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 CONSUMER SAVINGS AND LOANS Rates as of Oct. 26, 2010

Banks,
Savings & Loans

Money 
Market       
Savings 

   Min.
Deposit APY

CDs
 Less than 1 to More than
 1 year 3 years 3 years
  Min.                        Min.                          Min.
 Deposit APY Deposit APY Deposit APY

Home equity
 Fixed Lines of
 term loans Credit
 $25,000- $25,000-
 49,999 49,999
 APR APR

Bank of Maumee
419-868-1750 $75,000 1.00% $5,000 0.50%       

6 mos.
$5,000 1.25%     

24 mos.
$5,000 2.25%               

48 mos. 7.25%    5.25%

Charter One Bank
877-242-7837 $10,000 0.65% $1,000 0.30%       

11 mos.
$1,000 1.00%     

24-29 mos.
$1,000 1.25%               

37-47 mos. 6.49%  4.49%

Fifth Third Bank
419-259-0211 $50,000 0.15% $5,000 0.30%       

8 mos.
$5,000 0.75%     

24 mos.
$5,000 1.25%               

60 mos. 4.25% 4.00%

First Federal Bank,
Defi ance
877-367-8178

$10,000 0.10% $500 0.25%
7 mos.

$5,000 1.00% 
25 mos.  

$10,000 1.75%      
48 mos. 6.38% 6.75%

First Federal 
S&L of Delta
419-822-3131

N/A $500 0.40%   
6 mos.

$500 0.65% 
12 mos. N/A N/A 6.75%

FirstMerit Bank
419-843-9680 $100 0.95% $1,000 0.25%

6 mos.
$1,000 0.75% 

12 mos. 
$10,000 1.55%

60 mos. 6.79% 4.24%

Genoa Bank
800-592-2828 $10,000 0.65% $1,000 0.20%

6 mos.
$1,000 0.80%

24 mos.
$1,000 2.75%

60 mos. N/A 3.25%

KeyBank
800-539-2968 $10,000 0.30%    $25,000 0.50%  

11 mos.
$25,000 1.05%  

36 mos.
$25,000 1.25%     

48 mos. 4.99% 3.99%

Metamora
State Bank
419-885-1996

$25,000 0.40% $5,000 0.35%
182 days 

$10,000 0.70%
18 mos.

$5,000 2.00%     
48 mos. 7.01% 7.00%

National Bank 
of Oak Harbor $25,000 0.45% $500 0.50%

9 mos. 
$500 0.80%

18 mos.
$500 2.27%     

60 mos. 6.75% 4.00%

Union Bank,
Pemberville
419-659-2141

$50,000 0.05% $500 0.15%
6-11 mos.

$10,000 0.90%
15 mos.

$5,000 1.80%
60 mos. 5.88% 5.00%

Credit unions

AP Federal C.U.,
Toledo
419-476-2531

$100,000 80%  $500 0.30%
6 mos.

$500 1.52%
36 mos.

$500 2.02%
60 mos. 5.00% 3.99%

Champion C.U.,
Toledo
419-407-4140

$25,000 0.75% $1,000 0.25%
6 mos.

$1,000 1.50%
36 mos.

$1,000 1.75%
48 mos. 5.50% 3.25%

Co-op Toledo C.U.
419-865-3600 N/A $1,000 0.50%

6 mos.
$5,000 1.30% 

24 mos. N/A N/A 5.00%

Directions Credit 
Union, Sylvania Twp.
419-841-9838

$50,000 0.25% $500 0.25%
6 mos.

$500 1.65% 
30 mos. 

$500 2.30% 
48 mos. 5.25% 4.25%

Jeep Country
Fed. C.U., Holland
419-865-2200

$10,000 0.70% $1,000 0.50%
6 mos.

$1,000 1.50% 
24 mos. 

$1,000 2.25% 
48 mos. 5.00% 4.00%

Maumee Valley 
C.U., Toledo
800-890-7931

$1,000 0.50% $500 0.55%         
6 mos.

$10,000 1.00%                 
12 mos. 

$500 2.80%    
60 mos. 4.50% 3.50%

Sun Federal C.U.,
Maumee
419-698-6965

N/A $500 0.60%  
6 mos.

$500 0.70%     
12 mos.

$1,000 3.04%    
54 mos. 5.75% 5.00%

Toledo Teamsters C.U.
419-243-7373 $5,000 0.50% $1,000 0.25%

6 mos. 
$1,000 1.26%           

36 mos. 
$1,000 1.52%           

48 mos. 5.50%     NA

Source: Financial institutions

NOTE: There may be terms and conditions to obtain the above rates, including having a savings or checking account 
with the institution. Also, for credit unions, conditions include being a resident of a particular county or an employee 
at specifi ed businesses.

APY is annual percentage yield, and it could change during the term of deposit. APR is annual percentage rate 
(including interest and fees). Methods of compounding vary. N/A means not available.

“Maybe consumer spend-
ing isn’t as strong as we’d like 
it to be, but it is increasing,” 
Mr. Mayland said. “The fi rst 
sign of any turnaround is, 
‘Are things getting less bad?’ 
I think it’s clear that things 
are getting less bad.”

He listed several econom-
ic sectors that are helping 
in the rebound, including 

double-digit increases 
in business spending on 
equipment and software, 
and exports. He also said 
businesses have increased 
production in recent quar-
ters to make up for what had 
been a steady draw-down of 
existing inventories.

“Business investment 
has been nothing short of 
booming in year-over-year 
growth, with almost 16 per-
cent growth adjusted for in-
fl ation. Company cash fl ow 
is very good. Profi t growth 

of companies has been 
very strong,” the economist 
explained. 

He said that although 
 there’s little chance the na-
tion will slip back into eco-
nomic contraction,      busi-
ness-community unease  
about taxes and health care 
will continue to hold back 
hiring, and   foreclosures will 
be “ like a wet blanket” on 
 housing-sector growth.

Contact Larry P. Vellequette at:
lvellequette@theblade.com

or 419-724-6091.

Jobless 
Continued from Page 6

most productive engine 
plant for the last several 
years. The actual investment 
won’t be made for “a couple 
years,” Ms. Tinson said.

In December, Chrysler 
announced a $179 million 
investment in the plant 
to allow it to begin manu-
facturing Fiat SpA’s 1.4L 
FIRE engine, which will be 
shipped to Mexico to be 
used in the new Fiat 500, 
expected to go on sale in the 
United States next year.

The plant also manufac-

tures four inline four-cylin-
der engines, ranging in dis-
placement from 1.8 to 2.4L 
for seven  Chrysler vehicles.

No new jobs are being 
announced now, but a sec-
ond shift of 900 workers 
is expected to be added in 
Sterling Heights next spring, 
if demand requires more 
employees to build the 
2011 Chrysler 200, which 
replaces the Sebring, and 
the Dodge Avenger.

GM is expected to an-
nounce a $152 million 
investment in Michigan, in-
cluding $112 million at the 
Warren Technical Center for 
hybrid and electric vehicle 
programs, adding up to 900 

jobs, said a source familiar 
with the plans.

GM  will invest $40 million 
at its Brownstown Township 
plant that assembles battery 
packs for the Chevrolet Volt, 
adding 150 jobs.

The American automak-
ers aren’t the only ones in 
line for state incentives. 
The development agency 
is reviewing a request from 
Hyundai Motor Co., work-
ing with DTE Energy, to 
upgrade  infrastructure in 
Superior Township, where 
Hyundai has its America 
Technical Center.

Blade business writer Lar-
ry P. Vellequette contributed 
to this report.    
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Card confusion eases
But study finds offers remain complicated
ASSOCIATED PRESS

NEW YORK — It’s becom-
ing a little easier for credit 
card holders to understand 
the interest rates and pen-
alty charges they face. 

That’s because regula-
tions that took effect this 
year are having an impact. 
But a study released this 
week said credit card offers 
are still far more complicat-
ed than a decade ago, which 
makes it harder for consum-
ers to comparison shop.

The greater complexity 
didn’t arise from a require-
ment that banks disclose 
more information to con-
sumers, said Josh Frank, a 
researcher at the Center for 
Responsible Lending who 
wrote the study.

“It was mainly due to 
more complexity in terms, 
more fees, more complex 
fee structures,” he said. 

As a result card offers now 

 include separate listings 
for balance-transfer fees, 
minimum interest charges, 
cash advance interest rates, 
penalty rates, and  other 
lines that were added to dis-
closures in recent years.

The fees existed on some 
cards for years, but they’ve 
proliferated so  they’re now 
nearly universal, said Ben 
Woolsey, director of market-
ing and consumer research 
for CreditCards.com, a con-
sumer Web site not involved 
in the study. As more banks 
adopted these charges, they 
were added to disclosures.

The study looked at the 
disclosure boxes on mailed 
credit card offers from the 
top 25 issuers since 1999. 
The average box included 
13 numbers related to spe-
cifi c terms or dates in 1999 
and peaked at 33 numbers a 
decade later.

Since February, when 

card regulations kicked in, 
the average has dipped to 
26 numbers. That’s better, 
but still far more than an 
individual can process, par-
ticularly if trying to compare 
terms between cards to pick 
the best one, the study said.

And that’s without count-
ing  rewards programs, 
which are generally not in-
cluded in disclosure boxes.

Consumers who are try-
ing to compare offers can 
quickly reach information 
overload,  the study said.  

The American Bankers 
Association said the study 
came across “as a less-
than-subtle attempt” to get 
the government to require 
banks to issue “plain vanilla 
products,” or cards that 
carry the simplest terms. 
That would deny consum-
ers “the benefi ts of innova-
tion and choice,” the trade 
group said.    
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