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PARTICIPATING CEOs

13.
14,
15.
10.
17.

Duane Ackerman, Chairman & CEO, Bell South

Dan Amos, President & CEO, AFLLAC Incorporated

Donald Carty, Chairman, President & CEO, American Airlines
Emma Chappell, Chairman, President & CEO, United Bank of Philadelphia
Jon Corzine, Senior Director, Goldman Sachs

Charles Gifford, Chairman & CEO, BankBoston

Martin Grass, Chairman & CEO, Rite Aid Corporation

Richard Grasso, Chairman & CEO, NYSE (not traveling)

Dan Hesse, President & CEO, AT & T Wireless

Richard Huber, Chairman, President & CEQO, Aetna, Inc.

Debra Lee, President & COO, BET Holdings, Inc.

Leo Mullin, President, Chairman & CEO, Delta Airlines

Frank Newman, Chairman & CEO, Bankers Trust

Frank Raines, Chairman & CEO, Fannie Mae (not traveling)
Maceo Sloan, Chairman, President & CEO, Sloan Financial Group
Sy Sternberg, Chairman, President & CEO, New York Life
Sanford Weill, Chairman and Co-CEO, Citigroup
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United States Department of Agriculture

Office of the Secretary
Washington, DC 20250
June 7, 1999
TO: Lisa Green or Jay Dunn
FROM: Clyde Williams - Bart Chilton
Deputy Chiefs of Staff
RE: New Markets Presidential Trip

As per your request Monday, June 7, we have prepared the following responses:
. USDA wishes to contact none of the companies presented on the attached list.

. USDA does wish to contact Bestfoods Inc., Dole Food Co,, Earthgrains Co.,
Kellogg USA, Quaker Oats Co. and Seneca Foods Corp

. “What is the relevance and importance of these companies to any of the sites that your
agency or other have recommended.” - - PLEASE SEE ATTACHMENT

. “What companies does your principal have existing relationships with that we can build
upon in this corporate outreach effort.” --PLEASE SEE ATTACHMENT

If you have any further questions please call Justin Paschal @ 202-720-3631
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l.aura Trivers (202) 720-4623
laura.trivers@usda.gov

Jim Borland (202) 690-0469
Jim.borland@usda.eov

USDA, MAJOR FOOD COMPANIES JOIN TO PROMOTE CHILDREN’S HEALTH

WASHINGTON, May 12, 1999-Agriculture Secretary Dan Glickman today anmounced a
partnership between USDA and eight national food companies and a national parepting magazine
10 use the Department’s newly-released Food Guide Pyramid for Yuung Children to promote
good nutrition and health among America’s youth.

“The new children’s food guide pyramid is a terific wol 1o teach kids how 1o choose
good, nutritious foods for a healthy, active lifestyle,” Glickman said. “These new partnerships
with the food industry will help us place this positive advice where it can be most effective—on
America’s breakfast, lunch, and dinner tables.”

Glickman, on behalf of USDA, today signed memoranda of understanding with
Bestfoods. Inc., Englewood Cliffs, N.J., BetnesCompany-re., Tarrytown, N.Y_, Dole Food
Co., San Mateo, Calif., Eartheraing Co., St. Louis, Mo., Kellogg USA, Battle Creek, Mich.,
Quaker Oats Co., Chicaga, Ill., Seneca Foods Corp., PittsTord, N.Y., and Tyson Foods,
Springdale, Ark. Glickman also signed a memorandum of understanding with Child Magazine,
New York, N.Y,

In the agreement, the companies state their intent to use the children’s pyramid in
nutrition cducation and marketing campaigns, while USDA agrees 1o provide techuical assistance
in reviewing for completeness and accuracy company-produced education and marketing
matenals based on the Pyramid.

The partnerships announced today are a part of USDA's continuing nutrition education
outreach efforts that include incorporating the Pyramid and the Dietary Guidelines into USDA
programs like WIC, Food Stamp, and School Meals, working with other government agencies to
reach their customers, and forming innovative partnerships with the private and non-profit
SEectors.

“We reach millions of children ages 2 to 6 every day in child care centers, WIC clinics,
and Food Stamp offices,” said Glickman. “With the children’s food guide pyramid poster on the
walls of these centers, clinics, and offices we’ll do better than just reach them—we’|] teach themn.”

#
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Allied Signal

AllState

American Airlines
American Express
Ameritech

Bank Boston

Black Enterprise Fund
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Coca-Cola
Compaq
ConAgra
Costco
CSX
Daimler Chrysier
Dayton Hudson
Edison International
/ E1 duPont
Enron
Exxon
First Unian
FMC
Ford Motors “z00
/ General Mills — MW o b s r Nﬁm ,A
General Motors
Goldman Sachs
Hewlett-Packard
Home Depot
Honeywell
iBM
Intel
intemational Paper
JC Penny
Johnson & Johnson
Johnson Publishing
Kmart
Kroger
Lockheed Martin
Loews Corporation
Merck
Mermill Lynch
Met Life
MJIH
[\ el ]
Morgan Stanley
New York Life
Pfizer
Practer & Gamble
Prudential
Ralph's
Rite Ald




Company

America Online
Bank of America
Bank One

Blue Cross & Blue Shield

Dollar General
Entergy

Federal Express
Ford Foundation

Hibernia National Bank
Lewis & Son Rice Processing
MacArthur Foundation

New Markets Roundtable
Delta Participant List (draft)

Jim
Hugh
John
Raobert
Cal
Wayne
Frederick
Susan
Steve
Ephron
Adele

McDonalds Restaurant (Pine Bluff)  Curtis

Mississippi Chemical

Morgan Stanley

Pew Charitable Trusts

Sara Lee
Scott Trucking

Simmons First National Bank

SkyTel

Terry Manufacturing
Trustmark National Bank

Wal-Mart

Winthrop Rockefeller Foundation

WorldCom

Chuck
Dick
Rebecca
John
Tom
Thomas
John
Roy
Richard
Rob
Sybil
Bernie

Name

Barksdale
McColl
McCoy
Shoptaw
Turner
Turner
Smith
Berresford
Hansel
Lewis
Simmons
Morrow
Dunn
Fisher
Rimel
Bryant
Scott
May
Palmer
Terry
Hickson
Walton
Hampton
Ebbers



New Markets Roundtable
Kentucky Highlands Participant List (draft)

Corporate CEOQ's:

1. John Sturgill - Fantasy Custom Yachts. A very successful houseboat
manufacturer located in the Empowerment Zone. He credits KHIC with

assisting him in a successful startup.

2. Bill Deaton - Image Entry, Inc. This company converts data to different
mediums, e.g. credit card receipts from paper to tape or disk. The company

also is a government contractor. Very successful.

3. Jerry Weaver - Mid South Industries, Inc. It will be Weaver's company,
Mid South Electrics that we potentially will be touring. Manufactures
various "printed circuit boards", injection molded parts and

electo-mechanical parts for Fortune 500 customers.

4. J.C. Egnew - Outdoor Venture Corporation. A premier defense contractor
manufacturing large tents for the military. This is one of KHIC's earliest
equity investments and has played a key role in its success over the past 26

years.

5. Lee Todd - DataBeam, Inc. A company that produces "white board"
conferencing software that was sold to IBM in June, 1998. This was an SBIC

equity investment and Mountain Ventures has play a key role in its success.

6. Ray McGregor - Cumberland Gap Provision, Inc. A manufacturer of high
quality smoked meats. KHIC invested equity in this company and "packaged"”
the financing for an ESOP when the company was in danger of being sold and

the results would be the loss of 175 high-paying jobs. The company is



thriving today and employs over 200 people.

7. Steve Meng - Casecraft Corporation. KHIC has an equity investment in
this company and provides various types of debt to this company. This is a
classic local entrepreneur who has become successful in a very difficult

geography of Eastern Kentucky.

8. Bob Kohlhep - Cintas Corporation. This is an example of KHIC building a
manufacturing facility for a company as a method of inducing the company to
come to Appalachia. KHIC still owns this manufacturing plant and leases to
Cintas. Cintas has grown into a company selling over $1 Billion annually.

9. Judy Schmit - This company is a high-quality injection molding company

and is a start up in the Empowerment Zone.

Bankers:

1. Keith Smith - Citizens Bank of Broadhead. A small rural bank whose

customer is local Appalachian families.

2. Harvey Hensley - National City Bank of Southeast Kentucky. A subsidiary
of National City Bank. Hensley is a product of a smaller bank that was
purchased by National City Bank. He has a good perspective of small banks

being acquired by large international banks.

3. Jerry Carey - Union National Bank. A very successful 65 year old,
locally owned bank that provides unique financing to local businesses. Has

participated with KHIC and Mountain Ventures with tough financings.

4. Mack Butler - Monticello Banking Company. Another locally owned bank

that is a strategic partner of both KHIC and Mountain Ventures, Inc.



5. Aubrey Bailey - First State Bank of Middlesboro. Serves businesses in
Southeaster Kentucky and is innovative in the fiancings that it provides.

This bank is also locally owned.
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ARKETACTIVATES,
PINE RIDGE, SOUTH DAKOTA
*  America Onlige
® Andersen Corporation (windows)
e AT&T
* Bank of America

Blue Cross, Blue Shield
Carrier Corporation (heating ventilation)
Centex Homes (developer)

Certain Tecd Corporation (roofing, insulation)
Champion Manufactured Huuxmg Company
Citibank

Countrywide Mortgage

First Security Bank of New Mexijca
Fleetwood Manufactured Hnué]ng Company (also recreational Qchjcles)
Ford

Gateway

General Electric Appliances

General Motars

Home Depot

Honeywell, Inc. (building systems controls)
IBM

Kohler Company (fixtures)

Louisiana-Pacific Corporatian (lumber, siding products)
Lucent Technologies

Marriont

Masonite Corporation (hardboard, paneling)
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e Motorola

¢ North American Steel Framing Alliance

¢ Northwest Airlines

* Norwest Mortgage

= Owens Coming (roofing)

e Pepsico

¢ Pulte Corporation (develaper)

v Scam

» Simpson Strong Tie (structural connection and hardward)
* Solutia, Inc. (impact resistance glazing to prevent glass breakage)
» Southdown, Ine. (concrete)

¢ State Farm Insurance Companies

®  Superior Walls (pre-fabrication foundation compeny)
® Tenaco Building Products

s Texaco

* US. Gypsum Company (sheet rock)

o US. West

e United Airlines

*  Washingron Murual (Seattle)

» Weather Shield (doors, windows)

= Wic Mﬁnufacnued Housing Company

GARY, INDIANA

¢  ACE Hardware
e US Stecl
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NEW YORK, NY

» Brvadway Video
e Citibank

* Disney

e HMV Records

SELECTED BUSINESSES FROM EZs/ECs, OTHER HUD PARTNERS

e Bankers Trust

* Citibank

® Hudson Foads

* Now Boston Scafood Company

= Pathmark

¢ Sterling Optical

¢ Tysons Fond

¢ Viking Range

BUSINESSES HUD CAN REACH OUT TO

* Benand Jerry's

® - Blockbuster Video
* Burger King

* Disney

« Gap

* - Loew’s Theater

¢ McDonalds

* Pathmark

* Rite Aid

* The Limited/Structure
* Time Wamer

¢ Tower Records
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* Borders

* Filenes Basement

* Home Depot

¢ Marshallis

* NationsBank

* Nike Banes and Noble
® Price Club

& Reebok

® - Starbucks

» TJMax
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The 1999 Social Compact Award Winaors

strategic corporate-community alliances that are unleashing the hidden strengths of America's neighborhoods




PROFILES OF PARTNERSHIP SUCCESS

The 1999 Social Compact Award Winners

Strategic corporate-community athances that are unleashing the hidden strengths of Anmerica s neighnornooa: |

/
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nn Reilly Whiteside
Amy Whittle

EDITORIAL
ASSISTANCE
Marla Rigel
Janet Walker

DESIGN

Issa Lara Combs

GRAPH DESIGN
LAYOUT

IGN ASSISTANCE
Chrissy The

© Socal Compact 1999

5225 Wisconsin Ave, NW., Surte 204
Washngton D C 20015
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An Introduction to the 1999 Social Compact Awards s |

Bank of America and
Marshall Heights
Community Development Organization = 5

Chase Manhattan Corporation and

Abyssinian Development Corporation s 9

Citibank and The Unity Council « 13

Community Pride Food Stores and
Richmond Public Schools » 17

Eaton Corporation Navy Controls Division and
Northwest Side Community Development Corporation = 2|

General Mills, Glory Foods, Siyeza, U.S. Bancorp and
Stairstep Foundation « 25

J.P. Morgan and Primary Care Development Corporation a 29
Northern State Bank and Impact Seven « 33
PMI Mortgage Insurance Company and Chickasaw Nation = 37

Roosevelt Savings Bank and
Neighborhood Housing Services of Bedford-Stuyvesant « 4|

St. Mary's and
Neighborhood Renewal Services of Saginaw » 45



It is Social Compact’s privilege to introduce

the recipients of___the 1999
Social Compact Awards:
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Selected through a highly competitive peer-to-peer judging process, these are among the most
visionary and influential leaders for the future of America’s neighborhoods. They are pioneering
the new models of success that reach beyond the “old" compliance and philanthropic mandate to
reflect a new paradigm that Ieverages core business strengths to build core community strengths.

Across the country, from Oakland, California, to the plains of Oklahoma to the Bronx, these
partnerships are redefining the norms for doing business in inner-city communities, opening up
new markets, investing in unique community strengths to fuel competitive business advantages and

unleashing new community-based businesses.

With its roots in the financial services industry, the Social Compact Awards have focused on the
traditional partners with America’s neighborhoods — banks, thrifts and insurance companies. For
the first time, the 1999 awards focus on the diversity of corporate stakeholders who share a vested
self-interest in the long-term competitiveness of America’s neighborhoods. The 1999 awards
recognize a spectrum of business leaders who are in the forefront of their respective industries,
investing in the future of our nation’s communities, as well as successfully doing business in
America’s emerging neighborhood markets.

Launched in 1990, Social Compact is a coalition of corporate officers who have joined forces to
marshal private sector investment in and leadership for America’s neighborhoods. The Social
Compact Awards are the foundation of a comprehensive, high-impact program that is redefining
corporate performance, mobilizing leadership and educating decision-makers about the benefits of
strategic corporate alliances that build upon core market strengths and capitalize upon business
opportunities in lower-income communities.

Recipients of the award each receive a $10,000 grant to advance the work of their nonprofit neigh-
borhood partner, and the partnership is the focus of an ongoing program of case studies, site visits
and briefings for decision-makers and media.

This year's awards are made possible through the leadership of many, key among them: The
Mortgage Bankers Association of America which provided exceptional support for the National
Press Club Forum; Richard Driehaus who provided the inspiration and funding for the first design
and presentation of the Social Compact award; and the Social Compact Board Members who,
under the leadership of Roger Haughton of PMI, have assembled the resources necessary to carry
out this program of recognition.

Equally important is the knowledge that is being shared. Our special thanks to the judges who
invested their expertise and personal leadership in the process of selecting the award winners.

Most especially, our thanks g0 to each of the award-winning partners for their unfailing patience
and insight as they have worked with Social Compact to help us articulate their stories of achieve-
ment and leverage their learning. Social Compact leads by example, and the 1999 Social Compact
Award winners are exceptional leaders who inspire us with their vision, tenacity and unfailing
dedication to creating new futures for America’s neighborhoods.

Lynn Reilly Whiteside
Chief Executive Officer
Social Compact

SOCIAL COMPACT



1999 SOCIAL COMPACT AWARD SPONSORS

MORTGAGE BANKERS ASSOCIATION OF AMERICA
DRIEHAUS CAPITAL MANAGEMENT
FEDERAL HOME LOAN BANK SYSTEM
BANKERS TRUST COMPANY
FIRST UNION CORPORATION
BRANCH BANKING & TRUST
CAST MANAGEMENT CONSULTANTS
PACKAGED BUSINESS SOLUTIONS
WACHTELL, LIPTON, ROSEN & KATZ
INVESTORS SAVINGS BANK
BANK UNITED

DELOITTE & TOUCHE LLP

1999 SOCIAL COMPACT BOARD MEMBERS

loe Belew
“resident
Zonsumer Bankers Association

2aul Bognanno

‘resident ond Chief Executive
Dfficer

’rincipal Residenual Mortgage
he Principal Financial Group

Jonaid Boudreau
/ice Chairman
The Chase Manhattan Bank

—eland Brendsel
“hairman and Chief Executive

Mficer
‘reddie Mac

Seorge Christopher
entor Counsel
rkpatrick & Lockhart

ames Cirona

ormer President and Chief
xecutive Officer

Vestern Farm Credit Bank

tichard Crabtree

resident and Chief Operaung
Yfficer

Jationwide Mutual Insurance
.ompany

Brian Dittenhafer
Charrman
MBD Management Company

Raymond Elliott

Former President

Federal Home Loan Bank of
Boston

James R. Faulstich
Former President and Chief
Executive Officer

Federal Home Loan Bank of
Seattle

William Goodyear
Former Chairmon
Bank of America llinois

W. Roger Haughton
Chairman and Chief Executive
Officer

PMI Mortgage Insurance
Company

Roger Josiin

Chairman

State Farm Fire & Casualty
Company

JoAnn Kane
Execurive Director
The McAuley Institute

Lawrence B. Lindsey
Former Member

Board of Governors
Federal Reserve System
Managing Director
Economic Strategies

Preston Martin

Former Vice Chairman

The Federal Reserve System
Chairman

Martin Associates

Joseph R. Reppert

Vice Choirman

First American Real Estate
Information Services, Inc

Arthur Ryan

Chairman and Chief Executive
Officer

Prudenual Insurance Company
of America

Michael F. Ryan

Executive Vice President
Wachovia Corporate Services.
Wachovia Bank

Paul Schosberg

President and Chief Executive
Officer

America’s Community Bankers

Dean Schuttz

President

Federal Home Loan Bank of
San Francisco

Richard Syron

Chairman and Chief Executive
Officer

American Stock Exchange

Charles Thiemann
President

Federal Home Loan Bank of
Cincinnat

Lawrence Toal

Chairman, President and Chief
Executive Officer

Dime Bancorp. Inc.

Mary Lee Widener
President
Neighborhood Housing
Services of America

Barry Zigas

Executive Director
National Housing Impact
Dwision, Fannie Mae

Lynn Reilly Whiteside
Chref Execuuve Officer
Social Compact

PROFILES OF PARTNERSHIP SUCCESS
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1999 SOCIAL COMPACT AWARD JUDGES

DAVID ANDALCIO
President

Interface Cellular
Communications
Chicago. lliinots

CLAYTON ADAMS
National Urban Affairs Officer
State Farm Insurance
Bioomington, lllinors

JEFFREY BALOUTINE
Senior Vice President
Bank Unrted
Houston. Texas

ERNEST BASKETTE
Senior Vice President
Neighborhood Housing
Services of America
Oakland. California

JOE BELEW
President

Consumer Banker's
Association
Washington. D.C.

JANE BILGER

Director of Finance and Lending
Hhinois Facilities Fund
Chicago. lliinois

SHIRLEY BRESLER
Areg Director
Commercial Real Estate
Dime Bancorp, inc.
New York. New York

GLORIA VASQUEZ BROWN
Community Affairs Officer
Federal Reserve Bank of Dallas
Dallfas. Texas

JIM CAPRARO

Executive Director

Greater Southwest
Development Corporation
Chicago. lllinois

JAMES CARRAS

President

Carras Community Investment
Fort Lauderdale, Florida

DENISE CONLEY

Principal

Keyser Marston Associates
San Francisco, California

BRIAN COYLE

Vice President

Branch Banking & Trust
Raleigh, North Carohna

SOCIAL COMPACT

JUDY DAILEY
Community Investmeny Officer
Federal Home Loan Bank of
Seattle

Seattle. Washington

PAMELA DANIELS-HALISI
First Vice President and Deputy
Dwision Head of the Community
Development Diviston

LaSalle Bank

Chicago. IMinors

ALLEN FISHBEIN
General Counse!

Center For Community
Change

Washington. D.C.

KATHY FLANAGON-
PAYTON

Deputy Director/Program
Manager

Fifth Ward Redevelopment
Corporation

Houston. Texas

DEBBY GOLDRBERG
Neighborhood Reinvestment
Specialist

Center for Community Change
Washington. D.C.

WILLIAM GOODYEAR
Former Chairman
Bank of America. lllinors
Chicago. Illinois

FRAN GROSSMAN
Senior Vice President
Bank of America
Chicago. lliinois

FRANK HAAS

Director, Finance and
Administration

America’s Community Bankers
Washington. D.C.

RACHEL HUBKA
President

Rachel's Bus Company
Chicago. lllinois

CRAIG HUDSON

Western Regional Director
Independent Bankers
Association of America
Newport Beach, Califormia

JACKIE [ENKINS-SCOTT
President

Dimock Community Health
Center

Roxbury. Massachusetts

JOANN KANE
Executive Direcror

The McAutey Institute
Washington, D.C.

LARRY LINDSEY
Managing Director
Economic Strategre:.
Former Member. Board of
Governors

Federal Reserve System
Washington. D.C.

GENE LUDWIG

Vice Chairman

Bankers Trust Company:
Former Comptroller of the
Currency

New York. New York

DAVID MANDEVILLE
Director Finance/Administration:
Special Projects

Sable Bancshares. Inc.
Chicago. lllinois

BARBARA MANINO
Executive Director

Vista Community Ciinic
Vista, California

JANMARTIN

President

Urban Investment Trust. Inc.
Chicago. lllinois

MICHAEL MCGUIRE
President

Affinity Bank
Ventura. California

MARK PATTON
Executive Director
Muscatine’s Center for
Strategic Action
Muscatine, lowa

RON PHILLIPS
President

Coastal Enterprises
Wiscasset, Maine

ABDUL RASHEED

President and Chief Executive
Officer

North Caroina Community
Development Corporation
Raleigh. North Carohna

DAVID SHRYOCH
Manaping Dirccror
Shorebank Capital
Corporation
Chicago. Hinors

BRUCE SOLOMON
Senior Vice President
Broadway Federal Bank
Los Angeles. Cahfornia

JUDY STEWART
Presiden:

Stewart Financial Services
Carisbad. California

JIMSTRETZ

Executive Director

New Mexico Mortgage Finance
Authority

Santa Fe, New Mexico

CHARLES THIEMANN
President

Federal Home Loan Bank of
Cincinnau

Cinainnau. Ohio

JERRY TODD
Coordinator, Economic
Development

People's Gas and Light
Chicago. lilinois

MARY LEE WIDENER
President

Neighborhood Housing
Services of America
Oakland. California

ERIC WINGER

Coastal Region Executive
Wachowia Bank of Savannah
Savannah, Georgia

MARK WINSTON-GRIFFITH
Executive Director

Central Brooklyn Partnership
New York, New York

ANDY WITHERELL

Former Dwision Vice President of
Real Estate

Dominick’s Fine Foods
Chicago. Hinois

JIMYACENDA

Vice President, Community
Investment

Federal Home Loan Bank of
San Francisco

San Francisco, California



Financing a
Nation's Growth

n the almost 100

vears that Bank of

America has been i

existence, community
development banking
has alwavs been a core
business strategy. Many
would sav that Bank o1
America proneered the
business of community
development — lending
money to tamilies and
businesses to rebuikd
their community after
the San Francisco

earthquake 01 1906.

Today, as America’s
largest bank, Bank o
Americd s investing its
corporate strength<n
helping to build the
long-term strength ot
Americd’s communities

and businesses.

Bank or Amernica holds
more domestic deposits
than anv other bank
nationwide. And, by a
wide margin, the bank
makes more loans to
America’s small busi-
nesses than any other
bank.

BANK OF
MERICA

\

MARSHALL
HEIGHTS
COMMUNITY
DEVELOPMENT
RGANIZATION

w [everaging the breadth of capital power,
innovative solutions and technical skills to
ignite a new future for Marshall Heights =

PROFILES OF PARTNERSHIP SUCCESS
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SOCIAL COMPACT

A Continuing
Community
Strategy

For Bank of America

investing i the future of

America’s lower-
INncome communities 15
not a compliance
response, it 1s an
important business
opportumity and core
business line. By
leveraging diverse
business lines, capabili-
ties and flexible prod-
ucts, low- and moder-
ate-income markets
have proven to be a
profitable and valuable
business segment.
Twentv-one percent of
its low/moderate
CUslomers are among
the most protitable

banking group.

At Bank of America,
success 18 measured in
terms ot impact, volume

and expertise.

Impact

Bank of America
macde twice as many
Small Busimess
Administration-
guaranteed loans
nationwide than it

nearest competitor

Everv three minutes,
around the clock,
Bank of America
helps anothe:
customer take out o
mortgage and hun

their home

Bank of America i<
the largest source of
financing 1or multi-
family affordable

housing

Bank of America
now serves 30
million households
and two million

businesses

Volume

In 1998 Bank o1

America provded:

e SO T bhithon m Toans

1o small husinesses

e 882 bhillionin
mortgage capital 1o
low - and moderate-

INCOMe customers

e $3 hithon i con-
sumer credit to low -
and moderate-

INCONe customers

¢ $700 million in
aftordable housing
development financ -

ing

* S100 million in grants
to supporn education,
affordable housing
and communiy

building mitiatives



Expertise

Bank ot Americd has assembled and deploved one ot

the most exten<ive and talented teams of communin

development protessionals in the countnvy: The largest

private sector effort of its type, Communmne Develop-

$9.7 biliton in small business loans

$2 2 bullion in mortaage canital tc iow anc
mogerate 1Ncome Customers

$700 million 1n affordable housing
development financing

|

1998

ment Banking consists of more than 650
professionals. By leveraging the Bank o1
America lines of business — retdil saies,
conventiondl small business lending,
mortgage and commercial real estate tinance
— Community Development Banking is able
to increase the Bank of Amenca impact in
iow- and maderate-income communities.
Kev to its success understanding local
markets is s strategic alliances with highlv
efiective local community development

Organizations

Partners for
Change

Nowhere s this strategy
mare effechively demon-
strated than i W ashing-
ton, D.C. through i«
partnership with the
AMarshall Heights Commu-
nitv Development Organi-
zation. MHCDO 15 4
community development

organization with over 20

Figure |

vedls Db exprerienee:
evolving and executing
A sophistic ated
comprehensive nean
horhood development
strategy that i~ buldime
strong communtlies
where tamilies can Tve

and work.

The partnership becan
with o $3.6 millron loan
tor the Bast River Park
Shopping Center
1986 when MHCDO)
had Tess than ten people
on <tatt. In 1987,
MHCDO ventured into
the devetopment o1
aftordable single-tamily
dwellings and needed o
line o1 credit 1or
acquisition and con-
struction, but s lack o
experience presented o
challenge to lenders.
Bank of America
stepped up with a
$250,000 hine of credit
backed by a third pany
guarantee from Local

Initiatives Support

PROFILES OF PARTNERSHIP SUCCESS
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Every three

minutes, around the
clock, Bank of America

helps another customer
buy a home.

Corporation. Todav,
that line has grown 1o
$1 million with a
borrower guarantee and
has produced over 60
homeownership

opporunities.

A~ MHCDO developed
the capacity 10 take on
larger developments,
Bank ot America was
there with capital
reintorcements, such as
the construction loans
for the 221townhouse
Fort Chaplin project
currently under con-
struction. When
MHCDO moved into
commercial develop-
ment. the Bank of
America Small Business
Investment Company
provided investment
capital in the first

minoritv-owned

SOCIAL COMPACT

Chesapeake Bage!
Bakery tranchise. in
which MHCDO 1< g

panner and investor.

The pantnership has led
to a number of ambi-
tious projects, the most
enterprising of which is
Northeast Business
Park Bank of Amernica
and MHCDO led the
eflor 1o transiorm this
abandoned, 4.3-acre
industrial <ite in

Washington, D.C. into o

Bankof America.

MHCD

o

i

7 O

, ’\//“ a7

.ZA}JN
Mol

‘.,

thriving mncubaton 1o
small busimes<es. The
parners combined
lalents — the abifitv 1o
create innovative
soluttons, a breadth o1
tinancial product
offerings, and excellent
technical skills — were
leveraged to ensure the
success of thrs complex
development. Unique
to the financing was o
$1 million equity
mvestment rrom ”I("
Bank or America
Community Develop-
ment Corporation, 4
raritv in real estate deals
because investments are
unsecured and much
riskier than conven-
tional real estate loans.
Bank of Amenca CDC

dlso provided o 10-vear.

=

SHomithorn unseared

foan

Today . renovattons are
complete on g 7,00
SQuUate-toot simgll
business incubator that
houses six start-uys,
MINOHI-OWNed
businesses, Lease
negotidations are
undenweas to dalso build
anew Tacilim that will
bring 75 new, higher-
paving jobs to the

community .

The nest challenge and
viston: an in-1ill

housig development

plan tor three neighbor-

hoods in the same area.
This development gives
the bank the ability 10
invest capital, 1o make
home mortgage loans
and to attract new retail
customers in an
underserved area. For
the Marshall Heights
CDO, bringing new,
guahty homes to the
community 1< critical to
building the long-term
strength of the neigh-

borhood.



Strong Network,
Strong Business

he Chase

AManhattan

Corporation is o
leader in the provision
o1 financial solutions to
individuals and small
businesses, larpe
corporations and
government entities.
Chase has relationships
with more than 30
million consumers in
the United States and
with over 5.000 major
corporation< and
mstitutions in 180

COUNtries

Doingwellwhile doing
good has helped make
Chase one of the fastest-

growing nnancial

institutions in the world.

Chase believes that it
sUCCess das anmancial
INsttution 1s intncately
intenwvoven with the
health and vitalinv of the

communities it serves.

CHASE
MANHATTAN
CORPORATION

" ABYSSINIAN
DEVELOPMENT
CORPORATION

® Mobilizing the combined power, capital
force and market knowledge to bring the first
full-service supermarket to Harlem m

PROFILES OF PARTNERSHIP SUCCESS
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Corporate
Commitment to
Neighborhoods

Within Chase. the
commitment to serving
the banking needs of
lower-income house-
holds and communities
i~ well recognized and
supported at all levels
and across all units of
the corporation. This
corporate-wide commit-
ment, coupled with the
vast resenvoir of

diverse talent and

Chase 1o respond in
novative and enective

wavs to this market.

Through its Community
Development Group,
Chase delivers innova-
tive financial solutions
to help stabilize and
strengthen diverse
communities by provid-
ING UNiqgue programs,

products and services

$577

expertise,
allows
$409
c
L2
E 1998
o
Figure | Small business growth

SOCIAL COMPACT

and by torging stronge
local parntnersiiups,
Chase s business success
N lower-income markets
and underserved muarkets
is defined by hard
numbers and leadership

pertormance. Chase s,

* New York state's
number one bank
lender for financing
aftordable housing
and economic

development projects

¢ The number one bank
lender 1o small
businesses located in
low- and moderatr-
INCOME dreas o1 New

York state

*  The spearheader of
innovative philan-
thropic programs.,
ncluding the path-
breaking Chase Faith-
Based Community
Development

Initiative

¢ The first bank to
develop aloan
program specifically
10r minority owners
of mid-sized super-

markets

The Right Aliles

Core 1o Cngse < st ess
I fower-ineome and
underserved markots i~
it partnerships with
local nonpront organiza-
frons This s evidenced
m Harlem. where then
parmerships have led
Chase to mvest over
ST00 milhon m comnio-
nity development loans
and mvestments over the

Padst o v ears,

A kev and lonestanding
partner s the Abvasn-
an Development
Comoration (ADCi, an
exceptional not-for-
Proftcommunity
development orgamza-
tion dedicated 1o the
revitalization of
Harlem. The special
partnership between
Chase and ADC has a
broad and durable
history with both
partners sharing a
commitment to
strengthening the

Harlem community.

Recognizingthat the
barriers to revitalizing

POOr communities are




orten multnaceted, ADC
dnives a comprehensive
strategy that integratoes
housing development.
human services, educa-
non. economic develop-
ment and civic engage-
ment. Some of ADC's

achievements include:

* 1,750 famihes served
annuallv through
housing. education,
human services and
civic engagement

programs

* AHead Stant program
tor 100 low-income
children

¢ Construction of 540
units of housing for
low- and moderate-

Income residents

* Asummer youth
employment program
and summer camp
collaboranon tor 200
voung people

* A Harlem loan fund
that makes loans of up
to $25,000 for small

businesses in Harlem

A Market Ripe
for Growth

Until recently, this
community, with
population the size of
Seattle, had no tull-
senvice shopping center
The poor quality of the
products being sold, lack
ot selection, high prices
and limited hours forced
more than halt of
Harlem's residents to
shop outside therr
community. Conservative
estimates indicated that
with an annual market
demand of $180 million.
onlv $79 million in
purchases were being

made locally

In response, Chase and
ADC have worked
1ogether for the past
seven vears to bring a
full-service supermarket
to Harlem. Their efforte
have culminated in a
63,000 square-foot
shopping complex,
anchored by a Pathmark
Supermarket. This
complex is the first new

commercial real estate

development in Harlom
intwo decades and
ncludes a Chase branch
aswell as other retail
tenants. The strength o
the relationship that
Chase and ADC built
overtime was essential
1o making this vision a

reahty .

26%
23%
18%
5
*2
83
eg
£ 2
o0
> —
s 3
S8 1997 1998
Figure 2 Mortgage originatons to low-

to moderate-income individuals

PROFILES OF PARTNERSHIP SUCCFRSS

relative to Chase's overall
mortgage activity



The kev 1o the success o1
this project was eftective
teamwork. Each partner
brought to the table
different skills. ADC
was able to deal with
community tensions,
provide access 1o public
dollars, and negotiate for
local emplovment.
Chase brought the <kills
and experience to
finance complex projects
— leading the unding for
the $15 million loan —
and provided
predevelopment and low
cost dollars and finan-
cial discipline. Pathmark

reintorced its commit-

SOCIAL COMPACT

~—

This community,

with a population

the size of Seattle,

had no full-service

shopping center.

ment to inner-city
locations and monntored

the construction process.,

The goals of the
Pathmark project have

clearly been met.

Harlem residents gre
now dble 1o shop within
their neighborhood for
quality products and
services, In addition,
200 construction jobs

and another 21()

ABYSSINIAN CEVELOPMENT CORFORATION

PeImanent johs — gl
held by Jocal readieni -
— Were Cregted . ADC
Bes a new res enge
stredam and it statr vae
dequired new <kilfs
New businesses ane
INSttutions, seeIng those
profitable inner-cin
Ventures, are bemne
chrenvn mto Harenn andd

other inner cityes,

And the Chase —
Abvssinwan parnershy
brings added substance

to the Chase trademark:

The Right
Relationship is
Everything.




Special Salute to
Leadership

Or the 1irst fime,

Social Compact i<

recognizing an
nstitution and its team
of bankers tor therr
exceptional leadership
unieashing their corpo-
rate strengths to advance
the work of alocal
community development

organization.

Thisrecognition is given
to Citibank and ite team
led by Michael
Freediand. formerly
Director of Community
Lending, in celebration
ot their outstanding
support tor the Unity
Council of Qakland,
Calitornia. Together, this
collaboration of finan-
cial service professionals
and institutions i
creating a new future for
the Frurtvale community
in Qakland.

The power of this
nartnership is rooted in
‘he magic of a team of
ndividuals and instity-
ions that, having joined
orces around a shared
fream and having
everaged their unique

kills, resources and

CITIBANK
e THE
“CUNITY
COUNCIL

® The power of individuals and
institutions to transform the dreams
for a community into reality m

PROFILES OF PARTNERSHIP S1jrrcce o



$3 .3 MILLION

INVESTED IN COMMUNITY INFRASTRUCTURE
ALONG INTERNATIONAL BLVD.

35

BUSINESS
START-UPS

8 87

BUSINESS SMALL BUSINESS
EXPANSIONS FACADES

68

UNITS

AFFORDABLE
HOUSING

83

JOBS CREATED

MAIN STREET
PROJECT AREA

145

RESIDENTS

TRAINED AND COUNSELLED
ON HOME OWNERSHIP

4

Figure |

SOCIAL COMPACT

Partnership results

refationships, trans-
tormed that dream it

reality .

The tuture they are
unledshing is grouncled
in their excepional
capacity to mobilize
others and their unrefent-
ing commitment to the
successtul execution of

their bold vision.

Nationally, Citibank's
commitment to
America’s neighbor-
hoods s reflected in
hard numbers. In 1998,

Citibank

* Daouhled the dollar
amount of mongage
loans made to low-
and moderate-income
households and s
afordable mongage

programs

¢ Nearlyv doubled its

minority tending

* Increased its commu-
nity development
lending by 21

percent

Buddimg onthis .
K& (JH{ Ol [)(‘”(H'IH.HH [
Crtibank has pledgeed
SIS bnlhon which e
more than twice then
domestnie deposits. 1o
lendimg and mvesime m
low - and moderate-
INCOMe COMMUNIIes
and smuall bhusinesses

over the next 10 vears.

The Citibank and
Unity Council
Alliance:
Leveraging
Partner Strengths
to Create Market
Strength

Citibank measures
SUCCEsS 1 terms of
increases 1N the number
of households and
busmesses served and
the actual sales ot credit
and depository products.
These are standard
medasures of penormance
applied to all linex of

business.

Key to their success in

any emerging market is




the long-term investment
required to develop
potential customers.,
Strategic alliances are &
reintorcing core business
strategy, ontering
effictent and practical
ways to reach new
cuslomers or increase
coverage in a particular

market.

inthe California
marketplace, expanding
penetration in lower-
income and minonty
communities is kev to
achieving corporate
profitabilitv and com-
munity production
goals. Citibank s
longstanding alliance
with the Unity

$ million

Council it a cornerstone
1o the successryl
execution of this

strategy

Overthe past three
vedrs, ateam of Citibank
protessionals, led by the
principal relationship
manager, Michael
Freedland. has unleashed
the breadth ot their
lending products,
mvestment capital,
techrical capacity and
services — to forward

the goals of the Unity

$1.56

96

Councif — while gleo

buildmg market strength.

Ciibank has been
instrumental in project
design and execution.
providmg grants 1o
suppon predevelopment
as well as scholarships
tor staff training. The,
also make special
investments in the Unin
Council’s hughly
INNovative economic
development initiatives
One such investment i
a $1.4 mitlion equity
equivalent invesiment
currently being consid-
ered in the Fruitvale

Transit Village, an

97 98 96

97

AaMbIOUS M-ty
projectthat has becone
d Natronal maodal 1o
INNET-City transt aned
sustamable development

Projects

Citibank makes direct
loans and lines o1 credn
available to the Unit
Council and other
community organiza-
tions, as well as mon-
gage and small busined.
loansto local residents
and businesses, By
leveraging their national
resources and relation-
ships, Citibank has

accessed special funds

$1.00

9R

Figure 2

Business growth in the Fruitvale neighborhood
fueled by the strategic alliance with the Unity Council

PROFILES OF

PARTNERCHIP

Clirmrere e



6

11 local community
deveippment through the
San Francsco Founda-
tion and the Treasury
Department’s Commu-

nitv Development
$14

$10 .

Financial Institutions

€17

$10

§ 1 —

Community Development Lending

LMI Consumer Lending

LMI Mortgage Lending

16307 Tl

tund,

[ $35 |
This toundation of SRR
investments and alli- Figare 3

ances has translated into
direct market oppornu-
nitv 1or Citibank. The
success of the Fruitvale-
Diamond Citibank

Councail and other
branch has been en-

hanced through their

alliance with the Uniny

Citibank community investment — Califormia

community institutions
These allances have
helped distinguish them
in the market place.

resulting in expanded

THFE U product ine sales
4'/ and increased
’y
\ deposits.
‘ ©
I///// ; Todayv, the
Z | |
- _:5 Unitv Council
~

§\
e
—_——
—_—

CITIBA

SOCIAL COMPACT

and other kev
nonprofits are
the largest
depositorsin the
neighborhood
branch, consumer
lending is up by 75
percent, and, in less
than three vears,
mortgage lending has

grown by over 400

percent. Citibank s
Mmakmng more nirst
mortgage loans i this
neighborhood than
any other comparable

geography in Calitorma

The Citibank Calitornia
team, supported by the
Corporate Communin
Investment group, brings
dtangible reality to this

Citibank commitment;

“Wherever Citibank 1s
present, we work to
earn the respect of our
neighbors by contribut-
ing to the health and
vitality of the commu-
nity as well as strength-

ening its economy.”




lapplng INTO an
Emerging
Neighborhood
Market

nthe brutallyv

competitive and ever

consolidating grocen

ndustry, Community

Pride is recletining the

norms tor doing business

inthe inner-city market-

place. From its found-
ing, the Community
Pride strategy has been
10 acquire under-
performing or vacant
stores and transtorm
them into Hourishing
busimesses that provide
high quality goods at
competitive prices. The
benchmarks are Impres-
~ive: sales have in-
credased 420 percent in
five vears, and week |y
ustomer counts have
one up 150 percent
ver the same time

eriod.

‘ommunity Price
CEINNINGS were driven
Vd commitment to
xcellence, Communiny
ride Chief Executive
'fficer Johnny Johnson
't his start working for
1upscale grocery chain
Richmond, Virginia.
sunrelenting success

pturing a competitor’s

N—

COMMUNITY
PRIDE FOOD

STORES

RICHMOND
PUBLIC
SCHOOLS

® Redefining the norms for doing
business in the inner-city marketplace
... Fostering academic achievement
while growing consumer loyalty w

PROFILES OF PARTNERSHIP SUCCESS 17




market share caused his
rival to help Johnson
nind the capital to open
his own grocery chainin
the inner ey, tar from
their competitive
ground. Johnson grew
hus stores into the
second-largest minority-
owned grocen chainim
the U.S. Inner-city store
performance is <o strong
that todav, Community
Pride 1s expanding imto

the suburbs

Market Driven
Much of this growth and

success flows trrom

Community Pride '~
abiltyv to anticipate. and
respond to, the needs ol
the community . Anter
noticing that many ot
hi< customers had no
transportatton to carmn
home all the groceries
thev wanted to purchase
Johnson instituted a van
shuttle service. Sixty
percent o1 Customers use
the service, and 30
percent of store sales
derive from the van
SEMVICE CUSIOMEs Use
around the first of the
month. Store offerings

replicate those of

suburban chams: ready -
made meal counters and
salad bars. banking
centers, power and cable
pavMment centers,
pharmacies. catering
services and discounts 1o

seniorns and nonprofits,

Community Pride was
practicing “weliare to
work” as a practicat
business strategy berore
it hecame a nationwide
initiative. SIXty-sin
percent of the 500
emplovees that waork tor
the cham previously

recaeived DUb] 1C assis-

Figure |
40 41
1995
Vocabulary

{8 SOCIAL COMPACT

49

41 41

1995

Reading

1995 1996.

Language

47

48 52
1995 1996
Work Study




ance and TO paercent of
‘hem are neighborhood
residents This retlects
‘he stores” strategy of
nvesting in the human
_apial that makes up
‘he market base.,
Community Pride knows
‘hat giving residents
steady jobs means a
decrease in cnime and a
areater volume o1 paving

Customers,

Investing in
Relationships
Recognizing that store
Periormance 18 q

tunction of local

market strength,
Community Pride has
entered Ito a strategic
alliance with the
Richmond Public
school system. The goal
IS 10 encourdge acd-
demic achievement and
hoost attendance rates
through a spectrum of
rewwdards. 1rom hags ot
groceries to exchange
trips The added bener
i~ that the strategy
generates powermul
lovalty wathin the
community These
relationships are turther

leveraged through the

PArtCIpAtion O Mdjor
corporate partners. who
recognize this unique
opportunity to use thernr
marketing dollars i a
manner that i« creating
genuINe CoMmmuniny
value while generating
increased product sales,
Every mine weeks
Communuy Pride
channels $30.000 o1 s
corporate marketing
dollars to the schools
Product sales o1
participating compa-
nies, such as Coca-Cola
and Shice, have shot up

4lmost 100 percent in

Math

Academic performance — Richmond Public Elementary Schools

48

1995
Composite

48 51

1995
Social STD

PROFILES OF

68

57

Science
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v

g

= 96-97 97-98
Figure 2 Weekly customer count

one vear alone. And academic performance and

anendance rates have InCreased steadily.,

The program gives the stores an edge that no other
grocery chain in the surrounding areas can match.
Ninetv-siv percent of Richmond public school students
fromover 25,000 families participate in the program.
Community Pride also provided financial support to
the schools for computer equipment, vacations 1o
honor outstanding teachers, exchange programs,
infrastructure improvements and Mdany other iINnovative
programs that are uniquely responsive to Richmond s
educational needs. In 1998, Community Pride investe
datotal of $560,000 of corporate SPONSOr Money into

the Richmond schools.

D) SOCIAL COMPACT

Together with the Richmand Pubiic Schools Commu-
Nty Pride s marshating the rosources o1 « orporate
giants such as Kraft, Hunt \W ewson AMerity and Frito-Lay
to strengthen the toundation of the Richmaond ¢ ommi-
Mty while maximizing store performance and ¢ ustomer

loyaltv. tohnson is heartielt in his COMPANY s motto

“Community Pride. our name save it all -

426 113
235.006
%
£ 102.554 8.3 96.4
v 63.636
3
£ m 1997 1996 J 1997
Pepsi sales Coke sales Merita Bread
(Dv casen (by case) sales
(by dolars at cost)
Figure 3 Corporate sponsor sales increases




The Forerunner
in the Field

Eaton Navy Controls
Diviston is the leading
suppher or power
conversion instruments
dand controls for the U.S.
Navy s nucledr powered
ships and submarines.
Asan industry leader
Eaton NCD is providing
world-class service to
customers and is
achieving 10 percent

rates ot annual growth.

Tapping into a
zold mine
Jusiness
dpportunity: The
zhallenges

zaton is entirely revolu-
ionizing ship propul-
-1ION systems with a new

olid state switch thar

ransmits power levels of

smillion times greater
han earlier technology.
The widespread applica-
1on of this new technol-
12V represents a major
narket opportunity for
aton NCD. To success-
ully pioneer this new
rontier, Eaton NCD
aces three chatlenges.

EATON
CORPORATION
NAVY CONTROLS
DIVISION

( '

NORTHWEST
SIDE COMMUNITY
DEVELOPMENT

CORPORATION

» Marshalling the power of a Fortune 500

company to grow competitive
neighborhood market advantages m

PROFILES OF PARTNERSHIP SUCCESS

N



2 SOCIAL COMPACT

recruiting a highiy
talented group ot
specialized engineers,
developing a reliable
blue-collar work force 1o
meel production targets.
and establishing a
network of local
suppliersto ensure
efficiencies in design
cvcles and produchon

COsts,

The Link from
Business to
Neighborhood
Strength

Eaton NCD's manage-
ment sees community
success as funda-
mental to

business

success. Located in ane
ot Milwaukee <toueh
and tired industrial
sections, the compam
knows that 1ostening
local neighborhood
strength s critical,
especiallv when the
chief competitor i
located in Anaheim,
Calitornia. With deep
roots in the Milwauhes
area, Eaton NCD ha-
chosen to invest in s

tacility and in the

vitality of the neighbor-

Currently employed

hood mstead o moy g

elsevwhere

The Alliance

Laton NCO recaenizes
that the ke 1o Creating g
sohid nerghborhood
toundation is parinerning

with a strong commu-

nitv based oreanization

- the Northwest Side
Communitv Develop.
ment Corporation
INWSCDC Founded in
1983, NWSCDC i one
of the most innovative
and suc cessiul

eCononmi

Discharged

Promoted

Figure |

Welfare-to-Work success



fevelopment corpora-
tons in the country. s
nisston is to enhance
ne quality of life jor
eighborhood residents
ind 1o spearhead
ievelopment activities
nat create an environ-
nent where businesses

an flourish.

ne of the NWSCDC s
rstendeavors was to
aund the Northwest
1dustrial Council,
tthwaukee s first
eographically based
USINESS dSs0cialion
-ith over 80 members.
he NWSCDC al<o
wunched MetraWorks,
~ <small business
wcubator that has
~sisted almost 90
usinesses and created
early 300 jobs over the
zars. Commercial strip
wvitalization, job
aining and placement,

1d business develop-

Pz
479

$65
@,
438
$30

c
2 <,
E E 1998 1999
[ <]
>
Figure 2 Eaton NCD plant sales and employment

ment continue to be the
core activities of the
NWSCDC. Indicators of
SUCCESS: in d City that
experienced a 26 percent
j10b lnss between 1970
and 1995 the Northwest
Stde experienced job
loss of less than 7

percent.
Beginnings
Early activities of the

partnership addressed

both the short and long

term vitality ot the
neighborhood. In the
mmediate, Eaton NCD
and the NWSCDC
supported a community-
based crime prevention
program that has been
Important in enhancing
the safeny and image of
the neighborhood and in
attracting a high-quality
workforce. With an eve
towards the ruture
neighborhood emplovee
base, the pantnership

intervened with at-risk

PROFILES OF PARTNERSHIP SUCCESS
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vouth by creating the
NOVA school tor grade
7-12 students. The
school-to-work program
keeps vouth off the
streets and teaches them
job skill< in a highh

supportive environment,

Bold Visions for
the Future

By the late 1990°s, as
the nation took on
weltdare reform,
NWSCDC and Eaton
NCD joined torces to
poneer sustainable job
training strategies.
Working together with
the Union and other
agencies, the partnership
developed a Mavoral
award-winning weltare-
to-work program.
Candhdates are given 12
weeks of electronics
assembly courses at a
local college and two

weeks of “emplovability

and Iiie <Kl traming
provided by the
NAWSCDC, O the
onginal 23 candidates
selected from hundred-
ol applicants, 21
completed tramming and
17 are still emploved in
well paving union jobs
at the Eaton NCD
factonv. The jobs offer
genuine skill building
and advancement
opponunities: one
graduate of the traming
program has been
promoted to a supervi-

sory positon,

Another dimension of

the partnership leverages

both the NWSCDC '«

business relationships in

the community and the
purchasing power of
Eaton NCD. a Fortune

200 company. In

inking Eaton NCD with

existing local busi-

nesses, the partnership

ISTECTUITING eNTrepre-
neurs to the arceawho
will provide customized
products tor Eaton
NCD '« highl special-
ized needs. Suppliers
located within the
neighborhood can he
linked directiv with
Eaton NCD's computer
network. ensuring more:
ethicient and innovative

product development,

Eaton NCD attributes
much onits success
providing world-class
service 1o 1t customers,

maintdaming outstanding

TNt pre bt
an attrac g topnoton
emplovess oot aliiance
wWith NAWSCDC Laton
NCD s saies hav e cromn
170 percent since 19494
and the s ork torce has
arown by K0 percent
durmg the same peniod
The compam has camed
dreputation with s
customerstor highh
reliable ach anced
technology products and
the nerighborhood has
camed a reputation for
PIOSPETOUs Husimesses
and valuable job

opportunities,

NORTHWEST SIDE
COMMUNITY
DEVELOPMENT
CORPORATION

Community Reinvestment al work

‘LN
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A Past Model

hat do you
do if you are an

expectant mother
without the adequate
financial resources to
cover prenatal care and
delivery costs? The Fund
for Moms is a 1995
award-winning strategy
that provides affordable
prenatal care to those

" who would otherwise
fall between the cracks
of the health care

_system. The original
program has flour-
ished into a model
for other partner-
ships that have
helped thousands of

. families across the
country. .

- A New Team of
Innovators

his year, Social
Compact recognizes
another promising and

innovative strategy.
Aimed at generating
investment, wealth and
employment in the
inner city, the
'Siyeza model lever-
ages the capacities
of two Fortune 500
companies, an
entrepreneurial
business and a
neighborhood-based
nonprofit.

GENERAL MILLS
GLORY FOODS
SIYEZA

U.S. BANCORP

"> STAIRSTEP
FOUNDATION

m A progress report on a 1995 award-
winning model — Fund for Moms —
and an introduction to Siyeza, a new
standard for innovation in corporate-

community alliances =
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The Fund for
Moms: Vista
Community
Clinic and the
Bank of
Commerce

n 1991 in Vistg,

Califormia, commu-

nity leaders recog-
nized a signiticant and
distressing health care
gap: expectant mothers
with incomes too high
to quality tor state
medical benefits but too
low 1o be able to afford
private health insurance.
Recognizing the need for
action, the Vista
Community Clinic and
the Rancho Vista
National Bank launched!
the Fund for Moms, an
alternative financing
syatem tor lower- and
maoderate-income
women who could not
otherwise afford quality
prenatal and delivery

care.

The process for the
distribution and repay-
ment ot the loans i<
simple, made more so
by the support of leaders
and health care providers
in the community. The
Fund for Moms provides

interest-free revolving

loans ot roughiv S 5010
to cover all prenatal and
delivery costs Area
hospitals and obsterr-
cians help by agreemu o
keep therr iees down,
Families pav back their
loans over a detined
period of ume, and all
pavments dare returned 1o
the Fund tor Mome so
that loans are available
tor other expectant

mothers nght away.

Not surprisinglyv, the
Fund for Moms had to
overcome a number of
legal and regulaton
hurdtes betore the first
loan was made. The
Fund's tounders, Barbara
Manino, Vista Commu-
nity Clinic's Executive
Director, and Judy
Stewart, Rancho Vista
National Bank's then
President and CEQ, rose
to the challenge. Under
Stewart’s leadership, the
bank worked through the
difficult legal consider-
ations and lender
liability issues Manino
led the Clinic in raising
$141,000 10 serve as a
resenve Lo cover any
defaults, of which there

have been verv lew,

The program 1s a proven

success. To date, the

Fand tor Stonms o,

Made Oves 200 o0
At Dot o 9 e
Tepas meent rates e
Rancho N sta Natronal
Bank nons tne Bank o
Commerce contirges to
cover the Fand ~
admimistratin e ¢osts anc
make the loans. Addi-
nonallv o large percent-
age ot the loan recip-
ents use this tirst 1oray
INto receinving credit as g
medans 1o develop a
bankmg refatonshg,
with o timancral institu-
ton. By 1995 one-third
of Fund 1or Moms
partcipants went on to
open therr st bank
account, g spin-ott
benent contributing to
the healthy growth cvele
of Vista, California and
its lower- and moderate-

mcome tamilies.

The Fund for Moms is
also making an impact
on a nationdl scale. The
Fund has received calls
from over 50 organ|za-
tions around the country
who are interested In
replicating the program.
Programs patterned after
the Fund tor Moms are
operational in Texas,
Washington, D.C.,
Wisconsin and several

other cities in California.




The Siyeza Model:
General Mills,
Glory Foods. U.S.
Bancorp and the
Stairstep
Foundation

omething extraor-

dinanhappened

when the leaders
of two Fortune 500
companmes, a highlv
successiul entrepreneuar,
and a neighborhood
visionary brought
together therr unique
resources and expertise,
The result was Siveza. a
minorityv-owned busimess
that transtormed an
unused manutacturing
plant 1o g state-oi-the-
drtoperahion, generating
jobs and wealth ror g
netghborhood and its

residents.

Early Steps

In 1991, Stairstep. the
community based
partner in the Siveza
model, was formed to
model the components
and processes needed 10
revitalize the African
American community.
Stairstep functions as
two distinct but comple-
mentary entities: as a
foundation committed
to the social, educa-

tional and spiritual

dspeCts o Atrican
Amernican development
ANt as g tor-pront
company developing the
capital resources 1o
Croate husinesses
managed and ctatted by
AITICAN AMETICAENS A Os
arenmcantly, such
emplovees are given the
apponunii 1o become:
ownersin therr busi-
nesses, boosting their
accountabifitvror, and
commitment to, therr
work and therr commu-

Ny,

Stairstep has a history of
creating businesses,
inctuding a restaurant
and tire shop. In 19946,
Stairstep < tounder and
community visionary,
Alred Babington-
Johnson, decided 1o take
the organization's
eConomic development
OpeIAations 1o a new
level large-scale
manutactunng in the

Inner city,
Thinking Big

To carrv out this vision,
Starrstep tormulated a
model equation ot
partners. a fortune 500
company, an entrepre-
neur, a tinancial
institution and a
community organiza-

tion. With this plan in

hand. Babimgton
Johnson approached
General Mill« CEO Steve
Sangerwho, impressed
by ~uch a bold1ormuala
1O Zrowing sustainable
netghborhood strenath
committect g $1 5
mtlion no-interest loan

1o Siveza.

The entrepreneur was
1ound by achance
FASrONOMIC encounter.
On a visit home to
Knosville, Tennessee
Babington-johnson was
stunned to fearn that his
mother's dehcious
coliard greens had come
from a can. Babington
researched the products
and discovered Glon
Foods. g Columbus
Ohto-based husiness
that had carved out the
Toremaost niche in the
soul-tood industnv under
the leadership o
entrepreneur Bill
Wilhams. Glory Foods
saw the opporunity 1o
branchinto an untapped
frozen 1oods market by
contracting to Siveza and
invested $1.5 million in

the venture.

The final piece of the
model was put in place
when U.S. Bancorp
stepped up with an
unusual $1.2 million

purchase of preferred

PROFILES OF

SOy,
IR IR A RN A ARNERIN AR RN
would help nanmng

the debtioad 1o S

AN e MOLe Cast

toann et hack mto e
company saidd Jonn
Crundnoter, CEO and

Prosiddent, LS Bancorp

The diversiny o partners
Was cntical o develons
ing a suphisticated and
comprehensive plan,
nnancing and technie ol
expertise provided by
two leading corpora-
tons: an entrepreneur
WIth a0 sanvwvy husimess
SeNse specinic to the
targeted African Amer-
Can market; and an
ARATESSIVE COMMUNITY
organization committed
10 buildmg pride and
wedlth in the commu-

nity . WHth all the

partiners in place. Siveza,

4 05,000 square-10o01
10od manutacturing,
plant. was oft and

ranninga.

Powerful Results

Siveza. an Atrican ferm
that means “were
coming,” currently has
36 emplovees and

expectsto emplov 150-

175 people in five vears,

with sales projected at

$50 million. As protit-

ability goals are reached,

PARTNERSHIP SUCCESS

oS f“:l”[(l““".
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the management and
emplovees of Siveza
whao are called partners,
will receive a one-third
portion of ownership in
the company . For many
ot the emplovees, having
¢ bank account or
securing credit were
unmmagimable hurdles.
Now thev have accessto
such sophisticated
investment opportunities
a~ company ownership
They have dropped out
of the cvcle of dead-end
jobs and entered a world
where training and
empowerment are the

norm.

The earlv results o the
pannership are iImpres-
sive. Glory Food
Southern Selections
trozen tood products,
manutactured by Siveza,
are currently sold in
over 2,100 supermarkets
across country and in
800 Church’'s Chicken
restaurants across the
southeast The product
niche 1s strong: non-
frozen versions are
preparation-intensive
and no other company
produces high quality,
meal-ready frozen foods
of this type. With early
success and strong
market expansion
opportunities, Southern
Selections frozen food

product sales are
72 SOCIAL COMPACT

expected 1o eventual
make up the majority o

Glory Foods< busimess.,

The economic reach ot
Siveza, however.
extends bevond the
borders of Minneapohs,
Minnesotd and Colum-
bus. Ohio. In order to
produce “Southern
Selections,” an exclu-
sive line 1or Glory
Foods. Siveza will buy
their produce from the
sweel potato farmers in
Mound Bavou, Missis-
sippi. Siveza and Glory
Foods are expected to
generate $1 million in
business per vear for the
farmers, turning around
a poor economy and
migration pattern that
has crippled this
TdrMINg community 101

decades.

Getting Involved

The Siveza panners take
their role in the venture
verv serniously. Not only
are thevanterested in
the financial success of
Sivezator their own
investments’ sake, but
in the reverberations in
other aspects of their
businesses. For ex-
ample, General Mills
looks to the initiative as
retention strategy that
builds emplovee morale

bv reinforcing the inner

values that drve the
corporation. Expers

rrom General Aills

advise Siveza's manage-

ment in product and
recipe development.
eguipment purchases
and plantdesign,
market research and

countiess other aspects

of the 1ood manutactur-

ing business, U .S,
Bancorp sees the Siveza
relationship as an
intoad to grow an
emerging market
opportunity in Minne-
apolis and has plansio
ofter homebuving
opponunities 1o Siveza
emplovees. Glorv
Foods™ president. Bill
Williams, has commit-
ted 1o strengthening

the capaciiy
the Missis-
sippi farmer: .

with a new

packing station, thereby

credling a more compre-

hensive and etficient

supply system.

Good Returns
for All

For the partners, Siveza
has grown bevond a
single investment to
become a truittul
community of business
relationships in which
they are all active
members gaining long-

term benefits. And the

General Mills

STAIRSTEP FOUNDATION

AR CENTERFRGSE, Soan b Ty (7

Sbancorp

community of Innova-
tors 1s growing: leaders
from cities nationwide
have inquired about the
Siyeza model, including
Flint, Michigan; Louis-
ville, Kentucky; Knox-
ville, Tennessee; and

Seattle, Washington.




Measures of
Excellence

PoMorgan, which

has $270 brlhonin

assets and 15,000
emplovees s a leading
global wholesale
banking firm that
combines investment
banking, commercial
banking, and asset
mdnagement capabilities
o solve chents” prob-
lem~ in wavs that others
cannot, while abiding by
the principles and
standards that are |.P.
Morgan ¢ hallmark, Its
subsidian, Morgan
Guardantyone of the
nation s most highlyv
rated domestic banks,
extends credit to
businesses and govern-
ments worldwide. |.P.
Morgan also commits its
own capital to promis-
ing enterprises and
invests and tracles to
capture market oppornu-
nities 1or its own

account.

.P. Morgan’s business
and strategy are defined
by the relationships it
builds with its clients.
The firm provides
sophisticated financial
services and advisory
capabilities that create
relevant and distinctive

value 1or these clients.

J.P.
MORGAN

> PRIMARY
CARE
DEVELOPMENT
CORPORATION

® Creating the financial infrastructure to
bring primary health care to New
York’s underserved communities m
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While caprtal markets
continue 1o expand
globaliy - and chents
challenges become more
comples the number o1
firme able 1o address
these issues in an
integrated way s
shrinking. The need tor
|.P. Morgan s brand of
sophisticated Tinancial
CERICEes aMONE COTPOTd-
tions and governments is
growing rapidiy. J.P.
Morgan is committed 10
offering advice and
execution of the highest
quahitv . conducting
husiness in a principled
way and maintaining the
alobal market presence
that helps clients
succeed while enhancing
returns 10r our stock-

holders.

The Community
Approach

just a< the majority of
[P Morgan's business is
with corporations,
governments and
institutions, the firm
takes a wholesale
approach i its commu-
nity development
business, providing
advisory services, capital
and structuring advice to
many of New York
City’s largest nonprofit

community development

intermediaries Through 1P Morzan Communin

Development Corporation iIMCDC:. tunds are targeted 5474
10 affordable housing. commercial revitahization.

nONProfit organizations and smigll businesses. NMoraan

tahes leadership roles inidentinving communit

problems, bringing together financial institatons 1o

address them, developing targeted products and. when

$3.25
$2.13
$1.76
$1.48

needed, creating new intermediaries.

The kevio
Morgan s

SUCCEss 18 its

$ million

ability to forge

Morgan Community Development Corporation’s

strong relation- Figure |
increasing profitability after-tax net income

<hips with
community intermediaries and tinancial mstitutions.,
building partnerships that address community need.
The firm leverages lalents and expertise throughout the
netitution <o that the highest caliber o advice i~

provided 1o clients. MCDC s board consists of 10
$461 9

cenior executives, including the heads of Morgan 34.1%
Capital. Commercial Mortgage Finance and Structured
Loans. All provide advice and lend department re-
cources 1o MCDC. Senior management also provides
agnificant oversight. MCDC's charrman 1s the tirm’
wenior credit officer. $33442
39.9%
Morgan justities its community development business _
and measures its success by s abilinv o dehver o
reasonable financial return while creating g <o« tal
; $245 97
return as well, While social return s at the hear 58.9%
of Morgan’s eftorts, monetary return i
critical to the sustamability ot
community organizations and
. $154.76
the willingness ot
39.4%
$110.96
399 27
60.8%
$61 07
3183 12,3185 12/31/96 123197 1273188

Percentages represent increase from previous year

$ million

Figure 2 MCDC assets reflect a large and growing commitment to

low-income communities



nnancial mstitutions 1o
make ongoing commit-
ments. Morgan megsures
social return not just by
the dollars invested in g
community, but by the
creation or programs and
services that meer
specific communit
needs and strengthen
community development

infrastructure.

Building Local
Health Care
Capacity

Leveraging its corporate
nistory of leadership i
wealth care tinance, | P,
Morgan teamed with the
“rnimary Care Develop-
nent Corporation.
*COC was created 10
iddress a health care
Tisis in New York City's
OW-INComMe communi-
ies:acrisis marked by
ngh disease rate< and
ack of capacity needed

) prevent, manage Or
reat 11 In the absence of

primary care infrq-

(ructure, these

communities relv on
expensive and mappro-
priate use of hospital
emergency roams or do
notreceive care at qfl
resultingin preventable
hospitalization at rate«
three 10 1our times the
aitvaverage. in 1993
when PCDC was
created. 1.8 million
New Yorkers were
deemedto be living in

“health crisis zones. "

PCDC presents an
innovative, public-
private pannership
model for expanding
primary care services for
medically underserved
communities, ofering
access 1o low-cost

Capital and technical

dassistance 1o not-tor-
proit health ¢are
providers, ke Commu-
nitv Healthcare Netw ok,
ICHN that build and
operate new or expanded
prmany cdare taclities
throughout New York
City.

With a longstanding
commitment to commu-
nity health. ].P. Morgan

dassumed leadership trom

The e i oy
e PCDU partnecayg
Torough i~ commgmy.
relaions and panae-
Mropre senviced dopar-
Ment Aorean provide
nnancral support and
galvamzed g consomum
ot local tunders 1
provice S25 milhon o
Start-up Morgan also
helped to shape the

PCDC Board 1o o

powernul mis represent-

SPLF Projects

Brona

Brookiyn

Mannatan

Queenc

Staten tstang

Non-SPLF Projects

Bronx
15 Beth Antanam (Gt
10 IUFHS. Eamung Eoncopal Caure?
iT Narco Freegon.
Brookiyn
T8 Jamaca Hospnal DT G- Atlanng 4.
14 Pan Rage Fama, mealt Center | uineran Meaical Center
200 Mamenioes Meaical Center-Ocean 4.
Manhattan
2V Bem Apranam (WX
<z Caven-Lorge Communiy mealit Center.CHRP
23 Sememen: Meailr
24 Umion Health Cener
Queens

25 8t Daminic « Family Health Canjer CMC
26 Jamaica Hospial DTC-Mernck Bivg

Staten Island
<7 New Branton Famiy Heaitn CenteriSCHCS

— Primary cate pricary 4

Primary care priority 3

PCDC projects serve New York City’s neediest communities.

SPLF projects are PCDC's fastest-growing sector
PRMOFEIIECc Ar

L~
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ing the business and nnancial sectors, private philan-
thropy . public cector nealth and human service orgdn-
zation= not-tar-profit hedlth care mstitutions and

community (’)T}.’,‘HHZE]“OH.\.

PCDC's Expanding Portfolio of
Programs

In 1995, as PCDC successtully implemented it
ongindl tax-exempt bond financing program tor large-
scale projects, |.P. Morgan stepped torward agaim 1o
help PCDC meet another challenge — how to tinance
projects too small for economical bond financing
runder $3 nultlion). While PCDC started by custom-
tailoring selected facility foans, | P Morgan convened
a consortium of four feading New York City banks
(|.P. Morgan. lead
permanent lender:
Chase Manhattan,

lead construction Equity orant

. |
tender; Citibank and Development loan

Republic National oansnonds
Bank 1o create

PCDC s Small

Project Loan Fund (SPLF .

Through the SPLE. which joins

a $20 million credit facility

from the banks with public

and private grant monies used

Small projects

tar equity 2rants and reserves PODU canome o
[Oans 1O PEMIAI Care provders ai nghe Tevoiate
terme: o 1o-vedr 1oan al din etiec lve intetest i o
approsimately siv percent. CHN Brealth core auenes
that serves 1O low-mcome nerehborhoods e Neess
York Citv and one ot the tist beneticianies or te
program, used SPLF nmancmg ior wo projects iat
will expand s primary care network i Manharian

and Brooklvn.

The SPLF 1« PCDC '~ mast popular inancimng prograni
Since launching the SPLE m November 1997 PCDC
has financed 14 new facilities, providing $19 milhion
n loans. The overall etfectiveness of PCDC as o madel

1s shonwn in Figures 3 and 4.

PCDC « eftorts have

proved imtearal 1o

Bond projects
$60.8 million

$2.98

Facilities successtul community
&.1n Brooklyn. Manhattan Jevel Ctan

W ) .
and Queens daevelopment. trar

People served:

157.000 (90% low ncome)
Jobs created.

300 construction

475 permanent

torming vacant of
diapdated space into
attractive. economi-
cally productive
tacilities that create
the service intrastruc-
ture necessary tor

strong, stable commu:

Small Project Loan Fund nities.
$27.4 million

Facilities:

14 in all five boroughs
People served:

80.000 (96% low income)
Jobs created.

150 construction

315 permanent

JPMorgan

f'l PRIMARY CARI

DEVELOPMEN'
|\/ CORPORATIOMN

$14.3 million

1.87 Facilities:
1.91 7.0 Bronx. Brooklyn, Manhattan

and Staten island

50.000 (92% low ncome)
Jobs created

75 construction

200 permanent

Figure 4

The PCDC model has resuited in a $100 million

investment in new primary care capacity. serving 280,00

people and creating |.500 jobs



A Neighborhood
institution

As the last hometown
bank in g rural commu-
nity, 60 mites rrom anv
major metropolitan
center, Northern State
Bank has based its
~uccess on becoming an
=xpen on the needs of
ity 30,000 customers,
“or Northern, the health
“ftherr business is
*ntirelv dependent upon
he health ot their
ommunity. Serving an
vea afflicted by severe
inemplovment and
CONnOMIC turmoil atter
ne of its major indus-
nes shut down, North-
'rn has been bold in its
TOr o jJump-start and
“mvigorate this small
ommunity. Closing
nop and abandoning
M IS not an ophion
-hen the leadership of
e bank has been

‘oven into the commu-
itv for more than 65
2ars. By holding the
wrse during rocky

mes, the bank s

usiness has grown
npressively and the
mmunity has been
fused with a sense of
pe and self-suffi-
ency. Between 1996

NORTHERN
STATE
BANK

> IMPACT
SEVEN

® When the hometown bank bets its future

on the future of its community ®

PROFILEC
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and 1998, Northern
Srate Bank. with dssets

of $109 million, made

190 home loans to low-

and moderate-income
families totaling $15.1
million, and 916 small

busmess loans totaling

$32.7 mullion.

Non-LMI
- =

Knowing Your Market

Reinvesting its depositors tunds bac bonto e foeal
community 1~ not onhvimportant to Northern State
Bank it 1« vital, Northern's Ashland s one ar the
poorest counties in the state O\ Isconsm with 1o
percent of the population hving below the poverty Tine
Given this market composttion. Northern has 1ollovwed
a strategy of aggressively lending to low- 10 moderate-
income tamilies and qualimed small busimesses.
Between 1996 and 1998, 413 percent of Northern
residential loans were made to Tow- and moderate-
income individuals. The results speak tor themselves,
Within a tive-vear peniod total outstanding loan~
grew 81 percent rrom S350 mithon ta $6.4.7
million. The delinguency rate tor foan ac-
counts wds just 033 percentin 1998,
cubstantialhv fess than both the state and
natonal averages tor banks ot similas size.
Northern success is parthy due 1o the fact
that it activelv feverages a number of
tederal and state home loan programs that
farget first-time homebuyers and low- 10

moderate-imcome households.

Turning the Tide

Figure | Northern State Bank’s residential mortgage portfolio

The hank's growth and portiohio pertormance
numbers are even more impressive when putint
context The past five years have been especially
difiicult for the isolated Wisconsin community. With
the departure of 13 emplovers, six percent of Ashland’
total population was without jobs. When the county’s
major emplover, the Fort James napkin plant. an-
nounced it closing, nearly 230 high-paying skilled jol
were eliminated overnight. Numerous families and

ancillary businesses were left in jeopardy.

When it seemed that everyone was in a position to

lose, the Ashland Alliance emerged: an informal



partinership of financial
nstitutions, government
and economic develop-
ment organizations
determined to put
Ashland back on the
rodd to prosperity. By
pooling their resources.
the<e individual entitie«
worked together to
create jobs, develop
commercial and aftord-
able housing opportuni-
tes and preserve and

promote cultural sites,

Maximizing
Impact

As a part of the Ashland
Alliance, Northern State
Bank tormed a strategic
partnership with Impact
SEVen. a nonprotit with
“xperience and expertise
N assisting lower-
nocome communities
and residents via job
“reation, business
levelopment. and
aousing. Since its
ncorporation in 1970,
mpact Seven has
leveloped $40 million
n new housing, reha-
nlitated over 1,200
inits and created nearly
15.000 jobs throughout
ural Wisconsin.
“ogether, Northern State

sank and Impact Seven

were able (0 levergge
their financial eco-
nomic and leadership
expertise to help
Ashland rebound from

1s adversity

Northern State Bank
made development
financing a reality by
helping 1o lead the long-
term community
planning process and
investing the necessany
risk capital in the
community. Impdct
Seven was the catalvst
for new thinking that
would chart Ashland on
d NEW, MOre Prosperous
course. With vears of
expenence under its
belt, Impact Seven
brought to the table its
ability to recruit indus-
try. develop industrial
buildings and tax
increment districts, help
expdnd local businesses.
create low-income
senior housing and
preserve histoncal
landmarks. Kev to the
alliance 1< Impact
Seven's willingness to
take the first risk
position in aggressive
initiatives to allow the
bank to make second
POSition Investments

that are in line with

$2.1 | $500 | $350

INDUSTRIAL HOUSING

320 6

JOBS CREATED BUSINESSES
CREATED/EXPANDED

REAL ESTATE DEVELOPMENT,

80 42

ACRES UNITS
INDUSTRIAL PARKS HOUSING

163 50

THOUSAND SQ. FT. THOUSAND SQ. FT.
_ INDUSTRIAL BUILDING ({3 UR

$350

THOUSAND

$1.6

MILLION

$348

THOUSAND

INDUSTRIAL RETAIL HOUSING

Figure 2

Northern State Bank and
Impact Seven investments and results
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W

J‘u STATE BANK

Arede- angmrign = Aaaray

sound business strategy .
Impact Seven knew that
since the stakes were
high and the survival o1
Ashland hung in the
balance, they had to
make bold moves, such
as developing industrial
space without a guaran-
teed tenant, to be poised
to take advantage of

business opportunity.

The result of their
partnership efiorts are
comprehensive and
significant:
320 new
jobs, the
expansion ot
three local
industrnies and
the initiation
of three
others; 42
units of
affordable

0.70% 0-75%

$20.944

million

$28.41

8

(31798

Figure 3

housing; the develop-
ment ot 80 acres of
industrial park and
163,000 square teet of
industrial space; the
investment of more than
$2.6 million into a new
supermarket and
additional retail space;
and the creation of two
tax increment districts
with expansion started
on a third. In the end.
the community gained

confidence and returned

2.38%

0.68%

12/31/96

Business portfolio performance

0.84%

12/31/9

Total Delinquent Loans (Northern State)

LO o state O eCONOMIK
viability and potential
prosperity. Families
could even take pride in
their rehabilitated
Historical Societv's
Museum. knowing that
therr community ‘s
history was not ending
with the immediate

sethacks.

Allies in Success

Northern State Bank

224%

0.33%

.IMPACT SEVEN. INC
l e e e anrens

pertonms bestwhen e
COMMUNITY I serves s
prospering. The Ashlan
Alliance resulted e
arrest o a decliming
eCoONOM, enhancing
Northern s abilinv 1o
lend and gron O1 equ.
importance, Impact
Seven s expenise in
stabilizing distressed
communities has armet
Ashland with a proven
recovery model 1o
responding to and
contdining potentidl
€conomiIc ar
social
disarrav. The

alliance

proves the
effective,
sustainable
change
possible wh.
uniquely

talented anc

. 0.05%

resourcetul

7 12/31/98

Delinquent Residential Real Estate (Northern State)
Wieconsin Stats Average for Delinquent Loans

individuals
and institu-
tions join

forces.

Figure 4
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Industry Leader

A< business

strategy i~ 10 be

the leading
provider or mongage
mnsurance, title insur-
ance, risk management
1echnology and other
proclucts and services to
the home morgage
rinance industny, Hard
numbers define their
pertormance: PMI is the
thirct largest private
mortgage insurer in the
.S, and has assisted
over 1.7 million people
‘n buving their homes
~vhile achieving an S&P
ating ol AA + and an
ROt of 17.9 percent.
~eviothe company's
~uccess 1s therr unrelent-
ng dedication to
perating perormance

ind innovation.

Affordable
Housing Pioneer

Leflective of PMI'<
uccess in expanding
1omeownership to
raditionally underserved

narkets through innova-

PMI
MORTGAGE
INSURANCE
COMPANY

= CHICKASAW
NATION

® Unleashing homeownership
opportunities for Native Americans m
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71,530

48,259

number of policies

Figure | Overall growth in PMi's low- to
moderate-income portfolio

20 SOCIAL COMPACT

non and etiective risk
management. the
compam proneered the
nation s first automated
undenwriting and
mongage sCOMNG sv&tem
Their trademark
“PMIAURA Score” has
made the residential
mortgage process more
efficient tor lenders and
more aftordable 1o
borrowers. It is the
combined impact ot
their risk management
expertise and a corporate
culture dedicated to
helping others that is the
foundation 1or PAMI'~
SUCCEess apening up
homeownership to
underserved markets
ACross America. The
aftordable housing
market s o signincant
and profitable market

segment for PAL

PAAlLS leadership,
providing an array of
flexthle afordable

housing products and

tisk managenient
SOTVICES s Do e iy
dserIes Ol Straled
alliance~tihat hove
opened up the

homeow nership oppor-
tunity to tamihes who
because of Income o1
credit histony  would not
have had access to the
Amencan Dream. A
partnership with Bank of
Amenca spawned the
Neighborhood Advan-
tage Credit Fles pro-
gram, which has
accessed over $80)
mithon in home fmance
loans. The Neighbor-
hood Housing Partner-
ship has unleashed
homeownership oppor-
tunities totaling

$98 million in home
loans. PN also partners
with the National
Foundation tor Con-
sumer Credit and, most
recently . the Chickasaw,
Chaoctaw, Citizens
Potawatomi and

Cherokee Nations.




Laying the
Foundation for a
Partnership

The foundation for this
partnership was laid
almost nive vears ago
on o Habitat tor
Humanitv build. When
PMI talks about doing 4
Habitat build, thev
aren’t talking about a
CEO photo-op. This is
hard-core work, and
every vear for the past
five vears Roger
Haughton, PMI <

itial Urban
ect Sites

geles CA
xee WI!
ipolis. MN
ma City OK

3 OR

Current partnership

Potential partnership

Charrman. and hi<ream
put in o« week of
grueling 18-hour day «
butlding a home tor 4
familv. And 1t was on
the charrmans first
build on an Indian
reservation in North
Dakota that the seed-
for the Chickasaw-PAl
partnership were
planted Seeds< that
have blossomed into
the Chuka Chukmasi,
meaning “beautiful
home<” in the

Chickasaw language.

The Challenge

A\ ashimgton icader~
celebrate unheralded
rates orhomeow nershg

tOr Americans, thee

realinv tor Native
AMETICAnNs 1< guite
difterent. According 1o
HUD . while home
ownershipin the U S,

overall stands at 66 4

percent, “among the
over 100 Native
American tribes recog-
nized by the

Department, only

1 percent of their

citizens own

their ‘\
A\

homes.”

-\

e Location of PMI's current and potential partnerships with the Cherokee. Chickasaw,
Choctaw, Citizens Potawatomi and Navajo Nations and Pueblos.

PROFILES OF PARTNERSHIP Clirrrce =n



The rate oi
homeownership is so
low for a vaniety of
reasons And it was not
until 1996, when
Congress passed the
Native American
Housing Assistance and
Self-Determination Act
INAHASDAI, that Indian
tribes had the means to
foster conventional home
mortgage lending on o
widespread scale in

incdian communities.

Forging a Path-
Breaking Model

Aleadership torce in
this legislative effort was
the National Association
ot Indian Housing
Councils INAIHC).
With passage of the
legislation, First Ameri-
cans Mortgage and the
Chickasaw Nation
reached out to PML.
Together the Chickasaw

Nation, First Americans

AN CACIAL COMPACT

Morngage. Freddie Ma
and PalTorged o
strategy 1o access the
capital markets tor
homeownership nanc-
ing on Indian lands. PMI
pioneered an innovative
risk-sharing program and
specially designed
mortgage product. The
company agreed 1o
insure the mortgages.
assembled a consortium
of lenders to make the
loans and enlisted
Freddie Mac to purchase
the mongage-backed

securities.

The product design,
which in partincludes a
1 percent downpayment
requirement from the
borrower, involves
shared risk between PMI
and the Chickasaw
Nation. While PMI has

MORTGAGE INSURANCE CO.®

over S8 bilhon
artordable housimg
commitments P~
customers have
usuallyv been
large corpora-
tions This i~
the nirst time
PAAL has
crafted an
aftordable
housing program tor

a Native American tribe,

Unleashing New
Futures and New
Markets

Less than six monthe
into the partnership,
over 80 loans are in
process, 20 others have
been approved and new
homes are sprouting up
on the Chickasaw lands
across Oklahoma For

the first time Native

AMmerieans Doy e e
OPHrOITUDN To gt e e
the dream o

homeow nersig

And the seeds

o1 this

dream are
spreading
across the
countiv - the

Choctaw, Citizens

Potaw atomi and
Cherokeo Natons hane
formed pannerships with
PALE 1O open up the
homeownership oppor-
tuntties on then lands.
The Navajos and other
trbes are also discussing
similar partnerships with
PAAL For PAAL this
represents a $650
million market opporntu-
nity anc reinforces therr
role as the industry
leader, marshalling their
commitment to innova-
tion and their risk
management capabilities
10 help all Americans

own a home.




Personal Focus
naworld of banking Roos I VI I I

giants. Roosevelt

Savings Bank hds
heen successiul by
maintaining a personal

relationship with ite
customers and staving
close to its neighbor-

hoods. With an gsset

base of $4 million, ( ,

Roosevelt firmly believes
that its future success is

directly linked to the
continued growth and

prospernity ot the

communities it serves.

Roosevelt got its stan

over 100 vears ago in the
Bedford-Stuyvesant

neighborhood of

Brookivin and has since

grown deep roots. With

153 banking offices

covering tour New York
counties, Roosevelt

. . |
Savings Bank is a hastion

ot reliability and

dependabilitv in the
midst of diverse,
developing communi-

ties,

m Staying close to the customer
and building community strength
home by home =

PROFILES OF PARTNERSHIP SUCCESS 4]



A Neighborhood-
based Business
Strategy

Roosevelt Savings Bank
has a historv of out-
standing success in
lower-income and
underserved markets. In
1995 it coordinated its
initiatives under the
Communitv Develop-
ment Lending Program
{CDLP), alending
resource benefiting
lower-income markets
and individuals through
targeted program
financing. Since its

inception, Roosevelt has

$35.9

$ million

originated more than
$100 mithon in CDLP
loans for financing
afiordable residential
and mult-tamily
housing. davcare center<
and housing tor single
parents, senior citizens
and the homeless. To
date. the CDLP boasts 4
zero percent non-

performing asset rate.

Roosevelt's parntnerships
are equallyv emblematic
of their ongoing com-
mitment 1o meeting
specitic community
development needs. For
more than two decades

it has paricipated in the

Figure |

") SOCIAL COMPACT

Total mortgage originations
in Bedford-Stuyvesant from

1992 o 1997

Overall bank
non-performing assets

Community Development
Lending Program (CDLP)

non-performing assets

.41

)

0'.

1qac

Community Presencation
Corporation in New
York City, and. in 1989
became a charter
member of the Long
Island Housing Pantnetr-
ship. Inc. In 1997, one
of Roosevelt's branch
oftices created ¢ “Com-
munity Room.” where
local organizations and
leaders can gather 1o
discuss community
issues and develop
NECESSAN TESOUTCEs 10
address mutual con-
cerns. Through these
channels and others.
Roosevelt has profited as
d business as well as an
influential communny

partner.

One ot the most fruitful
partnerships began in

1992 when Roosevelt

Figure 2 Roosevelt portfolio performance is outstanding,
both overall and within CDLP

Chief Executive Officer
lohn Tsimbimos oftered o
chalienge grant o1
S100.000 to help tound
Nerghborhood Housing
Services INHS of
Bedtord-Stunvvesant in
Brooklyvnm pannership
with Neighborhood
Housing Services of New
York (NHS-New York).

A Strong Partner

NHS-New York s g
citvwide nonprofil group
that works to encourage
and promote neighbor-
hood stabilization and
10 create, preserve and
promote attordable
housing while improving
the quality of life tor
residents in communi-
ties throughout New
York City. The Bedford-




First-time homebuyers are

realizing the American Dream

and established residents are

Stuvvesant

learning how to preserve the

branch of value of what is often their

NHS i<

dedicated 1o mainstay asset.

the im-
provement
ol nine
Brooklyn neighborhoods
by providing educational
opportunities and
1ostering public and
private partnerships tor
reinvestment. The
Bedrord-Stuvvesant
community has seen
great improvements over
the last 13 vears,
including a 53 percent
growth in mongage
originations in the last
five vears and a 40

percent decrease in

building vacancies since
1987,

The Challenge

Once a new home
becomes reahtyv for
many low-income
restdents. turning to
professionals to handle
general repairs and
ONgoINg Mdintenance
can be prohibitively

expensive, Without the

proper skills enabling
them to undertake such
projects on their own,
new owners are taced
with significant work
that thev cannot afrord
to overlook. If Tow-
income communities are
unable to address this
issue, they will see
properny values fall and
the look and integrity of
their neighborhoods

deteriorate, notto

PROFILES OF PARTNERSHIP SUCCESS
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NI m i1

simple but
brilliant
response 1o d
critical commu-
nity demand
Roosevelt

provides the use

of a large, well-

Neighborhood Housing Services

of Bedford-Stuyvesant

mention increased safety

hazards in their homes

As a business with a
hand on the pulse of the
community. Roosevelt
Savings Bank’'s manage-
ment recognized the
imponance of this 1ssue
and decided to tackle the
problem. Thev turned 1o
NHS of Bedrord-

Stuvvesant for help.

Built to Last

The Bedford-Stuyvesant
Home Maintenance

Training Programi is a

44 SOCIAL COMPACT

equipped

workspace

where commu-
nity residents, many of
whom have never driven
a nail berore, learn skills
10 actualiy construct
rooms, uhlhizing framing,
electrical wiring, sheet
rocking, spackling and
painting techmiques
emploved by proression-
als. The 525 graduates of
this program have saved
up to two-thirds of their
home repair costs by
learning to mamtain
their homes on their
own. The skills they
learn are essential for the
upkeep of their beautiful

brownstone homesn

Bedrord-Stuvvesant and
1or tostering g teeling o
seli-reliance and pride

within the community .

Banking on
Results

The Home Maintenance
Training Program has
achieved beneficial
results tor both the bank
and the community . The
program has been the
focus of extensive local
and national news

coverage.

The changes are vast
and enduring In
Bedtord-Stuyvesant
there are tewer vacant
lots and more
homeownership

opportunities, First-

time homebuyers =™
-

are realizing

1,“7':5-1

Since 1895

the Amencan Dream
dand established resi-
dents are learnime how
to preserve the value of
what is otten then
Mamstay asset, For
Roosevelt the relation-
ship with NHS has
provided a platiorm tor
interaction and mutual
trust, which bulds
loval customers,
Depositsin the
Bediord-Stuvvesant
branch are growing
more rapidh than
almost every other
Roosevell branch.
Having recently merged
with Rostvn Sdvings
Bank. the bank will
continue the existing
program and replicate it
in the Hempstead
marketplace. This s an
example ot relationship

banking at its best.

gt e
a\ﬂ“:r

ROOSEVELT
SAVINGS BANK




Regional Leader

or 125 vears,

Saint Mary s

hospital has been
avdlued. reliable
member of the Saginaw .
Michigan. community,
Saint Many's s the
market leader in the
areas of cardiology
carcliovascular and
neuroscience services. i
also offers reputable
burn, trauma and
cancer treatment
programs, drawing
patients tfrom all areas
of northern and east-
central AMichigan into its
268-bed tacility.

As a health care pro-
vider, Saint Man's is an
rimportant pan of
Saginaw s infrastructure.
s presence s a svmbol
of stabilitv for an
historic community
suffering from urban
decav. For Saint Man's,
the <uccess of its
business i< dependent
upon the success of its
community. The
hospital recognizes that
without a thriving,
working community, its
service and financial
goals cannot be met. In
order to stay competi-
tive, Saint Mary’s is
committed to fostering

SAINT MARY’S

\

NEIGHBORHOOD
RENEWAL
SERVICES OF
SAGINAW

w When community viability and

business viability go hand-in-hand =

PROFILES OF PARTNERSHIP SUCCESS
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1S MOSE Mportant
relationship — the
refationship with s

neighborhood.

Champions for
Health

Saint Maryv's realizes that
to maintain its success
as a competitive
specialty care center, it
has to be able to recruit
professional talent and
draw patrents from
manv ditterent counties.
These necessities had

become increasinghy

sUppoOmng Sagmaw

with $4.6 mithon in
chartabie contributions
over the past s vedrs,
the neighborhood had
reached a critical point.
Crime and disinvestment
had become so severe
that the hospital could
not even give away land
to a nonprofit tor
housing development
Saint Marv’s saw the
need to step 1orward as o
leading corporate citizen
and become a marke!
driver detining the tuture

viability of the neighbor-

pubiie sectonr entites 1o
create the Cathedral
Dt Plannme and
Development Counc i
The resulting plan.
Cathedral Districi
Project 2000, 1s o
comprehensive imitative
amed at reversig the
decline of a decaving
urbian neighborhood.
The project has four
MAn areds o1 1o s
health access, propern
Improvement tamily
issues and satety . Saint
AMarv scommitted $1.70

million over three Vedrs

difficult as Saint hood to the mitiative.
$36.22 Mary's immediate
neighborhood. the A Model for Collaborating for
$30.69 Cathedral District, Change Impact
suftered the side
effects of major Knowing that one The lead implementing
factory closings institution alone could agency in the Cathe-
that caused the not create the sort ot dral District Project
exadus o1 one-third svstemic change 2000 is Neighborhood
of Saginaw’s necessan to transtorm Renewal Services of
population. While the community , Saint Saginaw, Inc. INRS), a
Saint Mary's had Mary's joined with « NeighborWorks
been dedicated to multitude o1 private and Network member
Figure | A track record of

success: increases in
housing values per
square foot in the
Stone neighborhood.
an NRS-targeted area

& SOCIAL COMPACT



supported by Neigh-
horhood Reinvestment
Corporation. Created
in 1988 with the
support of Saint

Marn s, NRS serves as
the community's point
organization in
combating blight,
revitalizing neighbor-
hoods and providing
affordable housing.
Saint Marv's history
with NRS included
donating a house that
NRS renovated which

intwrn provided

Home health

care visits —

arfordable rents 1o
low-income tenant..
The earlv efrorts of
Saint Marv's and NRS
established the foun-
dation upon which a
strong and lasting

pdrinership was bult.

Through Project
2000. Saint Mary s
has given NRS the
financial resources
and mnstitutional
gudance to undertake
acomprehensive and

etrective neighbor-

o

hood revitalization
strategy . NRS recenved
d $T10.000 contract
for property improve-
ments and restdent

Programs,

Good
Neighborhoods
are Good for
Business

Overthe course of 14
months, NRS has
purchased 38 proper-
ties, demolished 34

abandoned buildings.

Community-based
healthcare facilities

—

~oldh TH vacant Tois e
nerghbors ror S
awarded 15 nunegrants
AT up 1o S 2000 108 s
street improvements
dnd closed nve hone
mmprovement foans, al;
ot which have contrit-
uted 10 a noticeabh
revitalized Cathedral
District communiny . Thee
nerghborhood has
improved so much tha
Halntat tor Humanin
has now built tive
homes and beoun o

sinth.

Neighborhood Renewal

j Services Initiatives

Figure 2

Saint Mary's community investment strategy: .76 million over two years
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Its current

SUcCcess

NEIGHBORHOOD hasnot

RENEWAL

prevented

SERVICES Project 2000 trom

of Saginaw, Inc.

CAMIAL MOMPACT

looking toward future
goals. A neighborhood
gathering center, which
will offer health advise,
meeting space and free
laundry services, 1s
under construction. A
gas station with a
convenience store is on
the drawing board.
Discussions are taking
place to improve and
permanently locdte 4
Farmer’s Market near the

Cathedral District.

In addition to their joint
efiorts on Project 2000,
Saint Mary's and NRS
have alwave maintained
a close relationship.
Currently, Saint Marv's
Vice President tor
Mission Services and
Vice President tor
Development serve on
the NRS Board ot
Directors, arole they
have enjoved since NRS
inception over a decade
ago. Today they work
together to attract
national toundation
support for expanded
programs and senvice

dreas.

By workimg to make the
undersened neighbor-
hoods of Saginaw
healthier trom all
perspectives. Saint

AMAn s s creating o
hetter environment that
15 sater and ess threat-
ening tor their patients,
Statt and visitors. It s
more attractive 1o
potential emplovees,
residents and investors,
And it provides the
residents of the commu-
nitv with a place to live
of which they can all be

proud

SAINT
MARYS




’9 7 Social Compact Award Winners

Alistate Insurance Company, Neighborhood Housing Services of Santa Fe and

New Mexico Mortgage Finance Authority

Bank United and Fifth Ward Community Redevelopment Corporation

Branch Banking and Trust and Orange Community Housing Corporation

Broadway Federal Bank, FSB and Inglewood Neighborhood Housing Services

The Dime Savings Bank of New York, FSB and Settlement Housing Fund, Inc.

First National Bank of Muscatine and Muscatine's Center for Strategic Action

KeyBank, N.A. and Coastal Enterprises, Inc.

Tucker Anthony, Inc., Community Health Center Capital Fund and Dimock
Community Health Center



NEW MARKETS PRESIDENTIAL TRIP - July 5-8

Attached 1s a list ol companies that have expressed interest in the New Markets Initiative or that
have received information from the Administration about the July trip. NEC and the Office of
Public Liaison will be coordinating follow-up calls to CEOs and Senior Executives.

We need your input regarding the corporate outreach. Please provide us with background on
five companies (in order of priority) that your agency wants to contact as part of the corporate
outreach for the July New Muarkets trip.

e Which companics on the attached list does your agency want to contact?

e Are there additional companies that are not included on the attached list that your agency
wants to contact?

e IFyouragency wants to be directly involved in the corporate outreach (i.e. making phone
calls) to a specific company, provide details on how and why?

e  Who from your agency would be involved in phone calls and any written communication
with companics?

e  What s the relevance and importance of these companies to any of the sites that your agency
or other agencies have recommended.

e What companies does vour principal have existing relationships with that we can build upon
in this corporate outreach effort?

e What commitments or announcements do you expect each company (o make in connection
with the trip or any of the potential sites.

Please provide this information by fax to Jay Dunn or Lisa Green at 456-2223.



AIG

Allied Signal
AllState

American Airlines
American Express
Ameritech

Bank Boston
Black Enterprise Fund
Boeing

Burger King
Chevron

Cigna

Coca-Cola
Compaq

ConAgra

Costco

CSX

Daimler Chrysler
Dayton Hudson
Edison International
El duPont

Enron

Exxon

First Union

FMC

Ford Motors
General Mills
General Motors
Goldman Sachs
Hewlett-Packard
Home Depot
Honeywell

IBM

intel

International Paper
JC Penny
Johnson & Johnson
Johnson Publishing
Kmart

Kroger

Lockheed Martin
Loews Corporation
Merck

Merrill Lynch

Met Life

MJH

Mobil

Morgan Stanley
New York Life
Pfizer

Procter & Gamble
Prudential

Ralph's

Rite Aid



Sloan Financial Group
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The approach the Sloan Financial Group, Inc. has adopted in serving under
served markets begins in our own backyard. Entregyeneurs, historically, have
created wealth by realizing value in the market place. However, in most cases
entreprensurs have come to their canclusions while employed by other firms,

As minority firms reach critical mass, they are unable to amass the capital
needed to grow into large firms. It is our belief that these types of firms deserve our
immediate attention as 1) they support our communities 2) employ various groups
of people and 3) become the birthplace for the next generation of entrepreneurs.

Our under served market is largely, but it is not limited to, busmess awners
whom we have come into contact as a result of their need for investors and capital,
and/or smaller community based companies we have assisted with direct business.
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_,-)f»'\’ Jackson T. Dunn
v 06/06/99 02:09:12 PM

Record Type: Record

To: Lisa Green/OPD/EOP@EOP

cc:
Subject: Treasury

These are the companies thatTreas is speaking to -- but it's not competely clear at which site. The crossover from our
GE, Chase, McDonald's, Bank Boston, Ford.

Company: General Electric
CEO and Chairman

John F. Welch Jr.
203-373-2211

Contact: Kate Fulton
637-4012

Company: Chase Manhattan

CEO and Chairman

Bill Harrison (replacing Walter Shipley)
212-270-6000

Contact: Ruth Salzman
212/622-4252

Company: GTE

Chairman and CEO

Charles R. Lee
972-507-5000

Contact:  Charlotte Reisner
972/567-8095

Company: New York Investment Fund
CEO and Chairman

Henry Kravitz

212/493-7548

Contact:  Kathy Wylde
212-493-7551

Company: New York Partnership
CEO and Chairman

Bob Kiele

Contact: Gale Kaufman
212/493-7434



Company: Jazz District Redevelopment Corporation [Ford Foundation]
Kansas City's historic 18th St. & Vine area

Contact: Al Fleming, President and CEO - (816) 221-1719
Company: Community Development Ventures, Inc./MSBDFA Management Group, Inc.
Baltimore
Contact: Stanley Tucker — (410) 333-4270
. F (410) 333-2552
Company: Bridgewater Interiors, LLC, a joint venture b/w Johnson Controls, Inc. and minority business group
Detroit’s Empowerment Zone; tied-in with Ford's Training Center
Contact: Reginald Layton, President and CEO — (734) 254-5441
Company: Alliance Relocation Services and Allied Van Lines
Chicago's West Side (may be EZ location)
Contact: Herb Stokes [Alliance] (312) 491-9970

F (312) 491-9965

Company: LakeShore Development (new low-mod income single-family housing)
Chicago’s South Side
Contact: D. Lyneir Richardson, President— (312) 461-1012

F (312) 461-1014

Company: McDonald's
South Side, Chicago (Bronzeville, 35th and Indiana)
Contact: Walt Riker — (630) 623-7318

F (630) 623-8843
Jack Greenberg, President and CEO, (630) 623-3300

Company: Ford Motor Co.
Detroit's Empowerment Zone
Contact(s): Dana Zugay (313) 845-8351
F (312) 845-4713
Jacques Nasser, President and CEO

Company: BankBoston/BankBoston Development Company (BBDC)
Boston
Contact: Jennifer Quinlan (617) 434-2230

F (617) 434-0351
Chad Gifford, President & CEO (617)
Gary Hedgespeth, President BBDC (617) 434-2223
Ira Jackson, Exec. V.P. BankBoston & Chair BBDC (617) 434-5470

American Women's Economic Development Corporation
Suzaane Tufts, President and CEO
(212) 692-9100 x21
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fax: (212) 692-9296

Choctaw Manufacturing and Development Corporation
Lou Richardson, CEO

(800) 528 9504

fax: (580) 326-8368

Manuel Miranda
Unisys Corporation
(703) 620-7771

- P6/(b)(6)




AlG

Allied Signal
AllState

American Airlines
American Express
Ameritech

Bank Boston
Black Enterprise Fund
Boeing

Burger King
Chevron

Cigna

Coca-Cola
Compaq

ConAgra

Costco

CSX

Daimler Chrysler
Dayton Hudson
Edison International
Ei duPont

Enron

Exxon

First Union

FMC

Ford Motors
General Mills
General Motors
Goldman Sachs
Hewlett-Packard
Home Depot
Honeywell

IBM

Intel

International Paper
JC Penny
Johnson & Johnson
Johnson Publishing
Kmart

Kroger

Lockheed Martin
Loews Corporation
Merck

Merrill Lynch

Met Life

MJH

Mobil

Morgan Stanley
New York Life
Pfizer

Procter & Gamble
Prudential

Ralph's

Rite Aid



NEW MARKETS PRESIDENTIAL TRIP - July 5-8

Attached is a list of companics that have expressed interest in the New Markets Initiative or that
have received information from the Administration about the July trip. NEC and the Office of
Public Liaison will be coordinating follow-up calls to CEOs and Senior Executives.

We need your imput regarding the corporate outreach. Pleasc provide us with background on
five companies (in order of priority) that your agency wants to contact as part of the corporate
outreach for the July New Markets trip.

e Which companics on the attached list does your agency want to contact?

e Arc there additional companics that arc not included on the attached list that your agency
wants to contact?

e If your agency wants (o be directly involved in the corporate outreach (1.e. making phone
calls) to a specific company, provide details on how and why?

e Who from your agency would be involved in phone calls and any written communication
with companmes?

e  What is the relevance and importance of these companies to any of the sites that your agency
or other agencies have recommended.

e What companies does your principal have existing relationships with that we can build upon
in this corporate outreach cliort?

e What commitments or announcements do you expect cach company o make in connection
with the trip or any of the potential sites.

Please provide this information by [ax to Jay Dunn or Lisa Green at 456-2223.



DEPARTMENT OF HOUSING AND URBAN DEVELOPMENT -
' CURRENT AND.POTENTIAL PRIVATE SECTOR
- PARNTERS FOR NEW-MARKET ACTIVITES -

PINE RIDGE, SOUTH DAKOTA
e America Online Z—/ 2 a- /

e Andersen Corporation (windows) / / )A M/M/ MQ&AI

o AT&T I/\K [/\J/'ﬂ\- ﬁ\n__

e Bank of America

e Blue Cross, Blue Shield [)/\ Lo/ )Ll7 Q/ 57[ 200\
e Carrier Corporation (heating ventilation) W .
e Centex Homes (developer)

e Certain Teed Corporation (roofing, insulation)

e Champion Manufactured Housing Company

e Citibank

e Countrywide Mortgage

e [irst Security Bank of New Mexico

e Fleetwood Manufactured Housing Company (also recreational vehicles)

e Ford

e (ateway

e .General Electric Appliances

. General Motors

e Home Depot

e Honeywell, Inc. (building systems controls)

e IBM

e Kohler Company (fixtures)

e Louisiana-Pacific Corporation (lumber, siding products)

¢ Lucent Technologies

e Marriott

¢ Masonite Corporation (hardboard, paneling)



HUD PRIVATE SECTOR PARTNERS

e Motorola

e North American Steel Framing Alliance

.o Northwest Airlines

e Norwest Mortgage

e Owens Corning (roofing)

e Pepsico

e Pulte Corporation (developer)

e Sears

e Simpson Strong Tie (structural connection and hardward)
e Solutia, Inc. (impact resistance glazing to prevent glass breakage)
¢ Southdown, Inc. (concrete)

e State Farm Insurance Companies

e Superior Walls (pre-fabrication foundation company)

e Tenaco Building Products

e Texaco

o U.S. Gypsum Company (sheet rock)

e U.S. West

e United Airlines

e Washington Mutual (Seattle)

. Weather Shield (doors, windows)

e Wic Manufactured Housing Company

GARY, INDIANA

e ACE Hardware
e US Steel



HUD PRIVATE SECTOR PARTNERS

NEW YORK, NY

e Broadway Vidco
¢ Citibank
e Disney

e HMYV Records

SELECTED BUSINESSES FROM EZs/ECs, OTHER HUD PARTNERS

e Bankers Trust

e Citibank

e Hudson Foods

¢ New Boston Seafood Company
e Pathmark

e Sterling Optical

e Tysons Food

e Viking Range

BUSINESSES HUD CAN REACH OUT TO

e Benand Jerry’s

e Blockbuster Video
e Burger King

. -'Disney

e Gap

e Loew’s Theater

e McDonalds

o Pathmark

e Rite Aid

e The Limited/Structure
o Time Warner

o Tower Records



HUD PRIVATE SECTOR PARTNERS

¢ Borders

e Filenes Basement
e Home Depot

e Marshalls

e NationsBank

e Nike Barnes and Noble

e Price Club
e Reebok
e Starbucks

e TJ Max



