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Ladies and Gentlemen:

We appreciate the opportunity to comment on the Interagency proposal (the “Proposal”)
for Model Privacy Form under the Gramm-Leach-Bliley Act (the "GLBA") recently
published by the agencies listed above (the
efforts to develop a clear and concise custom
can be used by all financial institutions as a S
privacy practices under the GLBA. We also su
standard format that can be utilized by custom
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various financial institutions. We do, however, have significant concerns about the
Privacy Notice if it were to be adopted as presently written.

Our comments are both substantive and procedural. In order to illustrate our concerns,
we have attached a marked-up copy of the Privacy Notice as Attachment A, which
contains a number of suggestions we ask the Agencies to consider. While the 60 day
comment period did not alfow time for us to test our ideas with customers, we would
very much appreciate the opportunity to participate with the Agencies in any future
customer testing if the Agencies so desire.

1. Flexibility and Accuracy. Financial institutions must be provided with sufficient
flexibility to make modifications to the form as necessary to accurately describe their
privacy practices. This furthers the purpose of customer understanding as well as
protecting institutions from claims of unfair and deceptive practices. One way the
Agencies could add flexibility to the Privacy Notice is to allow financial institutions to
choose words or phrases from a pre-selected list, and to permit use of qualifying words
such as “may” and “can”. For example, a business that does not collect all the types of
information mentioned in the “What’ box (a customer's employment history, for
example) may wish to delete mention of this type of information altogether, not only for
the sake of accuracy, but also to distinguish its practices from those of its competitors.

The Privacy Notice must allow a financial institution with multiple affiliates and/or
divisions to define the companies to whom the Privacy Notice applies by an appropriate
entry in the “Who” box. A single affiliate issuing a privacy notice must be able to
properly distinguish itself from its affiliates. Similarly, multiple affiliates issuing a
combined privacy notice must be able to accurately identify themselves. Proper
identification of the actual Issuer(s) of the privacy notice is critical to avoid customer
confusion and to prevent customers from misdirecting opt-out instructions.

Financial institutions should be able to use the Privacy Notice to fulfill all state and
functional privacy disclosure requirements, such as those pertaining to securities and
insurance products, Combining the institution’s privacy disclosures in an integrated
document enhances a customer's understanding of that institution's practices as a
whole and eliminates the need for customers to try to interpret mutltiple disclosures they
have cobbled together from the same institution. In addition, allowing all disclosures to
be presented in a single document would save financial institutions from duplicative
printing and mailing costs. We are not proposing that additional information that is not
federally required be entitled to Safe Harbor treatment, merely that the inclusion of such
information on the mode! form does not disqualify the form itself from acting as a Safe
Harbor under the GLBA and FRCA. We discuss this point further in Section 5 relating to
the ‘information sharing” chart,

We also suggest, for the benefit of both customers and financial institutions, that
institutions be permitted to include additional privacy-related information on the Privacy
Form, even if such information is not required by privacy laws as such. For example,
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financial institutions shouid be permitted to include in their Privacy Notices the FCRA
notice regarding use of credit reports without losing Safe Harbor protection.

2. Delivery and Format Requirements.

Size Requirements: Standalone Mailings. The Agencies propose a requirement that
Privacy Notices must be printed on 81/2" by 11" paper. This would present significant
problems for our institution.

We typically mail Privacy Notices to our customers with other important materials, such
as bankcard carriers and billing statements. Because the Agencies’ proposed paper
size is incompatible with these materials and our printing equipment, Privacy Notices
would have to be maijled separately,

Currently, a Privacy Notice inserted into a bankcard carrier or billing statement raises
the cost of the mailing by less than 1 cent, assuming the mailing is done in bulk.
Standalone Privacy Notices are sometimes sent, but only to customers with no activity
during the given period. A standalone mailing of Privacy Notices that are presently
included in other mailings would cost an additional 31 cents for standard mail.
Consequently, we have estimated the incremental cost for Citigroup consumer
companies at more than $30 million dollars, based on a mailing of 100 million notices
via standard mail.

We believe that customers benefit from receiving the Privacy Notice with other
important bank communications, since, in our experience, they are more likely to open
and read mail that contains an “important” communication such as a billing statement
than an unidentified standalone communication. Furthermore, the necessity of mailing
standalone Privacy Notices would require us to develop and monitor additional
compliance procedures to ensure these mailings were properly conducted, potentially
involving increases in resources and costs.

We provide new retail bank customers with a Privacy Notice that is contained in a
customer handbook. The size of this customer handbock is also incompatible with the
Agencies’ proposed paper size. We believe that customers benefit from having single
source reference materials such as handbooks, since they can be easier to understand
and retain than multiple standalone documents, and that institutions should not be
prevented by paper size requirements from including their Privacy Natices in these
single source reference documents.
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Three-Page, Single-Sided Format. We currently deliver many Privacy Notices in a multi-
panel form that easily folds into a billing envelope. The opt-out form can then be
positioned very close to the description of the opt-outs for greater ease of use and :
understanding. The opt-out form can be removed and returned as a separate panel 2
without eliminating any other information from the portion of the form that the customer
retains. Alternatively, the Privacy Notice can be provided on a single, two-sided page,
with the opt-out form as a tear-off on the bottom of page one. This format, illustrated in
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Attachment A, can both reduce the costs of delivery while also helping the customer to
understand the opt-outs, since they are strategically placed closer to the “sharing
comparison” chart. We do not believe that 5 three-page, single-sided format would
better serve customers than our present formats.

Furthermore, we, like many other financial institutions, have made a significant
commitment to the environment. Where there is no clear customer benefit to using
three single-sided pages, we would prefer utilizing our existing methods.

Formatting Requirements. Finally, we oppose the Agencies' proposed restrictions on
format requirements. We do not believe these restrictions are necessary since financial
institutions are already under the obligation to issue Privacy Notices that are "clear and
conspicuous.” The Agencies have requested comment on whether, and to what extent,
financial institutions that elect to use the model form will use logos and/or color,

For example, in the present version of the Privacy Notice, customers who opt-out of
sharing with affiliates for marketing purposes are not made aware that their financia
institution may nevertheless share “transactional and experiential” information with its
affiliates for purposes other than marketing. in addition, the Privacy Notice references
non-transactional/non-experiential information under the FCRA as “information about
your creditworthiness” without any further explanation of what “creditworthiness” means,
and how it differs from “transactional and experiential information”. We chose a different
title for the “creditworthiness” category- “personal information that is not about your
experiences or transactions with [me]"- but we recognize that ours is not a perfect
solution either. Consequently, we suggest that more precise explanations of FCRA
sharing rules and terminology should be developed to provide more assistance to
customers in understanding these rules.

]
{
1
:
1
4
£
H
7
4
e
g
:

We strongly urge that the privacy notice NOT be finalized until this FCRA rulemaking
process has been completed for a number of reasons. First, because the information
sharing rules can be complex, it is critical that the rules for sharing with affiliates under
the FCRA be carefully synchronized with the rules for sharing with non-affiliates under
the GLBA to produce a result that is simple to convey and comprehend. Second,
financial institutions that use the model form should receive the same Safe Harbor
benefit under the FCRA as is available under the GLBA. This is especially true since
many of the more difficult rules relating to information sharing, such as those which




distinguish between “transactionai or experiential” information and all other information,
are found in the FCRA.

We believe that a statement from the Agencies that the model form, with modifications
as described in Attachment A, constitutes a Safe Harbor under both the FCRA and
GLBA would aid in the adoption of the model form by financial institutions, and could
significantly decrease financial institutions’ exposure to state attorney general actions
aileging unfair and deceptive claims and practices relating to privacy disclosures.

4. Repeal of Sample Clauses. The Agencies propose to repeal the Sample Clauses
now in existence under the GLBA one year after a final rule is adopted. We understand
" desire for financial institutions to move to a standard, simple form that can

are heavily regulated by state agencies, may not find it easy to use the model form
since this form reflects a standard retail banking model. Further, casting doubt on the
effectiveness of the Sample Clauses may unnecessarily imperil companies that retain
that wording, opening such businesses to allegations that the phrases are not “clear and
conspicuous,”

Consequently, we request that the Agencies continue to afford Safe Harbor treatment to
those companies who do not choose to use the new model form. At the very least, we

3. Information Sharing Practices.

We believe that the information sharing practices chart in the proposed model form
contains an implicit bias against companies with multiple affiliates and companies that
do not perform most functions in-house. A complex organization with multiple affiliates,
or an internet company with no physical infrastructure, would most likely complete the
second column — “Does the financial institution share?” - with “Yes” answers, while
answering the second column - “Can you limit the sharing”? - with “No” answers. The
model form provides no explanation that the sharing is legally permissible or that the
law, in many cases, does not require the institution to provide opt-outs, Furthermore,
institutions with less complex corporate structures and/or fewer contract vendors are
likely to answer “No” to the sharing column, making it appear that their sharing practices
have been designed to be more favorable to the customer.

To eliminate this inherent bias, we suggest that the third column be entitled “Does the
law give you the right to limit this sharing?” We believe that this puts financial institutions
in parity with each another by making clear that it is the law, and not the institution, that
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typically decides when the customer has the option to limit the sharing. Those
institutions that do offer sharing choices above and beyond what the law requires can
distinguish themselves by adding additional opt-out choices to the opt-out form.

We have stated above that financial institutions must be permitted to take into account
both state and federal law requirements when designing their Privacy Notices, including
functional laws relating to certain types of businesses such as securities and insurance.
We believe this is especially important in connection with the “sharing comparison”
chart. A comprehensive chart reflecting ALL the interrelated rules and choices
applicable to a customer makes more sense to that customer than information that is
potentially inconsistent and received piecemeal via multiple forms and/or mailings.
Consequently, we have suggested in our revised Privacy Notice that the term “law” be
used instead of “federal law”, both in the ‘sharing comparison” chart and elsewhere, in
contemplation that all applicable privacy faws will be reflected therein.

Although the intention of the “sharing comparison chart” is to provide clarity and
comparability, it has the potential to be overly simplistic We therefore suggest that a
space be provided- at the bottom of the notice, for example- that would allow a financial
institution to provide explanations as necessary relating to the items shown on the chart.
For example, as stated above, the space could be used to describe the interplay of
state and federal law opt-outs. Alternatively, it could be used to explain that opting out of
sharing information for affiliates’ marketing purposes would not necessarily result in the
receipt of no marketing from that affiliate, since marketing could still be done under
certain exceptions — for example, where the affiliate has a preexisting business
relationship with the customer. Lengthier explanations could be cross-referenced to
additional information on page 2.

6. Thirty Day “No-Sharing” Period

The Proposal would require financial institutions to include the following statement in
their Privacy Notices: “Unless we hear from you, we can begin sharing your information
30 days from the date of this letter.”

We assume that the Agencies intended that this 30-day requirement apply only to new
customers, since it would pose extreme procedural difficulties were it also to apply to
Customers receiving Privacy Notices annuaily. In addition, we point out that this
statement would be inconsistent with the FCRA since the statement does not
distinguish between “experiential and transactional” information, which can be shared
without providing a customer opt-out, and “non-experiential, non-transactional’
information.

We suggest that the Agencies apply the standard presently found in the GLBA, which
requires that new customers be given a “reasonable opportunity” to opt-out prior to
sharing.

7. Need to Alert Customers to Changes in Privacy Policy
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The Agencies request comment on whether a financial institution should be required to
highlight changes in their policies in a distinctive manner as part of their mode! form. We
strongly object to any such requirement for a number of reasons. A financial institution
is already obligated to issue a revised notice under Regulation P in the various
circumstances discussed therein. The conditions under which revised notices are
required are presumably those that were considered material to customers. The
Agencies’ proposed requirement would impose a costly obligation on financial
institutions to send explanatory notices to customers even for non-material changes.

customers themselves. Consequently, we believe that the existing rule relating to
revised notices should be retained with no further requirements imposed.

8. Should Complete Account Numbers or Social Security Numbers ( ‘SSNs”) be
Required? The Agencies have asked whether a customer’s name and address alone,
Or name, address and truncated account number for a single account, would be
sufficient for a financial institution to process that customer's opt-out form or whether
institutions need SSNs and/or complete account numbers as well.

In addition to name and address, we typically require one of the following “Identifiers™ a

Where opt-outs are account-specific (as opposed to reiationship-specfﬁc), it is important
for us to match these requests with the specified account. We need one of the
Identifiers in order to do this. For example, a customer may have different choices for
their accounts linked to their banking relationship than for credit cards associated with a
retail store or other third party.

In some cases, use of the SSN itself (as opposed to one of the other ldentifiers) is *
preferable, both from an institutional and a customer point of view. Where a customer
provides a single opt-out request to several affiliates, or with respect to several product

easily locate their account numbers, such as in the case of Inactive accounts or fully-
paid insurance policies where account statements are not issued on g regular basis, An
SSN (or complete account number) is particularly helpful if we have to identify
customers with the same or similar names who reside at the same address.




For these reasons, we believe it is advantageous, both for us and for our customers, to
have the ability to use SSNs and complete account numbers when processing opt-outs.

9. Attachment A. As stated above, we have revised the proposed model form of Privacy
Notice to illustrate suggested changes that the Agencies may wish to consider. We
have included both redlined (“A-1") and clean ("A-2") copies. A-1 also contains an
itemized explanation of our changes. In preparing our suggested form, we have made
assumptions regarding the FCRA sharing rules pending the anticipated FCRA
rulemaking.

Conclusion. We understand from the supplementary information accompanying the
Proposal that a second phase of “quantitative testing” will be done among a larger
group of customers. We would be happy to work with the Agencies during this testing,
or at any other time, should they wish to have further input from the financial institution
sector. We again thank the Agencies for the opportunity for comment on the Proposal.

If you have any questions, please do not hesitate to contact the undersigned at (212)
559-2938 or Joyce ElKhateeb of my office at (212) 559-9342.

Very truly yours,
Carl V. Howard

CVH/
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Attachment A1: Redline with Explanations
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Explanations:

OUR PRIVACY NOTICE FOR CONSUMERS

5

We have added a title that emphasizes “privacy
and “consumer.” We note that the Agencies’
model notice inchuded both the terms “consumer”
and “customer”. We suggest “consumer” in the
title to highlight the fact that this is a notice that
applies only to consumers. We suggest using
“customer” thereafter,

] WAL DOES Yol e gelting this notice from [name of financial institation], D4

§ VARHYOUR PERBONAL INECRIBATIOND

The form shouid allow for flexibility in
describing the issuer of the notice. In most C
the notice will be issued by a single legal vehicle
but it could also be issyed by a division of that
vehicle or by multiple corporate affiliates. 1f
explanations are necessary, the issuer should be
permitied to add the explanation to the box itself
or asterisk this section and provide the
explanation elsewhere in the document, such as in
a footnote.

L]

VWig ara permitted to Bnansial shosee-how-theyv-share your personal

information for various RUrRoses. Tha law g@@&ﬁ%@?mw QUF consumers the right to

fimit some but not atl sharing. Federal-ibaw-The taw also requires us to tell you how we

callect, share, and protect your personal information. Please read this notice carefully to
understand what-wi-tdepur practioes,

This consolidates material from page 2 and
mereases scope to include applicable State law.

The types of personal information we collect and share depend-onthe grodust-orsenine
vt Bave with-us. Thisinformationcan include
*  Ipformation from you, such as your name. atidress and Social Secunily number
ant-insome
«  Information about vour ransactions with s, sugh as account balances, aooount
atiivity and payment history
« infoonation from others, such as cradit history and ereditsooresaminlovmant
nformation
¢ Jnfernstion nesded to undenarite insuranas

Y& can only. share what we collect as pemnified by lww, Forgxamnte. thers are festrivlions
o0 sharing credit repors and medicst information,

Wi vioi alana e soh- e aontinue-to-hare daformatiom aheud s ety o
VAR W 53 = 3y FHEHTES TR FHGHTHRG I Gh0uE-y Hig)
pobicies.

This consolidates material from page 2. All
material in one place may make notice casier to
read.

Use of categories and addition of the word “can”
allow statements to be true for most I I's, versus
the proposed model notice.

Certain categories, such as “underwrite
insurance,” should be used only where true. We
suggest that the Agencies vet these categories
with customers and financial institutions and
explore whether additional categories should be
added. It may be possible 10 tie in a definition of

“transactional and experiential” information for
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Attachment AT: Redline with Explanations 2

purposes of the sharing chart below, Apencies
should also consider whether financial institutions
should be allowed to delete any language within a
partticular category that is not applicable (o them,
For example, if a certain institution wants to
emphasize that it does not collect SSNs, it may
wish (o delete that phrase from the first category,
even though it is technically not required to do so
given the use of the word “can” in the first
senfence,

We added a separate sentence on sharing since
some of the information that is collected is not
shared, and sharing of that information could be
viewed by our customers as objectionable,
Statement on prior customers was maoved to page
2 under “To whom does this notice apply.”

All financial companies need to share customers’ personal information to run their Tightens language; eliminates duplication, R
everyday business, o srocess. ransatios Wﬁﬁﬁmﬁ,am%@.xT:_.,.?)i:..ﬁc .

sk rag
sredit-butsane--la The section below-we-listiheressons Bnansial oo pares-can-shars
thairsusiomens personalinformation; the-teasen Smm%v.mgﬁmz@wmrrﬁmﬁm@&,%@mm@wﬁ
axpiaing how we shares and whether you car fimit this sharing.
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Attachment Al: Redline with Explanations 3

Explanations:

Titles simplified; header to column 3 ehminates
“bias” against sharing by explaining legal
requirements in addition to sharing practices.
Consolidates information from page 2 on legal
application of opt out rights,

XM i

For our everyday business purposes Examples removed throughout 1o reduce
B PrOcess-your-ranssckions, maintain Vit [Yes/No?

aoeourt-and-rpeth-s sredit burosus tNe} u,waﬂzmmzo%.

T bb

For our marketing purposes - Repetitive language deleted

to-ofterour-products oo BOPIGES-b-YOu {Yes/No} INoj

For joint marketing with other financial Companies who do not engage in joint marketing
|| companies [Yes/Noj iNo} can indicate this by “n/a®

] ) i . , . We've consolidated with second item below fo

m@,.mﬁﬁ&.&%@@,eg««m@gﬁag@ﬁ%ﬂ%@m bresiNe} Pres} better track FCRA requirements, Agencies may

~Hiormation-about yeur ransostions and . v .

SNEHEAGEE consider defining “transactional and
mformational” on page 2. (Note: if FCRA
rulemaking imposes requirements different f rom
the ones assumed here, additional changes to the
chart and definitions may be needed.)

For our mmmmm“mmm,@kwwﬁh_%m@%mwﬁ&‘g%é%ﬁ o , This emphasizes affiliates’ “own marketing”, not

g@%ﬁﬁ,ﬁ,gﬁn@%mgﬁ,@gﬁyﬁéﬂ fYes/No] [Yes]{ M Q m%x, n&max,a%% i services provided to us. Companies who do not

sredibrorthiness below Chesk-vour-choions, BB} !

have affiliates can indicate this by “n/a”

For pur affiliates fe-marketio-you for thely other

tegally pormissible RUIDOSES T [Yes/No) Mo, I information is about our
Wansactions or expetiences with vou

Companies who do not have affiliates or who do
{Yes/No] Yau, {f information Js not about our not share “other” information with their affiliates

Wrapsactions oo experdences with vou can indicate this by “n/a”
{Te limdl, cheok apfion 2 below )

13

Presl{Ghetkyaur choioss, o, 3)

F I T

For nonatfiliates ta-for their marketing tovou o « This emphasizes third parties” “own marketing”

[Yes/No] w&%% %mﬁ%?%ﬁmmmm%wm not services provided 1o us. “N/a
HEDILEREGK your Shoioos: -3 as appropriate.

fAind i B pioky ‘.;w et T v< st ]

et G go-G-pei-addressl Not needed since opt out form follows,

L]

can be inserted
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Attachment A1: Redline with Explanations 4

[ Explanations: T
%@g@gggggf s We would like the option of including the
W YOLIR.) : i 1 ? “Choices™ form on the bottom of page one, as
& 1 shown. First, we believe it is easter for the
consumer (o track the explanations of the opt-outs
included in the third column of the “sharing
comparison chart” if the opt-outs are immediately
below it. If our choices form 18 a mail-in coupon,
we will display a scissor line on top of it and
instruct the customer to cut and return the bottom
portion. In that case, the text on the reverse side of
the document would end above the scissor line. If
the customer can elect choices by calling, or on the
web, there would be no need to include the seissor
P S I.WEngmW et o ]
Qonmmﬂm Us By telephone: {toll free number] — aur-imenuwl promptyou through-yourshoicas
e [Py - o1 JOI accou Iders can be
\ R On-he-wabBy the Infernet: fweb address] w::m.Eﬁm on joint maocm:: ho ! .
W%w&m%%ﬁwwﬁ% wil modified to reflect applicable business practices.
mﬁmw& instrictios from By visiting vour local branch w.,_. ; m el .
sither of vou and apply . . s . _ . s do not need to provide a oplions.
A L ©my 5 i . " .
them to the entire By mail: mark your choices befow, fifl in and send form in astamped envelops to
decount Mail in coupon is not required.
[maiting address]
Please allow approximataly 30 davs from our reneipt of your privacy. choices for them fo
betome effective, Unless you reguest a change or you have been otherwise informed by
UE. a0y previous privacy choloas vou may have given us wi L remain in effect,
Unlass wo Hearlom-you, we sanbe SRBFAY “qsn«.ﬁ@%%&@a%m#&E#&émﬁwi
His-dottor-However, YOL-SOR-BOnRe-Us mm.,mﬂ%...g,*ig@m%mﬁ%
R o S, U, D - e
' Besue i nchide vour | Ghedk anyiall you want to it {sas 4y T T .
account m..,caw@ammmmm vially (see-pago 1) Option numbers track to the third column of the
YOur choices will be 3 Ontien 1. Po not share my parsenal information with your affiliates sbouttay “sharing comparison chart,”
Bhpiled only o ereditworthiness with- vour affillates for their eversdiy-businessiarketing
aucounts listed purposes,
1 Quption 2. Donot shate my personal information with your affiliates for other
I vy are alyo 2 lagally permissible purposes unless it js about vour expensnces or fransactons
Sustomer of pne of our w&gw@g@@%gm@é&é%ﬁm:mﬁi@,tm.m.y,ﬁéigﬁmﬁﬁ_;ﬁgﬁmg..w¢§m§.@”,3
_ifflistes and voy e ﬁm&w%@%@é@&%ﬁ%@w@mg,g@%@.3&%@ B
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Attachment A1: Redline with Explanations

5
[ teceive anolice of ther T T Option 3. Do not share my personal ifommation vtk nonaffiliates te market thor T
gntlo share corlain produsts-and-serd ‘gﬁw@ﬁ@wwﬁmmﬁ%s@;%mmﬁb,,w&mﬁbmmw
information aboul YOuL 3 [Qption 4 olbier ont outs) offered by the busingss 1 L . } .
you will need o Businesses may wish to offer their cuslomers opt
w%%aﬂwmmﬁmﬁmmw%m%wﬁm L you gre a resident of Vatimont, Catifornia or [add uther stales a5 spolicablel, then please outs other than those that are mcmm:% required.
o.share such see.laty law’ on reversa side, Depending on state law requirements, a financial
InfarnationYeur mstitution could provide an explanation io the
SROIGBS-Will apply.fo customer on the opt-out form and/or on page 2 of
%w,mw ST N Ta IR Y L .
oveenG 6l your the notice.
BRI
Your manme T e B e e
Your name Mait-to; No need to repeat firm's mailing address.
Tt e h et s Ry rvz.,...ln..l..zlla...l!...:[ul.i.ll.,s:[!::.ll.{!ll!..:'.z,f,,!![ﬂé!![]i.l....r[]&:![fil ST S— Z{Fgéf?ﬂ]z{é( e ettt i e e et
Youraddess e e Pt S
~ "~ Account number(s) | T B ) Provide information for memvhm mnn.acmﬁﬁmwﬁyﬁ,ﬁ
e g e | |
Lo | orSonSenumbe T L | [ allow customer to provide SN s an altermatve,

| frieeseco




Attachment A1: Redline with Explanations 6

Explanations; T — o ‘
“Not wmomm,mmx.z if (his is mwmwﬂommmmﬂn reverse
side,
Mmmmmﬁmﬁmgﬁmﬁﬂmﬁmﬁmwﬂi ,,,,,,,,,, ]
does this notice apply? | - * M i g cuslomors. When I T New content to supply definition; picks up ]
¥Ouare 1o longer 8 customer, we may con g 10 share information about vou ; 5 - ava
dccording fo this nofice, statement on formes customers,
How often will we does amaal ] We must naify you about our sharng pracices when you open an aceourt and 1] Here, and elsewhora the full name of the -
mm@«%ﬁ,?aﬁ%@ﬁ?omé MEYRU | each year while you are a customer, T o .
about Beir-our practices? mstitulion 18 not necessay ¥,
- Canwe hande ouf privagy ] ;mmww,ﬁ_@aﬁ@@ﬂﬂ,,ﬁﬂ%ﬁ%&@p@ﬁﬁ@% ,,,,,,,,,,,,,,,,, | Necessary addition. .
e E e I R e
How do_we os-{name-of financial | To protect your personat information from unauthorizad access and use, we Lse We changed “that comply with” {which could be
institation}-prolect FyOUr Secufity measures m«mﬁ._mﬁﬁ&%gm&i@«mmﬁ equired by Jaw. These measures . e , g 5
parsonal information? include computer safeguards and secured fles and buildings read as a guarantee] to “as required by.
How does [nanie of fnanoial %@%@ﬂ%%%ﬂ%%%%m?%ﬁgﬁ@@%% T Content consolidated into the “What™ section of |
malitution) sollsst- mypereons! SODET- AR GGG Ak-or depositmenay page 1
irformation? ~pay-your-bils-or apply-for-a-oan i ’
sHEGYour crasi-oard-oF debit carg
Wl st your-sersenglinto sHon-from-othare, aﬁxﬁm‘ﬁ@%ﬁﬁxm@mﬁ
,,,,,,,,,,,,,,,,,,,,,,,,,,, - 2ffliales, or othersompanies. R . i
o - ﬁ%@&,,.%.w?‘@%ﬁm@%@iﬁ@i@mK@%&?@muﬁ@.@%&; . Content consolidated in the jrow heading of
Wi oan'tblimik b sharing saffiiates usryday business purposes — infasmation-about your column 3 of the “sharing comparison chart™
sreditworthiness i
%%E@ﬁ@g%@%,gz
aﬁﬁmmm&%@@Sm«x&,#vﬁm
@Extg,%maﬁ%b%.,%,$§§§§,5,,§mamxgw,_,.%w%.iﬁx
sharing.
U N R

Definition clarifies meaning of “personal
: P

grsonal information Parsonal inf 18 uaation at identifins vou Bersong
n,?&_mwa:.mgwgo@m :&.wmw onatly:identify vou .E,g_.a E%ﬁmm Qo businesses information.” For example, it does not include
and o provide ps our affliztes, and.other COmpanes nsight into con winer i o soardi ey Ao
spending behavior. We may do this &van if vou ask s fo limit our sharing, as E. ormation ?mﬁ ing a os&aﬁﬁ ﬁ transactions
described in the Privacy Choless Farm, with us, provided that information is

depersonalized,

e
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{[ Everyday business pumoses The actions talken by a tompany frarcialsompanies o run theirits business Agencies must consider the same questions that
and manage cuslomer accounts, such as . ) are posed in the “What" box. Even though the
¢ processing transactions, mailing, and auditing services inf tion is provided by way of ex rw .
*  providing information to credit bureaus in o.ﬁdm o 1s providged by way of example, we
*  responding to court orders and legal investigations felt 1t necessary to add the catch-all phrase:
~ »  aclions gy olherwise required or permitied by faw, such as i protest “actions as otherwise required or permitied by
againgt frayd law” as protection against UDAP claims.
Companies related by common ownership of control. They can be financial and We do not fecl that adding the list of affiliates
Affiates nonfinancial ormpanies, - . described in the preamble is meaningful to
- Provide examples of affilates and naturs of their o ors. Instead we sugwest 1 .w "
husinesses affiiats. %%nﬁmfzs.meﬁ.w mcvm.omu&? nstea .Sr sugees ~ tat a financia
mstitution be permitted to provide a sample of
affiliates with whom it is likely to share and a
description of the affiliates’ businesses {e.g.,
msurance, credit cards.) We follow this approach
today and it has been well received by customers,
[Can we substantiate thig?}
' Nonaffiiates Coempanies not refated by common ownership or control, They can be financial We don’t feel that it is useful to provide names
and ronfinancial companies. here. They can be changed in the future and we
=[ronatiliated information) ; ; o
do not believe that they are typicaily meaningful
to customers, so long as customers understand
that the companies may be non-financial in
nature.
Joint marketing A formal agreement between nonafiliated financial companies that togsther Sarme comment as above., ) ]
market financial products or services to you.
sfintmarketing]
State law [Containg exptanations of state law brivacy rights 1.

Contains explanations of how state law affects
your rights to opt-out. For example, this include
fanguage such as the following : In response to a
Vermont regulation, we will automatically treat
accounts with Vermont billing addresses as if you
filled in Box 1 and Box 3.].

inthusiry spedific reauirements
2.4, surance)

ICentains sxplanations of miuskv-Ereciic requirarnants |

" Additional comments (7 an)

We suggest that space be made available at the
bottom of the notice for explanations of ftems
shown on the chart and elsewhere, as necessary.
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e St bt

For example, a financial institution may wish to
point out that the “marketing opt-out” to affiliates
would not prevent an affiliate from marketing to a
customer all in circuinstances, such as where the
affitiate has a pre-existing business relationship
with that customer. Similarly, if state law
requirements are reflected in the chart, some
related explanations may be necessary.

et e s A e,

|

Explanations:

WHAT-BOES [name-of financial-nstitution)
WHHYOUR PERSONAL-INFORMATION?

Contact ls

Bumbert
FETRON

B dotonborsas 2al S
¥R O ROH -

Ak Wil BromRp L yed-thEounh yoUR-ehorees

it Y WiHE

Lgreads. aeldroan]
LR ¥

By-matb-mark-you-eholses below, fibin and send-fomto:
frailing-addresst

sury dneneion gty ioste-drinrnaiion. B0 slane fpmum. Hh
ERR e et s IR L TE-TH

Hrdoss we - hear fom yekk-w A yeuriformation-30-daye- datea

Moved to page 1,

GG,

af-this-lelter - Howevr-you-can sortast vo-atany-fns-e-dmit-our sharing,

@g«,«x,,%&mx,_w_g,%mi.,»igme?g‘_mﬁﬁ&@v

Fibo-poteharo-shith o

Lii Lo E- WY

Hes-am-information
their-everyday-businees purposes.
D rotaliow your-affilinies o -usea

recene-arenewalnoticsdor thisu

gaaarmayryeal hnde zad TEIR
EH B Ted - HAF
G e sk

4 Fludty

wF
mw@@.3%@5@3%@@%@3mmi.wx@Eﬁ%@ﬁ.é@vgémﬁﬁg.ﬁa,«ﬁ@%mr%@ﬁmﬁ@%&m
ahi-serdensdo-me

Moved to page 1.
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