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Executive Summary 

In 2007, the Center for Economic Progress (the Center) launched the Financial Opportunities Project 
(FOP), a comprehensive effort to identify, implement, and disseminate strategies for integrating financial 
services with income tax preparation services at Volunteer Income Tax Assistance (VITA) sites. The 
Center developed the Asset Building Service Delivery System (ABSDS)—a process-based model for 
offering asset building products and services to clients receiving refunds. In December 2007, the Center 
hired four part-time, seasonal employees to act as asset specialists and implement the delivery system 
model at two tax preparation sites operated by the Center in the Chicago metropolitan area. At the tax sites, 
asset specialists were expected to use an intake form and standard savings presentations to encourage 
clients to open accounts, purchase bonds, and utilize direct deposit and refund-splitting savings tools. The 
Center’s partnership with Washington Mutual, Inc., enabled tax clients to open checking and savings 
accounts with reduced fees and fewer requirements for opening or maintaining accounts. An agreement 
with D2D Fund, Inc., which launched a nationwide pilot to promote the purchasing of U.S. Savings Bonds 
using tax refunds, allowed access to Savings Bonds even for clients without a bank account.  

In December 2007, two sites in the City of Chicago were selected to pilot the ABSDS, one in the city’s 
South Chicago community and one in its North Lawndale community. At each site, the Center assigned 
two asset specialists to promote savings opportunities using the ABSDS model, and staff from each site 
attended a two-evening training session to better understand the model and the products selected. All 
clients were required to complete specialized intake and exit surveys designed to supplement data collected 
by the Center through the TaxWise system. These forms were intended to facilitate the ability of staff and 
volunteers to evaluate clients’ financial circumstances and orient a ‘sales pitch’ to take encourage clients to 
save. The intake survey, for example, asked respondents to estimate the amount of their expected tax 
refund; after learning of the actual amount of the client’s refund, site staff could encourage clients to save 
or invest the difference if the client received more than they expected. Earlier findings suggested this 
process could boost savings among clients because of clients’ tendency to view any amount in excess of the 
expected amount as a windfall. The surveys were also intended to better understand clients’ financial 
behavior and attitudes.  

After compiling data from the assessment and exit surveys, PolicyLab Consulting Group analyzed data 
extracted from records maintained by the Center using  TaxWise software. PolicyLab staff also collected 
information by conducting extensive interviews with staff and volunteers during and after the tax season as 
well as observing the effectiveness of the delivery system model at each site. These data are the basis for 
the following report summarizing the pilot and lessons learned as the Center considers expanding the 
program.  
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Outcomes 

Overall, counting all clients 
who had taxes prepared at the 
two pilot sites—the most-
expansive estimate of the 
number of clients with the 
potential to sign up for bank 
accounts or purchase savings 
bonds—just over 7 percent of 
clients took advantage of a
building opportunities at the 
tax site. This result is 
comparable to rates achieved 
by other programs from 
across the nation that promote 
savings or other asset building 
products and services at the 
tax site, but it is not as high as 
expected. Excluding clients 
filing taxes simply to receive 
economic stimulus payments distributed to tax filers as a result of the Economic Stimulus Act of 2008, the 
take up rate was 7.7 percent. Focusing only clients receiving a refund, 8.4 percent opened bank accounts or 
purchased bonds; a slightly higher asset building rate of 8.6 percent was observed among clients receiving 
$100 or more from their tax refund. Take up rates of asset building opportunities are lower than might have 
been possible due to three factors: (1) the administration of the account and bond sign up process, (2) the 
inconsistent use of intake forms as a screening tool, and (3) the lack of a standardized process to promote 
savings products.  

Percent of All Respondents Receiving Asset Product

7.1%

6.9%

7.8%
7.7%

8.4%

8.6%

6.0%

6.5%

7.0%

7.5%

8.0%

8.5%

9.0%

All Respondents Lawndale S. Chicago Non-stimulus w/ Refund Refund > $100

sset 

Figure 1: “Take up” Rates for Savings Products  
(Opening Bank Account or Purchase Savings Bond) 

While improvements to the delivery system model can be made, findings from the pilot operations are 
instructive in several ways. First, it shows clients do have an interest in saving, and provides further data on 
which clients are most likely to save. For example, clients aged 40 to 50 years old who claim dependents 
are among the most likely to seek out asset building opportunities, as are clients with existing bank 
accounts and those who expect to receive a refund even before beginning the tax preparation process. 
Clients coming in the first three to six weeks are the most likely to have larger refunds and to sign up for 
accounts or purchase bonds, suggesting the major emphasis should be on clients in this early part of the tax 
season.  

A second finding from this pilot is an understanding of how clients’ tendency to mentally account for 
expected income can be used to encourage clients to save any unexpected income received as part of their 
tax refund. Almost a third of clients who did not expect a refund received one. Just over 42 percent of all 
clients received a refund larger than they expected, with a windfall of $253 ($188 median). About 30 
percent of clients receiving a larger refund than expected t received a windfall of $925. A majority of 
clients (56%) reported they would be willing to consider saving part of their refund. Answers to the 
assessment questions were encouraging; client responses were generally consistent with administrative 
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data. Overall, it seems likely that using the form to guide savings promotions and tailor savings messages to 
clients could improve client participation in asset building opportunities.  

Barriers to saving remain pervasive.  Staff and tax preparation volunteers interviewed for this report 
expressed concern that many clients were having difficulty meeting daily expenses of food and shelter and 
were not in a position to save. Most felt that clients wanted to save but were not able to at this time and 
intended to use their refunds instead to pay bills. Indeed, three-quarters of clients said they planned to use 
their tax refunds to reduce existing debt. A majority of clients were did not believe they could amass 
$1,000 if they had an emergency, and only 32 percent of clients agreed that they could save money in 
general.  

Each year, there are intense demands on volunteer tax preparation sites from January through April. 
Organizing space and volunteers is a major challenge. Layering on a process to promote and administer 
savings opportunities increases the complexity of these operations. The process has to be carefully designed 
in order to be successful. Future versions of the ABSDS should consider simple improvements in (1) 
staff/volunteer training; (2) the use of waiting times; (3) using of an assessment form data for triaging 
services; (4) promoting savings with simple on-site educational/promotional materials and tools; and (5) 
greater inclusion of a select set of volunteers in the administration of asset building services.  

Training 

Staff felt preseason training on the ABSDS was hard to understand before having an opportunity to gain 
first-hand experience at tax preparation at the site. A preseason training of one hour or less on the products 
and processes of the ABSDS should be followed up by short 15-20 minute sessions in the first, second and 
third weeks of the tax season. Volunteers should receive take-home materials to explain the program’s key 
asset building message and provide information about the products to be offered onsite. Briefings by site 
managers should include reminders about the goal of the ABSDS, point out product offerings, and alert 
staff and volunteers of any changes or updates to programs and processes. This would also allow volunteers 
to ask any questions they might have about the program, products, or process.  

Better Use of Waiting Times 

Staff or volunteers should present “big picture” messages about savings opportunities to all clients every 10 
to 15 minutes in the intake area. A major factor in the success of such presentations is the design and 
configuration of the waiting area. The sign-in and intake process should begin prior to the tax site’s posted 
hours by at least 30 minutes. This will help alleviate client frustration and confusion with the intake 
process, making clients more receptive to savings promotions. Once the site officially opens, clients should 
be ready to meet with a tax preparer. 

Client Assessments 

Most clients are not in a position to save; the key to the ABSDS is to identify clients who are ready to save 
and focus efforts to promote saving products and services specifically to this client base. A simplified 
assessment form should be a useful a tool to help inform one-on-one discussions with clients. If a client has 
marked on the form that they are likely to receive a larger refund than last year, that they have an interest in 
savings, or that they are a returning client, then that client should hear more savings messages, particularly 
savings message tailored to the client’s existing financial needs. Key staff and volunteers should practice 
identifying clients most likely to save and work to overcome any discomfort in talking about financial 
issues with clients.  
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Promoting Savings 

A short educational video might be used to inform clients of financial literacy issues and asset building 
strategies. Brochures or handouts (one page or less) may also help explain asset building products or 
services available at the preparation site as well as general lessons on the importance of saving. Sites might 
even consider a “Save 15” slogan or similar – where clients are encouraged to use refund splitting and save 
15 percent of their refund. In general, clients who underestimated their refund amount did so by about 15 
percent—roughly $200 to $300.  

Volunteers 

If paid specialists are available, volunteers do not need to be experts on the financial products available but 
should encourage clients to consider them as they enter the final stages of tax preparation. Clients tend to 
trust the preparers more than other staff or volunteers at the site. In general a few volunteers – 20 percent of 
the pool or less – complete 70 to 80 percent of returns at each site. These are a core group of tax 
preparation volunteers to include in training and planning efforts. 
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FOP Pilot Results 

In 2007, the Center for Economic Progress (the Center) launched the Financial Opportunities Project 
(FOP), a comprehensive effort to identify, implement, and disseminate strategies for integrating financial 
services and income tax preparation services at Volunteer Income Tax Assistance (VITA) sites. Working 
with consultants from PolicyLab Consulting Group, LLC (PolicyLab), the Center surveyed programs 
offering asset building opportunities to low- and moderate-income members of their communities. 
PolicyLab identified five key strategies and practices used by the most successful programs in the field. 
These findings, as well as a review of then-current literature, served as the basis for the Asset Building 
Services Delivery System (ABSDS), a programmatic guide for integrating asset building services at the tax 
site (see Appendix 2). In December 2007, the Center’s tax preparation sites serving the Lawndale and 
South Chicago communities of metropolitan Chicago were chosen to pilot the ABSDS. Agreements were 
reached with Washington Mutual, Inc., to offer basic bank accounts, including a low-fee checking and 
savings account. The Center, which participated in a pilot initiative lead by D2D Fund, Inc., also offered 
clients the opportunity to purchase U.S. Savings Bonds at the site using their refund.  

Using training materials developed for the 2008 pilot of the Financial Opportunities Project (see Appendix 
3), the Center hosted two evening training sessions in January. The sessions provided key staff members 
training on asset-building strategies and sales techniques to help them promote savings opportunities onsite. 
Each paid staff member, or “asset specialist,” was given a ten-page implementation guide and opportunities 
to practice the strategies described therein.  

At the tax sites, asset specialists encouraged clients to think about saving some of their tax refund by 
opening checking or savings accounts, purchasing savings bonds, utilizing direct deposit or splitting their 
refunds into multiple accounts. The specialists delivered presentations about savings and worked with 
interested clients to open the appropriate accounts or invest in U.S. Savings Bond. The Center’s partnership 
with Washington Mutual, Inc., enabled tax clients to open checking and savings accounts with reduced fees 
($1) and fewer requirements for opening or maintaining accounts.  

To assess the effectiveness of the ABSDS at each site, asset specialists provided clients with specialized 
intake and exit surveys to collect information relevant to the evaluation of the Financial Opportunities 
Project and to supplement data collected by the Center through the  TaxWise system. Data collection at the 
site facilitated evaluation of clients’ financial circumstances and their experiences at each tax site. The 
surveys were also intended to better understand clients’ financial behavior and facilitate the interaction 
between asset specialists and clients. The intake survey, for example, asked respondents to estimate the 
amount of their expected tax refund; after learning of the actual amount of the client’s refund, site staff was 
to encourage clients to save or invest the difference. Earlier findings suggested this process could boost 
savings among clients because of clients’ tendency to view any amount in excess of the expected amount as 
a windfall that they would be more willing to save. 

In January 2008, the tax season began. PolicyLab supplemented the information collected at the sites with 
visits to Lawndale and South Chicago. PolicyLab also conducted interviews with staff and volunteers 
during and after the tax season. These data are the basis for the following report summarizing the pilot and 
pertinent findings of the 2008 pilot operations as the Center considers expanding the program.  
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Findings 

Data Management. The Center’s database of information collected from tax clients (TaxWise) shows 863 
clients at Lawndale and 245 at South Chicago, for a total of 1,108 clients served at the two FOP pilot sites 
during the 2008 tax season. Assessment and exit survey forms designed for this pilot were collected by 
staff at each site. In all, contain 798 records from Lawndale and 228 from South Chicago, or 1,026 total 
(93% of the ‘official’ records). Of these clients completing these forms, 768 provide names which could be 
matched to TaxWise data (75% of those completing surveys and 70% of the official total). These match 
rates are reasonable given that social security numbers and other personal information were not collected 
using the assessment and exit surveys.   
 
The 2008 tax preparation season was unusual because some clients, especially seniors in the last six weeks 
of the tax season, filed tax forms even though they had no tax liability, no refund, and no withholding. By 
filing, these clients were entitled to economic stimulus checks authorized by Congress for the spring of 
2008. Including these clients in the calculation of various asset building activities, such as signing up for a 
bank account, could result in lower participation rates because they inflate the denominator ([savers / all 
clients] < [savers / non-stimulus clients]). Exactly which clients filed only to receive stimulus payments is 
not clear, but this analysis assumes a client filed a return with the help of the Center’s tax preparation 
services only to receive a stimulus payment if they had no tax liability, they did not receive a refund, and 
they did not claim any withholding. An estimated 153 of the 768 clients whose information was recorded in 
the TaxWise database (19.4%) exhibited behaviors that suggest that these clients sought out community-
based tax preparation services in order to file a return and become eligible to receive an electronic stimulus 
payment.  
 
“Take up Rates”. A total of 71 clients opened a bank account or bought a savings bond at the tax site; 
during the 2008 tax season, clients purchased 35 bonds and opened 41 accounts.1 To the extent a goal of 
this pilot is focused on the outcome of ‘take-up rates’ of these two savings products, the pilot was modestly 
successful. The lowest estimate, based on the Center’s official count of clients served at the two sites 
suggests a 6.4 percent take up rate was achieved. Focusing only on clients submitting assessment or exit 
survey forms or both, the rate was 7.1 percent. Excluding clients filing taxes for economic stimulus check 
verification only, the rate was 7.7 percent. Considering only clients who received a refund, the rate is 8.4 
percent; among those who received a refund of at least $100, the rate of asset building at the tax site is 8.6 
percent. All of these rates are illustrated in Figure 1 and Table 1. Rates at both FOP sites were comparable 
(the differences in rates are not statistically significant).  
 

Table 1:  
Clients Who Opened A Bank Account or 
Bought a US Savings Bond at FOP Sites 

in 2008 
  
All Respondents 7.1% 

  Non-stimulus 7.7% 

                                                 
1 Five clients both opened an account and purchased a bond, though very few clients appear to have used refund 
splitting (approximately 8). The use of refund-splitting tools is, consequently, not being considered during ABSDS 
evaluation.  
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  w/ Refund 8.4% 
  Refund > $100 8.6% 

Lawndale  6.9% 
S. Chicago  7.8% 

Source: CEP FOP Data Collection System / TaxWise 
The majority of clients aged 60 or older (52%) filed returns though they received no refund, incurred no tax 
liability, nor claimed any withholdings, suggesting that the majority of these clients filed only to receive a 
stimulus payment. Table 2 displays take up rates and refunds by the age of the primary tax filer as collected 
in TaxWise. Among younger clients, 40 to 49 year olds are among the most likely to save, are most likely 
have a refund and also have relatively large refunds when received. The 30 to 49 year old group combined 
is among the most likely to have large refunds and to open an account or buy a bond. These clients 
represent the majority of clients after excluding likely stimulus filers. Table 2 suggests a targeting the 
promotion of savings services and products to this age group may yield the strongest results. 
 

Table 2: Clients Who Opened A Bank Account or Bought a US Savings 
Bond by Age at FOP Sites in 2008 

 
% All 

Respondents 
% Opened 

Account/Bond 
% With 
Refund 

$ Amount 
of Refund 

Age 29 and under 18% 8.6% 84% $1,030 
Age 30-39 13% 9.3% 87% $2,486 
Age 40-49 22% 10.5% 90% $1,912 
Age 50-59 21% 5.6% 79% $1,372 
Age 60 and older 26% 1.5% 39% $416 

Source: CEP FOP Data Collection System /  TaxWise, n=714 
 
Table 3 shows the same statistics by the month of tax filing. As shown in other studies, clients coming in 
for tax preparation during the first three to six weeks are among the most likely to have larger refunds and 
to take advantage of asset building services. Notably, during the last six weeks of the 2008 tax season, the 
majority of clients seeking assistance with tax preparation were single filers or those concerned only with 
receiving a stimulus payment. Table 3 suggests that the asset building services delivery model may be most 
effective in promoting savings during the first six weeks of the tax season.  
 

Table 3: Clients Who Opened A Bank Account or Bought a US Savings 
Bond by Month of Service at FOP Sites in 2008 

 
% All 

Respondents 
% Opened 

Account/Bond 
% With 
Refund 

$ Amount 
of Refund 

January  8% 12.5% 93% $2,367 
February  37% 10.2% 92% $2,016 
March  37% 5.7% 66% $1,455 
April  18% 1.7% 62% $1,303 

Source: CEP FOP Data Collection System /  TaxWise, n=714 

Self-Reporting Refund Amounts. 

The design of this pilot allows for a comparison of tax refund amounts reported by the clients and their 
actual tax refund amounts recorded in the TaxWise database. Staff and volunteers suggested clients were 
nervous about providing the amount of their tax refund. Some clients, it seems, were concerned that 
disclosing the actual amount of the refund received might disqualify them from program eligibility; others 
simply were concerned about personal privacy. Staff and volunteers did not fully understand the purpose of 
collecting these data at the start of the season and did not encourage clients to complete questions related to 
their refund amount until several weeks into the process. When asked to disclose the amount of the refund 
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they received, clients tended to report a refund amount lower than the actual refund received by the client, 
although clients more familiar with the tax preparation process and with the Center were more accurate. In 
general, these results, as shown in Figure 2, suggest self-reported data on refund amounts may be reliable 
and valid, especially if clients understand the information will not to be used to determine eligibility to 
receive tax preparation services form the community-based program. Overall, 62% of clients correctly 
reported the amount of their refund, 17% reported their refund as being more than the actual amount 
received, and 21% reported their refund as being less than the actual amount received. The typical client on 
average under-reported the actual amount of their refund by only $52.  

Figure 2: Refund Amounts 

Comparison of Self-Reported and Actual Refund Amounts
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Source: CEP FOP Data Collection System /  TaxWise 

 

Client Expectations About Refunds. 

One key element of this pilot was to use a concept derived from behavioral economics and psychology 
called mental accounting. This phenomenon suggests that people allocate future income to specific uses, 
and that any additional dollar received as a windfall is not treated the same as previously earned dollars. 
For most clients, a refund was expected—84 percent of clients expected a refund at intake. According to 
TaxWise records maintained by the Center and the exit surveys collected at the site, 87 percent of these 
clients did, in fact, receive a refund.  
 
However, only 42 percent of clients received a refund that was greater than expected. Clients who had 
received tax preparation services at the site in the past or who received a refund in prior years actually 
overestimated their refund, receiving on average $200 less than they expected. Figure 3 shows the results 
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for all clients as well as clients with past experience with refunds. Among clients who did receive more 
than expected, who while not a majority did constitute two-fifths of all clients, the average ‘bonus’ (defined 
as the actual refund – expected refund amount) was $253 and the median amount was $188. One-third of 
clients received $925 or more than expected, which could be a significant windfall. 
 
These findings suggest mental accounting can play a role to the extent clients who receive more than 
expected can be identified. For clients receiving less than expected, this strategy could have a negative 
effect, making their refund feel smaller and therefore reducing their willingness to save. Better strategies 
need to be developed to identify which clients might benefit from this approach, perhaps focusing on 
clients with no prior experiences at the tax site or clients who do not report having a refund in the prior 
year. 
 
In any case, tax site staff and volunteers did not report using assessment forms to compare refund 
expectations with actual refund amounts. Thus, it is not clear from this pilot whether programs could 
effectively target savings products or services to clients receiving a larger refund than expected to boost 
savings rates. There were no statistically significant effects of clients with larger windfalls (defined as 
actual refunds in excess of expected refund amounts) actually enrolling in bank accounts or bonds when 
compared with clients receiving smaller amounts in excess of their expected refunds. Just over 8 percent of 
clients without a refund ‘bonus’ enrolled in either service, and just under 10.3 percent of those with a 
‘bonus’ did so. This difference is not statistically significant.  
 
 

Figure 3: Expectations Regarding Refunds 

Expected - Actual Refund = 'Bonus'
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Source: CEP FOP Data Collection System /  TaxWise 
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Promoting Savings. 

While take up rates did not appear to be affected by clients receiving larger refunds than expected, based on 
client reports of how many times they heard about savings opportunities, it does appear staff and volunteers 
promoted savings more often to clients with a larger than expected refund. Table 4 shows the number of 
times clients report hearing a savings message. There were no statistically significant differences in 
responses to this question among clients reporting at intake they would be willing to save or by those 
expecting refunds at intake. This is disappointing as these questions provide relatively easy ways for staff 
and volunteers to use the assessment form to focus on clients more likely to save. Clients receiving larger 
refunds than expected—again defined as an actual refund greater than expected at intake--did report 
hearing savings messages more often [Π2 (3) = 13.2, p>.001]. This is encouraging, especially because this 
involves a comparison of assessment and exit survey forms after the completion of the tax return, a more 
complicated process for the asset specialist, quality reviewer, other staff, or volunteer. 
 
 

Figure 4: Client Self-Reports of Number of Times Savings Was Promoted 

Number of Times Client Reported Hearing about Opportunity to Save
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Source: CEP FOP Data Collection System /  TaxWise 
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Bank Accounts.  

Overall, 5.5 percent of clients report opening a bank account. Clients at North Lawndale, at 5.9 percent, 
were slightly more likely to open an account, compared to 4.2 percent at South Chicago, although the 
difference is not statically significant. One problem staff and volunteer interviews revealed was that 
representatives from the bank were not always on site when taxes were being prepared. Some days no one 
arrived, other days the bank representative arrived late or left early. Some staff reported bank staff were not 
very cooperative and less approachable than desired. Interestingly clients without any bank accounts were 
less likely to report opening an account (2.5% reported doing so) than clients with an existing checking and 
savings account (7.3% reported opening an account) [Π2 (2) = 5.1, p=.08]. Clients with just a checking or 
just a savings account were no more or less likely to open accounts at the tax site. Of clients with bank 
accounts already, 64 percent reported using direct deposit.  

Clients who reported not having a bank account at intake on the assessment form should have been strong 
candidates for opening an account. Overall, 39 percent of clients report never hearing of the availability of 
opening special bank accounts at the tax site, 46 percent heard it once and 18 percent heard it two or more 
times. There were no differences in these rates by site, if the client already had any bank account or 
received a refund or both. This lack of promotion of bank accounts was in part credited by staff in 
interviews to their own discomfort with the bank products offered and the variability of bank 
representatives being at the site. Importantly, clients who report they heard a message about opening an 
account three or more times were nearly three times as likely to open an account [Π2 (3) = 7.2, p=.07]. 

Despite these results, having bank account access at the tax preparation site may, in fact, be a viable 
strategy, especially given more successful promotions. Figure 5 shows only 56 percent of clients agree “a 
lot” that they are comfortable going to a bank. And only 16 percent agree “a lot” that they are able to save 
money. Figure 5 also shows while clients appear confident in their budgeting skills, they are less positive 
about their credit situation. 

Figure 5: Client Self-Reports of Number of Times Savings Was Promoted 

Client Agreement 

0% 10% 20% 30% 40% 50% 60% 70% 80%

I am good at paying my bills on
time

I am comfortable going to a
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Agree a lot

 
 Source: CEP FOP Data Collection System /  TaxWise 
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Savings Bonds.  

Overall, 4.8 percent of clients report purchasing a savings bond. Clients at North Lawndale were slightly 
less likely to report the purchase of a savings bond (4.2 percent) than those at South Chicago (6.6 percent), 
although the difference is not statically significant. One problem staff and volunteer interviews revealed 
was that mistakes were often made when using an online access portal, which was provided by D2D Fund, 
Inc., for purchasing bonds. This resulted in delays that frustrated clients and discouraged staff and 
volunteers from promoting the use of bonds as much as they otherwise might. These problems appeared to 
be a result of a lack of training on how to use the system as opposed to a problem with the portal 
specifically. One advantage of the promotion of savings bonds, using an H&R Block sales platform 
designed for the initiative sponsored by D2D Fund., Inc., is that clients are able to purchase bonds even if 
they are in ChexSystems and unable to have a bank account. But the data suggest the clients most likely to 
take out a bond are those with pre-existing checking and savings accounts [mean = 7.3% vs. 2.3% for 
clients without accounts, Π2 = 5.3, p=.07]. Clients with larger refunds, especially refunds over $2,000, 
were the most likely to buy a bond. Client age, past experience with bonds, number of dependents and 
filing status all had no statistically significant effects on clients purchasing a savings bond. Importantly, 
clients who report they heard a message about buying a bond three or more times were nearly seven times 
more likely to buy a bond [Π2 (3) = 14.1, p=.002]. 

Overall, only 18 percent of clients had any experience with U.S. Savings Bonds, 13 percent as purchasers 
and 9 percents as recipients of bonds as a gift (with 3 percent overlap). In general, the vast majority of 
clients at these two sites had very little familiarity with savings bonds as an investment vehicle. This may 
be due to the demographics of these sites. Like the neighborhoods in which these tax preparation service 
centers are located, the vast majority of clients are low-income African Americans. Studies using the 
Survey of Consumer Finances show African Americans are less likely to own savings bonds, and hold 
fewer bonds in their 
portfolio. Whereas more 
than 1 in 5 white 
households owns a bond, 
less than 1 in 12 African 
American households 
own a bond (See 
Coleman, 2003).  

How Likely Client Would be to Save using Each Account Next YearFigure 6: Client Interest Levels in Savings Products Next Tax Season

Figure 6 shows clients 
have generally positive 
expectations of the 
potential of saving next 
year’s tax refund in a 
bank account; the 
majority expressed 
negative opinions or a 
lack of understanding of 
savings bonds. In fact, 
only one-third of clients 
buying a bond in 2008 
responded they would be very 
likely to buy a bond next year. 
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Source: CEP FOP Data Collection System / Taxwise 
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Willingness to Save. Figure 7: Client Self-Reported Planned Use of a Refund 
Overall, a majority of clients, 
56 percent, reported they 
would be willing to consider 
saving part of their refund. An 
even larger share of clients 
expecting a refund, 72 
percent, was willing to save 
part of their tax refund. 
Despite these intentions, staff 
and volunteers interviewed f
this project suggested the 
clients at the pilot sites were 
generally struggling 
financially. Saving any 
portion of income of a refund 
was perceived as a luxury 
they simply could not afford 
given the demands of family 
expenses and outstanding 
bills. Figure 7 shows that the 
vast majority of clients 
expected to use any refund to 
pay off bills and only 20 percent 
had any plans to save their 
refund. Only 8 percent of clients 
indicating they planned to use 
their refund for savings reported 
taking advantage of bank 
accounts or savings bonds 
available onsite.  

How do you plan to use your refund (at intake)?

0 10 20 30 40 50 60 70 80

Paying off bills

Buying something big

Savings

Other

or 

 

Source: CEP FOP Data Collection System / Taxwise 

Figure 8: Client Self-Reported Ability to Find $1,000 for an 
Emergency 

How confident are you that you could pay for a financial emergency that costs about $1,000?
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Figure 8 shows that the need for 
asset building among the clients 
served by the two FOP pilot 
sites remains important. A 
majority of clients reported little 
or no confidence in their ability 
to pay for a financial emergency 
of $1,000. Clients with any form
of bank account were more 
confident in their ability, 
however, suggesting the 
importance of promoting basic 
savings accounts to target 
populations. 

\Source: CEP FOP Data Collection System / Taxwise 
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Recommendations 

This pilot primarily tested three strategies. The first strategy was the use of Asset Specialists at selected tax 
preparation sites. The second strategy was to test if using an assessment form at intake can help to identify 
taxpayers most likely to want to save part of their refund, especially if the refund amount turns out to be 
more than expected. Finally, this pilot tested how targeted training on promoting or selling savings can help 
staff and volunteers encourage more taxpayers to save. Based only on take up rates, the results of the pilot 
might appear lackluster. However, given administrative difficulties and problems with the accessibility of 
bank account opportunities, take up rates of 8 to 10 percent among those taxpayers with a refund is a good 
outcome.  

But take up rates are often an unsatisfactory metric, especially when used as a benchmark across sites. 
Factors such as refund size and client age clearly play a role in determining which clients will enroll in an 
account or buy a bond. Administrative and data collection processes are widely variable across sites and 
even the calculation of the take up rate might lead to spurious comparisons.  

The primary contribution of this pilot has been the attempt to test several strategies and then to carefully 
collect data that can be used to evaluate if these strategies have potential, even in a revised form. To this 
end, this pilot was very successful and provides a number of insights useful for designing programs in the 
future. With this in mind, based on the available data, site observations and interviews with staff and 
volunteers, the following five issues for future versions of the ABSDS are discussed below and 
recommendations are provided. 

1) Training 

The asset specialists and site managers working at Lawndale and South Chicago attended a two evening 
training in January 2008 (See Appendix 3). Reviews of the training were positive based on surveys 
completed at the end of the training sessions. However, in conference calls and interviews, it became clear 
the staff felt they did not understand the tax preparation process well enough to integrate the proposed 
asset-building strategies effectively. Asset specialists, site managers, and tax preparation volunteers all 
reported they felt not enough time was spent preparing them on the “big picture” about why asset building 
was important or discussing the specific savings products offered at the site. Clearly, staff should be well-
versed in program and product offerings as well as overall savings messages in order to maximize program 
effectiveness.  

Training Recommendations:  

1a) Offer a brief training for paid staff at the start of the tax season (1 hour), with a follow-up meeting or 
conference call during the first week of the tax season, and again after the end of the second week. This 
would offer staff members an opportunity to gain a better understanding of the tax site flow and how to 
integrate asset-building into that process. The existing training module can be refined to focus mostly on 
being comfortable with the financial products offered and standardizing promotional materials, 
presentations and strategies for various key client groups.  

1b) Focus on the first six weeks of the tax season. Offer conference calls during the third, fourth, and fifth 
week for asset specialists to share ideas and problems in order to best capitalize on the period when clients 
most likely to engage in savings will be present. After the sixth week the emphasis on asset building 
services can be reduced.  
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2) Better use of waiting times 

Presenting or selling savings was a key component of the training and the pilot program design. To 
maximize the number of savings messages clients received onsite, asset specialists were trained to make 
general presentations in the waiting area, then to tailor individual presentations according to client’s 
expressed interests or their responses to the assessment form.  

Disappointingly, just over two-thirds of clients at these two sites reported that someone talked to them 
about savings in exit surveys. Only about 20 percent report hearing about savings more than once. Savings 
messages were often only delivered at the end of the tax preparation session, when clients were tired and 
less likely to be open to new ideas.  

A smooth tax site flow promotes efficient return preparation, allows more clients to be served, and results 
in better customer service and satisfaction. Simple programmatic and operational changes could alleviate 
some of the flow issues at the pilot tax sites and result in greater quality and quantity of services available 
during next year’s tax season.  

The tax sites operated on a first-come, first-served basis, and knowledgeable clients typically arrived much 
earlier than the posted hours—as many as three hours earlier at the beginning of the season. Yet, there was 
no process in place to deal with clients arriving early to the site. At one site, the site host’s security guard, 
acting on his own initiative, presented a sign-in sheet for clients to sign as they arrived. At the other site, 
the sign-in process did not begin until after the site manager arrived. Oftentimes, sign-in was not underway 
until after the advertised session start time because the site manager needed to deal with other pressing 
issues (like computer access).  

When questioned about the intake procedures, asset specialists reported that the lack of a standardized 
process for sign-in was an impediment to the program and created a waiting room atmosphere that was not 
conducive to learning. Tax preparation volunteers were also dissatisfied with how the intake and waiting 
period was handled. They felt that they could have served more clients if there had been a more formal 
intake procedure. Often, they did not see their first client until 30 minutes after the tax session was 
scheduled to begin. In addition, intake forms were not given out at one site until after the site manager 
arrived and started the sign-in sheet. This contributed to the delay in return preparation and had the effect of 
lengthening the waiting time for clients not yet served.  

From a staff perspective, long waiting times and awkward setups made both sites less-than-ideal settings 
for the asset-building pilot. Tax clients, however, did not mind the waiting times, and volunteers said they 
received no complaints about long waits. Most clients, it seems, were willing to wait for what they saw as a 
free, high-quality service. Clients were also open to using the waiting time to learn about savings strategies 
that would help them to improve their financial situations.  

Recommendations: 

2a) The site manager or onsite asset specialist should present the “big picture” messages to all clients every 
10 to 15 minutes in the intake area.  

2b) One major constraint is the design of the waiting area. Consider the configuration of the tax site to 
allow clients room to learn about savings opportunities and for presentations on available services, 
including classroom-like settings and more private areas for one-on-one discussions.  
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2c) Play an educational video in the waiting area addressing financial literacy issues and asset building 
strategies.  

2d) Develop consistent procedures for handling client sign-in, intake, and waiting area activities. Ideally, 
clients should enter the tax site, sign in at the door, and then immediately begin the intake and assessment 
process. An asset specialist reviews each client’s assessment form in the waiting area, encouraging those 
who think that they will receive a refund to ask questions, read more about the savings options available 
onsite, and pay attention to savings presentations.  

2e) The sign-in and intake process should begin prior to the tax site’s actual posted hours by at least 30 
minutes. This will help alleviate client frustration and confusion. Once the site officially opens, clients 
should be ready to meet with a tax preparer. 

2f) Develop a client checklist of what paperwork is necessary to complete their taxes. Clients were often 
turned away after their names were called due to missing forms.  

3) Better Assessment of Clients 

Overall, clients said that they liked having the opportunity to bank onsite and that access to those products 
and services is one reason they would return to that site next year. Going in, about 56 percent of clients 
reported having a checking account, 34 percent a savings account and only 18 percent had ever purchased a 
savings bond or received one as a gift. 

Clients’ answers to the assessment questions were encouraging, their predictions quite accurate. Overall, it 
seems likely that using the form to guide savings presentations at the site and interactions between clients 
and asset specialists might have improved uptake rates for the program. In general, the assessment form, 
which was designed in part to identify clients who would be likely candidates for financial services, was 
not used by staff to screen clients or to tailor one-on-one presentations to the needs of each client. Some 
clients simply did not fill out the assessment form, exit survey, or both. Less than half completed both the 
assessment and exit surveys in their entirety. Site visits and interviews with asset specialists revealed that 
many clients felt that questions about their income were intrusive. In some cases, asset specialists instructed 
clients to skip any questions they felt uncomfortable answering, especially during the first few weeks of the 
tax season before they were fully trained and had gained some experience.  

Recommendations: 

3a) Utilize the assessment form as a tool to help inform one-on-one discussions between asset specialists 
and clients. If a client has marked that they are likely to receive a refund, have an interest in savings, or 
have been to the site in past years, the client should be targeted.  

3b) Encourage staff and volunteers to stress the importance of the assessment form and the exit survey. 
Staff should remind clients that the information provided is confidential and will only be used to help serve 
them better.  

3c) Shorten the exit survey and integrate it into the quality review process. Other options include having the 
volunteer preparer administer the survey as a guided questionnaire or redesigning it to be simply a few 
additional questions attached to the initial assessment form. 

3d) Key staff and volunteers should practice using the form to identify clients most likely to save to over 
come their discomfort in talking about financial issues.  

4) Promoting Savings 
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The availability of the savings products varied greatly between sites. While both tax sites offered savings 
bonds consistently throughout the season, the availability of checking and savings accounts differed as 
bank staff often failed to show up at the sites. Staff and volunteers agreed that it was awkward to promote 
savings messages when the bank partner was not present. They were also unable to able to refer clients to 
the bank branch to open accounts later.  

Not only was product availability unreliable, but the appeal of the products themselves was less than one 
might have hoped. Numerous issues with offering a higher-yield savings account option, the Washington 
Mutual Savings for Success account, may have contributed to low uptake rates project-wide. Similarly, 
client-reported interest in savings bonds was very low. Two out of three clients said they were ‘not likely’ 
to want to save using a bond next tax year and only 5 percent were “very likely.” Most clients were 
unfamiliar with savings bonds, which likely contributed to their lack of interest. 

Although ChexSystems was a major concern at the start of the project, there were no indications that 
otherwise eligible and interested clients were hampered in their efforts to open accounts by ChexSystems. 
It may not be necessary to require would-be financial partners to waive their ChexSystems screen in the 
future.  

Many clients understood the importance of saving, but felt that their financial situations made saving 
prohibitively costly. The asset specialists and tax preparation volunteers suggested that many of their 
clients were having difficulty meeting their daily obligations and were not in a position to save. Most felt 
that clients wanted to save but were not able to at this time and intended to use their refunds to pay bills. 
Indeed, most clients said they planned to use their tax refunds to pay off bills and a majority could not 
come up with $1,000 if they had an emergency, and only 68 percent of clients agreed that they were able to 
save any money whatsoever. The most commonly cited reason for wanting to save was in case of a rainy 
day (over one-third of clients).  

Given this environment, promoting savings is challenging. However, there are several strategies which may 
help triage efforts towards clients most likely to save—those coming in the first six weeks, those aged 30 to 
50, those with larger refunds than expected or who did not receive a refund last year.  

Recommendations:  

4a) Develop a simple one-page menu of savings options to help clients make informed choices. Offer 
copies of this information at intake, in waiting areas and in the tax preparation area. Post poster-sized 
versions as well.  

4b) Consider a “Save 15” slogan or similar – where clients are encouraged to use refund splitting and save 
15% of their refund. In general, clients who underestimated their refund amount did so by about 15%--
roughly $200 to $300.  

4c) Volunteers do not need to be experts on the financial products available but should encourage clients to 
consider them as they enter the final stages of tax preparation. If applicable, preparers should also remind 
clients to fill out exit surveys and offer savings opportunities tailored to the needs of the client. 

4d) Encourage each client with a refund to use direct deposit or offer direct deposit as the default option. 
Clients without an account should automatically be referred to a banking partner to open a fee-free 
checking or savings account.  

4e) Develop and enforce clear guidelines for all program partners. A written agreement should describe 
each partner’s role at the sites, what the tax preparation program expects from the partner, and the partner’s 
responsibilities to the tax staff and clients. These should be clearly communicated to both senior 
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management and to the front-line workers who will be staffing the project. Each tax site should have one 
staff person who is responsible for communications with a designated point person at the partner 
organization to deal with any issues that may arise during the tax season.  

4f) Create brand recognition and signage opportunities for the bank partner, including a separate table or 
booth to promote the featured savings products or financial services. Promotional materials, such as 
product brochures and small giveaways for those who open accounts, should be standard. Additionally, the 
tax sites and the bank partner might offer a raffle or other incentive for clients who open accounts each 
week or month.  

5) Greater inclusion of volunteers 

Interviews of tax preparation volunteers suggested that most were unaware of the savings aspect of the 
program and felt that they did not have enough information on the product offerings to help promote them 
to clients. Most volunteers also responded that the training they received did not include any information 
about the importance of savings or strategies to encourage savings behavior during tax preparation; 
volunteers would welcome such information during training. 

Relying on paid asset specialists may be too costly for sites in the future. Programs will be forced to re-
examine the role of volunteers and determine if they provide a more cost-effective way to deliver asset 
building services. Due to their role in the tax preparation process, clients tend to trust their tax preparers 
more than other staff or volunteers at the site. 

Recommendations:  

5a) Brief weekly calls to volunteers by site managers might increase volunteer turnout and help the 
manager and volunteers to communicate about expectations and challenges. 

5b) Provide tax preparation volunteers with additional training on asset building and a brief overview of the 
product offerings. This could be a short module inserted into already existing training materials/course, 
including offered online or in a conference call. The training requires no more than 15-20 minutes initially. 

5c) Develop brief brochure-like materials aimed at volunteers that explain the program’s key asset building 
message and provide information about the products to be offered onsite. These can also be laminated as 
one-page reference sheets to be used by volunteers to refer easily to at the tax site. Such materials could 
increase site efficiency by limiting the time site managers spend answering volunteer questions about 
products.  

5d) Brief volunteers about the goals and progress of the ABSDS program on a regular basis, remind them 
of product offerings and discuss any new program/process changes/updates. This would also allow 
volunteers to ask any questions they might have about the program/products or process.  

5e) Focus on a core group of seasoned and reliable volunteers. Some volunteers may become bored with 
the standard tax preparation routine and look for new ways to get involved. Other may have strong 
financial planning or consumer finance backgrounds. Data from the pilot sites suggests as many as 80 
percent of returns are completed by a small share—less than 20 percent—of all volunteers. These high-
performers might be key players in promoting asset building.  
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Next Steps 

In general the data provided by this pilot is very useful and provides new insights about the ability of 
volunteer tax preparation programs to promote savings. Several new strategies appear to have potential, 
especially given refinements. It would be helpful, however, to have more information about how clients 
used their savings accounts or bonds after leaving the tax site, as well as their perceptions of the asset 
building strategies conducted at the pilot sites as well as similar sites not part of the ABSDS pilot. Follow-
up surveys and focus groups planned by the Center in the summer of 2008 will be useful towards this end. 

The ABSDS and the training modules used in the TY 2007 pilot can be updated to reflect the findings and 
recommendations contained in this report. The pilot could then be expanded to more sites in 2008, focusing 
on the more promising aspects of the 2007 pilot and emphasizing simplicity and efficiency in operations. 
Clearly the experiences of partners are important to consider, as well as any lessons that can be gleaned 
from other tax sites attempting similar strategies which could inform the ABSDS.  

The potential for lower-income families to save and invest as part of the tax preparation process remains 
important. Obviously the investment of significant resources in these programs will depend on the ability of 
strategies to encourage greater numbers of clients to take advantage of savings opportunities. With 
modifications, there is hope that as well-designed ABSDS can lead to take up rates of 25 percent or more of 
clients. It will likely take several years of iterative learning to reach such a goal, but this pilot at least 
provides an example of a process to focus on systematically learn and improve asset building approaches 
tied to tax preparation. 
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Appendix 1: Summary Statistics from Assessment and Exit Forms 

1. Have you ever been to this tax site before to have your taxes prepared? 
 
41% YES  
n = 972 
 

2. Did you receive a tax refund last year?  
 
58% YES 
n = 979 
 
3. Do you expect to receive a refund this year?  
 
84% YES 
n = 886 
 
4. About how much of a refund to you expect to receive, if you expect one? 
 All Respondents Been to Site Before Received Refund Last Year 
mean =  $1,789   2,234 **  2,241 ** 
median = $925   1,500   1,500 
n=  282   124   179 

** dichotomous t-test sig at p<.001  
 
5. How do you plan to use your tax refund, if you receive one? (may check more than one) 
Paying off bills   75%   
Buying something big    4.7%  
Saving for the future  22%  72% if clients expected a refund 
Other    12%  
  n=852 
 
6. Have you every used a service like H&R Block, Jackson Hewitt or another place to do your taxes? 
 
48.5% = YES 
n = 953 
 
7. Do you have a checking account?   
All respondents 
56% = YES 
n = 949   no differences by experience or refund expectation 
 
8. Do you have a savings account? 
33% = YES 
n = 943 
 
9. Have you ever purchased a savings bond? 
13% = YES 
n=967 
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10. Has anyone ever given you a savings bond? 
8.8% = YES 
n=942 
 
17.7% either have received as a gift or purchased a savings bond in the past 
 
11. Would you be willing to save some part of your refund this year? 
  All Respondents  Expect a Refund 
YES  56.3%    59.4% ** 6.6% more likely per $1000 in expected refund 
n=919 
 
12. Did you bring your children with you here today? 
9.8% = YES 
n=907 
 
13. If you could save money, what would you most want to save for: (select all that apply) 

27.0% My kids/grandkids 
41.5% ‘Rainy day’ expenses 
14.7% Buying a Home 
16.2% Paying for Education 
19.3%  Retirement 
 9.8%  Other  
n=935 

 
EXIT SURVEY 
 
1. How would you rate your overall experience with your tax services today? 
  All Respondents Lawndale * S. Chicago * 
Very good  71%    72%  67% 
Good    24%   22%  30% 
Fair  4%   5%  2% 
Poor  0.5% .  03%  1% 
 n=   990   580  172 
       * Π2(3) =.02 
 
2. Would you recommend your friends to have their taxes done here? 
 All Respondents Lawndale  S. Chicago  
YES  98.5%   98.5%  98.3% 
 767   588  174 
 
3. How much was your tax refund? 
 All Respondents Been to Site Before Received Refund Last Year 
mean =  $1,829   2,102 **  2,105 ** 
n=  378   127   179 
 
 TaxWise Data: 
mean = $1,861   2,100   2,109 
n=  564   294   419 
 
62% correctly self reported, 17% over-reported the amount, 21% under-reported 
On average under-reported by $52 
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Only 366 self-reported out of 768 records matched in  TaxWise  
 
4. Is your refund more than you expected it to be?  
42% = YES 
n=599 
 
Mean ‘bonus’ (actual refund – expected refund amount) = $253; median = $188;  
30% received $925 or more 
 
5. Did you deposit any of your refund into a bank account today? 
 
 All Respondents Lawndale  S. Chicago  Have Checking & Savings Accts 
YES =   43%  42%  46%  64% 
n =   732  560  167  177 
 
6. Did you open a bank account today? 
 All Respondents Lawndale  S. Chicago  No Chk/Sav Acct Both Chk/Sav 
YES 5.5%   5.9%  4.2%  2.5%   7.3% 
n =  751   579  167  240   179 
 
7. Did you buy a savings bond with your refund today? 
 All Respondents Lawndale  S. Chicago  No Checking or Savings Acct 
YES 4.8%   4.2%  6.6%  7.8% 
n =  737   566  166  242 
 
Opened bank account or bought a bond: 
 All Respondents Lawndale  S. Chicago  w/ Refund Refund > $100 
YES 7.1%   6.9%  7.8%  8.4%  8.6% 
n =  997   769  228  770  738 
 
8. Did anyone talk to you today about saving part of your refund: * 
  All Respondents Lawndale  S. Chicago  Exp. Refund  Willing to Save 
Not at all  35%   36%  29%  34%  36% 
One time  44%   45%  43%  43%  40% 
Two times  13%   11%  18%  14%  15% 
Three or more times  8%   7%  11%  9%  9% 
n =    717  547  170  560  384 

* no significant differences at standard levels 
 
9. Did anyone talk to you today about using your refund to buy a bond: 
  All Respondents Lawndale  S. Chicago ^ Refund More Than Expected # 
Not at all  39%   43%  27%  35% 
One time  43%   42%  47%  41% 
Two times  10%   9%  14%  11% 
Three or more times 8%   7%  12%  12% 
 n =   735  563  172  246 

^ Π2 sig. at p<.001; # Π2 sig. at p=.04 
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10. Did anyone talk to you today about opening a bank account?: * 
  All Respondents Lawndale  S. Chicago  No Acct at Intake 
Not at all  39%   39%  39%  36% 
One time  46%   46%  43%  47% 
Two times  9%   9%  9%  9% 
Three or more times 7%   6%  9%  8% 
 n =   743  565  173  238 

* no significant differences at standard levels 
 
11. Do you expect your refund next year to be:      
   All Respondents Refund More Than Expected 
More than this year 56%   51% 
The same as this year 31%   35% 
Less than this year  13%   13% 
n =   667   232 
 
12. How likely are you to save part of your refund next year in each of the following: (n=601) 

 Very likely Somewhat 
likely Not likely 

CHECKING ACCOUNT 54% 23% 23% 
SAVINGS ACCOUNT 51% 26% 22% 
SAVINGS BOND 11% 24% 65% 

 
13. How much do you agree with the following:  

 Agree a lot Agree a 
little 

Disagree 
a little 

Disagree 
a lot 

I am good at paying my bills on 
time 73% 23% 2% 1% 

I am comfortable going to a bank  56% 33% 8% 3% 
I have a good credit rating 1% 35% 44% 20% 
I am able to save money  16% 52% 14% 18% 

 
14. How confident are you that you could pay for a financial emergency that costs about $1,000? 

   All Respondents Have Sav. Account * Opened Account/Bond 
No confidence 24%   18%   27% 
Little confidence 29%   26%   27% 
Some confidence 35%   39%   28% 
High confidence 12%   17%   9% 
 n =   672   205   68 

* Π2 sig. at p=.004 
 
15. What is the highest level of education you have completed? 

Grade school     7% 
High School or GED   57% 
Trade school    8% 
2-year college or associates degree  20% 
4-year college    7% 
Post-graduate degree  1% 

    n =  708 
 
Age 
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   % All Respondents % Opened Account/Bond % Refund  $Amount 
Age 29 and under 18%   8.6%    84%  $1,030 
Age 30-39  13%   9.3%    87%  $2,486 
Age 40-49  22%   10.5%    90%  $1,912 
Age 50-59  21%   5.6%    79%  $1,372 
Age 60 and older 26%   1.5%    39%  $416 
 
Month of service 

  % All Respondents % Opened Account/Bond % Refund  $Amount 
January  8%   12.5%    93%  $2,367 
February  37%   10.2%    92%  $2,016 
March   37%   5.7%    66%  $1,455 
April   18%   1.7%    62%  $1,303 
 
Stimulus Filer (no tax liability, no withholding, no refund) 
 
All Respondents 19.4% (n=153 / 788 clients in  TaxWise dataset) 
January   1.7% 
February  4.4% 
March    32.4% 
April    30.7% 
 
Age 29 and under 6.4% 
Age 30-39  4.1% 
Age 40-49  3.5% 
Age 50-59  13.7% 
Age 60 and older 52.2% 
 
 
Adjusted Gross Income  
Mean: $14,230 
 
Number Dependents:  
Mean: 0.8 
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Appendix 2 

The Asset Building Service Delivery System: A Guide for Community-
Based Tax Preparation Programs  

2.1 Why Promote Savings and Asset Building? 

Many studies have been conducted on asset building and its positive impact on working families. 
Traditionally programs have focused on providing income support to help families meet basic expenses 
associated with food and shelter. More recently, new strategies have emerged to help families build 
financial assets. Building assets can help working families in a variety ways:  
 

• First, setting aside even a small amount of income provides savings (a “rainy day” fund) and can 
help families get through unexpected crises due to job loss, income reduction, illness, disability or 
divorce. During such unpredictable events, assets provide a sense of security and can be used to 
pay for expenses.  

 
• Second, assets can be used as equity, which is needed to borrow money for large expenses. Assets 

provide a foundation for financial risk-taking and help individuals plan for their future.  
 

• Third, assets can be invested. This includes direct investments such as accounts for retirement or 
other long-range goals, or indirect investments such as higher education or job training.  

 
• Fourth, assets can change the dynamics of intergenerational poverty by providing an inheritance for 

children.  
 
2.2 Where Does Tax Preparation Fit in? 

Every year, tax time is an important financial moment for most people. Tax filers must consider the 
previous year in terms of income and expenses, try to take advantage of tax deductions and incentives, and 
make plans for the upcoming year.  
 
Community-based tax preparation programs play a critical role for lower-income families during this time 
by helping these families make use of the Earned Income Tax Credit (EITC) and other tax-related benefits. 
Community tax programs can also help families see tax time as an opportunity to manage their finances.  
 
For low-income families, the EITC, Child Tax Credit (CTC) and other tax programs can offer significant 
financial advantages. The EITC, approved in the late 1970s by Congress, provides a refundable tax credit 
that was created to stimulate people to work, especially those at very-low-income levels. Couples with 
children receive the largest EITC benefits. The benefit amount decreases as income increase and generally 
disappears at around $40,000 in annual income. 
 
The advent of refund splitting – a process by which clients who file electronically can instruct the IRS to 
direct deposit their refund into multiple accounts – has provided families with an opportunity to use their 
tax refund for longer-term savings. 
 
2.3 Integrating Asset Building into Tax Preparation  

As community tax preparation programs became clearly connected with the idea of asset building, a list of 
basic recommendations has emerged for site managers to consider. 
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First, it is important to make services as simple as possible with minimal requirements. Clients are busy and 
have a lot on their minds at tax time, plus tax preparation volunteers and staff are expected to process 
clients quickly and for the lowest cost possible. This means the design must be straightforward and easy to 
implement with few variations. The best approach is to create a simple set of procedures and a limited array 
of savings products for clients.  
 
Second, at minimum, designated volunteers should concentrate on promoting asset-building services and be 
available to lead other staff and volunteers in promoting these services. Any volunteer can help support 
savings products, but promoting them takes commitment, skills and knowledge. If a site can afford paid 
staff for this role, it would likely net better results. 
 
Third, only one to three key services or products should be promoted. There is too much going on during 
tax season to become bogged down in a menu of 4, 5 or more options. Clients cannot process all of the 
choices and will end up opting out. All staff should receive training on the sales strategy so they can 
provide accurate information regarding these products and services. 
 
Fourth, the process of promoting and signing up clients for services has to be integrated into the delivery 
system. It has to take advantage of client ‘downtime’ and not become cumbersome or frustrating. Anything 
that is too slow or complex will discourage clients from saving. Intake, waiting period, quality review and 
check out are key opportunities. 
 
2.4 Savings Products 

Community tax programs need to choose a basic set of products – such as savings accounts and savings 
bonds – that will together serve the needs of most tax clients who want to use their refund for asset-
building.  
 
There are a variety of products available that serve specific purposes. Savings accounts provide a 
depository function for refunds, plus provide a highly liquid savings function. This is a good option for 
those who want to build financial resources for unexpected expenses or emergencies. Savings bonds are 
ideal for taxpayers who want to save on behalf of others, such as children or grandchildren. They are 
secured by the U.S. government, offer modest returns and prevent spending. CDs are good for clients who 
are saving for defined periods (for example, until tuition is due in September).  
 
The following chart highlights savings products and their benefits: 

 
Product Target Goal Benefit Challenge 

Checking 
Account 

Clients who 
are likely to 
take their 
refund as a 
check 

• Avoid use of RAL  
• Provide access to 

banking services 

• Faster refund 
• Could transfer money 

later to savings 
 

• Clients need to have 
accounts – typically no 
ChexSystems and SS 
Number required (no 
ITINs) 

• Fees 
• Clients likely to spend all 

of account balance 
• Could bounce checks 

Savings 
Account 

Clients 
with short-
term 
expenses 

• Avoid use of RAL  
• Provide access to 

banking services 
• Slow spending of 

refund 

• Faster refund 
• Some ability to defer 

consumption 
• Minimal interest earning 
• Highly liquid 

• Clients need to have 
accounts – typically no 
ChexSystems and SS 
Number required (no 
ITINs) 
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• Fees 
• Easy to spend balance 

Savings 
Bond 

Clients 
with depen-
dents or 
others they 
want to 
save for 

• Easy way to save on 
behalf of others 

 

• No ChexSystems 
• Good return 
• Constrained use (less 

liquid) 

• Must have cash on hand to 
buy – cannot deposit refund 
directly 

• Purchase online requires 
having TreasuryDirect 
account 

CDs Clients 
with short- 
and long- 
term 
savings’ 
goals 

• Save for a few 
months for a goal or 
expense 

• Good return  
• Easy to understand 
• Constrained use (less 

liquid) 

• May require banking 
relationship 

• Maintenance when expire 
and potential for fees 

 
It is important that tax preparation sites be selective and choose the best set of products for their clients. 
Sites where clients have ChexSystems issues and lack Social Security numbers are most constrained 
without special bank products. Buying bonds, while being an excellent product that clients trust, requires a 
mechanism to defer the transaction until the refund is in place. 
 
2.5 Focus on Key Client Groups 

Tax filers with larger refunds have more resources to work with and are most likely to save. An important 
strategy is to focus on couples with children at the peak of the tax credit value schedule since they will 
potentially gain the largest refunds. These filers tend arrive at the tax site during the first three weeks of the 
tax season—the critical time for promoting asset building. 
 
Generally speaking, clients with very low incomes, such as those under $10,000, are likely to lack a bank 
account. For those at very-low-income levels, even a $5,000 refund may not compel them to open an 
account or save part of the refund; there are too many competing needs for those funds. However, as 
income rises, especially to levels between $20,000 and $35,000 (in markets with average costs of living), 
the interest in asset building increases along with the size of the refund. This is especially true if the 
taxpayer is motivated to save for the future needs of other family members.  
 
In general, the older the taxpayer, the more interest and capacity he or she will have in asset-building 
programs and more interest in savings on behalf of children or grandchildren using CDs or savings bonds.  
 
Generally speaking, most clients consider tax refunds to be “found money” rather than a part of their 
paychecks. Because of this, applying a refund to savings can seem less costly (for clients who have not 
already conceptually “spent” their refund) than using money from their paychecks. Based on this 
conclusion, tax prep volunteers should present savings opportunities in a way that will motivate clients to 
save. In general, people want to avoid losses more than they want to seek gains. Therefore, volunteer tax 
preparers should frame not saving as “a loss” to generate a stronger response.  
 
2.6 Training 

Providing adequate training for staff and/or volunteers on the asset-building services available is essential. 
The training should include a simple list of specific messages that workers can use to promote additional 
services.  
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One lead staff member or volunteer should be trained on all asset-building products so he or she can 
provide support to other staff and volunteers. This specialist should also serve as an onsite “coach” for 
clients to promote asset-building services. Ideally, asset-building training should be provided to all staff 
and volunteers so they will embrace and promote the service. Naturally, when staff believe in a particular 
idea, it filters down to clients with more success.  
 
Volunteers should be trained on the following issues: 
 

• Why asset building matters – why we do this on top of tax preparation 
• Who is targeted for asset building 
• The role of the asset specialist or coach 
• A review of promotional materials  
• Training on forms and software systems for tracking for asset-building services 
• Marketing and sales pitches  
• Available products 
• The service delivery process 

 
2.7 Barriers 

There are a variety of reasons why lower-income families don’t embrace asset-building products. Some 
clients:  
 

• Lack interest or motivation to use additional services. 
• Have major time constraints and cannot commit to services. 
• Believe that they are “there to file taxes only…and do not want to distract their mind with other 

things than their tax returns and refunds.” 
• Have a sense that “budgeting and financial planning are only for the rich.” 
• Think their low incomes mean that they just cannot save.  
• Are “focused on today and not worried about tomorrow.” 
• Spend beyond their means and have credit problems. 
• Don’t understand the programs and services offered. 

 
Without a doubt, asset-building programs that are easy to understand can eliminate some of the information 
barriers and improve client responses to services. Perceptions of costs must be addressed, and the benefits 
of enrolling must be communicated clearly to clients if take-up rates are lower than expected.  
 
There may be additional issues that impact a client’s ability to participate in financial products. 
For example, does the client have a Social Security number? Clients with only ITINs may not buy 
savings bonds and may need access to special savings accounts. Additionally, clients with past 
payment problems listed in ChexSystems may face complications in opening accounts.  
 
2.8 The Asset Building Model 

The flowchart below identifies significant points in the service delivery process.  
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Step 1: Promotion 
Clients should be made aware from promotional materials that a site has special opportunities to save in 
advance. The intake and waiting areas should include posters promoting direct deposit and savings 
products.  
 
One technique is to promote tax preparation for taxpayers with dependents during the first three to four 
weeks of the tax season. Deferring clients without dependents until later in the tax filing season will spread 
out the volume of clients more evenly, reducing the strain during peak periods and allowing for more 
intensive work on clients most in demand for asset-building services. 
 
The following are examples of promotional strategies: 

• Market the tax refund, and especially any additional unanticipated amount, as “extra” money that 
the client can afford to save. 

• Suggest not getting a CD is like choosing to lose money. 
• Make saving the “default.” Make filers say they “do not want to save,” rather than asking if they 

want to save. 
• Use pizza as an invective for the site if weekly asset-building goals are achieved.  

 
Step 2: Intake 
The initial pitch for asset-building products should be made at intake. Clients will enter the tax site and sign 
up on the waiting list. They then have 20 to 30 minutes to fill out paperwork. Three tasks should occur in 
this time. First, clients will fill out a survey regarding their expected refund amount, last year’s refund, use 
of paid tax preparation services and RALs, as well as the intended use(s) of their refund. Second, floating 
volunteers, staff and informational materials should prompt clients to estimate their refund amount and 
encourage them to save a portion of any amount over what they expect to receive. Third, the asset specialist 
should make small group presentations every 15 minutes about what is involved in direct deposit, savings 
and opening new accounts. The presentations will be short, approximately 7 minutes, and include a 
message that savings is important.  
 
The intake worker will next process the clients’ materials, determining:  

• If the client has an open bank account, 
• The amount of the client’s refund last year, 

Client Intake 
Introduce Asset 

Specialist 

Determine refund 
expectation of client  

Existing 
Bank 
Account? 

No Refer to on site 
banker  

Tax Prep 

 Target for asset-
building pitch Yes 

Quality 
Review  

Determine refund amount 
 Account setup? Exit 

Process  Split refund? 
 Direct deposit? 

Tax planning 

Asset 
Exit survey 

Specialist 
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• The expected amount of the refund this year, 
• A verbal commitment to consider saving any excess refund funds, and 
• A discussion or guided form to think about savings goals for emergencies, children, retirement or 

other needs. 
 
After the intake is complete, the intake worker should utilize a method of flagging clients who have (or 
don’t have) bank accounts. For example: pink stickers can be placed on client files with no bank account, 
green stickers can be placed on those with bank accounts, and blue stickers on those who have an interest in 
onsite savings products.  
 
Step 3: Waiting Period  
 
Bank Account Sign Up  
Clients cannot take advantage of direct deposit or refund splitting without an open account. Clients without 
bank accounts should be directed to a bank staffer onsite who can open an account for them. Bank staff 
need to be trained about the client population and the tax site’s asset-building model. 
 
Product Promotion 
During the waiting period many clients will be anxious. Print materials related to savings options should be 
made available, as well as access to an asset-building specialist who can answer questions.  
 
For clients who already have bank accounts, the asset-building specialist should make sure they are set up 
for direct deposit and have account numbers available. The asset-building specialist should also tell the filer 
that they can and should apply any surplus amount into a higher-interest CD or savings bonds. Support for 
direct deposit and refund splitting should be the standard; clients can opt out if they are not interested.  
 
Another asset-building strategy that should be offered during the wait period is access to the Internet so 
clients can check credit reports, apply for online accounts or even set up Treasury Direct accounts for 
savings bonds. Support for using a computer station can become complicated; however, this should not 
distract the staff or clients.  
 
Step 4: Tax Preparation 
Tax preparation should follow the standard process, although tax preparers may highlight the benefits of 
asset-building services and tax-minimizing strategies as appropriate. Tax preparation volunteers do not 
need to be experts on the financial products available, but should support and encourage clients to use the 
products as they enter the final stages of tax preparation. 
 
Step 5: Quality Review 
The quality review stage generally consists of two stages. The first review is conducted by the site manager 
or quality reviewer before the return is printed to check the return’s accuracy, verify bank account 
information and make another sales pitch if the client does not have at least one account listed for direct 
deposit. Then there is a second quality review process, which is when the return is printed, the client signs 
off on the return, and the client signs up for various savings accounts and services. At this point, the client’s 
refund amount is assessed and amounts are designated to specific accounts or savings products. For clients 
with refund amounts greater than expected, the quality reviewer should urge them to use this amount for 
savings. 
 
 
 
Step 6: Exit Surveys 
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At the end of the session all clients should complete a short exit survey, and then the survey data should be 
entered into a database. 
 
2.9 What About Clients without Refunds? 

Clients with no refund (or who owe) should receive tax planning advice for next year as well as 
information on supplementary programs that can help them build assets throughout the year. As longer-
term, multiyear relationships develop between asset-building specialists and clients, this referral to addenda 
programs and services should become automatic.  
 
One of the most popular accessory services at tax preparation sites is referrals to financial literacy 
workshops. Tax time represents an opportunity for taxpayers to take more control of their financial 
situation by gaining knowledge.  
 
Financial literacy training is typically provided on a referral basis, is low- or no-cost to the client, and is 
relatively easy to offer and administer.  
 
For clients with debt and credit issues, credit counseling should be encouraged. Credit counseling is not 
widely available at tax preparation sites, but telephone-based credit counseling models are well established 
throughout the nation.  
 
2.10 Measuring Success 

Programs should include standardized systems to record client characteristics at intake, through the tax 
filing process and then six to nine months after filing. Ideally, this would include follow-up client surveys. 
Key measures include: 
 
At intake: 

• Expected refund amount 
• Actual refund amount 
• Basic demographics 
• Income and estimated savings 
• Services offered and accepted 
• Survey questions of financial knowledge and attitudes 
• Bank account use/access 
• Credit report: use of accounts, delinquencies 

 
During follow up: 

• Actual uses of refund 
• Current income and estimated savings 
• Recent use of additional asset-building services  
• Survey questions of financial knowledge and attitudes 
• Expectations and plans for next tax year 
• Credit report: use of accounts, delinquencies  

 
Tax preparers typically recoil at the client of collecting additional data and burdening their clients with 
more paperwork. In some circumstances, data gathering can be streamlined to minimize these problems, 
but engaging in research will certainly require additional time and resources.  
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Having better data can pinpoint the most effective practices in asset building. The upfront investment could 
result in greater efficiencies across the field, plus can bolster the advocacy efforts of tax preparation and 
asset-building programs. 
 
 
Summary of Studies of Community-Based Tax Preparation Programs Providing Asset-Building 
Services 

Study Location Date Summary 

Flacke and 
Zinsmeyer (2007) 

Baltimore, 
Denver, Tulsa, 
New York City, 
Boston 

2006 TY 
6% with refund of $50 bought a bond; 68% bought 
for their children or grandchildren; 53% said they 
would have saved less if the bond was not offered. 

(Rhine, Su, Osaki, 
& Lee, 2005) New York City 2003 TY 15% of unbanked with refund opened an account. 

(Spader, Ratcliffe, 
& Stegman, 2005) 

Greenville, 
Henderson, 
Raleigh, NC 

2003 TY 

Follow-up interview 7–8 months after tax filings 
show 19% of respondents with refund saved all or 
part; higher income more likely to save; actual 
savings lower than intended savings. 

(Duflo, Gale, 
Liebman, Orszag, 
& Saez 2005) 

St. Louis (H&R 
Block) 2004 TY 

Simply designed, express IRA with 50% match 
generated strongest take-up rate (17%); married filers 
among most likely to enroll. 

(Chiou, Roe, & 
Wozniak, 2005) Tulsa, Brooklyn 2004 TY 5–8% take-up rates for savings accounts. 

(Beverly, 
Schneider, & 
Tufano, 2005) 

Tulsa 2003 TY 
15% of filers opened savings accounts; more than 
half used split refunds. Most filers liked refund 
splitting and would do it again. 

(Beverly & Dailey, 
2003) Chicago  1999 TY 

20% of filers open accounts; within 4 months 
accounts mostly depleted, even though a $100 bonus 
could be earned. 

(Smeeding, Ross 
Phillips, & 
O'Connor, 2000) 

Chicago 1997 TY 
EITC refunds used for current expenses and 
investments in housing, transportation and schooling; 
paying bills highest priority. 

(Romich & 
Weisner, 1999, 
2000) 

Milwaukee 1997–98 
TY 

Qualitative study; few use advance EITC; forms of 
self-control and mental accounting. 
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Appendix 3: Training Module 

Description: The tax preparation process is an opportune time to connect tax clients to additional financial 
services for asset building when smart processes and effective sales strategies are employed. This course 
covers the asset building service delivery system, financial product offerings and sales techniques to link 
more tax clients to additional financial services. 
 
Objectives: 
Competency 1: Navigate the asset building service delivery system for the tax site. 
 

Learning Objective 1a: participants will communicate the importance of asset building for tax 
clients. 

 
Competency 2: Define and analyze financial services available onsite to tax clients. 
 
 Learning Objective 2a: participants will describe available financial products. 
 
 Learning Objective 2b: participants will determine key target audiences for each product. 
 
Competency 3: Develop strategic messages and effective promotional strategies  
 

Learning Objective 3a: participants will design and deliver presentations for available financial 
products. 

 
Competency 4: Exhibit enhanced communication skills and promotional techniques. 
 

Learning Objective 4a: participants will show augmented presentation skills 
 
Learning Objective 4b: participants will demonstrate listening skills. 

 
Learning Objective 4c: participants will develop persuasive and motivating techniques 
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3.0 Promoting Savings 

Personal Buy-in 
Your belief in what has a direct impact on how clients perceive asset building opportubities. When you 
believe in something you do, your passion for it grows. When your passion grows, your motivation grows. 
Telegraphing and sharing your buy-in energy will help you connect with clients. 
 

• Why do you believe that the role you fill promoting savings at tax time is valuable to clients?  
• How is it important for society as a whole? 
• How did you first start saving for the future? Was it hard to do? Who helped you? 
• How do you feel when you get a tax refund or another ‘windfall’? Would you like to be able to 

save some of it? What would help you? 
 
Building assets can help working families in a variety ways:  
 

• First, setting aside even a small amount of income provides savings (a “rainy day” fund) and can 
help families get through unexpected crises due to job loss, income reduction, illness, disability or 
divorce.  

 
• Second, assets can be used as equity, which is needed to borrow money for large expenses such as 

as a home. Assets provide a foundation to plan for the future.  
 

• Third, assets can be invested. This includes direct investments such as accounts for retirement or 
other long-range goals, or indirect investments such as education or job training.  

 
• Fourth, assets can provide education and direct support for children, including as an inheritance. 

 
3.1 Defining Savings Products  

What is a Product? 
In sales, a product is anything – tangible (physical) and non-tangible (non-physical) – that can be offered to 
a market that might satisfy a want or need. Our products are savings accounts and US Savings Bonds.  
 
What are Financial Services? 
Financial services are “products” that deal with the management of money provided by banks and other 
financial institutions. Products include checking accounts, savings accounts, certificates of deposit, loans, 
credit cards and investment accounts. 
 
The primary functions of basic banking services (checking and savings accounts) include: 
 Keeping money safe while also allowing withdrawals as needed 
 Allowing financial transactions to occur  
 Facilitating debits and payments  

 
 
 
 
 
 
 
Financial Products You Will Promote 
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1. Direct Deposit – an electronic funds transfer of a federal income tax refund into a checking or savings 
account 
 
 Purpose: to receive an income tax refund 
 Features: automatic deposit into checking or savings account 

 
 
 
2. Checking Account - a deposit account for regular transactions (deposits and withdrawals) held at a bank 
or other financial institution 
 
 Purpose: to provide frequent access to available funds on demand, through a variety of channels 
 Features: checks, unlimited deposits and withdrawals (subject to availability of funds), low minimum 

opening balance, no monthly service charges, ATM card, online banking, non-interest bearing 
 
 
 
3. Savings Account – a deposit account held at a bank or other financial institution that pays interest on 
money deposited 
 
 Purpose: to set aside some liquid assets while earning a minimal rate of return 
 Features: low-rate, variable, compounded interest payments monthly, unlimited deposits and 

withdrawals (subject to availability of funds), low minimum opening balance, low monthly service 
charges, ATM access, online banking 

 
 
 
4. Savings Bond – a debt security issued by the U.S. government in various denominations that earns tax-
free interest, but most be owned for a minimum time period 
 
 Purpose: to invest and save for the future 
 Features: modest, fixed-rate interest, 5-year term, low minimum purchase, sold at face value 

 
 
 
5. Split Refund – a refund that is direct deposited to up to three destinations, using IRS Form 8888 to 
indicate which accounts and in what amounts the refund will be disbursed 
 
 Purpose: to direct refunds toward different types of account for different uses 
 Features: direct deposit to up to three accounts (in a taxpayer’s name with an account number and 

routing number) 
 
 
 
6. Concept of Saving Regularly – setting aside a portion of discretionary spending on a monthly basis 
 
 Purpose: to build up liquid savings for short- and long-term goals 
 Features: commitment, constraints, rate of return, savings goals 
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Interrelation Between Primary Financial Products2 
 
 
 
  Direct Deposit 

Checking Account 

Savings Account 1 

Savings Account 2 

Savings Bond 

Concept of 
Saving Regularly 

Up to 3 

Optional Split Refund 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Quick Tips to Knowing Your Products 
 Re-Read all literature that will be provided to clients weekly. Make sure that you have accurate 

information for the products and will use these collateral materials when talking with clients. 
 
 Practice. Find out as much as you can about the products offered. Shadow another staff member or 

volunteer to see how others are informing the public about products and services. Listen to clients’ 
feedback to hone your responses for future sales. 

 
 Talk to your site managers and bank representatives. This will help you sell the products in the same 

way they are. Additionally, you will become aware of any pitfalls or challenges related to service 
delivery, program capacity or product features. 

 
 Sell the product to your coworkers. Before the start of the tax season, or when there is a lull in activity 

during the tax season, take the chance to informally present elements of the products to other staff or 
volunteers to gauge interest, arouse curiosity, and provide yourself with the practice to commit the 
product to memory. 

                                                 
2 This list of features is adapted from “Encouraging Tax Time Saving: Lessons Learned from Year One of 
Refund Splitting” by D2D Fund, National Community Tax Coalition and United Way. 
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Basic Account Features  
Minimum opening balance $4 
Monthly service charge $4 (effective May 1, 2007) 

Or, avoid the monthly service charge by one of three ways: 
 Maintaining a daily ending minimum balance of $300 
 Signing up for our Automatic Savings Plan and making at 

least one transfer a month of $5 or more from your checking 
account to your savings account (effective May 1, 2007) 

 If you’re under 19, just ask! 
Interest rates Variable. Ask about our current rates. 
 
 
 
Interest calculations and payments 

Interest is compounded and paid monthly. 

Account access Unlimited deposits and withdrawals in-person, by mail or ATM 
(subject to funds availability). 

Statement frequency Monthly. Paperless statements are also available through 
Personal Online Banking at wamu.com. 

ATM access Just link your Statement Savings account to WaMu checking 
account, then use your WaMu debit card at any ATM. 

 
WaMu Free CheckingTM 
Basic Account Features  
Minimum opening balance $1 Ask for details. You can open your account in person, on the phone or 

online at wamu.com. 
Monthly service charge FREE 
ATM cash withdrawals FREE Non-refundable ATM operator fee may be charged. 
ATM deposits FREE Ask us about our funds availability and check hold policies. 
Checks FREE checks for life – ask for details, as not all checks are free. 
Gold Debit MasterCard® with extras FREE 
Overdraft or bounced check fee refund FREE overdraft or non-sufficient funds fee refund – one per year. After the 

refund, fees may apply to overdrafts or bounced checks. Help avoid overdraft 
transactions by tracking your account balance and transactions by phone or 
through Personal Online Banking at wamu.com 

Outgoing wire transfers FREE Non-refundable intermediary and beneficiary bank and foreign currency 
exchange fees may be charged. 

Free ID Theft Services FREE If you suspect fraud, call 1.800.788.7000. 
Choose option 2, option 1 and option 0 to key ahead. 

Cancelled check return or safekeeping FREE – your choice. 
Combined statement FREE 
Per check charge FREE 
24/7 telephone banking FREE – We’re happy to help, call 1.800.788.7000. 
 
Free services – you’ll need to sign up first! 
Personal Online Banking and Personal Bill 
Pay® service at wamu.com 

FREE Just ask if you would like our help signing up. 

 
 
Deposits at Washington Mutual are FDIC insured. 
 
Savings for Success 
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Program Features  
How it works First open a WaMu checking account, next open a WaMu Savings for Success 

account and link them together. Set up automatically monthly transfers from 
your checking to savings for the rest of the year – that’s 11 transfers. After 12 
months, your funds will automatically sweep to a linked savings or money 
market account. Renew your Savings for Success account at a new interest rate 
or close the account without penalty. 

Minimum/ Maximum opening balance $1 - $500 
Your opening balance counts as your first month of savings 

Monthly service charge None 
One convenient term 12 months 
Balance tiers None 
Interest rate Fixed for 12 months (currently 6.5%, but may change based on the market – 

verify actual rate with WaMu representative onsite) 
Minimum and maximum monthly transfers Minimum - $25/ month 

Maximum - $500/ month 
One automatic monthly transfer will be made each month. You can change the 
amount as long as your transfer hasn’t been made yet. If you miss two 
automatic monthly transfers, the account will be closed. 

Withdrawals End of term, death or disability; otherwise, you have to pay a penalty fee if a 
withdrawal is made before the 12-month Anniversary Date 

Renewal Automatic renewal after 12 months 
Grace period You have 10 days after the Anniversary Date to close the account without 

penalty 
 
More Savings Benefits 
After 1 year, your Savings for Success money and interest will be “swept” to a linked account. Choose 
either a savings or Money Market account. A great option is the Success Sweep Account: 
 Earn a special interest rate – compounded and paid monthly – when your Success Sweep Account is 

linked to your Savings for Success account. (Ask us about rates.) 
 No minimum balance required to open your account. 
 No monthly service charge when linked to your Savings for Success account. 
 Make deposits or withdrawals whenever you like (subject to funds availability). 
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I Savings Bonds 
I Bonds are a low-risk, liquid savings product. While you own them, they earn interest and protect you 
from inflation. You may purchase I Bonds via TreasuryDirect, at most local financial institutions or 
through payroll deduction. As a TreasuryDirect account holder, you can purchase, manage, and redeem I 
Bonds directly from your Web browser. 
 
Use I Bonds to: 
• Finance education 
• Supplement retirement income 
• Give as a gift 
 

 
Current Rate: 4.28% through April 30, 2008 

 
Minimum purchase: $50 for a $50 I Bond when purchasing paper bond certificates 

$25 for a $25 I bond when purchased electronically via TreasuryDirect 
 

Maximum purchase 
(per calendar year): 

$5,000 in TreasuryDirect and $5,000 in paper bonds 
 

Denominations: Paper bonds: $50, $75, $100, $200, $500, $1,000, and $5,000 
Electronic bonds via TreasuryDirect: purchase to the penny for $25 or more 
 

Issue Method: Paper bond certificates or electronic issue in TreasuryDirect accounts 
 

 
Rates & Terms 
• I Bonds have an annual interest rate that reflects the combined effects of a fixed rate and a semiannual 

inflation rate. They are an accrual-type security. Interest is added to the bond monthly and is paid when 
you cash the bond. 

• I Bonds are sold at face value; i.e., you pay $50 for a $50 bond. 
 
Redemption Information 
• Minimum term of ownership: 1 year 
• Interest-earning period: 30 years 
• Early redemption penalties: 

o Before 5 years, forfeit 3 most recent months' interest 
o After 5 years, no penalty 

 
Buying I Bonds through TreasuryDirect: 
• Sold at face value; you pay $50 for a $50 bond. 
• Purchased in amounts of $25 or more, to the penny. 
• $5,000 maximum purchase in one calendar year. 
• Issued electronically to your designated account. 
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3.2 Goal Setting for Financial Products 

While goal setting does not necessarily drive how you sell your financial products directly, it is a 
conversion element for success with your sales efforts. 
 
Questions:  
1. How many clients with refunds do you want to sign up for direct deposit? 
2. How many clients with refunds greater than $50 do you want to split their refunds? 
3. How many new savings accounts do you want to open for clients with refunds greater than $50? 
4. How many CDs do you want to open for clients with refunds greater than $50? 
5. How many bonds do you want issued to clients with refunds greater than $50? 
6. How many sales do I want in relation to the total number of clients with refunds? 
7. How can I be more successful? 
 
The key to finding the right answers is in considering the following primers:   
1. Who is this for? 
2. Why will they want it? 
3. What does it do? 
4. Where is this used? 
5. When is this used? 
 
Identifying Target Audiences 
 
What is a Target Audience? 
A target audience, or market segment, is a subset of the population being served as likely to be most 
interested in using a particular product. A target audience shares one or more characteristics (e.g., 
demographics, economic status, or refund status) that cause them to have similar product needs. 
 
Analyzing target audience wants (goals) helps to identify which products would best meet that audience’s 
goals, and thus, motivate them to use particular products.  
 
How would you segment this population into different target audiences for financial products? 

Target Audience What Do They Want? Which Product(s) Meet 
Their Goals? 

 
Single people under age 40 

  

 
People 30-50 with kids 

  

 
People over 50  

  

 
People without bank accounts 

  

 
Other groups ____________ 
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Targeting for Financial Products 
 Prioritize services to taxpayers most likely to use asset-building services: 

o Filers with dependents, who tend to have larger refunds 
o Filers with positive refunds 
o Filers anticipating larger refunds (>$50, which is minimum purchase for paper bonds) 
o Filers with modest incomes ($20,000 - $35,000, adjusted for family size) 
o Filers with specific savings goals 
o Filers who are unbanked 
o Older filers, who have interest in saving on behalf of children or grandchildren 

 Include standardized questions in the intake process outside those required for tax preparation, 
including: 

1. How much was your refund last year? 
2. How much do you expect this year? 
3. If you have excess funds, how do you plan to use them? 
4. What savings goals do you have for emergencies? for your children? for retirement? 

 Segment by willingness to engage in savings, as well as how they will save: 
 Those planning to save on behalf of children may be best suited to savings bonds 
 Those looking for longer-term investments for retirement may be ideal for Savings for Success 
 Some clients may have multiple goals, and therefore have interest in bonds, checking accounts 

and savings accounts. 
  

 
Matching Target Audience’s Goals to Products 
Target Audience Goals Recommended Products 
Unbanked clients who are 
likely to take their refund 
as a check 

 Faster refund 
 Low costs and fees 
 Access to banking services 

Checking account 

Clients with short-term 
expenses 

 Faster refund 
 Low costs and fees 
 Access to banking services 
 Easy access to refund when deposited 

Basic savings account 

Clients with short- and 
long-term savings’ goals 

 Faster refund 
 Low costs and fees 
 Higher rate of return 
 Easy access to funds after a set period 

of time 
 Saving money on a regular basis 

Savings for Success account 

Clients with dependents or 
others they want to save 
for 

 Low costs and fees 
 Higher rate of return 
 Saving on behalf of someone else 
 Safe investment 

Savings bond 
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Example Strategies 

   Likely Clients 

 Refund 
Status 

Banking 
Status 

Previous 
Customer Income Refund 

Size Notes 

Refer to financial 
education classes 
outside site 

Any Any ++ $–$$$  
— 

Low follow-through 
rates 

Credit counseling 
onsite via 
telephone 

Positive Any + $$–$$$ Any Untested in tax 
setting 

Refer to 1:1 
wealth coaching 

Positive Banked + $–$$$ Any Best as part of year-
round asset-building 
program 

U.S. savings 
bond 
 

Positive Banked ++ $ >$50 Best for savings for 
dependents; must 
have SSN; no ITIN 

Open savings 
account 

Positive Any +++ $$$ Any Faster refund; slower 
spending; must have 
ChexSystems work-
around 

IDA matched 
savings 

Positive Unbanked + $ Any High costs; best for 
existing IDA sites 

R
ef

un
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g 

(F
or

m
 8

88
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IRA savings 
for retirement 

Positive Banked +++ $$$ >$500 Best for savings for 
self; most 
established; low 
take-up rates 

 
 + = somewhat likely to engage $ = lowest income 
 ++ = more likely to engage $$ = middle income 
 +++ = most likely to engage $$$ = higher income 
 

44 



3.3 Marketing and Sales Strategies and Tools 

Overview of Marketing Strategies and Tools 
 
What is a Marketing Strategy? 
A marketing strategy is a process that allows an organization to concentrate its limited resources on the 
greatest opportunities to increase sales by designated how messages will be delivered. 
 
Delivery Modes for Community Tax Programs 
 Promotional materials, such as brochures, flyers, posters, postcards, and other publications or handouts 
 One-on-one interactions 
 Small group presentations 

 
In general, tax clients must be presented with a save-at-tax time message repeatedly (and persuasively) 
before they will take action. Many marketing and sales experts purport the importance of seven points of 
contact. That is, on average, it takes seven points of contact between a buyer and a seller before the buyer 
feels comfortable enough to do business with a seller. 
 
Marketing Strategies 
 Promote the idea of saving from the moment a client enters the door of the tax site and throughout the 

entire process. 
 Aim for clients to receive a saving message at least two times, from three sources (posters in the 

waiting area, explanation from asset building specialist and computer top tent. 
 Make marketing materials available to distribution partners, such as other community-based 

organizations and business. 
 
Brochure 
A brochure is a pamphlet or leaflet that is designed to provide general product overviews and act as a tool 
for selling the advantages of a product. 
 
Pros Cons 
 Mobile form of promotion, where people can 

take them home and share with friends and 
family 

 Passive and impersonal form of promotion 

 Souvenir value, and can be referred to later  Effort is required from clients to obtain and 
read 

 Low impact, tending to reach small audiences 
 Overused, so people tend to overlook them 

 Flexible, and can be developed to reach one 
market or a series to reach a variety of markets 

 Effectiveness requires targeting a specific 
market 

 
Tips for Creating and Effective Brochure 
 Identify target audience 
 Develop a theme for the brochure 
 Make it attract attention 
 Place your strongest selling points in the beginning 
 Be brief 
 Keep it simple and readable 
 Use photos or graphics wisely (demonstrate product, illustrate benefit, draw attention to text or show 

similar clients)  
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Sample Materials 
(available at www.splitrefunds.net) 
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3.4 Communication  

 
Communication is the activity of communication. “Verbal” communication means, “of or concerned with 
words,” and thus includes oral or spoken communication, sign languages and writing. Especially with face-
to-face, spoken communication, verbal communication contains paralinguistic elements (manner of 
speaking) and nonverbal messages. Nonverbal communication comes in many forms at the same time, 
including: 
 
 Gestures 
 Body language, posture or positioning 
 Facial expression 
 Eye contact 
 Object communication such as clothing or hairstyles (personal presentation) 
 Symbols and graphics 
 Prosodic features of speech such as intonation and stress 
 Paralinguistic features of speech such as voice quality, emotion and speaking style 

 
How Face-to-Face Communication Works 
 

7% words 

38% voice tone 

55% body language 
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Tips for Communicating Clearly 
 Use clear, simple, precise and concise language 

 Say one thought in each sentence 

 Stay focused and on track 

 Avoid vague words and thoughts 

 Finish each idea before proceeding 

 Limit repetition 

 Tolerate silence and pauses 

 Slow down 

 Enunciate words 

 Pronounce words correctly 

 Prepare in advance 

 
Metrics for Clear Communication (from Listener) 
 Warm responses 

 Attentiveness throughout conversation 

 More eye contact 

 Directions followed accurately 

 Few questions for clarification 

 Relaxed composure 
 
Signals of Confusion (from Listener) 
 Avoiding eye contact 

 Tilting head 

 Squinting eyes 

 Closing mouth 

 Lowering eyebrow 

 Crossing arms or legs 
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Tips for Building Rapport 
 Create welcoming environment by greeting, shaking hands and asking person to be seated 
 Introduce yourself and determine what the person perceives as their most important need at this time 
 Treat the person with respect and show interest in their needs 
 Smile 
 Make eye contact 
 Use the person’s name 
 Be non-judgmental 
 Be sensitive to the person’s level of knowledge and education, and tailor your language accordingly 

and appropriately 
 Listen attentively and actively 
 Give the person your undivided attention 
 Let the person know his or her options 
 Do not promise anything you cannot deliver 
 Thank the person at the close of the conversation 

 
 
 
Communicating with Culturally Diverse Audiences 
Culture usually refers to the diverse ways in which people think, act or behave toward themselves, with 
their families and with people in their own society. Culture includes customs related to religious, social, 
political and family values. Various cultures have divergent values for time allocation and use, 
conversation and personal space. These differences need to be recognized, valued and appreciated before 
any real communication can take place. 
 
When communicating with culturally varied audiences, it’s important to recognize that you may need to 
make cultural adjustments - in terms of your words, mannerisms, nonverbal communication signals, 
materials and relationship management.  
 
Cross-Cultural Communication Tips 
 Listen actively with an open mind. Be aware that your preferences and behaviors are culturally based 

and not the “correct” or only ones. Put aside personal feelings and listen deeply. Be sensitive to 
differences. Accept others on the terms on which they want to be accepted. 

 
 Be sensitive to a range of verbal and nonverbal behavior. Linguistic preferences can often give clues 

about the behavior, manners and thinking of a particular culture. 
 
 Remember there are no universal gestures. What a gesture means here may be an insult in another 

country and vice versa. Match your behavior to theirs. 
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Techniques for Dealing with Difficult Clients3 
 Show understanding. Let the client know that you understand how s/he feels by empathizing and 

apologizing. For example, “I understand…”; “I’m sorry…”; and “I can appreciate…” Make sure your 
tone of voice, expression and body language correspond with your message. 

 
 Display calmness. However difficult it may be to control your own temper, losing it will only make the 

situation worse. Show the client that you are calm and self-controlled. It is much more difficult for 
someone to continue to be angry if you are obviously not responding. Be careful not to indicate 
indifference. Breathe deeply, and smile. Do not take things personally. 

 
 Reassure the client. Let the client know that you have the situation under control and want to help. 

Assure him/her that you have the time to give to the problem and that you are as eager to see it resolved 
as s/he is. 

 
 Encourage the client to talk. Eventually an irate customer will run out of energy being angry. Use 

open-ended questions and minimal encouragers to push the person to talk. Listen intently and gather as 
much information from him/her as you can. Never argue, even when you disagree. 

 
 Use the client’s name. Using a client’s name personalizes the situation and makes it much harder for 

him/her to be angry. 
 
 Listen actively and empathetically. Put yourself in the client’s place. Do not assume that the client is 

“wrong.” Make sure you get all the facts. 
 
 Avoid embarrassment. Make the client feel that s/he is important to you, and look for a way out. As 

early as possible begin to structure outcomes for the problem. Even if you know you are unlikely to 
meet the client’s demands, make sure you can offer an alternative for both sides. Be flexible. 

 
 Address issues one by one. Often an angry client will list of his/her grievances at once. Listen carefully 

to separate each issue, and respond to each one individually. 
 
 Praise freely. However difficult the person is being, each time s/he does something positive, recognize 

and thank the person for it. This positive reinforcement will help you achieve a less threatening 
response. 

 
 Take your time. You must take your time to deal with the situation. If you let the other person know 

that you are impatient to finish the encounter, you will lose any trust that you have developed. 
 
 Avoid an audience. Do not allow the other person to “vent” in public. The audience may be drawn in 

and take sides. If the encounter takes place in a reception area, ask the person to come to a quiet area 
where you can talk freely without being overheard. Often the act of walking into another room can 
begin to calm the client down. 

 

                                                 
3 Content for this section was adapted from 20 Training Workshops for Listening Skills by Clare 
Sproston and Glenna Sutcliffe, 1989. 
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Characteristics of Effective Group Presentations4 

 Prepared. Make it planned, but not canned.  Allow for a question-and-answer period at the end. Try 
not to speak from a script or use notes. Practice, practice, practice. 

 
 Customized. Analyze your audience, and tailor the presentation to the audience’s style. Think about 

exactly who will attend the presentation, what their education levels are, what their interests and 
concerns are, how they like to receive information and any other information that will affect how they 
respond to your message. 

 
 Organization. Keep it as simple and clear as possible. Make sure your ideas are presented in an 

orderly, logical manner– with an introduction, a body and conclusion. In other words, tell them what 
you’re going to say, say it and tell them what you’ve said. This kind of repetition is very important in 
oral presentations to help the audience understand and remember your message. 

 
 Positive language. Use second-person language. Using “we” and “you” involves the audience in what 

you’re saying and builds solidarity and trust. Focus on what can be done instead of what can’t. 
 

 Dynamic. Focus on being energetic, assertive and productive. Use handouts so that people will have 
something tangible to review later. 

 
Public Speaking  
 Speak loudly. Your public speaking voice should be louder than your normal conversation voice. Don’t 

shout, however. 
 
 Speak slowly and clearly. Pronounce words more precisely than you would in conversation. 

 
 Stand when you’re speaking, if possible and appropriate to the circumstance, to give your voice more 

power, make you seem more authoritative and allow your audience to see you better. 
 
 Use silence. Don’t feel as though you have to fill every second with words. Pausing briefly gives the 

audience little breaks to digest what you’ve said, allows you to collect your thoughts or take a sip of 
water and makes your presentation seem more thoughtful and deliberate. 

 
 Make eye contact. Look the members of your audience straight in the eye, at the bridge of their noses (it 

makes it seem like you’re looking at their eyes) or at the tops of the heads of the people in the back 
row. 

 
 Repeat questions before you answer to make sure you understood the questioner and that the rest of the 

audience knows what has been asked. 
 
 
 
 
 
 
 
 
                                                 
4 Sales Training by ASTD, The Sales Training Handbook by Jeff Magee and “Suggestions for 
Successful Public Speaking” by Texas A&M University. 
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Ways to Capture Attention 
Capturing attention is analogous to taking time to set a solid foundation upon which to build a home. 
Captivation is an important part of the sales process. Below are some ways to gain immediate, favorable 
and undistracted attention: 
 
 Craft a powerful opener. Start with an opening statement that will grab attention. 

 
 Shake hands with meaning. Shake the client’s hand and solicit his or her name. 

 
 Offer something. Give a gesture or information that will be valued by the client. 

 
 Compliment. Pay a sincere compliment about clothing, or accomplishment. 

 
 Use names. Use a name early and often to establish rapport and make a client feel comfortable with 

you. 
 
 Inquire. Start with a positive question. 

 
 
 
 
Savings Scripts 
 
“A bank account is the first step towards financial security; we can open one up for you today and you 
won’t have to wait any longer to get your taxes done.” 
 
“The IRS has a service that will save you a trip to the bank and let you take part of your refund and invest 
it. It is free and easy.”  
 
“What did you do with your refund last year? We have a new program that might help you save some of it 
this year.”  
 
“It looks like your refund is bigger than last year or bigger than you expected. How about we turn this extra 
amount into even more money by investing in a U.S. Savings Bond of a savings account?”  
 
“Are you thinking about saving for your kids or grandkids? A savings bond is a great product – its secure 
because it comes from the US government. It has no fees at all and everyone is qualified. It is a great way 
provide a nest egg for your loved ones in the future, while keeping the money safe for now and avoid the 
temptation to spend.” 
 
“Do you have trouble saving? We can help with some special bank account products we have available 
here today at no cost to you and it won’t take long to do.” 
 
“All of us struggle to save – in fact the average person has only a few hundred dollars in net savings. But 
you can start building your nest egg today by saving just a part of your tax return – that’s right – you can 
spend some and save some too.” 
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Savings Promotion Planning Worksheet  
 

Objectives 
 
 
 

Benefits of product 
for client 

 
 
 
 

 
Materials to be used 

 
 

 

Anticipated concerns 
or objections 

 
 
 
 

Planned responses to 
concerns or 
objections 

 
 
 
 

Actions planned if 
clients are interested 

 

Actions planned if 
clients are NOT 

interested 
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3.5 Moving Clients to Savings Commitments 

The Anatomy of the Close5 
 
Understand what the client needs, and focus on them throughout the closing process. Understand his or her 
motives. If a client tells you that she or he does not like, find out why. 
 
Recognize buying signs: 

o Verbal. The client asks more questions. . 
o Visual. A smile can be an positive sign. 

 
Make the decision. Let the client make the decision – don’t push. 
 
Practice silence and patience. Take your time. Ask more questions only after their responses are complete. 
Listen intently. When you really want the client to listen, pause and look intently at him or her until you get 
his or her full attention. 
 
Closing Techniques 
 
Trial closes, which are opinion-asking questions to solicit feedback from the client about his or her desire 
to proceed. These questions help you determine the client’s readiness to making a purchasing or investing 
decision. For example, “If you were to sign up for direct deposit, would you want to use your existing 
checking account or open a new savings account?” This technique is best used when you feel the client is 
receptive to your pitch, but you are not sure what the level of purchasing or investing interest is.  
 
Order closes, which seek an action-oriented commitment from the client. They are used when you are 
confident that the client is ready. For example, “If you tell me what account you’re interested in, we’ll sign 
you up” The downside to this approach is that if you have misread your client, the response may be a 
resounding “No.” 
 
Alternate choice closes, which offer the client multiple buying options. For example, “Do you want to sign 
up for the CD or the savings bond?”  
 
 
 

                                                 
5 adapted from How to Master the Art of Selling by Tom Hopkins 
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3.6 Understanding the Need for Evaluation 

Overview of Planned Evaluation Processes 
Foundations and policymakers have long recognized that for many families the act of preparing a tax return 
may be the one and only time each year people take stock of their finances. Also, when a taxpayer receives 
a refund, there are financial resources that can be saved or invested. This pilot seeks to test how a few 
simple changes to the tax preparation process can increase the rate at which taxpayers save part of their 
refund, open bank accounts, or use direct deposit.  
 
This pilot tests three innovative strategies. The first strategy is the use of Asset Specialists at selected tax 
preparation sites. Second, this pilot tests if using an assessment form at intake can help the Asset Specialist 
to identify taxpayers most likely to want to save part of their refund, especially if the refund amount turns 
out to be more than expected. Finally, this pilot tests how targeted training on “selling” savings can help 
staff and volunteers encourage more taxpayers to save. 
 
Staff and volunteers will be a key part of the evaluation. Twice during the tax season staff and volunteers 
will complete a survey about how the process of encouraging taxpayers to save is going. Selected staff and 
volunteers may also be interviewed or asked to take part in a focus group. At various points in time a 
researcher will shadow clients through the tax preparation process to see how the system is working. 
 
Data will be collected on each client that enters the tax site through  TaxWise. In addition two single-page 
forms will be filled out by clients at the tax site. One is an assessment form, filled out before the tax 
preparation occurs. This will be critical to helping staff and volunteers determine which clients are best 
suited for opening a bank account or saving part of their refund. The other form is an exit interview survey, 
in which clients will report on their experiences after completing the Quality Review stage.  
 
These forms are designed to be short and simple. We will use them to see how well clients understood their 
savings options, and at what rate they opened accounts, saved their refunds, and/or used direct deposit, 
including refund splitting (Form 8888). 
 
Staff or volunteers will enter the data from these two forms at a specially developed website:  
 
__________________________________________ 
 
Your support of this research is important. If you have any concerns or questions feel free to contact: 
 
__________________________________________ 
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Appendix 4: Asset Building Assessment Form (key questions in bold) 

 
Full Name   _____________________________________________ 
 
Street Address  _____________________________________________ 
 
City, State & Zip _____________________________________________ 
 
 
1. Have you ever been to this tax site before to have your taxes prepared?  YES   NO 
 
2. Did you receive a tax refund last year?       YES   NO 
 
3. Do you expect to receive a refund this year?      YES   NO 
 
4. About how much of a refund to you expect to receive, if you expect one?   $__________ 
 
5. How do you plan to use your tax refund, if you receive one? 
         [ ] Paying off bills 
         [ ] Buying something big 
         [ ] Saving for the future 
         [ ] Other ________________ 
 
6. Have you every used a service like H&R Block, Jackson Hewitt  
   or another place to do your taxes?      YES   NO 
 
7. Do you have a checking account?        YES   NO 
 
8. Do you have a savings account?       YES   NO 
 
9. Have you ever purchased a savings bond?     YES   NO 
 
10. Has anyone ever given you a savings bond?    YES   NO 
 
11. Would you be willing to save some part of your refund this year?  YES   NO 
 
12. Did you bring your children with you here today?    YES   NO 
 
13. If you could save money, what would you most want to save for: 
         [ ] My kids/grandkids 
         [ ] ‘Rainy day’ expenses 
         [ ] Buying a home 
         [ ] Paying for education 
         [ ] Retirement 
         [ ] Other _____________ 
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Appendix 5: Exit Interview Form (key questions in bold) 

1. How would you rate your overall experience with your tax services today? 
[] Very good  [] Good   [] Fair  [] Poor 

 
2. Would you recommend your friends to have their taxes done here?  YES NO 
 
3. How much was your tax refund?   $ ______________________  (0 if no refund) 
 
4. Is your refund more than you expected it to be?      YES NO 
 
5. Did you deposit any of your refund into a bank account today?   YES NO 
 
6. Did you open a bank account today?      YES NO 
 
7. Did you buy a savings bond with your refund today?    YES NO 
 
8. Did anyone talk to you today about saving part of your refund:    YES – one time 
          YES – two times 

YES – three or more times 
NO 

 
9. Did anyone talk to you today about using your refund to buy a bond:  YES – one time 
          YES – two times 

YES – three or more times 
NO 

 
10. Did anyone talk to you today about opening a bank account:   YES – one time 
          YES – two times 

YES – three or more times 
NO 

 
11. Do you expect your refund next year to be:     [ ] More than this year 
          [ ] The same as this year 
          [ ] Less than this year  
 
12. How likely are you to save part of your refund next year in each of the following: 
 CHECKING ACCOUNT  [ ] Very likely  [ ] Somewhat likely  [ ] Not likely 
  SAVINGS ACCOUNT  [ ] Very likely  [ ] Somewhat likely  [ ] Not likely  
 SAVINGS BOND  [ ] Very likely  [ ] Somewhat likely  [ ] Not likely  
 
13. How much do you agree with the following:  

I am good at paying my bills on time [] Agree a lot [] Agree a little [] Disagree a little [] Disagree a lot 
I am comfortable going to a bank  [] Agree a lot [] Agree a little [] Disagree a little [] Disagree a lot 
I have a good credit rating [] Agree a lot [] Agree a little [] Disagree a little [] Disagree a lot 
I am able to save money  [] Agree a lot [] Agree a little [] Disagree a little [] Disagree a lot 

 
14. How confident are you that you could pay for a financial emergency that costs about $1,000? 

[] No Confidence [] Little Confidence [] Some Confidence [] High Confidence 
   

15. What is the highest level of education you have completed? 
[ ] Grade school  [ ] High School or GED [ ] Trade school [ ] 2-year college or associates degree  
[ ] 4-year college [ ] Post-graduate degree 
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Appendix 6: Staff/Volunteer Survey (unused in TY 2007 Pilot) 
1) Overall, how would you rate the training you have received to delivery tax preparation services? 
 
   � Excellent  � Good   � Fair   � Poor  � Don’t know 
 
2) How well do you feel you have been trained to help clients to save part of their tax refund?  
 
   � Excellent  � Good   � Fair   � Poor  � Don’t know 
 
3) How confident are you about your understanding of how taxpayers can start saving at tax time? 
 
    � Very Confident � Modestly confident � Not very confident  � Not at all confident    
 
Do you do any of the items listed below? 

4) 
Look at client asset building assessment forms 
to decide if a taxpayer is a good candidate for 
saving 

 I always 
do this  I usually do this  I rarely do this 

5) Talk to all clients with a refund about direct 
deposit 

 I always 
do this  I usually do this  I rarely do this 

6) Have a script ready for talking to clients about 
saving  I do this  I plan to do this  I will not do this 

7) Recommend that clients without bank accounts 
open an account 

 I always 
do this  I usually do this  I rarely do this 

 
8) How confident are you about your ability to deal with taxpayer questions about savings strategies? 
 
    � Very Confident � Modestly confident � Not very confident  � Not at all confident    
 
9) How often do you find that clients are interested in the concept of saving part of their tax refund? 
 
    � Very often � Sometime � Not very often � Almost Never    
 
10) How important do you think it is that more taxpayers start saving at tax time? 
 
    � Very Important � Modestly Important � Not very Important � Not at all Important � Not sure 
 
11) Which client is more likely to be willing to save part of their refund? 
 
    � Client with a large refund � Client with refund larger than they expected � Not sure 
 
12-13) How would you describe the typical process for tax clients at this site? 
 
    Clients with refund are automatically signed up for direct deposit   � True � False � Not sure 

Clients with savings accounts are automatically suggested to use Form 8888 � True � False � Not sure 
 
14) What do you think prevents more taxpayers from using direct deposit? 
   � don’t understand it   � don’t trust it  � prefer checks   � Other ____________ � Don’t know 
 
15) What do you think prevents more taxpayers from opening a bank account? 
   � not enough money   � don’t trust banks  � lack time   � Other ____________ � Don’t know 
 
16) What can tax preparation sites can do to support more tax payers to save part of their tax refunds?  
 
 
References 
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