Making Ownership Real
‘Attacking the problem (tactic #1) , J%
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™ What is the difference between selling the value of the CU industry to
our economic system, and selling the value of ownership to a person? 2

® We'’ve taken on the goal:
B Toinspire competitive business designers to select cooperative designs as
the charter for competitive advantage

B ...andjust maybe, to inspire an everyday B
citizen to own a credit union

Making
Ownership
Real

o It starts with awareness and commitment,
which means have a budget, outline a tactical
plan, and execute that plan over and over
and over

Can your board and staff see this
intent in your business plan?
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Making Ownership Real

-Attacking the problem (tactic #1)

““Cooperatives Level the Playing Field for the Disadvantaged”
B Who are we selling: The grand design

““Cooperatives Do It Right, for the Right Reasons”
B Who are we selling: The inside stakeholder

““Cooperatives Make Good Business Sense, for Entrepreneurs and for Consumers”

B Who are we selling: The “little guy”” business person inside all of us

http //score cuanswers.com/ownership &

™ We need a hundred of these K ¢ v .
concepts, to sell to thousands of EUDPEFEHVE
points of view on why customers SCOTE EBEAER coporaive P

should be owners

W That’s why we’re putting a $$
bounty on the project

0 u n nd and should be inseparable. Credit unions use the word Ownership
‘ nd y's consumers understand n ﬂ\FmDﬁrShln Real
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H £asy nake it apparent 1o every Cusiomer tnat they are an owner. It is CUPANSwers” #1
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