DESERT SCHOOLS

EEEEEEEEEEEEEEEEEEEE

Presentation by: Nelson Jim



INTRODUCTION

The Desert Schools relationship program was designed to increase giveback to members/households with deep relationships and
encourage members with limited relationships to do more with us by contributing to the cooperative. This document will outline an omni-
channel communication plan to educate members about the program.

Core Objective:

Make full use of “sticky,” program-related communications to current members and encourage them to opt in through
various mechanisms. Through targeted, timely and consistent communication Desert Schools can avoid a loyalty/relationship
program’s inherent risks:

» Cost of communicating the program, its incentives and member level
» Member disinterest/apathy/fatigue with the program

» Lack of integration throughout life-cycle process

» Lack measurement, data and feedback.
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COMMUNICATION & EXPERIENCE



Not everyone will receive the same type of communication. We want to tailor the content and frequency of our communications to each
member demographic and their potential lift. Understanding and communicating around what motivates tier specific members will help us
not only optimize our communications, but the actions and activities that accelerate the desired result.

High levels of segmentation and personalization for each tier
Concise communication about the program and what is expected from the member
80/20 rule, create clear rule structures built around behaviors that consistently produce result
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QUESTIONS ANSWERS CREATE
IDENTIFY MAP AUDIT FIND GAPS
What's persona’s | | Answer concerns, Fill missing
Segment Map content to the | | Audit content, find | | Ask, where are we
define concerns, drivers, questions content areas for
personas questions. what is valued. missing content?
drivers? of each persona. each persona.

Focus on high-value and high potential-value

Concentrate on those who have the most propensity to move up, buy and make substantial purchases in the future, even if they're not
coming to us regularly. This allows us to investment more time in segmented and targeted communications as well as frequency to the
members who will yield the most return.

Design our communication strategy around Tier 2 and Tier 3 members.
Our most valuable members of the future may not be sitting in our top tier today. We should pay attention to Tier 2 and 3 members
- these are the members that may be most agile in evolving their relationship.

Offer content, resources and tools to facilitate movement throughout the tier structure _ _
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Product-based messaging to customer centric messaging
A consumer’s desire for seamless, compelling and personalized brand experiences can help drive enrollment for our program. By focusing
on the level of involvement consumers have with the brand across channels. Ultimately, you need to deliver value to the consumer to earn

and maintain their loyalty. If you only focus on transactions, you are missing a big opportunity to use your loyalty program as a way for
consumers to establish an emotional connection with the brand.

Clear and concise

Overall satisfaction with loyalty programs is 5 times higher when receiving targeted, segmented and relevant communications, according to
the a report by Bond Brand Loyalty. Because most marketing materials are supposed to cover all tiers, their offers and incentives, 32% of
consumers do not know what tier they belong to according to a study from COLLOQUY.

Concise communication about the program, what, why, how

Clearly communicate what is expected from the member
Take the mystery out of what tier they are
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Online delivery helps to minimize some of the inherent risks. First, with email and web-based delivery the cost to communicate the details
of the relationship program are negligible, other than the fixed cost to create the communication. Second, the program can be kept fresh
with continual improvements, messaging strategies and even incentives if apathy occurs.

Traditional channels will also be utilized to vary our communication including but not limited to direct mail, statement banners, branch
materials, ATM messaging and on-hold messages. These communications will all push traffic to our three fulfillment mechanisms, online,
eBranch and Branch.

Make it simple

Keeping opt in mechanisms simple by minimizing complexity will do wonders for adoption rates. An e-commerce/lead generation approach
will be built to ensure ease of use in today’s digital landscape and provide valuable insight into behavior. To appease current members, and
attract new ones, we need to offer an intuitive, easy-to-use program without complicated menus and processes.

To simplify the opt in process, marketing will develop a lead gen program to route opt-ins to eBranch for up-sale opportunities.
Marketing will create a Relationship Wizard so members/prospects can forecast their tier and savings.
Explore integration into Online Account Opening

Execute and listen
Once rolled out, listen to members and customer facing employees on an ongoing basis to see what members like and dislike.

Revise and personalize

Continue to revise the marketing programs based on customer feedback. Then, incorporate more one-to-one messages and personalized
offers.
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DIGITAL CHANNELS
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The homepage is prime real estate to promote relationship pricing. Using personalization we target or personalize the image and

messaging in many various ways and measured to optimize the approach. For example, members who have already joined the program can
receive messages about products that would move them to the next tier while members who haven’t receive an alternate message. The
membership section of the home page can highlight our loyalty program as well.

L’ CHECKING & SAVINGS LOANS CREDIT CARDS FINANCIAL PLANNING INSURANCE & LOGIN BECOME A MEMBER
E’ DESERT SCHOOLS :

PERSONAL BUSINESS MEMBERSHIP INSIGHTS

Checking & Savings Loans Credit Cards Investments Insurance

EXPERIENCE THE DIFFERENCE OF MEMBERSHIP

When you become a member of Desert Schools, you become an owner in a local
credit union founded to serve valley residents.

MEMBERSHIP

e % @ @

We're Here for You We Serve the Valley We're Local We're All About You

We'll help you find the

resou

ENROLL TODAY @

solutions that meet your
needs at every stage of
life, from college to
retirement.

You don't havetobea we'll help you find the

teacher or student to join. If
you live, work, worship or go
to school in Maricopa, Gila or
Pinal County, you're eligible
for membership.

solutions that meet your
needs at every stage of life,
from college to retirement.

‘

Presentation by: Nelson Jim

The day you join us, you
become an owner in a
financial institution that's all
about you. Because we're a
not-for-profit, we can do
what's best for our
members, not shareholders



Gold tier rewards
$20K to $50K 3-month average combined balance requirement

The relationship page should be our long form web page that m—

explains the membership rewards program to a broad audience GoLD PLATINUM PLATINUM HONORS

without the assumption that they are a member.

5% Interest 25%
. . . Rate Booster Rewards Bonus
This page should include the following: sy e N
. Money Market Bank of America®
P r09 ram outline Savings account! credit cardsz
Relationship tiers or slider
Relationship Wizard (phase 2)
: i $200 0.25%

Tier structure chart Elrilgrl;ltt}éemice Reduction in the Interest Rate E;es
Brochure download Origination Fee Discount

on a Bank of America home on a Bank of America auto o S?|EC[ evgrydag.r

h ' H purcnase or nance oan’ purchase or nance oan:

Conversion mechanism (OAQ, lead generation form, phone o el e e bk G Gl

numbers and find a branch])
I | 2 | 3 c U R R E NT The current account that pays you cashback on your househeld bills and interest on your balance

C ross Sel.l_ (0] p pO rtu nltleS ACCOUNT for £2 a month. Find out where you can earn cashback.

To enter your monthly spend, move the sliders or type into the boxes Annual Total

Cashback on council tax @ £ 165 —mi
0,
Cashback on water @ £ 475 _m £1 38
Cashback on Santander £ 540 _m_
mortgage payments @

2% Cashback on gas and £ 385 _m— £92
electricity @
3% Cashback on phone, mobile, £ 455 _m_ £1 64
broadband and TV @
-3
AER

1

)| Your balance: how much is ¢ | 11800 m £343
usually in your account? @

11213 Current Account total £738
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Login | Locations | Contact | Rates | New Loans and Accounts: 602-335-5003 | Service: 602-433-7000

7 L DESERT SCHOOLS

FEDERAL CREDIT UNION PERSONAL BUSINESS MEMBERSHIP CONTENT HUB Search Q

ABOUT DESERT SCHOOLS WHY JOIN

Our membership page should be updated to incorporate

Relationship Rewards as an integrated part of a membership A ‘ ik ik
EXPERIENCE THE DIFFERENCE OF MEMBERSHIP §

at Desert Schools. It will be a brief introduction and link to the
Achieve your financial goals and dreams when you

various resources that allow members and prospects to learn become part of @ community that's al about

community.

about Relationship Rewards.

HOME / MEMBERSHIP
Why Join?

If you live, work, attend school, or worship in Maricopa, Gila or Pinal County, we invite you to
experience the benefits of a credit union that's all about helping you to succeed.

To get started, simply open a membership savings account and deposit a minimum of §25.
Then rest easy knowing that we'll be here to provide the professional services and products
you need to achieve your financial goals throughout your life.

What's Different About a Credit Union

Your dreams and financial goals are personal. They're not about loans or financial transactions. They're
about the memories you create in your home, adventures you experience driving the open roads of
Arizona in your dream car, the freedom that comes with retirement, and that satisfaction of protecting
your loved ones.

When you become a member of Desert Schools, you won't be a number or a transaction. You'll become
an owner in a local credit union that offers products and services designed to enhance your life.

About Desert Schools

We were founded on the belief that as a community, we can accomplish more of our financial goals
when we work together. That's why the more cur members use our services, the more we're able to give
back — allowing you to achieve your goals a little faster.

We invite you to join more than 300,000 member-owners that are experiencing the difference of

membership.

* Products and services made just for the local community

* Attractive rates on loans and rewards for loyal membership

+ Innovative tools and resources to help meet your financial goals

* Access to free financial seminars and professional investment advice

Learn more about the difference between credit unions and banks
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n EMAIL

Email is our most cost effective means communicating the program, its incentives and member status. It also offers a wide variety of
segmentation and personalization options. Members can be targeted to provide them the most relevant information they need to make a
decisions such as current point count, tier level and possible savings.

» Highly personalized

» Powerful segmentation
» Cost effective

» Measurable

» Agile
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Bl EMAIL OVERVIEW

Targeted
Introduction

Introduction

Reminder Nurture
Series Series
Activity Activity based
. Sales Team £ N
Series S 7

N .

Targeted
Introduction

Nurture
Series

Sales Team

Congratulations

Reminder
Series

Retention
Series
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ol SOCIAL

We are proud of the relationships we build with our members and promote it accordingly. Launching an unified social strategy solidifies our

omni-channel approach, encourages greater engagement, promotes expected behaviors and expands our reach beyond our members.

» Social media allows us to brand the program positively and be proactive about negative feedback.

» We could create a simple video explaining the program, upload to YouTube and using in our other collateral.

» Depending on the amount of activity, a social inbox can allows us to route customer service requests to MAC/eBranch seamlessly.

&, Desert Schools Federal Credit Union
’ 4hours ago @

No matter where you are financially you presper with Desert

Schools. Our rewards program offers instant savings on rates,
fees and services. Visit desertschools.org/member-rewards

INTRODUCING

MEMBERSHIP REWARDS
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No matter where you are financially you prosper
with Desert Schools. Our rewards program offers
instant savings on rates, fees and services.

ENROLL TODAY »

Like * Comment * Share [ 786
£ 7,556 people like this.

E Wirite a comment...

1 just refinanced my auto loan and reached the Achieve
membership! I can't wait to get my member cash back.

Top Comments =

Like * Replv - ¢ 29 * December 6 at 7:07om via mobile

L’ Write & comment...

1,033 people saw this post &l Boost Post v

Desert Schools Federal Credit Union
Ea 4hours ago @

Mo matter where you are financially you prosper with Desert
Schools. Our rewards program offers instant savings on rates.
fees and services. Visit deserischools org/member-rewards

MEMBER

REWARDS

OUR REWARDS PROGRAM OFFERS INSTANT SAVINGS

Like - Comment - Share B 786

& 7,556 people like this.

E Write a comment...

I feel appreciated. Much rewards! My favaorite part is that I

Top Comments =

®
ﬂ don't have to pay ATM fees anymore.

Like *Reolv - 8529 * December 6 at 7:07om via mobile

YoulTID =

DesertSchools FCU

Home Videos Playlists Channels

START GROW

ACHIEVE

Read more

Discussion

PROSPER

About Q

Learn more about our
Relationship Rewards program
1,378 views 3 years ago
http:/fwww.desertschools.org - There
are so many banking options available
to you. How do you choose? One place
to look is their history. Has your bank
been in the Valley for over 70 years?
Also, is your bank locally owned &
operated? Desert Schools Federal
Credit Union has and they have more
than 50 locations fo serve their

members. From Arizona morigages to...

Upload n a

. Desert Schools

D Subscribe [

Popular channels on
YouTube

n #Music
Subscribe
#PopularOnYouTu...

Subscribe
Bart Baker =
Subscribe
Miranda Sings =
Subscribe

e
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11

With the upgrade to the mobile app 4.0 soon, we have the ability to utilize mobile ads and push notifications. Our other standard platform is

online banking where we can host banners and send messages to a member’s message center.

INTRODUCING Our rewards program offers instant

RELA TIONSHIP REWARDS savings on rates, fees and services.

Account Hlstory
Erom: = Last 60 Days History
sh OR Last 90 Days History
Tor g e
Joint Checking (Rename This Account) Download Option
Current Balance: Prior Year Dividend:
Available Balance: Current YTD Dividend:
Current Cycle Non-PIN Items: @ Prior Cycle Non-PIN Items: 70
Privilege Pay: @
Courtesy Overdraft Coverage Opt-In Level: @

, B Print this page

DESE“T SCHOOLS My Accounts Transfers Mobile Banking & Alerts  Bill Payment eStatements Resource Center

P °“‘| Message Center

Message Options

‘Welcome, Nelson

Update Profile
Last Login: 2/25/2015 Received Me ges

- Date v From Subject
Message Center
You have 1 new 2/2472015 Dae-rt Sc-hools Faderal Our rewards program offers instant savings.
message. Credit Union
Createfewiiessage N Desert Schools Federal
Credit Union

[T Help

Get help on this page 1/12/2015 Vanessa - Member

112/ Assistance Center

Create New Message

©:2013 Desert Schools Federal Credit Union
Federally Insured by the NCUA

Terms and Conditions | Security | Brawser Requirements

L DESERT 5CHOOLS

[EETTTIR TR RTE T

eeking Account

SAVE BIG WITH OUR MEW

RELATIONSHIP
REWARDS '
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TRADITIONAL CHANNELS



Digital signage can offer product branding around the program, provide key information regarding our relationship program and push
traffic to our three fulfillment mechanisms, online, eBranch and Branch.

INTRODUCING
RELATIONSHIP REWARDS P& -

Now there’s a program to reward you for for
your membership with us. Claim your savings ¢
on account fees, services and loan rates today!

-~ desertschools.org/rewards
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€l PRINT COLLATERAL

Our branch materials will facilitate conversations and also provide
our staff with the information they need to educate the member
on the benefits of our program. Even though traditional, these
communications will all push traffic to our three fulfillment
mechanisms, online, eBranch and Branch

» Sales tool

» Program brochure

» Take one

» Print on demand

» Personalized, targeted direct mail
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ATM messaging can thank them for being a member and provide key information regarding our relationship program, we can also push

traffic to our three fulfillment mechanisms, online, eBranch and Branch.

INTRODUCING

RELATIONSHIP REWARDS

Mo matter where you are financially wou prosgper with
Desert Schools, COur rewards program offers instant
zavings on ratez, fees and e rvices, '
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INTEGRATION & RETENTION



Retention

Rewarding members for consuming products is no longer enough, a cohesive communication strategy should be put in place to sustain a
branded relationship with our members. Frequent informal communication can show that we value not only their business but the member
as an individual. ltems such as perks for membership anniversaries, birthday wishes or greetings from their local branch can help give a

personal touch to our service.

Integration

Our Relationship Rewards Program should be integrated across the marketing acquisition life-cycle, throughout the product sales cycle
and in customer retention strategies. This is especially important given the speed at which transformation will happen - incentivizing things
like engagement, lead generation activities, financial education, will help motivate members and prospects to evolve their relationship.

Communicating the value of relationship rewards to members and prospects through the sales cycle will be highly segmented focusing
lead nurturing and lead generation. Rewarding positive behaviors keeps the funnel full for recurring revenue products/services.

Lead generation for singular product entry points.
Lead nurturing program as added benefit/savings.
Integration with OAQO

Incentive and train sales staff for tier movements.
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MEASUREMENT & FEEDBACK



Our relationship program will be implemented on a set of robust technology platforms that can generate a wide range of customizable
reports. Data analysis will include a vast amount of data around engagement and conversion. Tracking and analysis should occur on a

routine basis so that improvements, enhanced communications and other efforts can be made to increase program success. Data will give
key insights that include:

Enrollments - conversions, life-cycle lengths, entry points, conversion points

Experience - Where are there significant bounce rates or abandonment

Messaging - What's working, members segment motivators, and content performance.

Program “usage” beyond just enrollment: Monitoring members who joined and then converted later to move up.
How soon did the participant respond after receiving program communications?

How did these participant sales/actions compare to that of non-participants?

Which branches show the highest participation in the program?

What was the repeat product consumption rate of participants compared to non-participants?
Incremental profits compared to the full cost of the incentive program.

Profitability of enrolled members versus non-enrolled.

Frequency of repeat purchases between enrolled members and non-enrolled.
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Using a combination of data analysis, CRM and surveys, plus subjective information we can better understand:

Likelihood of a enrolled members making a repeat purchase due to the program.

Likelihood of a enrolled members referring a friend or colleague.

Rate of customer complaints from enrolled members and non-enrolled, and the nature of those complaints.
Feedback about the program logistics.

Feedback on the enrollment process.
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