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The Challenge:

A Zero Transaction Future



The Challenges:

 |nconsistent network design

em peoplem = Scaling across geographies

CREDIT UNION » Low- to no-transaction approach



The Solution:

\‘;/ Focused investment
7 ~ —— strategy through data-
em people Informed, tiered kit of

CREDIT UNION parts design




Assessing demographic trends is a critical first step

Posted March 24, 2022 | Updated March 25, 2022
Most Maine counties have grown thanks to in-
migration




Existing member locations is a material expansion factor



Expansion markets were evaluated from all angles



Further refinement allows for development of a viable path



We seek ideal network tapestry via minimal capital outlay
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Refining CAPEX & OPEX estimates prompts effective budgeting

Saco/Biddeford

Scarboruugh Pleasant Hill Cape Elizabeth

al Saco/Biddeford
Clarks Mills $23,650,01 O

Fair Share

Union Falls .(?
Boothbay Park .
Higgins Beach Est. Attainable o
== Blue Foint Fair Share 75% } $1 7’737’508
Dayton Sandy Brook vy' Milliken Mills : :
Ine Point
W Estimated Gross o
@ Prouts Neck Margin 2_5 /O
Old Orcha'd
Beacr o
Goodwins Mills (-?j Target ROI 1 O /O
SaCO Ocean Fark

-
—
-

Lyman :
Biddeford Max Investment to $2 5|V|
(2] Achieve ROI :

Airport Village

Camp Ellis Facility Assumptions
Guinea Corner « Format: Freestanding/Full-Service

- Land Cost: $900k
R » Branch Buildout (2,500 sf @ $300/sf): $750k
i tad oty AR - Furniture & Equipment: $300k
» Annual NIE: $530k

):l‘,.' S rl\"l H

“a

Tea Kettle Corner
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Bank Execs Predict Branch
Model Will Be Dead In Five Years

— Fnextra, 2020

US bank branch closures increase
38% to new record high in 2021

— S&P Global 2022

The retail apocalypse 1s upon us. The bank
branch apocalypse isnt far behind.

— Forbes, 2019

The Branch 1s Dead

— Forbes, 2019

COVID Killed the
Banks are ditching their branches. Branch of the Future

Mayb€ you should , LOO. — Forbes, 2020
— WSJ 2022



“The Branch 1s Dead...

— Bancography & Financial Brand, 2026



Through the last 24 months,

consumers used more than
any other channel to
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The Trend Has Reversed: Branch Growth Is Back

Bank and credit union branching trends, 2005-2025 2020 YTD:

6,000

Branching Activity
5,000
M Total opens M Total closes O Net change

4,000

M ‘“““““i e

20052006 2007 2008 2009\2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

——

(1,000) -
(U ®

(2,000)

(3,000) O

THE FINANCIAL BRAND © February 2026 SOURCE: Bancography







Digital Branches

1s Where you are where you
win
relationships




Branches remain essential for consideration and retention

Relationship Retention

7 ‘5 % say access to a local by Channel of Origination

branch 1s crucial

100%

o Branch 0)
76%
70%

want a branch within 60%

, , Digital 0
70f j 15 minutes to jgj 47 /0

consider switching
30%

20%

10%

0%
1 o 3 4 H 6 7 8 9 10 11 12

0/ have used a branch Vonthe
8 6 O in the

Sources: Accenture Global Banking Consumer Study 2025,
Rivel Banking Research, Curinos Analysis, FDIC, 2024




Customers still favor branches for complex needs

Channel preference by banking task

Least Most
preferred preferred

Call
center/phone
support

Online
banking
(via website)

Mobile
banking app

Checking Making Updating Seeking help Resolving Opening Receiving Receiving Applying for
financial a bank personal on products aproblem or anew investment  financial aloan/credit
statements transfer details or services  disputed account advice advice card/mortgage

transaction

Complexity —>
leve|] LoW High

“In a world where
digital experiences
can blur the line

between real and

fake,




Branches play a critical role across generations

% of Gen Z prefer to open
New accounts 1n person

Percent of members that like seeing bank
branches in their neighborhood as it
conforms a banks stability and availability

66% 65% 65% 63%
Baby Boomers Gen X Gen Y/Millennials Gen Z
(60-78) (46-59) (27-45) (18-26)

Source: Accenture Global Banking Consumer Study 2025; “Maximizing the
Branch’s Value,” CCG Catalyst, 2024;

“How Gen Z Is Reshaping Financial Services Worldwide,” RFI Global, 2025;

“Closing Customer Experience Gaps in Branch Banking,” Adrenaline, 2025

207

/6

of those under 44 seek
in-person advisors for
key milestones

when they
received 1t 1n the branch



Even consumers who prefer online

also want the and

provided by a nearby branch —

even if they never use it.

—Rivel Banking Research, December 2024
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The ‘new’ purpose of branches for consumers...

The Front Door Financial Advice Human Service Basic Transactions

RIFIRSTHORIZON: . I, T

Wolcome 10 your Bricks# Berking Gt r R
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...reflect the branch value drivers for you

Value For Consumers

v

The Front Door Financial Advice Human Service Basic Transactions

Acquisition Cross-sell Efficiency

g Ty
Value For You



Not all markets and branches provide the same values

Efficiency

=
7
")
0
O
| &
O

Acquisition
Cross-sell

GROW

“

SAVE

New or Growth Markets Legacy or Saturated Markets
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Strategic branch network transformation pays off

More than

Adr9n3|ine Report: Branch deposits 2023 excess from
Retail strategies for branch transformation

banking industry leaders

O
O

Initial Branch Deposits

i excess oposts

Expected 2023 Deposits
. . oenerated from branch
Actual 2023 Deposits transformation

$10.7B

The Branch Advantage

Essential retail strategies for banking industry leaders

Two-thirds

Customer/ |
member growth exceeded industry
following branch average, and over one-
transformation fiftth saw more than

15% growth
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Perceived presence iIs key to closing the conversion gap

Branch to Market Share S-Curve : -
Nationals winning market

Awareness/Conversion/Purchase Sha.re with perceptions of
by Institution Type being everywhere

| 1 Aided Awareness

. I'Consideration

N
5
o~

" Purchase

Point where market
share exceeds et Do

Nationals Super Regionals Regionals Community FinTech

Critical Mass

Awareness to Consideration

branch share

Consideration to Purchase |

Awareness to Purchase

Credit unions lag in closing the gap
between awareness and purchase

6%




Deploying smaller formats can help you achieve maximum “perceived presence”
impact with minimized spend

3,000 sf, 6 FTE

ATTRACT SNGAGE CONSULT HUB & SPOKE CLUSTERS
Ay

ATTRACT

CONSULT

1,500 sf, 3.5 FTE

32



Hub-and-spoke footprints deliver optimal balance

.
.
.
.
.
3
.
.
g
.
.
3
L
LN R
.
‘e o*
. .
.
L
-

.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.*
.

Full-Service Micro Remote

33



34

Data-driven strategy identifies how to save and grow

Expansionl o \ Optimization
(New Locations) v |9/ @ (Existing Locations)

®  Prioritize markets/areas for »‘ °, v ¢ = Find opportunity gaps
¢

new branch prioritization v ¢ (vs. current performance)

= Prioritize actions (close, downsize,

= Determine infill strategies to
‘elocate, renovate) by branch

enhance existing footprint

" Create roadmap to migrate from

" |[nform real estate site
current network to ideal configuration

selection with mobility data

GROW «¥———————————> SAVE



Billboard Value assesses market access and visibility

Measure of high “Billboard Value” sites: Example: Billboard Value Analysis
ga High branch traffic

@ Most visible locations
o/‘ Most visited areas by members
7 N

Each block group is automatically scored and
compared to other block groups within the
same market and ranked into tiers:

Tier A (Top 5% BGs)
Tier B (Top 6-10% BGs)

Tier C (Top 11-15% BGs)

Higher Billboard Value

No Score (All Other BGs)

Being in the best “Billboard Value” sites will create the
perception Of Scale WlthOUt needing tO pay for the COSt Of Scale Note: Borders represent block groups, dots represent branches

Source: Curinos Optimizer
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The right data informs the right investment priorities

Four Factor Model > Implied Strategies

Represents the current opportunity
in the market and the outlook for Grow
future opportunity

Selective Investment

" Measures the strength of the « C titive Intensit
Competitiveness T ompetitive tntensity Defend
P SEIMPENETS () Vet e = Top Competitor Concentration

Fix

Positi Analyzes the current presence of . Share Relative to Scale Harvest

osition the bank in a given market
Rationalize
= Profitability
Measure how successful the bank Exit

Performance has historically been in a market * Sales and Retention
= Product Mix

36



Data tells you where to invest.

Brand determines whether that
nyestment delivers.



#1

Differentiation

s the top brand factor Increase in brand Increase in

determining org differentiation shareholder value
performance

Source: Oxford University, 2023 Source: Business Insider, 2025




100 strongest brands performance over 20+ years

Source: Forbes 2026; Interbrand 2025; Morgan Stanley Consumer Index 2006-2025

Strong, differen

lated brands

outpertorm mar

<et by

132%

And drive sales volume by

X






Member

Expectations
Have Shifted




They want credit union brands that are bold.

Tomorrow begins here. Side
gigs begin here. Rising
credit scores begin here.
College savings begin here.

New possibilities

begin here. Financial
independence begins here.

Down payments begin here.

Retiring comfortably begins
here. All that's possible
begins here, Welcome!

{ Beginnings

Credit Union

N 5 “*»

begin here.




They want credit union brands that feel local.

Difference

EastRise

OUR PURPOSE

Caring for our
people and
communities

by building strong and
sustainable financial futures.




They want credit union brands that embody optimism.




They want credit union brands that feel real.

. Wi
Mirastar

FEDERAL CREDIT UNion

We're on therrise.

Renata and Calliilﬂ
on the rise 8 |

)

% Mirastar

Jasmine
and Biscuit
on the rise

\

cecaclida m

Zoe Alexander Aaliyah Sebastian Sanya Sofia Adrian Freya Isaac Layla Lucas
Zane Harper Amir Aria Mason Saira Ava Nolan Kiana Grace Xavier Isabella
Jayden Aarav Willow Eli Esme Noah Nyah Chloe Gabriel Aisha Jayla Max
Samir Stella Dylan Jaxon Anika Mia Ethan Raj Maya Aiden Priya Nolan Selena
Zoey Caleb Kai Amara Olivia Leo Fatima Liam Malik Zara Harper Jackson
Sana Sofia Owen Leela Elijah Kaya Mason Layla Isaac Yara Ava Xavier Elara
Chloe Milan Aarav Freya Lucas Aisha Mia Amir Anika Olivia Zayn Zoey Liam
Nyla Harper Aiden Iman Caleb Leila Eli Riya Kai Selim Maya Mason Zara
Noah Suri Grace Adam Amara Ava Arjun Layla Alexander Zaina Chloe Omar
Isla Aiden Aaliyah Lucas Priya Elijah Zara Mia Owen Sofia Liam Aisha Jackson
Samara Olivia Kian Harper Maya Caleb Leena Eli Naya Isaac Aanya Ava Rohan
Zoey Mason Esha Zoe Nolan Aria Kai Amara Leo Priya Liam Zara Mia Aarav
Selena Noah Aisha Harper Aiden Layla Lucas Maya Chloe Omar Ava Eli Kavya
Jackson Saanvi Isabella Aariz Amara Leo Anaya Mason Aria Ethan Zara Aiden
Leila Santiago Priya Elijah Fatima Caleb Aisha Jackson Mei Ethan Nia Luca
Zara Owen Ananya Liam Amara Olivia Omar Mia Mateo Maya Levi Kavi Zoe
Alexander Aaliyah Sebastian Sanya Sofia Adrian Freya Isaac Layla Lucas Zane
Harper Amir Aria Mason Saira Ava Nolan Kiana Grace Xavier Isabella Jayden
Aarav Willow Eli Esme Noah Nyah Chloe Gabriel Aisha Jayla Max Samir Stella
Dylan Jaxon Anika Mia Ethan Raj Maya Aiden Priya Nolan Selena Zoey Caleb
Kai Amara Olivia Leo Fatima Liam Malik Zara Harper Jackson Sana Sofia

on the rise.
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Member Experience Gaps Revealed

o]

§50*

of businesses believe
they deliver superior
customer experiences

but
only

of customers agree®

Four areas branch experience falls short

62%

H8*

of experiences began
without a welcome
upon entry

667

of interactions felt
product-led rather than
needs-led, with mystery
shoppers feeling like
they were being sold to

of visits did not inspire
Intent to return

95

%6

of staff did not leverage

digital tools or content
(e.g, tablets, QR codes)
during the exchange




Next Generation Experience Gap

50%

Of younger generations hold a
main account at an FI

0%

Plan to switch because they’re
dissatisfied with their current
banking experience



Position Presence

| |

Brand Experiences designed to Where & how to locate for
grow relationships acquisition & efficiency



Position Presence

| |

Brand Experiences designed to Where & how to locate for
grow relationships acquisition & efficiency



Position + Presence

Brand Experiences Branch Network Optimization

Performance




The Challen

Leverage Brand and Branch for
New Market Growth



The Challenges:

= Highly competitive markets
= High cost of branching

= Growing into new markets



The Solution:

Data-informed
——>  smart branching
with different

branch archetypes



Mapping existing members establishes baseline density

56
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Marrying opportunity with budget provides format guidance

DeSoto Branch

Red Oak
Deposit Potential: $22M
Loan Potential: $9M
Deposit Potential: $29M
Loan Potential: $9M @

West Belt Line




Marrying opportunity with budget provides format guidance

Groun

Groun

Groun

d-Up
Build

Tenant
Fit-Out

Tenant
Fit-Out
OR
d-Up
Build

d-Up
Build

Full-Service

YEAR 1

YEAR 2

YEAR 3

x 0 x 1 x 0
3000sf
Full-Service x 1 x 0 x 0
2500sf
X 1 X 2 X 2
Micro
600-1000sf
Remote X 1 x 0 X 1
YEARLY TOTALS 3 3 3

58
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CREDIT
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Video teller drive through,
with dog park in parking lot

ADRENALINE



CUTX: Transformation Toolkit
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The Challenge:

Design a Standout Brand &
Branch Experience



The Challenge:

= HNW demographic market

* Renovating and rebranding



The Solution:

Renovate existing
— branch design to fulfill

a hew experience for

next gen members
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The Challenges:

b 4

= Building brand awareness for a
new name & brand

= New market entry

\7
everwise

CREDIT UNION




\7
everwise

CREDIT UNION

The Solution:

Fully integrated brand
and branch strategy
to drive awareness
and growth across

legacy and new

markets




Position
Our big idea

Our DNA Poweri ng P@Opl@

We believe everyone deserves

p
Urposc to grow into their dreams

What drives us

People First Wisdom Inclusion
We put people first, We're continually We're accessible,
Valu_es and treat everyone learning, and we welcoming, and find
Our fOU“da_t'O" as though they share our expertise ways for everyone to
What we believe matter, because 1o to help people make contribute and feel

us, they do. sound decisions. they belong.

Brand Strategy: Defining the brand’s internal building blocks

Drive
We serve hard
working people,

and we work hard

to help them
achieve their goals.




AU Tomato Tiempos
Grotesk Text
everwise

CREDIT UNION Confidence changes everything.







Confidence is
the difference
between
talking about it
and doing it. y

% ise
Q; everwise

CREDIT UNION

Member Collateral

Member comms: In-branch posters

Grow more
confident

% ise’
3% everwise

CREDIT UNION




' me
| Ople
| B'ggel’ dreams

TCUis nowy Everwise,

Qﬁ EVerwise:

CREDIT UNION

Market Campaign:

Market Campalgn OOH

& K
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And it changes everything.

= bew e e Bl U s L L e e el

Market Campaign: Print Branch Communications
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Company-wide Living the Brand training & culture activation



Forensic performance analysis paired with latent opportunity
capture in turn leads to actionable recommendations



A thorough review of expansion markets prioritizes next steps

: Benton Harbor
Elgin

DeKalb - xx % Coldwater
IXon - ' [
; .. b 4 Sturgis
Aur.ora Chicago Michiga: 3¢ 3¢ R hart -
% : *’ag »
Rog % *
Mcriis ¢ b X Auburn
¥ North Judson x W?gaw i
Streator Kankakee - Fort Wayne
@ Rensselaer % .
— Watseka . r;;-x
ria 3% . X X ol
' Marion
Bloomington Paxton - T e~ Portiand
Lincoln Clin.ton Champaign Danville
[Ilinois
Richmond
x
prsville
Charleston Terre Hau (3¢ .
Effingham STOC % Jto 92 Cincinnati
Vandalia ; Rob|.n =
Olr.\ey Vincennes Mad.lson
: 65 Owenton
Jasper -
Mount Vernon - Loeg:ville
: % Frankfort

9 :

Defiance lB

Van Wert

Dayton

Erie
| Kingsville o .
| . o
Adeia / Ashtabula
/A \—/, Meadville
] Cleveland .
SangusKy - 0l Cit
Y t et
Findlay Akron oung.s own 60/
Butler
Lima Mansfield WO?ster Can.ton x
. Marion / East Liverpool
Ohio :
Wheeling
Springfield Colur.nbus Zanesville ' Waynesbra
: : Lancaster
Washington s Morgantown
Court House .
hilli
ol Il.c Qe Ath.ens Parkersburg Clarksburg
Jackson
? Elkins
Georggtown g
Portsmouth
aysville . West
: Huntington Vi 'S inia S h
nowshoe
2 Charleston Craigsville .
* »
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Svynthesizing existing branch recommendations and future
growth plans produces a medium-term strategic roadmap

87



Hub-and-spoke clusters designed to maximize efficiency

Hub Branch Spoke Branches

=

Greenwood - Meijer
Meijer - Southport
Post Road

Worthsville Road

Park 100

3 Avon Pike Plaza - Meijer

Plainfield - Meijer

Carmel - Meijer

North Carmel

Westfield

Cicero

Noblesville - Meijer

88

88
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Headquarters




CREDIT UNION

\

\

=
_ | Everyone deserves to
SMnwise g . ,
= grow into their dreams.
5

Headquarters



Headquarters



Position + Presence

Performance
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