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About Leaders Credit Union

* Jackson, TN

Approx. $1.3B in assets
90,000 members
226 FTEs

10 branches

ooooooooooooooooooooooooooooooooooooo

LE/ DERS

Loans & Credit v

Save & Spend v

Your Champion for
Life

You need a champion in your corner. Especially when
it comes to your financial goals. At Leaders, we
believe everyone deserves a champion - a trusted

partner to help you move forward.

JOIN NOW LEARN MORE

’ Let's chat!



The Challenge/Opportunity

 As credit unions grow & evolve,
structure can be a strategic
advantage or a silent constraint.

« When it comes to growth, few teams
carry more weight than marketing.

« How credit unions organize their
marketing function directly shapes
growth and member engagement.




Think like a Credit Union, Function Like an Ad Agency

* We h ave a d age n Cy ba C kg rO u n d S _ [he future is ’ by what we do today.

« We produce everything in-house
* print, digital, social media, website
» produce our own TV & radio spots
» l[aunched a Podcast

« Take partner with the community
« manage SEG relationships
« promote financial wellness
* lead reality fairs at schools
* serve on boards

e Ccover specific areas across
22-counties




-
The Solution - An Agency Structure

- Three focus areas: Marketing Team Structure
» Traditional

marketing 03
. Member
’ Communlty Experience
engagement 02 @
 Member experience e v& Community
Engagement

and innovation

ZZ@%

Education Foundation LEADERS

» Recent expansion:



The Marketing Org Chart at Leaders

Chief Marketing Officer Other C-Suite

Director of Marketing & Director of Community VP of Member Experience Event Coordinator &

Digital Strategy Engagement & Innovation

4 Staffers 3 Staffers

Foundation
Program Manager




Growing Bigger & Better

« Marketing's growth has reflected
the credit union’s growth.

 Credit union growth:
$330 million to $1.3 hillion in
assets

« Marketing team growth:
3 people to 13 full-time




Defining Roles and Responsibilities

« With growth, we have added « Everyone knows what
more platforms and outreach. they handle.
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Defining Roles and Responsibilities
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Digital Marketing

Paid Media Ad Management

Google/YouTube Ads

Facebook/Meta Ads Manager
Audit and Optimize Existing Campaigns

Digital Banking

Billing and Reporting|

Assist with Mobile App

Pulsate

Assist with HubSpot Portal Management

Sales and Operations

Lead Nurturing
Email Marketing
Sales Sequences

Playbooks

Workflows

Liaison to Frontline Sales and Operations Teams
Personalized Selling Strategy and Development
Assist with Audience Segmentation

writing and Social Media

Secondary Writer
Proofreading

Assist with Social Media

Develop Short Form Video Content

HR Assistance

Adding new hires to Coconut and HubSpot

Reporting and Analytics

Liaison to Analytics
PowerBI

HubSpot Reporting and Dashboards
Foundation Reporting for Google Ads
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Finding the Right Mix of Team members

* The team blends ad agency
backgrounds with former branch

employees.

« Our videographer started as a
universal banker — now she produces
video for marketing, the foundation,
and the podcast.




Purposeful Team Building

« We have bi-weekly huddles
 Book reviews
« Day in the life, guests
« What's new in Al
« Soft Skills

« Annual marketing retreats
» Creative agency tours
* Visit vendors, media outlets

e Collaborate with fellow
credit unions

» Sporting events




Even in Marketing, Member Experience Matters

 Every division has its own focus, but
the whole team prioritizes member
experience in everything we do.

« Great marketing sets brand -»
expectations — front-line staff in )
branches and on phones deliver the
actual experience.

* The team meets monthly with sales
and lending to review data and
analytics to fuel future campaigns.

LEADERS



Benefits of an Agency Structure/Results & Impact

» There really are two options:
In-house or Outsource

» Cut costs
When the team was smaller, we
outsourced some things.

- We saved from our marketing
budget on podcast production and
content marketing. Added an FTE but
went from 2 videos a month to 40
hours/week.

* Move quick
We are agile and fast. We can launch
campaigns quicker than
outsourcing it.




Lessons Learned & Advice for Othersga.

» Don't rush to scale. AR~
Our growth was organic and fueled by ==V
expanding content and markets.

* Develop Leads - Traditional and
Community Engagement

- Advocate for your team and
justify new positions.
You don't get what you don't ask for.
Explain why this positions fits with the
strategic plan of your credit union.

- Talent matters. Right team members
in the right positions.




CALLAHAN

[ej Questions?

ASSOCIATES

Presented by Guest Speaker

Leigh Anne Bentley, CMO
Leaders Credit Union
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