XVII. A NEIGHBORHOOD ECONOMIC DEVELOPMENT PLAN – THAT WORKS


we have come to a fork in the road 

When you reach a fork in the road you have three choices, take one road, take the other or turn back. It has been twenty-seven years since Alvin Toffler wrote THE THIRD WAVE
 and in that short space many things he predicted have happened. The Industrial Age for all the good it has done over the last 200 years has run out of gas. Continuing to do what we have been doing for the last 200 years and expecting a different result is madness. 

Doctors Paul Ray and Sherry Ruth Anderson did exhaustive research over 13 years to conclude there are three predominant subcultures in the United States. Their numerous studies, interviews and focus groups are documented in their book, THE CULTURAL CREATIVES.
 The largest subculture, the Moderns, “about 48 percent of the American population” believe “in a technological economy that is reshaping the face of the globe.” The remainder of the country is almost equally divided into the other two groups, the Traditionalists, and the Cultural Creatives. Traditionalists make up “about 24.5 percent of the US population or 48 million adults” who are anxious to preserve the simple life, the house and the neighborhood in which they grew up. For the last 100 years much has been written about the battles between the Traditionalists and the Modernists. Almost nothing has been said about a third subculture until Ray and Anderson introduces us to the 50 million adults in our country they call the Cultural Creatives. 
“Imagine a country the size of France suddenly sprouting in the middle of the United States. … Think how curious we all would be, how interested to discover who these people are and where they have come from. … 

 Now imagine something different. There is a new country, just as big and just as rich in culture, but no one sees it. … This country is decidedly American. And unlike the first image, it is emerging not only in the cornfields of Iowa but on the streets of the Bronx, all across the country from Seattle to St. Augustine.”   

Ray and Anderson have a hard time fitting the Cultural Creatives into a box. Except for the fact that 60% are women; the Cultural Creatives do not display any other noticeable demographic pattern. They are best identified by their values and beliefs. Ray and Anderson list 23 values/beliefs where Cultural Creatives have highest agreement. Their highest agreement, 93%, is with the statement “Want to rebuild neighborhood/communities”. 
Picture four people standing at our fork in the road. Each represents about 50 million adults between the ages of 18 and 65 living in the US. One is a traditionalist, two are modernists and the fourth is a cultural creative. The traditionalist is frustrated and angry. He wants to turn back to a world where father knows best and where he can afford a home and support his family comfortably on his secure 40 hour a week job. He is confused because he is beginning to understand that turning back is no longer an option. He feels betrayed by his government that is doing nothing to protect his job from going overseas and his family from run away housing, education and health care costs.

The two modernists are a young married generation “X” couple with high tech jobs. They are living in a $300,000 house in the suburbs. They assure us they are aware of the social and economic problems in the nation and the world but they are confident that modern technology will solve them in due time. There is no hesitation in their decision to go forward on the information age superhighway.

The cultural creative also wants to go forward but throughout her youth and as a young adult she had been taught to adapt and not to question the way things are. Then several years ago she became involved in a neighborhood issue. A developer was planning a project which would bring harm her to community. That was the beginning of an uncharted personal journey into areas she had never been before. With some fear and unease as she began asking questions she had never thought of or dared to ask. 
In the last chapter of their book WHO SHOULD PLAY GOD, The Artificial Creation of Life and What It Means for the Future of the Human Race,
 Ted Howard and Jeremy Rifkin define the fundamental choices we are facing as we stand before this historical fork in our road. Their seventh and final chapter is entitled, AT THE CROSSROADS OF HUMAN HISTORY. In the first six chapters they show from well documented research how technology has unlocked the genetic secrets of life. With the discovery of DNA, Biology and Genetic Engineering has become to the Information Age what Physics and Industrial Engineering had been to the Industrial Age. Although there has been a shift in the disciplines, modern science has kept its strong faith in the engineering technique. In their final chapter Howard and Rifkin show how an unquestioned faith in the scientific method is rapidly bringing our world to the one Aldous Huxley foresaw. 
 “Genetic engineers decry the unpredictability of the natural world. Social progress is to be measured by the conscious effort to eliminate from the environment whatever is perceived to be random behavior, erratic activity, or unnecessary error.
Improving efficiency and productivity is what engineering is all about. … To genetic engineers, we are the sum total of our observable parts, nothing more, nothing less.

… “man the machine” is not keeping pace … If we are to prevent the entire system that we know now … from collapsing in on itself … then the only hope is to bring the last major component of the system into line. … That means us.”

The Moderns believe technology is the only way humanity can survive and go forward into the twenty-first century. Nowhere is their gospel more transparent than in the constant barrage of insulting advertisements on prime time TV from our drug companies. The next time you watch the evening news count the number of ads that say “Isn’t it time you asked your doctor if [drug name] might be right for you?”
The modernists have a big advantage over cultural creatives. Modern technology champions the quick fix. One of the best examples of this approach can be found in the way our health-care system works. As a Medicare recipient I have learned if I schedule an annual physical exam Medicare will not cover its cost. If the exam can be done as an on-going check-up on my gout the treatment can be covered by Medicare. This is so because our health-care system is structured for the short-term treatment of diseases rather than focusing on long-term methods to prevent them.

“This lopsided focus on treatment is directly related to profits. Since most illness can be prevented by proper long-range health programs, an effective, publicly financed effort in this area would drastically reduce the number of individual cases requiring medical treatment, which would, in turn, mean less profit for the medical industry.”

Technique deals with how and doesn’t ask why. The lyrics in Tom Lehrer’s song WERNHER VON BRAUN says it so well. “Once the rockets are up, who cares where they come down? That’s not my department says Wernher Von Braun.”

our market, a woman at the fork in the road 
One of the first duties of an entrepreneur opening a new business is to define her/his market. Who will be most likely to buy my product or my service? I have a solution. Who has a problem looking for my solution? Just as important, an entrepreneur needs to know his/her competition. Who is offering a competitive product or service? What are their advantages over our offering?  
As we declare 2007 to be the year of the neighborhood and launch our product, “A NEIGHBORHOOD ECONOMIC DEVELOPMENT PLAN – That Works”, lets return to the four people standing at the fork in the road. It should be obvious from what I have said; the woman, the cultural creative at the fork in the road, should be our target market. I have identified women among the cultural creatives to be the people most likely to listen to our proposal and to adopt and carry out the plan. Women, in my opinion, are much more likely to be attracted to a neighborhood economic development plan. They, most often, manage the household and make the economic decisions. My decision is also grounded in experience. The Kikaikelaki Credit Union did not get off the ground until it was decided that women should be included in the discussion.
 Casa Credit Union exploded when the women in the neighborhood decided they could trust taking their “cold cash” out of their freezers and depositing their savings in their credit union.
 

We do not exclude anyone from joining us in our plan “to build a healthy national economy, one wealthy neighborhood at a time.” Traditionalists and Modernists also rank the statement “Want to rebuild neighborhood/communities” as their highest value, 84% and 82% respectively. All are welcome. But the odds are stacked against anyone who believes long term systematic efforts are needed to solve our current social and economic problems. The modernists have the money to buy the votes and control the content of the advertising which bombards our homes with one consistent message; ‘If it looks good, feels good, smells good and tastes good buy it now.’ The ads are effective and have succeeded in controlling thinking in the US over the last 60 years. It is difficult for anyone not to believe a message they hear over and over every day, 365 days a year, especially when the message offers a short term fix. Traditionalists, Modernists and Cultural Creatives, men and women are all vulnerable to the modernist ad attacks. 

We are betting that women who are looking for long term change will be best able to ignore the ads and keep their focus on the goals they have set for their social action. These women have been engaged in a 100 year battle for equal rights. They know what it is to set long range worth-while goals and they know the joy of achieving these goals over the strongest opposition. Women have taken leadership in demanding our male dominated government end the war in Iraq. As I watched one woman after another come to the podium at the peace rally on the mall in Washington, DC, on January 27, 2007, I knew they would win. Our troops are coming home. 

The key to marketing our neighborhood economic development plan will be to start by focusing on cultural creative women. After all, there are over 30 million of them in the US. We should be able to enlist a sufficient number to lead and insure the success of our plan. Starting now we will offer speakers for meetings and workshops for groups, especially for women’s groups, wishing to explore the possibility of adopting our neighborhood economic development plan in their neighborhood communities. 
And what is the neighborhood economic development plan we are offering?  
Part 1) a neighborhood Community Development Credit Union
A neighborhood Community Development Credit Union (CDCU)
 is the first and most essential part of the plan. Before a neighborhood community can begin to rebuild it needs to find a way to capture its wealth. As we will demonstrate, the CDCU is the organization best suited to the task. Even in a community where there is a locally owned bank which makes loans into the community and is sensitive to the needs of the people living in the neighborhood, a CDCU with a neighborhood agenda is still an important first step in organizing a community and its wealth.
     
In the past many locally owned banks have performed the essential function of reinvesting the neighborhood wealth in their neighborhood communities. Many still do and are blessings to their neighborhoods. The major reason why a neighborhood needs a CDCU is that a CDCU is a cooperative owned by the neighborhood residents. It is not a for profit business owned by one or several individuals. A cooperative ownership insures the CDCU will remain in the neighborhood as the cornerstone of its neighborhood economic development plan. Over time a bank’s ownership and its mission can change.
 As long as people understand and support their CDCU there is very little chance of it leaving the neighborhood community. 

A local bank and a CDCU need not be competitors. In fact, they complement one another. In Chapter XV we saw how a local bank and a credit union can cooperate and thrive in even a very small rural neighborhood community.
 A bank and a credit union have different agendas. One needs to make a profit for its owners. The other needs to serve its members. Each is chartered in a different way. In order to compete, a bank must offer financial services over and above the saving and lending services which are essential to the credit union’s well being. Banks need to offer checking accounts, certificates of deposit (CD), electronic banking and many other services that a neighborhood cannot afford or might not want to offer. Banks can make larger commercial and real estate loans. A CDCU is interested in micro loans which are unprofitable for a bank but essential to the economic life of a neighborhood community. A bank needs an office building and full time staff. A CDCU can start up and operate for years with only a volunteer staff doing business on a kitchen table several evenings a week. A CDCU encourages regular savings, even if this only amounts to a few dollars a week. It is unprofitable for a bank to service these small accounts but a bank would be more than willing to keep the checking accounts and overnight deposits of a successful CDCU. An ideal situation for a neighborhood community would be for a CDCU and a bank to work side by side complimenting one another in the way each can best serve the neighborhood.             

Both the bank and the CDCU must be strong financial institutions able to pass audits which insure their sound operations. Both serve the community by changing the velocity (speed and direction) of the neighborhood’s income by capturing it and circulating it within the neighborhood. Both can be powerful reinvestment tools which preserve and build the neighborhood wealth. Both should understand and support the neighborhood agenda. But a CDCU must be much more. The CDCU is the key to the plan because it is the neighborhood organizer and the neighborhood economic educator. 
One of an organizer’s first jobs is to be an agitator. Agitation is the bridge to education. The first workshop we offer, “follow the dollar”, shows how much money comes into a neighborhood every month and how quickly it runs out. This was the exercise that built the Casa Credit Union in Brightwood.
 From the exercise, Brightwood neighbors discovered $641,000 comes into their “poor” community every month. It opened the door to a flood of questions. Where does it go? Who decides? Who controls? Who owns? Who benefits? Do rich neighborhoods send dollars to poor neighborhoods or is the opposite true? The participants discovered it wasn't so much the number of dollars but rather the control of the flow of dollars that makes the big difference between rich and poor neighborhoods. Brightwood was an economic basket case. It held its income like a sieve holds water. If the committee was going to draft an economic development plan, it would have to address this basic problem. How does a poor neighborhood capture and use its money for its own development? With this discovery the Brightwood economic development plan was born. That night the neighborhood leaders decided to organize a CDCU 
In Chapter VIII we said a CDCU was three institutions. 

“It is a financial institution that must comply with either the state or federal laws governing all credit unions under the same jurisdiction. A CDCU, by definition of its common bond of membership is also a neighborhood institution. It is a cooperative with a neighborhood agenda.  Its various boards and committees need to be community building teams dedicated to the betterment of the physical neighborhood and the people who live there. Finally, the CDCU is an educational institution that not only teaches skills but can build and inspire leaders through a do-it-yourself, team building adult education process.

By our definition, we want to show how a CDCU is a community organizer that ties the practical social science of community development (CD) into the structure and organization of a credit union (CU). The CU is the body. The CD is the soul. The CDCU is two things. Both things are essential…
As we consider the CDCU, it is critical that we understand the CD process and know what it looks like. Community development happens when the members of the community look first to themselves and not outside of their community for the solutions to their problems. CD happens when community leaders make the plans to reach worthwhile goals and begin to carry out those plans.  

When you hear the term "development" the question needs to be asked: "development for whom?" The answer comes with the answer to a more critical question: "Who did the planning?"  If the community is in on the planning it is community development. If someone else did the planning it is a development for someone else. Development is a planned change. The one who does the planning is the one who benefits from the development. 

Community development is a continuing process. Success is a journey toward a worthwhile goal. People in the community must be in on the journey. The execution of the plan requires organizing and discipline. … Discipline is the pedagogic part of the process in which members of the community become "disciples". The process is a continual dialogue which clarifies thought and leads to understanding, conviction, hopes and dreams. Leaders emerge and influence by facilitating and encouraging. Roles change. Followers become leaders and leaders follow. Workers become scholars and scholars work. Teachers learn and learners teach. Change is the only constant.”  

The CDCU is such a simple concept everyone in the neighborhood can understand it and carry the idea around in their heads. Everyone can understand it from the first “follow the dollar” workshop. But that is where the problems begin. Everyone understands capturing the dollars and turning them around. The first promise a CDCU makes to its members is it will exhaust every possible opportunity to invest its members savings back into worthwhile loans in the neighborhood before it will allow one dollar to escape the neighborhood development treasure chest. What needs to be understood is the CDCU is much more than a financial institution. It needs to be a community organizer and a community educator. The CDCU is not a quick fix. In order to be successful it needs long term commitment. Organizing and educating are lifelong processes.

“… The hardest part of the CDCU plan is to convince people that the CDCU must be an educator.  

When we started talking about a credit union in Kikai Kelaki we had no idea that what we were starting would spread to hundreds of other villages in Cameroon … The rapid growth of the credit union movement in Cameroon didn't happen by accident. I look back on my talk at the first West Cameroon Credit Union League meeting and still believe I could not have said anything more important than what I said when I said: ‘the Credit Union League was built on three foundation stones: education, more education and still more education.’  

It was no accident that Casa Credit Union was a two million dollar credit union and that the average active-member share savings in Casa was over $600 by the end of 1976. It was no accident because we didn't begin by talking about a credit union. We began by talking about the Brightwood economy. We had no idea Casa would become a "million dollar credit union" within five years but we knew the only way to achieve that goal was through an education process.      

By any statistic, these credit unions grew out of poor communities. They grew not because of the poverty. They grew because the people who built them came to understand that they were poor and their neighborhoods were poor because of choices they had made over the years. They grew because they came to understand they had the power to change the way things were and the changes started when they changed their thinking. They came to understand economics in its root meaning as the science of household management.  

As an educator, the CDCU does much more than convey data. It teaches skills: communication, group work, organizing, conducting meetings, decision making, negotiating, contracting, record keeping, bookkeeping and accounting, packaging loans and credit counseling, financing projects, selling and promoting, researching and collecting data, evaluating and learning by doing.  

Like any other good educator, the CDCU's most important role is to inspire. It awakens dreams that have been knocked out of people’s minds by years of negatives in the process of growing up. Growing up in a poor neighborhood means being called disadvantaged and many other names that come to mean worthless. Growing up in a poor neighborhood means being told that your best dream is a JOB and that any other dream is a fantasy. When your horizon becomes home to work, work to home for the rest of your life, worthwhile dreams die.

Like the night of the doctrine class in Kikai Kelaki when Joseph asked if he could pay his son's school fees with fire wood, and like the night in the BED meeting when we asked if Brightwood was a poor neighborhood, the education process begins with a question. The process continues with more questions that come out of questions in a never ending educational dialogue. The questions come first. Somewhere in the ongoing dialogue the CDCU is conceived. The process is pedagogy, neighbor talking with neighbor. Education is derived from two Latin words "ex" (out of) and "ducare" (to lead) which are combined in "e-ducare" which means "to lead out". The teacher doesn't teach. She or he puts the student in a spot the student can't get out of without thinking, going into themselves and looking for answers they can pull from their database of information.”
The CDCU is an institution of education whose curriculum is the study and understanding of the neighborhood, its values and its economy. Conversations, neighborhood meetings, the banking transactions present opportunities to ask the questions that matter. What happens to our neighborhood economy when we shop at Wal-Mart? Why does our health care cost twice as much as it does in any other country in the world and why are we still rated as having one of the worst health care systems in the industrialized world? Why is the income gap between the rich and the poor in the US greater than in any other country in the world? Why are insurance costs and energy costs so high? Why are there so many homeless? Why do CEOs make more in one hour than many working people make in a year? What can we do about these issues? A CDCU adult education program not only asks the important questions, it can generate the conversations which can look for the answers. 
These questions would only cause frustration in a neighborhood that had not organized a CDCU. Poles show 75% of the people in the US want a universal, single payer health care system. 80% want country of origin labeling (COOL) on the meat products they buy at the store and yet our congress ignores the people and consistently votes in the interests of the corporatocracy which put them in office. But as we saw in the last chapter, our plan to “rebuild our national economy one prosperous neighborhood at a time” is more than an economic plan. It has a political agenda. When a CDCU neighborhood networks with other CDCU neighborhoods to build a nation of strong neighborhoods, neighbors have the power to replace the ruling corporatocracy with a democracy.  

Part 2) rebuilding neighborhood economies  
Byproducts of our industrial age are its huge corporations and the big government which grew to regulate big business and to clean up their messes. These Industrial Age organizations created and fed the regional, national and global markets we know today. Frederick Taylor’s book THE PRINCIPLES OF SCIENTIFIC MANAGEMENT defined management’s three functions; planning, organizing and controlling. The book, written in 1911 became the World War II military management model. While Taylor and his disciple Frank Gilbreth were efficiency experts, they most certainly were not democrats. Information systems were designed to control not to inform. Information within the organization flows vertically, from top to bottom and back. The public and private sectors adopted the model but the neighborhoods did not.  
Industrial Age organizations drained neighborhood resources. It employed its youth and moved them around the world. It exhausted its capital and closed its businesses. Neighborhood industry and commerce were swallowed up by giant industry and mega mart retailing. After the shops on Main Street were boarded up, the banks closed and the kids bused to regional schools there were only a few organizations were left in the neighborhood. These might include churches, sewing bees, fraternal organizations and most certainly a senior’s club. In its weakened condition the neighborhood did not have the institutional capacity to defend itself against a host of “developers” who joined with government in creating a powerful new threat in their public-private partnerships. 
The neighborhood is at a tremendous disadvantage when negotiating with a developer or with government, especially when trying to negotiate with a partnership between a business and government. One big disadvantage is that traditional neighborhood organizations don't look anything like corporate or government organizations. Even where there is an attempt to get "citizens" involved, neighborhood institutions don't get invited to the negotiating table because they don't look like public sector or private sector organizations.
Neighborhood associations don’t have hierarchical organizational charts. They don't have CEOs managing bureaucracies. Neighborhood organizations are horizontal and relational. They organize in teams and not in departments. Ad-hocracy not bureaucracy is the rule. Leadership is shared and constantly changing. Groups are born and die as issues and projects arise and are addressed. This is what is so beautiful about neighborhood organizations. It also causes problems. When neighborhood representatives come to a meeting or to a bargaining table no one is quite sure what authority they have or who they really represent. Because a neighborhood association doesn't look like a private corporation or a city department, government and private developers haven't figured out how to include the social sector in the "development process". So when a "developer" comes to the city with an idea, two parties, representing the public and the private sectors, proceed to draw up a plan. Similarly, when there is a community problem that needs to be addressed the public sector and the private sector will come together and form partnerships because each has the kind of organization they can understand and can relate to.  

This is why a strong neighborhood based community development corporation is so vital to the revitalization of neighborhood communities. A CDCU is a corporate structure that looks like a private sector corporation. With its body, its incorporation, its agents will be recognized and can demand a seat at the table. Because it is a cooperative owned and controlled by elected representatives of the neighborhood community and because it has proven itself as an organizer of the neighborhood’s wealth and social capital it has the power it needs to represent the neighborhood’s moral agenda at the bargaining table.
In previous chapters we showed how the CDCU organizes a neighborhood around its wealth. We showed how radically this organizational approach differs from the way government poverty programs go about organizing neighborhoods. In Missouri a neighborhood needs to be declared "blighted" before it can be eligible for state aid.
 What a put down. What chance does a neighborhood have to develop itself when it first must define itself in terms of its poverty? When we organized Casa Credit Union we changed the poverty thinking rules. With the “follow the dollar” exercise we started by defining Brightwood in terms of its wealth.
    
Twenty years after Casa Credit Union organized the Brightwood neighborhood’s wealth, John Kretzmann and John McKnight published "Building Communities from the Inside Out".
 The book is the result of their studies of successful community building initiatives which they discovered in hundreds of neighborhoods across the United States. Their studies demonstrate that when neighbors begin by looking at the assets within their neighborhood instead of its liabilities, they take an entirely different approach to solving the problems that might be facing the neighborhood. Instead of looking outside for "foreign aid", they begin by taking an inventory of the people who live in the neighborhood, their associations and the neighborhood resources. The first step is to mobilize the neighborhood from within. Once this is done the neighborhood leadership might look outside, not for foreign aid but for partners in the development of their neighborhood. 

Kretzmann and John McKnight founded the ASSET-BASED COMMUNITY DEVELOPMENT INSTITUTE (ABCD) at Northwestern University to train organizers and neighborhood leaders in the asset mapping approach to evaluating the neighborhood and organizing around a neighborhood's strengths. This is a radically different way from the "needs survey" which starts with and focuses on a neighborhood’s weakness. This is also a departure from the confrontational and political organizing Sal Alinsky and his followers were promoting through the Industrial Arts Foundation (IAF).
 
I have come to believe that one of the most oppressive tools the planners and social workers use is a "Needs Survey". By its definition a "Needs Survey" accentuates the negative and therefore, dependency. Through the questioneers, interviews, the use of demographics and other "scientific" methods, the majority of the neighborhood is co-opted to buy into a definition of their neighborhood as "poor". This negative definition is a requirement if funds for the project are to be obtained. As social scientists conduct the survey, problem-oriented data is collected and the outcome is always an agency that dispenses some form of foreign aid to the neighborhood. The neighbors who participate in the survey begin to see themselves as people with special needs that can only be met by outsiders. Ironically, the process creates a dependency that kills neighborhood leadership and initiative. Leadership is given to those neighbors who can best articulate "the needs", i.e. the poverty of their community. In this model a leader must "sell out" in order to get the community development grant that defines the neighborhood in terms of its liabilities and not in terms of its assets.  

Whereas a "needs survey" initiates a community development process with a negative definition by focusing on the things the neighborhood lacks, asset mapping begins the process with a positive approach. It starts with an inventory of the neighborhood’s assets. In asset mapping the neighbors see a weakness as a deficiency that needs to be corrected in order for the neighborhood to function at its full potential. The asset mapping process uncovers opportunities. Talented people are willing to give of their talents. People love their neighborhood. Asset mapping looks for opportunities to relate, to partner and to collaborate.  

Would we find better answers to our economic problems if we started from the bottom up? The first step would be to define the neighborhood, not in terms of its liabilities but first in terms of its assets and resources. This will require an organizing effort. Who lives in the neighborhood, what is their story? What are their dreams for a better life for themselves and their families? How do they relate to their neighbors and neighborhood? Do they identify with the neighborhood? Do they feel they belong?  Is there a neighborhood network? Where do the neighbors associate, meet? Who are the stakeholders in the neighborhood? Are there neighborhood institutions? What are they? Do we have partners? Who are they?
Once neighborhood organizers have a good sense of their neighborhood, who lives there, its story and its agenda, they can begin to create a vision of where the neighborhood wants to be in the next two to five years. This vision relates to neighborhood values and is the basis for a neighborhood economic development plan.   

ABCD is a step in the right direction but it doesn’t go far enough. ABCD does not address the systematic way in which money comes into a neighborhood and almost immediately goes out. ABCD talks about the importance of capacity building through a strong neighborhood network to stand up to threats but it does not seem to recognize the need for a CDCU to address and deal with these threats. ABCD is a good first step. We believe a CDCU should be a logical next step.

There are two parts to every economy. One deals with new money. The other is about keeping the new money in the economy as long as possible by turning it around and around within the economy. The CDCU deals with both. But first it must capture the money.
In the beginning, the CDCU concentrates on signing new member/owners by encouraging them to invest their savings in the CDCU and set up a regular savings plan for every member in the family. By necessity first loans need to be micro-loans. A neighbor needs $50 for a car battery to get to work. Another needs $150 to pay a utility bill which is due before pay day. At this point the CDCU can begin to make a dent in the PAY DAY loan shops which charge an average interest rate of 400%. With a proper education program of neighbors helping neighbors get out of the PAD DAY loan prison, the CDCU has found a market which will catapult its growth and build a grateful and strong member/owner base. As soon as a CDCU opens, it discovers it is not alone. Large established credit unions have cash surpluses and are willing to back up emerging CDCUs that can locate new markets for good loans. 
Within a month after the Missouri Farmers Union Credit Union opened several large credit unions in the state made substantial deposits giving MFUCU the capital it needed to begin expanding its loan portfolio. MFUCU began making agriculture loans and financing rural cooperatives by lending their members the money they needed to purchase shares. 
Our Lady of the Snows Credit Union (OLSCU) in Mary’s Home is often over 100% loaned out. When the manager sees she will need more money to meet the demand for loans all she has to do is telephone the CU Association and they will find an established credit union with cash willing to invest in a neighborhood community development credit union. The CDCU opens the doors and gives an opportunity to the many people in the credit union movement who still believe in its philosophy. CDCUs working with established credit unions have the power to put PAY DAY lending out of business. And that’s just for starters.

As the CDCU grows and builds a strong reserve it can lend more money to neighborhood businesses. Through its education program it can identify entrepreneurs and help them get started. In this role the CDCU can not only be the lender but can be the gateway for venture capitalists looking for opportunities to invest in neighborhood economies. As we have seen in Chapter XVI, the neighborhood economy is built on strong household economies. As the CDCU grows it does not look outside the neighborhood but instead looks within its membership for more ways to build the neighborhood economy. This brings us to the Industrial Development side of the plan.
Industrial Development is the first part of any economy. The neighborhood based CDCU is in the right place at the right time. The Information Age technology and the Internet link between the house and the world has empowered and established the household economy as the new center of the global economy. The economic playing field has been leveled. The Information Age explosion has almost reached every home in every neighborhood in America. If we can learn to apply the technology equal opportunity will take on a new meaning. 

"Tighten your seatbelts and prepare for the greatest boom in History…. Widespread use of the Internet and allied technologies will fundamentally change the way we handle our business at home and at the office. It will collapse the many expensive layers of administrative, marketing and distribution bureaucracy, much as the assembly-line revolution greatly reduced production costs. Electronic communication and commerce will also allow companies to tailor products and services to individual needs for what standardized goods cost today...... The Internet demonstrates the very principle of networks...... end-users drive the Internet.  It operates from the customer back, not from the top down. It is growing and changing so rapidly, that even our most nimble high-tech companies have a hard time keeping up with it..... the network principle - how we organize our human talent, not just computers - will be the key to a productivity explosion and the acceleration of the new economy.... Re-engineering is not the key trend in business. It is simply the last extension of top-down strategies, in a world that is moving too fast for any top-down strategy to be sufficient."

The Information Age will sweep the world clean of the Industrial Age organizations and its JOB (just over broke) centered culture which brought rack and ruin to families and neighborhoods. With the advent of the Internet, families and neighborhoods with computers have windows to the world. The Internet opens a window that will give neighbors an opportunity to build neighborhood economies and democracies based on neighborhood values. Before this window closes we need to see the vision, set goals, adopt a plan and go to work. “Technology will save us if it doesn’t wipe us out first.” [Pete Seger]
"Now it was the miracle beyond any poet, a charmed magic casement, opening on all seas, all lands. Through this window could flow everything that we ever learned about our universe, and every work of art we have saved from the dominion of time. All the libraries and museums that have ever existed could be funneled through this screen and millions like it scattered over the face of the earth."
 

Over the past few years “Entrepreneurship” has been introduced as a required a course in many business schools and yet few people in academia are equipped to teach the subject. The majority on the teaching staffs in business schools either come directly out of MBA programs or, just as bad, from executive positions in the corporate world. Just as Business College teachers are unable to teach “Entrepreneurship” the bankers who graduated with MBA degrees don’t know how to evaluate Information Age businesses and make loans to entrepreneurs whose ideas created them. The CDCU has a critical role to play both in educating entrepreneurs and in financing their enterprises. The CDCU is in the right place at the right time. The CDCU’s markets are the household and neighborhood economies. The neighborhood will be the center of the Information Age revolution and the CDCU has an opportunity to be the school and the fuel that will energize the revolution. 
“One reaction to the death of corporate paternalism has been the rise of individual entrepreneurs. Once life-long employment could no longer be taken for granted, and once corporate loyalty had eroded, workers … came to see that they were responsible for their own futures. The emergence of the Information Age has made knowledge a commodity, and individuals with specialized knowledge have found that they can sell that knowledge … The US Small Business Administration reports that in 2002, small businesses provided approximately 75 percent of the net jobs added to the economy and represented 99.7 percent of all employers. Technology has made it possible for more and more people to work from home or from wherever they happen to be. They are no longer tied to an office…”
  
Another big reason why the CDCU is in the right place at the right time is the growing role women, our target market, are playing in the Information Age economic boom. In their book Megatrends for Women, Patricia Aburdene and John Naisbitt report: “Women-owned business is one of the fastest-growing segments of the US economy.”
 
In 1997 the SBA reported women owned 25% of the businesses in the US and employed 548,756 people. This exceeds the number of people employed by all the Fortune 500 companies. 
Some of the best entrepreneurial training today can be found in multi-level marketing (MLM) seminars, tapes and manuals. The numbers of Network Marketing, home-based micro-entrepreneurial businesses are growing and people are flocking to “opportunity” meetings. MLM has been called the franchise business of the Information Age yet little is known about how the business works and why so many people have failed in NLM businesses. Although over 12 million independent MLM business owners are doing over 25 billion dollars annual sales through 1,200 MLM businesses in the US, MLMs are hardly recognized in the business college community.

Again the CDCU is in the right place at the right time. CDCUs can begin offering MLM workshops in neighborhoods. Like franchising in the 60s, network marketing is misunderstood and has an image problem. MLM is in its infancy and the industry has had its share of fraud and abuse. Still it continues to offer families a chance to earn additional income and sometimes the opportunity to build big and profitable home based businesses. Successful MLM household businesses can be powerful neighborhood industries. It behooves a CDCU to keep them in the neighborhood by offering training and support.    

"The information highway will provide alternative, more efficient ways for individual buyers and sellers to get together...Almost any person or business that serves as a middleman will feel the heat of electronic competition."  - Bill Gates, The Road Ahead, 1995

Rural neighborhoods are endangered by the large agri-business corporations. Corporate oligarchies dominate the market from production to consumption. In response to their threat the Missouri Farmers Union (MFU) organized pork processing, beef processing, forestry and organic food production cooperatives. MFU received a state charter for a credit union to provide financial services to its members, their businesses and their cooperatives.
 MFUCU is an exciting experiment. To overcome the difficulty of organizing a CDCU in every neighborhood in Missouri, MFUCU obtained a state wide charter and installed a computer network system which would allow it to serve its members. The MFU is open to anyone living in Missouri. Its slogan is: “If you eat, you are involved in agriculture.”

If the MFUCU model works it can open doors to CDCUs all over the state and all over the nation. The MFUCU marketing plan is to blanket the state with “follow the dollar” workshops to find leaders in neighborhood communities who are excited about having a CDCU in their neighborhood and are willing to do the organizing work to get one started. A huge advantage is the local community need not go through the difficult task of obtaining a state charter. They don’t need an office. Their CDCU can operate anywhere people gather, a community hall, a member’s office or a member’s kitchen. What is required is a local CDCU committee which will be willing to take member’s savings and deposit them in a suitable safe place and which will process loan applications. Organizing the local CDCU committee is the key to the success of the plan.  

its possible
In this book I have attempted to describe a lifetime of thought and action which preceded the adoption of this neighborhood economic development plan, for two reasons: I want the reader to know how committed I am to this plan and I want to show that it works.   
Chapters I and II tell you a little about who I am and why I came to teach the doctrine class that Tuesday evening, September 21st, 1965 at the Kikaikelaki Church in Cameroon. This was the night Joseph Nkey asked if he could pay his son’s school fees with fire wood. Chapter III tells the remarkable Kikaikelaki Credit Union story and how K4CU became a seminal experience in my life. The Cameroon credit union explosion fueled by the USIS film “Credit for Kikaikelaki” and my book, WEST CAMEROON CREDIT UNION MANUAL put me on center stage and into a spotlight I never got used to. 
Chapter IV, tells a little more about who I am. The Chapter begins at my reunion with John Kaiser in New York when I was on my way to become the Mill Hill Missionaries Regional Representative to the US. It ends two years later after I left my job as the Rome Conference Representative to Africa and arrived at Lorraine’ apartment in Springfield, MA.    

Part 2, “WITH MY WIFE” begins in Chapter V in 1972 where I applied the lessons I learned from the K4CU experience to Brightwood, an endangered inner city neighborhood in the US. As the Director of the Brightwood Economic Office I introduced a new approach to neighborhood economic development with a “follow the dollar” exercise and a question: “Is Brightwood a poor neighborhood?” In “follow the dollar” we discovered how much money was coming into Brightwood every week and how quickly this income was rushing out of the neighborhood. We converted Casa Credit Union into a neighborhood credit union in 1972. By 1975 Casa had accumulated over $2,000,000 in member’s savings and made 34 home mortgages in a neighborhood that had previously been redlined. Casa’s remarkable growth and its ability to partner with the city and the private sector led to the financing of the Brightwood Shopping Center and the Brightwood Development Corporation. BDC is now one of the largest Community Development Corporations (CDC) in Massachusetts. The Casa success story demonstrates that a “third world” village development model works in an urban inner city neighborhood.
In Chapter VI we opened the third floor of our Brightwood home to OIKOS; a consulting company dedicated to building neighborhood economies. In 1975 and 1976, I worked as a consultant to the National Center for Urban and Ethnic Affairs. I traveled the United States helping neighborhoods organize credit unions. Geno Baroni liked the idea of using credit unions as neighborhood organizers and asked me to move to Washington DC to head the National Catholic Conference on Ethnic and Neighborhood Affairs (CCENA). For a second time in seven years I found myself on center stage in an uncomfortable spotlight. 

While in Washington, Chapters VII and VIII, I helped Floyd Agostinelli the President and founder of Alternative Economics, Inc. write COMMUNITY DEVELOPMENT CREDIT UNIONS, Economics for Neighborhoods.
 The book defines a community development credit union (CDCU) as three institutions; a financial institution, a neighborhood institution and an educational institution. The definition was adopted by the National Economic Development Law Project.
 The AE members were CDCUs from all over the US. Casa was a founding member. Tony Cabrera, its Manager was elected the first Secretary of the AE Board of Directors.  
I attempted to initiate a CDCU project for Missouri after I was appointed to be the Director of the Division of Community and Economic Development for the State (Chapter IX, 1977 – 1980).   The project never got off the ground and I discovered a very important lesson. CDCUs cannot be organized from on high. Government must remain the encourager and credentializer but never the organizer. After the experience, the Wizard of Oz story took on new meaning.

My short career in politics ended with a second assignment to Cameroon. I like to tell people Lorraine and I went to Cameroon the first time as a missionaries. We went the second time as mercenaries. Chapter X is about our family’s year together in Africa. Lorraine and I served on a team funded by USAID to write a National Plan for Community Development. The trip gave me an opportunity to visit with credit unions and it’s leaders in the Cameroon Credit Union League. 
We returned to the US and opened DATA WAY, Inc. (Chapter XI) one of the first computer businesses in Jefferson City. For the next fifteen years DATA WAY fed our family and gave us enough money to raise our two boys. DATA WAY taught me three things. 1. The power of the computer, 2. How to survive in business. 3. How to convert a high cost/high risk traditional business into a low cost/low risk home based business. In our brief history we had grown to a million dollar business with 14 employees and then downsized to Tony and Lorraine working out of a bedroom vacated by one of our boys. I learned a valuable lesson. A home based business can compete in a global economy. DATA WAY’s last contract brought $463,000 into our Jefferson City East End economy. In 1993, I designed a course for Lincoln University in which we studied the impact the Information Age could have on building neighborhood economies. I used DATA WAY’s history as a case study for the class. 

In 1995 we moved DATA WAY to Independence (Chapter XII) and over the next six years DATA WAY redefined itself. We came as an Information Systems business. As our computer contracts ran out we replaced them with neighborhood economic development contracts. After Chelsea was born in May 1996 I began writing this book.

Chapter XIII ends the narrative and introduces the last section: “AND MY NEIGHBORS TOO”. The chapter is about transitions: from the 20th Century to the 21st Century, from Independence to Mary’s Home, from contracts with Community Development Corporations and the Missouri Farmer’s Union to our Neighborhood Economics blog. I have used the blog to introduce the last four chapters and the Center for the Study of Neighborhood Economics.
The last four chapters, XIV – XVII will be renumbered and reprinted as four chapters in a manual for community organizers.
1.  
– NEIGHBORHOOD
2.  
– NEIGHBORHOOD ORGANIZATIONS

3.  
– NEIGHBORHOOD ECONOMICS 

4.
– A NEIGHBORHOOD ECONOMIC DEVELOPMENT PLAN
The manual, the Neighborhood Economics blog and the “follow the dollar” workshop will be basic training tools for leaders who want to organize their neighborhoods around its fundamental economic issues and who believe the community development credit union is the best way to do this. 


the Center for the Study of Neighborhood Economics
When you come to a fork in the road, Yogie Barra says “take it.” 

As I neared the end of this 10 year opus I began to worry. What comes next? Several people have offered me an opportunity to talk about Neighborhood Economics and our plan to build “A nation of healthy neighborhoods” but much more needs to be done. A talk here and another there will be like playing the lottery. What will be the chance of finding someone at a luncheon meeting or a seminar who will want to run with the idea? We plan to publish the Neighborhood Economics manual at a local office supply company and market it through our DROPPINGS network. If the price is right we might be able to sell a few copies to friends and family but this will hardly be the way to launch our product as the bible for “the year of the neighborhood”. Marketing has never been my strong suit. I came so close to panicking I broke into prayer.
Twenty hours later the answer came. I was listening to the morning news on Public Radio. A Professor was being interviewed about some issue. I can’t remember his name. I can’t remember the issue. I can’t remember his University. All I remember is he had founded a Center for addressing the issue at his university. Eureka! Thank you, Jesus, A Center for the Study of Neighborhood Economics.
Timing is everything. The recent elections, the number of issues being debated in Congress and the number of candidates already running for office in 2008 is evidence that our nation has come to an historic fork in the road.
We opened this chapter with a picture of two men and two women standing at our fork in the road. We imagined each one of them represented 50 million people. We chose that number because of the 300 million people in the US just about 200 million will be adults between the ages of 18 and 65. In their book, THE CULTURAL CREATIVES Doctors Paul Ray and Sherry Ruth Anderson discovered there are three predominant subcultures in the United States; The largest subculture, the Moderns, The Traditionalists, and the Cultural Creatives. In their discovery they found almost one half of the American population are Moderns and the remainder of the country is almost equally divided into the other two groups. 

Look again at this picture. The older man is a traditionalist. The modernists are represented by the young couple. The woman in her early 50s is a cultural creative. Although all the subcultures rated “Want to rebuild neighborhood/communities” as their highest value, only the cultural creatives appear to be looking for long range systematic changes. Women make up 60% of the cultural creatives. Women are more likely to be attracted to a neighborhood economic development plan. They, most often, manage the household and make the real economic decisions. Both the Kikaikelaki and Casa credit unions exploded when the women in the neighborhood joined the men in building their credit unions.

The modernists have the money to buy the votes and control the content of the advertising which bombards our homes with one consistent message; “If it looks good, feels good, smells good and tastes good buy it now.” Women who are looking for long term change will be best able to ignore the ads and keep their focus on the goals they have set for their social action. Women have been engaged in a 100 year battle for equal rights. They know how to set long-range worth-while goals. Our Center for Neighborhood Economics should be able to enlist a sufficient number of them to insure the success of our plan. 
"All great truths begin as blasphemies."  - George Bernard Shaw

The Center for the Study of Neighborhood Economics is in the right place at the right time to launch a NEIGHBORHOOD ECONOMIC DEVELOPMENT PLAN. The plan is so simple it is a blasphemy. Anyone can carry it around in their head. The plan is affordable. A Community Development Credit Union need not be a major investment. It can begin at the kitchen table in a home, it can move to a spare room in the church or community hall. A family can open up an account in their neighborhood CDCU for $25.00 or less. Information Age technology has made owning a business affordable and profitable. The costs of the technology keep falling. A business which 20 years ago would require a $200,000 investment can now be run more efficiently out of a home for an investment of under $10,000. CDCUs can lend the money to a family that does not own a computer. Unlimited access to the Internet now costs less than $20 a month. The CDCU can provide technical assistance for "low tech" and "no-tech" neighbors. The technology bar, which up to now excluded many people, continues to be lowered.  
The question is not a technical one. The necessary inventions are in place; the Internet, the software and the CDCU. We have the tools. The question is how quickly and effectively a neighborhood can adapt these tools to address the neighborhood community agenda. The answer to this question lies in how quickly we can change the way we think. This will be the first mission for the Center for the Study of Neighborhood Economics. More than teaching CDCU staff how to make good loans and give technical assistance, the Center needs to train CDCU leaders how to teach the fundamentals of neighborhood economics. Our neighborhood’s problems have to do with the way we think. Running a computer and servicing a loan are simple tasks. Helping people to change their banking and shopping habits is the difficult job. The Banks and the Super-Centers that advertise on TV offer attractive short-term benefits. The CDCU needs to show how in the long-term these institutions and their short-term benefits can have disastrous consequences for neighborhoods.

But the plan won't work unless the CDCU is all the things that a CDCU needs to be, a sound financial institution with a neighborhood agenda and an ongoing education program. Once the power of a CDCU is understood, the Center can begin hosting Let’s Start Dreaming (LSD) parties. The party is open to everyone in the neighborhood but especially to the entrepreneurs. In the party we talk about defining dreams, setting goals and working plans. The parties will be exciting and fun because the neighborhood has the tools to make the dreams a reality, a Community Development Credit Union (CDCU) and homes connected to the Internet.  

1. We can dream about living in a safe, healthy, and wealthy neighborhood without having to move to another neighborhood. We can dream about a nation of healthy neighborhoods and how we can build that nation one wealthy neighborhood at a time.
 

2. We can set a goal to organize a CDCU to capture the wealth that comes into our neighborhood and circulate the neighborhood's income for our benefit and for the benefit of our neighbors. We can talk about how we can have a strong neighborhood economy with locally owned businesses financed by our CDCU. As it used to be, these businesses can again supply the goods and services we need and in doing so they keep our money circulating in the neighborhood and building our neighborhood institutions and our neighborhood wealth.    

3. The CDCU will make so many plans possible it almost be impossible to keep track of them. Families will be planning to create new wealth through their home based businesses. We can explore ways to network households by connecting each home in the neighborhood to the Internet. As more and more families discover more and more ways to increase the flow of dollars into their households, the neighborhood’s economy will grow stronger. With a stronger economy other neighbors will invest in more traditional business giving a rebirth to the retail and commercial neighborhood economy. With a strong CDCU there will be no end to our plans and no limits to our resources. A neighborhood world of abundance and opportunity opens up to our imaginations and there will be no limit to the plans which will be created by our ingenuity. 
In a neighborhood economy, everyone is included. No one is left out.
"He drew a circle and shut me out, Heretic, rebel, a thing to flout.

But Love and I had wit to win. We drew a circle that took him in."

The Center has declared 2007 to be the year of the neighborhood. Even as it is in negotiations with a University for a home base, the Center is booking speaking engagements and offering workshops for neighborhood organizers and seminars and conferences for neighborhood groups. The Center will give first priority to women’s groups wishing to explore the possibility of adopting our neighborhood economic development plan in their neighborhoods. 

- One Day workshop (recommended) 
 
- Half day workshop



  
- Speaker for meetings


 
For pricing and more information you can phone Tony Barnicle at (573) 498 3465 

Or email Tony at www.TonyBarnicle@NeighborhoodEconomics.net.

Until the Center for the Study of Neighborhood Economics has incorporated and opened its office you can book events at this number or this email address.

To get off to a fast start and until we get organized within the structure and rules of a University, the Center is ready to make deals with neighborhoods ready to get started. Make us an offer we don’t understand and we might take it!

CHAPTER XVII NOTES:
� Toffler, Alvin, THE THIRD WAVE; Bantam Books, N. Y., NY, 1980.  ISBN 0-553-24698-4.  I am deeply indebted to Alvin and Heidi Toffler for their vision of the coming Information Age years before e-commerce.  Their three works, FUTURE SHOCK, Bantam Books, NY, NY 1971, THE THIRD WAVE, Bantam Books, NY, NY 1990, and POWER SHIFT Bantam Books, NY, NY 1990, are on my reference shelf and are required reading for my classes at Park, Lincoln, and William Woods Universities.  I have made every effort to properly reference these works every time I use the information I have taken from them.  However, I feel that I have read and quoted them so often Toffler’s thinking has become my thinking and so I want to give credit now for any time I might slip and not give proper credit to these works. 





� Paul M. Ray, Ph.D. & Sherry Ruth Anderson, Ph.D., THE CULTURAL CREATIVES, Three Rivers Press, Random House, New York, NY,  2000. 


  


� Ted Howard and Jeremy Rifkin, WHO SHOULD PLAY GOD?, The Artificial Creation of Life and What It Means for the Future of the Human Race, Dell Publishing Company, New York, NY, 1977.





� Ibid pp. 214 – 215





� Ibid p. 217 





� See Chapter 3. p.58





� See Chapter 5. p.136





� Chapter VII, COMMUNITY DEVELOPMENT CREDIT UNIONS defines and describes the three essential components of a CDCU.





� This is the case in the Mary’s Home community. See Chapter 15, page 341.





� As part of the process of organizing a credit union for its members, I helped the Missouri Farmers Union conduct a survey. Over and over we would hear stories of how the farmer’s grandparents and parents had founded the bank in their town only to have it close or move shortly after the end of WWII. If the bank remained it was often taken over by a larger bank. Now it was a branch bank which no longer made the kinds of agricultural loans important to the farmer. For more information about the MFU Credit Union see Chapter XVIII pages 315 – 318.


   


�  Op. cit. #10.





� See Chapter V, pages 126 – 127





� Ibid. pages 189-192.





� Chapter IX page 202





� Op. cit #12





�  John P. Kretzmann and John L. McKnight,  BUILDING COMMUNITIES FROM THE INSIDE OUT, A PATH TOWARD FINDING AND MOBILIZING A COMMUNITY'S ASSETS, Center for Urban Affairs and Policy Research, Northwestern University, Evinston IL, 1993.


 


� Chapter XV pages 343 - 345





� Harry S. Dent, The Roaring 2000s





� Author Unknown





� Richard T. Dè George, BUSINESS ETHICS, 6th Edition, PEARSON – Prentice Hall, Upper Saddle River, NJ 07458, 2006. Statistics are available at the SBA Web site: sba.gov/aboutsba/sbastats.html.





� Patricia Aburdene and John Naisbitt, Megatrends for Women, VILLARD BOOKS, New York, NY, 1992





� The Direct Selling Association (DSA) reports these numbers. Although several Universities have conducted workshops and seminars related to MLM businesses, as of 2000 there had been no serious research or business classes offered on the subject. 





� COMMUNITY DEVELOPMENT CREDIT UNIONS, Economics for Neighborhoods, Copyright 1977. I might have the only copy left. Floyd closed AE in the 1980s and died in 2006.





� Brad J. Caftel, COMMUNITY DEVELOPMENT CREDIT UNIONS, a self-help manual, Chapter 3 “WHAT IS A CDCU?”, National Economic Development Law Project. 2150 Shattuck Ave., Suite 300, Berkeley California, 94704, (415) 548-2600. March 1978.


  


� See the OIKOS website � HYPERLINK "http://www.NeighborhoodEconomics.net" ��www.NeighborhoodEconomics.net�. 





� from the poem "Outwitted" by Edwin Markham
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