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Trying to be like Lionel?

In the US:

* 2017: 61 million paying gym
members

= 2000: 32 million paying gym
members

Lionel Strongfort, 1901
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claim to fame

- Lionel Strongfort’s Marvelous, Death-Defying “Human Bridge” Feat, |
As Performed at the New York Hippodrome. \ |
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Branches vs.

38,000 gym locations in 2017
Up from 30,600 in 2012

US has the most fitness centers of
any country in the world

Branches vs. gyms: 2X? 3X? 4X?

~ 90,000 Fl branches in 2017
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What does all of this
have to do with

LARKY CUEST™



* Member supported

* Key metric: Products/member

* Strong membership, low usage is ideal
* Often have a strong odor

* Brick & mortar presence

Member owned

Key metric: Products/member
Strong membership, tailored usage
Less pungent

Brick & mortar + online presence

Key performance indicator: success in attracting new
members and growing engagement with current members

LARKY
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Roadmap:

My background
Defining and measuring engagement CU EJr

Why engagement matters

The future of member engagement @

FUTUHE ‘SUMMIT

CU IN THE FUTURE

Goal: Provide you with actionable
ideas you can use tomorrow

LARKY CUES!



Custom Standards Services

ﬂ TECHSTREET™

< THOMSON REUTERS
TECHSTREET

MICHIGAN




Connect with

members at the
right

Location + time
based contextual

communhnications

1:1 tailored

messaging

LARKY

o of Madison

Credit Union

ONE

Finance your new car with rates as low as 3.3%

Tap here to learn more

o Chevrolet

Bergstrom Cadillac

Bergstrom Chevrolet
of Madison

10



Roadmap:

My background

Why engagement matters CU E ,

The future of member engagement @

FUTUHE ‘SUMMIT

CU IN THE FUTURE

Goal: Provide you with actionable
ideas you can use tomorrow

LARKY CUEgr



Defining and measuring
engagement

No universally
agreed upon
definition or
measure

LARKY



Defining and measuring

Money management activity
+ advice activity, + product
penetration + channel usage

LARKY

THE
FINANCIAL

BRAND

Shevlin, Ron (2017, January)
How to calculate member engagement
Retrieved from https://thefinancialbrand.com
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Defining and measuring

Percentage of members with:

Active checking accounts

Direct deposit
Consumer loans or credit cards
CUES

Percentage Of: Conway, Bryn C (2015, July)
Mastering the Metrics.
Online or mobile banking users Retrieved from https://www.cues.org

Checking accounts using billpay
Accounts using e-statements
Accounts using mobile deposit

Think back on the root cause by measuring interactions with your web

site, social media, direct mail, email, e-newsletters and member surveys.

LARKY CUE#r 14



Defining and measuring
engagement

Primary Type of Metric Used to Quantify Customer
Engagement Success According to Marketing
Executives in North America*, Q4 2015

% of respondents

Revenue metrics (customer lifetime value, revenues per
customer, overall revenue increases)

Campaign metrics (clicks, conversions, shares, traffic and web
analytics)

e ————

Sales enablement metrics (downloads, lead flow,
lead scoring)

I -~

Service metrics (customer satisfaction, customer feedback,
reviews)

I, 0%

Finance metrics (maximized margins and profitability, reduced
verhead and selling costs)

0
I

Note: used by their company; *84% of respondents were from North
America

Source: CMO Council, "Predicting Routes to Revenue: Identifying Real-Time
Decisions for Business-Driving Engagement” conducted in partnership with
Pegasystems, Jan 20, 2016

LARKY
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Defining and measuring
engagement

What’s meaningful for
you to measure?
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cuﬁr

Determine your metrics for

measuring engagement H”UHE Summ"

CU IN THE FUTURE
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Roadmap:

My background

Defining and measuring engagement 4

The future of member engagement @

FUTUHE ‘SUMMIT

CU IN THE FUTURE

Goal: Provide you with actionable
ideas you can use tomorrow

LARKY CUEgr



Why engagement matters

Fully engaged consumers bring $402 in
additional revenue per year* to their
primary bank vs those who are actively
disengaged.

Fully engaged average of 6.28 products Hughes, Jon and Youra, Beth

per consumer vs. 5.14 products per A biairel

. . The Financial and Emotional Benefits of
actively disengaged consumer.
Fully Engaged Bank Customers

. Retrieved from https://news.gallup.com
71% of fully engaged customers intend

to use their primary bank for the rest of
their life.

y
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Why engagement matters

“...millennials have the lowest levels
of customer engagement with their
primary retail bank (30% are fully
engaged) compared with baby

o . ,
boomers (40%) and traditionalists R S (200 Sl

”
(5 1%) . 4 Ways Banks Can Win and Keep
Millennial Customers
“Millennials now su rpass ba by Retrieved from https://www.gallup.com

boomers as the largest generation in
the U.S. -- 73 million strong
according to Gallup's 2016
estimates.”

LARKY CUEST™



Why engagement matters

91% percent of mobile banking users prefer
using their app over going to a physical
branch (CITI mobile banking study)

Consumer visits to retail bank branches are
set to drop 36% between 2017 and 2022,
with mobile transactions rising 121% in the
same period (CACI)

One-third of consumers have purchased a
financial product from a provider that was
not their primary bank in the past year.
(informa.com)
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Why engagement matters

Improve communications with
members who:

* need help, or are about to churn
= are ready to buy a new product or service

= are appropriate for an upsell or cross sell

LARKY
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Key reasons engagement
matter to your credit union?

LARKY

KEEP
CALM

AND

TURN OFF
THE ALARM

CUEgr



cuEs™

Determine your metrics for A

measuring engagement FUTURE SUMMIT

CU IN THE FUTURE

Be ready to articulate to your team
why engagement is important

CUEgr 24
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The future of member engagement

ANDREESSEN HOROWITZ
The smartphone industry dwarfs PCs

4bn people buying every 2 years instead of 1.6bn buying every 5 years

Quarterly unit shipments (m)

(old news from 2014)

March95  March97 Mach-99  MarchO!  Maxch03  Mach- 08 March-07  March09  March?! March 13

Source: Gantner, Apple, Google, aV6z




The future of

Data driven/quantified

LARKY

Tailored experiences are expected

Members will compare you to Facebook, Apple
Amazon, Netflix, Google...

‘Wow’ is the norm

Privacy tradeoffs

CUES™



The future of member engagement

J7 pets.com

*0® mvyspace
e ySp

a place for friends



'mpact: high-ROI product sales

Create Nudge CREATE COMPOSE TEST/PREVIEW SEND
NAME YOUR NUDGE
What 60 you wiant 10 Cafl U AOLACabon. 30 you D SAVE THES ML

Can rack & in reports and via the dainboana”

LOCATION & SCHEIDULE

6k credit Union ONE

Finance your new car with rates as low as 3.3%

Set Location
Where will Uiar s receive The Notfication

€111 S Pernayivans Ave B Laneng Miosd

Set Proamity
Mow Wrge 4 the notfcation aes’

o

Set Sowed St Dwiry
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Set Timetrarme Set Active Window

stat OOV ] 2ot Am 24 Mowrs Per Day [7]
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Actionable insights about your audience

FARMERS

Raikosd Dau INSURANCE _
WASHINGTOR® ™ o0 @ Z
PARK

£ Michigen Ave
“

b

VISITED LOCATION ¥

517-222-2929

Baker Wealth Management  1/28/19

]

517-232-0000

s

Famaers Insurance

/289
[ Marguerite Armold

Bt 2

margieasbcglobal.net

D
vy
Houg

517-845-1923

Main Street Savings

) Ceraldine Bass

a8/
gbassamsn.com

517-888-3432

Main Street Savings

/289
Ashley Beck

517-342-8787

Target

Shirley Owen

EXPORT TO CSV

/2819

517-631-7861

Washington Park

/2819




cuEs™

Determine your metrics for ‘

measuring engagement FUTURE SUMMIT

CU IN THE FUTURE

Be ready to articulate to your team
why engagement is important

Make a commitment
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member engagement

Tailor to the needs of your members
3

plgnét
fitness

Look for ideas outside of our industry

f[ (2] e
) B
Set goals and measure results
E{'.::...n)
||mmuq§
Marathon vs. sprint

¢4
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