

Federal Deposit Insurance Corporatiamyw.fdic.gov
Central Call Center, Room H-1057, 550 17th Street, NW, Washington, DC 20429-9990
Toll-free number: 877-ASKFDIC (877-275-3342)

Office of the Comptroller of the Currency, www.occ.treas.gov
Independence Square, 250 E Street, SW, Washington, DC 20219-0001
Phone: 202-874-5000

Office of Thrift Supervisionywww.ots.treas.gov
1700 G. Street, NW, Washington, DC 20552
Phone: 202-906-6000

US Department of Housing and Urban Development (H .hud.gov
451 7th Street, SW, Washington, DC 20410
Phone: 202-708-1112

US Department of Justice, Civil Rights Divisianyw.usdoj.gov
PO Box 65808, Washington, D.C. 20035-5808
Phone: 202-514-2151







Appendix D: a Sample Bank Contact Letter

The following is a draft bank contact letter to Bank X. If it does not get a response, then the
second letter should be sent to the bank with copies to politicians, regulators and others than can
add pressure.

Dear Ms. Banker:

The <your organization> is interested in the scope of the CRA activities of Bank Xounty.
<Sentence describing your organization>. As a locally owned finansiguition, the bank’s
activities have a significant effect on communities in Z County.

We therefore request the following information about Bank X’s activity irodn@y:
Population demographics for each bank branch. This data should include percentage
ethnicity and income levels of census tracts within five miles of each branch.
The most recent CRA performance evaluation of the Bank.
The most recent annual report, SEC 10K, and SEC 10Q of the Bank.
The amount and distribution of <the last two years’> charitable contributions and
community investments by the Bank in total and the names of community organization
that received grants.
The total dollar amount, number, and recipients of participation in single and multi
family affordable housing lending by Bank X, including summary HMDA datatioe
last two years>.
The level and extent of conventional and government guaranteed small business lending
for <the last two years>, including total number and dollar amounts of loans in each
category and as reported to federal regulators.
Description of Bank products that are most accessible to low-income people ared peopl
of color, including checking/savings account information.

If you have any questions about this request, please call me at <your phonee.pRleashis
letter in the Bank’s public CRA file.

Sincerely,






Appendix E: a Sample Protest Letter
Dear :

<your organization> writes to oppose the X Bank’s acquisition of Z Bank. <Orgjaniza
believes that the acquisition will have a negative impact on California commudé®easing
access to credit and financial services. We therefore ask for publindgeean the merger and an
extension of the comment period. An extension of the comment period is necessary as 1999
HMDA data will only be released after the comment period expires, and <orgamizégels

this is critical information in analyzing the merger’s impact. <Orgaioizatbelieves the Federal
Reserve Bank should deny the merger of X Bank and Z Bank.

<description of your organization>

Record of Mortgage Lending

X Bank has a pattern of insufficient lending to low-income communities and to comesofiti
color in California. For instance, throughout California in 1998, lenders on average radgle ne
2% of its single family loans ilow-incomecensus tracts. X Bank, on the other hand, made less
than 1% of its loans in low-income census tracts. Lenders on average made abouttd2% of i
single family loans iupper- incomeensus tracts. X Bank made more than 46% of its single
family loans in upper-income census tracts. These same patterns occur on dgaautyty

basis.

CRC found similar patterns of lending in communities of color. For instance, im@&liin
1998, all lenders on average made about 39% of its single family loans in largelgevisites
tracts. X Bank made nearly 45% of its single family loans in largely an&as. In contrast, on
average all lenders in California made about 8% of its single family loanasng&acts that
were 80-100% minority, whereas X Bank made only 3% of its single famihg limacensus
tracts that were 80-100% minority. Again, CRC found similar patterns at a cogntyuhty
basis. In Los Angeles County, all lenders on average made about 21% of it$ssmbyléoans
in census tracts that were 80-100% minority, whereas X Bank made 11% of itSanidye
loans in such census tracts. These numbers show statistical patterns ofrchsiommi

X Bank has significantly higher denial rates to people of color for home agarigans than Z
Bank. For instance, in 1998 in Los Angeles County, X Bank denied home mortgage amlicati
from African-American 7.17 times as many times as it did for home mortgageatmpis from
Whites. In 1998 in Los Angeles, Z Bank on the other hand only denied home mortgage
applications from African Americans 1.47 times as many times as it did for hongaige
applications from Whites.

X Bank also falls far behind meeting the minority needs of the California mafke instance,
according the 1990 U.S. Census information, African-Americans make up 7% of the populati
in the State of California. X Bank, however, only accepted 2.6% of its total apypiedbir



conventional home purchase loans from African-Americans in 1998. Similarly, Latelasup

17% of the population in the State of California according to 1990 U.S. Census information. X
Bank, however, only accepted 8.2% of its total conventional home purchase loan applications
from Latinos. In contrast, according to the same census data, Whites make up 67.8% of the
population. X Bank accepted 65% of its total applications for conventional home purchase loans
from Whites.

Loans to Small Businesses in with Revenues Under $1 Million

Small businesses with revenues under $1 million make up an important niche of smaller
community businesses. In 1998, there were 1,230,144 small businesses in California, of which
914, 933, or 74.4% had less than $1 million in revenue. X Bank made 61, 460 small business
loans in California in 1998; 22, 792 of them, or 37.1% were small business loans made to small
businesses with less than $1 million in revenue. While none of the banks in California in 1998
were making loans in proportion to the portion of small businesses with revenues under $1
million, X Bank made the smallest percentage of loans to these businessesorgémization>

is concerned about X Bank’'s commitment to California small businesses.

Anticompetitive Nature of this Merger

X Bank and Z Bank have overlapping branch networks in 31 local banking markets. Even as
calculated by the Applicants, the proposed combination would result in increased i@iwcent
levels in fourteen markets that raise competitive concerns under the Departdesitaefs and
Federal Reserve Board’s merger guidelines. However, the Applicansaoosing divestitures

in only eight of these fourteen markets.

<Organization> encourages the Federal Reserve Board to grant an extetisgooonhiment
period and public hearings on this serious merger. <Organization> is opposed to tkis merg
unless the banks make a detailed, written commitment to California commurtitéedk you for
your consideration, and we hope that your agency will investigate thesengriessies.

Sincerely,



Appendix F: Sample Mortgage Lending Analysis

The following is HMDA (home mortgage) data representing home purchase léadidgkland
California in 1998. There is clear inequality shown by the information below.

Loans % Oakland Loans | Denial Total % Total
Originated | Total | Population | Denied | Rate® | Applicants | Applicants
Loans
American 28 0.6% 0.5% 3 0.8 31 0.5%
Indian
Asian 569 11.4% 14.5% 106 1.3 675 11.19%
American
Black 904 18.1% 43.2% 354 2.3 1,258 20.8%
Latino 539 10.8% 13.2% 94 1.3 633 10.5%
White 2,415 48.4% 28.5% 318 1.0 2,733 45.19
Total 4,987 100.0 1,068 6,055
%

African American households received a proportion of home loans representitizaltess
half their portion of the city population. They were denied loans more than twiceras ofte

as whites.
Latinos and Asian Americans got loans proportionally less than their cithes
population and were denied more often than whites.
Applications taken from all people of color were significantly below tlegirgsentation

in the City of Oakland. This means that outreach to potential home owners of color was

notadequate proportionately.
African Americans were denied 2.3 times as often and Asian Americahsitmas 1.3

times as often as white applicants. This indicates that the bank underwritingsproe
unfairly judge applicants of color.

® Denial rate compares the percentage of African-American, Latinop Asierican or

American Indians denied loans to the percentage of whites denied. For example, 354 of 1,258

African-American loan applications were denied, or 28 percent denied, cahtpa&®8 of 2,733
white loan applications, or 12 percent denied. So the denial ratio is 2.3 showing that-Africa

Americans were denied 2.3 times more often.



These facts can be the basis for negotiations for increased marketing togi@opde, hiring
more loan officers of color, and new products that meet the needs of people of color more
appropriately. They can also be the basis of letters to bank regulators whdexXaanks in
your community. These statistics do not meet the basic requirement of expss ander CRA
from the point of view of the California Reinvestment Committee.



Appendix G: Fair Housing Amendments Act

In 1988, congress added some special provisions to the Fair Housing Act to protets p&is
disabilities and families with children. The 1988 amendments makes it unlawfuljmiited
exceptions, to discriminate against these two protected classes.

IF YOU HAVE CHILDREN OR YOU ARE PREGNANT....
You have a right to the housing of your choice.

Families with children or Familial Status is a minor under the age of 18 livihgeither:

a parent;
a legal custodian;
or the designee of a parent or legal custodian.

The familial status protections include any woman who is pregnant or any pdrsas iw the
process of obtaining child custody.

This means that families may not be denied the housing of their choice simpigdduoay have
children under 18.

How do | recognize housing discrimination?
Landlords and real estate agents rarely say "no kids."
Suspect housing discrimination when any of the following comments are made:

"Our building for children is full."

"A parent and a child may not share a bedroom at this facility."
"Only 3 people are allowed in a 2 bedroom apartment.”
"Children are only permitted to live on ground floors."

"This complex doesn't rent to families with children because there is no playground.”
"We can only rent to families with kids if you pay an extra security deposit.”
"We take younger children, but no teenagers. They cause too much noise."
"This is older persons housing, | don't have to rent to you."

"I live in this home so | can discriminate against anyone | choose."

IF YOU ARE DISABLED...
You are protected by the Fair Housing Act. It is illegal for anyone to genyecause you

have a mental or physical disability, or
a record of having a mental or physical disability, or
because people think you have a mental or physical disability.



The Fair Housing Act protects people with mental retardation, cerebra) ppigpsy, visual
and hearing impairments, AIDS, and other disabilities. People who use walkers seys, or
a personal care attendant are all protected by the Act.

Reasonable Modifications

A handicapped tenant is permitted to make "reasonable modifications" to both diesointie
apartment unit and the common/public use areas of the building.

Examples of reasonable modifications include:

widening a doorway to accommodate wheelchair access;
installing grab bars in the bathroom;
constructing a wheelchair ramp in the lobby or laundry room.

The tenant bears the cost of a reasonable modification. When the tenant moves out, tise tenant
responsible for the restoration of any modifications made to the inside of amempa@NLY IF
the modification would affect the future use of the apartment by other tenants.

How do you know if you will bear the cost of restoring a modification to its origitadd?

The test is one of reasonableness. It may be reasonable to require a tenamieéa@rambars in
the bathroom. It may not be reasonable, however, to require a tenant to restore g tiniswa
original width. IMPORTANT: Restoration only relates to interiors, not commeratsas.

Reasonable Accommodations

A person with a physical or mental disability may request a "reasonabl@@oziation” of
property management policies, practices, and procedures. Thus, a disabled temaguestiya
reserved parking space near a building's entrance or a blind tenant may trexjuaanagement
waive their "no pets" rule to accommodate a seeing eye dog.

The key is requesting the accommodation and having proof that you made the request.
Identify Housing Discrimination
Landlords and real estate agents normally will not say "We don't rent to pelifons w
disabilities."
Suspect discrimination if you hear:

"You can't live here because if you did my insurance rates would increase.”

"We have a no-pets rule. No exceptions. Sorry."
"l need to see your medical records before | can tell you if you can liee' her



"Your wheelchair will cause too much damage to the walls and I'm worried about my
liability if there is a fire."

"No persons with alcohol problems or past addiction to drugs are permitted to live
here.'



