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Can You Hear Me?

 We are audio broadcasting so please plug in

your headphones or computer speakers to
listen in.

e |f your audio is choppy or slow, you may wish
to dial into the teleconference:

Dial: +1 (415) 655-0003
Enter access code: 664 003 378#
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Slide Link

Today’s slides can be found online at:

http://bit.ly/10-16-18-member-centric
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http://bit.ly/10-16-18-member-centric

We Encourage Questions

(; Panell:-ts. 1 E )
Use the
...~ Questions Box
o x located on the right side of
/ the screen, to type your
comments or questions.
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You Might Also Be Interested In

Why Credit Unions Need To Ask Tough Questions
A monthly collection of Callahan content that, together, addresses a single topic from a
variety of perspectives.

10 Questions That Keep Credit Union Leaders Up At Night (And What To Do
About Them)
Financial services move fast. These credit unions have discovered ways to move faster.

Ask Tough Questions Before Investing In New Capabilities
To meet consumer expectations in the digital space, credit unions must think differently
about their entire operation, not just technology platforms.

Simple Ways To Engage Members
Town & County cuts back on traditional media, scraps fees, improves processes, and
deepens its community engagement.
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https://www.creditunions.com/articles/why-credit-unions-need-to-ask-tough-questions/
https://www.creditunions.com/articles/10-questions-that-keep-credit-union-leaders-up-at-night-and-what-to-do-about-them/
https://www.creditunions.com/blogs/commentary/ask-tough-questions-before-investing-in-new-capabilities/
https://www.creditunions.com/articles/simple-ways-to-engage-members/

Tell Us What You Think!
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Please take our post-event survey. We
value your feedback!
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'ough Questions Series:
Put Your Member Experience

Under the Microscope
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What We'll Cover Today

* Industry dynamics to consider

* How to bring members into the process to
earn what they need.

e Success stories of credit unions who are
walking the walk.

* Tips to help your credit union become even
more member-centric.
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What does member-centricity mean?

How much money can we save
our members in interest
payments?

How can we grow
loans?
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SHIFTS IN MEMBER BEHAVIORS

Knowledge. Insight. Strafegy.



Traditional Sequence of Financial Decisions

Buy a Home

Change Jobs & Get Married

College Enter the
18-22

High School

Graduation 14-17

Part-Time Job Buy a Car
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e 70% of college graduates have a “significant
amount of student loans”

e 44 million Americans hold over S1.4 trillion in
student loan debt
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Student Loan Debt Impacted
Purchase a home 76%

Take a vacation 72%

Purchase a car

Continue with education 64%
Rent solo or change living situation |§ 58%

Purchase entertainment

Purchase clothes

Start a small business

Purchase daily necessities

Rent or own closer to work or school
location

Own a pet

None of these

% 20% 40% 60% 80%
2017 Student Loan Debt and Housing Report
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Shift in attitudes as well...

Ownership =2 Access
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Disruption of the Music Industry

Access is more valuable than ownership

One of the most counter-intuitive, and disruptive, changes in consumer behaviour brought about by the Internet is greater
preference to access than ownership of media. Right now the trend is most evident in music. Only exception: vinyl sales

% CHANGE IN MUSIC STREAMING AND SALES IN THE US (Jan-June 2014/Jan-June 2013)
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The market is growing — fast

Gig Growth

Share of U.S. adults earning income in a given month via online platforms, often
referred to as the gig or sharing economy.

u Labor platform (such as Uber, TaskRabbit) = Capital platform (such as Airbnb, eBay)
1.0%

0.8%
0.6%
0.4%

0.2%

0.0%
Oct. Jan. Jul. Jan. Jul. Jan. Jul.
2012 2013 2013 2014 2014 2015 2015
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Poll: What percent of Gig Workers do
so by choice (vs. necessity)?

e <20%

e 20-29%
* 30-39%
* 40-49%
* 50-59%
* 60-69%
* 70%+
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Independent workers generally fit into four segments.

Share of working-age population engaged in independent work

~
5

Preferred Free agents Casual earners
choice 30% 49 million - 40% | 64 million

Out of ’ Reluctants ‘ Financially strapped
necessity 14% 23 million 16% 26 million

Source: 2016 McKinsey Global Institute survey of ~8,000 US and European respondents

McKinsey&Company

Knowledge. Insight. Strategy.




3 ways to be more member-centric

e Use your data
e Ask your members
e Put yourself in your members shoes
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Using Data to Drive Member-centricity
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What do we know about our members?

* Where they shop — stores and locations
 What loans they pay elsewhere

 What channels they prefer to use
* Spending and savings patterns

e Demographics —age, gender, family, income
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Anticipate problems

Low balance warning

Below you can set a THRESHOLD value and the EMAIL address to be notified when your balance goes
below threshold value. We will send you an email once the threshold has been reached.

Threshaold

Email

Language it

Low balance warning

CALLAHAN
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Save them money

3 (183) —
[ F %
MissionWalle \o“\w\\e‘{ ‘
©) Riverwalk Golf ClubstW5®
Adams Ave

d
J

S 6
(163)
s \ / Univ o
o Presidio Park 2
3 o, =)
w g 7
2 @ f%
2 University Ave
IE _“L o ‘9‘)\
e 2 North Park ‘“@‘L
£ )
£ %
£ Upas St ;‘
San Diego Zoo 5
—
\163) i
Balboa Park Burlingame n
N Harbor Dr Juniper St g
ith Park
(34)
Golden Hill 2y
Stoc
P
(s)

Sea N Air Golf Course (¥

Glopetta Bay

CALLAHAN
NSRS

4ASSOCIATES Knowledge. |ﬂS|ghT S’rrdregy.

the credit union company




Save them time
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Success Story: CommunityAmerica

How to use
Member-Driven Innovation
to Deliver New Mamber Growth

>

Nty
SMCTICA

CALLAHAN
resmenmy . A

https://www.creditunions.com/videos/videocont
ent/a-member-driven-approach-to-innovation/
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Hire your Members

A CommunityAmerica Credit Union
® Because we believe some of the best talent happens to still be in high
re a e a e e n S school, we're hiring students for our Teen Advisory Innovation Board.
Thanks to 41 Action News - KSHB-TV for featuring our story!

Apply now: bit.ly/2AIfOEh

Advisory Board — =

e Objective
— Offer & collect feedback
— Learn about innovation
— Tell friends, family about it

NNNNNNNNNNNNNNNNNNNNNNNNN

21014 people hed
- s

[ﬁ Like () commen t £ Share A~

OO’ R. Curtis Mullen, Samantha Swaney and 123 others Chronological ~

e Paid them $200

View 13 more comments

9 Holly Davis Konata Carter
Like - Reply - Message - Nover
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Recruiting Students

* Social o i
— 41 Action News clip E
— Instagram, Facebook -—" el il ‘:"! .E:]
— Strong Word of Mouth .T‘ Qf L b

* High schools in the area

— Teachers
— High School ads

CACU - Teen Advisory Board and Innovation Approach

* Word-of-mouth
— Applicants often heard about this opportunity through family/friends

e College Planners

AHAN

HASSOCIATES Knowledge. Insight. Strafegy.



“I liked the feeling of being able to
contribute to making something
that actually got released. It feels
nice to see my work being used.”

It’s Virall

“The innovation board presented me with lots of
opportunities that | didn't even know | could
have. | also think that it is super important to
have input from teenagers, especially on a topic
that is so relevant to us. In short, | have learned a
lot, made new friends, and was a part of
something great.”

innovation”

“it's a wonderful program that provides a lot
of opportunity for teenagers, and helps young
people better understand the importance of

“Of course, it was one of my
favorite projects I've worked on in
high school.”

CALLAHAN
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“I think it is a great way to branch out and hear from
really interesting students. It was also cool because you
got real world experience with creating an app and
marketing it out to people.”
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Success Story: Clearview FCU

Knowledge. Insight. Strategy.



3 Dimensions of CX

e Customers get value from the

-Ness

e Customers get that value without
Ease dlfflCUlty

e Customers feel good about the
Emotion| €Xperience.

Source: Forrester Research, Inc.

CALL cﬁ‘TISs Knowledge. Insight. Strategy.

the credir union company



People will forget what you saidhies S

Fhey’ll forget what you did.

But they will never forget how
ou made them feel.
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Clearview’s Dimensions of Member Service

Digital Employee
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telping People to
Enjoy a Better Life.
——
CLEARVIEW/
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Tips for Your Credit Union

e Reframe your success metrics: rethink how we
approach “winning” from the member POV

* Get a handle on your data: start small, ask a
few questions, see what results you get

 Engage your members: bring them into the
decision-making fold

* Walk in your members shoes: with your own
channels but also with competitors

GALLAHAN Knowledge. Insight. Strategy.

¥AASSOCIATES
the credit union company



How We Can Help

\ | 2
Strategic / \\ A=00,
' Planning / ‘ p

Facilitation ey

Leadership Team *
Strategy Lab _-\-_:- Development \
S
Executive CALL HAN
o Team/ | snsulting Custom
b Board . Consultmg
\:) Briefing L
Peer Performance & \/
Bootcamp Trend Analysis

Contact us to learn more

R J#@ Callahan@Callahan.com
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CONTACT INFORMATION

Alix Patterson

Partner

Callahan & Associates, Inc.
alix@callahan.com

(202) 223-3920x 213
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