
WELCOME!



 The State of CU Analytics

Database growth on steroids...at 

CU*Answers, and at your credit union

Today’s Menu

 The State of CU Retailing

Internet Retailing Phase 2

 The State of the CU Industry

What some call consolidation, I call 

recombination...are we ready?



3 New Emerging Job Categories – New Hats To Wear

 Vice President of Internet 

Retailing

 EVP, Virtual Channel 

Solutions

 Manager of Social 

Media Interactions

 Manager of the Mobile 

App Suite

 VP, Regional Virtual 

Branch Network

 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-Our-Operations

 EVP, Distributed Information 

& Marketplace Communi-

cations

 EVP, Director of Regional 

Corporate Growth

 SVP for Marketplace 

Development & Alliance 

Sales

 Manager of Process 

Consolidations

 Director of M&A

 Chief Financial Analyst for 

Corporate Acquisitions

LEADERS WE ALL MAY NEED TO CONTEND WITH IN THE FUTURE AS WE BUILD CU TEAMS

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?

Internet Retailing Analytics & Data Corporate Growth



WHY WE PICKED THIS THEME

 To focus you on your retailing 

strategies: responding to members

 To focus you on refining your 

corporate retailing to peers: 

responding to a consolidating industry

 To focus you on your internet retailing: 

automated responses to data

 “What’s next?” was already taken by 
another vendor’s conference and we 

needed an alternative

AN UNCOMFORTABLE 

SIDE EFFECT OF THIS THEME

 Dealing with the craze of a crazy 

Ronald McDonald

 “Would you like fries with that 

degree?”- slamming the financial 

logic behind going to college

 What you might find yourself saying a 

hundreds times a day if you cannot 

make your business work 

 A call-out to the CU industry
(or Randy if he can’t deliver online 

membership opening)

Would you like fries with that?
A THEME WITH SOME UNINTENDED

CHALLENGES

Let’s see how one client 

interpreted this theme



Presence Over Video: Year 2

 POV is a program to change the culture of our 

network, in anticipation 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

PRESENCE OVER VIDEO...PRESENT OVER VIDEO...PRESENTATIONS ON VIDEO...PUTTING OUT VISUALS



Presence Over Video: Year 2

BEING EVERYWHERE, ALL OF THE TIME

121 

how-to 

videos 

for your 

staff

7 how-to 

videos 

for your 

members



Presence Over Video: Year 2

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 

relationship for years to come

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

One Year of Webex

126 web conferences

2,516 connections

2,730 attendees



Are you ready to drive your own education platform?

It’s not without an investment, so make 

sure your good intentions get the effort 

that will earn you a return

 If you have the focus and will prioritize 

the effort, a custom training 

environment might take your team to 

new heights when it comes to 

understanding what you can do with 

CU*BASE

 Think about 

taking things up 

a notch in 2016



Presence Over Video: Year 2

 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 retail 

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

WHAT WILL VIDEO MEAN TO THE EVOLUTION OF BRANCHES?



Presence Over Video: Year 2

As I prepare the 2016 budget, what is the 

right amount to spend on streaming videos 

and new techniques for events like today?

WHY WE’RE FILMING THIS YEAR’S CONFERENCE



Thinking About Today’s Audience and How to Reach Them 

in the Future

Includes all cuasterisk.com network partners, all clients currently under contract

# of CUs by State

258
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New Peers to Greet

Includes all CU*Answers clients currently under contract

Michigan

 Battle Creek CCU

Battle Creek, MI

 Chief Financial CU

Pontiac, MI

 Monroe County CCU

Monroe, MI

 Illinois

 Western Illinois CU

Macomb, IL

 Pennsylvania

 Century Heritage CU

Pittsburg, PA

 Everence FCU

Lancaster, PA

 SPE FCU

State College, PA

 Viriva CCU

Warminster, PA

 Iowa

 MEMBERS1st CCU

Marshalltown, IA

Massachusetts

 Commonwealth 

Utilities ECU

Marison, MA

 New York

 The Finest FCU (de novo)

New York, NY

Washington, D.C.

 Department of Labor CU

Washington, D.C.

 Indiana

 Chiphone CU

Elkhart, IN

Maryland

 Destinations CU

Baltimore, MD

 Ohio

 University of Toledo CU

Toledo, OH

New CU*Answers Clients Since Last Time





The Target of Our Network’s Retailing

Includes all cuasterisk.com network partners, all clients currently under contract

Michigan (768700)
Wisconsin (305200)
Ohio (179400)
Indiana (130800)
South Dakota (63400)
Illinois (59800)
Pennsylvania (51400)
Minnesota (45500)
Texas (45100)
California (37900)
Florida (37900)
New York (33500)
Washington (31000)
Iowa (28100)
Alabama (23700)
Connecticut (22400)
Louisiana (21400)
Oregon (21200)
Georgia (20500)
Maine (18200)
Massachusetts (17900)
District of Columbia (16400)
Mississippi (15300)
North Carolina (11900)
Montana (11100)
Utah (11100)
Kansas (8300)
Virginia (8300)
Maryland (7800)
Alaska (7400)
Colorado (4900)
West Virginia (4700)
New Jersey (4300)
Missouri (1500)
South Carolina (600)
Delaware (300)

SD
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TX

CA

CT
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IL
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MI

CU*BASE Credit Unions: 

258
Total Members: 

2,076,900
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WA
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GA

MN

# of Mbrs

by State
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IAIf 80% of these members (1.7 million) do not 
visit a branch more than twice in a year, 
wouldn’t you say it’s time we collectively 

invest and prioritize reaching out through the 
Internet like never before?



INTERNET RETAILING PHASE 2

TRANSITIONING FROM A SELF-SERVICE FOCUS TO ONLINE RETAIL

ACTIVITIES THAT GENERATE BOTTOM-LINE OPPORTUNITY



The State of Credit Union Retailing

 Sometimes it’s hard to get a good sense 

of how we respond to members online

 Insiders don’t often take the time to 

witness how online tactics add up to 

online retailing

 Here’s a video that might get you 
thinking that it’s time to audit your 

tactics and make sure you are ready to 

write a strategic plan as an Internet 

Retailer 

YOU’VE WORKED HARD ACROSS THE COUNTER...HAVE YOU WORKED AS HARD IN THE VIRTUAL WORLD?



The State of Credit Union Retailing

 Self service implies people already know 

they want the service

 Nothing is inherently convenient – you 

need to sell someone on your edge

 It takes two to have a conversation –

what is your automated response to 
member inquiry?

 Most dances are choreographed well 

ahead of the actual dance – is your 

sales strategy just too reliant on your 

members’ left feet?

YOU’VE WORKED HARD ACROSS THE COUNTER...HAVE YOU WORKED AS HARD IN THE VIRTUAL WORLD?



A Business Development Theme for the Day

WHAT IS THE KEY SUCCESS FACTOR IN IMPROVING YOUR RESULTS?

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-To-Be-Done Definition

 Customers hire products and services to get jobs done

 Customers want to solve a particular problem

 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? 

 Brainstorming should produce a series of jobs-to-be-done statements:

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

 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?

A NEW THEME FOR ALL OF US AS DESIGNERS...CREDIT UNIONS AND CUSOS



Jobs-to-Be-Done and a Disruptive Strategy Focus

 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

 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

Lots of opinions...you need to decide on your own

WE’VE BEEN HERE A LONG TIME, DID WE ALL KNOW IT?  CAN WE NOW LEVERAGE IT?



 Per Wikipedia:  For many CUs, being an Internet 

Retailer starts with thinking through 

whether or not you see members as 

“shoppers” or people you simply serve

 Google this: “selling to shoppers” 

 Consider the difference between 
how you see yourself in your lobby 

and how you might need to tweak 

that for your online store

 Getting your team out of their comfort 

zone is key to designing a new 

experience

Members vs. Shoppers 

IN YOUR LOBBY OR ONLINE

From a core provider’s perspective, we 

need technical solutions that sharpen our 

toolkits for shoppers

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 

services from a seller over the Internet using 

a web browser...An online shop evokes the 

physical analogy of buying products or 

services at a bricks-and-mortar retailer or 

shopping center



1 2 3
It’s Time to Move from 

Tactics and Silo 

Solutions to a 

Comprehensive 

Strategic Plan

Version 1.0 due 2016

Declaring an Internet 

Retailing Evolution

We can sell online to 
an audience of 

shoppers

We Know Mobile is a 

Different Beast

We’re ready to learn a 
new game and push 

CU*Answers into the 

business



1
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We Know Mobile is a 

Different Beast

We’re ready to learn a 
new game and push 

CU*Answers into the 

business



 Our network has made collaborative 

investments with the focus of winning at 

the old game as we invest in the new one

 To that end, we created an online 

infrastructure around low investment, 

low maintenance, and passive 
strategies

 The future demands that we retool our 

collaborative investment and up our 

game

 Same design spec: disruptive price, 

broad access, and shared execution... 

but a new game all the same

 Invest in new production assembly 

lines with 10-year expectations

 Collaborative investments that 

support dynamic maintenance 

 Strategies that blur the lines 

between tactical silos

 Go “omni” – author the 

experience

 Multiply the number of chefs in the 

kitchen

 Self service  opportunity 

expansion

The Landscape is Changing

SO THE BUSINESS WE’RE BUILDING AS A COOPERATIVE MUST CHANGE ALSO

Whether it be the way we serve you or the 

way you serve members, our network 

culture needs to add some new tricks



The 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

3. OBC was designed to 

communicate online 

issues and cover the 

basics for security 

education and 

announcements

4. It has evolved with 

some sales and 

marketing for the 

unauthenticated user

5. Online banking was 

classically a processing 

center designed to be 

used by efficient 

members who under-

stood what they 
wanted

6. It has evolved to sell 

higher utilization of 

itself...maybe not credit 
union opportunities

YESTERDAY’S CU VENDOR DESIGNS WILL NOT HOLD UP IN A NETWORK OF INTERNET RETAILERS
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1. CU websites were 
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place that sold the 
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wanted and the 

opportunities at the CU

2. The idea was for 

members to leave the 

website with the intent 

to do something

3. OBC was designed to 

communicate online 

issues and cover the 

basics for security 

education and 

announcements

4. It has evolved with 

some sales and 

marketing for the 

unauthenticated user

5. Online banking was 

classically a processing 

center designed to be 

used by efficient 

members who under-

stood what they 
wanted

6. It has evolved to sell 

higher utilization of 

itself...maybe not credit 
union opportunities

YESTERDAY’S CU VENDOR DESIGNS WILL NOT HOLD UP IN A NETWORK OF INTERNET RETAILERS

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 to 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

 Goal #2: Blur the lines between websites, online banking, mobile, social media, 

etc., and write technical applications to support an omni-channel approach

 Bring new development assembly lines online for APIs and mobile solutions

 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

 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

BUILD A SUSTAINABLE VENDOR MODEL FOR TOOLS AND FOR THE SUPPORT NEEDED FOR SUCCESS



Supporting a Network Focused on Dynamic Maintenance 

BUILDING NEW CONTENT MANAGEMENT SYSTEMS, BREAKING FROM OLD TRADITIONS

Whether OLB, mobile, or membership 

opening, during 2015 CU*Answers 

needed to invest in more content 

management infrastructure



Supporting a Network Focused on Dynamic Maintenance 

 This new team, armed with a new web-

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 

 Booster pages

 Launch points and launch pads

 Websites and OBC

 etc...

 We will need a service response, ready 
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

INTRODUCING THE INTERNET RETAILER SUPPORT CENTER



Preparing for the day 
when CUs will manage 

this themselves



Blurring the Lines: Omni-Channels 

ROLLING ALL YOUR CHANNELS INTO ONE PURPOSE: THE MEMBER GETS WHAT THEY WANT

Omni-channel retailing gets me thinking 

about how we package our solutions in 

general...payments systems



 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

 The ones that are promoted by other 

Internet retailers

 The ones that are virally attractive to 

online consumers (Google, Facebook, etc.)

Blurring the Lines

HOW DO YOU PLAN TO CONNECT THE DOTS AND HAVE A CONSTANT AWARENESS OF YOUR STRATEGY?

The way you communicate with members 

about how they mix and match these assets 

is a different game today, and a new game 

CU*Answers wants to play

Make a 

checklist 
 Credit union website

 Online banking sites

 OBC

 Mobile websites 

 Mobile apps

 Facebook

 Twitter

 SEG website

 Dealer website

 Shopping sites



 Like weeds in a garden, 

we have created many 

terms for members to 

understand

 Transfers, AFT, A2A, Bill 

Pay, P2P

 All of them mean take 

money out of my 

account and give it to 

another account, mine 

or someone else’s

Blurring the Lines: Omni-Payments 

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

Native to our Internet retailing channel, 

and paying anyone from a single point of 

navigation – it’s a start towards omni

In development 
now



The Journey from               to the Future

 Goal #1: Develop a more agnostic approach to supporting any bill pay 

vendor a CU chooses

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

Integrations

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

allies

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

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

mobile banking

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

 Goal #4: Develop a migration path for all network credit unions to select and 

create the member experience of their choice

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

UNDERSTANDING THE DIRECTION OF BILL PAY SOLUTIONS IN OUR NETWORK



The Next Generation of Bill Pay

65% OF NETWORK CUS FACE A CHANGE IN 2016

#1 Goal For Today: 

Get your team ready to do the due 

diligence and think through your options

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

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

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


The Next Generation of Bill Pay

 It’s going to be a year of selling these 

options to credit union teams

 But today is about showing how you can 

track along and do some early due 

diligence

 It’s not easy to say, “I hope you 
choose x,” because it’s about your 

agenda, how you see your contract 

options, how you evaluate the 

migration process, and what your 2016 

project list looks like

 We’re going to soft-sell this right now, but 

get ready, the hard-sell is right around the 
corner

Follow the Kitchen – more pictures and 

details will be available soon

65% OF NETWORK CUS FACE A CHANGE IN 2016

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

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

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


The Next Generation of Bill Pay

A PICTURE IS WORTH A THOUSAND WORDS



 It’s My Biz 247 is a specialty 

project looking for a market niche 

in our network

 Today, 3 CUs are at various 

stages in their implementation

 Less than 100 members use the 
system daily

 We’re up in the air about whether 

to bend and blend certain 

processing rules in It’s My Biz 247 

so it would have a broader 

appeal to credit unions and not-

so-business members

Blurring the Lines: Member vs. Business Internet Retailing

IT’S MY BIZ 247 UPDATE

Look for more in 2016 as we find 

more CUs willing to move forward 

with this market segment



Blurring the Lines: ChatterYak

A NETWORK INVESTMENT IN SOCIAL MEDIA

We’re still learning what social media 

means to core processing tactics, but I’d 

look for big things in the M-Up projects



Blurring the Lines: Launch Pads

 Today, you can make 

the solutions that 

yesterday’s vendor had 

to hard-wire, available to 

your members yourself

 You should set the 
expectation that the 

smart member is ready to 

give you credit for 

hooking them up with an 

asset that’s ready to get 

the job done

Helpful Links gives you a launch pad with 

multiple things for your members to 

pursue...but they won’t find it on their own

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



Blurring the Lines: Launch Points

Launch Points will help you get the 

member’s attention as they cruise by

CU-DEFINED NAVIGATION (COMING SOON!)

In development 
now



Blurring the Lines: More Forms for Fulfillment

 To date, CU*Answers Web Services has 

been very careful about supporting forms 

on websites that identify a member, the fact 

that you even do business with the person, 

or any other kind of personal information

 We have been tentative about Reg. P 
(Privacy of Consumer Financial Information)

 This has kept us from being aggressive as 

you need as Internet Retailers

 Here’s a new service – talk to Web Services 

about it

HOW CAN WEB SERVICES GET IN THE BUSINESS OF FORMS THAT LEAD TO MEMBER SOLUTIONS?

“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(o)(2)(i)(C)-(D).”



Multiple Chefs in the Kitchen: SSO Tactics

 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 takes diligence in understanding whether unique 

data is 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 transactions

CU*Answers Management Services must work harder to 

make SSO solutions more readily available across the board

AVOIDING THE #1 IRRITANT: “I HAVE TO SIGN ON AGAIN?!”

Sso worksheet

Vendor Purpose # CUs

Alloya Corp E Check Images 12

Alloya Corp M Check Images 5

Alloya Corp R Check Images 26

Associated Bank B Check Images 4

Associated Bank V Check Images 1

Associoated Bank T Check Images 4

Bank of the West Check Images 1

Catalyst P Check Images 7

Catalyst W Check Images 12

Catch21 Check Images 3

CFS Investments 13

Cleveland State Bank Check Images 1

Corporate America Check Images 8

Corporate One Check Images 18

CU*Answers Check Images 71

Eascorp Check Images 2

EDOC Check Images 8

ExpandaCheck Check Images 1

Federal Reserve Check Images 4

FIS OTB CC 4

Fiserv Check Images 15

Fiserv Bill Pay Bill Pay 73

iPay Bill Pay Bill Pay 62

MNIPC Check Images 6

Money Desktop (MX) PFM 50

Palmetto Check Images 4

Prodraft Services Check Images 1

PSCU OTB CC 5

Southeast Corporate Check Images 1

SunCorp Check Images 4

Synergent Check Images 1



Multiple Chefs: It Takes Many Vendors to Push a Document

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

 Create a partnership with My Virtual StrongBox (MVSB), co-develop an API to move 

documents to safe, cloud-based storage, to be picked up by members

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

signature

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

 Leverage the eDOC MVSB relationship and the API to work with any document pushed 

through CU*BASE

 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

 Think bigger and include remote signatures and more advanced cloud storage 

strategies

HOW DO WE GET CREDIT UNIONS INTO THE DOCUMENT TRANSFER BUSINESS?



My Virtual StrongBox

CU*ANSWERS FUNDS A NEW FUTURE FOR ALL

When you look back, I hope you’ll cite 2015 as 

the year you started an across-the-board 

remote exchange strategy with your members

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

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


CU*Answers Imaging Solutions

 Today this is 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

 2015-2016 Initiatives:

 New remote signature solution that allows every 

CU*BASE form to be presented to a member remotely

 Continue to drive the evolution of the ASP CU*Spy 

solution

 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



Vault Manager

What if you lost 13,000 documents over the 

last two years...and no bells ever went off?

Out of sight, out of mind

 How many places do we rely on 

log management today to help us 

sleep at night?

 Audit Link (compliance)

 Network Services (cybersecurity)

 NEW! Vault Manager (image 

archival)

 The Imaging Solutions team is 

diligent about using Vault Manager 
for the CU*Spy network

 Through release management, 

this team will also help in-house 

clients use this tool, 

as images become 
as common as 

breathing



Smart Links

Mergers, vendor consolidations, and new vendors –

people do everything they can not to convert into a 

single source when it comes to images

Navigating the world is a new core problem

 What started as fetching a cleared check image from our IP has morphed 

into getting any document from anywhere, any time, for anything

 Goals for the project:

 A new multi-level 
configuration to support 

multiple vaults and vendors

 Develop framework for 

smarter, more specific 
fetch/scan links from 

CU*BASE to documents in 

the vault

 New programming 

infrastructure to make it 

faster to add new links 
from anywhere 

in CU*BASE
Targeted for 

the 15.2 
release this 

fall!



eDOC Update

eDOC’s annual meeting last month did not 

draw the kind of strategic leaders I would 

have hoped...maybe next year

 I think 2015 will go down as a big year for eDOC

 The reason is a renewed 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 

operators

 eDOC announces a small corporate vault imaging system

 CU*Answers IP converts to CheckLogic Manager



Internet Retailer Meets Database Designer

 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 transactions

 In 2016, CU*Answers is working with CUs who 

have OTB relationships to expand the visibility 

of all the relationships a member has with 

them

 If your OTB tactics stop with 

CU*BASE and your employees, 

then you’re not thinking like 
an Internet Retailer

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

CU*ANSWERS ANNOUNCES TOTALLOOK: A NEW VISION FOR OTB



Internet Retailer Meets Database Designer

 Giving members a TotalLook 

 Adding transaction history to the OTB 

account info in online and mobile 

banking channels

 Giving employees a TotalLook 

 Pulling a member’s OTB accounts and 

transaction history into CU*BASE Inquiry and 

Phone Operator tools

CU*ANSWERS ANNOUNCES TOTALLOOK: A NEW VISION FOR OTB

Account Detail

Currently in 
the design 

stage



CUSO

 Revamp our Web Services business 

line and mainstream this team as 

architects of business solutions

 Build a new Internet Retailer Support 

client service presence, including 

web-based shopping for our clients

 Think about the members we see in 

our copyrights as shoppers, not just 
people looking for self-service 

convenience

Credit Union

 Expect that your web page designers 

are taking full advantage of 

CU*Answers automation techniques

 Plan to use the IRSC to keep credit 

union online products fresh and full of 

branding and offers that fit the day

 Think about the members you see via 

their online tactics as shoppers, not 
just people looking for self-service 

convenience

Can we pull it all together?  How long will it take?

CUSO AND CU ALIKE MUST START THE TRANSITION NOW



We’re living it, not just talking about it

LIKE YOU, WE WANT TO BE KNOWN AS AN EFFECTIVE INTERNET RETAILER

Look for announcements about products and 

services offered online, with online shopping 

from CU*Answers Management Services



It’s Time to Move from 

Tactics and Silo 

Solutions to a 

Comprehensive 

Strategic Plan

Version 1.0 due 2016

Declaring an Internet 

Retailing Evolution

We can sell online to 
an audience of 

shoppers

We Know Mobile is a 

Different Beast

We’re ready to learn a 
new game and push 

CU*Answers into the 

business
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 Here’s how one credit union sees 

themselves in comparison to every 

retailer your member might come 

across

 What would it take for you to declare 

yourself this aggressively?

 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?

The salesmen are coming, the salesmen are coming!

IT TAKES A LITTLE ATTITUDE, AND DECLARING A NEW FUTURE FOR WHAT WE CAN ACCOMPLISH ONLINE

What does it take for sales people to be 

successful?  Shoppers!



Shopping is a Mentality You Must Encourage

FROM YOUR WEBSITE TO ONLINE BANKING SITES TO SOCIAL MEDIA TO MOBILE APPS

Does your website have too much of an insider’s focus?

What would you do to change to a shopping focus?



Shopping is a Mentality You Must Encourage

WHEN YOU ASSUME SOMEONE’S SHOPPING, YOU CONSIDER THAT THEY HAVE ALTERNATIVES

Websites still need to inform and create 

affinity for our co-ops, but what else should 

they make people think about?



 Why is online banking the only place you let 

members sign in from your website?

 Where else could you let members sign in to 

get offers designed for the authenticated 

shopper?

 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 alternatives?

 All we need is a design 

 Remember, all mobile apps are for members 

only...maybe a part of your website should be 
that way, too

Shopping is a Mentality You Must Encourage

WHY GUESS WHO’S LOOKING AT YOUR WEB PAGE?  DESIGN ONE WHERE YOU KNOW

If you took 10-15 favorite pages from your website 

and adjusted them based on knowing who was 

viewing them, what would they look like?



 Why do we have only one generic sign-on with 

only two options on where you land?

 What if we had 25 of them?

 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?

 Login and go directly to loan rates

 Login and go directly to open a CD

 All we need is a design

 Can you sell an unauthenticated member 

to go get what they want?

Shopping is a Mentality You Must Encourage

COULD YOUR WEBSITE POINT TO NEW LANDING IT’S ME 247 PAGES TO ENHANCE SALES?

If you took 10-15 favorite pages from your website 

and added links to send them to specific pages in 

online banking, what would they look like?



contests

Shopping is a Mentality You Must Encourage

 It started with 

branding and is now 

moving to page 

design

 Are you motivated 

more by passing out 
information, or 

inspiring shoppers?

 What will make you 

act?
 Would you put Merv in 

It’s Me 247?

WHAT IF YOU ASSUMED THAT 95% OF THE PEOPLE GOING TO ONLINE BANKING WERE SHOPPING?

Shoppers want to tell you what they think

Are we brave enough to add another 

channel to capture their voice?



 Goal #1: Activate a person to 

become a member

 Create a platform to sell

 Goal #2: Create a seamless platform 

that supports both applications (MAP) 

and new member fulfillment (MOP)

 Goal #3: Create vendor relationships 

and integrate services needed but 

not authored by CU*Answers

 Underwriting identities and funding

 Goal #4: Create a platform that 

activates a member’s Internet 
connection with the CU

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

...BUT YOU’RE NOT AN INTERNET RETAILER IF YOU CAN’T SELL BECOMING A MEMBER ONLINE

Like going to the moon gave the world Tang, 

MOP needs to change a lot more than 

grabbing one more member over the ‘Net



 What have we learned about online 

loan apps and automated 

underwriting that we should apply 

with this development project?

 You must activate the CU’s 

acceptance of a new business 
model early, so CU teams can start 

crafting the business rules and 

configuring solutions as early as 

possible

 Announcing a webinar series 

designed to put all of us in the 

business of opening memberships 
online

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

Membership Opening Project 2015-2016

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

Working with CUs to: 



Membership Opening Project 2015-2016

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

Many of you already sat in on the first of these sessions, 

and hopefully all of you are starting to complete your 

due diligence to sign up with Precise ID

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

Will you pay people to become members?  Will you sell?

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

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

Understand what personal information will be requested of the 
member

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

Understand the ID authentication process Will you let a machine approve and validate who’s who?  Will 
you accept that x% of the time it will be wrong?

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

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

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

They will be a member in CU*BASE – that’s the easy part.  
What’s next for you?

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

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?

Working with CUs to: Can you adopt the strategy?



Activating Membership Opening

EXERCISE #1: WILL YOU TACKLE THE CONFIGURATION OF AUTOMATED IDENTITY UNDERWRITING?



The Content Management System directs what your members see

FOR IT’S ME 247, WE ALREADY HAD CU*BASE, BUT FOR MAP/MOP, WE NEED A NEW FOUNDATION

Adding fresh 

content to 

your page is 

only a click 

away...

Currently in 
design stage



MOP Content Management

Input your 

images and 
content...

...see a 
preview...

...then see 
instant 
results!



MOP Content Management

If you consider yourself late to the party 

and want to move first, keep up with the 

announcements and prepare your team 

to be ready to be an early beta

Control when  
and how 

changes are 
published live

Instant 
updates to 
online and 

mobile 

channels

Keep your eye on the Kitchen:  
http://www.cuanswers.com/resources/kitchen/auto
mated-accountmembership-opening-tools/

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


The Point of MOP is Not a Primary Share Account

 We started thinking about how we will need to pump up member excitement to 

complete the steps that sell sub-accounts and other services, once a person is a 

member

 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

 We looked at the top 50 CUs in the industry based membership size 

 What content and tactics did they use to sell stuff to members? (surprisingly, 37 of them 

used testimonials)

 We studied the landing pages prior to the clicks to complete a form

 We studied the calls to action that inspired consideration 

and member perseverance 

 This led us to the idea that we needed “booster” 

pages, no matter what we’re selling

We’re not sure we have the right formula yet, 

but we want to experiment with booster 

pages everywhere the member visits

IT’S CREATING AN OPPORTUNITY TO SELL EVERYTHING ELSE THAT MAKES A ROBUST RELATIONSHIP



Boosting Your Chances of 

Success

 Where should we excite the member 

enough so they are inspired to 

complete the process and hire you 

for the job to be done?

 Should we do it before they cross 

over into It’s Me 247?

 Should we do it as part of filling 

out an application in It’s Me 247?

 How do we blend forms with sales 

boosters and end with fulfillment 

pages that equal a total 

experience?



Boosting Your Chances of 

Success

 How many of these tactics do you 

deploy?

 Feature banner

 Intro text

 Featured rates

 Product types

 Testimonials

 Pre-approvals

 Ancillary tools

 Calls to action

 Price comparisons



Boosting Your Chances of 

Success

 Classically, CU*Answers has been a 

vendor for only some of the parts of 

this process of selling things to 

members

 We want to up our game

 For web page development

 Inside of It’s Me 247 online and 

mobile tools

 In creating standalone Internet 

retailing tools

 In automating every level of the 

things that boost sales online



Selling to Members in Online Channels

2015-2016 PROJECTS: SKIP-A-PAY

When marketers ask me for an 

ROI analysis, I sometimes cringe

But this one might set a new template for CU*BASE

In development now –
preview at this year’s CEO 

Strategies

One early 

success 

story...



Selling to Members in Online Channels

 Coming in 15.1 (July):

 Email to your lending team when online apps 

come into the queue

 Minor changes to the online loan 

app pages

 Cleaning up some confusing labels

 Marital status triggers for spouse co-

applicants (optional for marital property states)

 New fields for rent, additional phone 

numbers

 Require previous address (based on your 

new member workflow controls)

 Require “I have read the disclosures...” 

before submitting

2015-2016 PROJECTS: ONLINE LOAN APPLICATIONS



Selling to Members in Online Channels

 Coming in 15.2 (fall):

 Revamping the 

References file to allow 

unlimited (like 

income/employers)

 Eliminating the pesky 
“do you want to 

override household 

info?” warning, retaining 

all data submitted with 

online apps

Still feels like we’re fighting over the form

Not sure if it’s a good investment, but we may be 

going back to the drawing board (again)

2015-2016 PROJECTS: ONLINE LOAN APPLICATIONS



Selling to Members in Online Channels

When we finish these, we will have a foundation and 

content management system that will someday 

control alternative app styles in our Internet channel

2015-2016 PROJECTS: CU*BASE WORKFLOWS THAT SET THE

STAGE FOR ONLINE LOAN APP WORKFLOWS

5 screens

3 screens

10 screens

You choose 

which pages 

appear in your 

CU*BASE loan 

app

15.2 

release!



Selling to Members in Online Channels

When we finish these, we will have a foundation and 

content management system that will someday 

control alternative app styles in our Internet channel

2015-2016 PROJECTS: CU*BASE WORKFLOWS THAT SET THE STAGE FOR ONLINE LOAN APP WORKFLOWS

You choose 
which data 

must be filled 
in, and how, on 
your CU*BASE 

loan app

Currently in 
development, 
targeting 16.0



Selling to Members in Online Channels

Selling members to do more, to earn more

Gamification, and a profit for your 

members – should you turn on a Qualified 

Dividend program in 2016?

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

Released in 
April



Selling to Members in Online Channels

 We are helping some CUs certify this with FICO 

Open Access

 We are working with FICO to make sure our 

documentation has the right slant

 Recently received some 

updated specifications 

from FICO and will 

evaluate to see what 

development is needed

 The credit score industry is in 

constant flux – each CU must 

take its own approach here

2015-2016 PROJECTS: CREDIT SCORES ON FILE GO LIVE

You cannot afford to be passive when it comes to 

using credit score concepts online – it’s an aggressive 

practice across the financial service space

Released in 
April



Selling to Members in Online Channels

When you Query password histories for 

online members, do you ever think of that 

as marketing data, for hints into how 

members see password management?

2015-2016 PROJECTS: PASSWORD REMINDERS AND NEW DATABASE FOR SURVEYS

Released in 
April



Selling to Members in Online Channels

 CEO Strategies sent back to the drawing board 

on Smart Offers

 Build a stronger sales model for Smart Offers 

and Smart Messages

 Create opt-in/out 

for CUs and 

members

 Enhance our IRSC 

content 

management for 

this project

 Then get busy with 

Smart Offers

2015-2016 PROJECTS STILL ON THE DRAWING BOARD

Not-so-subtle 

Smart Message 

Idea #2

Not-so-subtle 

Smart Message 

Idea #1



Selling to Members in Online Channels

 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

 For CUs to truly go active, we have to use our 

own solutions to drive our priorities and as the 
proving ground for interfaces to the core

 Between It’s Me 247 and MAP/MOP, we will 

have a foundation for approximately 80% of 

all of the API gateways we will need for 

aggressive Internet retailers

 Kind of a chicken-and-egg project, 

so let’s get on with it If we are to create variable revenue to 

support broad distribution of our Internet 

retailing solutions, it will come from 

gateway fees based on CU-driven third-

party integrations

MY #1 PRIORITY FOR 2016: COMPLETE THE API LIBRARY AND CONVERT IT’S ME 247



It’s Time to Move from 

Tactics and Silo 

Solutions to a 

Comprehensive 

Strategic Plan

Version 1.0 due 2016

Declaring an Internet 

Retailing Evolution

We can sell online to 
an audience of 

shoppers

We Know Mobile is a 

Different Beast

We’re ready to learn a 
new game and push 

CU*Answers into the 

business
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Taking the Long View When it Comes to Mobility Solutions

 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; time to delineate mobile web solutions based on endpoints

 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; time to enter the mobile app wrapper business with the same 

disruptive price goals (free)

 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 (API) 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 

API mobile app in early 2016

FROM CU*BASE TO IT’S ME 247 TO THE WILD, WILD WEST, WE NEED TO BUILD A SUSTAINABLE EFFORT



Taking the Long View When it Comes to Mobility Solutions

Coming in the 15.2 release this fall:

 Ability to set up first-time users via Mobile Web 

 Add/change passwords, security questions, and usernames

 Accept the default PIB profile

 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

2015-2016 MOBILE WEB ON THE MOVE



Taking the Long View When it Comes to Mobility Solutions

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

2015-2016 MOBILE WEB ON THE MOVE

Currently in 
development



Taking the Long View When it Comes to Mobility Solutions

 The world is changing as to when and 

how we can use mobile web, even in 

device stores (what they’d accept)

 At one time, the only way to do push 

marketing was through a mobile app...

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

 On the username page, push 

marketing to everyone who goes to 

mobile

 On the password page, push 

marketing to usernames we 
recognize

2015-2016 MOBILE WEB ON THE MOVE

Currently in 
development



Taking the Long View When it Comes to Mobility Solutions

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

Content 

Management System

App Store

Currently in 
development



CU*Answers Enters the Market as a Mobile App Vendor

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

Use a CU*Answers wrapper template with 

an eventually private mobile web core 

banking approach



CU*Answers Enters the Market as a Mobile App Vendor

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

Through the development of the IRSC, we’ll 

start to collect the non-core content 

needed to generate an interesting app



CU*Answers Enters the Market as a Mobile App Vendor

 Our first wrapper app is targeted 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: Partner 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 to 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

 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 

services to their clients as we all learn together

WHERE DO WE GO FROM HERE?  



The Long View for RDC

 Goal #1: A single-signon solution so the user can seamlessly move from mobile 

banking to mobile RDC

 Authentication API very close, testing with 3rd parties should start before year-end

 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

 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

 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

WHAT DOES CU*ANSWERS NEED TO SUPPORT WITH A HIGHLY MOTIVATED RDC ALLY?



Making Today’s RDC a 24x7 (kinda) Posting Option

 To get instant credit for check deposits? 

Or just to avoid a trip to the branch?

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

WHAT IS THE JOB-TO-BE-DONE HERE? 

Released in 
2013



Taking the Long View When it Comes to Mobility Solutions

 It’s a classic business problem: buy or build?

 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 

 The one thing I 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 

and owners about where we go from here

BUILD THE INFRASTRUCTURE THAT WILL HELP INTERNET RETAILERS DISTRIBUTE OUR PRODUCTS AND THEIRS



Taking the Long View When it Comes to Mobility Solutions

 It’s a classic business problem: buy or build?

 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 

 The one thing I 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 

and owners about where we go from here

BUILD THE INFRASTRUCTURE THAT WILL HELP INTERNET RETAILERS DISTRIBUTE OUR PRODUCTS AND THEIRS

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



Taking the Long View When it Comes to Mobility Solutions

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

MOBILE APPS VIA API NAVIGATION: A HIGH-END APPROACH WITH EARNINGS EXPECTATIONS



Text Banking for Real: When We All Charge

 Goal #1: Introduce our CU members to text banking services as a collaborative 

investment, build an audience

 Rolled out in 2011 with no invoice to CUs for the past four years

 Goal #2: Develop text banking database and analysis capability, alongside service 

charge programs that could someday be activated when need be

 Since 2011, CU*Answers has paid about $295K for this program

 Starting in 2016, text banking fees will be implemented

 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

 You can tell we’ve been getting ready (See “Invoice Correction for Mobile Text Banking 

Usage Counts” email dated 6/4/2015) 

 QC determined not many CUs were paying attention, since it was free

SOME THINGS WE’RE LEARNING, AND OTHER THINGS WE WILL LEARN



Text Banking for Real: When We All Charge

 Goal #1: Introduce our CU members to text banking services as a collaborative 

investment, build an audience

 Rolled out in 2011 with no invoice to CUs for the past four years

 Goal #2: Develop text banking database and analysis capability, alongside service 

charge programs that could someday be activated when need be

 Since 2011, CU*Answers has paid about $295K for this program

 Starting in 2016, text banking fees will be implemented

 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

 You can tell we’ve been getting ready (See “Invoice Correction for Mobile Text Banking 

Usage Counts” email dated 6/4/2015) 

 QC determined not many CUs were paying attention, since it was free

SOME THINGS WE’RE LEARNING, AND OTHER THINGS WE WILL LEARN

Remember this from 2011?

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)

2011



Text Banking for Real: When We All Charge

SOME THINGS WE’RE LEARNING, AND OTHER THINGS WE WILL LEARN

If you ever get a material invoice for your 

text program, maybe you’ll be ready to 

revisit these screens



eAlerts (Text and Email)

WHERE DO WE GO NEXT?

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

aggressive programs around text ideas coming in 2016, 

and our eAlerts program certainly will jump forward

Specific trans
(various) 

Daily – #of 
transactions

Daily –
total $ amount

Loan payment 
(enhanced)

Daily balance

Acct balance 
(enhanced)

Specific trans
(cleared check) 

Currently in 
development



When Personal Inflection is Replaced by the Data Left Behind

 ...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

ACROSS THE COUNTER, YOU TRUST THE EMPLOYEE TO INTERPRET THE RELATIONSHIP...



DATABASE GROWTH ON STEROIDS...AT CU*ANSWERS, 

AND AT YOUR CREDIT UNION



Database Growth on Steroids

 In the last decade, the evolution of transactions changed our industry

 The volume of transactions exploded (plastics, online activity, mobile, etc.)

 From an operational point of view, it changed everything

 But as we look at 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

 Architect its design

 Innovate how we store it

 Quadruple the speed at which we review it

 Automate the way we respond to it

 Embrace the return for investing in it

What today are optional specialties must 

become embedded core competencies in 

every organization 

AT CU*ANSWERS, AND AT YOUR CREDIT UNION
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A new focus for our 
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 It’s hard to believe, but as Focus Groups 

go we see this new one becoming a rival 

to the Lending Top 10, Accounting Top 10, 

and even CEO Strategies

 We have big goals for our second Data 

Investment Symposium in February 2016

 1-3 CUs to show up with a strategic plan 

for data management 

 1-3 CUs with new job descriptions and 

responsibilities for leaders in this area

 An active set of CU/CUSO collaborators 

to lead the way in defining what data is 
valuable

Analytical Database Design and Operations

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

Announcing a new 

Executive Study program 

for 2016...



Track 1: 

What Makes Data Valuable?

 Brainstorming with CU*Answers data 

architects and credit union peers 

around the data available to CU 

organizations

 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 intuition 

from data

2016 Executive Boot Camp Series

 12 candidates to be selected from a 

group nominated by their credit union

 1 representative per CU

 Nominations due Nov. 1, 2015

 Four 2-days sessions (8 days total)

 1 session per quarter

 CU*Answers to pay overnight lodging 

and food

 Work-study program

 Must attend all 8 days to graduate

 Schedule to be announced soon

Owners Build Cooperatives

EXECUTIVE STUDY DESIGNED TO BUILD A NEW COMMUNITY OF COOPERATIVE LEADERS



Analytical Database Design and Operations

 Identifying the key leaders that 

generate data

 Identifying the opportunities in 

being the business that stores data

 Deciding on the risk your data 

management business should take

 Data with personal information

 Data without personal info

 Finding your role in how data 

moves from an internal perspective 

to an external one

 At the CU, at the network, at 
the industry level

LAYING OUT NEW OPPORTUNITIES AND BUSINESS ENDEAVORS



Analytical Database Design and Operations

 Goal #1: Build new tools for CUs with the resources to go active with analytics and data 

processing functions around their own database centers

 From CU*BASE dashboards to operational services for CU designers

 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

 Create our own big data and think more about raw data insights

 Goal #3: Build new consulting and executing resources to act on insight

 Concentrate our network on new focus groups and collaborative activities around analytics

 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

 Find new peer audiences and extend data more often, faster, and interactively

 Goal #5: Build momentum for analytics and executing on building ownership and pushing 

insight and information to the edge of customer-owner networks

 It’s My _______ Data . . . Staff, Executive, Board, Owner

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



Goal #1: Build New Tools for CUs

HOW MANY TOOLS CAN WE BUILD AROUND THE CONCEPT OF PATRONAGE?
Coming 
in 15.1 
(July)!

Most of the work to date has been figuring out 

how to create a transaction to reward patronage

The future is understanding how to leverage what 

we know about patronage, day to day



Goal #1: Build New Tools for CUs

 Any report you can print* can be sent to the new INSTANTxx

printer queue (like HOLDxx)     

 A new program will monitor these queues for incoming files 

and move them quickly to CU*Spy, ready to view or print

 Next up: In-house eDOC vaults – will require some 

new configs already in development

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

Coming 

later this 

year!

*Exceptions include forms with overlay, checks, and receipts



Goal #1: Build New Tools for CUs

DOWNLOADS MADE SIMPLER

Run a new 
option in 
CU*BASE

1

Launch the 
tool on 

your 
desktop 2

Authenticate 

against your 
file transfer 
permissions 3

Drag the 
file to your 
PC folder 4

Coming 

later this 

year!



Track 2: 

Building Solutions as a Co-op

 Brainstorming with CU*Answers 

solution designers and credit union 

peers around the concepts that turn 

ideas into working technical solutions

 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 a 

long future from the investments we 

make to get things done

2016 Executive Boot Camp Series

 12 candidates to be selected from a 

group nominated by their credit union

 1 representative per CU

 Nominations due Nov. 1, 2015

 Four 2-days sessions (8 days total)

 1 session per quarter

 CU*Answers to pay overnight lodging 

and food

 Work-study program

 Must attend all 8 days to graduate

 Schedule to be announced soon

Owners Build Cooperatives

EXECUTIVE STUDY DESIGNED TO BUILD A NEW COMMUNITY OF COOPERATIVE LEADERS



 Introducing Call Center Optics 

 Tracking every member that was 

helped through CU*BASE Phone Op

 Cross-referencing member activity 

to their call center activity

 A search for new ways to earn from 

answering the phone

 Introducing It’s Me 247 Optics 

 Watch, record, and analyze the 

clicks in the online world

Goal #2: Build New Databases for Insight

OPTICS: NON-TRANSACTIONAL DATA TRACKING – WHAT PEOPLE DO YOU CAN’T SEE TODAY

These new optional databases will have 

associated fees and purge schedules to fit 

with your plan for using the data

Mockup; 
currently in 

design stage

 1 - Logged In/Out

 2 - Clicked Smart Message xxxx

 3 - Viewed Open Loan

 4 - Viewed Open Certificate

 5 - Viewed Open Savings/ 
Checking

 6 - See/Jump Activity

 7 - Clicked xxx Loan to open

 8 - Clicked xxx Certificate to 
open

 9 - Clicked xxx Savings/ 
Checking to open

 10 - Changed Personal 
Information

 11 - Forgot Password

 ...

 ...

 30 - Went to PIB

 31 - Viewed Check Image

 32 - Printed the Page

 33 - Viewed Dividend/ 
Interest Summary

 34 - (Payveris) Created 
Payee

 35 - (Payveris) Paid a Bill

 36 - (Payveris) Viewed Bills

 37 - (Payveris) Sent P2P

 38 - Viewed Messages

 39 - Added check stop 
payment

 40 - Downloaded account 
Details



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

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

 Serving the Google generation: 

Searching is the new norm

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

revamping-the-cubase-menu-system/

Coming 
in 2016

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


 Goals for year 3 of Executive Study 

Groups:

 Major new plans for CEO Strategies 

in November 

 Active beta and dashboard dives 

for every executive, all year long

 A program in 2016 to activate 

credit union technology teams to 

work directly with our Executive 

Council

 Honor Technology Strategy 

Developers (HTSD)

Goal #3: Build Consulting and Executing Resources

CONTINUING TO WORK TOGETHER AS EXECUTIVES

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 I can join?



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



Examin

ation 

innovati

on

Goal #4: Leveraging Data With Others

 Your data can change the 

lives of your members and 

influence and industry, if 

you share it

Better yet, you can lower your costs, 

expand your opportunities, and guarantee 

your success if you lead with it

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



To Change the World, You Need to Get Its Attention

 The “Raise Your Voice” initiative for RBC2 

was one of those chances, and an effort 

worth our time

CUSO Submitted Total %

CU*Answers 166 203 81.77%

CU*NorthWest 24 25 96.00%

CU*South 15 22 68.18%

eDOC 7 19 36.84%

Xtend 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

Dave and Jim 

at the GAC



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

 To get respect, you must show respect, and who 

goes first?  You do, of course

 At tonight’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

 If the world truly comes 

to see data as its most 

valuable commodity, 

will you be positioned 

to be one of the most 
valuable organizations 

available to your 

members?

CUSTOMER-OWNERS BUILD BUSINESSES

Hope to see you tonight so I can 

explain the difference between 

bodacious and audacious

Do the math: 

A cooperative with 5,000 participants

5,000

3,000

1,000

All participants

Owner-aware 
participants

Active owners
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External Databases

 Seems like everyone is in the data business these days, and it makes sense

 Operational software generates data, and it ends up being organized as a database

 The trick is understanding who’s in the database business, and their intentions

(TO US, THAT MEANS ANYTHING OUTSIDE OF FILEXX IN CU*BASE)

CU*Answers 

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

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

Potentially You 

Have you thought about what you do with data, in your network on servers or 

individual PCs, as a business?

 Collecting and archiving the data is data processing

 Who’s doing the analytical work, and what is the yield?



External Databases (CU*Answers)

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

 Fastest rollout of any optional CU*Answers 

product 

 92 CUs (497 branches)

 232 alerts subscriptions

 Most popular trend graph: 
Loans – Closed End Balance

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


 We plan to do 2 releases per year

 In this month’s release:

 Download trend graphs to your desktop

 Add annotations to the graphs

 Highlight a compare to what’s “normal” 

for you (based on averages)

 Choose your own top 10 “Quick Look” 

graphs

 Consolidating alerts into fewer emails

 Send all alerts to additional recipients

External Databases (CU*Answers)

MY CU TODAY YEAR 2

I seldom talk to an executive these days who 

doesn’t have their phone within reach

Are you ready to be as fluent about your CU data 

as you are about your favorite web search?



Board Sites

 2015 might signal the end of 

overnighted printed packets

30 credit unions have 
launched a board website 

(including one community 

foundation and one non-

CU*BASE CU)



External Database (Your Vendors)

 In 2016, we expect that CUs will be more 

aggressive about expecting their vendors to 

exchange data, either interactively or much 

more effectively in batch formats

 Have you inventoried everything that’s 

already available to you?

 My top 3 goals for 2016:

 Build direct connections with the credit 

bureau vendors and others like NADA

 Earn on our work from a development 

relationship with Marquis

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

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

We need to take advantage of our 

24x7 shared data center operations 

and keep them busy



External Databases (Potentially You)

 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

 They’ll centralize a 

comprehensive data 
warehouse to be stored 

separate from their vendor 

networks

 Like My CU Today, we expect our 

data centers to be busy with 7-

day-a-week, automated data 

transfer services

Buyer beware...the return in data is not from 

storing it, it’s from understanding it

How do you see our future collaborative efforts?

CALLING ALL CUS WHO CAN MAKE MONEY FROM THEIR OWN DATA WAREHOUSES
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Step 1: Identify a type of raw data that is important to 

credit union insight and operations

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

raw data based on selection criteria for a 

relevant circumstance

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

gets people thinking

Step 4: Tell the user everything you can about the 

data subset and throw in some consistent 

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

Applying What We’ve Learned About Dashboards to Financial 

Data



What is the difference between hunting and pecking for data 

and analyzing it?

Account Composition 
An analytical tool to understand 

what accounts this crowd has with 
you
 Prepares the analyst to talk to the 

crowd

Membership Traits
An analytical tool to understand 

what membership traits has in 
common
 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

Tiered Service 

Analysis
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?

Account Composition 
An analytical tool to understand 

what accounts this crowd has with 
you
 Prepares the analyst to talk to the 

crowd

Membership Traits
An analytical tool to understand 

what membership traits has in 
common
 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

Tiered Service 

Analysis
An analytical tool to show the 

relationships and penetration 
you have with this crowd
 Prepares the analyst to talk to 

the crowd

What about when 

there’s no dashboard?

If you can generate a 

file, you can analyze 

the situation



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 

income 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



 Goal #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

 Every G/L, every branch, every month

 Goal #2: Create a dashboard for variance analysis that is convenient, 

responsive, and easily shared with stakeholders

 Query percent and dollar amount, every G/L, every month, and by key 

income statement areas

 Goal #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

 Ouch!  Back to the drawing board

Attacking the Budget Opened a Can of Worms

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

Repetition is the key to evolution, and 

budgeting is a once-a-year thing

It takes a long time to bring everyone 

into the game and blend user 

workarounds with new intentions



Planning for the 2016 Budgeting Season

Friday, October 2
Understanding how to prepare your G/L chart of accounts and 

budgeting configurations

Friday, October 9
A deep dive on the tools and data that prepare you with a set of key 

assumptions based on where you’ve been

Friday, October 16 A deep dive on the Work with CU Budget – everything but modeling

Friday, October 23
A deep dive on where CU*BASE is with modeling assets and liabilities to 

generate the offsetting income and expenses from member accounts

Friday, October 30

Analyzing the tools for printing and presenting budget variances and 

understanding 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

ANNOUNCING OCTOBER 2015 WEBINARS: ENGAGE WITH OUR BUDGET TEAMS

Budgeting Sessions hosted by Randy Karnes

VIA WEB CONFERENCE, FRIDAYS FROM 2:30P – 4:00P ET

Mark your 
calendar!



2015-2016 Focus: What We Know About Financial Data

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

click of a button?  

A tool for... 

 The CEO

 The head of lending

 The head of operations

 Service income analysts

 Budgeting

 Board planning

 Everyday brainstorming

TO THINK ABOUT WHERE YOU’RE GOING, START BY SEEING WHERE YOU’VE BEEN

Currently in 
development



2015-2016 Focus: What We Know About Financial Data

 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

TO THINK ABOUT WHERE YOU’RE GOING, START BY SEEING WHERE YOU’VE BEEN



2015-2016 Focus: What We Know About Financial Data

 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

TO THINK ABOUT WHERE YOU’RE GOING, START BY SEEING WHERE YOU’VE BEEN



2015-2016 Focus: What We Know About Financial Data

 Now go crazy and look for things just because you can (the best assumptions are 

inspired by hints no one else sees)

Gain insights into:

 How often do balances go up?

 How often do balances go 

down?

 Average annual change

 What’s the lowest or highest the 

balances have been?

 Averages by quarter

 Averages by month

TO THINK ABOUT WHERE YOU’RE GOING, START BY SEEING WHERE YOU’VE BEEN



2015-2016 Focus: What We Know About Financial Data

 Projecting where asset and liability G/Ls will end up can be tricky, and everyone 

does it differently – this new tool will take that into consideration

This tool emulates the flexibility 

of a spreadsheet:

 Model the starting balance

 Model debit activity (like loan 

distributions)

 Model credit activity (like loan 

payments)

 Model monthly net change

 Model resulting balance

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



2015-2016 Focus: What We Know About Financial Data

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

NEW TOOLS THAT HELP YOU CALCULATE AND PROJECT KEY MODELING COMPONENTS



Write-off

Written-off

What We Know About Financial Data

 How do we move 

from bookkeeping, 

to accounting, to 

financial analysis?

 We add the story 

around the debit 
and credit, like we 

did for member 

transactions

 We add financial 

metadata as 

bookkeepers 

record history

BEYOND BUDGETS

Currently in 
development



Loan 

payments

What We Know About Financial Data

BEYOND BUDGETS

Payments 
per the 

promissory 
note

Payments based 
on the way 

members live

Coming 
in 15.1 
(July)!



To Change Your Circumstance, You Must Have a Plan

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

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



WHAT SOME CALL CONSOLIDATION, I 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

Whether it’s the global economy or just the 

CU industry, it still feels like something is 

holding us back



Waiting for the Other Shoe to Drop: the CU Industry

IT CAN BE HARD TO LET YOURSELF BE AN OPTIMIST THESE DAYS

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 Industry

IT CAN BE HARD TO LET YOURSELF BE AN OPTIMIST THESE DAYS

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?

As I approached the 2015 business year, my goal was to 

create a network of leaders who were ready to face the 

recombination of our entire industry as an opportunity

Back to the drawing board in 2016...



In an Era of Recombination, Which Do We Choose?

 Goal #1: Invest and maximize our resources to effectively manage and execute 

merger support and the resulting projects from vendor consolidation

 Goal #2: Design programs to support credit unions on both sides of the merger 

table to minimize the expenditure of member capital in recombinations

 Goal #3: Design programs to raise funding and give network CUs a competitive 

advantage when approaching merger opportunities – fund the growth of our 
network

 Goal #4: Develop a support network for credit unions with corporate growth 

initiatives and strategic plans

 Goal #5: Diversify our CUSO and react to opportunities based on the consolidation 

of CU industry vendors and interconnected trade-type organizations

Organically, we have responded to all of these 

goals when talking to CUs one on one, but 

given the pace of today’s recombinations, is it 

time we respond with the power of a network?

DO WE WANT TO BE CUSTOMER-OWNERS OF A CO-OP FOCUSING ON A COMPETITIVE ADVANTAGE IN THIS?



Goal #1: Build Resources for Merger Support

 Added one full-time merger coordinator, adding another team member in 2016

 Adding 2 new EFT programmers to help with plastics projects and vendor 

consolidations

 The vendor marketplace is closing down 

dates and almost holding people 

hostage

 It’s becoming more important for CUs to let 

CU*Answers in earlier in the negotiations for 

these kinds of projects

BY MARCH 2015, WE WERE BOOKED FOR THE YEAR WITH CU AND VENDOR MERGER PROJECTS

Don’t let us rain on your party...give us a 

heads up to avoid being disappointed at the 

last minute after doing so much work



Goal #2: Minimize the Expenditure of Member Capital

 What might we consider changing about the way we all plan for the future?

 Far too often, we simply plan to stay on the same track and design our futures 

with no contingencies for serious left- and right-hand turns

 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

 A world where vendor exclusivity is getting harder

 A world where solutions for change of ownership happen equally often on both 

sides of the negotiation

 A world where winning the approval for your next project might rely on 

contracts that anticipated recombination as a likely outcome

 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 

allow our CUs to work with 2 core providers at the 

same time...what’s this world coming to?

HOW SHOULD YOU APPROACH VENDORS CONTRACTS, IF YOU’RE NOT GOING TO BE YOU IN THE FUTURE?



Goal #3: Fund the Growth of our Network

 When you think about going after an opportunity, do you 

inventory the monies you have available to you to gain an 

advantage?

 Do you inventory the contract advantages you have over the 

other suitors?

 Do you inventory the actual dollars you can find the fund the 

project without using either CU’s capital?

 Do you inventory the process resources available in your situation 

that might be an advantage?

 Do you have a list of partners ready to engage and be listed as 

part of your team?

DO YOU KNOW HOW CU*ANSWERS PROGRAMS CAN PUT MONEY IN YOUR POCKET FOR GROWTH?

Announcing a special session during the 

CEO Strategies Collaboration Workshop 
(Tuesday, Nov. 10)

Using Collaborative Resources in 

Closing Your Next Merger Opportunity



Goal #4: Develop a Support Network for CUs

I had big goals for an amazing focus 

group and partnership with CUs 

around these topics...I’m struggling

DESIGNING BIG ALLIANCES AS A COLLABORATIVE EFFORT



Goal #5: Diversity Our CUSO for a Changing Marketplace

 To some, what our industry is going through is 

just the natural evolution of a capitalist market

 To others, it’s only one or two steps away from 

a natural disaster

 Have we done enough scenario planning to 

know how our collaboration might respond to 
the future?

 We know that mastering data makes sense, given the future

 We know that evolving our cultures for better retailing makes sense, given the 

future

 What do we know about new ways to collaborate, given the consolidation 
and recombination of our industry?

WHAT DOES THE CONSOLIDATION OF CU VENDORS AND TRADE-TYPE ORGANIZATIONS MEAN TO US?

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

How will we act when disruptive intentions 

are disrupted by changes in the vendor 

marketplace? 

Distribution alliances can change as 

quickly as letterhead



Our Ultimate Intent: To Put Ourselves to Work, and Know Why

Are we brave enough to be 

cooperative entrepreneurs?

WITH AN AUDACIOUS SWAGGER THAT IS RESERVED ONLY FOR CUSTOMERS WHO DARE TO BE OWNERS

From last year’s Annual 
Stockholders Meeting



THERE WAS A TIME I 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



At CU*Answers, there’s a Leadership Conference every day



What else is in your packet?



Tonight’s Stockholders Meeting

 Owners, see you in the “pre-function” area (a.k.a. out in the hall) at 6:30 for cocktails

 Join us for dinner back here at 7:00

 Meet your Board

 2015 Election

 4 candidates for 3 seats on the Board

 Bylaws changes

 Come hear what Bob has to say about 
our numbers, 2013 and year-end 2014

 ...and find out if Randy knows the 

difference between bodacious and 

audacious!



Pass It On...

 As always, all materials 

related to this week’s 

events will be posted on 

our website

http://lc2015.cuanswers.com



Thank you to the crew



Thank 

you for 

coming!


