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Showing impact by comparing people’s 
responses in the target campaign area—the 
Blackfeet Reservation—with people’s responses 
from off reservation, who were not influenced 
or less influenced by the campaign.
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DEMOGRAPHICS

AGE OF RESPONDENTS

CURRENT 

EMPLOYMENT 

ON 

RESERVATION

81% do not use public assistance on the reservation 

78% do not use public assistance off the reservation
$

63%

37%

JUST DON’T BLOW IT.

On the reservation, 53% 

currently own a home, 

and off the reservation, 

69% own a home

On the reservation, 82% 

want to own a home

Off the reservation, 83% 

want to own a home

45% 55%

ON OFF

Average Age: 56.9

61% of respondents 

live on the 

reservation (n=192)

Median annual household income 

on reservation: 

$25.00 

Median annual household income 

off reservation:

$35.00

Only 7% of surveyed households on the 

reservation earn more than $1,000 per year.

Average Age: 49.8

Other, 

11%

Retired, 

22%

Not 

Employe

d, 23%

Employed, 

45%

Off Reservation:

Employed: 35%

Retired: 34%

Not Employed: 18%

Other: 13% 
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9%

13%

18%

22%

26%

Invest in agricultural

improvements

Invest in a new business

Invest in an existing business

I just blew it/I will just blow it

Buy a House

Buy a Car

Pay down existing debt

Other

Save

On Reservation Off Reservation

94% 6%

Was the offer for land on the 

Blackfeet Reservation?

What did you do/will you do with 

the money?

63% 37%

Were you offered a payment 

by the Land Buy Back 

Program?

84% 16%

If offered a payment, did you 

accept it?

k
20% of those who live on the reservation 

attended a Native American Community 

Development Corporation educational workshop 

to help them understand the implications of 

accepting a payment.

Average Number of Workshops Attended: 1.73

49%
of respondents on the 

reservation knew about 

the Piikani Money 

Campaign. 32% off the 

reservation knew about 

the campaign.

37% 63%

Did information from the 

campaign help you make your 

decision?

39%, of those on the 

reservation, who selected 

“Other” gave the money to 

their 

child(ren)/grandchild(ren)

OTHER:

JUST DON’T BLOW IT.

44% on the reservation felt the 

campaign helped them understand 
how to best utilize their payment

41% off the reservation felt the 

campaign helped them understand 
how to best utilize their payment

86% 14% 100% 0% 85% 15% 36% 64%

On

Off



5% Fair

(699-650)

32% Excellent

(850-800)

30% Very Good

(799-750)

19% Poor

(649-600)

0% Very Bad

(599-300)

14% Good

(749-700)

24% Fair

(699-650)

26% Excellent

(850-800)

15% Very Good

(799-750)

9% Poor

(649-600)

2% Very Bad

(599-300)

24% Good

(749-700)

KNOW YOUR CREDIT SCORE?

On Reservation: 41% said yes

Off Reservation: 53% said yes

JUST DON’T BLOW IT.

On Reservation 

Credit Rating

Off Reservation 

Credit Rating

49%

38%

32%

49%

11%

5%

9%

8%

On Reservation

Off

Reservation

Has Your Credit Score Changed Since Land 

Buy Back Payments Were Made?

Unsure No, it has not changed Yes, it has risen Yes, it has lowered

48% of those who live on the 

reservation reported the campaign 

helped them understand the 

importance of good credit



24%

23%

11%

10%

10%

9%

5%

4%

4%

2%

17%

22%

7%

9%

10%

18%

9%

4%

4%

1%

Deposited more funds than usual in

my Checking Account

Deposited more funds than usual in

my Savings Account

Opened a Checking Account

Opened a Savings Account

Paid off a Credit Card

Other

Paid more on a Credit Card than usual

Closed an Unnecessary Account

Closed an Unnecessary Credit Card

Opened a Credit Card

Since Land Buy Back Offer Distribution, How 

Have Your Accounts’ Status Changed? 

On Reservation Off Reservation

On the reservation, 

32% felt the 

campaign provided 

them with the 

necessary information 

to make changes to 

their accounts

11%

41%

31%

17%

UNBANKED

3% PLAN TO OPEN 

CREDIT CARD

35%

PLAN TO 

OPEN 

CHECKING

OR SAVINGSCHECKING

SAVINGS

CREDIT CARD

6%

44%

30%

20%

UNBANKED

8% PLAN TO OPEN 

CREDIT CARD

23%

PLAN TO 

OPEN 

CHECKING

OR SAVINGSCHECKING

SAVINGS

CREDIT CARD

Off Reservation

On Reservation

ACCOUNTS



JUST DON’T BLOW IT.

Steps Toward Homeownership:

On Reservation: 33% said yes

Off Reservation: 19% said yes

Business Ownership & Expansion:

On Reservation: 32% said yes

Off Reservation: 25% said yes 

The Importance of Attending 
Workshops, Classes, and 
Financial Opportunities:

On Reservation: 42% said yes

Off Reservation: 32% said yes

Helping Your Child(ren) Know the 
Importance of Responsible 

Money Management: 

On Reservation: 39% said yes

Off Reservation: 19% said yes

Did the campaign 
provide you with 

adequate training 
and information 

on…

22% on the 

reservation developed 

a budget as a result of 

training/outreach.

Only 11% off the 

reservation developed 

a budget 

Has the campaign 

influenced where you cash 

your checks on the 

reservation?

80%20%

On The 
Reservation, 

where do 
you/will you 
cash checks 

in 2017?

70% 
BANK

12% 
OTHER

10% DO 
NOT CASH 
CHECKS

8% LOCAL 
STORE

1% 
CREDIT 
UNION

Off Reservation
Bank: 65%

Do Not Cash Checks: 12%

Other: 10%

Credit Union: 10%

Local Store: 3%



Yes, 54%

Yes, 32%

No, 46%

No, 68%

On

Reservation

Off

Reservation

Has the campaign improved your ability to spot 

financial fraud, scams, predatory sellers or lenders?

Has the campaign helped increase your ability to 

identify/prevent/confront financial elder abuse?

60% 40%

52% 48%

Since Land Buy Back payments have been 

dispersed, did you experience/witness/hear about 

financial abuse?

71%
On Reservation Off Reservation

On Reservation

22% 78%

JUST DON’T BLOW IT.

Did the information you learned from the 
campaign help you avoid financial fraud and 

scams?

On Reservation:

77% yes

Off Reservation:

55% yes

After Land Buy Back payments were 
dispersed, were you contacted (by phone, 
mail, email, Facebook, etc) by predatory 

sellers, predatory lenders, or other scams?

On Reservation:

25% yes

Off Reservation:

17% yes29%

Off Reservation



JUST DON’T BLOW IT.

What type of 

information from 

the campaign did 

you think was the 

coolest?
10% WORD OF MOUTH

Off: 5%

13% WEBSITE/FACEBOOK/TWITTER

Off: 8%

16% WORKSHOPS

Off: 16%

4% NEWSPAPER

Off: 2%
11% RADIO

Off: 10%

7% MAIL

Off: 21%

10% OTHER

Off: 16%

2% EMAIL

Off: 2%

3% TELEVISION

Off: 0%

6% BROCHURE

Off: 11%

20% BILLBOARDS

Off: 8%

29% on the reservation reported they would 

have liked financial training including things 

like money management, basic 

accounting/taxes, and budgeting.

Off the reservation, 50% wished they had 

received information about the campaign 

sooner or they did not know about it at all .

37%

20%

7%

7%

5%

Informative/Helpful/Educational

Billboards/Signs/Exposure

Gave Hope/Awareness

Info On Investing

Help With Elderly Abuse

Top 5 Liked Aspects of the Campaign From On 

the Reservation

25%

11%

11%

11%

6%

Informative/Helpful/Educational

Billboards/Mailings

Clear Instructions/Thourough

The Money

Fractionated Land Programs

Top 5 Liked Aspects of the Campaign From 

Off the Reservation

28% on the reservation 

wished there was other 

information focused on by 

the campaign

18% off the reservation 

wished other information 

was covered



JUST DON’T BLOW IT.

In order to demonstrate the major impacts of the campaign, this report compared those who live on the Blackfeet 

reservation―the campaign target area―with people off reservation, who were less influenced by the campaign, or not 

influenced by the campaign. 61% of respondents do live on the reservation. Demographics stayed relatively similar with 

both populations. Of those who lived on the reservation, 63% were offered a payment while 86% of those living off 

reservation were offered payment. Of those who were offered a payment off the reservation, 100% of land was on the 

Blackfeet reservation compared to 94% of land offered to those currently living on the reservation. Results were similar 

whether they accepted an offer or not and for whether they felt the campaign helped them make their decision. Of those 

living on the reservation 26% saved and 22% did something else with their money. Of those that did something else with 

their money that wasn’t listed on the survey, 39% reported they gave the money to their child(ren) or grandchild(ren). 37% 

off the reservation respondents saved as well, and 28% paid down their debt. When asked if they knew about the 

campaign, 49% did on the reservation and 32% did off the reservation. Both on and off the reservation, over 40% felt the 

campaign helped them understand how to best utilize their payment. However, this entire report demonstrates that the 

people on the Blackfeet Reservation—those exposed to the campaign—experienced greater positive experiences 

surrounding the Land Buy Back Payments and demonstrated greater fiscal responsibility with their payments and 

economic decision-making.

Land Buy Back Program Payments and the Piikani Money Campaign

Financial Abuse, Frauds, and Scams

Since Land Buy Back payments were dispersed, 52% of on reservation respondents have witnessed, experienced, or 

heard about elder financial abuse compared to 22% of off reservation. 20% more respondents on the reservation than off 

reported that the campaign has helped them address elder financial abuse. Over half of respondents living on the 

reservation felt the campaign has helped improve their ability to spot financial fraud, scams, predatory sellers, or lenders.

Likewise, 77% of on reservation respondents claimed the campaign helped them avoid financial fraud and scams. 

117 live on 
the 

reservation

75 live off 
the 

reservation

192 total 
respondents

ON/OFF RESERVATION COMPARISON SUMMARY



JUST DON’T BLOW IT.

More respondents off the reservation than on knew their credit score. Respondents from both areas mostly 

described their credit score as being excellent. Of respondents who noticed a change in their credit score since 

Land Buy Back, 11% on the reservation said it had risen, compared to 5% off the reservation. The campaign was 

successful in teaching 48% of individuals on the reservation the importance of good credit. On the reservation, 

24% reported they have deposited more than usual into their checking and 23% have deposited more than usual 

into their savings account compared to 17% and 22% respectively for off reservation respondents. 32% of on 

reservation respondents felt the campaign helped them to make these changes to their accounts. Despite only 2% 

more of off reservation respondents had checking or savings accounts compared to those living on the 

reservation, 35% of those on the reservation planned to open a checking or savings account compared to only 

23% of off reservation respondents. The most used place to cash checks on and off the reservation was a bank. 

Training and outreach resulted in 22% of respondents living on the reservation developing a budget, while only 

11% off the reservation developed one. When asked about the impacts various trainings provided by the campaign 

had on them, those living on the reservation yielded higher results saying the campaign had a positive impact. 

Credit Scores, Accounting, and Banking

Thoughts on the Campaign

From both areas, most respondents reported their most liked aspect of the campaign was how informative, helpful, 

and educational it was. The billboards, mailings, and general exposure were also highly liked by those living both 

on and off the reservation. On the reservation billboards were the coolest as indicated by 20% of responses in 

comparison to other marketing materials. For off reservation respondents, 16% thought the workshops were the 

coolest way they received information. More respondents on the reservation than off wished there was other 

information covered by the campaign. 29% would have liked financial trainings and information on things like 

money management, basic accounting and taxes, and budgeting. Off the reservation, 50% reported they would 

have liked to have received information sooner or they had no information at all about the campaign. 

ON/OFF RESERVATION COMPARISON SUMMARY
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