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Can You Hear Me?

* We are audio broadcasting so please plug
In your headphones or computer speakers
to listen in.

* If your audio is choppy or slow, you may
wish to dial into the teleconference:

Dial: +1 (415) 655-0003
Enter access code;: 660 872 489#
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Slide Link

Today’s slides can be found online at:

http://bit.ly/08-28-member-
experience
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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

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.

What Will The Arrival Of Contactless Payments Bring

Major cities are rolling out contactless payment solutions for services like mass transit,
and contactless cards might come next. Will it be a passing fad or a dominant payment
form?

How To Build A Bl Team That Drives Results
A CFO-led team of four specialists and an intern collaborate across the enterprise at the
world’s largest university credit union.

Asset Mobility In The Credit Union Industry
See how money in the movement has shifted in the past 10 years in this interactive
graphic from Callahan & Associates.
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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/industry-insights/what-will-the-arrival-of-contactless-payments-bring/
https://www.creditunions.com/articles/how-to-build-a-bi-team-that-drives-results/
https://www.creditunions.com/blogs/graphic-of-the-week/asset-mobility-in-the-credit-union-industry/

Tell Us What You Think!

Please take our post-event survey. We
value your feedback!
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Introducing: Credit Union Innovation Series

« Monthly webinars focused on improving the Member Experience
» Sponsored by CloudCherry.

» Hosted by Denise Wymore, Membership & Advocacy Development Director at
NACUSO.

« Participation from senior executives from top Credit Unions.

« Sharing of ideas and how-to content.

SOLARITY nymeo

a new way to look at money”
CREDIT UNION

®NACUSO

THE NATIONAL CENTER FOR
INNOVATION

-kachers Cpedit Union COLLABDRATION & INNOVA
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What is member experience?

Member experience is the
delta between the
member’s expectation,
and the performance your
credit union delivers.
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Only 8% of customers describe the experience
they receive as “superior” y\

BAIN & COMPANY
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Why does it matter for Credit Unions

Spend $$ ;etting To reach desired

expectations business outcomes “Feeling valued is one of the
[ ] u top emotions that increases
n . loyalty for banks.”
n 5 ¢ NPS
] _— Cross-sell _
[ m ~ Repeatbusiness “Banks don’t do as well at
[ | n making customers feel
[ ] ] respected.”

EEEsEEEsEEEEEEEEEEEEEEE] CUSTOMERJOURNEY EEEEEEEEEEEEEEEEEEEEE]

FORRESTER ANALYTICS

Forrester's US CX Index, 2018: Rankings Of Multichannel And Direct
Banks

© 2018 CloudCherry. Confidential & CLOUDCHERRY 11



The three pillars of member experience
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Pillar 1: A continuous o iy b e N Pillar 2: Bringing data together
collection of moments ¢ e % from various sources to create
across a journey. - % meaningful human stories.
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Pillar 3: Using machine learning to understand
what will move the needle towards great

experiences.

© 2018 CloudCherry. Confidential & CLOUDCHERRY 12



The member journey

785 A ﬁﬁa on. ...LLIS the srmeant estation of all of

Yyour p[annmg, marketing, traiming, Eu geting, measurinyg
b —Sand- '

And only thesmember. can (r vou what thatjourney is [ike:

Photo by Vlad
Bagacian on Unsplash

© 2018 CloudCherry. Confidential. & CLOUDCHERRY
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https://unsplash.com/photos/d1eaoAabeXs?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@vladbagacian?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

A case study

© 2018 CloudCherry.

Confidential.
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Photo by McKayla
Crump on Unsplash
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https://unsplash.com/photos/iCSdFlJXhTM?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Photo by chuttersnap on
Unsplash
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Key drivers of Promoters

* Local business

e Convenience

Photo by Anthony
Ginsbrook on Unsplash

© 2018 CloudCherry. Confidential. & CLOUDCHERRY
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https://unsplash.com/photos/Hr6dzqNLzhw?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Key drivers of Detractors

* Mobile / online

« Ease of doing
business

* Service

Photo by Charles Deluvio
PHCA on Unsplash
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https://unsplash.com/photos/_p-DIj5LJKc?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Know your member

Not only from a security.
perspective.

What is their experience like?

Photo by Ben
White on Unsplash

© 2018 CloudCherry. Confidential. & CLOUDCHERRY
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https://unsplash.com/photos/5PDsRCyiKgw?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/search/photos/green-wall-shawdow-hand?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Know your member

» Their target audience is Alice:

* Asset Limited Income Constrained
Employed

» According to their NPS data:
* Ease of doing business

* Acts in my best interests

was where they fell short . . .

© 2018 CloudCherry. Confidential

&j CLOUDCHERRY

19


https://unsplash.com/photos/5lE49RMTpiI?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@yellowteapot?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

The Empathy Map and NPS

Creating the 360° View of the

Member

1hat does he
THINK AND FEEL?

What does he . Vhat does e

HEAR? l I SEE?

VWhat does he
SAY AND DQ?

PAIN GAIN

C)t CLOUDCHERRY



Photo by Sharon McCutcheon on

© 2018 CloudCherry. Confidential.

What does Alice think / feel?

How long do | have to wait?

Might be talked down to
Tired

Thinking about daily survival and living in
a "house of cards”

C)tCLOUDCHERRY .



What does Alice see?

» Life = Struggle

» Posters of people and things she
cannot be, does not have

» Structure / Format / Policies
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What does Alice hear?

« Things she doesn’t understand
(jargon)

* Tone of voice

* She has no real value

&j CLOUDCHERRY



What are her pain points?

Frustration with life/job
e Settled for . ..
* Low credit score

* Denial of services

Photo by Velizar
Ivanov on Unsplash

© 2018 CloudCherry. Confidential & CLOUDCHERRY
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https://unsplash.com/photos/V_Giq2h5jak?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@lycan?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

What can Alice gain?

Photo by Jessica
Lewis on Unsplash

© 2018 CloudCherry. Confidential.
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https://unsplash.com/photos/cdwpR1AUn8o?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@thepaintedsquare?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Why is member journey mapping important

Member experience is the delta between the member’s
expectation, and the performance your credit union delivers.

MEIMBER'S
PRECEPTION OF
PERFORMANCE

‘ POSITIVE EXPEZRIENCES . NEZCGATIVE EXPERIENCES

EXCEEDING
EXPECTATIONS

MEMBER
EXPECTATIONS

BELOW

EXPECTATIONS

MEMBER LIFELINE

« At any point in the journey, you can determine if a member’s expectations are being met.
» The sum of these deltas determines whether the member’s overall experience is positive or negative.

© 2018 CloudCherry. Confidential. & CLOUDCHERRY 26



Macro and micro journeys

Customers wander through a number of “micro journeys” skipping, revisiting and changing the

KEY HIGHLIGHTS

sequence of their interactions across the touchpoints.

Your customers are the happiest at Stage 1: Home Page, and like Ease of navigation the most!

Your customers can be happler at Stage 5: Validation, If you try and Improve Speed of confirmation on submission that they disliked the most.

oen Rt

502 responses +

507 responses +

35 nps &

sy Ease of navigation

B Adequacy of Information

@ GOALS

By improving Adequacy of Informatien, you can
convert 29% of your detractors to promoters and...
Increase your promoters from 64% to 93%

4, CHANNELS
a o
) TOUCHPOINTS

1) Net Banking
2)eBranch
3) Website

© 2018 CloudCherry. Confidential.
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affy Smpicity of login

@ Time taken tolgin

@ GOALS

By improving Time taken to login, you can convert
30% of your detractors to promoters and increase...
your promoters from 62% to 92%

& CHANNELS

a9

&) TOUCHPOINTS

1) Net Banking
2) eBranch

338 responses +

30 nps

sy Loan Recommendations

B Ease of updating personal information

@ soALs

By improving Ease of updating personal
information, you can convert 31% of your...
detractors to promoters and Increase your
pramoters from 61% to 92%

&, CHANNELS
a o
&N TOUCHPOINTS

1) Net Banking
2) eBranch

&: CLOUDCHERRY

Documents Upload

167 responses +

35 nes 4

affy Clarity on required documents
W Ease of access to support

@ GOALS

By improving Ease of access to support, you can

conwert 25% of your detractors to promoters and...

Increase your promaters from 60% to 85%

&, CHANNELS

a9

Q) TOUCHPOINTS

1) Net Banking
2)eBranch

Validation

168 responses +

23 nps &

affy Tracking status of an enquiry
B Speed of confirmation on submission

GOALS

By improving Speed of confirmation on
submission, you can convert 33% of your detracto..
to promoters and Increase your promoters from
56% 10 89%

_&, CHANNELS
a o
$N TOUCHPOINTS

1) Net Banking
2) eBranch
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There Is a lot siloed member data

Customer Business
Expectations Outcomes

] | |
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How the data comes together

*= Loyalty Program

* A 387 poo
ﬁm
..
2
—
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L
23.79%
] nes 7.53
4472%
" T
642% T.09%
son 2amn o o " I
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In this view you can see and filter by your operational, transactional, and experiential data.
This is where the rubber meets the road when it comes to breaking down the siloed data.

29



Becoming predictive

Using Member
Centered Design

© 2018 CloudCherry. Confidential.
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Human Centered Design

Desirability: What does Alice desire? Are you
solving a problem that she has? Are you
solving a problem in a way that is attractive to
other people?

Feasibility: What is technically and
organizationally feasible? Do we have the
technology, talent, infrastructure, etc. to create
and maintain this solution?

Viability: What can be financially viable? Can
we justify the expenses of creating and
maintaining this solution with revenue
generated or elimination of other costs?

C)t CLOUDCHERRY
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https://unsplash.com/photos/v06XQT0XwVU?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

It begins with recognizing the human

« How can you design an experience that
Alice will feel comfortable with?

Revise their loan policies
Greatly improve their website and mobile

Get rid of 5 checking accounts and only
have one

Shop the competition

C)t CLOUDCHERRY

Unsplash

Richard Jaimes on

Photo by



https://unsplash.com/photos/s97-KYat9sA?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@richardconr?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Why predictive matters

SELECT PARAMETER
NPS

OBSERVATION

GO TO PATH ANALYSIS

On increasing Mortgage products you will be able
to change your NPS from 43.00 to 45.88 (2.88).

50

40 o—o—/"’/ CURRENT NPS

30

NPS Score

20

16 days ago

© 2018 CloudCherry. Confidential.

8 days ago

43.00

PROJECTED NPS

45.88

~ 2.88

Today Projected Targets
Achieved

&: CLOUDCHERRY

By projecting the ratings and scores below, you can
visualize the impact of these parameters on the

overall NPS score.

Mortgage products

Qverdraft
protection

Healthcare
insurance

Auto loans

1 2 4 5
5/5 51% E

—e

1 4 5
355/5 “»o--

—e

1 4 5
3.51/5 &» -

— o

1 4 5
3.17/5 &» -
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Thank you!!

Rose Bentley Take the
SVP of Sales & GM North

America Surveyl I
CloudCherry

rose@getcloudcherry.com

Denise Wymore

Membership & Advocacy Development Director
NACUSO

denise@6thstory.com
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