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Springtime is here and so is Yard Sale season. Each 
weekend, thousands of families across the country set up 
shop on lawns and stoops in hopes of parting with treasures 
of times gone by. Thousands more set out each weekend 
poised for the hunt of bargains.  This staple of Americana 
generates some serious revenue to pay down bills, or build 
savings, and like all sales, time and energy are required to 
make the event a success. 

Presentation is key, so take a cue from retailers and 
think about how you will present your items.  We are all 
consumers, so think about the stores you frequent.  Are you 
more likely to purchase from a seller who has things laid 
out neatly and accurately labeled, or from a cluttered store?  
De-cluttering also helps because most people shopping at 
yard sales do not know what they are looking for until they 
see it. Therefore, items covered by other items, or generally 
out of sight, do not sell.  Put everything on tables, blankets 
or in buckets. In addition, clothing has a better chance of 
selling if articles are hung or folded neatly.  Cleanliness 
also affects sales, so take time to wash, polish, and repair 
your sale items before the big day.  

Another important aspect of Yard Sale success is pricing.  
According to the Shoestring blog, clean, well-kept, and 
large items can go for as much as 50% of what you 
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originally paid for them. However, worn or damaged items  
should be reduced further. Remember, you are not trying to 
even out your original expenses.  Furthermore, make sure 
label each item clearly.  Half of the fun of yard sales is the 
realization of stumbling across a great deal.  Having to ask 
how much each item costs takes the fun out of things.  

Marketing your Yard Sale will help to drive foot traffi c. 
The Shoestring blog makes a few recommendations here as 
well.  The morning before your Yard Sale, create a posting 
on Craigslist. In the post, list your top items, any popular 
brands you are selling, and any unique items – be sure to 
include your asking price. The more details you offer, the 
better your chances someone searching for these items will 
fi nd your sale online. The night before your Yard Sale, make 
a dozen or so signs and hang them around the neighborhood. 
It is recommended you write "YARD SALE" with an 
arrow pointing toward your location. Be sure to include 
the date and start time.  A word of caution, fi nd out if your 
neighborhood has any Yard Sale restrictions. Some areas 
may require a permit and have stipulations as to signage. 

Some of us are not salespersons by trade, so here are a few 
tips to help you out.  Don’t smother shoppers.  Be friendly 
and approachable, but allow people to browse and take 
in your offerings.  Also, you will encounter hagglers. Be 
prepared to accept suggested price cuts providing they 
are reasonable. Everyone likes to get a deal, and making 
price accommodations can help you move items that might 
otherwise go unsold. 

Help Cambridge accomplish its mission 
by telling your friends and loved ones 
about the help our agency can provide.  

1-800-CAMBRIDGE
(800) 226-2743

No one should have suffer from the 
burden of debt alone.  
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A Professional Housing and Debt Counseling Agency
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Transparency
“When you do a thing, act as if the whole world 
were watching.” -Thomas Jefferson

The debt relief profession has reached a crossroads.  Bad 
players in the industry have damaged the reputation of 
many legitimate organizations, confusing regulators, 
legislators, members of the media, and, most troubling of 
all, consumers.  Making matters worse is the industry’s 
inability to explain our services and provide evidence of 
our value to consumers. The absence of this information 
has made it very diffi cult for people to sort the good guys 
from the bad, or even to see the profession’s overall worth 
to the community.  Even worse, the confusion makes it 
very diffi cult for consumers to trust that agencies actually 
have their best interests at heart.

Cambridge has decided to take the fi rst step toward 
clearing up this confusion and restoring the public’s trust. 
On March 30th we unveiled the Transparency Project, 
an outreach campaign aimed at educating all interested 
parties about the variety of benefi ts provided through 
credit counseling.  The centerpiece of this initiative is 
the Performance and Satisfaction Information Report, 
a 13-page overview of Cambridge’s services that 
includes data culled from our internal systems showing 
the effectiveness of our efforts.  This report, which was 
assembled by our staff, is broken down into 6 sections:

I. The Initial Counseling Experience
The report begins by describing the initial counseling 
experience.  It explains the reasons why consumers 
initially contact Cambridge for help (86.8% stated 
the biggest reason was their inability to keep up with 
their bills); how the counselor analyzes their situation 
to determine the root cause of their fi nancial hardship 
(biggest factor – high interest rates: 70.7%); and 
ultimately why consumers enroll in a Debt Management 
Plan, or DMP (interest rate reduction is the primary 
reason for 31.5% of enrollees).  

II. DMP Enrollment and Benefi ts Establishment
This section discusses the methods our agency uses 
to determine the suitability of a DMP.  It continues by 
exploring the benefi ts of DMP enrollment, as well as 
the establishment of account benefi ts. The data shows 
that 94.87% of all DMP enrollees were found suitable 
and saw their APRs reduced by an average of 13.7% 
for common creditors. It also shows that 98.0% of 
these creditor accounts are receiving the proper benefi ts 
by the fourth month of enrollment, the point at which 
Cambridge’s Benefi ts Verifi cation Department performs 
a comprehensive account review.

III. Changing Consumer Spending and Savings 
Habits

What benefi t is a DMP if the client completes the plan, 
but goes out and incurs more debt?  Cambridge surveys 
its clients to determine if they are adopting the advice 
provided by their counselor. Survey results show that 

88.4% of clients have worked on their budget by the 
fourth month of enrollment, and that 75.9% of long-term 
clients continue to do so every six months.

IV. Long-Term DMP Performance
A debt management plan is designed to help a client pay 
off their existing debt in a timely and affordable way. 
Any discussion of the effectiveness of a DMP must 
therefore show how many clients ultimately pay their 
creditor obligations in full.  The data revealed in Section 
IV indicates that 57.2% of clients have either completed 
their program or have nearly completed their program.

V. Credit  Counsel ing  and DMP Support 
Satisfaction

Cambridge sends surveys to its clients several times per 
year to ensure that they’re satisfi ed with the work we do. 
The results of these surveys show a 97.9% satisfaction 
score for the Counseling experience and a 96.7% score 
for Client Services.  

VI. Community Outreach
As a non-profit charity, Cambridge provides free 
education to the community. That’s our primary purpose, 
and occupies most of our time. Last year, Cambridge 
conducted 416 seminars for more than 5,000 local 
residents, but our agency’s outreach efforts didn’t stop 
there. In 2010, more than 19,796 unique visitors accessed 
goodpayer.com, Cambridge’s online education website, 
and another 40,000 people viewed episodes in our Your 
Money 2.0 video series.

We hope you will take some time to read the entire report, 
which can be found on our website at   www.cambridge-
credit.org/transparency.html. We’re proud of the services 
we provide, and want you to know more about what we 
do and the challenges we face.


