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There’s Never Been a Better Time...

“Let us not fool ourselves. Credit unions are made of fine or average
human character. We must every so often review our humble beginnings
and rediscover what traits of human character made the present staffing
growth of the credit unions possible. We must grow big, without growing
“biggity.” We must constantly increase in size and potential power without
ever losing sight of the individual borrower and his very personal problems.
Having been entrusted with a few things, we must prove our worth to be
master over many things. Credit unions are not banks, they are institutions
of the people which are finer than any banks because they are operating
way down at the level of the people. They are banking democracy and our
great responsibility is to prove constantly our ability to operate in large
fields with the same old fashioned honesty and simplicity which made
credit unions so very exceptional in the beginning.”

- Roy Bergengren






“The only source of competitive
advantage is the one that can
survive technology-fueled
disruption: An obsession with
customer experience.”

- Harley Manning, Forrester Research



Best Kept Secret






Omni-Channel. Nope: Omni-Presence.
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Rise of Values Banking

Trending: Credit Unions in 2025” Filene,
Rogers & Nat, October 2015



78% OF MILLENNIAL
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Especially True for Millennials
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“Trending: Credit Unions in 2025” Filene,
Rogers & Nat, October 2015



Oxfam: 80 richest people as wealthy
as poorest half of the world



Today’s world: Struggling to Save
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Channels



The Future is Coming Fast
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In Just 10 Years Gen Y Will Account for 75% of the
Work Force



Only 9% of credit union members are between 18-24 y.o.
issue: average age of membership and prime borrowing age



66% of all millennials
have at least oné
source of outstanding
long term debt















A Revenue-Generation Problem

Loan volume has grown for three

straight years, yet interest
Income declined in each of those

years.



CU NPS % Long term relevance



Building a Sales & Service Culture



Where Does Experience Start?



Who are you



Brand



THE EYES OF THE MEMBER

Member Centricity — Core to Us



IN ONE SENTENCE.

What'’s the Most Important Thing your Credit Union Does?



Foundation: Strategy

*Board Support
*Executive Support
*Mission & Vision



Build the Infrastructure: Not an Activity or Program









TOP 3-5 EXPERIENCES



HALF OF CUSTOMERS EXPERIENCE ONE

The Big Three: Remove All Obstacles




MY MORTGAGE: ESCROW PAYMENT

Groundhog Day: Repeated Contact



Repetition






Service Commitments: What do You Expect?



Employee Survey



LEADER: HIGHLY AUTHORITATIVE OR HIGHLY CONSULTATIVE

Organizational Structure



Cross-Functional Member Experience



People, People, People

. SuperStar Seller Profile

« Mud Work

« Pre-Employment Testing

« Questions from your Profile
 Team Interview Process



Coaches: Why do We Need Them?



Sales Leaders

» Coaching

* Behaviors vs. Numbers

» Dalily practice

« “Catching people doing it right”
« Shopping the Competition

« Coaching Roundtables



Product Knowledge



How Will We Know It’s Working?

* 18-36 month process
» Milestones along the way

* Much you can measure AND it grows
* Infrastructure Changes
* Product Knowledge
 External Service & Ease of Use
* Internal Service Survey
« Benchmarking — Incremental Improvements
 Services/HH first 90 Days
« Employee Survey



Goals & Tracking: Must Have Automated Mechanisms



Non-Interest Income



One Message: Member Centricity
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“Addressing the Revenue Growth

Challenge” Filene, Shevlin, August 2014



“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



“Addressing the Revenue Growth Challenge” Filene,
Shevlin, August 2014









“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



Continual Improvement

/7% of consumers said they would
switch their cards for better rewards

Superior Consumer Lenders

eeeeeeeee

“Superior Consumer Lenders During the Great
Recession,” Rogers, Filene Research Institute,
October 2011



European Central Bank Study on Rewards

“Rewards programs can significantly
affect the preferences for cards relative
to cash payments,” and that “the
Impact of rewards on card usage is
higher for debit cardholders than for
credit cardholders.”

“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



“WOULD YOU LIKE FRIES WITH THAT?”

Activity-Based Marketing: Context of an Activity Already
being Performed

“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



AUTO CIRCLE & AUGMENTED REALITY FOR HOME BUYING

USAA & Commonwealth Bank of Australia

Search for car Augmented

types, track to reality — take a

compare, get a picture, access

loan & insure real estate agent
database,
display pricing &
details

“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



PFM: Could you Make it Easy &
Meaningful?

“Addressing the Revenue Growth
Challenge” Filene, Shevlin, August 2014



innovate



Through your Constituents’ Eyes



Competency — Not a Hobby






Parting Thoughts...

* “The credit union movement...It is a great movement,
worthy of great deeds, deserving of great loyalty.”

- Edward Filene

* “When positioning a brand, aggressively avoid becoming
a “me too” by assertively becoming a “who else?”

- Crystal Black Davis



Questions



Stay in Touch

tansleys @filene.org
203.859.2666






