CUANSWERS

CEO COLLABORATION
WORKSHOP

On the way to the future, CEOs need
the chance to influence the final

destination
2014
CEO Sirafegies




What is the Collaboration Workshop?

KICKING OFF OUR 2015 PLANNING SEASON
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e Peers working towards e Collaboration as a e A unique space for
independent and business — doing work, different
collective strategies collaboration to earn a from the day-to-day
and tactics yield on doing things but with the same
collectively, with an goals: earn a return on
advantage over doing our efforts
things alone
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In the past I've gotten carried away and made
=4l this a presentation more than a workshop...
so be prepared to speak up
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The Collaboration Workshop speaks to
the essence of why credit unions own
CU*Answers: so that their voice is heard,
their ideas are worked on, and their
priorities are considered as part of
everything this CUSO tries to accomplish
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ToDpAY’S AGENDA

Executive Study
Groups

Getting ready for Year 3

As CEOs, can we improve
the program and get more
from our investment?

Internet Retailers know
when to pitch an idea to
their customer

Let’s work on how offers are
extended to members via
It’s Me 247

How Do Members
“Net” Out?

Profitability is a
point of view

Can we develop a new point
of view as CEOs through a
new database about
owners?




N . EXECUTIVE STUDY GROUPS

Getting Ready for Year 3

As CEOs, can we improve the program and
get more from our investment?

http://study.cuanswers.com/

CUANSWERS

Executive Study Groups




Executive Study Groups

Our experience to date
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Executive Study Groups
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The “Active Beta” Menu:

Executives.
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Two pilot programs for our executive study group

concept — both were well received by users but
have not yet yielded the punch | expected from
executives studying together



http://study.cuanswers.com/category/dashboard-dives-2014/
http://study.cuanswers.com/category/active-beta-series-2/

Our Pattern for Executive Study Webinars

First pass... Second pass...

e CU*Answers facilitator introduces ® CU*Answers facilitator reviews
the tool and presents a value comments from the group
proposition to the CU audience e Facilitator t_ries.to actasa

e Why should the tool be used? gazlifgt to inspire CU-to-CU

e What benefits should the tool e Our internal teams review the
give you? comments

e How could the tool be used for a e What value prop does the group
credit union’s strategic thinking? actually recognize and verbalize?

e The group can post their e What insights will be useful for
comments immediately for future development, for our

documentation, or for promoting

everyone analyze and consider the value to the marketplace?

for the second pass...

Speaking of what was vocalized by the group...




How’s the feedback loop working for us as CEOs?

(Hint: the silence is deafening)

10/1/2013 Review of Loan Risk Score Analysis — R e ot came et temenma Rt
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9M7/2013 Review of Credit Report Data Mining A

Reply | | 4 * e 2 gy smts b e ey
Posted on September 16, 2013 by Samuel Lechenet

L=ave a Reply

Tt s o o — by — . 0 S

Posted in Active Beta Study Group |

Add Your Comments ,h

9M10/2013 Review of Where your Members —
eply
Borrow =

Posted on September 9, 2013 by Samuel Lechenet

Posted in Active Beta Study Group |

Add Your Comments o v

A
b

I think we’re missing the point on what an executive study group is
about...these are not product demos, they’re collective brainstorming and
product development sessions!




Quick sidebar...
Are you paying attention to these programs?

ensure you are receiving the best possible value for your time. Also, if you have policies you
wish to share, remamber that you can collect CollabRebate points that can be redeemed for
cash. And if you have a regulatory exam coming up, check out ExamShare where you can
review the latest news regarding examinations of your peers. PolicySwap and ExamShare are
examples of the Power of the Network.

| hope you and your team
will try to earn some
money in 2015!


http://score.cuanswers.com/
http://score.cuanswers.com/

We have a way to go to meet this vision

e Every year at CEO School we talk about how CEOs need to be part of
our design team

e So most of the time when we interact, we do so with a focus on
improvements, getting over hurdles so people will use it, and squeezing
out the “focus group” value of CEOs as consumers

e What goals might we have for a different kind of interaction for all of us
as a network of CEOs?

Identifying our personal best practices

Identifying our favorite processes around our commonalities
Sharing our competitive advantages

Targeting areas for leadership improvement

Learning to barter opportunity

Increasing our ability to get to market

Extending our competitive horizons What should executives work on
when they work together as

executives? It’s okay to get personal

when you’re with peers — what do

you hope for from peer interaction?



So how can we improve the series?

Do we need to move Participation is
from a single good, but are
presenter to a we reaching the

conversation between right audience?

two people?
What is the best time of the month,

best day of the week, best time of
day for these sessions?

. "’//

Are people ever going

to share via a comment

board? Are we leaving
the comment period
open long enough?

Why did you, personally,
not participate? How can|l
get you to participate in
2015?




Active beta options introduced so far
LFP Rate Dashboards

Foe E9E Togis Hep
Learn From a Peer

Login to CU*BASE > #4 CU Management

View Peer CU Configurations Poer CU Aggregate Mbr Analysis
1 & I8 Pay Service Crarges 18+ Tarsd Services Pear Acalysis
* Cashed Check Fees

Processing > #5 Learn from a Peer

For Bota Testing by CEOs
20+ CORate Analysis Dashboard
29 » Share Rate Analysis Dashboard
22 » Loan Rate Analysis Dashboard

W “Hmaw e Membst” Anedyais Tncls

2 Management Functons

For Beta Testing by CEOs
20 = CD Rate Analysis Dashboard

&EdMrua s fra

21 » Share Rate Analysis Dashboard
22 » Loan Rate Analysis Dashboard
23 » Analyze Rates Across the Network

If you assign this to your day-to-day tactical people, you
probably missed the boat and didn’t get much return — these
dashboards are about what is happening across a network of

125+ CUs in one view

It’s not just about rates, it’s about how value is packaged,
how complex or diverse you might be, and how you might
find a hint in what to change as you move forward

This work is for analytical minds with a competitive drive




Active Beta You Have Now

Enhancements Coming Next Week!
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Management Processing/Active BetaTests

Login to CU*BASE > #4 CU Management

ocessing/Forecasting Tools
1 ¢ CUHASE Employes Sacurty
7+ Wemder Rate Naintenance
3+ Diviint Base Rate Forscasting * Credi Score History Debbed
4+ Dovint Spilt Rate Forecasting * EFT Fortfollo Dastbosrd
L]
L}

Processing > #1 Mgmt Processing & Active Beta

* Caniicate Repricing Forecast * Loan Risk Score Analysis

* Tored Sarvioes Forecast * Rote Anatyuis Across the Network
22 % VWere You! Membiess Bhoo
23« Vimare Your Membees Bomrow
M % Targetod Teretd Score Analy

"Active Beta" - Tests in Process Active Beta Feedback & info
AE A Study Group
16 = Patronage Comparison m 14« Join the Beta Pol
15+ Wrats Cockong in the Kichen 30 F OUMansgement Functons

17 = Credit Report Data Mining

18 = Credit Score History Dshbrd m

19 = EFT Portfolio Dashboard —

20 = Loan Risk Score Analysis

21 = Rate Analysis Across the Network

w 22 ¥+ Where Your Members Shop

‘ 23 » Where Your Members Borrow

m 24 ¥+ Targeted Tiered Score Analy

With the 14.3 release next week, Where Your
Members Shop will include ACH payments,
and Targeted Tiered Score Analysis will include
a filter for employee type (Walking in the
Members’ Shoes)




Easy access to the feedback loop from CU*BASE

No excuses!
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Management Processing/Active Beta Tests

Login to CU*BASE > #4 CU Management

Processing/Forecasting Tools “Active Bata™ - Tests in Process

Processing > #1 Mgmt Processing & Active Beta 1+ CUBASE Emplopee Securty 18 + Prrceage Camparison
7+ Memder Rate Naintenance 17 » Crade Report Data Mining
3+ Divint Base Rate Forecastng 18+ Credi Score History Debbed
4+ Divint Spilt Rate Forecasting 19 » EFT Portfolo Dastboard
§ » Canificate Repricing Forecast 20+ Loan Risk Score Analysis
6 » Tered Services Forecast 21 » Rote Analysis Aceoss the Network

22 % VWere You! Membiess Bhoo
23 » Vhare Your Membecs Bomow
M % Targetod Teredd Scote Analy

Active Beta Feedback & Info
AE A Study Group F

14 = Join the Beta ool
15+ Virars Coclong in the Kichen

30 F OUMansgement Functons

Active Beta Feedback & Info
13 = Executive Study Group Feedback

14 » Join the Beta Pool
15 = What's Cooking in the Kitchen

http://study.cuanswers.com/




CU*Answers Internal MEETING STRUCTURE:
BUSINESS DEVELOPMENT 2.0

Business Development

TWO SESSIONS PER MEETING DATES (OCTOBER-MAY 2015)

[ ] We’ re trying to |dentify 8:30 am-9:15 am : Brand/Initiative One
9:30-10:15 am: Brand/ Initiative Two
I ea d ers w h O can d ecC I are Each brand gets 4 weeks in the "hot seat.” See topics/focus below for each week.
th emse IVES to b e b u Si ness 1. WEEK ONE: MOVING BRAND INITIATIVE FROM LEVERAGE EFFORTS TO INVESTMENT
EFFORTS
d eve I O p e rs Understanding opportunities and responsibilities in taking things up a notch

Redefining the revenue focus, the budgets, and the returns to the executive and the

‘ AS a StUdy group’ We are :‘I\:r::fmmpmjedhas.edtrainschedulestomnmitledat—riskhusin%strain
reviewing the art form of

2. WEEK TWO: MARKETING AND SALES PROCESS CHANGES

business development and

Do we have the design to hold the Business Developer accountable to at-risk business

how it applies here at expectatons?

CU*Answers 3 mTcHl?;:T :::?;»?E (I)?w ';':IE BRAND/INITIATIVE HOUSED IN A NETWORK OF FIRMS
* Whatare you doing to call out e

business development as a Wt e vl 1 ey o bt et e r e Do

What is the split and value prop to the network opportunist?

talent that your credit union
can count on?

4. WEEK FOUR: BACKFILLING OR DEVELOPING CMS CLIENT SERVICE RESOUCES

® WO u I d yo u I I ke to J O I n u S I n a Separating the focus between revenue creation and package support for our CSR teams
o . . Understanding a new call center focus for our network and where this fits:
J O | nt p rOJ e Ct ? » (SR Call Centers and their supporting AE Structure

» CU*A Management Service Call Centers versus consulting efforts-driving ale
carte revenues

» CU*A Management Service Call Center/Special Support-overhead, supporting
who we are. |




ARE YOU AN
INTERNET RETAILER?

3 PROJECTS EVERY CEO SHOULD TRACK

® |nventory Your Internet Retailer Capabilities
® Smart Offers

® Online Membership Opening




Are you an Internet Retailer?

If not, do you realize how you’re being influenced by Internet retailers?

e When | posed this question at the Leadership Conference, | never
imagined so many people would use it against me

e Now when CUs want me to consider their ideas, they start with, “If we’re
going to be an Internet retailer, we need...”

e Let’s chat about 3 projects | think CEOs should pay particular attention
to in 2015 and beyond

e Have you
. Today’s Strategic Questions
brainstormed y g -
. This morning...
with your team e
On th IS Internetratallars i A lnlcmﬂuhllenhauv—.
. no boundaries
guestion? pssipsibisising
S e SV i Nk Sl it areonthemove
| = —— B ——
This presentation Internetretallers focus Internetretaliers sell =
. on gettingmore outof stuff...andtheysell
will be posted on everyrelationship whotheyare
the CEO Strategies e
. 3000 o (it 13 -t B S Ted g Giaa In between, I'll fill in with some
materla|S page - ;(,."'.l'.'.l','.'.“,,'.'..'.".".'............._,.. materials presented at our

a8 Tt 10w he Tate oA e ki1 Ramking
services!

recent Leadership event




eoroecs Il [NVENTORY YOUR INTERNET

be Tracking

RETAILER CAPABILITIES

What your member can apply for, change,
get, or learn from inside your online store

18



Inventory Your Internet Retailing Capabilities

e Most CUs have never
inventoried the big
categories that their
Internet store (branch,
etc.) can actually do

e Off the top of your head,
can you do a good job in
identifying your
inventory of capabilities
presented through
online channels?

It’s not enough to say you are
doing business on the Internet,
you have to proveit... to earn

the title of Internet Retailer, you
have to do some work

What can your members apply for?

®* What processes can kick off on the Internet or
through an app?

*® Are they offered based on the member’s situation?

® Are they ready to make a decision or affirm the
member moving to the next step?

What can your members Change about their

relationship with your CU?
*Does the member request the change or make the
change?

What can your members get from your CU?
* Do you really have fulfillment on the Internet?

What can members learn about your CU?

®Have you identified the key information necessary
for members to close the deal in their own mind?




Inventory Your
Internet Retailing
Capabilities

From Your
Websites

(Desktop and
Mobile)

| believe you need physical
evidence that you’ve done this
inventory and thought it through,
before you can give a speech
with the facts that prove you
understand your capabilities

Inventory Your Internet Retailing Capabilities
Prepared for the 2014 (20 Collsberstion Worlahop

What can your members apply for?
* What processes can kick off on the internet or through an 2pp?
* Are they offered based on the member's situation?

* Are they ready to make a cedzion or ingtothe next step?
From my from my from Srom froma
Desktop Mobe AMe 247 iMe 4] 3Pty

What can your members change sbdut their relationship with your CU?

* Doesthe | the 14 the 4
From my From my fromea
o Deskiop Mobde I’-loﬁ)ll k‘Mr)ll > Poety
Things my n ge now Wetbnite Webnite

n "ﬂi"vj_w_rﬂg&

Fage1of2




Inventory Your

Inventory Your Internet Retailing Capabilities
Prepared for the 2014 (20 Collsberstion Worlahop

Internet Retailing

What can your members apply for?
* What processes can kick off on the internet or through an 2pp?

*1sa8 + Are they cfferec based on the membear's situation”
apa I Itles * Are they ready to make a cedzion or affirm the NG Yy =
From my from my from Srom froma
Desktop Moblle | EsMe2d7 it 247 I Porty
_Things my members con apply fornow  Welsite  Webite | Dektop Mobdle |ffering

From
It’s Me 247

(Desktop and

What can your members change sbout their relationship With your CU?
* Does the equest the ge or make the change?

Mobile)

From my From my from From froma
Desktop Mobde WrMe M) KsMe2d? D Poety

Things my can change now Webuite  Weiite ‘h_laj___rm.-

| believe you need physical

evidence that you’ve done this

inventory and thought it through,
before you can give a speech g s
with the facts that prove you

understand your capabilities




Inventory Your
Internet Retailing
Capabilities

From Your
Third-Party

Internet
Offerings

| believe you need physical
evidence that you’ve done this
inventory and thought it through,
before you can give a speech
with the facts that prove you
understand your capabilities

Inventory Your Internet Retailing Capabilities
Prepared for the 2014 (20 Collsberstion Worlahop

What can your members apply for?

* What processes can kick off on the Internet or through an 2pp?

* Are they offered based on the member's situation?

* Are they ready to make 3 cecizion or affirm the member mowing o the next step?

From my from my from from froma
Desktop Mobve EaMe2dr  Nide 24 ¥ party
_Things my members con opply fornow _ Website  Website  Desbicp Moblls Offering
What can your member: CHBNEE sbout their relationship with your CU?
* Does the equest the ge or make the change?
From my From my from From froma
o Dexktop Muobde e NI KsMe 4 ¥ Pocty
_Things my ST LNERGE o Webuite  Webnite = Desktop = Mobdle | Offering

T

Fagetof2




Don’t forget the Internet
Retailer test

e Areyou an Internet retailer?
Take this test:

e Do you see the different risk,
but accept and compensate
for it?

e Do you consider it an offensive
strategy you default to?

e Are you open for business to
any opportunity that finds its
way to you?

Take the Internet Retailer Test
Prepared for the 2014 CEQ Collaboration Workshop

Are you an Internet retailer? Take this test:

* Do you see the different risk, but accept and compensate for it?

* Do you consider it an offensive strategy you default to?

* Are you open for business to any opportunity that finds its way to you?

List the top 5-10 risks in being an Internet Retailer that are different from the
risks of a traditional financial institution

L - L

s
=]

Identify what makes a strategy offensive or defensive in nature— list 5 of your
current offensive strategies and 5 current defensive strategies

My Strategics for Offense

ly Strategies for Defense

I T B e

Pagelofl

Once again, | would approach
this by trying to get my team to
document the answers...




Don’t forget the Internet _—
ks of a paditiona nance mtttion
e List the top 5-10 risks in being an .
Internet Retailer that are
different from the risks of a
traditional financial institution .
® ldentify what makes a strategy Ei?.i‘rfl’:‘}?Sﬁs?lik;i;?;i‘ffiSﬁiﬂi‘f;fL‘i?!iiil‘;il?;liéféf‘““5°“‘°‘”
offensive or defensive in nature — R
list 5 of your current offensive
strategies and 5 current defensive
strategies s
e How do you throttle the amount
of opportunity that flows through :
your credit union factory? Is it
about the efficiency and the
close? Or is it about filtering Over the next several years,
. CU*Answers and all of its partners
through as much opportunlty as will shift our capabilities towards
you possible can? manufacturing opportunity via the

‘Net — let’s get started in 2015




Two contests on the drawing board for Internet Retailers

Contest #1

Blurring the lines between a classic
website & the online banking paradigm

® Spring 2015 (contest period TBD) ® Spring 2015 (contest period TBD)
e Submit upto5ideas on howa CU e Submit unique ways for CU*Answers to
web page could be embedded into use CollabRebate concepts with CU
It’s Me 247 members
e Where it goes in the navigation e Could we use Idea Forms in It’s Me 247
e Purpose of the page products?
e What you are selling e What would comment boards look like?
e Smart links to It’s Me 247 features e Can we open the gates for member
e Extra points for style and visuals comments and actually respond for
What if |d authenticate success?
° at if you cou . :
Y . e If it works for hotels, would it work for a
members on your website? Can we ,
. . . CU Internet Retailer? (I wonder what
build a process to do just that in the . . ]
Chatter Yak might think about this)
- future?
| e—

Watch your email for more info soon!



Internet Retailers design opportunities for members

to tell them more

e Canyou get members to affirm what
you already know about them?

e Would a member want to know more
about the score you have on file?

e Would that conversation lead to an
opportunity to update what you have
on file, or even to a new loan?

e Could seeing a graph of how often
you’'ve updated their score lead to a
discussion about their long-term
relationship with you?

e Can you sell them on your state of
readiness to always be the lender of
choice?

...’. L1 ] CREDIT SCORE | PLATINUM MEMSER
Your Credit Score Hstory

Selow s the most recent credit scoee the aedit urson has on file for you, Som the Sast hme 3 Kcore
was obtaindd (notice the "as of date). Viewing your scose here Soes not intiate 2 request 1or crédit

mformation directly from amy tureaw. Contact ws  you have questions or would bke nps on how to
RS

Your credit score on file as of 1/12/15

FICO S

The score lenders use.

Key Factors affecting your FICO Score

n Accumnt payment histury it too gew 3o rate

Nooe of the credit accounts on your credit report containg encugh Dayment
informasien t= determine if you are a respesnsible borrewer
Kewp thiz in ming
Az your credit hestary lengthens, thiz facter may have less of 2 negative impact on
your iwcere

a Time since maut recomt hash- national rvvolving sccoust spening i toa shart
Your NICO™ Score considers hew recently you spened a new revaiving credit card
sccount. People who recentiy cpened a credit sccount are more lhaly to mezs future
peymants thar thoie whe heve net
Actiens you can toke
Avoid apening more credit accounts 3t thes tiswe and 23 2 general rules, f you don't

noed or plan 13 use credit, don't apply for I8,

Crade unico-defined test goes here_ Losem ipsum dolor of amet, consectetls adipricing =i, s2d oo
eszmod tempor inncdunt ut bbom et delore magns abgua. Ut enam 2g minem verism, guas nostrud
Sxercitation uRamco faborls sl Ut FQuIp &k €3 CommMOdo Consequat. Dus aute urs-dolor In
reprehendent. lorem

TNT (Teach, Negotiate, Tell) is the catalyst to all
business interactions...what are the TNT tactics

that create member conversations?



L2Poees Wl SMART OFFERS

be Tracking

Internet Retailers know when to pitch an idea to
their customer — let’s work on how offers are
extended to members via It’'s Me 247

27



It started with Smart Messages

Prescreening members for services they should have

e Rule #1: Run a test on the member and show them something to do
e Asingle test: do they have something already or not?

® Run that same test against a list of services the member might or might not
have already

e Randomly display different visual messages to encourage the member to act

Doc available on our website!

The Smart Message

r

A Marketing Tool with Intuition

if you work in the marketing department at your credit union, make your job
a bit easier by using Smart Messages.

They are termed “Smart Messages® becausse they can actually detect whether
or not an individual member is enrolled in or using a certain service. If the
member isn’t enrolled in or using that service, the message will appear to the
mamber in online banking. Once the member starts using or enrolls in that
service, the message stops appearing for that member.

Read more to learn how your credit union can begin harnessing the power of
Smart Messages.




e Rule #2: Never present a
message without presenting
a corresponding action

e Gogetit! Sign up!

Online Banking

¢ | MMuEDE |
= [masesmes |
| GAArCHIQNNG | Ay | s | s | wm

It started with Smart Messages

Prescreening members for services they should have

Product/ Where Member Is
. Smart Message Directed upon
Service Clicking Message
Account 5 My Account
A MCN -
Nicknames NS Nicknames page
0 1OR MORE NI PR MR (N See Page 5.
»
account 10 ccount, TP N Contact Request
Transters | POGRASES 2 g (e i I | oo A
CONTACT LS 7O GRT SETUP oy l ;' $ CONTACT 15 7O GET SETUP " See Page 5.
—_— T sresparmEpte A | | Bilt Pay
Enrollment page
CLCK FOR MORS INFO CLCK FOR MORE INFO i;\‘ See Page 6.
Overdraft My Overdraft
Services Opt Protection
In Options page
See Page 6.
core | RS S R (G |
CONTACT U5 TO.GRT s¥Tup [ contict s roGRr a4 See Page 5.
REMINDER? NEED A REMINDER? Your eA'lert
aAlsits Tt eatanTs TRT EALERTS 3\ Subscriptions
CLEK FOR MORE INFO » CLICK FOR MORS INFO “ﬂ page
- n “4 | See Page 7.
Your eAlert
GET NOTIFICATIONS
eNotices kel ‘ Subscriptions
page
CLCK FOR MORE IO See Page 7.
n— s%.’.ﬁ.‘%‘u%{‘m a3t | g;lsr:z;lt;n:z?;sage
-..—-:;.. Tl See Page 7.
It's Me 247
Mobile Web | MNSNESNTERSD i ;
Backing i\)d:gt;ﬂe Banking
CLCK FOR MORE mxo& y CLEX FOR MORE IO See page 8.
Personal My Information
Information page
K FOR MOR N See Page 8.




Smart Offers

In this context, an “offer” means “do you want to get started?”

e Remember, these are members we KNOW

e The system can run tests against the member’s status and present multiple
scenarios for what the member might do during this visit to our Internet
store

e What might the member want?
e Example: Open a checking account
e Does it require the member to actively apply or simply qualify to get it?

e Take the member to a loan app screen or take them to opening a checking
account

e What are the requirements to present the next step and encourage the
member to keep going?

e Age, good credit, length of membership, etc.

Smart Offers are one step smarter
than Smart Messages



Smart Offers

Prescreening members for potential opportunities

e Rule #1: Run a test on the member and show them something to do

e Multiple tests: age, credit score, previous behavior, current account
statuses, Tiered Service level, recent application outcomes, etc.

e Run a similar series of tests against a list of services the credit union might
want to offer the member, with the best chance that the member can get
what they want

e Randomly display different visual messages to encourage the member to act

Devgl\opmg an Onlme and Mobile Persona for Your Credit Union

Mowing Towaras & iew Stae of Mind for Your Teampanda Your

Dy Bandy Karnes, CLO, CU* Aasmers
fabrusry 34 2004

With the recent introduction of new branding step. Even if you neec & few more cetails before the

options for It's Me 247 online snd mobile webd Gealiz senled, you've started the badl roliing.

banking, we are starting to see .

some examples of tesms 8 | ¥imen that same member cicks into your A good Internet Retailer would not

ralijing towards 3 new onine
=nc modile persona with their
members. Certainly the look is
slick and impressive, and gives
= cobesive appearance to
how the crecit union is
presented o onine
users,

online lodby, can they get

the same experience? underwrite customer opportunities

one protiem win tinking in only one way
getting caught in the trap of o
wleg s et ks Do you have a method for saying
WE o sutemiity yes to new people that differs from

print cut TS forms and our

But is that all it coes?

Are these same credit brochure, well, then | don't .
o g the complation of i simple ey wank them 10, gpe She secoat® This: e & saying yes to members that have
task to Kick-start & move towarcs an even loftier p “As long =3 1 get 3 .
soal? chance st the business, Il let the o e been with you for yearS?
much az they can online. Then my team can jump in
Kew Model for Yoor Futur= to hancie the rest.”

The softier goal in this case is 3 state of ming that



Smart Offers

e Rule #2: Never present a
message without presenting a
corresponding action

e Apply! Open it now!

Is///247

Online Banking

V1 e b |
Livae Chot

Open a INVENIENT AND SIMPLE
e A CREDIT UNAON

Prescreening members for potential opportunities

Apply for a
car loan

checking ACCOUNT TODAT
account CLICK TO 4PPLY NOW =2 j '
. ERE ¥

Where Member Is
Directed upon

Clicking Message

Loan application
for product #xxx

Open account for
DivApl XX

??

7

We still have a lot of work to do...



Smart Offers

Prescreening members for potential opportunities

e How can you say Yes to more, when it’s your member who’s asking?

Compiled by Dawn Moore, February 12, 2014
Standard tests that we should probably use (just automatically, behind the scenes) for all of these:
Date of death = blank
Written-off loan (aren’t we obligated to avoid communicating with them?)
Look at account freezes somehow 77
CU Marketing Opt-out flag=N??
Make this offer to the member... If the member passes these tests...
Test #1 Test #2 Test #3 Test #4 Test #5 Test #6
We'd like you to apply for a loan! Age = xx Credit score | No No accounts | Tiered Svc No denials on s -
= XX delinguent at neg bal level ==xxx | file since 1
e i ftyioed Give us your
We'd like you to apply for a credit card! | Age > xx Credit score | Mo No accounts | Tiered Svc No denials on
= ¥X delinguent at neg bal level ==xxx | file since S ma rt Offe r
loans . .
Open a certificate! Age = xx Membership WIS h | lSt !
opened at
least xx days
Open your first checking account with Age = xx Membership | Credit score | Deny o
us! opened at > XX membership l
least xx days =N 1
Open an additional checking account Age = xx Membership | Electronic l
with us! opened at dep hold ‘
least xx days | group 2 xx . s =
Apply for an H5A checking account! Age = xx Membership | Electronic
opened at dep hold ‘
least xx days | group # xx l
Apply for an IRA account! Age = xx Membership k
opened at ‘
least xx days
Apply for a Roth IRA! Age > xx Membership
opened at ‘
least xx days l
Apply for ! Age = xx Membership
opened at -
least xx days \ | st [ _
k R r‘
——
- —



Smart Messages and Smart Offers

Have we been too subtle?

ACCOUNT SUMMARY | PLATINUM MEMBER

~Smart Message
Idea #1

oo Cwnenihio Share $2,775.00 52,775.00 unon nw"
00F | Eoosiees Clud $1,256.00 |  §1.254,00 77201 | 000

Smart Message
Idea #2

Jobo Smith | 430983 GerworthLC|  Jonathan Peiren | G2/202012 | $3,120.19 |
2000 Smith [mm Garwerth LIC | Beiren | G020 | SEILYS

Credt Cards
| aeeene 1 e ] e |

First we have to build the engines to run the tests
and link to the message and offer

When that’s done, we should think through
another round of presentation designs




Can we do this in CU¥*BASE? Should we?

Smart Offers
(Presented to any member
who passes the tests...but /

may still appear even after
the member responds) \

Should we?

\

:i'. o A Hrw Miw 'Hu ks
"(--)ﬂ‘ltlooi 7w

—

E——

Next Suggested Product
(Targeted to a CU-defined

- list...stops appearing if the \
member’s not interested)

rw Mite O ck

WAL i 20

€5
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3 Projects
CEOs Should
be Tracking

H ONLINE MEMBERSHIP OPENING

We’ve accepted the challenge to build a
process to open new memberships online,
and have that become a core competency of
every CU*BASE credit union



Building a new online membership opening process

A. To date, most CUs have used a B. The setup of why a member
variation on a form to process a would join, how to get them to
new membership application the form, etc., is designed by

e A generic web form which delivers the CU’s web designer

app info to a queue that is re-keyed e To this point, the CU has been

into CU*BASE once the application on their own =it is two

is approved — all manual separate processes, not well
e The OBC membership application coordinated

which feeds data directly into the

CU*BASE online requests queue —a

smart process to complete the app

As we build the new online membership opening process, we’re going to
coordinate both parts A and B
e The new process will be well coordinated to ensure that all of the necessary

steps are completed to move a non-member to membership status, with as
much automation and customization as possible

e /t’s a big development project




OBC Membership Application (A)

Go ® nzos honarcu com
HONO

CREDIT UNION
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Applications
Membership Application
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Loan and Visa Applications
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Your Henor Crad Unian online Banking login information
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OBC Membership Application (A)

r

L) M ntzpsione

sime2q7 coem 1

Become a

Member Today

M rm.i e Fane

money ekl

Apply Online
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B protecied

wws s et Segh CUT0 Pewrow Sewem. v (TP Prscts shewd vt OFY e ot

I o Srwrese NIV TRORE BN W JURTTIRE © SORGENOTS OF Py TR ORON. BT T TR SRR S ey
et o of A I RasTrv 4 A B (FE The Coalt Usion st SImnied wes (5%  rume ot

RIS SO BT WO S SR 00T S

Dress Up This Hailloween
Deess your unine bankng sie o some colort Log in, hover cver Info Centar, e click
Site Options 10 seMc] A PHota SLUM . oMl Neme, and S5 Dage

Glam Up Your Home for the Holidays

oW YauI Nolday QUaSIE Wil 3 NOMe MAKBOVET ADDY Tor 8 IDan wih us and Man
SOMCTING your co AN XS 00ay ! Log 1. howe! over New Accoumts, then chck
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Generic Web Form (B)
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Building a
new online

Configurable

membership — L
opening e

—bp Eligibility et T | |@
process

ﬁ Personal Info

The left-brain stuff... —

SUER  Tactical, fixed steps
that emulate an -
employeels Work to Vendor

open a membership

Funding

Possble othm

features?

£*  Other Offers o

Keep to minimum

Forcs uasename

EEE—

creation

The right-brain stuff...

Creative, visual, and
with salesmanship flair —>
to fulfill the hopes of
the member in getting ——
what they want

Configurable

Login

Account

|M247 Summary New

Momber Page

Fulfillment 44— 1L




Building a new online membership opening process

® There are at

'ar Promotion
functions in the

least 10 major
new

membership
opening process

Promotional & Offers

va - - . ——————

e |[tsounds
manageable, but Y by TR - et
let’s take a look GET $50 BY JOINING TODAY!
at how we will SR AT
approach just

writing the
spec... WHY SLICCESS CRECIT UNNON? p———

Joha Smith

Peatwt Laree Lwd! e .

e b P T o 4 L b et 4 A i




The point of the membership opening project isn’t
really opening new memberships...

e When we’re done with the online membership opening project, we will
have tools to

e Authenticate individual identities — take the chance they are who they say
they are

Collect money from people who may not have accounts with us
Automate the creation of It's Me 247 credentials and log a person in
Fund deposits and payments with non-credit union money

Deliver a person to a specific feature in It's Me 247 when they sign on (like
going directly to opening a checking account)

e Post a deposit or payment against a receivable for the credit union’s
accounting

e Exchange documents with an individual and place them in the proper
storage vault

e ..all of which will also be available
for third parties to use, not just us




Where else do we get membership leads?

When they don’t come to your branch or a website

SEG meetings

Community festivals

Boat shows,
home shows

: ey VA
ol i s ey
" /; = _-,’.!...é":,‘ MRS WATY

Employers

University events,
new student
orientations

2 IRIMONTS
SUUTH TOYRIE 2470

FEDHRUARY SO R0 N 1




Where else do we get membership leads?

When they don’t come to your branch or a website

e Import prospects into your CU*BASE New

Membership Application

e Import a comma-delimited file (.CSV),
such as an Excel spreadsheet

e Requires at least a first name, last name,
and either an email address or phone
number

e Can also optionally pull in address, phone
and cell phone, birthdate, and SSN
(If you don’t supply a SSN, a temporary
imitation one is generated during the upload
process, to be updated before you approve
the new membership)
e Enter a reference and dept/sponsor code
if desired, to allow for tracking later

Coming next
week with
14.3!

Hequast Namu
01 234 RUBIGLE 780 » 20
FLINTSTONE Oct 22, 2614

"
Oct 22, 2014/m
12520(PRIVATE RYAM Oct 22, 2014|m - HMerbership Appti
FRED FLINTSYONE Oct 22, 2014)m - Merbership Rppl i
12523|ALL GOOD DATA Oct 22, 2014/Ma - Membership Ropl i
12510 JAMES A UALTER Oct 87, 2014/CR - Contact Request
12511 |CHRISTOPHER C BARDEM Oct 07, 2014/CR - Contact Reguest
12512|JUDITH A THOHPSON Oct 67, 2014/CR - Contact Reguest
12513(KRISTOFER L KRAFT Oct 07, 2014/CR - Comtact Reguest
12514 VAHSHA N GRANSDEN et 07, 2014(PT - Personal Inforna

® Delete

CINK oft any coluenn header 1o solt,

Just like an online membership app, you
can work these leads with a smart process
instead of a completely manual one



How DO MEMBERS
“NEeT OQut”?

Profitability is a point of view — can we
develop a new point of view as CEOs
through a new database about owners?



How do members “net out”?
What would you do if you knew?

e How many of your members are net borrowers right now?
e How many of your members are net savers?

e What is the average daily balance of a net borrower? Of a net saver?

e What are the answers to these same questions for business members? For
Platinum members? For members with a car loan? For members who...?

e \What are the cash-flow differences for net borrowers vs. net savers?

e What are the credit score commonalities for net savers? For net
borrowers?

e What are the account mix commonalities for either group? What
membership traits do they have tin common?

e |f we looked at 200 CUs, could we correlate profitability to the
percentage of net borrowers among their members?

From a co-op standpoint, how do you identify
members based on their ultimate relationship with
a financial institution?

The difference between borrowers and savers




Can we crack the code on member patronage?

e Over the past few years we’ve spent a lot of analytical analysis time on
understanding members relationship indicators

e Products and services used, direct account analysis, people demographics,
account performance (delinquency, etc.), transactional analysis, credit score
trending, etc.

e But we haven’t spent a lot of time looking at how member relationships
net out as a net borrower or a net saver

® ASAP concepts say we should ask the question, see the answer, act on the
answer, and profit from being in the know

e Why do you think this has not been a bigger demand by credit union
executives?

e What new tactics might you employ if you knew?

e It makes sense that lifecycle conditions mean that members will move from
one group to the other, maybe multiple times over their relationship with
the credit union

® Are you tracking where you should be when they do?




Let’s take a look in the CU*Answers Analytics
Laboratory...

e What about using this database for
profitability analysis?

e Could we use this database to redesign
patronage dividend concepts?

e What about using it as the foundation
for PFM presentations online?

e What if you could see what members’
interest and dividend cash-flows mean
to you?

e |[t's daily, every day of the year — what
else should we add to this database?

Let’s take a look at what the
developers are working on...
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5 on 1 CL*BA
e eo o b
Member Balance Detail

2014
Jump to nome starting with
Members 16,518

Account ¥

Accounts 40,858

Seorch for nams contsining

Active

39,166

95.9 %

Relati

3 Total Hat Savars
U With savings & loans
g With savings only
£ Total Met Borrowers
m With savings and loans
E] With loans only
3 Total Mot Zaro
With savings & loans
With savings only
With loans only
B With no savings and no loans
Total Net Negative
With savings and loans
E38 With savings only
With loans only

E Total Members

Total Business with Members (Loans « Savings)

Vu'w Avoregv:

Net zero Includes par values of $5.00

[ View Filters

Patronage Group Analysis

Show amount rang«: From

Members * Loans
16,518 43 $6, 142,427
2,476 6 6,142,427
14,042 6
13,000 36 S417,670,240
12,585 33 $405, 398,586
1,221 3 §12,279,652
7,624 20
7,624 20
539 I $6,360,071
325 1 $b, 360,671
214 1
38,487 $432,168,738
$126,033, 600

Accounts

12

!

S ) Savings
2 $263,325,937
2 $81,576,879
S101, 749,050
9 $25,409, 30
94 €25, 469,391
3
1 S179, 458~
1 599, 641 -
STo, 817~
§288, 644,870

Net Funds (Loans - Savings)

1 Int Collecind & Div Paid ‘ Hid

e

As of 10/15/2014

* ) Net Balances %
91 $255,183,510-

File &dt Toos

178

Hulo

Closed

1,692

PR T

5
51,673

Patronage Group Analysis

Total Net Savers

Can we crack the code on member patronage?

1 Het Savers

2 Net Borrowrers

)
4

Neat Zero

Net Negative

Usa the filters below to refine tha list for your specific nesds.

The primary parpose of this application s 10 got a breakdown of members’ balances into the following arees:

Yoar

Branch
Gender

Ther leyvel
Member type
Age range

Active/Closed

2014
Q ALl Branches

AL -

ALl -

AL ol
w

ALl .

Maembear designations
Application type
Dividend application
CO type

Loan category
Business unit

Tiered Seqvice goals

Emplayee type

Setoct
[ Séhct]
Sslort
Esoc
==
Srloct”
| Seiect

8EEE=zss3s

sl

sele
sele
sele

sele

sele

suelo



Common Bonds

4 consistent views for any group

e No matter the dashboard, our goal is

to allow you to run 4 consistent ( Session 1 CUBASE GOLD - Common Bonds
analy‘“cal approaches agalnst any View common bonds in: I:?Accountc?mpos..ition
population of members you can § o il
i den ti fy (0 Tiered Service analysis ‘Go!’
e Comingin 2015: Enter a file name you
created (via Member Connect, Query,

etc.), and run these same analyses , ;7 PR (5461)

e Gathering data is not an analytical
process — analyzing data is

e Remember our goals:

Gathering Data (reduce S cost)

Analyzing Data (increase time)

Actingon Data  (multiply the events)

More about this in CEO School




WRAP-UP




M Materials covered in today’s session will be posted online on the Events >
CEO Strategies page:

G | bt/ asanswers.comyevents/cec- strat/cec- strategles weask- 2014 pP-G
¥ CEO Strategies _

Lot Naasmntning CU* Arvmmen  Tootbnal  Baggpant

* CUANSWERS Products - Solutions  Resources - Events - About

CEO Strategies Week 2014
http://cuanswers.com/events/ceo-strat/ceo-

2014 CEO Strategies strategies-week-2014/

Adopt an inteenet fetatler Mondset
consumers are plugged in

CEO Strategies Week 2014

The Events
Day 1: Callaboration Workahop

zach az profabily analysis or expanding your credit urvon's cpportunities. This years

topic Buiding on the 2013 event, well dive into what it mesns to be an Intermet

Recarer.

What tools do we need to build? What What: Strateges for Credit Union CEOs

100 v




Conclusion

WHAT SHOULD CEOS DO WHEN THEY GET TOGETHER?

M Go to school on each other, and earn more

M Increase their talent, and plan to build even more talent with their staff

M Pool their money, pool their ideas, and inspire the best of the network to
bring opportunities to us all




CUANSWERS

THANKS FOR THE DAY!




