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Today's Menu

- M The State of CU Retailing
- Infernet Retailing Phase 2

. M The State of CU Analytics

Database growth on steroids...at
CU*Answers, and at your credit union

M The State of the CU Indusiry

What some call consolidation, | call
recombination...are we readye




3 New Emerging Job' Categoriesi— New Hais To Wear

M Vice President of Internet

Retailing

EVP, Virtual Channel

Solutions

B Manager of Social
Media Interactions

B Manager of the Mobile
App Suite

M VP, Regional Virtual
Branch Network

Internet Retailing Analytics & Data

VP of Data Acquisition &

Management

Manager of Coordinated

Database Design

Corporate Growth
EVP, Director of Regional
Corporate Growth

SVP for Marketplace
Development & Alliance

Director of Analytics Sales

VP of What-We-Know- M Manager of Process
About-Our-Members Consolidations

VP of What-We-Know- M Director of M&A
About-Our-Operations B Chief Financial Analyst for
EVP, Distributed Information Corporate Acquisitions

& Marketplace Communi-

cations

Are these the people that may someday make

the call when it comes to the products you pick

and the strategies in which you invest?



Wwpmm ““? A THEME WITH SOME UNINTENDED
e EEEE—— L ALLENGES

AN UNCOMFORTABLE

WHY WE PICKED THIS THEME SIDE EFFECT OF THIS THEME

M To focus you on your retailing B Dealing with the craze of a crazy
strategies: responding fo members Ronald McDonald

B To focus you on refining your M “Would you like fries with that
corporate retailing to peers: degree?¢’- slamming the financial
responding to a consolidating industry logic behind going to college

B To focus you on your internet retailing: B What you might find yourself saying a
automated responses to data hundreds fimes a day if you cannot

B “What's nexte” was already taken by make your business work
another vendor’'s conference and we A call-out to the CU industry
needed an alternative (or Randy if he can’t deliver online

membership opening)

N

Let's see how one client
A 4 H H B B BB BB B . . H
.; B EEEEEEEEEEEEEEDEDEDEDS interpreted this theme §
e



Presence Over Video: Year 2

B POV is a program to change the culture of our
network, in anficipation of a new way of doing
business for decades to come

Education over video

Entertainment over video

Everyday interactions over video

Redefining travel expense over video
Redefining meeting expense over video
Archiving intellectual assets over video

New skills for resumes based on video talent
Everyone's look and feel influenced by video

H.Ie.lcome to Presence Over Video!

Hey Prare!
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rn
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Presence Over Video: Year 2

BUILDING NEW TRADITIONS FOR CLIENT INTERACTIONS: REAL MONEY FOR REAL RETURNS

POV Initiative |~ = |

Totals for POV Initiative - Client Services

Marmh Total BP Total WebiEx Total Cammunicator Total Skype Tatal
Decembar 3 5 1 9
lanuary 13 10 2] 25
February 2 2
March 3 22 39 64 L
Aprll 7 41 3 5 89
May 7 0 46 14 107
June 1 1 | 5
July
August

| Septamber
Totals 21 126 133 21 301

Totals for POV Initiative - SettleMINT Team

Month  TowlBF  Total WebEx  Total Communicator  Total Skyps _Total

Decomber = ¥ i
January 2 2
February CUANSWERS
March ! 4 A 1 Executive Study Groups
Apeid 15 15 30 TOU QY e Wit wou S-Tuaw

1 | May 11 26 1| 38 ‘

| Juna 1 25 1 27
July

.| Augast

Sepromber

Education Cataivs

CU*Answers University
Vihems Leamng About

CUPBASE Is Sertousy FREE
] lé fun! " Earen
sled
o New
NC

Inferochive
Traming
Video:

|11

relationship for years to come §

One Year of Webex
126 web conferences
2,516 connections
2,730 attendees

Our goal is to see you, and
have you see us, more than
ever, but do it in a way that is
less intrusive, less costly, and

more likely to build a



B If you have the focus and will prioritize
the effort, a custom fraining
environment might take your team to
new heights when it comes to
understanding what you can do with
CU*BASE

M Think about
taking things up
a notchin 2016

*C
Chont Servicus A Ehcaton
CUBASE Cartified Trained Frogram

Certifiping Your Training Team to Lead
Clasees on CUBASE" GOLD

VATV B CO e T iR CUNAG e

W0 Pt W ey e e

A Simulated Training Erwironment:
Bedrock CCU

s > irng owde
o ernployems racticn using COVBASE festures, wthaut sk ta bve cede
i dsa. bwadable 12l e credit unions hee of charge, Beckock can be

A Customized Training Environment:
CU*BASE CTE

The CUPBASE Custarn Traring Edicn (CTE) ix & new shwmatve to the shared
srnulsted waning erviranment (Bedrodk Comenunity OU) curmendly wied by ol
o et Farok h i :

»
chant, and accems s Erviced ta basic member servics, knding, and sccouneng

e Ranciens.
dute vt up wt 3 trining emerarment, wilakie sy b yoor cowdt uniens s
employeer. practicn re il

3 for beaping your p o spend
The CTE gives your sears a sete place 42 practice using OU/BASE ba s, learm nam your eamber.

il and eparimmett with new features withous pomrtial haem t3 you v
rramber duta And Eecaine #1 8 copy of your actusl e, bath the prodact
conbgurmticns and mermber aczzunts wi be feribar and wl be bave fios they =, L
dain your depto-day ewirermant: -

530 o0 uiing
e Oxidy and
3 com el

faoe sl
e of the four special traning IDx inchuded in yeur CTE packs
gt ssrma ot e

¢ ety ; )
apeed on the tacls they ¥ ure evary doy b serveycur resrabers.

w

fartscipate n fee
201 Mot fro.",rﬂn‘.
U
Contact Laura Welch-Wilker at
1.800.327.3478 x144

It’s not without an investment, so make
sure your good intentions get the effort
that will earn you a return




Presence Over Video: Yeadr 2

WHAT WILL VIDEO MEAN TO THE EVOLUTION OF BRANCHES?

B One of the initiatives we have going with
Buffalo Pacific is the development of
turn-key micro-branches

Branches designed to make video
services the center of a retall
presence

Whether you start with video embedded in
branch architecture or appended to your
current branches, new video tactics will be

a big part of your future |.




Presence Over video: Yedr 2

WHY WE'RE FILMING THIS YEAR'S CONFERENCE

Developme

1o sshERl
S O panizational

w ™ ' b As | prepare the 2016 budget, what is the
\ TN - i .

L =B R R R E E right amount to spend on streaming videos
| I.I-I-I-I.I.l.l.l.l-l.l.l and new techniques for events like today? §




Thinking About Today's Audience and How to Reach Them
in the Future

# of CUs by State

; \x III\u

=
=\
N

-
|
|
[
B
B 10 \
" = 0
.I
" o
" K cuanswers
. 258 [l cUemves
y CU*BASE Credit Unions CUSourH
in 36 States

Includes all cuasterisk.com network partners, all clients currently under contract
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New Peers to Greet

Michigan
® Battle Creek CCU
Battle Creek, MI

® Chief Financial CU
Pontiac, Ml

® Monroe County CCU
Monroe, MI
H lllinois

® Western lllinois CU
Macomb, IL

—

Pennsylvania

® Century Heritage CU
Pittsburg, PA

® Everence FCU
Lancaster, PA

e SPE FCU
State College, PA

® Viriva CCU
Warminster, PA
lowa
® MEMBERS1st CCU
Marshalltown, [A
B Massachusetts

® Commonwealth
Utilities ECU
Marison, MA

New York
® The Finest FCU (de novo)
New York, NY
B Washington, D.C.
® Department of Labor CU
Washington, D.C.
Indiana
® Chiphone CU
Elkhart, IN
B Maryland
® Destinations CU
Baltimore, MD
B Ohio

® University of Toledo CU
Toledo, OH

New CU*Answers Clients Since Last Time

Includes all CU*Answers clients currently under contract
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The Target of Our Network'’s Reioi'li’ng

IN

N

1\, cuasterisk.com

CU*BASE Credif Unions:

Total Members:

2,076,900

# of Mbrs

= Michigan (768700)

m Wisconsin (305200)
Ohio (179400)
Indiana (130800)
South Dakota (63400)
lllinois (59800)

m Pennsylvania (51400)

® Minnesota (45500)

m Texas (45100)
California (37900)

® Florida (37200)

m New York (33500)

® Washington (31000)

= lowa (28100)
Alabama (23700)
Connecticut (22400)
Louisiana (21400)
Oregon (21200)

m Georgia (20500)

B Maine (18200)

B Massachusetts (17900)
District of Columbia (16400)

= Mississippi (15300)
North Carolina (11200)
Montana (11100)

= Utah (11100)

Kansas (8300)
Virginia (8300)
Maryland (7800)
Alaska (7400)

m Colorado (4900)

m West Virginia (4700)

B New Jersey (4300)
Missouri (1500)

m South Carolina (600)

® Delaware (300)

Includes all cuasterisk.com network partners, all clients currently under contract
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Utah (11100)

Kansas (8300)

Virginia (8300)

Maryland (7800)

Alaska (7400)

m Colorado (4900)

m West Virginia (4700)

m New Jersey (4300)
Missouri (1500)

-

. ’ [
“m-| The Target of Our Network'’s Retailing N

B ®m Michigan (768700)
] IN SD [ Wis'consin (305200)

H IL # of Mbrs Ohio (179400)
.. OH by State sl (6)3400)

lllinois (59800
.. X Pg]r?éssx(/lvonio) (51400)
. Mi ta (45500
H m Toxas. (535?0(0) )
.l California (37900)
m Florida (37200

] = New ?o(rk (335)00)
B A shing’r (31000)
. If 80% of these members (1.7 million) do not P
.l visit a branch more than twice in a year, oo

, . - S 21200

.l | wouldn't you say it's tlme we collectively _G;egggqmg)
.. Y invest and prlorltlzg reaching out through the faine (18200) (17900

e -~ Internet like never before? o (16400
.. 4 1\ cuasterisk.com . 200)
n

|
|

|
H

Total Mg

2,072%700

m South Carolina (600)
m Delaware (300)

Jdes all cuasterisk.com network partners, all clients currently under contract
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INTERNET RETAILING PHASE 2
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Ihe State of Credit:Union Retailing

B Sometimesit's hard to get a good sense
of how we respond to members online

Insiders don't often take the time 1o
withess how online tactics add up to
online retailing

B Here's a video that might get you
thinking that it's time to audit your
tactics and make sure you are ready o
write a strategic plan as an Internet
Retailer




Ihe State of Credit:Union Retailing

Self service implies people already know
they want the service

B Nothing is inherently convenient — you
need 1o sell someone on your edge

M It fakes two to have a conversation —
what is your automated response 1o
member inquiry?

B Most dances are choreographed well
ahead of the actual dance —is your
sales strategy just too reliant on your
members’ left feet?




A Business Development Theme forthe Day.

b bing  jobs to be done
Web Images Videos Maps News More
522,000,000 RESULTS Any time
Jobs-to-be-Done | It's more than just Milkshakes. Get the ... Related
jobstobedone.org ~ Jobs to Be
This week Matt Hodges, Intercom’s head of marketing, joins us to talk about integrating
Intercom’s marketing efforts around Jobs-to-be-Done. Jobs to Be
_~ ' Events Radio Jobto Be
Clayton Christensen, 0 JTBD Events. Upcoming Switch ... If JTBD Radio. Marketing Intercom ... People Wh
e | i lying jobs to ... Jobs-to-be-D Radio is back ...
you're learning or applying jobs to obs-to one Radio is bac Jobs to be
No Thumbnail Available Older Posts Clayton Ch
As a product manager, I'm a big fan of It's more than just Milkshakes. Get the Framework
the Jobs To Be Done ... latest on Jobs-to-be-Done here. /f Job M
: . : ob Mappi
N = University of Phoenix I
Learn Filling in Lean's Gaps Job Segm
LEARMN OMLINE. Quickly learn the One of the greatest insights that comes
tools used in the Jobs-to-be ... from the Jobs To Be Done ... .
B Twitt
See results only from jobstobedone.org
UFC @
Jobs to be Done | Christensen Institute
www_christenseninstitute. org/key-concepts/jobs-to-be-done -
The jobs-to-be-done framework emerged as a helpful way to look at customer

Internet Retailing is rethinking why you get hired to

do something, and how you get an edge in being
the best way to get the job done



Jobs-lo-Be-Done Definition

B Customers hire products and services to get jobs done
Customers want to solve a particular problem

B As we approach better designs as Internet retailers, with the goal of getting hired,
we need to consider 3 elements:

What is the problem to be solved?
Who needs the problem solved?
What is the circumstance of the problem?@
B Brainstorming should produce a series of jobs-to-be-done statements:

{User} wants to {solve a problem} in {this circumstance}

B The trick is figuring out how to sell that you have jobs-to-be-done solutions, from
the member’s perspective

How many jobs-to-be-done

statements can you find in your
Internet presentations?




Jobs-1to-Be-Done and a Disruptive Sirartegy: Focus

WE'VE BEEN HERE A LONG TIME, DID WE ALL KNOW IT? CAN WE NOW LEVERAGE IT? [ Er Ve

Clayton Chn‘stensen

B Some of the largest CUs in the country are joining
Callahan and rethinking how these two ideas can
really change how we as an industry define our
approach to business

Imagine if market segmentation got it all wrong
when it comes to focusing on age demographics
Instead of the job to be done

Imagine if we are all over-building to over-serve,
and abandoning designs that meet the mark with
our members

B For us, it might be back to the future...can you see it?

Remember, there are 522 million
comments online about jobs-to-be-done

H B B B BB BB BB BB N NN . . .
B B B B B B B BB BB B E E B Lots of opinions...you need to decide on your own |.




Members vs. Shoppers

B Per Wikipedia: M For many CUs, being an Internet
Retailer starts with thinking through
whether or not you see members as
“shoppers” or people you simply serve

Online shopping (sometimes known as e-
tail from "“electronic retail” or e-shopping) is
a form of electronic commerce which

allows consumers to directly buy goods or M Google this: “selling to shoppers”
services from a seller over the Internet using Consider the difference between
a web browser...An online shop evokes the how you see yourself in your lobby

phy‘f"cql qnqlogy of buying prOdUd‘f‘ or and how you might need to tweak
services at a bricks-and-mortar retailer or

shopping center that for your online store

///_ M Getfing your team out of their comfort
—_— zone is key to designing a new

experience

From a core provider’s perspective, we

need technical solutions that sharpen our
toolkits for shoppers




INTERNET RETAILING PRASE 2
| 2

It’'s Time to Move from Declaring an Internet We Know Mobile is a
Tactics and Silo Retailing Evolution Different Beast
Solutions to a
Comprehensive

Strategic Plan We can sell online to We're ready to learn @
an audience of new game and push
shoppers CU*Answers into the

Version 1.0 due 2016 business



INTERNET RETRILING PRASE 2
1

We Know Mobile is a
Different Beast

We're ready o learn @
new game and push
CU*Answers into the

business




Ihe Landscape s Changing

M Our network has made collaborative Invest in new production assembly

iInvestments with the focus of winning at lines with 10-year expectations

the old game as we invest in the new one B Collaborative investments that
To that end, we created an online support dynamic maintenance
infrastructure around low investment, W Strategies that blur the lines
low maintenance, and passive between tactical silos
strafegies B Go “omni” — author the

B The future demands that we retool our experience
collaborative investment and up our B Multiply the number of chefs in the

game

Same design spec: disruptive price,
broad access, and shared execution...
but a new game all the same

kitchen

Self service - opportunity
expansion

Whether it be the way we serve you or the

way you serve members, our network
culture needs to add some new fricks




Ihe Landscape is Changing

1. CU websites were
supposed to be the
place that sold the
member on what they
wanted and the
opportunities at the CU

2. The idea was for
members to leave the
website with the intent
to do something

OBC was designed to
communicate online
Issues and cover the
basics for security
education and
announcements

It has evolved with
some sales and
marketing for the
unauthenticated user

5.

HONOR (88

Online banking was
classically a processing
center designed to be
used by efficient
members who under-
stood what they
wanted

It has evolved to sell
higher utilization of
itself...maybe not credit
union opportunities




Many people think we can play
the same game — the same 3
concepts to delineate credit union
from vendor, the same 6
underlying principles — and still be
successful with mobile

We all need o think again




Activate a Community  of internet Retailers

Goal #1: Create a community that believes it can afford to implement new online
store strategies and sell as well as serve members online, like never before

Design with the intent to include everyone, with pricing that fits
B Goal #2: Blur the lines between welbsites, online banking, mobile, social mediqg,
etc., and write technical applications to support an omni-channel approach
Bring new development assembly lines online for APls and mobile solutions
B Goal #3: Develop a new set of content management systems that can include

graphics and core-independent parameters that can easily be used to generate
web-based solutions

B Goal #4: Develop an online support center and staff it with client service reps who
can help CUs keep their Internet retailing tools fresh, comprehensive, and
dynamic for their members

Announce the new Internet Retailing Support Center (IRSC) and CSR team




SUpporiing a NetworkiFocused on' DynamicMaintenance

BUILDING NEW CONTENT MANAGEMENT SYSTEMS, BREAKING FROM OLD TRADITIONS
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Supporiing a NetworkiFocused on Dynamic Maintenance

— -
ST e o movencony D - 8 G @ cvramwers S imemet . »
Fe Edit Vew Favorites Tools Help

. . INTERNET
B This new team, armed with a new web- RETAILER
based service platform, will be the go-to
place for Internet retailers to customize,
brand, and activate fluid tactics for
things like
It's Me 247 online and mobile .
MemberShip Opening | Internet Retailer Support Center
BOOSTeI’ pgges INTERNET ;vnh thegU'Answers Internet Retailer
N RETA“'ER f*tfffm-rf:te{z::-i:wnm Ll re——
Launch points and launch pads | serresrcae e S ——
Websites and OBC B B =
efc...
. . mEA =
B We will need a service response, ready DERTE
for a network on the go

While we’'re using these new content
management systems behind the scenes today,

you'll start using them in the 2016 business year
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Blurring the Lines: Omni-Channels

Multichannel retailing

From Wikipedia, the free encyclopedia
(Redirected from Cmni-channel Retailing)

Multichannel retailing or Omnichannel retailing is the use of a variety of channels in a customer's shopping experience
including research before a purchase 'l Such channels include: retail stores, online stores, mobile stores, mobile app stores,
telephone sales and any other method of transacting with a customer.”! Social media are indispensable in the online purchase
process. Transacting includes browsing, buying, returning as well as pre-sale and after-sale service.

Omni-channel retailing gets me thinking
about how we package our solutions in
general...payments systems




Blurring the' Lines

M Today your strategic plan has to be
dedicated to using all of the online assets
that are available to you and your members

The ones where your members visit you

The ones where your members visit
another retailer or their employer

MV Credit union website
“ Online banking sites
v OBC

I Mobile websites

L1 Mobile apps The ones that are promoted by other
] Facebook Internet retailers
1 Twitter The ones that are virally attractive to

V1 SEG website online consumers (Google, Facebook, etc.)

] Dealer website
1 Shopping sites

The way you communicate with members
about how they mix and match these assets

is a different game today, and a nhew game
CU*Answers wants to play



BlUrrNg the Lines: Omni-Eaymenis

ALL WAYS TO PAY, PRESENTED IN A SIMPLE, COMPREHENSIVE APPROACH

B Like weeds in a garden, 8 Urio : :
we have created many V)DL XY
terms for members to BT Bar R0
understand
9 O S
B All of them mean take Sigamen it sk i B

money out of my
account and give it to
another account, mine
or someone else’s

001 2nd Share Draft $2,013.00 $2,013.00 3/12/20n, )
= In development
l 002 Booster Club $1.256,00 $1.256.00 6/7) 20> now

‘ = A P

Native to our Internet retailing channel,

and paying anyone from a single point of
I.I.l.l.l.l.l.l.l.................l navigation - it’s a start towards omni




Ihe Journey from k=< fothe Euture

Oiniine Bill Pay

Goal #1: Develop a more agnostic approach to supporting any bill pay
vendor a CU chooses

m End the VAR relationship with Fiserv and use Fiserv as the template for CU-Managed
Integrations

B Goal #2: Continue to work closely with a small set of bill pay vendors as business
allies

m Renew our relationship with iPay and continue to enhance our SSO VAR model

B Goal #3: Develop a CUSO-owned user interface for bill payments via online or
mobile banking

m Engage a new relationship with Payveris and present a new approach

B Goal #4: Develop a migration path for all network credit unions to select and
create the member experience of their choice

m Rolling out as early as July 2015 with some hard deadlines for Fiserv clients




IThe Next G

GSeneration of Bill' Eay:

65% OF NETWORK CUs FACE A CHANGE IN 2016

Development/Rollout Timelines

Integration Option

Payveris via
CUAnswers (VAR
Integration)

iPay via CU*Answers
(VAR Integration)

Fiserv via Fiserv (CU-
Managed Integration)

When We'll Be Ready
to Start Scheduling
Conversion Dates

June-July 2015 October 2015

When More Details Will
be Available

August-September 2015 MNovember 2015

October-November 2015 December 2015

Contact

Payvens and the

CU*Answers SettleMINT
team

IPay and the
CU*Answers SettleMINT
team

Fiserv and the
CU*Answers SettleMINT
team

Current Points

Previous Points

View
Point Details

| Quick Pay

My Bills

3 eBills Due
Messages

Bill Pay
Notifications

Messages

Members

http://www.cuanswers.com/resources/kitchen/bill-payment-

| integrations-a-new-future-for-the-network/

Step 2: P

Begin by ty
Or organiz:
your payee
our system
list.

Verizon W

o Nlamm Vo

Step 3:E

#1 Goal For Today:

Get your team ready to do the due

diligence and think through your options j



http://www.cuanswers.com/resources/kitchen/bill-payment-integrations-a-new-future-for-the-network/

Ihe Next:Generation of Bill'Pay.

NEW! The Payveris Bill Pay Option

In 2014 CU*Answers made two investments that put us in the business of building our
own, CUSO-owned bill pay experience. The first investment was for consulting services
and practical hands-on familiarity with building a user interface for bill pay tools.

’ . . This is the future for an omni-channel payment system approach here at CU*Answers,
. |T S g oin g TO be a ye ar Of S€ | | N g Th ese giving both CU*Answers and your credit union more control than ever over your
1 1 1 members' bill pay experience. As introduced in last year's Leadership Conference and
O pho ns TO cre d IT union Te ams CEO Strategies events, the new native user interface being designed by our develop-
: : ment teams integrates payment tools throughout It's Me 247 online and mobile
B But today is about showing how you can ki,
TrGCk Olong a nd do some eOrly due Payveris was the first bill pay vendor who stepped up to be a founding partner for this
H new approach in the cuasterisk.com network. We are now completing the business
d | | | g ence integration with Payveris to develop a new alliance so credit unions can move their

H.!S no.l. eqsy .I.O SGy, nl hOpe you programs in this direction starting in the fall of 2015.

Our second investment was to invest directly into the Payveris company, so that we

choose x,” because it's about your could own a piece of a bill pay vendor and get a better understanding of what it means
agenda, how you see your contract || Sl aoss e s e o
O p-l-lo ns, hOW yo U eva | U CITe -|-h e foundation for years of evolution in this area.
migration process, and what your 2016 + Read related comments from the 2014 Leadership Conference " and 2014 CEO
project list looks like .

\ . ..
. We re gOIng TO SOfT_Se” T.hls. rlghT now, bUT hitp://www.cuanswers.com/resources/kitchen/bill-payment-
gef regdy, the hard-sell is r|gh'|' around the integrations-a-new-future-for-the-network/
corner

Follow the Kitchen — more pictures and

details will be available soon



http://www.cuanswers.com/resources/kitchen/bill-payment-integrations-a-new-future-for-the-network/
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Quick: Pay

seneration of Bill'P

A PICTURE IS WORTH A THOUSAND WORDS

LAy

Switch Account

Rewards

‘ hnR2Ree°

Ace Radiator: ******1234

Payment will be
sent efectronically
Amount:

0
From account:

EMe Checking ******7885 .|

Estimated Dchvcrf 5/20/2015

nd gotn

17 your papes

Payment Frequency
How often
¥ No Repeat
Every Two Weeks
Every four weeks
Manthly
fvery two months

Quarterty
fvery four months
Twice a yoar

Send on
05192015

Sa

Current Poinis
Frevsaus Posds

Vidw
Post Details

Quick Pay

My fiss

3 e&dls Due

Messages

Quick Pay
Ace Radiator: ******1234

Payment will be sent
oloctronically
Amount

0
From account

Elite Checking ****** 7895 -

Estimated Dellvery: 572072015

Popmenits wet up ofter S0k (D7 wil te v o o 000

an Ihe rat b Aay Payment s sodeausd for

NP LA sl SAyT wil b Oracesiad on e hest

DUEvess Omp. e Jrw 10 0w WrfNciont T Y

Pyl Smrver ) and poiting liy yous e

My Account

ALL EBILS

Verizon Wireless
SLI2A3 DUE ON /21118
o STATEMENT BALANCE S12248

cau Lnndmvlng

Amencan Express (Work)

$3.82 DUL ON 7/

Send on:
05/19/7201%

[T Ny z0v T -

S Mo Tu We T™Hh Fr %

| Pay Home where you

mize the view

B Aad Payes . AR Bending Papments a All Pyymart Hutory

51 322,39 to be paid from this account JECHIEESIEIEVIFEN]

BECTRONIC PAYVEES

BILL PAY HOME | PLATINUM MEMBER

Can view and manage all

SCHEDULED PAYMENTS

8000 ' ‘7,‘4,-;5
fimated -y
50000 205

tmated Det
24700 8275
12000 . Bjans
od [

000
000 -

ay=enit "
000

home office expenss e

your payees and payments. Use the

TPay Multiple Batz |

CHECK PAYEES

©

D OO O O O

Schedule Payment More Payment Options - .‘




Blurring the Lines: Member vs: Business Internet;Retailing

ABC COMPANY (ABC COMPANY)

M I's My Biz 247 is a specialty
project looking for a market niche
in our network

Today, 3 CUs are at various

Reset credentials for other emplioyess to access It's My Biz 247 online Banking

SUZIE PASSWORD (logged in)

credentials administrator

G o
stages in their implementation

JANEADMIN
Less than 100 members use the it

system daily Its 247

IMHNSAMITH

We're up in the air about whether
to bend and blend certain s S
processing rules in It's My Biz 247

so it would have a broader reronal RSN
appeal to credit unions and Not- | FEE e e
sO-business members

Look for more in 2016 as we find
more CUs willing to move forward
with this market segment
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Blurning the'Lines: ChailrerYak:

A NETWORK INVESTMENT IN SOCIAL MEDIA

- " ) pes 5 BY
Place For All Things Crec jing proc s
consy the
LY O o ization 9 L
' o {ze on and to=E
‘ capitalid » from cul “Working with Chatter Yak! has shown us Just how effective a tool social
- g S serWices rang . snsulrant media can be for credit unions, As with all new marketing channels, the
Home News Communi Press Jobs —" Qur CONE edia. OU¥ i question always comes down to T8TUrn on Ivestment, and we now see
gocial M& 4 the et
‘\ Traiming ® roress and give ¥ that a strong Facebook presence can have a real effect on the bottem line.”
. = #h our
‘ 5 throu ion forWar

your credit U

» .
Wealth management isn't GQlgERllEEg o community  ucrossew
ea g e S CEanw wbee
USt for the wealthv’ comm “Out irestm et S Chitir Yaicl was 4ffocsusie asd
aign. . but puitdi us’mm“ed { a8 rwtiirnes sorme e e dreOends, bul meat
a socist madia 8™ Pe gone through oY aring result Impartantly, It Ras opered up Cur 4yes b Be fact that
- > E3 . (Ed
Get the batest news and mioemation from CL) Insighit defivesed to you anywhere Anyone can 3 our chients who o e‘pangnl_e‘i “Crmal Urisn COMBOMTOR S & powarfl thing, sng st SEverti e vis Bhs chanel 10 ek oar
- ot BasY work. have BP ne on ) Crisis thand Chather Yl Social Mudia Chats sre o great esairgie P weber WILe Bropasiion it In front of tles ewer
e training program practites. Branding Of M. Henroe Crmd LT Sus Bees paetiopuaticg o - ecumiog regment of O3 et | ar defaliely
media sing fro Ty Best Fr e Sechal Madha CIaty foc the Last slz menthe ard has m . iassed with (e seaiels we Rave seen sisce parinenig
o caver ropics rangtt Avartising and M2 4 soris) TE ScotsMcFartang |  DAMIEIE from 1he mugl and brsnutonming these - S ChaLter Yat! ol the bagitning of this pear.”
we fiance. Anatytics B (merEing digitd tal an prings <o essions pronon. Honee 3o mptememried Vak Alpwes, M1
2 Compht ymed BY all of the B - \webinat sEries = JHONOR M6 | Tracker to rumcorsasts on mock seda this pust
“e g 5 -
i 1f you feel auarwhe Qur Setal Media £ha - Stlosesh e | SRIEE TS s giving Se Ve b chunce 10 rekch sut
. . 4 3 . , ‘ i pm‘ﬂ\:\e dlarity EWS directly 0 11 T Wiy B #1181 mew baeinass, The overs! i o P R o r N o s
Credit unions closing record number of loans using social media L O nedia marketne ™ 5015 Yk e b T e Tes® B | oo ommancnte ot s cosamining g
] 52 AN Or PR sk ttr s o Facstosk cortwsts nd Challer YaRTY social media
Paxtedd on fune L 2014 ever mone corsumere” . 3
S ictie schmpiser | FPOWhEW b Mgncacmy grown o osine prevesce
OSHKOSH, W1 June 2, 2015] = Chantor Yaie!, the Wiscomsin besed CUS Caizing n marketing social meda, websro 2 o
Sooment aso bimad L . ISR p Ao Vaki T BT frqoumt" mbm st
GRNIODMONT a0 DIBAGING SHAI0S MGl (i SsLiTs CHRNTS A0 SXPANENTNg Using Yak! TIncker, Shall remium (1 ay fo ol A~
Tt U O TUN CONTRSTS N 5 media platfor and In dolng ¥ < into NEW ul il Sranserauath, Ml |
L _sion
mone, and 3 STonger soclal Cresence, JUSt 10 name 3 few <t applicati®

Verve, » ine SO LA, I Alpenia Al trun Avd Crat Limmion Ji wssry of Yar! Trscker) have scorded
outstanding results ths yesr  Through April of 2015 Verye, a Credit Union (5553M CU) has dosed more than S 1M in consumes
Oes. Coommumty Cosit Unior IV CLD 1S closed ow 2000 COMBLmee L0ans A Aleng AX Credn Urion {5250 INTERNET
PR RETAILER
e rm'm TV e U T T i THTER

*Nothing is more Important to CU*Answers than a healthy exchange of ideas
Letween our stakeholders, For this reason, we are happy to provide a subsidy to
any network cradit union of partnes 5o that they may participate in Chatter Yakrs
Secclal Madia Chats. Chatier Yak! has already proven 1o help jump start our
network’s investment and invelvement In social media.”

CIANSWERS  cpanp RARIDS, M

| cradit unior
on leader and &
or
fak! keeps us cut
lal Madia sls an
1o be compliant AND fun

+ INNOQVATOR

Linda Bodie

S

i Bl
and © a1 help you
~ rwiith helP
k rac\ﬁe ==

We're still learning what social media
means to core processing tactics, but I'd
look for big things in the M-Up projects j



Blurring therLiness Lavnch Eads

CU-DEFINED NAVIGATION: CREATING SOFT LINKS TO YOUR OTHER INTERNET RETAILING SOLUTIONS

Training Credit Union = HELP (3 | LOGOUT X
M Today, you can make Wﬂé%z47

the solutions that Online Banking
yesterday’s vendor had
to hard-wire, available to

your memtbers yOUI’Sehc e ° HELPFUL LINKS | I'M A VIP MEMBER
Live Chat

Info Center My Accounts New Accounts My Documents Personal Finance Go Mobile  Contact Us

Helpful Links
B You should setf the o » | N
My Account The Internet is one of your family's best financial management tools. Here are some additional
1 Ipee————  [{crnel sites that you might find valuable.
expectation that the
smart member is ready to St Ueiissicis o teoe S
. . # AUTO/HOME insurance Calculate a cost on homeowners and auto insurance coverage. By choosing this link
¥ ) ewards guote you will exit It's Me 247 Online Banking. Please visit our credit union home page to
g IV e yo U C re d I T for [ continue your home banking session.
. . VIP
Order Checks on-line Order your checks on-line today! Fast and simple to use -- this website will speed
h OO0 kl n g Th emu p Wi T h an Eamed Last Month 1,000 the delivery of your check order. No more forms to mail! Clicking this link will exit
O SS e-l- -I-h O -I- ! S re O d y -I-O g e-l- : It's Me 247 Online Banking. To continue your session please visit our homepage.
View i
. Point Details Get the value of an AUTO | If you are looking for the value or trade in value of an auto or are considering the
'I' h e J O b d O n e il purchase of a car. This site can help. Don't forget to apply for the car of your
Messages dreams on line with ABC Credit Union, Quick approvals get you on-the-road in no

time!

Helpful Links gives you a launch pad with

40 multiple things for your members to
.; I.I.l.I.I.I.I.l.l.l.l.l.l.l.l.l.l.l pursue...but they won't find it on their own §
e




FULLINKS - = HELP §#8 MANAGE MY SECURITY

L
CU Link (HL1) 'NO NEED TO HIDE

JOUX EMPIRE cu i v

EDERAL CREDIT UNION (y (ink (H13)

e Banking

BIUNNING the Lines: Lavunch Points

CLICK FOR MORE INFO

CU-DEFINED NAVIGATION (COMING SOON!)
UEEEETTETTETT i

Info Center My Accounts New Accounts ~ Pay Bills My Documents Personal Finance Go Mobile  Contact Us W= MESSAGE CENTER | I'M A BASI(

"

CU Link (HL4)
My Accounts New Accounts  F ents Personal Finance  Go Maobile
CU Link (HLS)

Info Center My Preferences Tiered Services
Message Center Site Options Point Summary : = upp MANAGE MY SECURTTY |
Contact Preferences Username My Benefits ety 7= @ . R '
eAlert Subscriptions Password How Do I Get Points? English ﬁ :
Login History Security Questions Rewards History z
Password Change History Personal Information Link (TS1) IO I l x EMPIRE Espafiol
Helpful Links Overdraft Services Link (TS2) ; . 7
Link (IC1) eStatement Options Link (TS3) EDERAL CREDIT UNION Francais L Q% A
Link (IC2) Link (MP1) . 8
; P Link (HLL
Link (IC3) Link (MP2) r My Accounts New Accounts ~ Pay Bills My Docurr L al Finance  Go Mobile

Link (MP3)

Link (HL2)
Link (HL3)
Link (HL4)
Link (HL5)

/ﬁ\ /;2 @ /’Q\ < O GE CENTER | I'M A BASI

Filter Messages:

Info Center My Accounts New Accounts Pay Bills My Documents Personal Finance Go Mobile  Contact Us Sitemap
v

Unread Messages

[l
ﬁ View Manage Investments

Account Summary Transfer Money Manage Your Investments |
My Other Memberships Schedule Check Transfers Link (IV1)
ACH Transactions Check Stop Payment Link (IV2)
Cleared Checks Check Withdrawal Link (IV3) ) .
Dividend/Interest Summary  Promise Deposits f 247 Cartoon City FCU @ @ "NCUA
Dov(v‘nloads Lint (MM1) Setup - Link (FL1) e
Credit Score Link (MM2 . e Banking Link (FL2) BUHCUSNG  EMAHCUSNG :
Link (MAL) Link gmmag Nicknames Link (FL3) mem s st
Link (MA2) ?"i’dsrsflt Serces -—(—U”t FL f.f,'j;’,?,’; s a:;&‘:,a,iy R
; in (FL5)
Link (MA3) e Rk el S Government.
Link (SU3)

LML s LS

In development
. Messages ) now

| ‘ L

o B R BB

U = N e

E
A ™.
BV BB EEEEEEEN
4

Launch Points will help you get the
member’s attention as they cruise by




Blurring/the Lines: More Eorms tor: Eulfillment

B To date, CU*Answers Web Services has
been very careful about supporting forms
on websites that identify a member, the fact Expand Your Branch with
that you even do business with the person, “
or any other kind of personal information

We have been tentative about Reg. P

Internet Retailing!

(Privacy of Consumer Financial Information) “:;;";;:::_ ST
M This has kept us from being aggressive as sy, | SO

you need as Internet Retailers e
B Here's a new service — talk to Web Services R—
about it sty

about o Clher slocironic sarviom

+ Bawer 30 boep trick of ol Marsactons tetwenn pous
mrerviens sed pour vl srion, ceganiind n one.
wowy 4o -wee placn

“Personally identifiable financial information also
includes the very fact that an individual is or has been
your consumer as well as any information disclosed in a
manner that indicates that the individual is or has been
your consumer. See § 216.3(0)(2)(i)(C)-(D)."”




Multiple'Chetsiin the Kitchen: SSO ' Tactics

B In some cases, you can’t just hook members up — you
have to coordinate two vendors building a bridge for you

That takes work, and investment — your investment or
the CUSO’s investment

It tfakes diligence in understanding whether unique
datais present on both sides so you find the right data

You might have twice the work if you want your lobby
services to be as convenient as your online services

There's a difference between passing a member
along, and two systems interacting on fransactions

"Associoated Bank T
Bank of the West
Catalyst P

| Catalyst W
Catch21

CFS

Cleveland State Bank Check Images
‘Corporate America
Corporate One
CU*Answers
Eascorp

|EDOC

Alloya Corp E
Alloya Corp M
Alloya Corp R
Associated Bank B
Associated Bank V

ExpandaCheck

'Federal Reserve
FiS

Fiserv

‘Fiserv Bill Pay

‘iPay Bill Pay

'MNIPC

‘Money Desktop (MX)
‘Palmetto

Prodraft Services
PSCU

Southeast Corporate
SunCorp

Synergent

Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Investments

Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
Check Images
OTB CC
Check Images
Bill Pay

Bill Pay

Check Images
PFM

Check Images
Check Images
OTB CC
Check Images
Check Images
Check Images

\I—I
AN —=O00N— 00— WWNN—N—N

(6] Oy N —
— N —= O — MNOO N WM

CU*Answers Management Services must work harder to
make SSO solutions more readily available across the board




Multiple Cheits: I TakessMany: Vendors to'Rush a'Document

B Goal #1: Emulate the Apple store and email an over-the-counter receipt, safely

m Create a partnership with My Virtual StrongBox (MVSB), co-develop an APl to move
documents to safe, cloud-based storage, to be picked up by members

B Goal #2: Push any document via ProDOC to a member for archival, or even for @
signature

B Goal #3: Find partners that can create a link between CU*BASE and It's Me 247
online and mobile

m Leverage the eDOC MVSB relationship and the APl to work with any document pushed
through CU*BASE

B Goal #4: Set the expectations in the minds of CU*BASE CUs that document transfer
Is a required core competency for all credit unions in the future

m Think bigger and include remote signatures and more advanced cloud storage
strategies




My Viriual Sirongpbox

CU*ANSWERS FUNDS A NEW FUTURE FOR ALL

Success Credit Umeor

Online Banking

Info Center My Accounts New Accounts Pay Bills My Documents  Go Maobile

Success Credit Union = HELP £ LoGour X

s/ 247

Online Banking

Info Center My Accounts New Accounts Pay Bills My Documents Go Mobile Contact Us

View months worth of My Virtual StrongBox is the
statements online, whenever you perfect blend of online T adh

want, from wherever you are. convenience and safe deposit
eStatements are not only more security. You get as much space
convenient, they're safer than as you need to save all your
sending printed statements important documents - wills,
through the mail. They're also mortgages, tax documents, and
better for the environment! much, much more.

Go to eStatements Go to Virtual StrongBox PROGR0N. X

CUANSWERS

u—im.u.

‘ my VI RTUAL g:mgmmmnmm ' 1 : | ! : * . n,_ = :
l I Stronq Box N a yremenberdopboesin R x tp://www.cuanswers.com/resources/doc/its-me-247-reference/#M | 4
- - ~ v'."\l - ‘\

e g 1 vt o0 4 @
- b
o — e ing

.

- |
CU*Answers with its Relationship with My Virtual StrongBox is
Putting Every Credit Union In the Document Transfer Business

1 Through its relabanship with My Virtual SrangBax, CUMnawers is providing all credie umians in the netwark

| with#roa cloud 2oraga. Crodi urions s have the ablty 1o move ta the roxt kavalwith My Virtual
[ I 5 7
D l‘:::::::::::ﬂ

Strongox with branding profit sharing and more

When you look back, | hope you'll cite 2015 as
the year you started an across-the-board
| remote exchange strategy with your members j

Membars Accoss My Virtual StrongBax via a Singlo Sign-On (S50) From Within Online Banking

Now credit unicas can affer mambsrs an S50 Iink to an caline safo dopostt bax, accessed from directly

within fts Mo 247. Hors, mermbors can comarniantly sve thair mportant documenty such as will
rmortaaoss, bt doouments and loan forrme—all safoy and socuroly

Coming In July and August! My Virtual StrongBax Allows Mambers to
Exchange Documents via a Secura Link

Print dirsctly from ProDOC to My Virtual
T T

Y SRR Yy TR ———r Y


http://www.cuanswers.com/resources/doc/its-me-247-reference/#M

CU*Answers Imaging Solutions

B Today thisis a 7-member team working in GR, focused entirely on
specialized CU*BASE and It’'s Me 247 applications related to imaging

A strategy leader, 3 account executives, and 3 programmers
Instrumental in coordinating vendor relationships

Designing new tools and services that move imaging tactics
from an ancillary approach to a totally embedded one

B 2015-2016 Initiatives:

New remote signature solution that allows every
CU*BASE form to be presented fo a memberremotely ¢

Confinue to drive the evolution of the ASP CU*Spy s ,.
solutfion : - =

Connect the dots between in-house image solutions
and CU*BASE and It's Me 247 tactics

Drive *40 Links” to the next level: Smart Links
Build a log manager quality control service for everyone

CLIANSWERS

Imaging Solutions




H B
_H_
H B
H B
H B

Vault Manager

B How many places do we rely on
log management today to help us
sleep at nighte

Audit Link (compliance)
Network Services (cybersecurity)

NEW! Vault Manager (image
archival)

B The Imaging Solutions tfeam is
diligent about using Vault Manager
for the CU*Spy network

Through release management,
this team will also help in-house
clients use this toal,
as images become
as common as
breathing

N
_

]
|

N

|
_
|

CLIANSWERS

Imaging Solutions

wl o CURNIWERS
Vault Manager N lfﬂ(lglﬂg SOIU[IOHS

= Exceptions: All
o~ o o v S50 Vit e SOy P 40 OO it 0 3o N et 04 6

Whom wearts wated en Sow

Lt ~e Gacns [Mackry catums 4 Nas e T 104

o CUANSWERS
Vault Manager /v Imaging Solutions

= Exceptions: All

L e Y O P TN I

vvvvv

T v i Unentn g a1 i Ghow s 14

et A

¥ CUANSWERS

Vault Manage 7% Imaging Solutions

What if you lost 13,000 documents over the
last two years...and no bells ever went off?

Out of sight, out of mind




faster to add new links
from anywhere

N N

N : FoCameDocament™ |

aOIocumen maging

.I I.I Smaﬂ I."\ks View e-Document " *Solutlons
N N
.. ... B What started as fetching a cleared check image from our IP has morphed
s intfo getting any document from anywhere, any time, for anything
.. ... B Goals for the project:

. . . . SUPPORTED DOCUMENT TYPES T
. . A neW mUlTl_level LOAN Loan Documents DATA POINTS

. . . o C MBR Membership Forms
o o configuration to support STMTS  Statements-Staf Recrs

. . . C STMTM  Statements-Members SSNTIN
o o multiple vaults and vendors pereee

VENDORS

.. ... Develop framework for 0 Name VAULTS

. e ey [ 2 ame Ll .
H H smarter, more SpeCIfIC cc X il e oy DOCUMENT TYPES IN THIS VAULT
.. ... feTCh/SCOn ”nks from e fDxRAgN %&dmumm&UNumxm&m
.l l.l CU*BASE to documents in
.. ... The VOU'T . n?%;nm:l:ou:#‘::’u“”z CUs WHO USE THIS DOC TYPE IN THIS VAULT
.I I.I New programming 1o 3500 X deeewossz. | f|Uue Doe e o

. 3 110 MBR 010 (Western Districts)

HE N infrastructure to make it 20 me e
B B 220 STMTS 3325 [Fox Communities)

HE N
N N

I

|

in CU*BASE Mergers, vendor consolidations, and new vendors -
TO;geT]eg Qfor : people do everything they can not to convert into a
e o . ° 3
" release this single source when it comes to images
CUANSWERS falll . ) .
Imaging Solutions — O Navigating the world is a new core problem




eDOC Update eDOC

INNOVATIONS

B | think 2015 will go down as a big year for eDOC

B Thereasonis arenewed focus on creating good will with our
network as one of its primary stakeholder environments —
they're stepping up

My Virtual Strongbox and eDOC push to the cloud

(It's Me 247 drop box); CU*BASE using ProDOC to transfer
documents

eDOCSignature — pushing a single doc from CU*BASE to a
remote member, for a signature or for a member’s archive
» Bigger picture: mDTM native mobile signing

eDOC announces free packages for in-house eDOC e e

7 e S, M g e e S T et tee 4

operators S Clsmwee

eDOC announces a small corporate vault imaging system
CU*Answers IP converts to CheckLogic Manager

Y
o

eDOC'’s annual meeting last month did not
draw the kind of strategic leaders | would

have hoped..maybe next year



Iniernel Rerailermeeils Daranase Designer
CU*ANSWERS ANNOUNCES TOTALLOOK: A NEW VISION FOR OTB

B The Internet Retailer wants a member
experience that allows the member to see
their total relationship with the credit union

It might be balances
It might be fransactions

M In 2016, CU*Answers is working with CUs who
have OTB relationships to expand the visibility
of all the relationships a member has with

ACCOUNT SUMMARY

them
M If your OTB tactics stop with
CU*BASE and your employees,

Account Description Symbol As Of Date Balance

then you're not thinking like
an Internet Retailer

9792 MONEY MARKET 2/19/2013 56,000.01

For this to be successful, credit unions need to

hold their other vendors’ feet to the fire and get
................................ the value of the data they create with members |.




Internel RetailerMeets Database Designer

Loan Information

30 YR FIXED MOR

The information shown here was last updated on 8/19/2011 9:56 PM. Account details may not
immediately reflect recent transactions or other changes made to the account.

B Giving members a TotalLook
Adding transaction history to the OTB insttuton/Agency THE MORTGAGE SUPERSTORE

Account #: e 2395

account info in online and mobile S |
banking channels Nes e v onron
B Giving employees a TotalLook " B
Pulling a member’'s OTB accounts and m Account Deall )
transaction history into CU*BASE Inquiry and QD 0TE Contoct ittt ot smount o tis cunt |
e A A
Phone Operator tools v
. Next Pmt/ Currently in
§ Typ Description Loan Payoff/ Loan Payment | Last Trans/ |IRA |P/R

the design

Current Balance stage

Net Available |CD Matur

REGULAR SAVINGS 3,605,272 3720713 . .
110 ([CHECKIHNG 350.16 a.0o0 6/11/714| . o ¥
610 (USED VEHICLES 6,079.31 128.11 /02714

#15(MORTGAGE LOAH 1,206.20 107.54 6515714 .




Can we pullitallitogether?. How/llong willlil fake?

CUSO Credit Union

B Revamp our Web Services business B Expect that your web page designers
line and mainstream this team as are taking full advantage of
architects of business solutions CU*Answers automation techniques

B Build a new Internet Retailer Support M Plan to use the IRSC to keep credit
client service presence, including union online products fresh and full of
web-based shopping for our clients branding and offers that fit the day

B Think about the members we see in M Think about the members you see via
our copyrights as shoppers, not just their online tactics as shoppers, not
people looking for self-service just people looking for self-service

convenience convenience




We reliving ity norjjustiaiking aooutir
LIKE YOU, WE WANT TO BE KNOWN AS AN EFFECTIVE INTERNET RETAILER
e E—

){‘CU‘ANSWERS Products - Solutions  Resources - Events  About *CU‘ANSWERS Products - Solutions  Resources  Events - About

The 2015 Elections Are
Here and We Need YOUR
Vote!

With board elections and bylaw
changes on deck this year, It's
Imperative that you maks your wike
heard. Wik CanT wall 10 heas you
speak out about these changes by
casting your ballot at the Annuat
Stockholders Meeting!

Product Catalog

®

INTERNET
RETAILER

A Member Sofscted Statement Styfe Onfice Servicen Tune-Up
Implemamiaton . Eamings Fage Procucss

Buy It Now!

Mamber Balatiombip Buikding Services — 100 247 resgrated Fyessmener

'H t{.“ ““”‘"" mcourse!

mprave four Credit Union's Ir_- ' W

| l“,.-{‘-'u s w (han # s0ap Doe I-l u- Why 't Wrang is Oweer 120 CRON havw [uined OF Courtat and se -
o £ & fonam for debats to dcust meics that Fnpact Long it 20 share pailces and ideas. atk p Crass Sales Configuration/Tens-Up 1t's My iz Configumation/Conwiting
2 re - p—
SRS TP RTINS e DM P the tredit umiom industry. Reed what Randy ques and -rar'r"uw TieW Wiy to run !
YOur crecit union in the right direction anc wi ‘ - S dad B .
SOV st the 9 pou ) 10 D 500N 25 d Guest wrters have 10 say and ([Rave hex ano TERly !
g et Rt Y your commaents! ¢redit union CEOS so ,QJ c( 3 ,, 0, ecure

number 6re i the ayes of your membaers and A provste place 1o dis < 1he thatenges yoo

your peers ace tacay o u Marksming Club ConfigurationTems-Up W Mambar Cemograghucs Fultmem
\t. @aumn;r.'num Drévdend : Xevn;s'tlndjn;'teunfun} Prugect
s \‘ Configuration/ Tune-Up Tuns-Up

u Service (harge Configur stimnn/Review Tiered Servioes (onfiguraton/Tune Up
4" Gold Updates Popular Content
D et SO 1D yeaiinied

May cu* BASE Monthly Monitor Recap

ATTEMTION ONeLIN D PROCESSING vjects hatch from your inputt

. Look for announcements about products and
53 m services offered online, with online shopping
from CU*Answers Management Services j§

TN I.l.l.l.l.l.l.l.l.l.l.l.l.l.l.I



INTERNET RETRILING PRASE 2
2

We Know Mobile is a
Different Beast

It's Time to Move from
Tactics and Silo
Solutions to a
Comprehensive
Strategic Plan

We're ready o learn @
new game and push
CU*Answers into the

Version 1.0 due 2016 business




Ihe salesmen are coming, the salesmen are coming!

B Here's how one credit union sees
themselves in comparison to every
retailer your member might come
QACross

B What would it take for you to declare
yourself this aggressively?

M If you inventoried your website, could
you pull out 5-6 pages where you
think you were pushing the
boundaries and showing a little
attitude?

) 0

_ e Shoppers I

successfulzs SNHOPPEIS!




Shopping is a Mentality You Must Encourage

LRIk L F fvaaen
\t.s Om Andadane  Comactus W For og 2
Elerﬂ(_,’_nt S sl oo bosaicarg EI \f{?\/ t Live Chat Finda Branch ContactUs  Rates Forms  Login
' emen
LN L) s Y

Personed v Businesz~  Community v Sevvices«  Ow EBlemert » - Spedals m a
Q
'm‘ ining the e T \ Personal v Business v  Community ~  Services~ Our Element ~  Specials Shop g
peg‘ect omew; :

Showing all & results
Sho P ‘Eﬂ
fhr

perpage ¥ Defsuh sonting v

Top Rated Products

Dedit Card -~ KCHA 2

b 3.2 8 1
\ Freel
Il"'I_I, Apps - Waze
&F SHARED
BRANCH.
Apps - Element Edge
Apps - Alliance Once Apps - COOP Shared Apps - Bement Edge
Branch
= Neart More B Detads ® fead Mor= B Oewmis
2R A 2| Derain

opperoni

Yol

Elerent Mobile

Apps - Element Mobie Apps ~ Pepperoni Roll Apps - Waze

| Uernes & Decain

® Head Mare ® fead More

W Reag Mare

Does your websiterhave too:much ofianiinsider s focus?.
Whalhwould'yourdo to'change toraishopping focus?



Shopping is a Mentality You Must Encourage

verve .
verve T verve - ' ' verve
Sunburn doesn't - Ot iy Socers L e - e :
matter. :..:j.u:.g;.::‘ ::_3* Juggle life’s priorities like a boss. Auto & Recreational

R — Auto Loans
S MHMUKMOM“

T arkoe harkang

,g

Gt Staried

2.99% 2.99% 3.49Y Y
. .“-‘ A checking account that fits your m y = 2 N
\ style.
A R Financing on your terms,
not ours.

o oy 98 0000 e o
’ ‘
, > BTy AT Nt R AT HOTS oA
Ll eabrdmta o0 oty v o 1Vl ey 0 by
' \ O Vs st M ekl i b S v it LA °

Ustemtact terme that 11 poor Hie—anS s atget—a it S=tie
e Recreational Loans

] onto lw
Websites still'needitolinform andicreate
atfinity for:our co-ops, butwhat else should
they makerpeople thinkiabout?




Shopping is a Mentality You Must Encourage

verve

Sunburn doesn't ‘ J

matter.
va

; \ -
- —
> P
A

Dear Meryv,

B Why is online banking the only place you let
members sign in from your websitee

B Where else could you let members sign in to
get offers designed for the authenticated
shoppere

B If we can create It's Me 247 where authenticated
members have dozens of self-service options, why
couldn’t we create a model for signing on a
website that has dozens of shopping alternativese

B Allwe needis a design

B Remember, all mobile apps are for members
only..maybe a part of your website should be
that way, too

Ii'you took 10-15 favoriter pages from your website
and adjusted them based on knowingiwho was

viewing them, whatiwould they look:like?



Shopping is a Mentality You Must Encourage

it aas

=
EI \."‘-4 e Andadranes  Conactus  Maes  Forms Login
ement
e ST
= Q
Personed v Businesz~  Community v Sevvices«  Ow Blemert v - Spedals Shop ‘
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T

‘&j-f‘-“-rT;;”, =Ty ) rl* ~JAS
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¥ B o { Rl -
- ".’.‘.‘.-ﬁ ! = i:‘;@,,JluL‘

B Why do we have only one generic sign-on with
only two options on where you lande

m What if we had 25 of them?

B How would you change your website design if
you knew you could match a topic in your
website with a landing page in It’'s Me 247<

B Login and go directly to loan rates
B Login and go directly to open a CD
B Allwe needis a design

m Can you sell an unauthenticated member
to go get what they wante

IFyou took 1015 favoeriterpages from your website

andiadded links'to'send them torspecific pagesiin
online banking, what: would they: look'like?



Shopping is a Mentality You Must Encourage

© What would they be?

C UANSWERS

T o s

5 Pages Inside S 247 Contest

Designers Wanted!

ve us Sipages
embed i anline

What If your credit unlon could T L S R —

configure 5 pages Inside
It's Me 2477

This sn't 3 link Insics It's Me 247, Its an actual web
page drectly rel3tad 1o your cradit LMon's procucts
andsenvices What woutd the pages be? How would
you get there? These pages shoulkd sell something to
membsars - 2 arRait union senvice, a product offered
by your credit union or one of Its partner vendovs, of
even another online banking feature

What Would You Add?

AV Content?
\ '
SN P,
|

3 \’C Graphics?

e /" ( ; Links?

- . ) Information?
E Buttons?

Be prepared, we're going to ask you to explain your Ideas. Creathv Ity counts!
Submit by September 18, 2015 for a chance to win $2,500!

/SPagesContest to submit your ideas. (Flip over for full instructions)

, What If you could get valuable

= «It's Me 2477
- Would you ask?

C U'ANSWERS

Get Member Feadback!

Tell us the information you warit to gather
from your members inside it's Me 247
and how you wouold use it

Ideas from your members via

Today's consumer is surTounded by opportunties ©
3y what they think. For milions of consumers,
cicking 3 Ike” button has Decome second nature.
How could you make this work for ol to help you
g2t grest I02as from your members?

Would you pay for your
members' ideas?

Now 1Nk 3bout Ncentves: wolld you pay mambars
far Meir Input How? \What automstion wouid you
want to s2e 1 IS Me 2477 How would 1t be
configured? Whiat controls woukd you want?

to submit your ideas. (Flip over for ful instructions)

fle prepared to explain your ideas. Submit by September 18, 2015 for a cha

B |t started with

branding and is now
moving to page
design

B Are you motivated

more by passing out
information, or
inspiring shopperse
What will make you
acte

B Would you put Merv in
It’'s Me 2477

Shoppers wanttotelllyouiwhatithey thinks
Are we brave enoughitoraddianother:
channel' torcapturertheirvoice?:




We get it, Randy, we have to be able to sell'to' our members...

Goal #1: Activate a person fo NEW MEMBERSHIP OPENING
become a member MARKETING

m Create a platform to sell

B Goal #2: Create a seamless platform
that supports both applications (MAP)
and new member fulfilment (MOP)

B Goal #3: Create vendor relationships
and integrate services needed but
not authored by CU*Answers

B Underwriting identities and funding
B Goal #4: Create a platform that

activates a member’s Internet
connection with the CU

‘ E
==

ONLINE BANKING

AR R EERE R

|

Like'going to'the moon gave the worldiTang,

MOP needs to'change allot more than
grabbing one more member over the Net




\ /

Membership Opening Project 2015-2016

IF YOU START NOwW, YOU MIGHT BE IN FULL SWING BY NEXT JUNE

Working with CUs to:

B What have we learned about online

loan apps and automated Develop promotions and discounts to encourage people
U nderwriTiﬂg that we should a pply become members (understanding the Content /\.Aonogemenf System)
with this developmenT pl’OjGCT? Understand how to sell your FOM and getting the member

to certify they are eligible to join your CU

Understand what personal information will be requested of
the member

Understand the ID authentication process

Understand the funding feature and the business ideas on
how settlement, holds, and even funding fees might work

Understand "make a member” — the Lego block that says
YES and gives the member an account number

O Announcmg a webinar series Understand becoming an online and mobile member —

designed to DUT all of us in the activating the new member’s online status and signing them
business of opening memberships info It's Me 247 to round out sub-accounts and services
online
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Mmembersnip Opening pProject 2015-2016

SOME OF YOU WON'T MAKE 2016, BUT WE'LL ALL BENEFIT EITHER WAY

Working with CUs to:

Develop promotions and discounts to encourage people
become members (understanding the Content Management System)

Understand how to sell your FOM and getting the member to
certify they are eligible to join your CU

Understand what personal information will be requested of the
member

Understand the ID authentication process

Understand the funding feature and the business ideas on how
settlement, holds, and even funding fees might work

Understand "make a member” — the Lego block that says YES
and gives the member an account number

Understand becoming an online and mobile member -
activating the new member’s online status and signing them
into It's Me 247 to round out sub-accounts and services

INTERNET

Will you stand up to challenges to FOM audits and principles?

Can you adopt the strategy?

Will you pay people to become memberse Will you sell?

Can we agree on what is too much or too little or just the right
amount of information?

Will you let a machine approve and validate who's who?2 Will
you accept that x% of the time it will be wrong?

Will you take money from strangers¢ How much will you
charge to do so? What do you expect settlement to look likee

They will be a memberin CU*BASE - that's the easy part.
What's next for you?

How many services do you want to activate online¢ How do
we get past all of the issues with opening full relationships (sub-
accounts) in an automated fashion?

B

rof you already satiin on the first'of these sessions

gnanopeivlly;all ol you dre siariing 1o.compleie your

gdue diligence 1o sign up wiin krecise 1D




Activaling Membership Opening

The fraud landscape Precise ID with Knowledge IQ
Threats continue to grow and evolve Setup

vovsmniamororrn — S e
Experian provides a best practice default configuration while
™ enabling customization for each credit union
10,000 s ?“ 80%
, o
Annusl increase in QUESTION
D phishing attacks A oo SCORING MATRIX

oo

Estimated number of fraud o
rings in the U.S. slone

A%
AN

T
2,200,000,000 75,000,000

The number of records exposed as a result Estimated annual unique strains
of data breaches in 2014 of matware
Sowon Rse 3 Vew
Patrsary 3514}
CLANSWERS
Knowledge Based Authentication evolution :feC'§e D “:('th Knowledge 1Q
H : ow it works
Score and weighted questions

‘frauascou; A ic i y tool that eval true consumers by questions

. 1-200 KNOWLEDGE 1Q™ genera!ed from a \wde dataset of personal information and is used in

300~ 364 combination with an Identity-based risk score.

| 365-420

+ NAME + ADDRE

| ;: :2 - VAORE PO AS AVAILABLE

| 570-624

| Oﬁ L) Q T N SCORE & QUi

s ONS
| 680-754 m ’ GENERATED ’ LVALUATED
| 755-999 * FLRABASED
« Score plus weighted questions allows for the greatest possible fraud risk el
stratification in a decision matrix COOES
- HGH RISK ATTRBUTES

© INTERNAL CHECKS
+ EXTERRAL THIRD PARTY

* This granularity helps to achieve more precise performance results
in both the fraud rate and the pass rate i
N ———————————— PERFORNMANCE REPONRTING



The Content Management System directs what your members see

(W Logout

Dashboard
q Womw / Mprbecshy Opereng

Jane Smith

“~“ADMIN =

Success Credit Union Membesshap Ooening
Dashboar
Vi L Mool shp Oyresiong age WL & CURnITaaTone ashboard
e/ ety Opwey | Come e Tiss o

24 5 Jane Smith reate New Testimonial

f

Home

Upload Image Duttan Colors

My Crudit Unlon Marrw (30 mar charsctwry |

Current Promotions (3)

There is 20 vt 1o DOwW My (Do can be oosted tul ooy 4 02N be active o 8 e YOU Can B3R and -enabilo privmotions
Wy Profile hoclssdidiinesc e e
My Credit Lnion

Promo 1. Becoma A Mambey

n“’ e ' e

Rode (30 mas shawactors)

Drvop files 10 uploy

Promo 2. Apply For A Loan

Adding fresh
content to
your page is
only a click
away...

Membership Openng

Mobile Apps Preview

Promo 3 Open A Student Checking Accoun Promo 4

“n Mo Peribreg Chianges P T T —

1Hon & 4 b TpTPRATLANI oF Sevn e s ITTIRRAl g0V TR TR T 1w e Mt stap Operrvg hae jisge

Kelly Johnson

“Loarem ipsum Lorem ipsum (s serply dumery text of the -
Typesetting Industry. Lorem ipswm has been the ndusvy's sta dumnvy
Tual ever since the 1500, whan s unknown prister teck & galley of lype sl
sormmibled & 10 make » type specimen book. ©

Curent Testimoniala
‘ Sarsh Arsenen
a vk Bty

|

Currently in
design stage



MOP Content Management

Input your
images and
content...

{= 1 i '
T s 8 R AT LAY 3

“- ADMIN =

Dashboard

q Ve 1 VTeeTre pssees | nen N T iTwed

Jane Smith Creute Nw Testimoniod

Lorem Ipsum Lorem Ipsum is simply dummy text of the printing and typesaetting industry. Lorem lpsum has
been the industry's d y text ever since the 1500s, when an unknown printer took a galley of type
and scrambled it to make a type specimen book.

R

‘mmcmn

INTERNET
RETAILER

SHREOAT CTHTCR

P (0 s St g}

e (32 mas chaemtens|

L Ny !
Sarah Johnson

“Vorem Ipaam Loeem Ipsem is slmply dumey text of the wd
Typasstting NAustry 1 0mm Ipsim bas been the ey
ummh!%wﬁu-mr& # gatley of type and
scearmbled I 10 muke & type specimen beok.
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John Smith
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lypesstiting ndustry. Lorem Ipsusn Ses bown the sdustry's durrry
mmmhlmmnmm&.mdn‘--ﬂ
sernmibled It 10 make & ype specimen beok

.then see
instant
results!

Kelly Johnson
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scrsmided i 1o make & type specimen book




MOP Content Management Keep your eye on the Kitchen:

http://www.cuanswers.com/resources/kitchen/auto

*ADMIN = G Log oo mated-accountmembership-opening-tools/

. Dashboard
i Hane 4 Miertercahg Onereng

Jane Smith Success Credit Union Membership Opening
Y

f )
)

rome Q4 54

Control when
and how
changes are
published live

Sutrent Promotions (3)

' There & =0 el th Mow oy PIormotions can be cremmed tut onty 4 Gan be active o 2 trme You Can Ssati and

z Promo 1 Become A Member vroma Z: Apply For A Loas

Mabile Agps

Fromo 3: Open A Student Checking Account Promo 4

mn Mo Fendie Charngs 4 Fratle (v CoNale Naw Présmestion

Testimonials (3)

Instant
updates to
online and
mobile
channels

Uae M e SSIOOnais 10 ornotd pour Conde Usos Vou soe rnied 10 20 testemonials wrdd will A0p00r 0N 0 M Moy poge 1or Inemberhip Doenng

4 Dwawe toow Taetmonidl | PP Sevee o Pialien Uhanige

Cument Testimoniala

Larah sovaacn
§
1.
oo (e ] o |

Iffyou consider yourselfiate to'the party.
and want'tormove first, keep up with'the
anhouncements andprepare yourteam

folbeiready torbe aniearly beta



http://www.cuanswers.com/resources/kitchen/automated-accountmembership-opening-tools/

Ihe Point of MOP is Not a Primary Share Account

We started thinking about how we will need 1o pump up member excitement to
complete the steps that sell sub-accounts and other services, once a person is a
member
B Once a person’s a member, it doesn’'t matter whether they joined this week or three
years ago, you still want to sell more things to members
B We looked at the top 50 CUs in the industry based membership size

B What content and tactics did they use to sell stuff fo memberse (surprisingly, 37 of them
used testimonials)

B We studied the landing pages prior to the clicks to complete a form —

B We studied the calls to action that inspired consideration
and member perseverance

B This led us fo the idea that we needed “booster”
pages, no matter what we're selling

We're notisure we hayve therightiformula yet;

but'we wanttorexperimentiwith booster.
pages everywhere the member visits



Boosting Your Chances of il

Responsive design for mobile, tablet, desktop
At least 5 join buttans on page

s U ‘ ‘ e S s Design cues and ideas taken from the largest 50 credit unions

R 2TETERR e soviten b bt

Feature Banner

Introduce the look and feel of the page and give the visitor the vibe and
experience of coming to join tha credit union.
Owerlay is fimited to a brief message and should ditect quick action o apply.

B Where should we excite the member
enough so they are inspired to
complete the process and hire you =
for the job to be done?¢ & %

m Should we do it before they cross
over into It's Me 24772

Why?
Give the visitor the top 5 areas to explore for why to join the credit union
and indudes a quick call-to-action join button

The CU Difference

Telis the story of the credit union and gives another important SEO
element and atlows the member to take action even if they aren't ready
10 join yet.

Member Benefits

Gives the visitor quick snippets of benefits and prompts to join after each
one.

Testimontals (Maybe?)

B Should we do it as part of filling
out an application in It's Me 247<

B How do we blend forms with sales
boosters and end with fulfillment
pages that equal a total
experiencee?

These will be reviewed and placed on the site by the credit union.

————  Emotional Advertisement

Inspire the user to join and let them know they belong at your credit

y union with a cali-to-action.

Rates Deep-Dive
Lots of rates given to give the visitor the experience of choice and
selection.

Call-To-Action Area

Bright and prominent area to get member to tzke action and join of
apply for a loan. Phone assistance given for members uncomfortable
with online applications.




Boosting Your Chances of ot
Success

At least 10 apply buttons on page
Design cues and ideas taken from the largest 50 credit unions

Feature Banner
Introduce the look and feel of the page and give the visitor the vibe and
experience of coming to do their auto joan shopping.

Owveriay is fimited to a brief message and should ditect quick action o apply.

B How many of these tactics do you
deploy?¢

B Feature banner
INntro text
Featured rates
Product types
Testimonials
Pre-approvals
Ancillary tools
Calls to action
Price comparisons

INTERNET
.;/ RETAILER
° Ui e Mot Lots of rates given to give the visitor the experience of choice and
Siute [ wst [ [ siom ey g Hhon.
m IRE SN | 3N JEN LR A aEw
[l e e

Intro Text

Weicome message to sat the tone for what we'e selling. Thisis
important for SEO and page rankings. Add extra quick finks in text format
for reassurance of helpfulness.

Featured Rates
Most popular rates with cali-to-action buttons to deep dive into rates

Loan Types

Bright colorful icons introduced to draw eye and get visitor to take an
action on which type of loan they're looking for. Quick and easy apply
now buttons immediately after the descriptions.

Testimonials (Maybe?)
These will be reviewed and placed on the site by the credit unicn.

Pre-Approval
Another important SEO eferment and aliows the member to take action
even if they aren ready to purchase yet.

Tools
Helpful tools to make the visitor feel the cu is invested in working with
the member to make a purchase.

(all-To-Action Area

Bright and prominent area to get member to take action and apply for a
loan. Phone assistance given for members uncomfortable with online
applications.




Boosting Your Chances of g

Responsive design for mobile, tablet, desktop

At least 10 apply buttons on page

S U ‘ ‘ e S S Design cues and ideas taken from the largest 50 credit unions

5 Success

Feature Banner

Introduce the look and feel of the page and give the visitor the vibe and
experience of coming to do their home loan shopping.
Overiay is fimited to a brief message and should ditect quick action 1o Gpply.

B Classically, CU*Answers has been @
vendor for only some of the parts of
this process of selling things to
members

B We want to up our game
m For web page development

m Inside of It’'s Me 247 online and
mobile tools

Intro Text

Weicome message to sat the tone for what we'e selling. Thisis
important for SEO and page rankings. Add extra quick finks in text format
for reassurance of helpfulness.

Featured Rates
Most popular rates with buttons to jump down to deep dive into rates

Pre-Approval
Another important SEO element and aliows the member to take action
even if they aren't ready to purchase yet.

Loan Types

Bright coloriul icons introduced to draw eye and get visitor to take an
action on which type of foan they're looking for. Quick and easy apply
now call-to-action butions immediately after the descriptions,

Testimonlals (Maybe?)
These will be reviewed and placed on the site by the credit union.

Tools

m In creating standalone Internet it
retailing tools
B In automating every level of the GMoktwnbes

loan. Phone assistance given for members uncomfortable with online
applications.

things that boost sales online

g Frviad Fiate Vit zzyes

= sl g tarlid?
g% | et R e

.‘.';“ 493
/
m Lt orahe Ratu Vo tgpes Lots of rates given to give the visitor the experience of choice and

featy 5 gt aeoned!

e L | e | amy IR
One More Time (Maybe?)
»y, /-/ Give the user one ast chance 10 find another home loan type.

[ i B

Went to b2 3 new homear mahe anaiditien o ver hame?
11 o D S 2 A

i
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Strategies —

Selling foMembers in Online
2015-2016 PROJECTS: SKIP-A-PAY

File Edit Tools Help

Skip Payment History Analysis

Credit Umcn

s/ 247

Online Banking

Date range: From gapr 01, 2015 To Jun 03, 2015 Programs used B2 Fees waived 0O % Waived
Skipped payments analyzed 80 Members analyzed 66 Internal optin 6  (8%) Online optin 74  (93%)

yments Dollars Average Average Fees Interest Total
Skipped Skip % Skipped Payment Fee Fee % Collected Collected Collected

O Mobile

All activity 100.0 24,294 35.00 100.0 2,500 6,110
Online activity T4 92.5 22,627 306 35.00 92.5 2,59
My Account ACCOUNT SUMMARY | I'M A VIP-PLATINUM MEMBER
y Accoun 00000 ° | Internal activity 6 7.5 1,666 278 35.00 7.5 One early 1
SWitch Mefnbeesips Opt-in after due date 21 26.3 Success
ol Aesraite Tewnie Aot Bxleney L0 Toamiacson Acouril Drmdenn
: m F—— r m— ) ) ‘l —= Most used program I Sklp Pay MW
Pepr sy _ —— - — 1".\-7/:';“[ = PAYMENT RELIEF PROGRAM 78 971.5 $12,000.00 840
Revaard Poiats 75580 15 Ssan mey quality Least used program I 5$10,000.00
Enmad Last Monty 9 Sof o Ship- A-Pay Ivegtem HOLIDAY PAYMENT RELIEF 2 2.5 70
> : @ $8,000.00
Messages i = : s Oute - Most used loan I E /
42014 £0.00 USED VEHICLES 39 48.8 £ §6,000.00 / 844
| | P
| Least used loan I & s4,00000
RECREATIONAL VEHICLES 6 7.5 $2,000.00 170
Most active employee I 50.00
Members Analyzed. 66 LINDSAY 3 1.8 ’ lan Feb Mar Apr May 186
P g ™ T ——— I ge=I015|  $1,800.00 $5,360.00 $4,080.00 $3,000.00 $9,560.00
e Paor, — ;Im o :.:::... ;:: : April 2015 8 97.5 e—p=014| 52,130.00 $360.00 $510.00 $270.00 $360.00 040
Lregioyws it (€] Ship gyt 4.9 4
. Active time frames: Count and % 50 (62.5%) 12 (15.0%) 10 (12.5%) 8 (10.0%)
ur s (I WELIEE B SN2
CLRRRT R L S R g 9’ Da/5e /20
T3 445 PRt RELIES Py mlm/:un\
52040 (PATHENT WELIET l'[ oa/ansamy|
LU PN IR B a0 im S|

RELISF B M/n/.mw i
RELICT P04/
PEAWENT mlnl-
WELLEF w /020 5]
Bl MW a1
P oasns200s
o| w0005

At — i *;W | Whenmarkerers askime ror.an
v J

Pl D420/ 2013/

= 5 i a - | ;
e s : RO analysis;, I'someilimes cringe
By
BUTThistone mighi'set arnew iemplaieior CUSBASE

Arwhyen




Selling to Members in Online Channels

Al = e S T
About Your Loan

Loan amount: *
A hicies and Matostycie _‘ur !J

B Comingin 15.1 (July):

B Email to your lending tfeam when online apps S poen ]
come into the queue

B Minor changes to the online loan $0.00 - monthly
app pages
Cleaning up some confusing labels

Marital status triggers for spouse co-
a pp|iCOnTS (optional for marital property states)

New fields for rent, additional phone
numbers

Require previous address (based on your
new member workflow controls)

Require “l have read the disclosures...”
before submitting

+ This = just an estimal :lnhdpfpusded
the terme you want. You ll be avlke to sz
Sl piryment Quote with any avaidable
Optons for debt protection on the “Quote

Selection’ e, before subemit
oumlmdpa?mtm - Ao

* genotes 3 requead el

) TS




Selling to Members in Online Channels

B Comingin 15.2 (fall):

B Revamping the
References file to allow
unlimited (like
income/employers)

B Eliminating the pesky
“do you want to
override household
infoe” warning, retaining
all data submitted with
online apps

e

About Your Finances

s your income Nkely to decline in the
next two years? *

- " 4 2
- e o]
Social Security number: *

oA pa oo«}

Please enter any other comments or
explanation you would like to pass on to

Stillffeels like'we're fighting over the form

}3; 4o 001 wish
fepaying this

Notisure ifit's a'goodiinvestment; bulwe may be

going back to the drawing'board (again)



Selling to Members in Online Channels

15.2
S Govima § RS OOLD b - ABE CHSORT UROW relecsel

P bl Toow ey v
Loan Apphcatnon #50103: Request A m

| Account @ L—'—. 15, 400, 80
W vt

e
LL L2
2

an-d LN )
Snpeprrent Ardeewn
Susiwe. o iemarancs
W Seision 6 CUBASE GOLD - ABC CREDIT UNION = W m | sawnm wn oo gr 76, 1064
Mhass an Divw’'s Romess UTae Tew m
File Edit  Tool Help : [PTWISSSE  [VISPE PNy | Tee—
1
Loan Processing Workflow Controls CHANGE B—)
% Seseon s s Gl | |
B it Tewn e | Adeees Lidtiom -
| Use underwriting control ¥ Use smderwriting approval limits L Aol
¥ Loan application file verification # of days from loan creation date 15 oan Applicys o o Ow v
. Account ¥ =] Stew, N1V w 4RsIND Bowe B hent Sentw, 1P ANV B B
¥ Activate App Check controls (¥ Use app workflow styles to control which application pages to showiskip Date uwed  Jun 01, 3008 Duw mawee dan 02, 633
!gecured Loans - - ' L vhb - v e “ B Rv* “N : ”' v m . N v - I n :V!:«'Nl' l-u"vnlluvdrlvm -"k]um n'q.-.n' P T L L LT e —re——
Unsecured Loans 2 v v N N N N Y N Y Cheh Surnenary, toen stich Savwlinne P31 Canen
Credit Cards 3 v v N N " N ¥ N v TR—
art a v v v ; v v v v v , e Ly BT N N S
Share / CD Secured 5 v N N N '® N N N ¥ "
At :
(2 L
St Session 6 CU*BASE GOLD Edition - ABC CREDIT UNION At 4
File Edit Tools Help | | Auktvars ™ Advan  \—
=~ = Ty Ao Oy cree
Product Category Configuration MR S g M et s Boce i
e Edit PI'OdUCt # 017 :UISR ctassicl \ . ‘1 — TUPORTANT! I woarthng o b ane spolonton A grakly pall ks ol date Do the Wapsoiankd dadotans send thess onll L
Loan category (17 [E] vIsa cLASSIC Low Wh 1C h p a g es e & CEE Samasary thon rExh Eavniivse (M Carcd)

= | CorpID 01 High

Product code base rate [12.9008 “.\ Oppeor N your ‘J 3 Scrns :
Loan fees to be included in modified APR | 0.00) . CU*BASE loan ,4/} WaE

= 17_- [j Mi&“» G ik \......:T::u... r:vl 1 -":"“"""”F"""""'“"" e
Use application workflow style [oe3|[E] (Blank = Standard) o p p
/ 10screens g S e e e

Variant | 0.800 © Rate 12.900 -Or- [[1Use

1 - When wettinishithese; wewillfhave afoundationiand
conteni:management system thatwill'lsomeday.
conirolialternativerappistylesiiniovrinternet;channel




Selling to Members in Online Channels

, File Edit Tools Help
You choose 'Loan Product Defaults
which data

must be filled
. in,and how, on

Product# 002

Field on Loan Request Default Value

Description USED VEHICLE LOANS 2013-2010

Frequency M
* OO i =
\ your CU BASE | # of payments 054 Accoust base DU JONM G MEER o v
\ |O(] Nnda pp Variable rate code 000 Looncatopory 14 WEY VENICLES
Looo prodect W MV WHIOE 72 MRS
‘H\ f“—/ ( Purpose code 01 Daliswry chisnel €U CUSBISE
\-.__/\\-_‘!/ ‘acurity code 02 " cLTEnT
: — [ teenematen ] Wicehwombnes |
CORcole ! Amousa raquesied 15,000 00 Agphicadon dwe Rug s, 2013
Delinquency code 1 ¥ of prpmares arz rmn&&
14000 (250w )
Coliateral type A SR e e
Loan type General

Loan fees included in modified APR 0000000 Rafinanced ame
. Purposs or By Secwny oz QY Oesifee 3 B
Maturity date ] HMaturiy €t fug Ds, 718 ] MNDOTYYY]
Review date (# of Days Before Maturity) [eal Cobiows Wth dese  Jan 01, 49TA " [ MMDOYYYY) ECOA ' Deaturiintirert € Q
Creato dew cobutvsl fpe I et enltasmrrl

Application date
Disbursement date (# of Days)

00

First payment date (# of Days) @

y | Day of first payment )
XX

N

| Default collections officer

SFEEODO0ONOOREEEEO

1] A A

| Inr"‘;'/d in open end-loan contract

Currently in ‘ -
development, o s . .
Toréeﬁﬁg 14.0 When we finishithese, we willfthave afoundation and

content:management system that:will'someday.

control alternative app stylesiin our Internet;.channel



Selling to Members in Online Channels

2015-2016 PROJECTS: QUALIFIED DIVIDENDS LET THE MEMBER PLAY ALONG

Info Center My Accounts New Accounts  Pay Bills eStatements  Personal Finance  Go Mobile  Contact Us Description Balance Current Rate APY Minimum Deposit Avallable Onkine
BENEFITS CHECKING $0.01 4.890% $0.00 | Open

View Manage Investments

Account Summary Transfer Money Manage Your Investments
My Other Memberships Schedule Check Transfers
ACH Transactions Check Stop Payment Setup

Cleared Checks Checlaasisb deng) )
Nicknames

| © Zd
$5,000.01 1.000% @ $0.00

Dividend/Interest Summa7" Promise Deposits Overd afSanices MONEY MARKET $0.00 0.000% | 0.000% $0.00 | Open

Downloads
Qualified Dividends
Your Status

£10.00000 OISO DASD £0.00

Available Balance

ACCOUNT SUMMARY | I'M A BASIC MEMBER

This account is enabled for

Actual Balance | Last Transaction Qualified Dividends

$59.20

10/9/2009

My Account

$1.447.99 147794 12010 I

Released in

Switch Memberships

Rewards

SEVER

Reward Points Current Monthly Requirements as of 1/16/2015

U haven't guathed yet for 3 hagher AFY

Eamed Last Month 36 £ 3

View

Poat Detads a BEiatarnont aahhlirisis
W 54t pey earoliment Enroll for online bill pay now!
. You currently have 10 Detat Card Transactions (miner
a You Qurne '".Il, have S.::,‘:‘(‘ TV"E‘:: t.f:'}:l A UTinemLmy o

How to qualify for a higher APY

April

Sellingimempersiiordo more, 16:edrn more

Gamification; andia profitior your,
members = should you furn on a Qualified

-

Dividend programiin 20167




Selling to Members in Online Channels

is/247

Oniine Banking

oeeee O CREDIT SCORE | I'M A VIP-PLATINUM MEMOER

B We are helping some CUs certify this with FICO B e e ot e e e gt o o o
Open ACCeSS Hawartsy nforman My tuwoais. Conact us & you have QUOSTIONS Or would like Tips on how 0

B We are working with FICO to make sure our
documentation has the right slant
Released in

. B /
. Recenle recelved Some \\ Apl’l| ' Key Factors affecting your FICO Score
n e

updated specifications A e s S ek sy e e

"“stofy of score’ we've puued Fof You aceounts. Tha extent of yaur eradit usage 15 one of the mast important factors o your

FIC0™ Score. In your case, thiz proportion of balsaces to credis limats it toa igh on

from FICO and will e N

300 Try to pay dow credit cards or othar revolving halances. Koep n mind that
Min Max 850 comzhidating o n-e-vfm‘ yﬁ dob( fram one sccount te ancthar will wsally not help

evqlug‘l‘e 'I'O See WhO'I‘ (0 ON 12/14/2014, VE PULLED YOUR CREDIT REPORT AND YOUK SCORE Vias 706, FICO™ Seare tince the ttal smount owed remaing the same
e = = = e e = e e : n Reasan: Time tlce delinguancy & fao recest o1 sakasen
1 g Wied md In- payments, Incloding the number of late payments, haw (me they
N O 37172010, WVE PULLED YOUR CHEDIT REPORT AND YOUR SCORE VWA 708 wore, and how recestly thoy ocourred, are an impartant part of yawr FICO™ Soore
eve O p | I I e n |S n ee e [ S T = - Veuer scorw was hurt Bacause the time sioce yeur mast recent past dus peymart was
- toa recen
ON 12/22/2009, V& PULLED YOUR CREDET REPOKT AND YOUN SCORE WAS 710, Actions You Can Take
TR =Y z 4 2 | Facus on continaally paying all yeur Sdls on time. This will demanitrate » psed

. . . . = B B
paymant Matory 5o that your lst missed sayment will have lezs of an impect on your
Fesrevsbios 1hs 15 ooty & Listary af the (el sonies we Save sudied fie poe. This & et M1 ol the sae, FICO™ Score as thme parses

ot rmightt Paow Yad senr braw. eod & meght Ot even bw poar et cuent ave. Bet ve d love 83 bely

i Baths of Dadanew 0o laiit on Dask revalylng or sthier rev acets s toe high

PR e A At et o e waael Doemtm a laoding cege meetiatton tiatey 10 laen s poew

constant flux —each CU must £

Laosn Today

take its own approach here e o vl

your lineecal wel beeg T_-JN n) ores I-vr-r g I,‘o-c ln SUTANCe t_vr'(n]m:-

You cannot afford tolbe passive wheniit’comes o’
7 using/credif score concepis online = ii's .an aggressive
practice acrossithe financial'service space




Selling to Members in Online Channels

ACCOUNT SUMMARY | PLATINUM MEMBER

'7 Change Password . . Remind me Later "

$f Session 0 CU*BASE GOLD - ABC CREDIT UNIOM
File Edit Teols Help

PIN/Password Member History Inquiry
Filter by

Daterange  From |FTNFIIMFIIE |[F to [Mar 26, 2015 |[F [MMDDYYYY]
Change code [ v] Change reason [ | [E} Accountbase [ |
Password type | | E Program name [ | E Employee ID [ | E

’ 0 It's been a while since you've changed your password.

Shared Accounts

0 @ 9 @ e © PASSWORD CHANGE HISTORY | I'M A BASIC SERVICE MEMBER

Password Change History

This log shows a history of events that affected your password for logging in to It's Me 247 online
or mobile web banking. Included will be times when you changed your own password, as well as

Account Time Change Password Prog

Base Code Reason Type Nai
08:49: Warning 30-day Warning PAHTCS0Z

= HMar 13, 2015 12:05: 48|Warning 30-day Warning wuu PAHTCSDQ:
times when the system prompted you to change your password for some reason. Remember that Mar 13, 2015 12:09:49|Warning 30-day Warning WL PANTCS0:
one of the best ways you can protect your account information online is to change your password ] Har 16, 2015 14:36:43|Changed Reset by CU (NA, UPIN
often! ' HMar 16, 2015 14:37:31(Changed Reset by CU IVR UPIHN
Har 17, 2015 15:58:04|Warning 30-day Warning W PAHTCS0O:

Mar 18, 2015 09:14:46|Warning 30-day Warning WU PAHTCS0:
Date Time Event Description/Reason Initiated By
02/12/2015 10:59 AM Changed Reset by Mbr Member
02/12/2015 10:56 AM Warning reply Mbr Declined Member
02/12/2015 10:55 AM Warning 30-day Warning System
02/10,/2015 03:54 PM Warning 30-day Warning System
02,/06,/2015 - D3:1Eh/ “ Warning 30-day Warning System

>~ o - When you Query password| histories for

- A online-members, doryou ever thinksof that:
assmarketing data; for-hintsiintorhow
members see password management?:
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Selling 1o Members in Online Channels

2015-2016 PROJECTS STILL ON THE DRAWING BOARD

B CEO Strategies sent back to the drawing board
on Smart Offers

rh\. 9 S 8 G o ACCOUNT SUMMARY | PLATINUM MEMBER

e
|| Turn off this reminder

Not-so-subtle
Smart Message
Idea #1

S Not-so-subtle
$1,252.00 | Smart Message

Idea #2

INTERNET
RETAILER



Selling to Members in Online Channels

B If we want more chefs in the kitchen in our
online channels, we must create APIs that
allow us to easily facilitate alternative products
and services

B For CUs to fruly go active, we have to use our
own solutions to drive our priorities and as the
proving ground for interfaces to the core

m Between It’'s Me 247 and MAP/MOP, we will
have a foundation for approximately 80% of
all of the APl gateways we will need for
aggressive Internet retailers

B Kind of a chicken-and-egg project,
so let’'s get on with it

IFwerare to create variable revenuve to
support broad distribution’of our Internet
retailing solutions; it'willlcome from

gateway. fees based on CU-driven third-
party integrations



It's Time to Move from We Know Mobile is a
Tactics and Silo Different Beast
Solutions to a
Comprehensive
Strategic Plan We're ready to learn a
new game and push
CU*Answers into the
Version 1.0 due 2016 business




laIngineEongVIEWAWNENNINEOMESHOMOBIIITYASOIUTONS

FROM CU*BASE 10 It'S ME 247 TO THE WILD, WILD WEST, WE NEED TO BUILD A SUSTAINABLE EFFORT

W Goal #1: Create a strong smart-phone banking platform, and guarantee every credit
union in our network that they can use it for free: get us all in the game

Off to a good start; fime to delineate mobile web solutions based on endpoints

W Goal #2: Facilitate early movers to offer mobile apps via device stores and learn the
business to prepare our investment as a long-term assembly line

Off to a good start; fime to enter the mobile app wrapper business with the same
disruptive price goals (free)
W Goal #3: Develop an app store mentality for Internet retailing channels and create content
management support that allows CUs to be fluid and diversified in their offerings

Foundations laid for IRSC; development teams are targeting 16.0 (but they have
high hopes for 15.2)

Goal #4: Enter the customized, high-function mobile app (APIl) navigation development
business and create new sources of revenue to support overall mobile business lines

Partner with eDOC on RDC and mobile forms products; find a beta and put out our first
APl mobile app in early 2016

A n BN
4 B B B I.I.I.I.I.I.I.I.l.l.l.l.I.I.I.I.l.I.I.I.I.I.I.I.I.I.I.I.l.
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laKINgNnELONgRVIEWAWNENNITNSOMESHONMOLINITYASOIUITONS:
2015-2016 MoBILE WEB ON THE MOVE

Coming in the 15.2 release this fall:

Ability o set up first-time users via Mobile Web
Add/change passwords, security questions, and usernames
Accept the default PIB profile s 297
Accept the user agreement

“Forgot my password” feature

View password and login history

“Contact Us” functionality

Contact preferences and marketing opt in/out

Miscellaneous styling and verbiage tweaks

Preparing for a world where 99.5% of the

time, the phone is the channel where your
member is linked to you




IAKINGNNENLONGNVIEWAWNENNINSOIMESHTONMIONII
2015-2016 MoBILE WEB ON THE MOVE

[IYASOIUTIONS

So many features, and more in the future, mean navigation must change

It's Me 247 It's Me 247 It's Me 247 It's Me 247
) il

$ My Accounts () s My Accounts (] $ My Accounts @ Info Center (]
®P Pay & Transfer () Savings / Checking (®» Pay & Transfer

Message Center

@ Apply for Loans Jump Accounts Transfer Personal Information
Se New Accounts View Cleared Checks Pay Bills Change Password
@ Info Center +) ACH Transactions @ Apply for Loans Password History
" Device Compatibility Loans $° New Accounts Change Username
|~*| ContactUs Certificates @ Info Center Q Login History

L Credit Cards " Device Compatibility Contact Preferences

Currently in

developmenT Contact Us Security Questions

it's Me 247 Mobile v3200 it's Me 247 Mobile v3200 t's Me 247 Mobile v3200




lakIngNNENLoNGgVIEWAWNENNINSOMESHONMIOPININYASOIUIIONS
2015-2016 MoBILE WEB ON THE MOVE

The world s changing as fo when anc

how we can use mobile web, even in Password:
device stores (what they'd accept) Ws7:247
. Mobie Banking
At one time, the only way to do push Who is your favorite celebrity?

Username:

marketing was through a mobile app...

Coming soon, push marketing through
It’'s Me 247 Mobile Web

On the username page, push
. ' »
markefing fo everyone who goes to RO OVERORAFT RGeS M BRI To A TR0 OIS @
/

Next

FINANCIAL INSTITUTIONS —~

mOblle CLICK FOR MOR W ‘\: CONTACT US TO GET SET UP : ! h %
On the password page, push 0800 e
mO rke.l.ing .I.O Usern O mes We ® Page will timeout in 4:42 Page will timeout in 4:42
recog ﬂlze bt It's Me 247 Mobile 39.0.3

Currently in
development
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laKINGNNENONGVIEWAWNENNINSO M ESHOMVIOINIYASOIUIIONS

BE A VENDOR FOR APP/DEVICE STORE DISTRIBUTION: MOBILE APP WRAPPERS BY CU* ANSWERS

MOBILE APP STORE | PLATINUM MEMBER

SCU Assist SCU Dash SCU Mobile

MOBILE APP ENTRY (1 of 8)

* REQUIRED *ALL FIELDS ARE CASE SENSITIVE

CUA Mobile - By Success Credit Union

AN

bile is a great FREE app for o= e
u mbers. See A\

= HELP 7' | MANAGE MY secURTY § | LocouT ®

ly 4 apps can be feal

, Success | @’ :
il Credit Union = e

Dash
Info Center My Accounts New Accounts PayBills = My Documents = Personal inance  Go Mobile Contact Us

e members
w 10 get more information
about compatibility with your phone

i e

Success Credit Union Mobiie Bank B¢
*Crea 2 ilized 3 > W {ore end 3 on your mobile Quick Account Info & Alerts Phone and Android apps for
our members
= v N [ Your svelleboe babasce s
CUA Mobile is a great FREE app for Success Credit Union members : ‘ —

.n ’
latest news and find out information about your favorite credit unior { ' 'i'

This app is availabie for both the iPhone and Android and many of o
have told us how much they love using this app. Our members are |
us so we are spreading the word to all our smartphone members. H
links below to get more information about compatibility with your pl

More Information Mobie App Store

https:/itunes.apple.com/us/app/dash-success-credit-union/id3002385|
- Booster Club

* ) View
= Point Details Basic Share Draft

004 | Secondary Share $2,256.00 | 52,25600 |  1/202012|  52,36.00

$1,252.00 §1,252.00

$1,252.00 | 3/12/2012

https:/play.google.com/store/apps/details?id=com.dashcsu391=en

APP |ICON & PREVIEW IMAGES
App icons must be in the JPG or PNG format, with olution of 72 DPI, and in the RGB |
color space, Required dimensions are 175px x 175px
dash_icon175.png Upload Photo Mob A\ L
App screenshots must be in the JPG or PNG format, with a resolution of 72 DPI, and in Latest
the RGB color space. Required dimensions are 320px x 568px tall. 1 required, 5 max News "
dash_preview1.png Upload Photo —
\\ CUrrenT y In Mint Fersonal Finan Tigers Samedall News san Caculatons Asman
st e dig Content development

Monogemen’r Sys_’rAe_m =t

Aalie . Al Ul




SUSANSWETISIENIESHNEMVIAIKETIASICNVIONIIESAP PRV .ENE O

PHASE 1: DESIGN A WRAPPER TEMPLATE AND CMS THAT GETS US IN THE GAME

Parkside CLJ Moblle
Parkside Cragit Union

Use a CU*Answers wrapper template with
an eventually private mobile web core
banking approach




SUHANSWETSIENTEISHNEIMAIKEASIaIM ORI ESAP PV ENAOT;

PHASE 1: DESIGN A WRAPPER TEMPLATE AND CMS THAT GETS US IN THE GAME

} | I ',‘\‘”-’1[_“ Iv_:‘}x,' 3 (; 1ISTON 1IZaoie r ieln
ok and Feel” can be closely matched to youl ! > ! ; v :
ST L phone dialer, map and email apps . .
wn mobile website styling i0S Android
i0S Android i0S Android C "
Py o ® . : £ 2 00 o ™ .

° o L | e atbre Lamsaan o iry
Infroducing our e
new Mobide Appl  J1° JFa e

ow do | updaie sy mobile app 0 O Metast
versten?

ONLINE BANKING y
CTAT G A

o oo st | gl S0 @ bnan?

Whast ¥ iy crodit ey ATM st bass ot
lent o atden?

wcclcdE o=

+ %*ADMIN -

Through the development of the IRSC, we'll

start to collect the non-core content .I
winer || needed to generate an interesting app ..
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WHERE DO WE GO FROM HERE?

= Our first wrapper app is tfargeted at 30-40 credit unions
To CUs not in device stores through Nitro or CU Mobile
To CUs not looking for RDC
In beta early fall and available to all CUs early in 2016
™ Next phase: Parther with eDOC mDTM (Mobile Enterprise Digital Transaction Management)
CU*Answers and eDOC create a new vision for mobile RDC
eDOC mDTM brings document handling and remote signing o mobile
CU*Answers brings core processing-related mobile management

Together, both firms service the cuasterisk.com network CUs, and eDOC will
target its at-large market

W First project: Add RDC to a CU*Answers app with single-signon capability

CU*Answers will continue to be an aggressive and
excited partner of Nitro and CU Mobile, selling new

‘..............................I services to their clients as we all learn together §
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WHAT DOES CU*ANSWERS NEED TO SUPPORT WITH A HIGHLY MOTIVATED RDC ALLY?

W Goal #1: A single-signon solution so the user can seamlessly move from mobile
banking to mobile RDC

Authentication APl very close, testing with 3rd parties should start before year-end
W Goal #2: Build a batch update for the vendor’s RDC content management to
synch member statuses between CU*BASE and the vendor

We already have Promise Deposits content management; we'll modify for the first
vendor who wants to exchange data

W Goal #3: Work with a vendor to interactively use CU*BASE RDC content to control
what the member does in the vendor’s environment

Modify Promise Deposits content management to be interactive with the mobile app

W Goal #4: Work with a vendor to develop an interactive posting process vs. a daily
batch

Find a vendor who is motivated to do this level of development

for the cuasterisk.com network
Vendors are waiting for an aggressive

marketplace and a lot of RDC activity to

take this all the way to goal #4
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WHAT IS THE JOB-TO-BE-DONE HERE?

To get instant credit for check depositse
Or just to avoid a trip to the branch?

G = hitps / ‘www.qritsme2d7 com, ‘ 0 D - X

= N's M 247 Onk

Online Banking

W'w hore o hegy

Live Chat

Wy Account

Samtrh Aczzerm

Step 1 of 3. Chack mfarmation
wards

From | Grandma's Name

Pay 1o ve
Qe of

Mema | birhday git

Boutng 18 27241111 " Ascount 12 123456

. -~
Released in & into:

i
2008 mtamens
e ,

msnmmrmm

1142013

e

$0.00

Opstnginé”

Announcing RDC Posting!

You asked for it and we made it happen! OpsEngine, the OUMArawers operations
business, now pasts RDC depasit transaction files up to four timas a day, seven days
awosk Aro you tired of hand-keying RDC depasit transactions? Let us pick up and
post your files for you. You pick the times and which days you woud like us to
process on, and we wil pick up and post your NACHA-format RDC depasit
transaction files.

What Is Automated RDC Flle Posting?

We work with your RDC vandor to process your deposit trarcaction files.
CUMArawars wil ratriove the file using SFTP.

CU*Arawars will then post your ROC NACHAformat dsposit records from

the pesting files.

Tha filez can be retriaved up to four times per day. .
CU*Arawers processes ADC files for you at your salected timas up to saven /
daysawesk.

You getimmediste notification and a report if thers is an exception. Fact

Remota Deposit Capture (RDC) Is galning
| How Much Does it Cost? popularity and driving meblle banking

< 5 > 2 usage. There was £5% growth mte In RDC
It's inaxparsive. $500.00 gets you sat up and tested, then it's crly 53.00 each time m; 1 2014, RDC ugn by paople with

| you have us chack for a pesting fle. Wall bill you the average monthly ameuntoncs smmart phones dimbad from 36% to 51%
amanth so you know what to axpect. last year.

Mora than 50% of financial Instiuticrs.

How Can the OpsEngine at CU*Answers Help You With Our are expoctsd to hawe RDC soltions In
Automated RDC Posting Solution? place 1 2015 Are you one of tham?
CUAnzwears will work with your RDC vendor and go retriove and post your RDC

posting file depasit records. Stop hand-kaying RDC depesits! ’

Wo process soven days a wesk up to four times a day to keep your ROC pipslire
flowing and your membars smiing

CU*Answers Operations can help you post
RDC 7 days a week, up to 4 times a day

Pay us, or pay yourselves for Promise
Deposits, which is 24x7
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BUILD THE INFRASTRUCTURE THAT WILL HELP INTERNET RETAILERS DISTRIBUTE OUR PRODUCTS AND THEIRS

W It's a classic business problem: buy or build?
W For a data processing cooperative, it's split into two approaches:
Customers can buy it from someone else

Owners can invest to build it themselves
« Build it all
« HOOK it up
W The one thing | count on is that when we're the manufacturers, we're also the
masters of price

So if these solutions are going to be core competency requirements for CUs for
years to come, we must collectively figure out how to be the masters of our
price points and the designers of appropriate solutions

With a long view, you need to build a factory and

. . . . . . . . . . . . . . . . have candid conversations with both customers
A.I.I.I.I.I.I.l.l................ and owners about where we go from here §




This time last year we had 7 full-time developers
in this area (OLB/mobile), with
base compensation of about $508K

This year we have 12 developers, split into two
teams (Online Banking Team, Mobile App
Development), with base compensation
of about $936K

2015 was a solid year to envision the
foundation needed and bring it online

We look forward to the future
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MOBILE APPS VIA APl NAVIGATION: A HIGH-END APPROACH WITH EARNINGS EXPECTATIONS

Security done right. vioeol Using voice biometrics to login to the Windows 7 ...
www.youtube.com/watch?v=IUG_Ug9ETFY ~
Mar 18, 2011 - A customisation to the Windows 7 deskiop login

= % 3 % i z Swtrch Carg On 0N, Lock or wninck cmrds with » Ondot s a white-fabel salution
that provides a voice biometric login process as an alternative tg v o w e comsi e poscs o that card processoes and hinancial
u the password_ Thisis a [echnok}gy i Institutions can brirg to market
New! Freeze It** on/off switch for your account. Saviont 1 Lotintin O oty either s 3 n;,.n...n:w appacation
Or Integrated with thedr axisting
Misplaced your card? Now If you lose your card, you can Freeze c'uth'm’fmwqu'.

it to prevent new purchases, cash advances or balance transfers
on your account. Freeze or unfreeze in seconds with our mobiie
app or website

| Optical character recognition

From Wikipedia, the free encyclopedia

Optical character recognition (OCR) is the mechanical or electron

Bl@METRIC machine-encoded text. It is widely used as a form of data entry from

UPDATE.COM

BIOMETRIC NEWS RESEARCH REPORTS BLOG WHITE PAPERS EXPLAINERS Cco

Biometrics are key for secure banking

By Steve Cook = Why does biometric logon require me to enroll both my face and voice biometrics?

August 30, 2013 - Biometrics an By enrolling with your face and voice, you'll have the option to do a real-time switch if you're in an environment that's not
N Z
and mobile banking says Steve ( suitable for your preferred biometrics logon method. The real-time switch is temporary and won't change your default logon

Development for Facebanx. preference.

Why? Simply because consumel
further inconveniences with having to prove who they are. Fraud is !
costing banks and tax-payers millions. ID theft is increasing at an alarming rate and is affecting

As new tactics become available, you may add

them to your mobile store, or we might add them
as interfaces to our higher-end apps
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W Goal #1: Infroduce our CU members to text banking services as a collaborative
investment, build an audience

m Rolled outin 2011 with no invoice to CUs for the past four years

W Goal #2: Develop text banking database and analysis capability, alongside service
charge programs that could someday be activated when need be

m Since 2011, CU*Answers has paid about $295K for this program
= B Starting in 2016, text banking fees will be implemented ==

W Goal #3: Reset the text banking program to a net breakeven, and assess the future
and develop new (appropriate) text solutions for where CUs want to go next

m You can tell we've been getting ready (See “Invoice Correction for Mobile Text Banking
Usage Counts” email dated 6/4/2015)

m QC deftermined not many CUs were paying attention, since it was free




The World is Crazy About Mobile

SMS will be a star, and Firethorn bit the dust

@ Our biggest problem when we lost Firethorn was how we were going to
get text banking

® We went back to the drawing board, decided to do our own text banking
and partner directly with mBlox, with no Mobile App vendor in the middle
@ We will be announcing a signup for beta participants in July, and are
confident about a full release by the end of the year
® Pricing
B You will be charged 3.25 cents for text messages, and there are two types:
+ l-way messages (marketing, text e-Alerts)
» 2-way text messages (answering interactive member requests)

B You will be able to set up fee programs where you can charge members on a
tiered basis according to volume of text messages

Look for an invitation soon to a webinar: “Understanding
your SMS text program through It's Me 247"

v

Remember this from 20112

The deal will be a bit different this
time - starting January 1, 2016,
text messages will be billed at

3.5¢ /text

(2-way texts count as 1 —
for billing purposes)
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SOME THINGS WE'RE LEARNING, AND OTHER THINGS WE WILL LEARN

P T TR TS ST L LT - . T e
(1" Session 0 CUBASE GOLD Edition - ABC TESTING CREDIT LINION = * Sesion 0 CLUPBATE GOLD Edition - ABC TESTING CREDIT LINION
Fix Edt Josh Hep File Ede Toch Hep

Text Banking Summary Stats Configure Mobile Banking Service Fees UPDATE
_

# ol days ln month
# of CU members 20,5%0 20,421 28,234 28,112

Panatation

Corpll) &
Moblle banking type TXT  Text Banking including text alerts Active Yes
Fee group code a1 Group description  DEFALLT TEXT BANKING GROUP

Monthly Mamber Ssbscripton Fee

' bers lled in text banking 298 208 212 245 Rogular monthly rate 0.00 Introductory rate/moath 0. 00 # months ot Introductory rate 000
# devices enrobled in text banking 245 238 222 198 T Uatsaction description MOBILE TEXT FEE Foe GIL offset 8cCount 1500 G ¥ Foe can take account negative
% of total hip using text banking 1.04 1.9 8 -87 Subscription foe walvers: Low age 000 Migh age (Y89 Agpeegate savings 0n.00 Agyregate loans 0.00
Activity Walve if OTB account is present Cradnt Loan Saviags ATM Dabit

Total messagesions woy & two. way combined) 2,046 2,107 7,098 1,500 Waive il enroliod in o.statermonts

Average numbor text messages per day 6o.20 ur.97 74.93 61.%08

s sl S - - e ~ e
Avorage messages per memberitxt bnk membors) 3.76 4.38 5.20 5.75 g HOW-USE FEE Non:ude Fee
Hoavy UserstABussns 1 999,999 0.000 2] 1-990999 TEXT I - 090990 Text Wessages
Most one way text alarts by a single membar "3 123 1o 1"z :.:

Which member? 0, 000 u

Most two winy text gun iy ningie ber 12 132 144 256 0. 0en g

Which member? 0. 000 u

Most inessages|any type) by & single member 123 139 194 266 0._pou m

Which member? 0.000 n

0.000 =2

Verily

Audio Responss MdUpdate

@ EDPMur L

Online Banking \ Texy Banking

ESPr A P2

If you ever get a material invoice for your

text program, maybe you’ll be ready to
revisit these screens
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WHERE DO WE GO NEXT?

e Doily balonce

+/ Send me a daily alert showing the current and available balance in this account

Daily — #of B
tfransactions

Count all of these types of transactions:

® Any deposits
O Any withdrawals
O Select specific transaction type i||

And alert me when that total exceeds this # of transactions in a single business day:

Daily — |

Add up all of these types of transactions: total $ amount
® Any deposits
O Any withdrawals

O Select specific transaction type ‘ i”

And alert me when that total exceeds this $ amount in a single business day:

BL Max: 99,999.99 1

L

. £
Currently in e
development ___

Specific trans
(various)

Step 2 — Choose a transaction type
Alert me when this type of transaction posts to my account:

| |

@ For any amount

O Only for amounts of $| ‘ur more

Specific trans
(cleared check)

Step 2 — Choose a transaction type
Alert me when this type of transaction posts to my account:

|Check (specific check number) i|| Enter a check # ‘ ]

Step 2 - Enter number of days for reminder
Alert me this many days before the payment is due:

[ ]

(enhanced)

Loan payment |

Remind me this many days after the due date (if I miss my payment):

[ ]

+/ Skip if the amount due is $0

Acct balance
(enhanced)

Step 2 - Enter account balances
Alert me when my account balance is above:

| ﬂ 0 Max: 99,999.99

Alert me when my account balance is below:
| ﬂ 0 Max: 99,999.99

Balance to use for this alert:
@ Available balance (this one excludes any funds on hold, such as pending debit card purchases)
O Current balance (this is the total balance in the account)

Keep an eye on the Kitchen...l anticipate some

aggressive programs around text ideas coming in 2016,

and our eAlerts program certainly will jump forward
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o ...but as an Internet
Retailer, it's your reading of
the data, and the
automation of the
response to that data
exchange, that will make
all the difference

= If your CU is going to invest
in being an Internet
Retailer, you will need to
step up your data game

3 New Emerging Job Categories — New Hats To Wear

Internet Retailing
Vice President of Internet M VP of Data Acquisliion & W EVP, Director of Regional
Retailing Management Corperate Growth
B EVP, Virtual Channel B Manager of Coordinated W SVP for Marketplace
Solutions Database Design Development & Alliance
B Manager of Social B Director of Analytics Sales
Media interactions B VP of What-We-Know- B Manager of Process
B Manager of the Mobile About-Our-Members Consolidations
App Suite B VP of What-We-Know- B Director of M&A
B VP, Regiconal Virfual About-Qur-Operaiicns B Chief Financial Analyst for
Branch Network B EVP, Distributed Information Corporate Acquisitions
& Marketplace Communi-
ad cations
o
- Are these the people that may someday make S

the call when it comes fo the producls you pick
and the strategies in which you invest?
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DATABASE GROWTH ON STEROIDS...AT CU* ANSWERS,
AND AT YOUR CREDIT UNION
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Database Growih on Steroids

AT CU*ANSWERS, AND AT YOUR CREDIT UNION

B In the last decade, the evolution of transactions changed our industry
B The volume of transactions exploded (plastics, online activity, mobile, etc.)
B From an operational point of view, it changed everything

B Butf as we look af the next decade, the #1 thing that will change how we see
ourselves and how successful we are with our members will be our ability to master
data

B Architect its design

m Innovate how we store it
B Quadruple the speed at which we review it
B Automate the way we respond to it
B Embrace the return for investing in it

What today are optional specialties must

become embedded core competencies in
every organization
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Analytical Database Design and Operations

EVOLVING FROM “STUFF WE ALL JUST DID” TO A MAJOR BUSINESS INITIATIVE FOR US ALL

M [t's hard to believe, but as Focus Groups
go we see this new one becoming arival
to the Lending Top 10, Accounting Top 10,
and even CEQ Strategies

B We have big goals for our second Data
Investment Symposium in February 2016

m 1-3 CUs to show up with a strategic plan
for data management

m 1-3 CUs with new job descriptions and
responsibilities for leaders in this area

B An active set of CU/CUSO collaborators
to lead the way in defining what data is
valuable

2015 DATA
INVESTMENT
SYMPOSIUM

UNDERSTANPING CUEBASE DATA STRUCTURES & TOOLS

EAPLORING NEW IDEAS AROUND EXTERNAL DATA

WAREHOUSES

FEBRUARY 25, 2015
CU‘ANSWERS

Announcing a new

Executive Study program
for 2016...




Owners Build Cooperatives

EXECUTIVE STUDY DESIGNED TO BUILD A NEW COMMUNITY OF COOPERATIVE LEADERS

Track 1:
What Makes Data Valuable?

B Brainstorming with CU*Answers data
architects and credit union peers
around the data available to CU
organizations

B Work as a group to identify the
characteristics of data that help
discern the difference between
information and knowledge

Create a foundation for all CUs in the
cuasterisk.com network to up their
game for a future based on infuition
from data

2016 Executive Boot Camp Series
12 candidates to be selected from a
group hominated by their credit union
m 1 representative per CU
m Nominations due Nov. 1, 2015
B Four 2-days sessions (8 days total)
m ] session per quarter

m CU*Answers to pay overnight lodging
and food

B Work-study program
B Must attend all 8 days to graduate
B Schedule to be announced soon




Analytical Database Design and Operations

LAYING OuT NEW OPPORTUNITIES AND BUSINESS ENDEAVORS

ldentifying the key leaders that
generate data

B Identifying the opportunities in
being the business that stores data

B Deciding on the risk your data
management business should take

B Data with personal information
m Data without personal info

B Finding your role in how data
moves from an internal perspective
to an external one

m At the CU, atf the network, at
the industry level

WIKIPEDIA
The Free Encyclopedia

Iain page
Contents

Featured content
Current events
Fandom article
Donate to Wikipedia
"Wikipedia store

nteraction
Help

About Wikipedia

Article Talk

Create account Login

Read Edit View history |Search Q

Data anonymization

From Wikipedia, the free encyclopedia

"Anonymization" redirects here. For anonymity on the Internet, see Anonymity § Anonymity on the Internet.
Mot to be confused with Data cleansing.

Data anonymization is a type of information sanitization whose intent is privacy protection. It is the process of either encrypting
or removing personally identifiable information from data sets, so that the people whom the data describe remain anonymous.
The Privacy Technology Focus Group defines it as "technology that converts clear text data into a nonhuman readable and
irreversible form, including but not limited to preimage resistant hashes (e.g., one-way hashes) and encryption technigues in
which the decryption key has been discarded.""! Data anonymization enables the transfer of information across a boundary,
such as between two departments within an agency or between two ar===s . i .

< disclosure,

Cybersecurity
What does it tnean w the
SUindcstey dodigh=

AuditLink

L e |




Analytical Database Design and Operations

How WE PLAN TO ATTACK THIS AREA IN THE FUTURE WITH AN INTENSE FOCUS

B Goal #1: Build new tools for CUs with the resources to go active with analytics and data
processing functions around their own database centers

B From CU*BASE dashboards to operational services for CU designers
B Goal #2: Build new databases and content with the intent to yield new insight (analytical
databases alongside operational databases) — optics for non-transactional member activities
m Create our own big data and think more about raw data insights
B Goal #3: Build new consulting and executing resources to act on insight
m Concentrate our network on new focus groups and collaborative activities around analytics
B Goal #4: Build new external databases that can be leveraged inside and outside our
network — aggregate data from a larger portion of the CU industry
B Find new peer audiences and extend data more often, faster, and interactively
B Goal #5: Build momentum for analytics and executing on building ownership and pushing
insight and information to the edge of customer-owner networks
m It'sMy__ Data ... Staff, Executive, Board, Owner




Goal #1: Build New lools for CUs

HOW MANY TOOLS CAN WE BUILD AROUND THE CONCEPT OF PATRONAGE?

Net Relationship Summary

n The primary purpose ol this appScation s to g=t » hreektdown ol memben’ balances isto e following smos
] Mot Savers - Members whose toral savings batance is groatnr than (otal loan Satance.
1. Nt Barowwses - Membors whase ol lnan halance is grester than sotal savings balance
3. Mot Zeve - Tolal savings equals totad loany, genatally messbers with no savings and no loss balances.
4 Mt Mgy 3 with nog: totnl savings balance of with ovorpaid boam
Liee thiw Hiltnrs Db b tufing the bt for pour specific newds.

| Anatyre data for yoar 3018 Vamber dangranont o0 selocind
Branch o AL Branches Apgdication type Bl o0 wieand

| Gonder m S— Owidond appiication [ERIEY 00 sefectnd
Tior lowsd ]’u_ _&; ',‘ . e BREES 00 welectod

| Membar type m = Loan caegory R 000 siectad
Age 1ange ™~ ; Pusmsmess uni| B 900 wiecind
ActivelClosnd 'u] - Tiored Service goale 000 solectod
Lmployse type m 090 selecrod

- As of 06/04/2015

Show amount range: From

Net Relationship Summary With Participatid

[C'Subtract par values of $5.00 from savings balancel

Total Net Savers $1,098,660 574,585,874 $73,487,214~-
g With savings & loans 337 2 $1,098,660 2 $23,897,980 31 $22,799,320- 8
E With savings only 8,311 60 $50,687,894 67 $50,687,894- 174
Total Net Borrowers 3,401 25 $44,520,746 a5 $1,572,424 $42,948,322 147~
g With savings and loans 2,110 15 $31,787,077 68 $1,572,424 2 $30,214,653 103~
With loans only 1,291 9 $12,733,668 27 $12,733,668 44-
Total Net Zero 1,639 12
With savings & loans
With savings only
With loans only
[EY with no savings and no loans 1,639 12
Total Net Negative 173 1 $1,263,036 $68,660- $1,331,696 Lo
g With savings and loans 63 $1,263,036 $31,798- $1,294,834 4~
With savings only 110 1 $36,862- $36,862
With loans only
Total Members 13,861 $46,882, 442 $76,089,638
Total Business with Members (Loans + Savings) $122,972,080 Net Funds (Loans - Savings) $29,207,196-

[ Int Collected & Div Paid

\c’”ln ere Am | [ y

View Averages View Filters View Accounts Hide Net Zero & Net Neg | Exclude Part Loans

Most of the work to date has been figuring out
how to create a transaction to reward paironage

The future is understanding how to leverage what
we know about patronage, day to day




Goal #1: Build New. Tools for CUs

THE NEXT BIG THING IN PDFs: EXPEDITING ON-DEMAND REPORTS TO CU*SPY FOR PDF OUTPUT

B Anyreport you can print* can be sent to the new INSTANTxx Eoriine
printer queue (like HOLDxx) later fhis

year!
B A new program will monitor these queues for incoming files
and move them quickly to CU*Spy, ready to view or print

B Next up: In-house eDOC vaults — will require some
new configs already in development

v Job queue
Copies [1]
Printer [INSTANTXX |G

All Reports End of Month General L

Third Party Instant

| Report Name: | Found 41 items.

| Search For | # Combine selected reports for print using 3

[ 5elect All Reports
parerants E-Feb 17, 2015
021712015 f

L1PDLQ1 DELINQUENCY F'A‘r'MENTC{

|Descendin Vl P ] IN1ERESL neXT PRY
g . [ PDLG2 DELINQUENCY INCREASE BER BRANCH ~ BALRNCE DUE DATE

50 o

| | . ~[proLas DELINQUENCY CALCULATIOR 14-791 01 16460.27 103.41  2/01/15

LA 1 HI - - A mmm e m i -

*Exceptions include forms with overlay, checks, and receipts




Goal #1: Build New Tools for CUs

DOWNLOADS MADE SIMPLER

Launch the
tfool on

Coming
later this
yearl

on 3 CU*E Gt ‘Edition - % t\

Table (file) name 'MASTLIST

Library (collection) name QUERYCU

Authenticate
against your

Cl 7‘--':BASI‘]9

goldedition

Run a new e g i e st s i ey S RS file transfer
optionin Locm permissions
CU*BASE i

& Gsmavoncs WP [ @ [ Quesn - Tansler Settings Detuit - -
@ CUBASE Fie Downlosd Q"GOS:S; Su CUTBASS Sk Dsmtumt Ciamt 8 5gtts rasmrvad. T
&Cos Bl e RRAZ S b/erot> - (B[] S QW FndFiles | T
ol Ulead (1 i X o) Gy popetin (9 [ (3] W) ! X G = 8 -3 S |

4

Horme Bt Sae Type Cranged * | Neme B Sze Chenged Rights
.- Pareet Sractory 272018 34785 PM 0. MASTLST.CSV JEMEE  210/2018 23230 PM WA 2

L metadats Fie fokder 11/21/2014 104601 AM 2| L MastusTee ININE 2NOMIITISEIM rwwren

¥ e Fie foder 11217013 21443 PM Drog the
B} dppDens Fibe foicies acns tossson [l .

& Apgtication Dete Fim foiier (VT lp. bl - flle 'I'O your
£ Contacts Fie foider A o T M

B Cockies File Fobat 1ZLM3 LRI PM PC folder

M Desxtcp Fie 2/6/2018 10753 PM
Decuments| Fie folder 271272015 4156 AM 0
8 Downicads Fie folder /52515 23733 AM
L Favontes Fie folder 12372015 125337 PM
Plinks Fie Folder 172372015 125341 PM

Fim (e 1120011 1-T125 P

DEBef595TKEmDef23 DBl GESKE mDef2




Owners Build Cooperatives

EXECUTIVE STUDY DESIGNED TO BUILD A NEW COMMUNITY OF COOPERATIVE LEADERS

Track 2:
Building Solutions as a Co-op

B Brainstorming with CU*Answers
solution designers and credit union
peers around the concepfts that furn
ideas into working technical solutions

B Work as a group to understand the
creative and day-to-day work
processes that yield solutions for our
network

Create a foundation for all CUs in the

cuasterisk.com network to ensure @

long future from the investments we
ake to get things done

2016 Executive Boot Camp Series
12 candidates to be selected from a
group hominated by their credit union
m 1 representative per CU
m Nominations due Nov. 1, 2015
B Four 2-days sessions (8 days total)
m ] session per quarter

m CU*Answers to pay overnight lodging
and food

B Work-study program
B Must attend all 8 days to graduate
B Schedule to be announced soon




Goal #2: Build New Databases for Insight

OPTICS: NON-TRANSACTIONAL DATA TRACKING — WHAT PEOPLE DO YOU CAN'T SEE TODAY

B Introducing Call Center Optics B Introducing It's Me 247 Optics
B Tracking every member that was m Waitch, record, and analyze the
helped through CU*BASE Phone Op clicks in the online world
m Cross-referencing member activity | - Logged In/Out
. L. 2 - Clicked Smart Message xxxx 30 - Went to PIB
to their call center CICT|V|Ty 3 - Viewed Open Loan 31 - Viewed Check Image
4 - Viewed Open Certificate 32 - Printed the Page
B A search for new ways to earn from 5 - Viewed Open Savings/ 33 - Viewed Dividend/
. Checking Interest Summary
answer! ng The p hone 6 - See/Jump Activity 34 - (Payveris) Created
7 - Clicked xxx Loan to open Payee
rSﬁsionOCU*BASE GOLD Edition - Phone Operator Wrap Up 8 - Clicked xxx Certificate to 35 - (Payveris) Paid a Bil
A open 36 - (Payveris) Viewed Bills
- 9 - Clicked Savings/ 37 - (P is) Sent P2P
Crosssalesnote | || || | Checllfineg T())(X())(pgr\:mgs 38 - Vi:\fvveeorlljv\e(sesr;ges
calitype | |EY Primary subject forcall | | €} Ilr%(;r%k;?ig%ed Personal g‘gy r':zﬁfd check stop
Log Cross Sales 11 - Forgot Password 40 - Downloaded account
g Details
Mockup;

currently in
design stage

—_— These new optional databases will have
associated fees and purge schedules to fit

with your plan for using the data
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In the Kitchen: Revamping the CU*BASE Menu System

d m\czt;;ooking in the

http://www.cuanswers.com/resources/kitchen/

revamping-the-cubase-menu-system/

Revamping the CU*BASE Menu System

Crot: Dawn Moore

scrusing 1o wach b

ronrwhy

et mhat ur v while wi] et g pou 9 try

MUCUS Ordier, these e th CONCepts we Laad 4% 0L Mg ching Orders wher

.,Lm::{
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Mt KRen

TRASTIRA Mortpage Repdatinm 20
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Mk

Berramny (s hrngues from the calie scoby Phoyors uaw i thee rpchry | ~

v riiin )
Ui rweve stpde of nawigalion ssand (et CUS2ASE can helo your e fiod what the ANA Faw Cacs
e, gischly and intiztheely, And B wil show yos whae you can do withsut

Fepom Sihvedul Doamin

~ ewwrrgn e CUTHASE Mevs Spie

POPONLL foundamon Propects iy Dul

3300 £l Repont Tooh for SUTBASE

File Edit Tools Help
CU*BASE Tools

Weicome, Dawn Mocre! What would you like fo do today?
Tool # Shortcut

Search for

U s

EY J 0001 Work Dady BSATTR Activity

B3 [ 0002 Print BSASAR Activity Report

EY B3 0003 Work Domant Members

B3 K oot AudtinsidenEmployee Activty

B Ed 0005  insider AuditDue Diigence Rpt

BY & om0 Scana Single Name Through OFAC

B3 K coo  werTransaction Ovemde

EY EJ 0021 WbrTransaction Reversal

B K 0022 Member Comment Update

B3 EJ o024 Member Acct Adjustment (Coded)

B3 K3 0051 DirectMail Member Possng

B3 KJ 0057 PostWire Transfer io Mbr Acct
Total # of tools: 12

EFr L PG 7D

Ji Y My Follow-ups

a
2

B Auditing Funcions (MNAUDT)
Auditing Functicns (MNAUDT)
Auditing Functions (MNAUDT)
Auditing Functions (MNAUDT)
Auditing Functions (MNAUDT)
Auditing Functions (MNAUDT)

g
&

=)

BEEE
B B

o
o)

EEE

Memiber Sarvice (MNSERY)
0 Memby” [Service (MNSERV)

Coming
in 2016

Member Acct Adjustments (MNADJ)
Member Acct Adjustments (MNADJ)
Meriber Acct Adjustments (MNADJ)
Member Acct Adjustments (MNADJ)

Speaking of what people do that you can't see...

B Say goodbye to “menus” and say hello to a new way to search for CU*BASE tools

B Serving the Google generation:
Searching is the new norm

My Favorite Tools
My Favorite Tools

All Ny Tools

|
§

Al Available Tools

QFAC

REVIRN
COMENT

Q Inquiry
‘\ Phone Operator

.

é Loan Quoter

Y%
'5( Custom Tools

* Preferences

Rate Inquiry

4 Home
K Signoff A

CUMBASE, ™

Try something new !
Today's tip for managers

V)

See your potential SEFT income$
S t

Ng unusad, waitin

Gor

WU (589 ) 02002015

SSyaN


http://www.cuanswers.com/resources/kitchen/revamping-the-cubase-menu-system/

Goal #3: Build Consulting and Executing Resources

CONTINUING TO WORK TOGETHER AS EXECUTIVES

~ ..‘-,\,Mm . 3

< Sent

.' ':m.-‘,-n. osanswerioom’

CUANSWERS
Executive Study Groups fATA Rally - Roung 1
une 4, 2015 at 3:00 ppy

B Goals for year 3 of Executive Study
Groups:

B Major new plans for CEO Strategies s?éeﬁ?‘;ﬁ;sﬁg;mmem_wmb.,nosﬁnga ‘
in November e As:fr;nzgf;',lis’:";"
m Acfive beta and dashboard dives ok vy e 10 i
for every executive, all year long g . b |
Sumable i"fomlatiOn S we wij| deliver

m A program in 2016 to activate - 23] e bloc rrpggpe " I SOVeral ong

credit union technology teams to gryamembe,;;'j,‘;;ffs;;oyowmnch
. . . rive i en,

work directly with our Executive | Provide s o2 o imary,
. r financi

Councill . ) THINK BIGGER B

eSolutiong
= Honor Technology Strategy 1
Developers (HTSD) 1

In 2016 I'd like to add dozens of new email
groups to work with beyond CEOs

Do you have a tech council or
executive group | can join?



C U’ANSWERS

A Creoim Union SERVICE ORGANIZATION

2015 CEO Strategies
November 10-11-12, 2015

(Same three days, all attendees!)

At the beautiful
Watermark Country Club
5500 Cascade Road SE
Grand Rapids, Michigan

........

Mark your calendars now...invitations will be
sent during September 2015



Goal #4: Leveraging Data With ©Others

FIND NEW PEER AUDIENCES AND EXTEND DATA MORE OFTEN, FASTER, AND INTERACTIVELY

B Your data can change the
ITIS TIME

lives of your members and ror chance ol T G
influence and industry, if ~
you share it

v
&
BREAKING THROUGH

CLmbawens —vroe

!

\ e
-

Better yet, you can lower your costs,
expand your opportunities, and guarantee
your success if you lead with it



To Change the World, You Need to Get Iis Attention

worth our time

CUSO | Submitted | Total | %
166 203  81.77%
24 25  96.00%
15 22 68.18%
7 19 36.84%
31 51 60.78%
| 243|320 75.94%

2,167 comments published

534 submissions from
network credit unions

Compared to RBC1,

111 more comment letters
were filed for RBC2

B The “Raise Your Voice" initiative for RBC2
was one of those chances, and an effort

RQYWVG&"RH(B;;”C ; ——

RAIS
O s

vmcE . B
= |

g PERIOD ENDS ON APRIL 27, 2075

-9 5‘?,,",_,""_4 S Need your heip,

A 10 ety "'“‘"""Qc.n.nu.‘ =

IR b e 13 0 4 L LYY
J e v S e e i gl g P —— P f b

| CD\T UNION

We are a cooperative,
Just like you.

Dave and Jim
at the GAC




Goal #5: Pushing data fo the edge of our customer networks

CUSTOMER-OWN E RS BUILD BUSINESSES

B To getrespect, you must show respect, and who
goes firste You do, of course

B Aftonight's Annual Stockholders Meeting, we'll talk
about what we plan to share with our ownership
community as a template for what you might do in
2016

B If the world truly comes “m:mgbﬁ;:"* B:‘;;';,db‘:;,d
to see data as its most
valuable commodity,
will you be positioned
to be one of the most
valuable organizations

available to your . It sm?@m
memberse

Do the math:
A cooperative with 5,000 participants

All participants
5,000

Owner-aware
participants

Executlves

Notlo in fo

A mcbm msa and chord
neads data
mromuﬂ

Hope to see you tonight so | can
explain the difference between

bodacious and audacious



DATABASE GROWTR ON STERGIDS
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External Databases

(TO USs, THAT MEANS ANYTHING OUTSIDE OF FILExX IN CU*BASE)

B Seems like everyone is in the data business these days, and it makes sense
m Operational software generates data, and it ends up being organized as a database

B The trick is understanding who's in the database business, and their infentions

Traditionally creating operational databases for products like CU*BASE

and It's Me 247

= |In 2016 we're going into the business of creating analytical databases to
understand everything credit union

Using their tools, pushing the data to you, or pushing it to us

Have you thought about what you do with datq, in your network on servers or
individual PCs, as a business<e

= Collecting and archiving the data is data processing

= Who's doing the analytical work, and what is the yield?

CU*Answers

Potentially You



External Databases (CU*Answers)

MY CU TODAW' PUTS US ON A PATH FOR YEARS OF DEVELOPMENT AND REACHING NEW CU STAKEHOLDERS

B Fastest rollout of any optional CU*Answers MY CU ToDAM
product

B 92 CUs (497 branches) - T"' v
B 232 alerts subscriptions s =

B Most popular trend graph:
Loans — Closed End Balance

Welcome bacic David Damstra

QCreate a New Alert

Lredit Umon FOCIS Codt Lo | #

Send an et foe Vs {5) Bk | #

1 & changes by 200 »ls

(ompared 1o Qg weeht igo | *

ot the folirwisg branches * foces (u - Sufegh
* founs (- Fls

« Foves (u-Tose

* Waewatesa bl 91

Also sand this alert te « WIALIGOYETIverS ey

[ Swwe e | (il



https://www.mycutoday.com/
https://www.mycutoday.com/

External Databases (CU*Answers)

B We plan to do 2 releases per year
m In this month’s release:

Combined Total for all Branches:
New Members Today

Download trend graphs to your desktop
Add annotations to the graphs
Highlight a compare to what's “normal”

Combined Total for all Branches:

for you (based on averages) New Members Today

Choose your own top 10 “Quick Look”
graphs

Consolidating alerts into fewer emails

Send all alerts to additional recipients

2 Comagac
3 Eosth Mawn

fram 0 Teghy SOrEaen I Ser FrAAmOe S
* xrLrstran

< # Qe Dot
Salyect M UTaday Alerts - Honde Caalt Unuim have b

MY CU TODAM

1 Beomn Spange

MyCU Today Alerts

Monroe Credit Union

| seldom talk to an executive these days who
doesn’t have their phone within reach

Jady mlerts for Job T2l

h

Are you ready to be as fluent about your CU data
Checkng (3) Balance £3.000 493 5 Wedund  $8647190  $9090.017 26800V  $8.6%6 %Y .
Escrow (3] Svance 55812 22 Weddmnd $31696 S8 smMe s as you are about your fqvor“-e web Seqrch?

Chackng {5} Balence s24arend 154 Wedund  S2085777 $2WE601% S2M601E £21601




Board Sites SO

credit union

B 2015 might signal the end of
overnighted printed packets The 2015 ectonsAre e

and We Need YOUR Vote!

With beard slactioes ang byfaw thangevion
dack this yrat, 'S imperative that yom g
your voore heard. We can't waik to hear you
spesd owl aboul {hese changes by casting

N yow ballet at the Asaual Stackhalders

e
o Home Logln

o o s - e o Username
This s the home page, please edit this description. This is the blurb any non-

member visitor will see on the homepage and is visible to the “public”,

Password
Board Member Default Data
Welcome back Dawn Moore
Member Title 1234 Credit Union Way i Remember M
Member Name rand Rapicds, M 49546 logh |
\ Member Job Title 616,555.5555
/ Nember Company : Lost Your Password?
. . 2 c A j RUILL x ,.5

Member Title 1234 Credit Union Way N

Member Name vand Bagis, MY 49546

Member Job Title 616.555.5555 Helpful Links

Member Company

30 credit unions have v
>

launched a board website
(including one community

— foundation and one non-
CU*BASE CU)

Share exams




External Database (Your Vendors)

\ | EXPORTING DATA TO THIRD PARTIES

WHEN YOU’'RE IN THE BUSINESS...OR YOU JUST WANT SOME STUFF

* Daily membser notice data e print vendors © AT/ /debil /credit card positive
* Reports to archived servers baolance files (PBFy)
* Stetement data to print vendors ond archival * Member Connect (CUNA ond SerTech)

servers (member, credit card, mertgoge) * CUNA Loon Trecker
. * OTB payment sweeps [(morigage loam, credit * Member check/draft returms
B In 2016, we expect that CUs will be more S SN . vy W
. . . (oecevm'nfo, trensactions) I.oe:n CF;I [‘n:urqm) 'nfovm:ﬁen "
aggressive about expecting their vendors to e e - s )
* ACH returns (Fads ond third-party venders) cerrification) a
M M M ° r R * Cr bureau r e
exchange data, either interactively or much e e e i S P
* ATM /debit/credit card orders and l& '" AROUIS

mentencnce

more effectively in batch formats

B Have you inventoried everything that’s
already available to youe

fe] o Today these are generally custom, but we've done a poor job of
going to change

IMPORTING DATA FROM THIRD PARTIES

® My fop 3 goals for 2016; AT EEEy
m Build direct connections with the credit Tt
bureau vendors and ofhers like NADA G v e
B Earn on our work from a development i g

i
& 4Roes

relationship with Marquis

B Draw more attention to first-responder
databases like EFT ISO messaging

® As with the exports, these are generally custom, but we need to do
a better job of sharing what is possible in a network

We need to take advantage of our
24x7 shared data center operations

and keep them busy



External Databases (Potentially You)

B Over the next few years we expect
a new audience to emerge in the
network, who will take control over
their data to a whole new level

m They'll centralize a
comprehensive data
warehouse to be stored
separate from their vendor
networks

B Lke My CU Today, we expect our
data centers to be busy with 7-
day-a-week, automated data
transfer services

ATM/
Debit Card
Switch

L
— ~
- - =
- -
-
-
-
-

Credit
Card
Servicer

| Mortgage
Servicing
CUSO

Comprehensive
Data
Warehouse

Specialty
Product

Buyer beware...the return in dataiis not from

storing it, it's from understanding it

How do you see our future collaborative efforts?
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Applying What We've Learned About Dashboards to Financial

Data

Step 1: Identify a type of raw data that is important to OO o i i

Tools thet every crecit union lesder should know.

credit union insight and operations Cpt e et e g

with robust graphical tools that heip to clarify your meszage and give it punch.
CU"BASE export features sllow you 1o get the most from your cata! Uze the ™ tooi to generate a high-quality
POF summary of the cashboard contents, ready to present to your Soard or other team members.

Step 2: Give the user filters and create a subset of the T ——

Manage: Analysis Dashboards 1 Menu (MNMGMD)

raw data based on selection criteria for a e i)
relevant circumstance

members who own them in over 33 different ways.

Ansiyze your memberships in over 30 diffarent ways 1o use az
8 zpringboerd to evalsste crecit union poicy.
View the actiity of your ATM terminaiz and retworks to

= cetermine usage.
i Anarze su izsion batches of which nave
o o o been posted to memoer accounts.
Step 3: Display the data in an in-your-face way that i e R i
. . (:‘n‘m.en.tl u;;‘q A:n;fss-’ JH’ : uze thiz trending tool to exoand opportunities and track loan
gets people thinking I I e A
P Credit Score History Analysis ~ & il :r:m;::::’:;nmdmmmhmnmmuon
_lll (Esamrts ssallabe e the Azzyuh scems mkscm'hi'swryl?dbnrlmzlumemoin(oxewnu
EFT Portfolio Daznboara ™ & el ;nme;wmtm;:::::wemm;‘v:dc:::

Step 4: Tell the user everything you can about the

data subset and throw in some consistent e B e e

MAme&mmr‘gﬂ Caiculate the sverage daily balance for your Memder Trisl

b “LsaryShvere Tl A2 s, Shars “AD Coe (1Y Salance G/L sccounts.

Loan Portfolio Concentration Risk Anatyze rizk 3Cross your entire joan portfolio — &0 you have
the right number of egzs, in the right beskets?

Loan Write-oft/Charge-off History Anadyze dats coliected when 2 JoBn is writter off or charzec

oft.

analysis routines and action steps

A goal for 2015-2016: Standardize and bring all existing
dashboards up to speed with A.S.A.P. features




What is the difference between hunting and pecking for. data
and analyzing it?

[ %

Account Composition
= An analyfical tool to understand
what accounts this crowd has with
you
» Prepares the analyst to talk to the
crowd -

‘

T BASE LBULL - AnalyzZe ommao DONas
File name to be analyzed [ |

File must be located in your QUEP

sl aroup o

L

brary and conta

Membership Traits
= An analytical tool to understand
what membership traits has in
common
» Prepares the analyst to talk to the

crowd 4}

View common bonds in & Account composition
& Membership traits

&) Credit history trends
() Tiered service analysis

!

Tiered Service

)i
o

Credit History Trends

? @ Analysis

= An analytical tool to better
understand the creditworthi-
ness of this crowd

= Prepares the analyst to talk

to the crowd

= An analytical tool to show the
relationships and penetration
you have with this crowd

» Prepares the analyst to talk to

the crowd




What is the difference between hunting and pecking for. data

and analyzing it? P TR
~

| Whal aboul when
there’s no dashboard?

If'you'can generate a
file, you can analyze

- the situation Membership Traits

. - = An analytical tool to understand
Account Composition ) % S ‘ what membership traits has in
= An analyticaltooltoundg—7oo = 0 & —mon

what accounts this crowd ares the analyst to talk to the

you File name to be analyzed | | ; 4"‘

» Prepares the analyst to ta W account base nu
File must be located in your QUERYxx libra

crowd
View common bonds in ©) Account composition /‘F

& Membership traits
&) Credit history trends
" () Tiered service analysis

!

Tiered Service

B2 7@ Analysis

= An analytical tool to show the
relationships and penetration
you have with this crowd

» Prepares the analyst to talk to

the crowd

Credit History Trends

= An analytical tool to better
understand the creditworthi-
ness of this crowd

= Prepares the analyst to talk

to the crowd




Applying What We've Learned About Dashboards to Financial

Data

Step 1: Identify a type of raw data that is important to credit union insight and
operations

Increase the years of debit and credit history we make available online; use the lifetime
iIncome and balance sheet history already on the system more fully
Step 2: Give the user filters and create a subset of the raw data based on selection
criteria for a relevant circumstance
Expand the reasons why and how users can query all we know about financial history

Step 3: Display the data in an in-your-face way that gets people thinking

Create specialized looks like performance variance analysis

Step 4: Tell the user everything you can about the data subset and throw in some
consistent analysis routines and action steps

Paint pictures, graph, and report things no one currently has the time to do




Attacking the Budgel Opened a Can of Worms

...BUT ALSO SET THE STAGE FOR YEARS OF WORK

B Coal #1: Modify the budget process so that credit unions can budget to the
same level of detail at which they execute, day in and day out

m Every G/L, every branch, every month

B Coal #2: Create a dashboard for variance analysis that is convenient,
responsive, and easily shared with stakeholders

B Query percent and dollar amount, every G/L, every month, and by key
iIncome statement areas

B Coal #3: Create the ability to model the connection between member savings
and loans and the income statement; build a platform that links what we know
about the past with the assumptions we need for the future

m Ouch! Back to the drawing board

Repetition is the key to evolution, and
budgeting is a once-a-year thing

It takes a long time to bring everyone
info the game and blend user
workarounds with new. intentions




Planning for the 2016 Budgetling Season

ANNOUNCING OCTOBER 2015 WEBINARS: ENGAGE WITH OUR BUDGET TEAMS Mark your
calendar!

Budgeting Sessions hosted by Randy Karnes
VIA WEB CONFERENCE, FRIDAYS FROM 2:30p - 4:00p ET

Friday, October 2 Unders’rgndmg how ‘rQ prepare your G/L chart of accounts and
budgeting configurations

Friday, October 9 A deep f:hve on the tools and do’r’o that prepare you with a set of key
assumptions based on where you've been

filele s olaeies i A deep dive on the Work with CU Budget — everything but modeling
: A deep dive on where CU*BASE is with modeling assets and liabilities to
Friday, October 23 .
generate the offsetting income and expenses from member accounts
Analyzing the tools for printing and presenting budget variances and

Sileleyolaeleciclol - ynderstanding how projected assets and liabilities vs. actual
performance can be understood

Our goal with these sessions: To make sure

year 2 is a step up from year 1 for this
development project



2015-2016 Focus: What We Know About Financial Data

To THINK ABOUT WHERE YOU'RE GOING, START BY SEEING WHERE YOU'VE BEEN

B Want to know what's been happening for the past 10 years, for any G/L, with the
click of a buttone

File Edit Tools Help

PRIl g Budget Modeling

m The CEO
f . Budget group @1 COHSUMER LOANS G/L acct TOl1-34 USED VEHICLE LOAHS
. The heOd O |end|ng Location All locations 111-34 INT INCOME - USED VEHIC
| The heOd Of OpeI’OTIOﬂS History For Assumption Ideas
B Service income analysts Dec YE Balance | % Change | Net Change
| BUdgeTlﬂg Year Dec Year-End Balance % Change Net Change
2014 bb, rht, 213 Z2.d1 12,954,317
1 2013 53,793,895 2.72 11,486,929
m Board planning 2012 42306, 966 177 6,369,270
d b . -I- ) 2011 35,937,696 0.26- 942,806 -
2010 36,880,502 0.21- T7h,d494-
. Every Oy rOInS Ormlng 2009 37,656,996 0.29 1,048,779
2008 16,608, 217 3.45 9,388,823
2007 27,219,394 0.71 1,804,193
2006 25,415,201 1.94 4,133,344
2005 21,281,857 1.53 2,827,972
2004 18,453,885 0.02 40, 669
® Detail history for more assumption ideas 4

Currently in //
development




2015-2016 Focus: What We Know About Financial Data

To THINK ABOUT WHERE YOU'RE GOING, START BY SEEING WHERE YOU'VE BEEN

B Want to know what's been happening for the past 10 years, for any G/L, with the

click of a button?¢

Get a picture of 10 years of:

Auto loan performance

Home loan performance
Certificate program performance
Reward checking performance
Skip-pay income performance
Courtesy pay performance

NSF fee performance

Employee compensation

What you do, day in and day out

[File Edit Tools Help

‘ Budget Modeling

G/L acct 701-34 USED VEHICLE LOANS
111-34 INT INCOME - USED VEHICLE LOANS

Budget group 01 CONSUMER LOANS
All locations

Income

Location

History For Assumption Ideas

LT (:EIELBEE % Change | Net Change

Summary _

December Year-End Balance

80,000,0007"
70,000,000

60,000,000

50,000,000+

40,000,000

30,000,000

Balance Amount

20,000,000+

10,000,000

2006

2008

2010

2005 2007 2009 2011




2015-2016 Focus: What We Know About Financial Data

To THINK ABOUT WHERE YOU'RE GOING, START BY SEEING WHERE YOU'VE BEEN

B Want to drill down on a specific year and G/L, from January to December?

3 years of insight into:
Where you started
Where you ended
Annual dollar and % change
View any 3 years side by side

Save hours of data-gathering
and see things you've never
looked for before

File Edit Tools Help

Balance Comparisons

Corp ID 01 ABC CREDIT UNIOHN
01 CONSUMER LOANS

GL Account TO1-34 USED VEHICLE LOANS

Budget Group ALl Branches

2010

Beginning balance: 37,656,996.43 36, 660,502.28

Month Change Balance Change Balance Change Balal
Jan 54,001.73 37,710,998.16 276,016.55- 36,602,485.73 130,564.26 36, 06
Feb 567,536.07- 37,143,462 .09 556,253.82- 36,046,231.91 279,018.75- 35,78
Mar 104,569.61 37,248,031.70 308,693.46- 35,737,538.45 5,137.19 35,79
Apr 351,071.57- 36,896,960.13 392,595.01 36,130,133.46 22,756.71- 35,77
May 226,359.60- 36,670,600.53 301,658.18 36,431,791.64 435, 450.83 36,20
Jun 218,256.43 36, 8466,656.960 165,504, 40 36,597,296.04 Tr3,7dd. 45 36,98
Jul 332,6833.94- 36,550,023 .02 245,062 .50- 36,312,213.54 1,555,070.92 36,53
Aug 162,882.93 36,736,905.95 36,797.49- 36,275,416.05 1,d489,059.19 40, o2
Sep dq2,d68. 40 36,7861,374.35 347,545 .95~ 36,927,670.10 Thd,212.82 dq0, T4
oct 166,114.29- 36,596, 260.060 266,101 .22- 36,601, 760d.88 hbl,5156.03 d1, 35
How 100,975 . 44- 36,495, 264 .02 b2,192.63- 35,599,576.25 q0d, 560, 24 42,25
Dec 345,217.66 36,880,002 .28 33d,119.96 356,937,696.21 h1,100.92 42,30
Tib,d94.15- 36,880,002 .28 942 ,806.07- 356,937,696.21 b,369,270.39 42,30

Annual growth: 2.0- % 2.5- % 17.7 %




2015-2016 Focus: What We Know About Financial Data

To THINK ABOUT WHERE YOU'RE GOING, START BY SEEING WHERE YOU'VE BEEN

B Now go crazy and look for things just because you can (the best assumptions are
inspired by hints no one else sees) -

File Edit Tools Help

=dld E 0 D& 0 A

Gain insights into:

01 ABC CREDIT UNION GL Account 701-34 USED VEHICLE LOAHS

. Avel’Oge ClnnUC]l Chgnge Low balance 42,543,066 . 37 54,807,319.87 7,406,142 .02 7,406,142 .02
; . High balance 53,793,895.57 bb,752,213.00 60, 256,761.31 bb,752,213.06

m What's the lowest or highest the
bOIOnceS hove beene Quarter 1 43,100, 248 .80 55,977,657.38 26, 602,566,589 41,593,491 .69
Quarter 2 46,230, 746. 49 50,676,116.38 11,01\8,385.05 39,039,749.31
. AverGgeS by CIUCIrTer Quarter 3 49,394,231.62 b3,140,327.34 9,856,976.21 40,797,1748.39
Quarter 4 52,808, 755.51 65,530,832.38 12,358,206.15 43,665,931.34

137

How often do balances go up?

How often do balances go
downe

Averages by month

Corp ID

01 CONSUMER LOANS

Budget Group

All Branches

# months up
# months down

Average change

# months displayed

Average monthly balance

957, 244, 08

12

47,883,495 .61

1,079,859.79

12

3
433,746.13

12

61,206,733.37

14,957,034.07

12 12 q 33

3
523,616.67

36

41,349,087 .68




2015-2016 Focus: What We Know About Financial Data

REMEMBER WHEN YOUR MATH TEACHER SAID YOU GET POINTS FOR SHOWING YOUR WORK?

B Projecting where asset and liability G/Ls will end up can be tricky, and everyone
does it differently — this new tool will take that info consideration

[File Edit Tools Help S

This tool emulates the flexibility
| Budget Modeling

of a spreadsheet:
B Model the starting balance
B Model debit activity (like loan

Budget group 01 CONSUMER LODANS GIL acct T01-34 USED VEHICLE LDAMS
Location 111-34 INT IHCOME - USED VEHICLE LOANS
Balance 66,752,213 asof Dec 31, 2014 Records used 204 | 1 G/L x 12 months x 17 branches)

Calculate Enter Manually Calculate Enter Manually Calculate Enter Manually Calculate

All locations Income

disfribufions)
. s e . Jan 2015 66,752,213 [ 66,752,213
B Model credit activity (like loan - o 19 914 o 19 914
F)(])/fT)E?f)fS) Mar 2015 66,752,213 66,752,213

Apr 2015
May 2015
Jun 2015

66,752,213
66,752,213
66,752,213 66,752,213
66,752,213 66,752,213
66,752,213 ] 66,752,213
66,752,213 66,752,213
66,752,213 66,752,213
66,752,213 66,752,213
66,752,213 66,752,213

66,752,213
66,752,213

B Model monthly net change
B Model resulting balance

Jul 2015
Aug 2015
Sep 2015
Oct 2015

Hov 2015
Dec 2015

2015 Projected 66,752,213 66,752,213
24.1 % 100.0- % 100.0- % 100.0- % 0.0 %

2014 History [ 53,793,895 61,689,635 48,731,218 12,958,317 66,752,213

27.2 24.1 %

42,306,966 53,793,695



2015-2016 Focus: What We Know About Financial Data

NEwW TooLs THAT HELP YOU CALCULATE AND PROJECT KEY MODELING COMPONENTS

Session 6 CU*BASE GOLD - Budget Mq&eling Assumptions

‘| Most recent balance (as of Dec 31, 2014 ) 66,752,213 Starting Balance

/| Projected year end balance 66,752,213 (Based on average net change to date)

|

|| Starting balance to use in assumptions {70, 008, 060 [

[l i

U I
Session 6 CU*BASE GOLD - Budget Modeling Assumptions

Debits

From the Previous Year-End Balance m PrOJect by Quarter

[TliPProject based on last years pattern:

Increase by so many dollars per month Q2 Session 6 CU*BASE GOLD - Budget Modeling Net Balance Assumption Confirmation - e
i| Show monthly growth b; ; % 3 ]
e s [ 24 ‘| WARNING! You have chosen to modify net balance assumptions.
1

A In order to do this, any Debit and Credit assumptions previously entered will have to be cleared.
Calculation Method

[¥]:Do you wish to clear the Debit and Credit assumptions and continue?

|| My year-end balance should be O 7]

In 2016, we'll stick to member asset and liability. accounts,
but once we're done, we'll attack investments and other
areas that easily correlate to income and expense



What We Know About Financial Data

BEYOND BUDGETS -

| Written Off/Charge Off Analysis Written Off

. HOW dO we move I w0 between Apr 01, 2015 and May 31, 2015
frO m bOO kkee p I n g ’ % % # Usable | Original Avg Event Avg | Avg Credit Score Chg: | Avg Seasoning
o Write OfffCharge Off Dollars Dollars | Count | Count | Mbrs | Scores | Credit Score | Credit Score Original to Default Months
TO OCCOUHTIng, TO Total Written Off 114,951 100.0 28| 100.0 24 10 627 bdT b27T a7
Total Charged Off .0 .o
fIhCII’\CICﬂ CH’]CHYSISQ Combined 114,951 28 24 18 627 647 627 47
B We add the story " " " "
. Top Reasons Dollars Dollars | Count | Count Top 3 Dealers Dollars Dollars | Count | Count
BANKRUPTCY CHAPTER T qb,652 40.5 o o o
Oround The debIT DEL IHQUENCY 40,978 35.6 .0 o o
M M VOLUNTARY REPOSSESSI 25,0563 21.7 .0 o o
Oﬂd Credl'l', |||(e we REFUSE TO PAY 1,146 .9 .0 Totals 0 0
DECEASED 947 il
M HMEDICAL 172 .1
% %
dld for member Totals 114,951) 100.0 Top 3 Types Dollars Dollars | Count | Count
1 GO00-VISA PLAT 38, 346 33.3 q 14.2
TrO nSOCTlonS T25-PRIMEQUITY ADVAN 36,000 31.3 1 3.5
hO07-USED VEHICLE 25,175 21.9 2 7.1
° ° Totals 99,521 86.5 [i 25.0
B We add financial
% % % %
Top 3 Employees Dollars Dollars | Count | Count Top 2 Members Dollars Dollars | Count | Count
meTaadara ds
99 36, 3db 33.3 d 14.2 KOLAT 30,0000 31.3 1 3.5
LOAN OFFICER PROFILE 37,471 32.5 b 21.4 CALLANDER JR 21,538 18.7 1 3.5
bOOkkeeperS LAVILA RYDER 1/23/15 17,6603 15.3 2 7.1 SEBASTY 18,0623 16.2 3 10.7
Totals 93,461 61.3 12 42.8 Totals 7b,162 bb.2 5 17.8

record history

|

<L Ll lol: = Currently in
=DM 8 L g (@, development




What We Know About Financial Data

BEYOND BUDGETS

File

Edit Tools Help

Loan Payment Activity Summary - Closed End

‘A Edit Tools Help

} Loan Payment Activity

Loan payment activity for

Analyze payments received during [Des
Loan payment frequency [Monthiy
BOM # of Total Funds
Pmis Product 79 selected
E Qver pmts 17,082,349 H 965 270,151| 16,824,379 1,501 376,306 85,870 290, 435 536 106, 154 Business unit
ﬂ Under pmts 2,591,715 M 214 59,969 2,574,410 112 13,271 4,063 9,208 102- 46,697 - Loan category
[E] Expected 7,631,266 M 543 144,075 7,943,614 549 144,075 35,362 108,713 6 Collateral type W
E Payoffs 307,938 M 50 12,023 2] 69 311,558 2,889 308,668 19 299,535
[E] Metoverlun 19,674,064 H 1,179 330,120| 19,398,789 1,613 389,577 89,932 299,643 434 59,456 Current credit scores between ] and [ |
E No payment 1,326,093 H 128 34,363 1,316,877 o] 0 o] o 128- 34,363- Interest rates between | 8.080 and | B.080
Total 27,613,290 2 1,72 486,219| 26,942,403 2,231 845,211 128, 185 717,025 459 358,992 :
@ v 25% T34 n The primary purpose of this application is to get a breakdown of loan payments expected vs loan payments collected.

e

|

n Note: Member=" """ —agories based on expected payment amount not eXP‘m./‘d number of payments.

= payments + under payments + expected p=" y 4

of the over payments + All payments
Poymfin’rs sected pymeniswi PAYMENTs based ‘
| per e _‘ — — — — — — - Ar“.lnl — — — — — ~ — Y“'f‘aﬂcfvr — -
‘." . Al b < O n The Woy A fal Total § of EOM fol Tatal Pt Accrued Imt Net Principal/ L Total Funds
prO m ISSOI'y ‘/ b |' / ¥ Pmits Paymeants Batance Prots $ Collected Collected Misc Funds Pmits Collected
> | members live | b |
note e — i - -
~ - -
— H i o 2
Filters : : ] ;
Weekly W 0 i
= = = = 1 H 1 ] 2
d ) N M i 0
e JR R LR 8,156 [ 1 112
7,933 ] ] o
7,131 H 1 o
h,981 " 1 o
26,901,962 5.470 1,749 478,670 26,236,229 2,204 632,736 124,092 706, 644 455 354,087
26% T3%

8 [nguiry

*4




o Change Your Circumstance, You Must Have a Plan

TO CHANGE OUR COLLECTIVE CIRCUMSTANCES, WE MUST ACT LIKE IT'S A BUSINESS

A.A.A. 1.0: A Rating for CU Management A.A.A. 3.0: Redefining Analysis

A quick refresher Is it time to declare Query dead?

v .,' l ,.I
Assume you already have the data
Gathering Data ILEIERRS RN (eady to analyze; no more hunting
and pecking

* Before you ask for data, before you read a report, before g v : i \ction,”
you already anticipate doing something ;/‘.\ /\ .'\ |
/
B N I - J J [ . M
Data i not just nolse 1o you o ‘ﬁll v - Start with data that is gathered,
e p-. | Analyzing Data (increase time) organized, and with level-1 analytics
How coul Answurs
O The ability to analyze: A budgeted commitment ; WO“:”:: ; < already presented
NVeEbment anal 9
* You've prioritized analysis, put some of your best thinkers on the p~ : —
and cash to the project, and you're determined to get an ROI on'm-a—t? /y
Approach Use Member Connect to
O A manner in which a problem is solved: A plan PR RALaTY 4 Acting on Data (multiply the events) communicate almaost instantly; make
= You've made a commitment ta yourself and your Board tha shaem and uchargo plans fast-to-market adjustments
and approach ~N '", "‘i : N::bm:‘::"":x
= You've sold It as one of your talents - N
8 A AV 17

Whether you're the CEO, financial officer,
or the head of lending or operations, you

have to see that earning from data is the
new. key success factor for your career
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HAT SOME CALL CONSOLIDATION, | CALL
RECOMBINATION...ARE WE READY.?

WHEN IT COMES TO THIS TOPIC, ARE WE A HUB

OR A NETWORK?



Waiting for the Other Shoe to Drop: the National Economy.

IT CAN BE HARD TO LET YOURSELF BE AN OPTIMIST THESE DAYS

Unemployment rate hits 5.4% in April 2015, l ( )I \'|'l | \ I,
down from 6.3% a year ago

12.0%

Apr 2010

\VE ARE WHERE 90% OF 'S PAYMENT
WERREWHERE 90% OF THE WORLD'S PAYMENTS —

9.9%

10.0%

AND CASH FLOWS ORIGINALE

8.0% Apr 2018 If the U.S, aconomy I5 50 good, wiy —

Apr 2015 <O We feel 50 Lad? ok 1, x4 FINANGCE  ECONOMY

6.0% | 5.4%
40% | Consumer spending grew 5.8% in April, highest 4
April since 2008 If th 9 S d
20w | P € U.D. €Conomy 1s so good,
17 B o e o ey s s o s i ot e P O KO O PO A R W s O 5 2 E S Y 24 - Consumer Confidence Index h d f 1 b d?
2SI REIISTRESESENETEESERERSEERNSESESE S MaranLy
SEihtit it ittt ihi it i bEe ; wiy do we 1€€1 SO bad:
100
3.9
somursn: W Source: Bureau of Labor Statist IS LALLAHAN by Dan Primack @donprimack  OCTOBER 30, 2014, 7:50 AM EDT
‘ (= | v | ¢ ] s | @]
Consumer sentiment has steadily climbed 20 M
since July 2014 o
9‘5:9 J& & 99":9 9 c\°‘.‘:§‘&5‘ S S J),:i" L “:&3“\‘ Fag S ’b‘:s‘"
120.0 University of Michigan Consumer Sentiment index W "é? J“‘ ‘&&"& & b 4 Lab-d "& Y "& b ._,& . -
‘ Mar 2005 Mar 2015
1000 | ° wmmunw Source: Conference Board's Consumer Canfidence Index  JPRALLAHAN

80.0

60.0 |

400 |

mmmmm

>

Whether it's the global economy or just the =
CU industry, it still feels like something is
holding us back

P—— ﬁ Source; University of Michigan FSLalLAHAN




Waiting for the Other Shoe to Drop: the CU Industry

IT CAN BE HARD TO LET YOURSELF BE AN OPTIMIST THESE DAYS

\VE ARE WHERE 90% OF 'S PAYMENT
WERREWHERE 90% OF THE WORLD'S PAYMENTS —

AND CASH FLOWS ORIGINALE

FINANLCE  ECONOMY

If the U.S. economy is so good,
why do we feel so bad?

by Dan Primack @danprimack DCTOBER 30, 2014, 7:50 AM EDT

o | v | ¢ ]2 ] 8]

Growth accelerates in every consumer ) e
lending category - new auto loans up 21.4% l ( )I\ | l ‘ \ I‘,
YOY Growth by Loan Product Type
Dat. f March 31
- e
Other RE =5 - 2.4%
o If the U.S, acanomy Is 50 good, wi
New Auto 13.9% ‘o' s <ﬂy = g v
Usedasto 1105 Credit union auto lending market share topped
5 - N .
ML _ TR 16.3%, matching the post-recession high
Credit Card Jie%
Auto Market Share
Total Loans ) | : :9];?'5% ) : 17.0% Data as of March 31 163%
-10.0% -5.0% 0.0%  50%  10.0% 150% 200%  25.0% 16.0% o
. 14.8%
" v Source: Callahan’s Pear-to-Peer Anakytics ”&éHf\‘N 15.0% 1 13.6% 14.3%
= 14.0% - 13.5%
13.0% |
12.0% |
‘- 11.0% -
Credit unions are increasingly their members’ [ 0%
. . . . . 2010 2011 2012 2013 2014 2015
primary financial institution
* Snare Denift Pevetration = 2 Aul s fron ~
snymﬁx-mmpnm Share Draft Penetration® & Number of Accounts "“""""ﬁ So:\:t(:mnot:\?ec:oc;;l(aﬁ::\a&':;:z;::" y AE'/_\H_'\_N
Nchiagiccomnt Data 3s of March 31 54.4% . =
55.0% 53.0% 60
51.7%
50.0%
50.0% | 4719 48.4% 50
45.0% - a0
s
40.0% 303
35.0% - 20
30.0% 1 10
43.1 445 |
25.0% T T T + Q
%5 2010 2011 2012 2013 2014 2015
Source: Caiahan's Peer-to-Peer Anaiytics p&%‘/_\HAN

There is certainly a lot of preaching to

the choir about how well we're all =
doing...while everyone thinks about how
much smaller the choir is this year



Waiting for the Other Shoe to Drop: the CU/Indusiry.

IT CAN BE HARD TO LET YOURSELF BE AN OPTIMIST THESE DAYS
Cl‘edit UnionTimes Topics  Resource Center Marketplace Directory  C:

Sy NCUA Approves 123 Mergersin
MCUL‘ e Mg Cusats First Half of 2014

Networking

MICHIGAN CREDIT UNION LEAGUE & AFFILIATES

By Peter Strozniak
/ 014 = Reprin

Home > Industry & Program Resources > Publications and Multimedia > Seven Michigan CU Mergers C

CrEd it U nionTimes Topics  Resource Center

e1s in June,
ne more from

Seven Michigan CU Mergers Completed in January I = H H -
Seven Michigan credit unions merged into other state credit unions in January, reducing the Three WlsconSIn Credlt Unlons

total number of state credit unions to 269. DeCide Tog ether, Th ey. re BEtter

plidations that

In addition, April Clobes has officially replaced Patrick McPharlin as president/CEQ of MSUFCU.
McPharlin is retiring on March 17. By Michael Muckian m u n E ' 43
January 22,2014 «

Reprints

On Jan. 1, Bay Winds FCU merged into Members CU. The combined credit union is now known

as 4Front CU. ) ) o ) )
Three Wisconsin credit unions have decided there is

" strength in numbers when it comes to facing the challenges
On Dec. 31, Rockford Community FCU merged into Community West CU. The next day, Jan. of an increasingly competitive financial market.
1, Founders Community FCU merged into Community West.
As of April 30, $396 million CitizensFirst Credit Union in
Oshkosh will merge with $109 million Lakeview Credit
Union in Neenah and $68 million Best Advantage Credit
Union in Brillion.

Also, River Rouge Municipal CU merged into Monroe County Community CU on Nov. 1,
Bissell Employees CU merged into River Valley CU on Dec. 31, Northwood CU merged into
Cornerstone Community Financial CU on Jan. 1 and Grand Rapids Family CU merged into
Michigan First CU on Jan. 1.

Wisconsin’s first three-way credit union merger awaits final

Should we be afraid of consolidations, =
or should we be artful investors in an
era of recombination?




In an Era of Recombination, Which Do We Choose?

WORKING ONE ON ONE, OR WORKING AS A NETWORK?

What is the What is the
opportunity, and opportunity, and
where is it where is it
focused? focused?

A Network

As | approached the 2015 business year, my goal was to
create a network of leaders who were ready to face the ____
W recombination of our entire industry as an opportunity

Back to the drawing board in 2016...



In an Era of Recombination, Which Do We Choose?

DO WE WANT TO BE CUSTOMER-OWNERS OF A CO-OP FOCUSING ON A COMPETITIVE ADVANTAGE IN THIS?

Goal #1: Invest and maximize our resources to effectively manage and execute
merger support and the resulting projects from vendor consolidation

B Goal #2: Design programs to support credit unions on both sides of the merger
table to minimize the expenditure of member capital in recombinations

B Goal #3: Design programs to raise funding and give network CUs a competitive
advantage when approaching merger opportunities — fund the growth of our
network

B CGoal #4: Develop a support network for credit unions with corporate growth
initiatives and strategic plans

B Goal #5: Diversify our CUSO and react to opportunities based on the consolidation
of CU industry vendors and interconnected frade-type organizations

Organically, we have responded to all of these

goals when talking to CUs one on one, but =
148 given the pace of today’s recombinations, is it
time we respond with the power of a network?



Goal #1: Build Resources for Merger Suppori

BY MARCH 2015, WE WERE BOOKED FOR THE YEAR WITH CU AND VENDOR MERGER PROJECTS

B Added one full-time merger coordinator, adding another team member in 2016

B Adding 2 new EFT programmers to help with plastics projects and vendor
consolidations

B The vendor marketplace is closing down
dates and almost holding people
hostage

B [t's becoming more important for CUs to let
CU*Answers in earlier in the negoftiations for
these kinds of projects

Don't let us rain on your party...give us Q =
heads up to avoid being disappointed at the
last minute after doing so much work




Goal #2: Minimize the Expenditure of Member Capital

HOW SHOULD YOU APPROACH VENDORS CONTRACTS, IF YOU'RE NOT GOING TO BE YOU IN THE FUTURE?

B What might we consider changing about the way we all plan for the future?

m Far foo offen, we simply plan to stay on the same frack and design our futures
with no contingencies for serious left- and right-hand turns

M In 2016, the CU*Answers Board will work with its CU peers to innovate on the
approach to negotiating vendor contract terms, knowing that every CU faces the
challenge of navigating mergers as a more likely possibility in their future

B A world where vendor exclusivity is getting harder

m A world where solutions for change of ownership happen equally offen on both
sides of the negotiation

m A world where winning the approval for your next project might rely on
contracts that anticipated recombination as a likely outcome

m A world where our collective does have a stake in making sure our peers are
armed with the tools that favor their agendas and ours

Coming in 2016, new contract addendums that —
m allow our CUs to work with 2 core providers at the
same time...what's this world coming to?



Goal #3: Fund the Growth of our Network

DO YOU KNOW HOW CU*ANSWERS PROGRAMS CAN PUT MONEY IN YOUR POCKET FOR GROWTH?

B When you think about going after an opportunity, do you

inventory the monies you have available to you to gain an
advantage<¢

m Do you inventory the contract advantages you have over the
other suitorse

m Do you inventory the actual dollars you can find the fund the ! S SR
. . . . , . S T =
project without using either CU's capitale e |
m Do you inventory the process resources available in your situation o w— -
that might be an advantage?¢ e =
m Do you have a list of partners ready to engage and be listed as e e e e e
2 ?F&b”’\n"zéwmw.ﬂ
part of your team?@ e a ]
« For existing CU*BASE clients merging in a non-CU*BASE credit union, CU*Answers will waive the
. . . . Base Member Processing Fee for the incoming membership volume for the first 12 months. All other
Announcing a special session during the Merger Guide fees shown are appiicable.
CEO Strategies Collaboration Workshop * SN S rTONYBTNRR 32 per the. me-gec-1n crodlc imicn. AR Other Merger Guios foas

shown are applicable.

(Tuesday, Nov. 10)
Using Collaborative Resources in
Closing Your Next Merger Opportunity

] — —_r




Goal #4: Develop a Support Network for CUs

DESIGNING BIG ALLIANCES AS A COLLABORATIVE EFFORT

Designing Big Alliances: A New Organizational Reality

Planning and Preparing for a New Kind of Credit Union Future

Internet Retailing Analytics & Data

Vice President of Internet @
Retailing

EVP, Virtual Channel @B
Solutions

Manager of Social ]
Media interactions o}
Manager of the Moblle

App Suite

VP, Regional Virtual

Branch Network

Board and Governance Design for Big Alliances

Using a Regional Approach to Maximize Owner Involvement

Designing Big Alliances for Career Professionals

VP of Data Acquisition &
Management

Manager of Coordinated
Database Design

Director of Analytics

VP of What-We-Know-
About-Our-Members

VP of What-We-Know-
About-Qur-Operations
EVP, Distributed Information
& Marketplace Communi-
cations

Using a Regional Approach to Maximize Careers for Credit Union Professionals

Designing Big Alliances

A Regional Approach for CU*BASE®

Are these the people that may someday make

3 New Emerging Job Categories — New Hats To Wear

Growth

EVP, Director of Regiénal
Corporate Growth

SVP for Marketplace
Development & Aliiance
Sales

Manager of Process
Consolidations

Director of M&A

Chief Financial Analyst for
Corporate Acquisitions

the call when it comes to the producls you pick
and the strategies in which you invest?

| had big goals for an amazing focus

group and partnership with CUs

around these topics...I'm struggling




Goal #5: Diversity Our CUSO for a Changing Marketplace

WHAT DOES THE CONSOLIDATION OF CU VENDORS AND TRADE-TYPE ORGANIZATIONS MEAN TO US?

B To some, what our industry is going through is San Andreas oy I
just the natural evolution of a capitalist market 4 L R

B To ofhers, it's only one or two steps away from
a natural disaster

B Have we done enough scenario planning to 4 ANDAERS
know how our collaboration might respond to
the future?

B We know that mastering data makes sense, given the future

B We know that evolving our cultures for better retailing makes sense, given the
future

B What do we know about new ways to collaborate, given the consolidation
and recombination of our industry?¢

We are cooperative entrepreneurs ___

In 2016, we need to make sure we're ready to make that
work for all of us as customer-owners of our futures



Cascading Effects

CU*ANSWERS o000 2ami 4

A CREDIT UNION SERVICE ORGANIZATION PHONE: 516.285 571 | ¢
VISIT Us ¢
June 9, 2015
*
Cl lANSWERS I
A CREDIT UNION SERVICE ORGANIZATION Prone: 616.285.5711 ¢ RE: CU*ANSWERS AND FISERV END VAR ARRANGEMENT AS OF APRIL 1, 2016

VISIT Us ¢

May 18, 2015 The purpose of this letter is to alert your credit union about a significant change

in our relationship with Fiserv for online bill payment solutions. Current Fiserv

RE: CONTRACT ADDENDUM FOR ACCENTURE MORTGAGE SERVICES bill pay clients will need to make a decision before April 1, 2016.

Some background...
What seems like forever ago, CU*Answers led by its Boar

i F— dnol h b CheckFree as the go-to vendor for developin
Mortgage Services arrangement. Action is requested no later than September 1, -.tarﬂ(_i'l-g.sohll{tions. CheckFree was

The purpose of this letter is to request that your credit union sign a new contract
addendum (Schedule G) in order to continue with your current Accenture

(NN

CU’ANSWERS 5000 zam

A CREDIT UNION SERVICE ORGANIZATION PHONE: &1 6. 285 571 | »
VISIT US ¢

June 5, 2015

RE: CU¥*ANSWERS AND ENTRUST DATACARD

The purpose of this letter is to update your credit union about EMV support with

Entrust DataCard (aka CardWizard). How will we act when disruptive intentions
Some background.... are disrupted by changes in the vendor
April 24, 2015 we sent an announcement to all our DataCard Group Instant mquefplace?

Issue Clients. This announcement described the road tha
date regarding the support of EMV instant card-

Distribution alliances can change as
— quickly as letterhead




Our Ultimate Intent: To Put Ourselves to Work, and Know Why.

WITH AN AUDACIOUS SWAGGER THAT IS RESERVED ONLY FOR CUSTOMERS WHO DARE TO BE OWNERS

. From last year's Annual
The advantage of a cooperative Stockholders Meeting
The drivers for reaching for opportunity r

How didour founding pioneers create our current opportunity?
= They found people where the solution was based on working together

= They found people where their challenges were imporiant enough to
build a company and do it themselves

= They prioritized the mutual needs (went on offense) without allowing
the fear of what they couldn't do to dissuade them (being on the
defensive)

» They knewif they created a community and bonded closely with it,
that would be the advantage that wouvld sustain them

= They did something they'd never done before, in order o get
something they didn't have

These are the core fradifions we need fo hold on fo,
and make them work for this economy in the nexi decade

Are we brave enough to be
cooperative entrepreneurs?
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THERE WAS A TIME | COULD ALMOST COVER THE ENTIRE

YEAR'S AGENDA IN ONE DAY

I’M PROUD.TO SAY THAT TODAY I'VE ONLY: SCRATCHED
THE SURFACE OF WHAT WE'LL DO, IN' THE NEXT YEAR

STAY TUNED, STAY IN TOUCH, ‘CUZ WE SELL
IT EVERY DAY THESE DAYS
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ATIENTION ONLINE AND SELF-PROCESSING CREDIT UNIONS ATTENHCI ONUNE AND SELEPROCESING ERETT UNCHS

CU *An swers /.(//‘f///r/ (((‘)/I"/l/'/ly-a

Docoute suctem sharts «dh svolgy

Grand Opening Philosophy
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Can Help!

Keep your head above water with

PolicySwap &
ExamShare!
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ATTENTION ONLINE AND SELF-PROCESSING CREDIT UNIONS

What Could You Do With This2

$7000

3" Place Prize

Completed Grand Openings
Tais Buwieny |ossked £3032)

Mow Colna Caneca forded 12/2012
Piww Lock of Cwe Scoking lesded 172013)
Frottior jonsed 42012
urt Tuom b O jensed 4/2013)

Tansinr Ercryphin (seded 521 1)

Current Grand Openings

FoboySuns cnd Eamihown

Upcoming Grand Openings
CcE

LU

ATTENTION ONLINE AND SELF-PROCESSING CREDIT UNIONS

VP lardet 720131 - -
ING (ardded 23014)
Con o Complumen < Pas | larsbed 1073014
Carr ol Complance - Po I lended 1/2015
Buivhoy e Pactury lorbed 277014

OSALNWIITD Mg arR Sershes

Announcing the
Second Cost of Compliance Contest
Beginning Janvary 1, 2015

2™ Place Prize

Enter the

Cost of Compliance Contest
To Find Out!

Attenfion CEQs and CFQOs! For the Cost of Compliance conlest,
sparsored by Audillink, you'll need lo create a fe that
provides a standard way of calculating the cost of compliance. Your
template should oddress these questions:

1 UWihhet e Biees rale aecar-leenlieanrd Gl sl n D

Last month ot CEO Strotegies, we announced the winners
of the first Cost of Complionce contest, Now it's time for
the second Cost of Complionce contestl

The fist contest focused on develeping a template to
account for the cost of compliance. This second contest
will focus on Impiementing that tempiate.

For this second contest, we will award a total of $5000 to



~ What else is in your packet?

CUANSWERS
Writing Team: Tricks of the Trade
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Owverdraft Class Action Lawsuits
- What Credit Unioms Need to Know
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Owners, see you in the “pre-function” area (a.k.a. outin the hall) at 6:30 for cocktails
Join us for dinner back here at 7:00

M Meet your Board e n“

W 2015 Election TR

4 candidates for 3 seats on the Board AN We Need YOUR Vote

0 The 2015 Elections are here!
BYI CIWS C h d n g es ' These elections are very important and we need every

11/] stockholder’s vote. Change; to the bylaws and three
B Come hear what Bob has to say about v TUTRRA  1  CONTEN
our numbers, 2013 and year-end 2014

Aped V8, 2015 Do Muves - Py N .

Understanding the Proposed 2015
B ...and find out if Randy knows the Bylaws Changes

Open the 2-page Myer 10 read a detaded explananon of

difference between bodacious and Rt e
audacious! b oo e l

The CU"Answers Board of Directors recommends
voting YES on all of these changes.

Ranrd e rressage from C£O Hanagy Kames

Wity e we makeg such a 2 Geal aboct o tylows thange)

Thm why aes sewer o Unealegerioed b Dewn Maore Dostrat e peenaen

THVE LT Remmws « Pty Sotne




Contact = Support

* CUANSWERS Products - Solutions - Resources - Events - About -

Leadership Conference: 2015 - Would You Like Fries With That?

- e
=

M AS C]lWCIyS, C]” mcﬁerigls Leadership Conference 2015 - o

Register by Friday, June 4th! Designed for

. ] . s re ers
related to this week's . e

Conference provides a unique opportunity to

events will be posted on B <ot yourpeers e
our website

CU*Answers' vision for our partnership during

the coming year.

http://Ic2015.cuanswers.com 8 =

~ 2015 - Would You Like Fries With That?.

saFab\ i
K . = Vendor Registration
Why do fast-food joints ask that question? Because —  Amendee Registration
they know if they anticipate the next thing you're DOWNLOAD THE BROCHURE
likely to want, you're more likely to buy it. Like a —  Accommodations
restaurant knows that peopie love fries with burgers, you as a credit union know what your members are likely
o want next.

— Vendor Exhibits

Join us for this year’s Leadership Conference, where CEOs and senior leaders from all CU*BASE credit unions

will explore how our network can anticipate the next move in every interaction with members. — 2014 - Walking in Your Member's Shoes
SChEdUle = 2013 - Life is a Construction Zone
Tuesday, June 16 — 2012 - Every Day is a Grand Opening

J.W. Marriott - 235 Louis St NW, Grand Rapids, MI 49503
2:30pm - 3:45pm Xfactor 2015

For all participants attending this year's events. In the pop music scene, the X-Factor is that little extra 2010 - Everyone is an Artist
something that transforms ordinary into superstar. While we might not be able to get you a recording contract,

2011 - My Credit Union is My Community

Xtend can be that X-Factor that makes your credit union a superstar in the eyes of your members. Join us
for an informative session where we'll explain how Xtend could provide that missing something you need 1o
pUE YoUu over the top with vour members. Learn why so many of your peers have already tapped into Xtend

2009 - Realized Dreams Start Here




Thank you to the crew
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