DESIGNING THE
FUTURE OF
INTERNET
RETAILING
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CEO STRATEGIC DEVELOPERS BOOT CAMP SEGMENT A:

DESIGNING THE FUTURE OF INTERNET BANKING

WE'LL STUDY THIS THROUGHOUT 2019, ACROSS THE NETWORK
= What is the group’s vision for internet retailing in 2020-2029?

CU*ANSWERS TEMPLATES FOR ACTION

= Selling loans via internet channels:
What should we build now?

m Design for a 4t LOS engine

= Internet store shelves

m How do we repeat the success
of a fulfillment product like Skip-Pay
for other internet-sold services?




What is the grousg

Selling
What sho®

Internet stg

A CU*ANSWERS TEMPLATE
A proposed tactical approach and
set of project ideas that support a

strategic initiative or direction

A catalyst for collective action

N
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m If you proudly declared, “I am an
accomplished internet retailer,” what 3 traits
would support that confidence?

WHAT’'S YOUR m If you launched a project inside your CU

so that everyone was confident about your
VISION FOR internet retailing strategy, what would be

INTERNET your first 3 steps?

RETAILING IN = If you hung your hat as an internet retailer on
3 tactical investments, what would they be?
2020-2029? y

retailing noun

re-tailing | \'ré- ta-lin @\

Definition of retailing

: the activities involved in the selling of goods to ultimate consumers for personal or
household consumption




RESPONDING TO AN INTERNET
RETAILING PERSPECTIVE

WE'VE BEEN WORKING ON THIS FOR A YEAR — IT WILL ROLL OUT IN 2019

= We're ready to discuss the rollout
plan for our 24/7 revolution
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' Opstngind®
= By January 2019 you will need to PSENGIe
declare your CU’s intention s

m Default to 7-day/week processing, or

; , ; Opstngind”
opt out to a “banker’s week

d d to keeping the operations of your cr¢ c
Who s OpsEngine?

OpsEng;p"g@

CU*Answers Re;gnnse logul A.I.:Ih!ltvlo Perform B!lusgne;; in il:l Online World
rececsing 2 Dy , —

Tima Zons Procssting

RealTima
7Daysa Waak. So, what doss

an
all cFthis msan ta you?

Time Zone Processing — the 24 in 24/7

«focusad an making cur o dayras wa can. We callitTima Zona Procsss-
ing andi i o ira, CLPEASE
in local tims. noact

‘antha part of aur aredit unicre.

Processing Seven Days a Week —the 7in 24/7 .
yyur eratit uric,

? y » osa.
Processing 7 days a weekreqyim all credit unions to take-action.
Inthaspirit of cur cocparativa, L i icaz. Tha ability 1o pr

wask i o of

uuuuuuuuuu

7y procazing.

Introducing OpsEngine 24/7: A QA to Keep You Up

Q:What is 24/7 processing?

= By no later than March 2019 we will

A Tharaam two parts 1 2477 procussing:

all be living with a new awareness o I~
about how our network interacts e )
locally, no matter where the member R S

-~ Backin 2014, pracesaes

is or what day of the week it is e

.....
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RETAILING IS ALL ABOUT
THE SENSE OF "LOCAL"

THE CONSUMER IS ALWAYS LOCAL - CAN YOU MAKE THEM FEEL YOU GET THAT?

What will CU*Answers have to do so that you can feel our empathy
for where — and when — you do business?

CU*Answers Operations Timezone Clock

Tuesday, June 19, 2018 Tuesday, June 19,2018 Tuesday, June 19, 2018

10:35:17 AM EDT 9:35:17 AM CDT 8:35:17 AM MDT

In Production In Production In Production

Tuesday, June 19, 2018 Tuesday, June 19, 2018 Tuesday, June 19, 2018

7:35:17 AM PDT 6:35:17 AM AKDT 4:35:17 AM HST

In Producticn In Production In Production

Local isn’t just geography...it's a sense
that you are at the center of the world




A CU*ANSWERS TEMPLATE FOR INTERNET RETAILING

SELLING LOANS

VIA INTERNET
CHANNELS

WHAT SHOULD WE BUILD NOW?

17
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ENGINES FOR THE FUTURE OF
LOAN ORIGINATION SYSTEMS

WHY WE'RE GOING TO GO CRAZY WITH LOS OPTIONS FOR CUS IN THE NEXT 5 YEARS

Engine Loan Origination System Plans in 2019

: CU*BASE native soup-to-nuts LOS Invest, invest, invest — the foundation for all
solution innovation, from start to finish for a loan

5 CU*BASE integrations for ready-to-look | Continue to evolve solutions with our 9
LOS solutions vendors, on the way to xx vendors

- CU*BASE integrations for ready-to- Two new vendors going live in 2018 betas,
book LOS solutions launch network-wide in 2019

Complete internal beta with Forms

CU*BASE integrations for internet Generator, launch network-wide in 2019,

4 : : : . :
channel LOS solutions find the audience that will spur big

investment going forward




Randy’s hints at key success factors (what are yours?) 19

Credit Union KSFs

= Know the native approach and its value proposition

m Origin and proving ground for all lending capabilities

m Leverage the manufacturer’s advantage

CU*BASE m Charging here is the CUSO’s option

NATIVE SOU P' m Rely on your creativity for building business processes
To- N UTS Los m Fast-to-market options based on readily available tools
SOLUTION

CUSO KSFs

m Stay vested in all things lending, build teams that respect
how lending drives CU success

key success factors m Avoid cost accounting and stay focused on the package’s
ultimate value creation

The combination of important facts that is required in order to accomplish one

or more desirable business goals. For example, one of the key success factorsin

promoting animal food products might be to advertise them in a way that o Be the nUC|eUS for innovation: keep COStS |OW by eXtending
appeals to those consumers who love animals. and leveraging over significant new investments before CU
revenue models mature




S2N - LENDER*VP HINTS

ARE YOU CLUED IN TO THE DEVELOPMENT AGENDA?

= Release Planning website
cuanswers.com/resources/doc/release-planning/

m Ask us about monitoring our weekly Product
Team “factory floor” meetings, Tuesdays at 2:30p

= Working Release Schedule (updated weekly)
cuanswers.com/pdf/release summaries/CurrentReleaseSchedule.pdf

= Release Summaries
cuanswers.com/resources/doc/release-summaries/

= Client News
cuanswers.com

= Lender*VP webinars via CU*Answers University
cuanswers.com/resources/edu/

HINT: Joint Pete at the Learning Café on November 20!
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Recent Enhancements o the
CU*BASE "Soup-To-Mutfs™ [S2M] LOS

....... the [T0 Strxingic Cewsizzen boos Camp
Sicrvarr b 10U

Loan Officer Produchivity Daoshboard [18.10)
This rew dashibossd (Tool #1670 Loge Prodwctiniy Asslpsis Deshbosnd) = based ca the vasied appocaches m
b s creddit mmions wish i calodare the potal number of leans booked during 2 specific peod of Bme by branch

and laternewer [0, Appeowsl I3, Calector 11, and Opened by Ergloyes [0, Ths will hidp credin usions so csure
thizat ehey b warued sgrproschisn 1o sevieuning how oy kans thar wese beobed dunng, a specifc penod of wine and

whech employees wese respoaible for working them.

VantageScore Display (18.10)
VantageScore & credi soode m ccled that @ s altemative 1 FICOL Irwas deseloped @ 4 combnned m
efffor by T Usion, Experisn and Boufee. The YantgeSooes uie o adenticsd dgorithen as all S

eredt busreus. I other wands, tee ssne member woadd bave the ssne sooee fromm omne bureus o

thee nest. VaneageSeaes 30 snd 40 hoth boosse the abddety 30 score anilbons of previouly wacored - :'.6
corsumers. CLIPBASE can noe acoomemodane the uphiad of VentgeSooes with the recusring --'_.
soft-pull peoces pesformed by Lender® VP, CU® Argrarers 18 also delivesing the ahiliey o display i

sidl genees anlme w members = 1'% Me 247 oabae baking,

Paid-ahead Loans Dashboord [18.07)

This dashbeard (Teol 8479 Losms Pard Alead Daabbogea) slores you 0 monitor nexr due diges on your loass m
enmare they s oot advinead too B wise the futere. Wieks meomdonng sembess, the daslsbeed allows yois 1w penp
directly mao those sooounts and make doy neceissey adpstmens(s). T dabboard ceplaces the obaoleted Lians Paid
Ahesd Arnlyis sepoer bur uies the same pol tuamber, 50 iere = a0 aead 1o ke o new tocd sumber o sdjast your
etrgiloges ety srmng.

Indirect Dashboard & Reserve Calculation Repord (18.07)

Indieest boans are pow listed in 2 new Indrest Diesder dishboand (Tool #8438 Leak/ View Desler Member Logas)
where they can be viewed, updaed or deleted. You won't need o mun & feport 10 see all your indieecy bedns moone
place srymore. The process for lmking indirect ioans i s desler b also smgplfied. The Eaking & done: aght from the
siew dishboard s you even can enter comments eegaeding the dealer-acorunt relanoenhip. The Desfer [ s now
steed weth the boan acoount after it s closed. This bys the framework for inchuding tlee Desder 11 on various
sepoets ) dkihoands.

Indirect Loan Reserves Report

A s pepond (Tool #1150 Ingbirecy Loss Reserves .ﬂ‘quﬂ- = s avalshle b s cadie wmons with caloulatng
e peserve senounts pood w indirecr desers and mesusly possing the monthly exponse 10 the penesd ladpe. You will
e ahle 10 srecced a reserve Y, e, snd ol seerve amount on each indeecs lan The sepost shoas dae boan open
dare, the ol reserve amount and reserve e In then uses those figures 10 calodare wiar the monhly expesoe
should be and boa much should have seeady been expeed hased cn how kong the b bas heen open

Contact: Pebe Wisningar, ¥ Profesicnal Sarvicm
P ELE.TAN ST1Y x 280 | T: 800,537 5478
PEla wenrEng e Cus N r. e

*CLJ%E{LE_FAF:
M:l.n:!gr:rnenl[ Services



https://www.cuanswers.com/resources/doc/release-planning/
https://www.cuanswers.com/pdf/release_summaries/CurrentReleaseSchedule.pdf
https://www.cuanswers.com/resources/doc/release-summaries/
https://www.cuanswers.com/
https://www.cuanswers.com/resources/edu/
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S2N: WHY IT IS IMPORTANT IN THIS

INTEGRATED WORLD?

ORIGIN AND PROVING GROUND FOR ALL LENDING CAPABILITIES I e

Frankenmuth Credit Union - Static Pool Analysis - Loans Opened in 2013 for All Process Types

| Pool | 2013 n | Process Type | ALL: Total of all Process Types '

| Reporting Interval | Quarterly n | Reporting from date |l]1.fl]1f1999

‘ to Date |l]51'241'2018 I

| Column Percentages I:ll | Percent Change DI | Percent Change Calc  Change as % of Pool Group Total Value n

| 21 measurements: 17 Time Slices

|Fi|ter Results...

Exclude

o

esrmont | 2oarool | seve | oo | oo | toaia | sems | cevs | sews | saaors | oavo | save | oevie | aaie | devu | seou | seow | tazow | saore |
8,272 3,272 8.272 3,272 8,272 8.272 8,272 8.272 8,272 3,272 3,272 8.272 8,272 8,272 8.272 8,272 3,272

(Avg Payments Remaining

(_ Avg Payment Amount

(_/Pool Total Loan Count 8,272
OOpen Loan Count 7,191 6,666 6,134 5,677 5,258 4,971 4,647 4,358 4,122 3,846 3,589 3,346 3,153 2,917 2,746 2,591 2,428 2,266
'_Closed Loan Count 1073 1,984 2,092 2,520 2,900 3157 3,456 3,725 3,946 4,207 4,452 4,678 4,862 5,085 5,243 5387 5,537 5,687
WO Loan Count 8 19 42 69 106 130 153 173 188 203 215 232 241 254 267 278 291 303
(CIO Loan Count 3 4 6 8 14 16 16 16 16 16 16 16 16 16 16 16 16
Pool Current Loan Balance 62,818,254 | 62,025,342 61,013,739 60,053,847 59,303,311 58,150,394 57,160,578 56,144,328 55,038483 53,946,692 52,980,743 51,724,289 50,680,656 49,632,562 48,442,680 47380918 46,227,043 44,847 502
OOpen Loan Balance 62,801,728 | 61,994,456 60,913,485 59,809,221 58,841,668 57,623,939 56,506,366 55,339,849 54,151,934 53,003,340 51,967,255 50,633,275 49,528,271 48,391,300 47,142,503 46,012,801 44,791,169 43,317,49%
(Closed Loan Balance
_WIO Loan Balance 16,526 26,105
()CIO Loan Balance 4,781
_Pool Current Average Loan Balance 7,594 7,498 :g::
(U/Avg Open Loan Balance 8,733 9,300 :ﬁ:ﬁ B Open Loan Count | 998
(Awvg Closed Loan Balance g:ggz
= 2.50K
'“'Avg WIO Loan Balance 2,066 1,374 2.00K
. 1.50K
(_Avg CIO Loan Balance 1.594 1.00K
- 500 ; )
Disbursement Limit 138,106,270 | 134,495,578 130 N : E = E ' . : : = ‘ = =
) n =) N
) 2 B ] ] =
/Avg Credit Score 674 676 b S =] =] ]
o = ] = 3
)Avg Weighted Rate 4392 4372 =
_Avg Loan Term 5] 99

67
262
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S2N: AUTO-DECISION SOLUTIONS

IN 2019-2022 CU CHOICES FOR DECISIONING WILL EXPLODE

File Edit Tools Help
L L e

Request Credit Report Jouee

CorpID [al] Inquiry type () Credit file () Credit File & custom decision ® 247 Lender () Trimerge O Soft pull wi full details ™ “|. Ex p e r ] a n

Enh@nced Decison Madel

L
# CoB # CoB 8 . A warld g‘f ||‘|5|ght o i PO i betmean A i G
Credit bureau  @Experian O TransUnion (QEguifax (O CBClnnovis SSNITIN
Birthday [MMDDYYYY] Income [ | Calculated ONet @ Gross
Name (FML)  [JANE | [€] |MEMBER | Suffix [ | {Jr, Sr, etc.)
Address |353 ANVSTREET ] ]
[ | | t
o e store.cuanswers.com

Years at current residence Length of employment }

:{.ﬁu’&"a"\_‘ﬁ ;
Management Services

Since the format used by CASS certification and the format expected by the credit bureaus when pulling reports is not always the same, you
can use the Flip Address feature to swap the contents of the address fields (i.e., to switch the position of the street address and the apartment

S Loot

".)PO TFOLIO

DEFENSE
€E2GMPNEqE L i 7@

number, for example).

Coming: Two choices from CU*BASE in 2019, and a new
vision to use anyone’s auto-decision to close a deal




Are we selling tickets to a party the
world may never attend?




CU*BASE

INTEGRATIONS
FOR READY-TO-
LOOK LOS
SOLUTIONS

key success factors

The combination of important facts that is required in order to accomplish one

or more desirable business goals. For example, one of the key success factorsin
promoting animal food products might be to advertise them in a way that
appeals to those consumers who love animals.

Randy’s hints at key success factors (what are yours?) 24

Credit Union KSFs

m Adopt a mindset to use the tool where the member is

m Location and process convenience over monolithic control

m Selling products is the gateway to relationships

m Location and process convenience over monolithic business
plans

m Balance process specialties with your own SOP

m Compromise for the opportunity but not on the approval
m Drive throughput as our #1 priority
m Amplify our skills at finding loan opportunities

m Extend our network reach and innovate at the edge
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OUR READY-TO-LOOK VENDOR RELATIONSHIPS

# RouteOne. Deziertrack

":i‘i? &g? MeridianLink:
' - DIRECT
(d I]”LS L Q CU CONNECT CUs need to make the choice on

whether indirect lending is their forte

But the marketplace is becoming
less focused on finding you

when they need something
store.cuanswers.com



Randy’s hints at key success factors (what are yours?) 26

Credit Union KSFs

= Avoid jumping out of the frying pan and into the fire

m Avoid the long trek towards moving everything to one solution

CU*BASE

m Set realistic expectations for the lift and the return on

INTEGRATIONS specialty spending
FOR READY_TO_ m Buying over building is a short-term high
BOOK Los m Process capacity is not opportunity — know the difference

m Be ready to invest to put people to work, not to find time

SOLUTIONS

m Open the network to alternative solutions, and learn

key success factors m Create opportunities for credit union reorganizations and
consolidation

The combination of important facts that is required in order to accomplish one

or more desirable business goals. For example, one of the key success factorsin

promoting animal food products might be to advertise them in a way that o Expand CUSO Opportunities tO Se” our paCkages WlthOUt
appeals to those consumers who love animals. alienating special relationships held by prospects
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OUR READY-TO-BOOK VENDOR RELATIONSHIPS

OPEN THE NETWORK TO ALTERNATIVE SOLUTIONS, AND LEARN

e e ok
MeridianLink:
Synct-' , . . Meet Charlie Dean, our new

Systems ks : LOS Coordinator

Just make it work

John Beauchamp
CU*Answers Imaging Solutions You can’t enhance what

you don’t understand
store.cuanswers.com
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Credit Union KSFs

= Know the difference between a member request
without the need for automated underwriting, and a

CU*BASE loan origination system that requires it

Affini d ' di
INTEG RATIONS O imrl)r:)l’;%/aera]? tht:;gtiténtg()gf)ur audience are more
FOR INTERN ET m More is more — build throughput and chances to

CHAN N EI_ LOS aggregate small audiences
SOLUTIONS

m Build factories that generate endpoints and multiple
channels, not a one-size-fits-all approach

m Avoid complicated models that emulate the employee'’s
key success factors job — build what the member needs for their job

The combination of important facts that is required in order to accomplish one

or more desirable business goals. For example, one of the key success factorsin [ | FOCUS on ZerO—COSt mOdels tO extend our OutreaCh, over
promoting animal food products might be to advertise them in a way that prOfeSSional Service mOdels that dO nOt Share the riSk

appeals to those consumers who love animals.




REENGINEERING INTERNET ts/7247
LOS FOR 2019 M——

WE'RE GOING BACK TO THE DRAWING BOARD

About Your Finances

Employer name:
CU*ANSWERS

» Weaknesses to address

A s Mo

m What do we do to with data provided by ]

Annual gross employme

Loan or Credit

non-authenticated members? ol__=onlal | . -
m How far should we go in asking for data while still oot | i et e Y

2.50 % *Subject to Credit Evaluation

maintaining a pleasant member experience?

Purpose of the loan: Estimate Payment

| auto V|

m What does a CU want to handle via a CU-designed o | rr—
form vs. a classic application underwriting process? T ey e
= Goals
. . ) ° * [ ] [ ] [ ]
m Envision and design from Sept.-Dec. 2018 Make the call: CU*Answers specializes in

authenticated services for credit unions

m Begin coding new solutions by March 2019

The wildcard: When we open the gates for
3rd-party LOS integrations, who will CUs pick?

m Release solutions throughout the year



30
UNLIMITED FORMS WHEN AUTOMATED
APPLICATIONS ARE NOT NEEDED

ng Credit Union HELP ¢#) CONTACTUS &8 CREATE MY SECURITY 1 LOGOUT X ! 7 17
ACCOUNT TO ACCOUNT "= = =1

NUZ Y4 = S e Banking

Online Banking

CONTACTUS B8 CREATE MY SECURITY 1 LOGOUT &%

ACT US TO GET SET UP My Accounts New Accounts Pay & Transfer My Documents Personal Finance Go Maobile

fo Center My Accounts New Accounts Pay & Transfer My Documents Personal Finance Go Maobile

We're here fo help! ACCOUNT SUMMARY | I'M A BASIC MEMBER
Live Chat » e
R Need a vacation?
ti . ‘ Increase vvolr credit limit

tch Memberships =t Wuapproval

etﬁm:gpl a2 °

Increase your credit card limit!

My Full Name is: *

Member Account Number: * |

VNG

Share accounts

= My Telephone Number is: * |

Available Balance L]

ned Last Month

SHARES =) $0.00

It's M 247

= My Current Monthly Income is: * |
int Details SUB SHARES

50.00

Increase My Credit limit to (max $10,000):" * |

STANDARD CHECKI $0.00

Messages

ACCOUNT TOTALS $0.00

pssages " @* Pay & Transtor
| @ Apply for Loans:

&y Ancounts

Page will timeout in 14:01 $ tow Sencunts
Members [P Textaniang °
] My Dosuments.
@ Infa Center -]
) Device Compatibllity Tests

(=9 Contact Us

1555 125 4567 -

Fage il meautn 1435
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FORMS GENERATOR AND
THE REQUEST CENTER

Request Center 2649

CUANSWERS

’Sea(ch v o~ v Show 15 Show 30  Show All m
& CREDMT U

INBONS

T5 CREDIT UNBIH STAFF LOGENS B U your maembaer Gl and infemet Retaifier
steategies. Build a single farm and embed it in
mabile website, mebile app, s Me 247 De

E Onlime Banking and I¥s Me 247 Mobile Web Banking.

THE PROCESS WORKS!

Submission Date

Form Name Applicant Assigned Status Timeline

Travel Alert Kristian Daniel Request submitted 5 days ago Tue, Jun 5,2018 1:14 PM EDT

Wed, May 30, 2018 10:21 AM EDT

Report Fraud Request submitted 1 week ago

Travel Alert Kristian Daniel Request submitted 1 month ago Mon, Apr 30,2018 9:55 AM EDT

All Requests 153 CUSTOM FORMS CREATED

Travel Alert Kristian Daniel Request submitted 1 month ago Tue, Apr 24,2018 3:43 PM EDT

Travel Alert Kristian Daniel Request submitted 2 months ago

Thu, Apr 5, 2018 2:39 PM EDT *

J

Wed, Apr 4, 2018 2:43 PM EDT OVER 1,300 MEMBER REQUESTS

e

ARE 'O AN IMTERMET RETAILE

Sample FOM Form

Request submitted 2 months ago

Wed, Apr 4, 2018 1:19 PM EDT

Sample FOM Form Request submitted 2 months ago

le FOM Form

B Request Center

Back Edit Form Data Request submitted 2 months ago @ New Request~ i+

Data

Input Request

APPLICANT George Costanza

i CHECK QUT OUR GALLERY

Wed, A4, 2018 LA PMUITC irsc. cuanswers.com, formsa-gallery

FORM

SUBMISSION DATE

First Name * George

Costanza

NEWLY RELEASED ON IRSC_CUANSWERS.COM:

; Membership Eligibility Verilication for MAF & MOP
55564654654654654654654654 ITEC CUanEWers. i
; ; Davalapert in the 208 [HD Preact Bood Camp!
ICUAEWErS. COm

Last Name *

Account Number *

Enter Email * mirmillo@gmail.com

616-555-1234

Cell Phone Number * T e SR e s

Trip Start Date * 12/22/2555

Trip End Date * 05/04/5454



A CU*ANSWERS TEMPLATE FOR INTERNET RETAILING

INTERNET STORE
SHELVES

HOW DO WE REPEAT THE SUCCESS
OF SKIP-PAY FOR OTHER INTERNET-SOLD SERVICES?

32



INTERNET
STORE SHELVES

key success factors

The combination of important facts that is required in order to accomplish one
or more desirable business goals. For example, one of the key success factorsin
promoting animal food products might be to advertise them in a way that
appeals to those consumers who love animals.

Randy’s hints at key success factors (what are yours?) 33

Credit Union KSFs

m Recognize that everything is data, even your value
proposition

m If people can't see it, it doesn’t exist
m Digitize your value proposition and make it the center
of commercial exchanges

m Members need it, employees need it, your next opportunity
needs it

CUSO KSFs

m Heed your own advice — build a template and machine
that everyone in the network can emulate and use

m Build new capabilities into CUSO intellectual properties
that facilitate exposing members and employees to
digitized value propositions on the way to transactions

m The word “data” does not adequately evoke the type, intent,
or value of the content — data isn't always statistics
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CU*ANSWERS INTERNET STORES

AS A TEMPLATE 6 Quick Things

to Improve Your
Internet Retailing

Can shoppers tell what you sell within

= Every third Tuesday we coach/learn together s et

Texbary's short attestion Spans mean yoiw anly hise & lew ssconds b
ks an Imgnekiben. Makes surs your tile and desristiens daarly

IT'S NOT WHAT YOU EXPECT, IT'S WHAT YOU INSPECT

= The scorecard exercise forces us to focus on the
details of our products

m Think consumer experience, cut the jargon

m From the web to the back office, you improve it all

You're constantly asking us to improve
our retailing, and that will never stop

Internet retailing is where it’s at...invest
in the future, don’t just try to fix the past




YOU'LL KNOW US
BY OUR ONLINE
STORES

A NEW AND LONG-TERM PLAN OF ATTACK TO
IMPROVE OUR RETAILING

The approach to service, support, and the
intent to do a good job as a vendor to any
market has changed forever

As you encourage and challenge us to be
the vendor that best serves the CU
marketplace, understand that we'll
respond with an internet retailer’s tone,
tactic, and best intentions

Yo cuanswERs

Shop My Account  Contact Us f

ol SWERS STORE MY ACCOUNT SOLUTIONS BACK TO CU*ANSWERS

Shop store.cuanswers.com

- BOARD o
Building the Facll
- ASTERISK Audit EDUCATION e

Asterisk Intelligence (29) AuditLink (20) Board Education (3) Building the Factary (38)

* ANSWERS
ervices

Business Continuity Services (8) Client Services & Education {11} CUSO Services (4) Developer's Help Desk (177)

2 RETAILER

Earnings Edge (18) Imaging Solutions (17 Intemet Retailer Support Center Just Tum it On by CMS (7)

Opstnging”

Lender*VP (52) Markating (174) Hetwork Services (42) OpsEnging (7)

CU‘A_,_,q_N?WERS Wah Sorvirac VENDOR

M TG T SPONSORSHIPS




BOOT CAMP

TASK FORCE

"

TATIVELY ECHEDULED FOR:

TEN
April 23 & 24

LOCATION:

CLFANSWERS

GRAND RAPIDE, MI 49546
LOOK FOR SIGN-UPS
IN JANUARY

CUANSWERS -

FUTURE OF

INTERNET
RETAILING

This Boot Camp Task Foroewil menge the sactical players at
crecit UTEONS InA0 B it 10 sobie today's QuEsSaNs saeound.
Ing retafing, lending, internet channels, and mone.

This willbe a 1.5:day event at CUAnemes.

in pddiion fo reculiing pour subjeci-madies experis, weTe
leaking tor coedit unions who ane willng to engage the
LendeVP and Formas Geseration team and anrcll in onling
apps, forms, ete. Applcants wil tal an aniranos 1261 pior o
admission.

CONTACT
B00.327 3478
CLENIWErs.COom

Look for all of the emails to be
posted by mid-January 2019

WHAT’'S NEXT?

BOOT CAMPS ARE ALL ABOUT ASSIGNMENTS...

Your assignment today is to send
me an email on your takeaways
from this early conversation

We're going to work with 25-40
CUs who will take this to the next

tactical level and drive some key
projects in our CUSO in 2019-2020

What would you focus on?

36



Internet Retailing Focus Group Project - Message (HTML)

File Message Inser‘t Options Format Text Review  Developer  Hel ADOBE PDF @ Tﬁne
] V] I!p

Calibri (Bod)rjl AT @ @ gj K:j D
B r|:| B I U |} = 3= - O

Paste MNames Include Attach File via Tags Office | Dictate
- ¥ L © - | AdobeSend & Track - | Add-ins |~

Clipboard = Basic Text Adobe Send & Track Add-ins Woice

BB Enoenm
From + dmoore@ cuanswers.com

o]
(e ]
Coe ]

Randy Karnes

Subject

Here are my suggestions for what to do next on the Internet Retailing project: L ETI S TA K E A F EW

Find 3-5 key development projects the CUSO should take on to

improve CU*BASE’s native LOS M | N UTES AN D E NVI S I O N

Develop an internet retailing certification program and encourage

credit unions to work towards a certified status YO U R E MA' L

Speed up the MeridianLink experience and waork on a price for ready-
to-book LO|Ss that is more disruptive

Buy an equity position in a ready-to-book LOS from a third party . O R MAYB E YO U CAN G ET

When in doubt, triple your investment for direct, free, native

online/mobile banking solutions STARTED AT TON |G HTIS
ABE Crodit Union NETWORKING SESSION
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