¥ B World Council of Credit Unions, Inc. Volume 1, 156063 *70

The Source for International
Crg rion Information

S

Branding the World's
Credit Unions



World Council of _ -
Credit Unions, Inc. l n l" n a . n a
Board of Directors

Dennis Cutter, President [ ] ®
Credit Union National Association c r e d I ' u n I o n F o r u m 2000

Gerry Foley, Ist Vice President

Irish League of Credit Unions

Robert McVeigh, 2nd Vice President ~

Credit Union Central of Canada ‘li\' . J u I y ] 5 - 2 0

Gary Plank, Treasurer

Credit Union National Association \-’ = World
Melvin Edwards, Secretary International Credit Union Forum ] Council
Caribbean Confederation of Cpisticd ol = ilme Tocrwetin < 15X of Credit ]
Doy Unions, Inc. CUNA & Affiliates

Credit Unions

Chin-Sheng Chuang, Director
Association of Asian Confederation of
Credit Unions

José Manuel Rabines, Director
Confederacion Latinoamericana de
Cooperativas de Ahorro y Crédito
Rob Nicholls, Director

Credit Union Services Corporation
(Australia) Lid.

General Assembly

Rose Dorman, Delegate

Association of British Credit Unions Lid.
James B. Dasah, Delegate

African Confederation of Cooperative
Savings and Credit Associations
Trevor Alleyne, Delegate

Caribbean Confederation of Credit Unions |
Sincrito Cifuentes, Delegate
Confederacion Latinoamericana

de Cooperativas de Ahorro y Crédito
Marcel Chorel, Delegate

Credit Union Central of Canada

Dave Chatfield, Delegate

Credit Union National Association

Ron Hance, Delegate

Credit Union National Association
Barry Jolette, Delegate

Credit Union National Association

Don D. Davidson, Delegate

CUNA Mutal Group

Vern Harvey, Delegate

Credit Union Services Corporation
(Australia) Ltd.

Petr Bezruc, Delegate

Czech Association of Credit Unions
Luke Leonard, Delegate

Eccu Assurance Company Lid.

Basilio Vanuaca, Delegate

Fiji Credit Union League

Claude Béland, Delegate

International Cooperative Banking
Association

Denis Kidney, Delegate

Irish League of Credit Unions
Hans-Detlef Willker, Delegate
International Raiffeisen Union
Grzegorz Bierecki, Delegate

National Association of Cooperative
Savings and Credit Unions - Poland
A.D. (Doug) McLaren, Delegate

New Zealand Association of Credit Unions
Viadimir P. Tetryak, Delegate

Russian Credit Union League

Petro Kozynets, Delegate

Ukrainian National Association of Savings
and Credit Unions

Vitus Zoltan, Delegate

Uniunea Nationala a Caselor de Ajutor
Reciproc - Romania

viaphe . Baker REGISTER TODAY?

Chief Executive Officer

Mary Chapman

Chief Financial Officer

Brian Branch

Director of Technical Services
Lucy Ito

Director of Technical Services

Andrew Young Stuart Varney Barry Asmus

-
Experlel‘lte the largest international credit union gathering expected in the Year
2000. Join your credit union peers in the world's largest conference center hotel,
Opryland USA in Nashville, Tennessee. With 3,000 people in one venue, the network-
ing opportunities at World Council's International Credit Union Forum will be limitless.

Learn from outstanding keynoters

Andrew Young, a pastor, civil and human rights leader, former member of the U.S,
Congress, former U.S. Ambassador to the United Nations, and former Mayor of
Atlanta, began his career in public service as a close associate of Dr. Martin Luther
King, Jr. He will speak on the global village.

i | Stuart Vnmey, an economist and founding member of CNN's award-winning business
team and former host of Business Day, Business Asia, and anchor for Moneyline will
address the world's economy in the new millennium.

Burry Asmus, named by USA Today as one of the five most requested speakers in
America, this Senior Economist of the National Center for Policy Analysis will address
your credit union’s odyssey into the landscape of the future.

A world-class cast of more than 40 dynamic speakers and facilitators are confirmed to
address current issues through 36 different educational breakout sessions

centered on four key themes:

* Leadership Issues for Management and Boards * New Technology and Future Trends
o Credit Union Differentiation and Uniqueness e Economic and Growth Issues

.
Be Ihe 'II‘S? to attend the inaugural Forum 2000 Exhibition & Trade Show.

International vendors will showcase the latest innovations, products and services that
will help credit unions provide better service to their members.

More Information — Call: (608) 231-8974 e Fax: (608) 238-8020 e E-mail: sschultz@woccu.org
Register Online — www.woccu.org

Hosted by Credit Union National Association, Inc. (CUNA)
The ICUF logo is respectfully used with sincere thanks to its creators, the National Credit Union Federation of Korea,




Executive Summary

Marketing the
Credit Union Difference

Competitive pressures are at an all-time high throughout the
world’s financial markets. As more competitors enter the market-
place...offering a wider variety of products and services...that cross
international borders, it becomes increasingly critical that credit
unions market their differences and the unique ways in which they
meet members’ needs.

This issue of Credit Union World focuses on branding as a strate-
gy for marketing the credit union difference. Recently, the concept
of movement-wide “branding”—creating a consistent image for all
credit unions within a national movement—has risen to the fore-
front of credit union marketing efforts...in both developed and
developing movements.

The movements of Australia, Nicaragua, Poland and the United
States have each created unique branding strategies. At the very
basic level, this includes the adoption of a single identifying mark
used either as the primary logo or in conjunction with a credit
union’s already existing logo.

Marketing the credit union difference, however, is much more than
just logos and branding our facilities. It's making a concerted effort
to let our members and potential members know the unique dif-
ference between a credit cooperative and a for-profit financial
institution. It's continuously educating our members about thrift
and the wise use of credit and how membership has distinct value.

Branding is a strategy designed to profoundly change how people
perceive credit unions and the credit union difference. Ultimately,
it is repackaging and redelivering the credit union philosophy.

The activities of World Council and our members differentiate the
international credit union movement from other financial interme-
diaries...ultimately making a difference in the lives of nearly
100 million credit union members worldwide.

Christopher Baker Dennis Cutter
Chief Executive Officer President
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An Ever-Changing
Kaleidoscope

Christopber Baker Talks about
International Movement Trends

Chris Baker marks his 25th year of
service with World Council of Credit
Unions in 1999—a distinguished
career in which he began as a
development specialist for CUNA’s
Global Projects in 1974, then he
accepted the position of World
Council CEO in 1993. Upon the eve
of his retirement, at the end of this
year, Baker talks about the interna-
tional movement trends and chal-
lenges that he sees for credit unions
in the 21st century.

Through my 25 years with World
Council of Credit Unions and the
international credit union movement,
I have seen the world of credit
unions and financial cooperatives as
an ever-changing kaleidoscope—
what we see in our own backyards is
but a part of a much larger, changing
whole. In many places, the pioneer-
ing days of credit unions are still evi-
dent; the credit union idea is still
largely unknown to many people;
and the challenges of achieving sta-
bility still confront many movements,
not all of them new.

What challenges and trends can be
foreseen in our movement in the
future? There is always a need for
collaboration among credit unions
for the common good, and today that
need is growing. Without strong
links among them, credit unions will
not be able to achieve their full
potential—in fact, some may not
even survive. The future will see an
increased need for collaboration with
existing credit unions and between
older and newer movements. There
will have to be greater discipline,
more cooperation, more planning
and more integration. Without these,
our strengths would fade away in a

new environ-
ment that is far
more competi-
tive than ever
before.,

Lasting success
will require effi-
ciencies of scale.
In most credit
union movements,
this will require lev-
els of operation that
cannot be obtained
without redesigning the
way we provide services
to our members, Throughout
our history, technology and
evolving management systems
have constantly transformed credit
unions. The changes resulting from
these transformations during the last
15 years have been dramatic. If any-
thing, that trend will become even
more important. Electronic systems,
for example, have significantly
altered what credit unions can and
must do with the funds they gather.

How can we anticipate the kind of
international financial system that we
will have in the early 21st century?
All we can know is that the delivery
systems used by credit unions in the
next 20 years will be dramatically dif-
ferent. What we have seen in the last
15 years is just the beginning. But
one thing we can be sure of is that
the costs of future technological
innovations will be very high.
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Credit
unions
throughout
world will have to struggle to
achieve the kind of delivery systems
that will best benefit their members.
They will have to find ways to fund
expensive new delivery systems that
operate in conjunction with others.
Yet the biggest challenge which we
face will be that of constantly
reminding ourselves that the struc-
tures of credit unions are not ends in
themselves; they are servants of our
members’ needs.

the

There is enough commonality in pur-
pose and sufficient mutual agree-
ment on the nature of credit unions
that an international movement does
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exist.
There are
enough
people will-
ing to accept
that there is value
in diversity and that the
international movement
actually possesses a remarkable
advantage. Unlike several other insti-
tutions just beginning to become
acquainted with the realities of a
global economy, credit union people
have been involved for fifty years.
We possess networks, understand
local situations and have experiences
that others do not have. It is an advan-
tage we should use more creatively.

One of the greatest challenges con-
fronting credit unions internationally
is responding to the rapid expansion
of international financial industries.
There are some advantages in size
that credit unions, for the foreseeable
future, will not possess. Nor will they
be able to easily close out operations

that are less profitable. Credit unions
are tied to communities and are
restricted by what legislation and
their members deem to be appropri-
ate ways to invest deposits and
build assets.

These limitations have made it very
difficult for many in the credit union
world to focus upon the true chal-
lenges implied by the global trends
of the present and future. Many cred-
it union leaders believe that they
need to limit their focus to the local
and domestic economic environment
but, in doing so overlook the fact
that they no longer operate in isola-
tion from other competitive forces.
They may be right, in that the chal-
lenge is not one that needs
responding to today. If we fail to
project into the future soon, howev-
er, we are likely to find the financial
world has passed us by and we can
no longer compete effectively in a
highly networked, global economy.

Ultimately, the primary responsibility
of all credit union leaders, from the
local to the international level, must
be to work for the viability of their
organizations. Their first responsibili-
ty is to pay careful attention to the
governing policies and customary
business practices of their organiza-
tions. They must ensure that ade-
quate reserves are maintained, loans
are extended prudently, technologi-
cal changes are introduced at the
appropriate time and necessary edu-
cation and training programs are
ongoing. This is an unrelenting task
that sometimes requires making diffi-
cult decisions. It is a task that earns
its greatest rewards when members
are well served and appreciate the
ralues credit unions embrace.

Credit unions, therefore, must always
struggle with enhancing their stan-
dards of performance. That is true
with a credit union in a small rural
village in Latin America or Africa; it is
equally true in a large multi-branch
credit union in the United States of
America or in Australia.

Improving performance in credit
unions means careful monitoring; it

e I

means ensuring employees are well-
trained; it means adoption of the
appropriate technology; and it means
the continual enhancement of boards
of directors through ongoing training
and careful recruitment. It means
staying in touch with member needs
either through informal linkages typ-
ical of small, newer credit unions or
the more sophisticated member
analysis systems of larger credit
unions. It means the prudent alloca-
tion of surpluses so that stability is
always assured. It is an essential
responsibility of elected officials and
management, indeed of all those
involved in credit unions. The future
of many of the newer credit union
movements will depend upon the
degree to which they are able to
respond to these challenges.

One of the most significant chal-
lenges faced by credit unions in the
next 10 years will be that of redefin-
ing themselves. To speak clearly to
government and others in our rapid-
ly changing environment, we need to
restate our principles where they
have been made unclear by the pas-
sage of time. We must define our-
selves in terms of this new environ-
ment, in ways that will continue to
make it evident that credit unions do
indeed continue to be unique,.

Editor’s Note: The full text of
this article appears as the epi-
logue to World Council’s recent-
ly published book, Hands
Around the Globe: A History of
the International Credit Union
Movement and the Role and
Development of World Council of
Credit Unions. (See related story
on page 14.)
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Branding the World’s

Credit Unions

The Power of Branding
In today’'s marketplace
sophisticated consumers
recognize the branding
strategies used by major
product and service corpo-
rations. They can
identify logos and
the images por-
trayed in advertise-
ments and vyes,
sometimes even sing
the jingles of the slo-
gans that represent
the products.

A strong brand estab-
lishes a positive connec-
tion to a known entity
that people can relate to,
something that makes their
choices of goods and serv-
ices easier. Most con-
sumers form an opinion of
quality or level of service
based solely on a brand
name. A brand and its
message are the first
avenues of communica-
tion with consumers,
members and potential
members. Simply translat-
ed, the power of brand-
ing is unlimited.

Marketing the Credit
Union Difference
Competitive pressures
areat an all-time high
throughout the world’s
financial markets. As more
competitors enter the mar-
ketplace offering a wider
variety of products and
services that cross inter-
national borders, it
becomes increasingly criti-
cal that credit unions mar-
ket their differences and
the unique ways in which

they
members’
needs. Recently, the con-

meet

cept of movement-wide
“branding” has risen to the
forefront of credit union
marketing efforts.

The United States,
Australia and Poland have
recently initiated branding
campaigns within their
movements. World Council’s
development projects are
also  creating branding
strategies applied in con-
junction with the imple-
mentation of financial dis-
ciplines and standards.
(See related story on page
six). Other movements,
like Canada, are still in the
process of researching the

CREDIT UNIONS®

Where people mean more than money.~

degree of support for a national brand and core
product offering.

Although the “hands and globe” symbol has been used
by credit union movements for the last 50 years, recent
research—conducted by those implementing branding
campaigns—has found that consumers within their
respective markets do not necessarily relate well to this
logo. As a result, each movement is representing the
consumer credit union brand differently, using different
types of identifiers and different introduction strategies.
But at the heart of the credit union brand, worldwide,
are the underlying principles that demonstrate the
credit union difference.

CUNA - United States

In July 1999, Credit Union National Association (CUNA)
and its state leagues rolled out the National Credit Union
Brand Campaign to promote U.S. credit unions. Stemming
from a project that began in 1994 as the National Values
Campaign, the goal of the branding campaign is to
increase awareness and understanding of credit unions and
the credit union difference with consumers nationwide.

L



ising over $4 million
through voluntary credit
union contributions, the
Values Campaign started
off as a series of public
service  announcements
(PSAs) and taggable print,
television and radio adver-
tisements that played in
different media markets
throughout the United
States. With the need to
move from just building
awareness (o generating
greater understanding of
the credit union difference,
the program began a tran-
sition from the PSA phase
toward the long-term goal
of establishing a national
credit union brand.

Research for the branding
program began early in
1998 with 22 focus groups
conducted in eleven U.S.
cities. CUNA listened to
the voices of the members
in developing images,
symbols and words that
would shape the cam-
paign. From that research
came the new national
brand = signature, “five
linked hands forming a cir-
cle with an image of a star
in the center.” The new
mark symbolizes people
helping people, mutual
support and humanistic
principles. Most important-
ly, it emphasizes that cred-
it unions are financial insti-
tutions people can trust.
The brand name for U.S.
credit unions is simply,

Unions  World Council liaison explained, “We want to leverage
and strengthen our position with a national brand that acts
as an umbrella for the entire movement. Working collec-
tively, we can grow our membership and increase credit

union awareness through the power of brand loyalty.”

“America’s Credit
where people mean more
than money.”

In August, CUNA sent
Brand Tool Kits containing

usage information and  Following last year's legislative and public relations suc-
materials to all US. cess with the Credit Union Membership Access Act—in
member credit unions. which the American people demonstrated in a com-

manding force that consumers want the right to join a
credit union—now is the key time and opportunity for
national brand marketing in the U.S.

Currently planning the
next phase of the cam-
paign, CUNA will produce
customizable brand adver-
tising and promotional
materials for use by
leagues and credit unions
next year.

CUSCAL - Australia

Just as U.S. credit unions are capitalizing on a major
legislative victory to implement a branding campaign,
Australian credit unions plan to capitalize on recent
regulatory regime changes and one of the most open
financial systems in the world to likewise implement a
brand strategy.

The unified brand market-
ing campaign for U.S.
credit unions will operate
on the principle that “all
of us is better than each
of us"—emphasizing the
power of a collective
group. Being part of a
much larger coop-
erative movement,
credit unions have a
unique  marketing
opportunity in the
financial services sec-
tor. That opportunity is
to link their individual
brands with a national
mega-brand, relving on
the power of collective
action to build public
awareness of the credit
union difference and deliv-
er the national proposition
common to all credit
unions.

Continued on Page 18

Pete Crear, executive vice
president of CUNA and
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Spotlights on Development —Nicaragua

Beyond Branding

Changing the Image of Nicaragua’s

Credit Unions

FINANCIERA

In a country thrice devastated in
recent years—earthquake in 1972,
decade-long war in the 1980s,
Hurricane Mitch last year and the
resultant economic, political and
human impact of all these disasters—
i's surprising, if not miraculous, to
find traces of hope among the people.

Yet in Nicaragua, out of hopelessness
comes hope...fueled by the human
spirit, a willingness to accept change
and the determination to make
tomorrow better for future genera-
tions. Where else is this readily
apparent, but in a credit union
development project.

Managers and volunteers at 20 credit
unions, along with the
staff—mostly

make  up
Rural Credit
Union Project/Nicaragua are
working together to revitalize
credit unions and instill a sense
of trust and public confidence.

Nicaraguans—that
World Council’s

A Brief History of

Nicaragua’s Credit Unions
To understand the importance of the
Rural Credit Union Project, one must
understand the history of the
Nicaraguan movement. The Catholic
Church led the formation of cred-
it wunions in the 1970s.
However, the period of
hyperinflation (as high
as  7,000%) and the
" resulting currency deval-
uation of 1990 to 1991
destroyed public confidence
in financial investments. Combined
with the effects of war, this nearly
wiped out the credit union movement.

A few credit unions survived,
though their national organiza-
tion collapsed. Subsequently,
while there was a cooperative
law, only one of 78 articles
referred to credit unions. In addi-

Most of the members of laguei Credit
Union in Corinto, Nicaragua are micro-
entrepreneurs.

Nicaraguan credit
unions, Coodepagro
{left) and Masatepe
(above) before the
implementation

of the branding
campaign.

HONDURAS
EL SALVADOR

COUNTRY INDICATORS
National Capital: Managua
Govemment Type: Republic
Population: 4.35 million (est.)
Population below poverty: 50.3% (1983)
Unemployment rate: 13.3%

Inflation Rate: 12% (est.)

Exchange Rate: 11.89 cordobas/USH1
GMNP:US $1.9 billion

GMP per Capita: US$410

8. VWorld Bark 1008/93,

CREDIT UNION INDICATORS
Credit Unions in the Project: 20
Members: 4,862
Savings: 4 milion cordobas
(US$336,993)

oans: 14.6 milion cordobas
(USS1.2 million)

agua Proect Daca

tion, the law required very restrictive
common bonds, resulting in an aver-
age of 100 to 120 members per cred-
it union. Finally, credit unions oper-
ated (and still do) without regulatory
oversight and with outdated 20 year-
old bylaws. These factors combined
with a heavy reliance on external
credit made most of the remaining
175 credit unions primarily insolvent.

Restoring Public Confidence

At the heart of WOCCU'’s Rural Credit
Union Project is the goal of restoring
confidence in the financial sound-
ness of credit unions. To do this, the
credit union managers and volun-
teers and World Council staff must go
beyond branding to change the
image of Nicaragua’s credit unions.

Funded by the US Agency for
International Development, the proj-
ect is implementing World Council’s
Model Credit Union Methodology.
This unique and proven approach
works with a defined number of
credit unions to establish minimum
operating standards for others to



Central to the brand-
ing strategy is a
system-wide logo
and physical image
improvement that
reinforces the safety
and soundness
perception of

credit unions.

follow. In Nicaragua,
Model Credit Union development
strategy focuses on:

e increasing the volume of resources
for lending and investment by
mobilizing savings;

e establishing innovative savings
services to achieve financial self-
sufficiency and growth for the pro-
vision of additional competitively-
priced, convenient services;

e strengthening financial condition
by improving earnings and
balance sheets;

e establishing compliance with mini-
mum operating standards and con-
ditions that contribute to safety and
soundness; and

e expanding outreach and providing
financial service access to a greater
portion of the population including
smaller-scale savers, farmers and
businesses.

“Selected to participate in the project
because of their willingness to adopt
drastic changes and to adhere to
strict financial disciplines, the 20
credit unions are showing remark-
able collective results,” noted Mark
Cifuentes, chief of party for the

WOCCU/Nicaragua project. (See
chart below.)

1996 1997 1998
Members .............158 S L e AR R
Savings (in cordobas) . . 76,065 ... 419,273 1,316,740
Loans (in cordobas) . .. 9631840 ... 15251481 .. .. . 9926832 ... ..
Delinquency .......... 700 ... ... 49% ..........22%

Other suc-
cesses: The
credit unions
have granted
2,706 loans.
Of those 1,246
were to
women and
1,460 to men.
In addition,
900 of the
loans were for
agricultural purposes.

Implementing a
Branding Strategy
Unique to the Rural Credit Union
Project is a marketing component
used as an incentive for participat-
ing credit unions to improve oper-
ations. Once a credit union meets
the minimum financial criteria of
World Council’'s PEARLS* monitor-
ing system, it can begin to partici-
pate in the project-funded market-
ing program. The program not only
implements a branding strategy but
also goes beyond to change the
overall image of the credit union
within its community.

Central to the branding strategy is a
system-wide logo and physical image
improvement. The logo is used in all
signage, documents and promotional
materials. WOCCU/Nicaragua organiz-
es and oversees the standardized
design, appearance and construction
of safe and modern buildings with dis-
tinguishable areas for teller transac-
tions, loans, waiting areas and man-
agement. Standardization also applies
to office furniture and equipment.

% Met Increase

1999 from ‘96 to ‘99
AB26. . ... 2040

. A,006,850 . 8 (.7,
A4.558896 ... .. .. 51%

Sl e (BIN)

Cifuentes indicated, “Participating
credit unions are the brand owners.
Managers implemented a review
board to monitor logo usage and
ensure that credit unions are adher-
ing to the financial standards and dis-
ciplines. Ultimately, this collabora-
tion may lead to the development of
a national association and monitor-
ing system.”

The branding strategy and Model
Credit Union approach of the
WOCCU Rural Credit Union Project is
changing the image of Nicaragua’'s
credit unions, helping to improve
members’ trust and confidence in
their credit unions.

Summed up best by three of the
credit union managers who have
achieved the financial standards nec-
essary to participate in the marketing
and branding strategies—Rosa Maria
Aviles, laguei Credit Union;
Bismarck Moran, Moderna Credit
Union; and Enrique Vargas, Avances,
Credit Union—"The project has
changed the entire image of credit
unions. Now, members trust the staff
and their elected leaders, because
they know the credit unions are safe
and sound places to invest their
money. IU's the best feeling to be a
part of monumental changes that are
positively impacting the future of
Nicaraguans.”

*PEARLS measures key areas of credit union
operations: Protection, Effective financial
structure, Asset quality, Rates of return and
costs, Liquidity and Signs of growth,

Nicaraguan credit union managers
I-r: Bismarck Moran, Moderna CU,
Rosa Maria Aviles, laguei CU,
Enrigue Vargas, Avances CU




Spotlights on Development—Jamaica

Setting Out On
His Own

From a young age, Fortford Rehently
Foster has adapted to change. In Mr.
Foster's words, “To get the whole
story—you must start from the begin-
ning.” After the death of his parents
when he was still in primary school,
the money for school fees was not
available. Instead of a traditional edu-
cation, he learned a skilled trade from
his grandfather, an experienced car-
penter. Mr. Foster went on to
apprentice in woodworking through
the assistance of a family friend,
with whom he spent the next three
years developing skills of the trade.

In 1991, a friend introduced Foster
to credit unions as a means to save
and receive reasonable credit. “I
saved and saved—knowing one day
I would need to get a loan to begin
my business. At that time [ had saved JA$8,000 Jamaican
dollars (US$206),” shared Foster.

Setting out on his own, he started with just a circular saw
and a lot of ambition, never dreaming of what the future
held or the role his credit union would play in his suc-
cess. “When I began, it was just me and my saw. I named
my business Sunshine Furniture, a fitting name for
Jamaica. Anxious to get into the market, I began to pro-
duce five different types of handcrafted bedroom and
dining room pieces to show potential clients.”

“At the time I began Sunshine Furniture I knew little
about running a business, but I knew I could make a
good product and sell the furniture I made. I began to get
some orders, but needed money for materials and addi-
tional equipment, so I went to my credit union,”
explained Foster. After providing volume reports and
other information, Foster received a loan of JA$56,000
(USS$1,443). His first loan was a large amount, but less
than originally requested. The credit union explained that
Mr. Foster needed to prove his ability to repay the loan
and then the credit union would consider extending addi-
tional credit.

“Starting the company was difficult and brought up many
issues that you don’t think of when you work on your
own,” he shared. Pricing, selling the product and budget-

Above, Mr. Foster (I) and his pro-
duction manager (r) stand next to
a recently completed dining hutch.

Left, Mr. Foster and an
employee demonstrate the
usage of the company's
first saw.

ing for rent, supplies and
employee wages were all
new for Foster. “I worked
very hard, paying my loan
as I went. Business was
doing well and the time
came when [ needed
another loan for working
capital. Again, I went to
my credit union,” he
explained. This loan of

JAS$250,000 (USS$6,443) was

quite substantial in com-
parison to Foster's first
loan. The loan enabled
him to fill a greater num-
ber of orders and store the
product during construc-
tion and before delivery.

Now, Sunshine Furniture
is a thriving business,
supporting 24 full-time
employees, with three pro-
duction locations in the
same block area of a nar-
row Kingston alley.
Producing for furniture

| GNP: US$4.0 billion
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stores and individuals in

Jamaica, on the average he

completes five handcrafted
pieces a day. The detailed
carvings in the furniture
are still done tediously by
hand, as are all of the
stages of production.
Sunshine Furniture’s oper-
ations are located in the
heart of Kingston, Jamaica
in “Old Kingston” where it
originally began.

“I am happy with my suc-
cess, but I also have plans
for the future of Sunshine
Furniture. Someday I
would like all of the stages
of the craft process to be
housed in one building,
instead of the various
stages of production being
completed in different
buildings. Currently the
“chop shop” (construc-
tion), assembly, detailing,
finishing and storage have
their own areas. One day



when I am able to
expand—I hope the credit
union will be there to help
me as they have in the
past,” said Foster.

Today, not only is
Mr. Foster a successful
businessman, he also is an
active member of his cred-
it union. “I consider myself
a long-time and hopefully
lifetime credit union mem-
ber. We've had an excel-
lent relationship for the
past eight years. 1 even
became involved in my
credit union acting as a
loan committee member,
helping others as the cred-
it union helped me,”
he explained.

CITY OF KINGSTON
'0-0P CR

City of Kingston

Co-0Op Credit Union Ltd.
Mr. Foster's credit union,
the City of Kingston Credit
Union is the largest in
Jamaica, with JAS1.6 bil-
lion (US$4.12 million) in
assets. The credit union
has two branch locations
and employs 150 staff
members. Offering a full
range of services, the
credit union provides
regular share savings,
golden age (8%) and share
deposits (2%), as well as
loan services for educa-
tion, car, home and micro-
finance loans.

Jamaican Flag
(Background Detail)

Spotlights on Development —Jamaica

Jamaica Introduces
Examination Program

World Council of Credit
Unions’ Jamaica project, the
Jamaica Co-operative Credit
Union League and special
invited guests from the
National Credit Union
Administration (NCUA)
recently kicked off a new
examination program to
strengthen the Jamaican
credit union system.

The examination program
falls within the ambit of
the Jamaica League’s
Stabilization Unit, which
has the primary purpose of
guaranteeing the safety of
credit union member sav-
ings. Implemented to assist
credit union managers with
improving and strengthen-
ing their operations, pro-
gram objectives are to eval-
uate financial soundness,
appraise the management
quality, develop plans to
correct problems and deter-
mine the degree of risk to
the stabilization fund.

In 1996, World Council
through a joint venture
with the Inter-American
Development Bank and the
Jamaican League pro-active-
ly began a program to
strengthen the league and
its credit union movement
by developing the stabiliza-
tion fund. Member credit
unions that contribute to
the fund are guaranteed
their savings in the event of
financial difficulty. Credit
unions contribute a per-
centage of their savings to
this fund, from which they
can seek financial assistance
if the need arises.

B

Examination of credit unions is not new to Jamaica; the
program is merely an expansion of an existing system.
Now a specific group of examiners that belongs to the
Stabilization Unit will carry out the work. “The examina-
tion team will be visiting all credit unions once each year,
using a matrix we have established,” explained Jesus
Chavez, WOCCU Jamaica project director. The examina-
tion team will analyze data and review financial perform-
ance, supervision reports and credit union management.

Based on World Council's PEARLS-M Rating System,
examinations will evaluate six key quantitative elements
and one qualitative element. (Protection, Effective finan-
cial structure, Asset quality, Rates of return and costs,
Liquidity, Signs of growth and Management). Each
PEARLS-M component will receive a rating from one to
five, with one being the highest. An examiner will assign
an overall composite rating to a credit union based on
those seven critical areas.

Keynote speaker Ambassador Peter King, chief advisor to
the minister in charge of co-operatives, explained, “We
reached this stage from a process that began long ago
through help from World Council.” Given the emphasis

Continued on Page 17

Ambassador Peter King
addresses Jamaican
credit union leaders.

Jesus Chavez, (at podium)
WOCCU Jamaica project
director introduces the new
examination team I-r:
Linton Heslop, Karan Fisher,
Sharon Braithwaite
{Supervisory Examiner),
Karlene Hall and
Carmincita Soman.
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Movement Highlights

AFRICA — World Council is planning to
organize an annual African Technical
Congress for the 28 national member
movements of the region. The
Technical Congress will provide a
forum in which credit unions can
exchange information on their success-
es and the difficulties experienced in
different technical areas.

ASIA (ACCU)

@

Nearly 150 credit
union leaders, con-
e verged in Bali,
mmceiexmdcsnteos Incdonesia, September
17-18, 1999 for the Asian Credit
Union Forum. Representatives were
present from credit unions through-
out Asia. Discussions centered on
“Core Business: The Focus of Credit
Unions in the Next Millennium” to
offer a clear picture of how credit
unions must operate in a competitive
market environment.

The Forum enjoyed high level support
from the Ministry of Cooperatives,
Small and Medium Enterprise of the
Indonesian Government, under which
the Credit Union Coordination of
Indonesia is registered.

Prior to the Forum several meetings
took place for ACCU CEOs, HRD
Committee, Youth Task Force
Committee, and the Women's Task
Force Committee. In these meetings,
each group evaluated the achieve-
ments of program activities and drafted
plans of action relevant to the present
social, economic and political environ-
ment in the Asian region.

AUSTRALIA (CUSCAL) — Regulatory

reform implemented
across the Australian
finance sector on July 1, 1999, now

places credit unions, banks and build-
ing societies under the same prudential
regulator—the Australian Prudential
Regulation Authority (APRA).

The reform was based on recommenda-
tions from the Financial Sector Inquiry
in March 1997, which viewed regulato-
ry reform as ‘fundamental’ to ‘non-bank

deposit taking institutions being an
effective source of competition for the
banks in the retail market.’

Under APRA supervision, many unnec-
essary restrictions will be eased from
credit unions, such as: “red tape” asso-
ciated with credit unions trading out-
side their home state; blanket limits on
credit unions’ ability to expand their
lending to small business; and tougher
liquidity and capital requirements on
credit unions simply because they
carry the label ‘credit union.’

Efficiencies from the move to a single
prudential regulator (credit unions pre-
viously operated under a state-based
Financial Institutions Scheme) will
lower supervision levies from credit
unions in 1999-2000, down from an
average of 0.03% of assets to 0.013%.

CANADA (CUCC) On January 1,
2000, CUCC is plan-
ning for it to be busi-
ness as usual at credit
unions. Like other financial institu-
tions in Canada, most credit unions
will be closed January 1-3 for the long
weekend. However, automated teller
machines (ATMs), Interac Direct
Payment, PC and tele-banking services
will be available.

Credit unions across the country are
conducting a variety of activities to
inform members about the Year 2000
computer problem. To help Canadians
feel ready to celebrate the new mil-
lennium, credit unions have devel-
oped a personal Y2K checklist and
have launched a special information
section on Credit Union Central of
Canada’s website (www.cucentral.ca).

CARIBBEAN (CCCU) — Recently, City

of Kingston Credit Union
@m of Jamaica announced a

milestone in the devel-
opment of the movement by
reporting share capital over one bil-
lion (Jamaican) dollars during its
last quarter.
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CCCU’s Development
Foundation will expand its scope of
support to include bursaries and schol-
arships to deserving persons wishing

This year,

to pursue educational opportunities
regionally and internationally. The
CCCU is preparing for its 29th AGM
and 43rd International Convention
2000, which is scheduled to take place
in the Bahamas next July.

CZECH REPUBLIC (CACU) - By the

m end of this year, CACU

will establish a
foxtmecre ity new  ‘Liquidity Fund.’
Capitalized by credit union invest-

ments, the fund will meet the short-
term liquidity needs of credit unions.
This is the first step toward developing
a central finance facility.

CACU’s Central Control Department is
working on a proposal to tighten stan-
dards for membership. The final propos-
al will be submitted at the Annual
General Meeting on November 27, 1999,

FlJI (FCUL) — FCUL has continued to

: raise their profile with
@““"""""““"":-““ ¢ the Fijian government
and recently requested governmental
funding assistance, with a positive
response. In other government news, the
Review of the Credit Union Act is now
with the Law Reform Commission.

FCUL has developed a working relation-
ship with the New Zealand credit union
movement to provide training, while also
continuing the training programs with
the Hanns Seidel Foundation and Credit
Union Foundation Australia.

Being the farthest east on the dateline,
Fiji is always the first to celebrate
International  Credit Union Day.
Celebrations highlighted the movement
on a national and regional scale.

GREAT BRITAIN (ABCUL) — ABCUL

@ announced the appoint-

ment of new CEO, Shaun
ABCUL

Spiers. For the past five
years, Mr. Spiers has served
as a Labour/Co-operative Party Member



of the European Parliament, represent-
ing London South East.

In other news, ABCUL expects to hear
about forthcoming changes to credit
union regulation and legislation, which
will hopefully offer greater opportunities
for the development of credit unions.

Also imminent is the publication of a
report by the Treasury Task Force. The
task force was set up to see what help
banks and building societies can offer
to credit unions. Increased cooperation
should mean credit unions will be able
to offer better services to members.
IRELAND (ILCU) - The Irish
Government is following
international trends to con-
solidate the regulation of the
financial services industry
under one body. It has been proposed
that a Single Regulatory Authority (SRA)
will assume this role in the future and
replace the multitude of regulators cur-
rently in existence.,

IRELAND

The implementation report has focused
on the regulation of Irish credit unions
and advocated that the regulatory struc-
ture, in existence since 1966, be adapt-
ed to meet the current and future needs
of credit unions. The main recommen-
dations affecting credit unions are that:
a Registrar of Credit Unions be estab-
lished by statute; the powers of the
Registrar of Friendly Societies relating to
credit unions be transferred to the
Registrar of Credit Unions; and the
office of the Registrar of Credit Unions
be under the SRA.

The Trish League of Credit Unions is
presently analyzing the impact of this
report for the regulation of credit
unions in Ireland.

LATIN AMERICA (COLAC) - The
GE G I)ommu.m Republic

- edit union,
MEDICOOP joins COI AC as its newest
member. MEDICOOP represents more
than 14,000 physician credit
union members.

-

COLAC's foundation,

internship

development
FECOLAC coordinated an
exchange of leaders from the Guamich
Federation in Mexico with Costa Rica

and Panama. The purpose of the
exchange was to learn the differences
between credit union operating sys-
tems in those countries.

POLAND (NACSCU) — Over the last
12 months, NACSCU initi-

PN ated intensive legislative
(PN i

(W) efforts to make it legal for

== credit unions to serve the

needs of their members undertaking
economic activities. This required the
introduction of amendments to five
different legal acts affecting credit
union operations.

On September 2, the Polish Parliament
approved the proposed changes and
adopted the Economic Activity Act,
which effectively opens up new mar-
ket opportunities for further Polish
credit union development. The new
law will come into effect in 12 month’s
time and enable credit unions to
offer corporate accounts and business
loans for members undertaking eco-
nomic activities.

At the same time, the new regulation is
expected to further boost credit union
membership and assets. The extended
12 months vacatio legis will provide
the Polish credit union movement with
the necessary time to create the new
products and services.

NEW ZEALAND (NZACU) - The New
swzw  Zealand  Association of
@mﬁ:ﬁﬁ Credit Unions held its
¥ 1999 AGM in Dunedin,
September 17-19. Former Prime Minister,
David Lange, a strong supporter of cred-
it union philosophy gave the keynote
address. “The Dunedin Conference was
most likely the most important in New
Zealand’s history. The credit union
industry in New Zealand is currently
under attack from a number of groups—
the Ministry of Commerce, the Alliance
party and new banking license entrants,”
noted Doug McLaren, NZACU CEO.
s

ROMANIA (UNCAR) — New services
promoted by WOCCU and implement-
ed through UNCAR/UTCARs are steadi-
ly growing. Now, CARs (credit unions)
are operational in 33 of 42 counties. By
July-end, there were 192 modernized
CARs, with 75,000 members—an
increase of 5,300 over the previous
month. National Union of CARs in
Romania (UNCAR) organized four
regional meetings in Bacau, Dolj,
Harghita and Valcea counties to pro-
mote the new services.

UNCAR is trying to persuade the CARs
to charge market-based interest rates
on traditional loans. Currently, CARs
are charging an average of 20% interest
for traditional services. However,
Romania’s inflation rate is 45%. UNCAR
is encouraging the CARS to increase
their interest rates to 50%.

USA (CUNA) - The U.S. credit union
movement is taking
strides to implement
new programs in the wake of the suc-
cessful legislative victory of H.R. 1151,
The Credit Union Membership Access

ct. Some of these programs include
the new National Credit Union
Brand Campaign and Project
Differentiation, both of which clarify,
define and communicate the unique
credit union mission of service to
people. (See story on page 4.)

R cuma e Grour

Initiated by the CUNA Board three
years ago, Project Differentiation is the
implementation tool for what H.R.
1151 freed credit unions to do, which
is l‘eilch out to more consumers and
provide them with the freedom to
choose a credit union.

Project Differentiation is voluntary and
self-directed by credit unions, not by
the regulator. It provides a set of
guidelines for credit unions to docu-
ment development and community
outreach strategies in their annual
business or strategic plans.



People-to-People

Enhancing the Stability of
Credit Unions

Honduran

World
Unions,

Co-sponsored by
Council of Credit
Inc., the National Credit
Union  Foundation and
CUNA Mutual Group, the
People-to-People program
brings together people from
different credit union move-
ments and encourages cred-
it union leaders to get
involved in partnerships,
internships and volunteer
program assignments.

Following a six-month
delay caused by Hurricane
Mitch, two groups of
Honduran People-to-People
interns arrived at the

FE

CAYMAN IS

NIGARAGUA
COSTA RICA

Top center: Gary Plank,
President/CEQ; Gary
Isner, EVP, Arizona
Credit Union League
receiving gifts from the
Honduran interns.

GNP: USE4.4 b
GNP per Capita: US$700
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Credit Unions:

Shown at left: Carlos Calderdn and
Raul Guevara, volunteer translators from
OAS Staff FCU in Washington, D.C.

Arizona and Texas Credit Union Leagues for three weeks
of extensive training this summer. The two groups con-
sisted of 17 Honduran credit union managers and 5 rep-
resentatives of the Honduran Credit Union Federation
(FACACH), the national association.

This unique internship
program was to originally
take place in November
1998—when just days
before the Hondurans
were due to arrive,
Hurricane Mitch hit their
country with a vengeance.
The disaster damaged
800,000 houses, killing
nearly 6,000 people, injur-
ing 11,000 and leaving
10,000 missing or pre-
sumed dead. FACACH
reported that 20% of credit
union members lost family,
homes, crops and small
businesses. As a direct
result of members’ losses,
Honduran credit unions
faced a liquidity and delin-
quency crisis.

After disaster recovery
efforts had begun to take
place, the interns resumed
planning their trip,
because now—more than
ever—they needed to
learn about improving
credit union services for
their members. Skills
learned in the internship
are intended to help
enhance the stability of the
Honduran credit union
system, especially during
this period of rebuilding
the economy.

The internship curriculum
exposed participants to the
concepts and skills
employed by financial pro-
fessionals of successful
leagues and medium-sized

unions. Interns
with staff from
various departments
including accounting,
central finance, legal,
legislative, credit and mar-
keting as well as with mem-
bers of the boards of direc-
tors. They observed and
obtained hands-on experience
in carrying out a variety of oper-
ational tasks. Honduran credit
FACACH, helping union managers had the opportuni-
to decorate for ty to learn from their U.S. counter-
“CU Save $ Day.” parts the use of specific financial tools
to improve credit union administration
and services. Assisted by their hosts, they also developed
strategic plans of action for implementation once they
returned home.

credit
trained

Iris Hernandez,

Taking extensive notes and seizing every available
brochure, manual and chart offered to them, the interns
were impressed with the breadth of products and servic-
es provided by the leagues and individual credit unions
involved in their training. Those involved included: in
Arizona—the Arizona Credit Union League, Desert
Schools FCU, Grand Canyon Employees FCU, Motorola
Employees CU-West and SAFCU FCU; and in Texas—
Alamo FCU, HEB FCU, Lakeland FCU, Randolph
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Brooks FCU, San Antonio
City Employees FCU,
Southwest Corporate FCU
and the Texas Credit
Union League. Special
thanks also go to Carlos
Calderén, Raul Guevara
and their credit union OAS
Staff FCU in Washington,
DC, which supported the
internship by sending
Calderon and Guevara to
accompany the Hondurans
and assist with translation.

The Arizona Credit Union
League invited the interns
to take part in their annual
public awareness activity,
“CU Save $ Day.” Visiting
one of the nine campaign
locations around the state,
the interns participated in
a membership drive kick-
off at Sam’s Club Discount
Stores. Sam’s Club cus-
tomers that signed up to
become credit union mem-
bers had a chance of win-
ning a new car. ‘The
Hondurans liked the cam-
paign idea so much that
they plan to implement a
similar membership drive
on a smaller scale.

In Texas, the cooperative
nature of credit unions and

the internship proved valu-
able to community
involvement efforts. Randy
Smith, CEO of Randolph
Brooks FCU explained,
“After a tour of a local hos-
pital as part of the cultural
activity, interns also met
physicians who go to
Honduras each year to
provide free medical and
surgical  treatment  in
under-served areas. The
physicians shared their dif-
ficulties shipping in sup-
plies necessary for some
procedures. Because the
medical sites in Honduras
don’t have the supplies
and some necessary equip-
ment, the shipments are
essential to their volunteer
work. One of the interns
from the federation was
familiar with the appropri-
ate government channels
and gave the hospital the
name of the appropriate
person to contact to expe-
dite the process.” Mario
Flores, also of Randolph
Brooks Credit Union
added, “This is a wonder-
ful example of how credit
unions take an active role
in the community through
exchange.”

Maritta Bush, senior assis-
tant vice president of the

Hondurans participating in the People-to-People exchange are: Magda
Lopez, Julio Sibaja, Faren Santos, Marta Cantillano, Ramon Mendoza,
Marco Medina, Eduyn (Alexis) Hernandez, Gustavo Flores, Norma Dubdn
de Avila, Saul Diaz, Manuel Colindres, Oscar Coello, Reyna Cardona, Dulce
Turcios, Irma Mejia, Rafael Tejeda, Iris Hernandez, Alida Gomez, Reyna
Reyes, Rubenia Montenegro, Patricia de Meorez and Antoni Romero.
Shown in center back row, Francis Lee, CEQ, Southwest Corporate FCU,
and to his right Victor Corro, WOCCU program specialist.

B (0

Interns are
being trans-
ported by bus
to their next
| host credit
union for
training.

Texas Credit Union League shared, “While we provided the
technical training, we were also recipients of the benefits
of the exchange. This was an excellent opportunity for
Texas credit unions and Hondurans to form relationships.
Credit unions, as well as the league staff, who were
involved with the interns found a renewed spirit of why
we do what we do—the true credit union philosophy. This
is something you can't teach; you have to experience it.”

Upon the interns’ return home to Honduras, most began
immediately implementing the concepts they had
learned—excited about the ability to make changes to
enhance member services. At the league level, interns
began updating policies and procedures and evaluating
new products and services for league mem-
ber credit unions. Magda Lopez, manager for
a female-bond credit union, Mujeres
Unidas—United Women’s Credit Union—
extended hours of operation to better meet
members’ needs and has scheduled new
training programs for her staff.

Many of the interns and hosts have kept in
contact with each other, tracking progress
and the successes that came from the intern-
ship and providing additional advisory assis-
tance to their new colleagues and friends.
“The practical knowledge and experience the
interns obtained through the program was as
invaluable as the personal relationships that
were formed,” explained Victor Corro, World
Council program specialist.

“Everyone who participated in working with
the Honduran interns enjoyed the sharing of
credit union knowledge and the cultural
exchange. Their warmth and eagerness to
learn was delightful and made the training an
exceptionally rewarding experience. We have
continued to communicate by e-mail and
hope to expand the program to include part-
nering Arizona credit unions with Honduran
credit unions in the near future,” explained
Pat Bodnar, assistant vice president, public
affairs, Arizona Credit Union League.




Credit Union Ambassadqrs

A Conversation with
lan MacPherson

Author of
Hands Around the Globe

After reading Hands
Around the Globe—
A History of the
International Credit
Union Movement
and the Role and
Development of World
Council of Credit
Unions, readers come
away with an insight-
ful historic overview
of the international
credit union movement, but many are still left wonder-
ing—just who is the author?

Dr. lan MacPherson

No personal information appears in the book, only his
introduction and acknowledgment page, where he gra-
ciously thanks people who have helped him with this
ongoing project. Author Dr. Ian MacPherson selflessly
volunteered close to five years of his personal time—in
the evenings and on weekends—to write this important
book. Thank you, Ian!

Aware of and interested in cooperatives since boyhood,
MacPherson learned first about them through his family’s
small farm. Among his career accomplishments, he is the
Dean of Humanities at the University of Victoria in British
Columbia, where he has taught since 1968. MacPherson
has been involved in all levels of cooperatives as an
elected official, serving on many local cooperative and
credit union boards including board president of Credit
Union Central of British Columbia, founding president of
the Canadian Cooperative Association and board mem-
ber of the International Cooperative Alliance.
MacPherson has authored 10 books on a variety of top-
ics—cooperative trust, insurance, credit unions, family
and social history. He considers his greatest accomplish-
ment to be his 32-year marriage to Elizabeth, which he
notes is unusually precious in today’s times.

How it Began

The idea for the book
came up quite some time
ago in an informal conver-
sation with former
World Council CEO Al
Charbonneau. T had just
finished a book on Credit
Union Central of British
Columbia and, our
conversation, volunteered
to write for World Council.
I have always been a
strong supporter of coop-
eratives and credit unions.
They have been very good
to me and I wanted to give
something back.

after

The Research

When I began, 1 envi-
sioned a simple book. As
the project slowly unfold-
ed, so did the vast extent
of the international move-
ment and the stories of the
many people who had
played pivotal roles. I only
wish I could have covered
it all, but the book would

~ Tl

have been several volumes
instead of chapters. Having

visited credit unions in
many countries over the
years with World Council
and with the Canadian
Cooperative Association, I
spoke to many different
sources; all were ‘grist for
the mill.’

Originally underestimating
how long this process
would take and the intrica-
cies of the movements, I
became a slave to the
story. It took on a life of its
own. Every credit union
system has particular char-
acteristics and things to
learn about and from.
I want people to look
upon this as a resource
that surveys the main
developments in the credit
union movements.

Recurring Themes

In my research there were
many recurring themes
that I found to be rather
fascinating, for instance,
the role of the church, in
particular the Catholic
Church and the pivotal



part it played in develop-
ment. Another theme
explores how credit
unions came to be viewed
differently in different con-
texts. In North America,
we tend to view credit
unions uniformly, but
in other countries they
take on many roles.
Internationally, credit
union developments
occurred because of the
way credit unions could
fulfill those many roles.

Trends

You often hear people say
that ‘our history is our mir-
ror to the past and our
map for the future.’
Through my research I was
impressed  with many
trends from the past, for
example the key role
women have taken in the
credit union movement,
keenly visible at the local
level. Using our past as a
map for our future trends,
I believe the trend toward
greater concentration will
continue, as will the pres-
sure to create strong
national institutions that
play a more aggressive
role with governments to
impact economic change.

Credit unions will continue
adapting to the pressures
of technological innova-
tion as they speed up and
the need to think interna-
tionally continues. Signs
of developing alliances
between cooperatives and
other kinds of institutions
are visible, and I hope that
trend will also continue.
The future will need devel-
opment of better manage-
ment practices without

sacrificing the characteris-
tics and the quality of cred-
it unions.

Credit unions are physical-
ly situated around the
world; the shapes they
take and the colorful
dimensions they have are
all unique. I want the read-
er to take away from this
book the sense and appre-
ciation of diversity and
richness of the credit
union tradition and the
determination to try to
understand that and accept
both the similarities and
the differences.

What’s Next for
MacPherson

I plan to retire from my
post as dean at the
University of Victoria to
begin a cooperative insti-
tute. The activities of the
Institute will focus on
teaching research about
cooperatives. It will part-
ner with community
groups and the coopera-
tive sector in the develop-
ment of cooperatives. To
some extent the institute
will also be interested in
the international move-
ment: thinking globally
always opens a world
of possibilities.
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Order Form
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5710 Mineral Point Road

PO Box 2982

Madison, W1 53701-2982

Phone: (608) 231-7130

Fax: (608) 238-8020
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International Credit Union Day

Celebrate the
Difference!

THE CREDIT UNION
DIFFERENCE

Today it is unusual to find
a country without credit
unions, financial coopera-
tives or the seeds of credit
union development. Credit
unions throughout the
world have given people
the opportunity to belong
to a financial institution
guided by open member-
ship, democratic control
and service to members.
This is truly a reason to
‘Celebrate the Credit Union
Difference!’

An estimated 100 million
credit  union members
worldwide celebrated
International Credit Union
Day on October 21, 1999,
The theme World Council
selected for this vear's cel-
ebration was “Celebrate

the Credit Union
Difference!” As the new
millennium draws near,
this theme was especially
fitting because  credit
unions are serving more
members than ever before,
while continuing to offer a
difference in membership.

Certain events in the history
of the credit union move-
ment have emerged as
being especially signifi-
cant. For instance, in the
1840s the workers and
weavers of Rochdale,
England chose to create
a democratic consumer
cooperative. In 1852 and
1864, Hermann Schulze-
Delitzsch and Friedrich
Raiffeisen founded the first
true credit unions in
Germany. Alphonse and
Doriméne Desjardins  fol-
lowed these milestones in
the early 1900s by starting
a credit union (caisse pop-
ulaire) in Lévis, Quebec.
Shortly afterward, Edward
A. Filene and Roy F
Bergengren helped estab-
lish credit unions in the
United States. In the 1950s,
Nora Herlihy founded Irish
credit unions, and Sister
Mary Gabriella Mulherin
established a movement in
Korea. The list goes on.

As time passed, the need
gradually  emerged to
establish a specific annual
occasion to call attention

Last year, the
Irish League of Credit
Unions held a poster drawing
competition for different age groups of

young credit union members. Winners had
their work published in the 1999 league calendar.

to the impact of credit unions on the lives of millions of
people. International Credit Union Day honors the gifts
and achievements of the many pioneers who founded
credit unions and their service groups. It is also important
to pay tribute to the many people who, today, continue
to demonstrate the commitment that is establishing new
credit unions or sustaining and further developing exist-
ing savings and credit cooperatives.

Each year, new national movements join the credit union
family, and more and more people become interested in
celebrating their uniqueness and unity. Everyone, regard-
less of religion, political beliefs, cultural differences or
language can enjoy International Credit Union Day.

The international day of observance brings people
together to reflect upon their cooperative history and
achievements and to promote the credit union idea across
the world. Celebrations in different countries take place
in many forms.

Members of World Council celebrate International Credit
Union Day by sponsoring open houses at credit union
facilities, picnics, fairs, festivals and parades. Credit union
leagues and chapters often hold athletic competitions as
part of the camaraderie of the day’s celebration. Public
gatherings with visiting dignitaries have been effective in
attracting media attention and public involvement. In the
media, television and radio stations conduct interviews
and produce special programming about credit unions.
Credit union-sponsored articles or advertising supple-
ments appear in newspapers and magazines. Even the
youth get involved with drawing contests, parties and
poster or essay competitions.
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extends
CUNA

Council
thanks to

World
special
and CUNA Service Group
for their collaboration and
assistance in developing

WOCCU's 1999 theme,
Thanks also go to the
movements of Australia,
Canada, Gambia, Great
Britain, Ethiopia, Ireland,
Madagascar, Mexico,
Poland, Russia and the
United States for sending
greetings and providing
information about their
celebrations last year.

This year, the Canadian
credit union movement cele-
brated with the theme
“Cooperation...Shaping our
Future.” The celebration recog-
nizes both credit unions and
cooperatives in Canada.

In 1998, Australian credit
unions participated in an
International Credit Union
Day baby campaign. Every
baby born on the day was
eligible for $52.00 in a
credit union account—
52 represented the
years that credit unions
have been operating
in Australia.

On International Credit
Union Day, credit unions
collectively come togeth-
er—100 million members
strong—worldwide, to
“Celebrate the Difference”
of open membership,
democratic control,
service to members and
so much more!

World Council would like to know how you celebrated
International Credit Union Day in 1999. Send photos, stories
and other information to Kimberly Johnston, Credit Union World
editor at PO Box 2982; Madison, WI 53701-2982; USA.

Spotlights on Development (cont’'d)

Trevor Blake, Jamaican League treasurer, Joe Taffe, president of the

Jamaican League, Carolyn Jordan, NCUA executive director and
Ambassador Peter King discuss the merits of the examination program.

worldwide on the expand-
ed regulation of financial
institutions, the new exam-
ination  program  will
improve the practices and
procedures that allow
credit unions to meet inter-
national standards.
“Developing the new
examination system for
credit unions within the
Jamaica project has been a
large task,” explained
Chavez. The examiners,
currently funded in part by
a grant from the Inter-
American  Development
Bank, will be conducting
an examination of each
credit union on an annual
basis. The funding for the
program will eventually be
taken over by the Jamaican
credit union movement.
Examiners will review
credit union data and
make recommendations
for changes in the opera-
tions, if needed.

NCUA’s role in this new
program included the gift
of their unique ARIES
monitoring system. World
Council is adapting this
system for implementation
in the Jamaican credit
union movement. NCUA
has also been assisting
with examiner training and
software usage. Chavez
pointed out, “This software
will standardize exams for

o

all credit unions, much as
it has for examiners in the
United States.”

Since credit unions began
operating in Jamaica, not
one member of a credit
union belonging to the
league has lost any of his
or her savings. Despite the
financial crisis in Jamaica
over the last few years,
when some banks and
other financial institutions
experienced financial
difficulties—credit unions
remained strong. This is
due to the strict practices
of the league’s 66 member
credit unions. “The launch
of the examination pro-
gram represents another
step in our continued com-
mitment to the safety and
soundness of the credit.
union movement in

Jamaica,” noted Joe Tatfe,

president of the Jamaica
Co-operative Credit
Union League.

Credit unions are the
fastest growing financial
institutions in  Jamaica
today. Some of the factors
attributed to this growth
are improved and expand-
ed service offerings to
members, more visible
marketing and the fact that
people credit
unions to be safe places to

consider

save and invest their money.



Feature Story— (cont’d)

In the past, Credit Union
Services Corporation
(Australia) Ltd. has utilized
national marketing and
advertising campaigns.
Since the 1970s, Australian
credit unions had used a
similar logo. However,
over time credit unions
began to either distort this
logo and use it in a variety
of dissimilar ways—adopt-
ing different colors, shapes
and sizes—or to replace
the logo with their own
unique identifier.

To reunify the movement
identity, in 1997 CUSCAL
introduced a new logo
and proposed an
Integrated National
Awareness Program.
Receiving only partial
acceptance from credit
unions, these initiatives
addressed just a small part
of a movement-wide
branding strategy.

While approximately 70%
of credit unions are using
the new identifier, CUSCAL
is evaluating the steps of

achieving a successful
brand, the
SKOK

o,

right delivery channels,
media voice and commit-
ment to a brand on all lev-
els. “Our Brand Strategy
Project has emerged from
the recognition that a
branding strategy lies at
the heart of the Australian
movement’s structural and
operational responses (o
changes in the financial
services environment,”
explained Dr. Vern Harvey,
chief executive and direc-
tor of CUSCAL and dele-
gate to World Council.

Credit unions in Australia
are wilnessing an increase
in the range and nature of
competition as new niche
entrants emerge, existing
players reinvent their prod-
ucts and other well-known
respected brands enter the
market. Among the respons-
es required by Australian
credit unions to remain
competitive in today’s finan-
cial arena are:

e securing a differentiated
marketing position;
e moving forward
on the structural
change proposi-
tions endorsed by
member credit
unions at
CUSCAL’s
1998 con-
vention;
® protect-
ing the
credit
union
brand from
credit union
attacks and
internal erosion;

e improving credit union performance; and
e establishing demutualization defense strategies.

Although structural changes proposed at the last
Australian credit union convention didn’t specifically refer
to brand strategy, their size and scope went to the heart
of credit union differentiation—in essence, branding. The
Australian credit union system is moving gingerly in
regard to brand implementation. CUSCAL and credit
unions want to ensure the elements of the Australian
brand are central to their marketing position and differ-
entiation, and are not inadvertently tarnished, or worse,
destroyed. At the end of this year, CUSCAL will complete
and make available for presentation a brand equity eval-
uation and brand strategy report.

As part of the preliminary research for that report,
CUSCAL conducted qualitative research with 12 focus
groups commenting on public and member perceptions
of credit unions. Two key results of the report found that
consumers felt in comparison to banks: 1) credit unions
generally provide a high level of personal service; and
2) for members, that service counterbalanced the percep-
tion that credit unions don’t offer a full range of products
and services.

Addressing these results, Dr. Harvey said, “CUSCAL’s
Brand Strategy Project will embrace both the provision of
products and services to credit union members, and the
presentation of those products and services in ways
which accord with both the requirements of members
and the capacities of credit unions.”

NACSCU - Poland

Similar to the Australians, the Polish credit union move-
ment’s branding efforts are beginning with the use of a
unifying logo. The Polish credit union logo is a regis-
tered trademark owned by the Foundation for Polish
Credit Unions. As with most protected marks, any use of
the logo by other organizations within the Polish credit
union system is subject to the consent of the owner.
However, unique to the Polish system is the fact that all
credit unions using the logo must be licensed to do so,
and under the conditions of the licensing, the credit
unions must agree not to make alterations to any ele-
ments of the logo.

Taking this protection a step further, the name “SKOK"—
which stands for “cooperative savings and credit unions”

e
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may only be used by credit unions and for the purpose
intended by the Polish Credit Union Act of 1995. While
this may seem like a drastic measure, Polish credit unions
have had to take this stance to preserve the image of
credit unions as safe and sound financial institutions.

“When the first credit unions started, Poland had big
financial scandals with pyramid schemes. Hundreds, if
not thousands of people lost their life savings. It was
extremely important to prove that credit unions are finan-
cial institutions which are well-managed, honest and not
created to abuse people,” noted Grzegorz Bierecki, pres-
ident of NACSCU and delegate to World Council.

Today, other financial institutions are trying to take
advantage of the success of the Polish credit union move-
ment by adopting “SKOK” in their corporate names. The
National Association of Savings and Credit Unions has to
take action on a regular basis to examine if there are
other organizations operating in the Polish market under
the SKOK name. If such organizations are discovered to
be in existence, they are given time to comply with the
relevant law and meet requirements set out for credit
unions. If they fail to comply, they must cease to exist
under the credit union name.

Following from this standardized and protected logo with
its related goal of demonstrating the safety and soundness
of credit unions, the Polish movement has begun to
implement a wider-reaching branding strategy. The Polish
credit union brand has been at the forefront of several
major promotional campaigns carried out via mass media,
including radio, press, billboards, periodicals, leaflets
and newsletters.

NACSCU is planning additional campaigns next year to
continue promoting the credit union brand. Following a
motion at the 1998 Annual General Meeting Polish credit
unions, in conjunction with NACSCU, agreed to coopera-
tively finance these campaigns. Credit unions can also run

Vil

KRAJOWA KONFERENCJA

SPOLDZIELCZYCH KAS
OSZCZEDNOSCIOWO-KREDYTOWYCH

promotions of
their own,
the contents
of which are
agreed upon,
in advance,
with NACSCU.

Bierecki summed up by
saying, “All of our efforts
to promote the credit
union brand in Poland are
launched for the sole pur-
pose of securing recognition
for the credit union move-
ment and the principles
under which we operate.”

There’s Never Been
a Better Time

With today’s increasing
global competition, there’s
never been a better or
more important time for
credit unions to develop
a strong, high-profile
national brand—one that
consumers can clearly dif-
ferentiate from other finan-
cial service providers.
Branding is not only an
issue for established move-
ments, those in developing
countries also recognize the
importance and power of
branding. Movements are
choosing to create their
own identities, instead of
waiting for the competition
to do it for them.
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Brand: a name,
term, sign, symbol,
design or a combina-
tion of these intend-
ed to identify the
goods or services of
one seller or a group
of sellers and to dif-
ferentiate them from
those of competitors.



Leadership Institute Overview

Institute Empowers
international
Leaders

World Council extends a special thank you to Bill
Merrick, senior editor, Credit Union Magazine, whose
excerpts are included in this overview of the Institute.

Imagine a marketplace in which new technology changes
the way credit unions do business, where nontraditional
competitors threaten credit unions’ relationships with
their most loyal members and where mergers create bet-
ter efficiencies for banks. Sound familiar? It's the world
shared by credit union movements across the globe,
explained keynote speakers at the fourth World Council
International Credit Union Leadership Institute held this
year in Sydney, Australia. The Institute’s mission is to
help global credit union leaders improve their leadership
and management practices to keep up with rising mem-
ber expectations and the changing financial landscape.

This year, WOCCU’s Leadership Institute boasted an
attendance of more than 575 credit union leaders repre-
senting 10 different countries, winning top marks from
participants. “We come from different backgrounds, but
we come in the spirit of cooperation and education,”
noted Dennis Cutter, WOCCU Board president.

Feaders. g < wslilute

This program continues
the tradition of assisting
credit union leaders to
effectively enhance their
leadership and manage-
ment practices, helping
them keep up with rising
member expectations and
the challenging financial
landscape.

Institute attendees were
given an overview of com-
mon challenges faced by
credit union movements
around the world. Joan
Parish, project analyst and
development educator
for Boeing Employees’
Credit Union in Seattle,
Washington, USA com-
mented on her Institute
experience, “It was valu-
able to learn of global
trends in the international
movement to better pre-
pare in the U.S. for poten-
tial threats to our national
movement, specifically
taxation and
demutualization.”

Sydney, Australia 14 - 18 August, 1999

INTERNATIONAL

Credit Union
Leadership Institule

“It was a
powerful
demonstra-
tion of the
credit union
community

Sydney, Australia.

gathering together in the
true spirit of cooperation
and shared learning,”
according to Barry Wood,
chairperson of City Coast
Credit Union, New South
Wales, Australia. “My eyes
have been opened to both
the similarity of our chal-
lenges and the diversity of
our operations,” added
Tim Wasilieff, executive
vice president of Delta
Credit Union in British
Columbia, Canada.

The program featured two
general sessions and 19
educational breakout ses-
sions conducted by inter-
national financial service
consultants, credit union
experts and academicians.
Institute topics addressed
future challenges for coop-
erative movements, year
2000 contingency plan-
ning, strategies for attract-
ing and maintaining gener-
al directors, future oppor-
tunities for global sharing
and more.

Five of the particularly
popular sessions at the
Institute included: an
opening panel
discussion fea-
turing speak-
ers from
the




US., Canada, Ireland, Australia and the Netherlands;
Demutualization: The Danger of Credit Union Take Overs
by External Groups; Branding and Keeping the Marketing
Niche; the Virtual Bank; and Creating a Cooperative
Advertising Program—A Canadian Case Study.

Other challenges that credit union movements face
include European unification, increasing competition, the
specter of taxation and attacks by bankers around the
globe. “We're coming to the end of a decade as favorable
as we're going to get with low inflation and high eco-
nomic growth,” said Dr. Vern Harvey, chief executive and
director of CUSCAL and delegate to World Council. “But
it's also been the best decade for our competitors, too.”

Taxation was addressed in many breakout sessions. In
Ireland, the government tried to tax credit unions two years
ago, but public outcry prevented it. “Credit unions were
there for members in the bad times. Today we have to offer
better services to be a friend to our members,” said Frank
Lynch, president of the Irish League of Credit Unions.

“In the U.S., credit unions’ and leagues’ massive grass-
roots mobilization and CUNA’s strategic lobbying efforts
were the deciding factors in passing HR 1151, the
Credit Union Membership Act,” U.S. Congressional
Representative Paul Kanjorski, Democrat-Pennsylvania,
told attendees at WOCCU’s con-
ference. He also noted that,
“The U.S. credit union system

is one of the only move-
ments to retain its tax-

exempt status—and
that's not likely to
ever change.” He
encouraged the U.S.
credit union movement
and others still retaining
tax exemption to
“invest some of
that sav-
ings

in international credit
union development.”

The Leadership Institute
builds on the cooperative
nature of credit unions to
create world-class leaders.
As credit unions move
toward the 21st century
and face rapidly changing
globalization, the impor-
tance of sharing competi-

tive intelligence among
cooperatives  escalates,

Sharing and learning about
the challenges, experi-
ences and successes of
various credit unions from
international movements
offers a tremendous bene-
fit for competitive success.

Learning from each other
to better serve credit union
members around the globe
is the driving force behind
the creation and continua-
tion of the International
Credit Union Leadership
Institute. Lessons learned
and shared from one corner
of the world may directly
affect the direction and
success of credit unions in
the opposite corner.

World Council would like to
thank the speakers of the
1999 International Credit
Union Leadership Institute.

R. Arthur Arnold
Chris Baker
Jeffrey Carmichael
David Chatfield
Gerald Conklin
Pete Crear

Linda Crompton
Dennis Cutter
Keith Delaney
Teresa Freeborn
Mark Genovese
Mary Griffin

Vern Harvey
Peter Heywood
Robert Hoel

Dan Kampen

Paul Kanjorski
Brandon Khoo
William Knight
Graham Loughlin
Frank Lynch
David Maus
Douglas McDonald
L. Robert McVeigh
Grahame Mehrtens
Rob Nicholls
Anne O'Bryne
Alan Parry

John Prescott
Sean Redmond
Catherine Roberts
Diana Roberts
Grant Strawbridge
Peter Switzer
John Vardallas
Anthony Voigt
Bruce Wheeler




Credit Union
Ambassadors

% Australia-

Howard
| Crozier,
Chairman,
| Members
\ Australia
Credit Union; Robert Powell,
Chairman, Advantage Credit Union;
and Brigadier Mike O’Brien,
Chairman, Defense Credit Union
met with WOCCU as part of a study
tour to view different movements
and discuss international credit
union development.

Taiwan -
Visitors  from
G LR ©.C
learned about
WOCCU's asso-
ciations services in the Pacific Rim.
Wang Lien-Ding, Vice Chairman
Chen Tsang-Lang, Insurance
Committee Member

Lin Chin-Dong, Insurance
Committee Member

Wu Chuan-Dong, Insurance
Committee Member

Yeh Wen-Ping, Insurance
Committee Member

Lin Kun-Jung, Chief of

Insurance Section

Tom Tang, CMG

California-
Californians
Dave Chatfield,
president and
CEO of the
California and Nevada Credit Union

Leagues and delegate to WOCCU,
along with Judith McCartney (not
pictured), CEO of Orange County
FCU are representing credit union
interests on the board of Freedom
from Hunger, World Council’s devel-
opment partner in the WOCCU
CUES - Philippines project.
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Bl cing
elketlit unions-to-
credit unions...

Country by county ™
Culture by culture

Vﬂlage by village
and Member by member

You Can Support International Credit Union Development

More people need the services offered through credit union membership. As a world class credit union
leader, you can suppont and panicipate in the development of credit unions throughout the world.

Join People-to-People - Co-sponsored by World Council of Credit Unions, Inc., the
National Credit Union Foundation and CUNA Mutual Group.

Help expand credit unions around the world!
Call woday to join People-to-People.

World Council of Credit Unions, Inc.

5710 Mineral Point Road

Madison, W 53705-4493 U.S.A.



