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By Dick Ensweiler

President’s President/CEO

Cornerstone Credit Union League

Column

t’s been quite a journey, but on July 1 we became official: the Cor-
nerstone Credit Union League. After all of the work to get us to this
point, we realize this is just the beginning. Along with a new name
comes a renewed focus in ensuring that we are representing and
serving well our credit unions in Arkansas, Oklahoma and Texas.

Each credit union is unique. The complexities in their operations
and characteristics in their membership vary greatly. As your league, we
understand the importance of offering relevant resources and solutions
to help you be more successful in growing and strengthening your credit
union, as well as deepening your relationships with your members.

As the CEO of the new Cornerstone Credit Union League, my
commitment to you is that as we work through the intricacies of
bringing three organizations together, we will not compromise our
service to you. We are working meticulously to ensure:

* We maintain a strong presence in the state capitals of all three
states and continue cultivating the relationships already es-
tablished by each league, with appropriately staffed offices in
Austin, Little Rock and Oklahoma City.

e We keep [our finger on the] pulse on what is happening on the
regulatory front. On the premise of protecting consumers in the
wake of the economic recession, the recently-created Consumer
Financial Protection Bureau (CFPB) is in the process of
reviewing and revising current rules and regulations. Your
League is working tirelessly to keep you abreast of any regula-
tory changes, provide the information to enable and encourage
you to respond to proposed rules, and offer you the guidance
and assistance you need to operate in compliance with laws,
rules and regulations.

e Quality and pertinent professional development opportunities
are available to you in formats that meet your budget and busy
schedule. It is imperative that employees and volunteers alike
continue learning so our credit unions can remain competitive.
Your League knows and understands that everyone’s learning
style is different, which is why we will offer a variety of train-
ing programs, from distance-learning to seminars, workshops
and conferences.

e Your Cornerstone Credit Union Foundation is poised to sup-
port your professional development aspirations by offering
grants and scholarships. Your Foundation also provides excep-
tional financial education tools and supports the credit union
community when disaster strikes.

e We are enhancing communications. While it is important to
keep our member credit unions current on what is happening
at the League, in our industry and in our market space, we un-
derstand that we must also be sensitive to your needs and ex-
pectations. We strive to provide valuable information, without
overwhelming you with too much material.

We are on an exciting journey, and | look forward to what the
future holds for the Cornerstone Credit Union League.



Chairman’s
Forum

By Paul Trylko
President and CEO
Amplify FCU

he definition of change is to “make or become different.” For me, change
represents progression, but for others it can evoke feelings of discomfort
or fear.

When we first began pondering the possibility of a consolidated
league, for example, it forced all of us to step outside of our comfort
zones. However, after a great deal of research and dialogue, we all came
to a consensus.

The reality is, if we remain stagnant — resistant to change — we run
the risk of losing our relevancy in the market space.

I recall a number of years ago when my own credit union, Amplify
FCU, went through a period of significant change as we re-branded. For
decades, we had operated under the name IBM Texas EFCU, serving a
limited field of membership. While we had a loyal membership base, our
board of directors had the foresight to realize that in order to sustain our
growth and vibrancy, we would need to expand our service area.

Changing from a SEG-based credit union to a community charter
was an undertaking that was not without its challenges. However, our
board of directors recognized that we had two choices: embrace change
and open our doors to a wealth of new opportunities, or continue with
the status quo.

Looking at where we are today, it’s quite evident that our board
of directors took the right path. Sure, there were some members who
initially had reservations about our course of action. But they soon
realized that this was indeed a smart move.

I’m equally confident that the consolidation of the Arkansas Credit
Union League, the Credit Union Association of Oklahoma and the Texas
Credit Union League is a smart move.

These three organizations have collaborated for a number of years,
so when the discussion of consolidation surfaced, it just made sense to
bring these parties to the table. In all of our conversations, our focus was
always on providing greater value and service to our members.

Together, I’m confident that we can leverage our strengths to
provide you — our member credit unions — with the service and resources
you need to be successful.

Change isn’t always comfortable, but | believe that when we
envision our future, it’s much easier to embrace.
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By Brian Turner
Director, Chief Strategist

Catalyst Strategic Solutions

A Crack in the Crystal Ball

conomic growth slightly ahead of last year, home prices almost
11 percent higher, unemployment rate down to 7.6 percent
and increased loan demand during the first quarter of 2013...
one must wonder whether to postulate these as being signs of
an economic recovery taking hold, or simply just signs of the
times. As any good economist might suggest, it’s probably a
little of both.

Where’s the economy? After experiencing a strong 3.1
percent growth in the third quarter of 2012, expansion slipped
to 0.4 percent during fourth quarter, but rebounded to 2.4 dur-
ing the first quarter of 2013. Increased consumer spending led
to both the third quarter of 2012 and first quarter of 2013 recov-
ery fueling optimism that most of our challenges are behind us.

But since the first quarter, consumer spending has again
backed off from a 3.1 percent increase to about 1.9 per-
cent during the second quarter. This is problematic in that it
accounts for two-thirds of the nation’s GDP, and certainly was
the catalyst for the first quarter’s 6.6 percent annualized growth
in vehicle loans and the industry’s non-revolving market share
advancing to 9 percent.

GDP is now projected to average around 2.3 percent for
the second half of the year (notwithstanding a 1.7 percent pace
in the second quarter). This would be slightly better than the
same period in 2012. It would suggest that spending similarly
would be only slightly better than last year.

In 2014, GDP is projected to rise to 2.6 percent, suggest-
ing that consumer spending
will return to a 2.8 to 3 percent
annualized pace. As usual, all
eyes will be focused on the
employment sector — the prin-
ciple driver of the recovery.
Whereas unemployment will
most likely fall to 7.4 per-
cent by the end of the year, it
would not be surprising to see
it drop to 7 percent by the end
of 2014. The question will re-
main whether there will be ac-
tual strength garnered. For the
consumer, perception is reality
and if the metrics don’t match
the sentiment, it will not trans-
late into higher spending or
economic growth.

What about loans? The
industry experienced 1.6 per-
cent annualized growth-in-
loans during the first quarter,
mostly in vehicle loans. This
was certainly welcome news

during a quarter that traditionally shows very tepid demand.
Yet, much of that growth came from credit unions greater
than $500 million in assets, about 6 percent of the number of
credit unions in the U.S.

Collectively, the remaining 94 percent experienced a 13
percent decline during the first three months of 2013.

This remains problematic for the industry even in light
of rising market share. Moreover, as much of the industry has
benefited from the rising tide of mortgage refinancings, the
percentage of total applications attributable to refinancings has
declined during the past few months and has most recently hit
62 percent of applications — a far cry from its 89 percent peak
a couple of quarters ago.

So the questions remain — how much of first quarter
growth in loans ate up total demand expected for all of 2013,
how well have the majority of credit unions prepared them-
selves for flash market demand, and do risk appetites for
mortgage loans continue to threaten growth and earnings?
These will be the prominent factors for not only the rest of this
year, but certainly for 2014 as well.

What about interest rates? If the Federal Reserve is true
to their word, they will retain the current overnight rate target
at its prevailing level until the unemployment rate drops below
6.5 percent and the inflation environment is not greater than
2.5 percent. Through their “quantitative easing” program, they
have attempted to keep longer-term rates proportionate to this
short-term target in order to flat-
ten the yield curve and remove
disincentives for lenders to ex-
tend credit. Now, market forces
have taken over and, as a result,
longer-term rates gyrate into
a “tail wagging the dog” mo-
tion of 50 basis point swings.
This is what uncertainty does
to market forces and instability
in capital markets — probably
until mid-2015 or early 2016.
In any case, it is way too early
to categorize this as a rising
rate environment.

So in the meantime, credit
unions must continue to be
proactive in measuring their
members’ demand profile very
closely. Stable share growth
will require us to keep funds
employed, but moderate loan
demand and painfully slow
shifts in asset yields will con-
tinue to challenge net margins.
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By Allison Griffin
President

Griffin Strategies, Inc.

On the Front Lines: CU Employees Serve
More Than Their Members

hen people call or visit their credit union, they know they will be greeted by caring, helpful professionals who demonstrate the
credit union philosophy through their actions. So it should come as no surprise that those same credit union professionals also tend
to demonstrate the “people helping people” philosophy in their communities. Here are three of their stories.

Megan Scully, Lone Star CU
Dallas, Texas

Megan Scully, a call center employee of Lone
Star CU, is living a lemons-to-lemonade story.

Born with scoliosis, Scully has dealt with physi-
cal challenges, pain and numerous surgeries most of
her life. As she faced the grim possibility that she might
never live a “normal” life, she found strength in her dog,
Deakin, who remained by her side as she began the slow
and painful process of recovering and regaining her
strength to walk normally again.

“He seemed to have this special sense when | really
needed help or attention,” recalls Scully.

Later, when her father was diagnosed with and
ultimately succumbed to cancer, Deakin caught the at-

Lodge. For the past eight years, Beck has been active with
monthly Bingo games at the Norman Veterans Center, pro-
viding funds and snacks and organizing other special events
throughout the year. As a member of the Midwest City Elks
Lodge, Beck assists with dinners and other events aimed at
connecting and honoring local veterans for their service to
America.

She also raises supports both organizations financially,
making fleece blankets to give away or raffle off, as well as
collecting and sharing books, magazines, clothing and movies
for the veterans.

“It is awesome to sit and hear about their military experi-
ence and family,” says Beck. If | can spend a few hours each
month to brighten a veteran’s day, it also brightens my day.”

Where does she find this passion? As a military spouse,

tention of the nurses, who suggested he may have the
special traits to become a service dog.
Scully soon began the life-changing journey of training

Beck knows first-hand where there are needs. But as evidenced
in her service to Tinker FCU and to local veterans, Judy Beck
just has a big heart for serving others.

Deakin and her younger dog, Kopper, to be service dogs. For
some two years, Scully and her dogs have provided healing and
therapy to those in need, helping children’s hospitals, cancer
patients and wounded warriors. She and her dogs even volun-
teered during the spring to help those suffering in the wake of
nearby natural disasters.

Although she continues to have her own health challenges
to deal with, Scully has chosen to focus her energy and atten-
tion on helping others, both inside and outside of the credit
union. “It’s my passion and keeps me moving forward,” she
says humbly.

Ann Moses, Oklahoma Central CU
Tulsa, Oklahoma

Ann Moses loves people. As hu-
man resources manager for Tulsa-based
Oklahoma Central CU, she also carries
that passion into her volunteer work for
the Special Olympics.

“Because | am in human resources,
equality is tremendously important and
is so much a part of my makeup and val-
ues,” says Moses. “The inclusion that is
implicit in the Special Olympics movement is what draws and
rewards me.

She began volunteering for Special Olympics Okla-
homa about 15 years ago, helping with local events in
Tulsa. Eventually, the Special Olympics invited her to join its
volunteer management team that stages all events for Tulsa-
area athletes.

More recently, she also has moved into a statewide role,
serving on the Special Olympics Oklahoma State Games
Committee that organizes and holds games in Stillwater for
some 4,600 athletes each May, taking a week of vacation to
fulfill her duties.

When | see intellectually-challenged individuals train and
compete successfully in world-class sports, | get so much more
out of it than the athletes do,” says Moses. “I am humbled.”

= Judy Beck, Tinker Federal CU

—— Tinker Air Force Base, Oklahoma

: For Judy Beck, lobby supervisor at Tinker Fed-
eral Credit UnioFor Judy Beck, lobby supervisor at
Tinker FCU’s C-2 branch at Tinker Air Force Base,
serving members of the military has been a way of life
for more than 20 years. But her service does not stop at
the door; Beck also devotes her free time to improving
} their quality of life.

“| feel it is very important to support our veterans
in any way we can,” says Beck. “I have always en-
joyed helping out where needed, and this is one of the
fe?/reriht:;t:;isnlgnliléz areas where there is a special need.”
veterans. She volunteers with multiple organizations in Oklahoma,

including the Norman Veterans Center and Midwest City Elks

Judy Beck wraps gifts
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By Jeff Rendel
Certified Speaking Professional |
Rising Above Enterprises

Deep in the Heart of Members

s credit union professionals, we decipher profitability, demo-
graphic and behavioral data to create products, services and
delivery approaches that place our members at the heart of all
we do. While member loyalty is the goal, what is your plan?
Consider these loyalty strategies:

1.  Think “member capitalism.” Unlike old-school capi-
talism, member capitalism insists that members profit first
through lower fees, better rates, relationship pricing and
e-services. This leads to increased cash flow for members, which
creates more revenue for your credit union. Everyone profits.

2. Goodbye “cross selling,” hello “smart selling.” Offer
opportunities that make strategic sense — for the member.
Based on their profile, what additional product or service will
improve that member’s position? Upsell that product in a way
that makes your member’s connection with you more valuable.
No product or service makes sense? Thank your member for
being loyal and live to sell another day.

3. Geton board and think outbound. The earlier we help
our members use products and services, the better. For new ac-
counts, use information learned to obtain new business on the
spot. For existing relationships, mine data for opportunities to
earn business that exists at other institutions. Consider hiring

713.789.7077 | doeren.com/fig
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or training a sales professional dedicated to following through
on all member loyalty opportunities.

4. Become “besties” with your data. Productive credit
unions use hig data, predictive analytics and MCIF systems
that allow them to generate measurable, reliable and predict-
able member data sets that help focus sales and marketing
efforts. Task your marketing leaders with mining the data to
discover and pursue the best opportunities for increased loyalty.
5. Commit to a number. Choose one measure that indi-
cates your members are increasing their loyalty to your credit
union. Whether it’s products/services per member, single-ser-
vice households, or member lifetime value, get credit union-
wide buy-in so that at the end of each day, each credit union
professional should be able to affirm that he or she helped to
increase your loyalty measure through his or her commitment
to your members.

All opportunities with members — in business develop-
ment, establishing new accounts, and nurturing loyalty in
existing relationships — provide opportunities for increas-
ing loyalty. The more your credit union focuses on proving
its commitment to each member, the greater your member’s
loyalty will be to your credit union.

Rocky growth. Compliance cliffs. Steep risks.

You don’t have to make the ascent toward your
financial institution’s goals alone.

At Doeren Mayhew, our highly specialized Financial
Institutions Group has helped more than 200
institutions like yours find opportunities to drive
growth — from climbing toward enterprise risk
management, to overcoming steep compliance
challenges, to harnessing technology to stay
relevant on new delivery systems.

Simply put, we know the ropes. So whether your
vision is to achieve new heights, or you need a
rescue mission, you can always work in tandem with
us. Call 713.789.7077 to start the climb.

S DoerenMayhew

CPAs AND ADVISORS

Insight. Oversight. Foresight.=*



By Carrie Buchholz
Training & Communications Manager

Cornerstone Credit Union League

ProfessionalDevelopment

Mistakes will be Made, Recovery is the Key

verybody knows that nobody is perfect and that all of us will validated. Also, let each side vent. Getting it off their
inevitably slip up at some point when dealing with our mem- chests will help. Try not to make them repeat the story.

bers. Money will be given to the wrong
person, deposited in the wrong account,
or taken out twice for a payment. Mistakes
will be made.

So how does a credit union mend a re-
lationship after the mess? a WrOﬂg nOte,

The secret to member retention is the g
recovery,. it’s the next note
As esteemed musician Miles Davis .
has said, “When you hit a wrong note, it’s that makes it
the next note that makes it good or bad.” »
Here are some essentials to maintain- gOOd or bad.
ing the member relationship and restoring
trust and loyalty after a mistake: — Miles Davis
1. Apologize. Let the member know
you are remorseful and take
responsibility.

“When you hit

2. Listen. Get both sides of the story. Listen to both the
member and the employee and help each of them feel

Much More than Debit Card Processing!

If you have to, explain it in detail to the next
person in the recovery process.

3. Resolve. Fix the problem as soon as you
can. Communicate with the member once
the error is resolved.

4. Create. Put together a follow-up plan.
Make a list of any mistakes, the dates and
the members affected. Then create a set of
dates when you will contact and follow up
with the member. Sometimes a token, such
as a gift card, helps ease the situation.

5. Realize. Understand that no matter how
hard you try, you cannot make everybody

happy.

Julie Gamblin, VP of HR & Financial Services,

FAA CU and Glen Fields, Senior VP of Financial Services, FAA CU
contributed to this article.

Transfund

Making Money Move.

Our clients can’t believe how much time we save them with the ease and convenience of our
operating systems and settlement structure. They are thankful for the money saved and
peace of mind they get from our fraud prevention services. Our clients are proud of the
products TransFund can offer their customers and the revenue these products generate. They
also appreciate that we always have someone available to talk to and a team to help market
their programs. We understand that time is money; your time is best spent helping your
customers, just like our time is best spent helping ours. Call us today and see for yourself
what everyone is talking about.

The Proof is in the Numbers

38 YEARS

Call Trish Gosnell at
713.446.5292

www.transfund.com

30% SAVINGS

For 38 years we've been  To help satisfy consumer By switching over to
helping banks with debit  demand, TransFund has TransFund our customers
card processing, ATMs, developed a full line of see an average savings of
merchant services and card products including up to 30 percent. Call us

Regardless of where you call home TransFund has the fraud prevention. 15 unique product today to see what we can

capabilities and networks to take care of all your card
program needs. Headquartered in the central US, TransFund
has been providing a road map to profitability since 1975.

choices that differentiate  do for you.
yourself from your
competitors.
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By Tamra Fairbrother CMP, CMM
Vice President, Training & Events
Cornerstone Credit Union League

ProfessionalDevelopment

Companies Benefit When Staff is Engaged in Learning

Cornerstone CU League Focused on Your Professional Development Needs

believe I was about 21 years old when | met him. | was flying

to see my sister in Colorado. Bob McMahon was a professional
looking man, probably in his 60s. | was talking non-stop about
this exciting new career in a sales position and how | was going
to make a difference in people’s lives.

Looking back, he must have thought | was a crazy person.
He asked if | had heard of the author Og Mandino. | had not, so
he proceeded to tell me about one of his books, “The Greatest
Salesman in the World.” He handed me his business card and
told me if | stop by his office when | return home, he would
have a book waiting for me. When | got back home, | did stop
by his office, and he did indeed have a book for me. His gener-
osity to me opened a whole new world of professional develop-
ment and a love of self-help books.

Through the many years since that fateful day, | have
poured myself not only into books, but attending every lead-
ership event, sales conference or seminar I could to help bet-
ter myself. Along the way, | have worked for companies that
said they supported continued education, but did not have a
company culture to support it. I’ve been fortunate enough
to also work for a few that did. Either way, | understood

%
g

the importance to my personal and professional develop-
ment of engaging in every learning opportunity that I could.
| showed up.

In a leadership role, | not only look for ways to continue
my professional growth, but also the growth of my team. | be-
lieve that no matter what our job, our title or our position, we
benefit greatly from higher learning, and our companies benefit
from the results of that knowledge.

At the Cornerstone Credit Union League, we are focused
on providing a wide range of education and learning to ev-
ery facet of the credit union movement. We understand that
everyone does not learn the same way; therefore, we offer face-
to-face meeting opportunities as well as online webinars. It’s
important to us to continue providing value through our key-
note speakers and educational sessions. Even the fun parties
and golf outings provide networking opportunities that spur
conversation and connections.

We will continue to try new things to pique your inter-
est, keep you and your teams engaged, and continue to provide
relevant topics to drive performance to your members. All you
have to do is show up.

Built with the
most durable
substance of all.

A sound strategy.

Success is predicated on a sound strategy. Financial institutions across the
country have relied on LEVEL as a trusted partner to develop and implement

growth strategies. Long before the first drawings, we build an integrated plan
that analyzes a myriad of data to identify top opportunities and ensure financial
performance. We then continue as your partner to bring the strategy to life. This
includes real estate, integrated design, construction management and branding.
Contact LEVEL to see how you can begin to lay a foundation for success.

LEVELS:

Think strategically. Build creatively.”

STRATEGIr
CONSLULT i

2000 Riveredge Parkway, Suite 100 | Atlanta, GA 30328 | 404.761.0008 | www.LEVELS.com | info@LEVELS.com
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“The key to an effective and profitable
mortgage program Is KNOWLEDGE.”

To thrive in today’s mortgage market your
mortgage program must stay abreast of
ever-changing regulations and technology.
CU Members Mortgage offers continual training in all aspects of mortgage
lending to ensure you have the best intelligence at your fingertips.

From initial start-up of your mortgage program to ongoing education on
loan products and compliance, we offer countless training sessions

annually to make your mortgage program productive and profitable.

Because these days, what you don’t know can hurt you.

CUMEMBERS

MORTGAGE

A DIVISION OF COLONIAL SAVINGS, F.A.

AT YOUR SERVICE. ON YOUR SIDE.

Wallace Jones, Vice President Training
25 Years in Mortgage Lending

www.cumembers.com 800-607-3474 Extension 3225 NMLS #401285
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By Steve Gibbs, CUCE, BSACS
AVP, Shared Compliance Resources

Re g"l]].ﬂ.tOl‘Y&C Omp]_l anc e Credit Union Resources Inc.

Keys to Successful Information Sharing
(Keeping in Compliance)

inancial institutions (particularly credit unions) have lately
been concerned about the flow of information to and from their
files and databases. An increasing number of questions seem
to be stemming from requests for information about members
from third parties.

The following are a few tips to give you the appropri-
ate “mind-set” when determining whether to release or share
precious information.

e Know your regulations. NCUA’s Privacy Regulation re-
minds us to disclose to our members how (or if) we will
share their information with affiliates, third parties, etc.

e Right to Financial Privacy Act (RTFPA). Many times
individuals will incorrectly cite RTFPA as a “global”
protection from any person or group seeking information.
This is highly incorrect.

RTFPA was created primarily to protect the privacy of
individual financial data from seizure by government
entities without appropriate documentation. In many situ-
ations, this compels government agencies and authorities
to provide subpoenas or written releases of information
(signed by the account owner(s)) before any information
leaves the credit union.

e Bank Secrecy Act (BSA)/USA PATRIOT Act. Because
of the importance of these regulations, we receive con-
tinuous training on BSA, anti-money laundering regu-
lations and the USA PATRIOT Act. One of the primary
reasons for the Act was to provide quick and more
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efficient sharing of information between financial institu-
tions and law enforcement. Most requests for information
will be prompted by the filing of currency transactions
reports and suspicious activity reports.

Although we are committed to working with law enforce-
ment when questioned regarding these matters, we should
still employ appropriate policies and procedures to make
sure that the requests are BSA-specific and do not include
information that may be subject to other privacy protec-
tions (ex., RTFPA). If a request is vague or leaves any
question as to being wholly related to BSA, an institution
should defer to its legal counsel (or seek an opinion from
an outside attorney) as to what may legally be released.
Releasing protected information could result in costly liti-
gation for the credit union and the parties releasing that
information.

Document, document, document. Your best line of
defense is always effective documentation. Whether elec-
tronic or on hard copy, information requests that can be
saved and archived are the best safety net if litigation
should occur regarding that information. Even if a phone
call is made and a request results, no matter how insignifi-
cant, documentation should always be prepared for filing.

Make sure the information you supply is specific to
the request. When you have done your due diligence to
ensure that information can be released, answer all ques-
tions specifically and only to the point requested. Provid-
ing additional information, even though attempting to be
helpful, may create a liability situation for both you and
the credit union.

Keep it confidential. The most crucial point? Good
information protection practices will prevent unintended
sharing:

= Keep a clean desk.

= Limit and control information provided to social
media outlets.

= Shred any/all written information, printed or
handwritten.

= Practice computer security — make sure your
computer is off or locked when you leave it.

= Be wary of providing phone information.
Properly checked written requests and answers leave
a paper trail to protect you and the person making
the request.
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THE NATION’S LIEN MACHINE.™

VINtek was selected as the preferred product provider of ELT services
by Credit Union Resources, Inc, the service corporation of the Texas
Credit Union League™,

Call
VINteK at
888-VIN-6500
for a program
analysis
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Through the partnership between VINtek and Resources/TCUL, credit
unions have been provided with the education, guidance and technology
needed to replace paper vehicle titles with electronic titles. ELT programs
enable credit unions to receive digital titles from the DMV instead of paper
titles with liens. ELT reduces paper usage, title storage, manual processing
and postage costs, eliminates exposure to lien release fraud and improves
member service by eliminating the chance of losing a title.

E-title has been state-approved and implemented in Texas, Florida, Georgia,
South Carolina and 13 other states. States are passing laws replacing the
paper title with paperless ELT titles.

Electronic Lien and Title (also known as ELT or paperless titles) enables
State Departments of Motor Vehicles to send electromic lien notification EMAIL US: SALES@VINTEK.COM
messages instead of a paper title or paper lien notifications to lien holders.

HOW ELT WORKS BREAKING NEWS
* Liens are recorded to identify a lienholder

* The DMV sends a paperless ELT record to VINtek on behalf of a lienholder LEGISLATION FOR MANDATORY ELT

» VINtek maintains the ELT in our VINtekTIME “electronic vault" IN FLORIDA & GEORGIA HAS BEEN

* Upon satisfaction of the underlying loan the lienholder instructs VINtek TIME to PASSED.

release the lienholder lien

* VINtek sends a transaction to the DMV and the lien is electronically released ALL FLORIDA LIENHOLDERS ARE
REQUIRED TO PARTICIPATE IN THE

WHY LENDERS CHOSE ELT ol didioilleis

» Improves risk management JANUARY 1, 2013.

* Reduces titlc processing costs

 Eliminates postage expense

* Reduces physical title storage requirements

* Streamlines and optimizes business processes

* Increases organization efficiency

* Reduces fraud by eliminating paper titles in circulation
* Environmentally friendly "green" process

Ready to implement an ELT solution for your
automotive finance business?
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Do More. Offer More. Make More.
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We all have goals. And we all know that some are easier to accomplish than others. Staying
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That's because our goal is to help you stay within regulation while actually improving your
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Regulatory&Compliance

By Nathan Behncke
Regulatory Compliance Advisor
Cornerstone Credit Union League

Regulatory Q and A

n the midst of an ever-changing regulatory environment,
Cornerstone Credit Union League has assembled a group of
experts to help tackle the ins and outs of compliance issues in
the industry. Nathan Behncke, regulatory compliance advisor
for Cornerstone Credit Union League, introduces us to Corner-
stone’s “Compliance Hounds.”

Q: Who are the Compliance Hounds?

A: We are the Cornerstone League’s in-house compli-
ance and regulatory watchdog team. Our team includesa
former credit union CEO and two in-house attorneys who
devote their full time to researching and answering questions
for our member credit unions. We have access to legal data-
bases, industry and government resources to help us find the
answers you’re looking for.

Along with our partners in Cornerstone’s advocacy
department, the Compliance Hounds also contribute to
lobbying efforts, including bill analysis, research and drafting
of legislation.

In addition to answering questions, from time to time we
also provide seminars and training sessions at no extra cost to
our members, and distribute free DVDs on a range of important
topics, from the Bank Secrecy Act to board training.

Many credit unions have their own compliance officers
and in-house counsel; we provide another layer of resources
to assist your needs, free of charge to member credit unions.

The Compliance Hounds are led by Suzanne Yashewski,
senior vice president of regulatory and compliance at Corner-
stone and an attorney with the League for the last 12 years.
She is both Bank Secrecy Act Compliance Specialist (BSACS)
and Credit Union Compliance Expert (CUCE) certified and a
leading member of our legislative efforts. She is also a dog lov-
er and extreme recreational enthusiast, whosedogs Dory and
Chuy frequently appear in our newsletter to bark out important
compliance tips.

Barri Hamilton is our director of compliance and the tal-
ented voice on the other end of our InfoCentral Hotline. She
is a former credit union CEO and has worked with the League
for more than 11 years. She has her CUCE and Certified Credit
Union Executive (CCUE) certifications, is a graduate of the
Southwest CUNA Management School (SCMS), and is the
most experienced member of InfoCentral. She is knowledge-
able in every aspect of credit union operations. Her dog Riley
also appears in our newsletter.

I am the newest addition to our staff and came aboard this
past March. I’m an attorney with experience in collections and
bankruptcy matters and have worked in the U.S. Bankruptcy
Court. I am the InfoCentral researcher also providing support

to the Hotline from time to time. | don’t currently have any
pets or plants.

Q: Is there anything the Compliance Hounds
don’t do?

A We do not provide legal advice. We can offer guidance
on most issues, and we are open to hearing all your questions.
However, if we feel an issue is best left to your credit union’s
counsel, we will let you know.

Q: What is the InfoCentral Hotline?

A The InfoCentral Hotline is your call-in resource for
any questions that might arise during the regular course of
business. The Hotline is available during business hours, as
well as outside business hours as needs arise. The InfoCentral
Hotline is (512) 853-8515, or (800) 442-5762, extension 8515.
You can also email us at bhamilton@tcul.coop.

Q: What is the Infosight Manual?

A: The Infosight Manual is a comprehensive guide to
a wide range of issues that credit unions may find helpful in
their day-to-day operations. The guide is searchable and up-
dated as information becomes available. It includes both state
and federal information, with links to statutes, forms, opinion
letters and other resources. This is a free service available 24/7
at http://tx.leagueinfosight.com.

Q: What is CU Policy Pro?

A: CU Policy Pro is an online database for the storage
and publications of organizational policies and forms. The
database includes a variety of model policies that credit unions
may alter, modify and change to suit their needs. Credit unions
may also upload their own policies, and, using the publishing
features, create custom manuals for print to cater to any need.

CU Policy Pro is provided free of charge, and each
credit union may designate an administrator and control access
through other sub-master accounts. The Infosight team man-
ages registration for CU Policy Pro, and any questions may be
directed to nbehncke@tcul.coop.

Q: What is the Infosight Compliance
e-Newsletter?

A: The newsletter is our weekly publication that we
compile with our partners at CUNA to keep our credit unions
informed on hot issues in the compliance world. It includes a
listing of all deadlines for comment calls and training sched-
ules, and goes out on Friday around noon. To subscribe, email
nbehncke@tcul.coop with your request.
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t’s a story that is repeated all too often in credit unions across
the country. The annual membership meeting is just around
the corner, and that includes director elections. So the chair
quickly forms a nominating committee and directors scramble
to find willing candidates to fill the open positions. However,
many times this process results in choosing “less than ideal”
replacements because of the time constraints.

Your board plays a key role in the success of your credit
union; therefore, the manner in which the board is developed
can make a substantial difference in the performance of your
organization.

According to Yvonne Evers, author of “Peak Credit Union
Board Performance — 5 Key Strategies to Reach the Top,” one
of the many responsibilities your board has is to contribute to
the long-term success of the credit union by ensuring the mem-
bers’ interests are represented through maintaining a capable
board of directors.

The job of building the board is more than “just filling
slots” — it is about being strategic in the way a board looks
at its composition and its governing responsibilities. That is
where board succession planning comes in. Board succession
planning is the process through which a board takes a proactive
approach to ensuring that it has, and continues to have, indi-
vidual directors who, at a full-board composite level, possess
the skills, qualifications, experience and attributes necessary to
govern well on behalf of the credit union’s members.

But how do you develop an effective board succession
plan? According to Evers, there are seven steps:

Step 1: Assess the needs of the credit union.

Review the mission, vision and values, along with the
long-term strategic plan to identify the critical issues ahead
for the next three to five years. This will help you identify
the skills, knowledge, experience and expertise the directors
must possess.

Step 2: Compile a list of required attributes.

This step is the basis on which board succession planning takes
place. According to Evers, the list should include experience,
knowledge, functional skills and competencies, and demo-
graphical requirements.

Step 3: Assess current directors.

Using your list of attributes, you should conduct an assessment
of the current directors. This allows the board to see which
attributes are fully represented and which ones appear to be
missing and may be needed in future directors.

By Karen Houston-Johnson ;T "7
Vice President, OnBalance 1_:',;

Credit Union Resources, Inc. 3]
iy :

Is Your Board Prepared?

Step 4: Provide opportunities for board mem-
ber development.

After reviewing the current assessment, it is important to find
ways for board members to gain expertise in areas that showed
low prevalence. This could be accomplished in a variety of
ways — ongoing board education onsite or attendance at indus-
try conferences.

Step 5: Develop a process to anticipate board
member departures.

According to Evers, the next step is to develop a process that
will help the board anticipate when members might be retir-
ing from or leaving the board. This process helps the nomi-
nating committee or board governance committee ensure that
appropriate steps are taken to replace these board members,
and helps plan the composition and tenure of the members on
their executive committee.

Step 6: Build a list of potential board members
and orient them to the credit union.

Once the board has identified the important attributes needed
and has developed a plan for anticipating board member depar-
tures, it is time to build a list of potential individuals to replace
departing members. All board members, as well as the CEO,
should be involved in this step. Some credit unions have
developed roles such as associate director or board intern to
give these individuals some experience with the board.

Step 7: Develop a formal board member succes-
sion policy.

As Evers indicates, to ensure that this very important respon-
sibility of the board is being accomplished, your credit union
should create a board policy that outlines the process and
provides for some accountability by the board to complete
the process.

Credit union directors are distinct from other financial
institution directors and have the potential to add an enor-
mous amount of value to their institutions. Like any other
human resource, the search for qualified board and volunteer
candidates is an ongoing task. Taking a systematic approach
to recruiting, orienting and retaining volunteers can increase
your chances of surrounding the board table with a respon-
sive and highly performing board of directors — one that will
help ensure that your credit union thrives, even in fiercely
competitive times.
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Cornerstone Credit Union League Becomes Official

Board of Directors Selected

Now that the Cornerstone Credit Union League is official, we are pleased to introduce the board of directors who will help lead our joint efforts.

Dwayne L. Ashcraft
Region 5, Asset Category 2

Ashcraft serves as president — a position
he has held for 40 years — of Arkansas Superior
FCU in Warren, Ark. He served on the Arkansas
Credit Union League (ACUL) board of directors
as chairman, and is currently on the Credit Union
Legislative Action Council (CULAC) board of
directors, for which he has served as secretary, treasurer and chairman.
He also serves as a board member of the Bradley County Chamber of
Commerce, the Bradley County Industrial Development and Minis-
ter Resource. Additionally, Ashcraft is an inductee into the Arkansas
Credit Union Hall of Fame. He and his wife Carolyn have two children,
Tyson Ashcraft and Delaina Splawn. In addition to spending time with
his grandchildren, Ashcraft enjoys playing golf.

Jason C. Boesch
Region 4, Asset Category 1

Boesch has served as manager of Oklaho-
ma RE&T in Oklahoma City since 1997. He is
a director with the National Association of State
Credit Union (CUAOK) Supervisors and served
on the Credit Union Association of Oklahoma as
a director, government affairs committee chair-
man and audit committee chairman. Boesch is also a State Credit Union
Board director and was the recipient of the 2011 Credit Union Asso-
ciation of Oklahoma Troy Higgins Political Activist of the Year Award.
He is an Army JAG, where he has served in the Guard/Reserves for
13 years. Within the community, Boesch is a member of the Oklaho-
ma City Downtown Club, the Oklahoma State University Accounting
Board and the Oklahoma Sirloin Club. He enjoys farming and sports,
and he and his wife Candice have a son, Jacob.

James Boyd
Region 3, Asset Category 3

Boyd is CEO — a position he has held since
1992 — of Abilene Teachers FCU in Abilene,
Texas, where he has been employed since 1984.
Boyd has served as a chapter president and held
a seat on the Texas Credit Union League (TCUL)
Board for nine years. He acted as the secretary-
treasurer in 2010 and later as secretary. Boyd has also been on the Credit
Union Resources Board since 2008. He is a Southwest CUNA Man-
agement School (SCMS) graduate (1993) and has been involved with
the Abilene Education Council, including serving as past chairman and
past chairman of the Texas Scholars Committee. Boyd currently chairs
the Abilene March for Babies Campaign. Boyd, a scholar of military
history, has four children with his wife Karen.
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Jim Brisendine
Region 6, Asset Category 3

Brisendine is president and CEO of Re-
source One CU in Dallas. He began his career
with credit unions in 1976 and was elected to the
TCUL Board in 2008. He also served as chairman
of TCUL’s Communications Advisory Commit-
tee. Brisendine graduated from SCMS in 1988 as
an honor student. He and his wife Liz have a son, Kyle. Brisendine en-
joys playing golf and traveling “within limits” with family and friends.

Allen L. Brown
Region 5, Asset Category 3

Brown is CEO of Mil-Way FCU in Texarkana, Ark. He served as
the vice president of lending with Mil-Way and as an SVP prior to be-
ing named president and CEO in 1995. Brown served on the ACUL
board of directors for 15 years and the League’s LAC for eight. He is a
member of the City of Texarkana Arkansas Planning Commission, the
Texarkana Chamber of Commerce, United Way, and is a past president
of the Kiwanis Club of Texarkana. Brown is also a member of the First
United Methodist board of trustees. He and his wife Shelby have three
children, Matthew, Jared and Peyton. In his free time, Brown enjoys
playing golf and hunting.

Windy K. Campbell
Treasurer
Region 5, Asset Category 1

Campbell is president and CEO of Electric
Cooperatives FCU in Little Rock, Ark., a posi-
tion in which she has served for nine years. She is
a Credit Union Development Educator (CUDE)
and SCMS graduate (2008). Campbell has served
as a board member with SCMSAA since 2009 and, like Brown, was also
on the ACUL board. Campbell has served as a board member of the
Central Arkansas Chapter officer since 2005, and has sat on CUNA’s
Small Credit Union Committee since 2011. Campbell, who enjoys mu-
sic, reading, movies and sports, is also a Sunday school teacher and does
mission work for her church in the community and abroad. She has a
husbnad, Steve, and a daughter, Jessica Crow.



Z.Suzanne Chism
Region 6, Asset Category 1

Chism began her career with credit unions
as a volunteer on the board of directors and is
president/CEO of Texas Health Resources CU in
Dallas. She has held this position for 33 years
and just celebrated 40 years with the credit union.
She has also served on the Dallas Chapter Board
of Directors, SCMS Alumni Board, and on committees through TCUL,
the Credit Union Resources Board and TCUL’s Executive Committee.
She is a 1990 graduate of SCMS and a Certified Credit Union Executive
(CCUE). Chism is the Volunteer in Police Service (VIPS) coordinator
in Rowlett, serves as a Sexual Assault Response Team (SART) member,
and is a member the Community Emergency Response Team (CERT).
She enjoys traveling, reading and spending time with friends.

Nancy M. Croix-Stroud
Region 3, Asset Category 1

Croix-Stroud has served as president and
CEO of First Class American CU in Fort Worth,
Texas since 2000 and has worked in the credit
union industry since 1974. Croix-Stroud served
on the TCUL Board and was chair of TCUL’s
Audit Committee. She is a 1990 graduate
of SCMS, received her CUDE designation in the class of 2012, and
considers education one of her passions. Croix-Stroud is an advocate for
the industry and has been an active participant in the Texas Governmen-
tal Affairs Conference (GAC) and CUNA GAC. She presently serves on
the Children’s Miracle Network Hospitals (CMNH) National Advisory
Board for CU4Kids. She is also active in the chapter, serves as the PAC
liaison, and has baked hundreds of cakes for credit union fundraising
causes. She is married to Dennis L. Stroud and enjoys fishing, antiques,
theater, reading and spending time with her grandchildren.

Kenny C. Harrington
Vice Chairman
Region 1, Asset Category 2

Harrington, who began his credit union
career in 1986, is president and CEO of
MemberSource CU in Houston. He was elected
to the TCUL Board in 2012 and has been a direc-
tor of Credit Union Resources since 2002, where
he currently serves as chairman. He is a member of the Credit Union
Executive Society (CUES) and served the Houston Chapter of Credit
Unions (1999-2007) as a director, during which time he served as vice
president (2007) and treasurer (2003-2006). Harrington is a CCUE,
earning his designation in 2000. He and his wife Janis have two
children, Trey and Ryan.

Michael D. Kloiber
Secretary
Region 4, Asset Category 3

Kloiber is president and CEO of Tinker
FCU in Oklahoma City. Kloiber began his career
with credit unions in 1988, following 10 years
in banking. He has served in his current capac-
ity for more than 17 years. Kloiber was a board
member and past chairman of the CUAOK and the Credit Union Shared
Service Centers, Inc. of Oklahoma. He also serves as a board member
and the past treasurer of the Oklahoma City Council of the Navy League
of the United States, and he is a director and past chairman with the
Better Business Bureau of Central Oklahoma. Currently, Kloiber serves
on the board of the Defense Credit Union Council and on the board
of the Midwest City Chamber of Commerce as the past chairman. One
of the highlights of his career was the three years he served as a Com-
munity Depository Institutions Advisory Council member for Chairman
Bernanke, as well as his time on the board of governors for the Federal
Reserve Bank in Washington, D.C. Kloiber is married to Pam and enjoys
racquetball, holidays and fishing. He also really loves credit unions and
our industry, too!

L. Wayne Mansur
Region 6, Asset Category 2

Mansur is president and CEO of Texoma
Community CU in Wichita Falls, Texas. He has
served in his current position for 19 years after
entering the industry in 1982. Mansur is a for-
mer TCUL director and has served on various
committees, including education, TCUL-PAC,
TCUL Governance Task Force and others. Mansur was involved as past
president of the El Paso and Wichita Falls chapters. He has also been
involved with the Northwest Texas Council Boy Scouts of America as
council president, ALCOA/Howmet Foundation as a director, United
Way as a director, and Faith Village Church of Christ as a deacon and
Bible class teacher. He is married to Violet, has a son Shawn, and enjoys
bicycling, scouting, hiking, camping and gardening.

Carol Murray
Region 2, Asset Category 1

Murray serves on the Express-News FCU
(San Antonio, Texas) board as supervisory com-
mittee chair. She has served the industry since
1984. Murray is a graduate of SCMS (1987) and
has served the Alamo Chapter as president, the
Steering Committee for Alamo Chapter Credit
Unions for Kids as chairman (2001), and won the Dora Maxwell Award
for the Alamo Chapter. Murray is married to Thomas J. Murray Jr. and
has two sons and four grandchildren. She and her husband enjoy travel-
ing and spending time with their grandchildren. Murray also enjoys old
movies, reading and occasional bike rides along the San Antonio River
with her husband.

Continued on page 18
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Continued from page 17

Robert C. Peterson
Region 3, Asset Category 2
Peterson is president of One Source FCU
in El Paso, Texas, a role he has served since
2007. Prior to that appointment, Peterson served
as director and officer of One Source, and was
the owner and principal consultant of Peterson
! Consulting, a business and management con-
sulting company in El Paso. Peterson is a past recipient of the TCUL
\olunteer of the Year Award (2000) and served as trustee and chairman
of the Texas Credit Union Foundation. Peterson currently serves as a
director of Credit Union Resources and also sits on the International
Credit Union Relationship Committee. He is a founding member and
chairman of Friends of Consumer Freedom, a non-profit organization
dedicated to promoting financial literacy. Peterson holds industry CCUE
and Consortium on Financial Services and Poverty (CFSP) designa-
tions. He is engaged in a number of additional community initiatives in
El Paso, including business mentorships, foundation governance, lead-
ership development and Rotary membership. He and his wife Lillian
have two sons, Ryan and Barry, and a daughter, Kyle.

Paul A. Trylko
Chairman
Region 2, Asset Category 3

Trylko, who has been involved with credit
unions since 1979, serves as president and CEO
of Amplify FCU in Austin, Texas. He was elected
to the TCUL Board in 2008 and served as chair-
man. Trylko has worked with the Ultradata Users
Group Executive Board as board president and member, the Alliance of
Austin Credit Unions as founder and president, TCUL MSB Conversion
Task Force, the Credit Union Business Solutions Board as chairman,
CUES, and is a member of the Examination & Supervision Subcom-
mittee of the Credit Union National Association (CUNA). He has also
traveled to Poland to represent Texas credit unions at the World Council
of Credit Unions and to Brazil to represent Texas as part of a credit
union exchange program. He was named CEO of the Year by the Na-
tional Association of Federal Credit Unions for 2013. In 2012, he was
named one of Austin’s Best CEOs by the Austin Business Journal and
led Amplify to an award for “Best Customer Service” from the Austin
Chamber of Commerce. Trylko is a member of the Pflugerville Com-
munity Church as an elder. He and his wife Debbie have two children,
Tammy and Beth, with whom they have enjoyed sports and travel.

James S. Tuggle
Region 1, Asset Category 1

Tuggle is president and CEO of Transtar
FCU in Houston. Tuggle has been involved with
credit unions since 1989 and is a graduate of
SCMS. He has also served as president (2009-
ﬁ'\ 2010) of the Houston Chapter of Credit Unions,

as a TCUL PAC Trustee (2009-2010), and was

the 2008 SCMS class president. Tuggle actively supports advocacy and
small credit union initiatives. He and his wife Dorinda have a son, James
S. Tuggle 1V. Additionally, Tuggle enjoys fishing, golfing, little league
baseball with his son, and volunteering with La Rosa Family Services.
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JoBetsy Tyler
Region 2, Asset Category 2

Tyler is president of First Central CU in
Waco, Texas, and has been involved with credit
unions since 1984. As a member of the Central
Texas Chapter of Credit Unions, Tyler has served
as secretary and auditor, and has assisted on the
golf tournament committee. She was elected to
the TCUL Board in 2012 and was a member of the TCUL Communica-
tions Advisory Committee. Within the community, Tyler is involved as
a board member of the Baylor-Waco Foundation. She is also a Junior
League of Waco sustainer, helps with Boy Scout Troop 497, attends
Columbus Avenue Baptist Church, and works as a volunteer with Mid-
way ISD PTA. She and her husbhand Mike have three children, Paige,
Zack and Blake.

Gina A. Wilson
Region 4, Asset Category 2
Wilson is president and CEO of Oklahoma

Central Credit Union in Tulsa, Okla. She has
been involved with credit unions since 1983 and
is a graduate of SCMS. Wilson is a former trustee
@ of the Oklahoma Credit Union Political Action

. Committee (OCUPAC) (2001-2007), a former
board member of CU House LLC (2006-2011), and a former chairman
of the CUAOK board of directors (2006-2013). She currently serves
as a board member on the State Credit Union Board for the Oklahoma
Banking Department and is a member of the CUNA state subcommit-
tee, CUES, and the City of Jenks Board of Adjustment. Wilson and her
husband Phillip have two children, Tony and Nick. Wilson’s special
interests and hobbies include riding her Harley and spending time with
her children and granddaughter.

Dr. Paul Withey

Region 1, Asset Category 3

Dr. Withey is the vice president of strate-
gic development and public relations at Texas
Bay Area CU in Houston, and has worked in the
credit union industry since 1997. Dr. Withey is
a 2005 graduate of SCMS and is a Dale Carn-
egie graduate. He is also an adjunct professor,
teaching management and technology courses at a local university. He
has received numerous designations, including serving on the Houston
Chapter of Credit Unions Board of Directors from 2004-2010, where he
held the officer positions of president, vice president and treasurer. Dr.
Withey was a Texas Credit Union PAC Trustee from 2010-2012 and a
TCUL Legislative Affairs Committee member, and he also served on
the TCUL Board. In 2012, the South Belt Ellington Chamber of Com-
merce named him the Chamber Member of the Year.



Cornerstone Credit Union Foundation™ Board of Trustees

Chairman Arna Reynolds, CEO, CUDE, Amarillo Community FCU

Vice Chair Chris O’Connor, CEO, Randolph Brooks FCU

Treasurer David Dykes, President, First Family FCU
Secretary George Bujarski, CEO, VA Hospital FCU
Mandy Clayton, Director of Financial Education, CUDE, FivePoint FCU
Tim DeL.ise, President, Oklahoma FCU

Phil Dysinger, President, University & Community FCU

Buddy Hancock, Manager, Arkansas Teachers FCU
Dale Hansard, Jr., CEO, Caprock FCU

Kenneth Harrington, CEO, CCUE, MemberSource CU and Vice Chair of the League Board of Directors
Art Hornell, CEO, The People’s FCU
Michael Kloiber, CEO, Tinker FCU and Secretary of the League Board of Directors
Tim McCoy, Vice President, InTouch CU
Donna Neal, CEO, My Community FCU
Nancy Renneker, Executive Vice President, Harlingen Area Teachers’ CU
Scott Rose, CEO, CUDE, Kelly Community FCU
Suzie Spivey, CEO, River Town FCU

Advisory Members to the Board of Trustees

Kathy Garner, President/CEO, Catalyst Corporate FCU

Kylie Giancotti, Sales Market Manager, CUDE, CUNA Mutual Group

Foundation FOCUS Network Liaison Adelina Gomez, Business Development, Beacon FCU

DE Association Angela McCathran, CEO, CUDE, People’s Trust FCU
Past Foundation Chair Lily Newfarmer, CEO, CUDE, Tarrant County CU

*The Cornerstone Credit Union Foundation is the charitable arm of the League.

Credit Union Resources™ Board of Directors

Kenny Harrington
Chairman

Member Source CU
Houston, TX

John Barad
Union Square FCU
Wichita Falls, TX

Art Hornell, Jr.
The People’s FCU
Amarillo, TX

Robert Peterson
One Source FCU
El Paso, TX

Tony Black
Vice Chairman
BCM FCU
Houston, TX

**Credit Union Resources, Inc. is the leading provider of competitively-priced products, programs and solutions to help credit unions improve their operations and services to members.

Jason Berridge
Complex Community FCU
Odessa, TX

Dee Edie
Diamond Lakes FCU
Malvern, AR

Greg James
Pine Bluff Cotton Belt FCU
Pine Bluff, AR

Lynette Leonard
Secretary
Allegiance CU
Oklahoma City, OK

Jason Landry
Neches FCU
Port Neches, TX

Jim Minge
Texas Trust CU
Mansfield, TX

Tammy Passafiume
River Valley Community FCU
Camden, AR

Windy K. Campbell
Treasurer

Electric Cooperatives FCU
Little Rock, AR

Larry Shropshire
Communication FCU
Oklahoma City, OK

Robert Taylor
Western Sun FCU
Broken Arrow, OK

Ex-Officio

Paul Trylko
League Chairman
Amplify FCU
Austin, TX

Michael Kloiber
League Secretary
Tinker FCU
Oklahoma City, OK

Dick Ensweiler
CEO

Cornerstone Credit Union League

Credit Union Resources, Inc.
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By Miriam De Dios
CEO
Coopera Consulting -

Know Your Demographics —
It’'s Key to a Hispanic Growth Plan

f growing you membership, lowering the average age of your
membership, and increasing revenue opportunities are pri-
orities for your credit union, you should consider a Hispanic
growth plan in your strategic planning efforts.

The face of the American consumer is changing: The 2010
U.S. Census revealed that one in six U.S. residents is Hispan-
ic, and among children, that statistic is one in four. By 2050,
analysts predict that statistic will soar to one in three. In Texas
alone, 38 percent of the population is Hispanic and is projected
to double by 2040, growing from 9.5 million Hispanics to 19
million Hispanics. And with an estimated one out of two U.S.
Hispanics being unbanked or underserved, this demographic
currently represents the biggest growth opportunity for your
credit union.

Hispanic outreach is an indispensable investment in the
future, yet having a Hispanic growth strategy on its own will
not generate the kind of success your credit union needs. Out-
reach and growth plans need to fit into your credit union’s
overall strategic vision to create truly sustainable success. Any
courtship of Hispanic members, whether it’s based on product
development, community outreach or best — both, will require
a strong commitment by your credit union to be strategic. This
means planning, budgeting, and allocating time and human
resources all in the name of developing the staff and tools you
will need to generate loyal member relationships from this
powerful community.

However, before even offering relevant products for
your Hispanic members, such as remittances, credit builder
programs and affordable checking accounts, it’s important to
first take the necessary steps to understand more about your
local Hispanic community. The Hispanic population is com-
plex, and its demographic and psychographic characteristics
can vary widely depending on the region. A deeper understand-
ing of your local Hispanic community will provide the type of
information that will help you adapt to this market and better
influence your decision-making moving forward.

In many places, little research has been documented about
the make-up of the Hispanic population. For this reason, tra-
ditional sources of information may not provide the insight
you need to truly understand your local Hispanic market. Be
creative and engage non-traditional resources.

For example, connect with your Hispanic Chamber of
Commerce and network with school officials to get a sense
of growth in the small business and youth population in the
community. Talk to key messengers within the community
such as social service workers, teachers, priests and pastors,
business owners, day-care providers, immigration attorneys

and employers. Get these individuals together and host a focus
group to learn more about the needs of the Hispanic commu-
nity in your area. In addition, cross-reference any analytical
research you might find to the information provided by your
local sources.

Below are some key areas of information you should
know about your local Hispanic community prior to launching
any Hispanic growth plan:

e Hispanic population size in your field of membership

(FOM)

e Projected growth of the Hispanic population in your
FOM

e Language preference
e Nationality

e Number of years living in the U.S. for Hispanic im-
migrants

* Median age

e Median income

* Household size

« Proportion of documented versus undocumented
« Major employers

¢ Number of Hispanic-owned businesses

¢ Schools with high Hispanic enrollment

e Hispanic-serving organizations and agencies

e« Amount paid in fees to fringe financial services
providers (i.e. check-cashers, remittance shops, rent-
to-own shops, etc.)

¢ Financial needs

Use this information to drive your Hispanic growth strat-
egy by setting a baseline for growth and defining your target
market. A defined target market will allow you to be more
effective in determining your personnel tactics, implementing
your product development strategies, adapting your processes
and designing your Hispanic marketing and outreach programs.

Breaking down this demographic research phase into
manageable sub-steps and seeking experts to help you along
the way will ensure you’re not recreating the wheel and spend-
ing any additional time and resources than needed. Once
equipped with the right information, it’s a matter of follow-
ing a strategic, comprehensive approach to create a sustainable
Hispanic growth plan that will be structured to meet the needs
of your changing field of membership.
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Best Practice: Finding Your Next CEO

ne of the primary responsibilities of CEOs is to ensure their re-
placement will be ready to step up when they step down. Randy
M. Smith, longtime CEO at Randolph Brooks FCU (RBFCU),
fulfilled this responsibility to the utmost. For years, he trained

 and mentored a group of talented executives, any one of whom

was a potential candidate to succeed him. He had positioned
the credit union for continued success and as his retirement
approached, the board assumed the responsibility to select the
person best able, in the credit union’s judgment, to lead its staff
into the future.

Following Smith’s announcement of a planned retire-
ment date, the board selected Christopher W. O’Connor to
lead RBFCU, with an effective date of Jan. 1, 2013. Beginning
in October 2011, O’Connor was named president and Smith
retained the title of CEO. During the time before Smith’s retire-
ment, O’Connor took on additional responsibilities previously
charged to Smith. This arrangement worked well and facili-
tated a very smooth and effective transition. Below is a Q&A
with RBFCU Chairman of the Board Dr. Harry M. Edwards
about the credit union’s successful succession planning.

Question: Prior to Smith’s departure, did the board
previously establish a written, well-defined succession plan
for the credit union?

Edwards: We did have a written succession plan, which
Smith initially developed. He nurtured a group of prospective
candidates that could replace him upon his retirement and pre-
pared a written scenario of the actions and timing to bring the
leadership transition to fruition. When Smith presented these
guidelines to the board, we adopted the schedule.

We decided at an early point to consider only internal can-
didates, and we were in an especially good position because
our credit union leadership development programs produced a
pool of exceptionally talented individuals. Each of the candi-
dates had potential CEO qualifications in their own right.

Question: How long ago did the board recognize the
need for the succession plan? Can you share with us the
“steps” you took to establish the plan?

Edwards: The board was actively engaged in the
transition process for about three years, but Smith had pro-
vided an emergency action transition plan to the chair sev-
eral years prior. This plan was to be executed if he were
incapacitated and unable to continue in his role, but active
involvement by the full board in a formal leadership transi-
tion plan was not initiated until he approached retirement
age. At that time, the board convened the executive com-
mittee to address necessary actions. The committee briefed
the full board on the plan, and provided periodic updates on
a monthly basis.

Question: Did you have any resistance from directors
about pursuing the formal succession plan? If so, how did
you overcome that resistance?

Edwards: We did not experience any resistance from
directors about executing the transition plan. In fact, the
directors charged the chair and the executive committee to
work the particulars; interface with Smith, and report on-going
developments in a timely manner.

Question: Does your plan provide a step-by-step
list of short-term and long-term board tasks relative to
the process?

Edwards: Our succession plan contained specific actions
along with the dates on which each action was to occur. The
plan was monitored by the chair and the executive committee
and updates were reported to the full board on a monthly basis.
The board reserved the right to make changes to the plan as
deemed appropriate. Additionally, the plan was not a guarantee
of future employment for any person.

Question: Does your plan combine CEO succession
planning with internal leadership development for identi-
fying and nurturing promising candidates? If so, can you
share more of the details about that and the development
plan for such individuals?

Edwards: A group of senior executives had been involved
in an intensive leadership development program for a number
of years. Specifically, our credit union had participated in a
series of sessions (Jim Cardwell’s 306/2 leadership program)
to prepare key executives for increased responsibility. For ex-
ample, Chris O’Connor, our new CEO, also attended the CUES
CEO Institute program, gaining additional insight into strategic
planning, organizational effectiveness and strategic leadership.

Additionally, he and the other prospective candidates con-
tinue to participate routinely in the conferences and other pro-
fessional development endeavors hosted by the industry trade
associations, along with many other leadership developmental
opportunities that we make available.

We have always placed emphasis on providing our em-
ployees with training and continuing educational opportuni-
ties. While developing credit union leaders is necessary to
the success of the institution, it’s also to the benefit of the
employees and the credit union movement. For example, one
of our top executives was recruited by another Texas credit
union and selected to be their CEO. While we regretted this
loss for RBFCU, we were pleased to see his success and his
continuing contribution to the movement.

Question: Does the plan give the board an ongoing
assessment of the strengths and weaknesses of the current
senior executives within the credit union?
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By Dr. Harry M. Edwards
Chairman of the Board

Randolph Brooks FCU

Edwards: Our chair and our board are routinely apprised of the
performance and progress of our senior executives. We see first-hand
their growth and managerial maturity as they attend board meeting and
provide updates on items of interest in their areas of responsibility. We
celebrate their graduations from executive programs and have assur-
ance from our new CEO that he will put in place a leadership transi-
tion plan down and include more junior executives. He realizes one of
his major responsibilities as our organization’s leader is to ensure he
has a qualified replacement ready to step up when he retires, hopefully
many years from now. Additionally, we have in place a robust employee
development plan for lower-level managers so that we can continue to
fill vacancies from within.

Question: Can you share with me the other “components” of
your succession plan?

Edwards: When Smith’s employment contract was extended for
18 months beyond his original projected retirement date, it meant that
O’Connor experienced an extended transition period. It worked out just
fine as Smith shared many of his operational responsibilities and named
O’Connor as president while retaining his title of CEO. The board was
indebted to both executives for the way they worked together to share a
very heavy workload and further the best interests of our credit union.

Question: Once Smith announced his intention to retire, what
were the steps the board then took to ensure a smooth and success-
ful CEO transition?

Edwards: While we had a succession plan in place, we were flex-
ible with the timelines. For example, Smith requested to continue his
employment for an additional 18 months beyond his original projected
retirement date. This change required action by the board, including
approving the extension, which we were pleased to do, and amending his
employment contract to reflect the new retirement date.

Additionally, as a result of the extension we had to review and
adjust his retirement package and benefits. Next, we reviewed and
approved a revised leadership plan, both with respect to the actions
required and the date for each event to occur. While our board initially
discussed whether to consider external candidates, we quickly conclud-
ed that the internal pool of candidates was very rich and from that point
forward focused our attention in-house.

Smith conducted in-house interviews with the candidates and we
subsequently asked him to recommend his top candidate. We also, as
mentioned previously, employed the services of an outside consultant to
interview and evaluate each candidate and to provide assessments and
recommendations. The board, in executive session, then discussed our
options and unanimously decided to select O’Connor to fill the posi-
tion, subject to further observations during the transition period. The
board charged our compensation committee to prepare an employment
contract to offer him.

The executive committee charged the chairman to interface with
O’Connor to express our expectations, learn more about his vision for
our future, and gather particulars for possible inclusion in the contract
we would offer. All these actions played out over a period of months
and only solidified our thinking that we had chosen the right person to
succeed Smith. In short, the committee reported on a regular basis to

the full board regarding ongoing actions. A contract was offered in due
course, accepted by O’Connor, and given final approval by the board.
We considered the entire leadership transition a complete success and
attributed this result to Smith and O’Connor for the manner in which
they worked together to facilitate the whole process.

Question: What best practices or suggestions can you offer
other credit unions as they address the succession planning needs
within their credit union?

Edwards: First and foremost, recognize that this is an extremely
important function of any board/CEO, whether their credit union is large
or small. Planning should not be overlooked or delayed just because the
business is running well and the current CEO is expected to be in place
for the long haul. Assurances should be given to indicate that job tenure
is secure, but it’s important to get the CEO to buy into the plan with the
idea that he/she will ultimately retire at some future date.

Akey aspect in the development and execution of the plan is to put
in place a robust leadership development program to prepare upcoming
executives for eventual succession to higher level positions, including
that of CEO. The current CEO obviously will be the primary focal point
and facilitator for such a program. There is a limit to what smaller credit
unions can do in this regard, but even so, a plan should be in place to
indicate what actions will be taken to recruit outside candidates if no
internal prospects are available.

Each plan should be tailored to reflect the circumstances applicable
to a particular credit union. The uncertainties inherent in any business
are such that unexpected events can require leadership changes never
anticipated. The transition leadership plan will address the possibilities
before the organization is faced with an emergency. After the plan is
developed and put in place, the board should review/update particulars
as necessary. Monthly/quarterly discussions/review may be required
during the time the plan is being developed. A semi-annual or annual
review may be appropriate once conditions warrant.

We were very fortunate at our credit union because we had all the
ingredients that positioned us for a successful transition.

The board was able to consider an exceptional pool of talented
candidates because of the robust leadership development program
Smith had put in place.

Smith thoughtfully explained proposed actions and the schedule of
events with the chairman, the executive committee and the full board.
And, he coordinated the transfer of responsibilities to O’Connor in a
very effective manner.

As incoming CEO, O’Connor’s vision, which was articulated
during the selection/transition process, was completely in sync with
the strategy that the board had adopted. Because O’Connor played a
key role in putting in place the corporate culture that had contributed
significantly to our overall success, our daily operations continued to
flow seamlessly.

As Chairman, | was very appreciative that the board was
supportive and in agreement with ongoing developments during
the process. Since the January 1, 2013 effective date, we have been
moving forward celebrating the proud legacy of Randy’s long and
dedicated career and excited about the prospects of continued success
under Chris’ leadership.
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Employee Recognition:
Time to Overhaul the Evaluation Process

anagers need to make effective employee recognition a
priority. Even during these hard economic times, employees
are still expecting career opportunities, ample and affordable
benefits, competitive pay, flexible work schedules, or other

 incentives to which they feel entitled.

All employees, regardless of generation, want something
more than just good pay and benefits. What employees really
want and need to stay motivated and engaged is for manage-
ment to tell them that their efforts are:

 contributing to the success of the organization,
* valued, and

e appreciated.

Employees’ need for being recognized, valued and
appreciated also directly impacts maintaining satisfactory
levels of productivity, maximizing the bottom line, and mini-
mizing turnover. These basic management concepts have been
around for years and continue to be essential components in
developing successful business strategies.

APPRECIATION

In March 2013, the Society for Human Resource Man-
agement (SHRM), along with Globoforce, conducted a survey
on employee recognition trends, which reiterated the need for
effective employee recognition. The following are a few key
findings:

e Seventy-one percent indicated employee engagement

was most impacted by receiving appreciation from
their direct supervisor.

« Seventy-four percent reported employees are not satis-
fied with the level of recognition received.

e Forty-nine percent felt their current performance
review process was ineffective and needed to be
overhauled.

Overhauling Performance Reviews
Based on these current trends, management really needs
to take a serious look at their performance review processes,
which are the primary methods used to measure performance
and provide employee feedback. Ineffective progressive disci-
pline processes can also adversely affect how employees view
management’s abilities to determine satisfactory performance.
The following are some ideas on how to improve the
overall performance review process to maximize employee
engagement and productivity, and to ensure the future success
and financial stability of the organization:
¢ Establish a formal coaching, counseling and disci-
pline process. Many progressive discipline processes
fail to provide clear, concise and consistent guide-
lines for addressing employee issues. They can be
confusing and even illogical, which often results in
inaccurate performance evaluations or, even worse,
utilizing the review process as a form of discipline.

A simple three-step coaching, counseling and disci-
pline process can provide consistent feedback through-
out the year and provide better and more defensible
guidelines in addressing employee issues.

The basic premise of a coaching, counseling and disci-
pline process is:

= Coaching is typically done to train new employees
or to train on new processes.
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= Counseling is done on an as needed basis to
provide additional training, advice or guidance.

= Coaching and counseling are not discipline.

= Discipline is done if coaching and counseling have not
worked. The employee’s deficiencies cannot continue and
specific consequences must now be provided. Depending on
the circumstances, the consequences are limited to a written
warning, probation or termination.

This is a first step toward ensuring management provides
employees with accurate, honest and consistent feedback.

Develop a Functional Review program. One reason tradi-
tional performance reviews fail is they focus on subjective per-
formance factors such as quality of work and job knowledge.
A functional review program minimizes subjectivity by placing
the focus on specific tasks performed within each position.

Briefly, a functional review evaluates employees based on
duties and job attributes associated with their individual posi-
tions and consists of two main components:

By Sandra Montoya, PHR
President/Owner

HR&M - Human Resource and Management Services

By shifting the focus to a more objective performance evalua-
tion, the overall process will:

= Simplify the review process by concentrating on
specific job duties.

= Improve the timeliness of employee reviews.
= Establish more equitable review assessments.
= Improve morale and assist in reducing turnover.

Conduct routine performance evaluation training. Both
managers and employees need to have a clear understand-
ing of the performance evaluation process. Managers need to
understand the importance of providing accurate and honest
evaluations and avoid common rating errors. Employees need
to understand the criteria used in evaluating their performance
and feel confident that the process is administered consistent-
ly. More importantly, both managers and employees need to
understand the difference between satisfactory performance and
outstanding performance. Educating both managers and employ-
ees can only improve the overall performance review process.

Regardless of organizations’ current processes, employee recogni-
tion appears to be broken and in need of a complete overhaul in order to
reverse the current ineffective trends.

= primary job functions listed within a job description and,

= aset of standard attributes based on position responsibility
and authority.
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By Kimberly Jones
Human Resources Consultant
Credit Union Employment Resources

HR Q&A

upervisors are often the front line for shaping employee en-
gagement and productivity, as well as overseeing compliance
with credit union policies and procedures. However, without
proper training, direction and oversight, supervisors may be
more likely to make errors in these areas.

The following is a common question regarding supervi-
sory mistakes and its answer:

Q: What are some of the most common mistakes supervi-
sors make, and how can they be avoided?

A: Some of the most common mistakes supervisors make and
tips to avoid those mistakes are:

e Poor Interviews. From being ill-prepared to asking
inappropriate questions, there are several ways inter-
views can go wrong and lead to an uninformed hir-
ing decision. During an interview, supervisors should
be familiar with and refer to a list of common inter-
view questions so that valid comparisons can be made
amongst candidates. Additionally, supervisors must be
careful to avoid questions that have the potential to re-
veal a candidate’s status in a protected class (e.g., the
candidate’s age, race, religion, etc.).

Practice Tip: Train supervisors on how to prepare
and conduct effective interviews. They should also
be trained on nondiscrimination laws and instruct-
ed on the types of questions to avoid.

« Ineffective Goal Setting. Goal setting is important for
creating performance expectations and informing em-
ployees of how their achievements will be measured.
Performance goals are usually set upon hire and as part
of the regular performance review process. Supervi-
sors should work with employees to set realistic goals
and monitor progress to help ensure success.

Practice Tip: Consider using the SMART system
when setting performance goals. SMART goals
are specific, measurable, accepted, realistic and
time-framed. This means goals should be detailed
enough so that employees understand the desired
outcome, who is involved and the steps needed
to achieve results. They should also be attainable,
accepted by the employee, and time sensitive.

e Failing to Address Issues Promptly. Handling
performance problems, conduct issues and conflicts
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between employees are some of the most difficult
supervisory responsibilities. Because these tasks may
be considered less desirable, supervisors are some-
times slow to address them. However, ignoring the
issue or delaying action can make the problem worse.

Practice Tip: Employers should provide supervi-
sors with training and guidelines for responding to
and documenting these types of situations.

e Insufficient Feedback. Effective feedback helps
employees understand the areas in which they excel
or need to improve. If feedback is given infrequently
(or not at all), it can leave employees unsure of
where they stand and lead to decreased engagement
and/or performance.

Practice Tip: Supervisors should provide frequent,
timely and constructive feedback throughout the
year. When possible, feedback should be delivered
in person. It is important to note that supervisors
should avoid criticizing employees publicly; nega-
tive feedback should always be given privately.

» Too Little Recognition. Sometimes supervisors for-
get the importance of recognizing and rewarding posi-
tive performance. When employees know their efforts
are appreciated, it can encourage them to continue to
work hard to meet credit union goals. Recognition can
be formal or informal and does not have to involve a
monetary reward.

Practice Tip: Consider public praise (e.g. in a staff
meeting), a handwritten note recognizing the em-
ployee’s accomplishment, or a unique work project
or development opportunity. Supervisors should
consider individual motivators and tailor rewards
and recognition accordingly.

These are just a few of the most common mistakes super-
visors make with their employees.

Effective training, guidelines and oversight can help both
new and seasoned supervisors perform their job better and
avoid common mistakes. Employers should review these areas
on a regular basis to ensure intended results are achieved.

If your credit union has a question or needs assistance
with HR needs, please contact Kim Jones or Susan Looney
with CUER, at (800) 442-5762, extension 6432 or 6431. Also,
visit us online at www.cuer.coop.
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By Comparison:

a Closer Look at Caprock

SmallCreditUnions

By Linda Webb-Mafion, I-CUDE

Vice President, PR & Communicatiions I: '

-

Cornerstone Credit Union League

Small Credit Union Lending: Dealing with Overspenders

n South Plains, Texas, cotton is king. And many residents in the
rural community of Lamesa work the land for their livelihood.
Exceptional drought, however, has put many local farmers in a
pinch. For credit unions like Caprock FCU who serve this com-
munity, this kind of situation can be bad for business.

“A drought can collapse our local economy,” says
Caprock FCU President and CEO Dale Hansard. “It’s not
uncommon for people in this community to work two or more

jobs. During the week they may work in town at a
local business, and on the weekend they plow fields
and work the cotton crop.”

« Net worth of 12.48% is above peers

« Net ROA (earnings) is significantly
higher than peers through 2012

« Delinquency is in line with peers
through March 2013

« NCOs are slightly higher than peers,
based on philosophy

« Net expenses are slightly higher,
based on full service operations

- Loan to asset ratio is 15% above peers

- Loan to share ratio also significantly
above peers

With budgets being stretched at home, Hansard
says the credit union has started to see a slight uptick
in late payments and overdrafts.

“It’s certainly not at a critical state, but we are
monitoring the situation very closely,” he says. “We
are empathetic to our members who are struggling to
keep their heads above water, but we have to protect
the interests of the credit union and the nearly 3,000
members who depend on us.”

According to Hansard, the $26.5 million in as-

credit union was 62 percent loaned out. Fortunately, as loan
growth has increased 16.8 percent this year, delinquencies
remain low at 1.12 percent. As the credit union works to sustain
its lending growth, Hansard says he is cognizant of the fact that
members must come first.

“Yes, we want to make loans to our members —it’s our ‘bread
and butter.” But what we don’t want to do is loan out money that
we know our members can’t afford to repay,” Hansard says.

“Sometimes, we [consumers] can be our own worst
enemy. We see the new truck with all the bells and whistles
and we want it. We don’t always understand that taking on
new debt means we’re borrowing from future earnings,” he
continues. “That’s why it’s so crucial that we partner with our
members in keeping their personal long-term goals in focus.”

Hansard says the credit union spends an extraordi-
nary amount of time fostering, counseling and working with
their members.

“Many of our members make spontaneous purchases and
spend a considerable amount of time suffering the consequences
of their quick decisions,” Hansard notes. “Now is the time to
work diligently with refinance and credit counseling opportu-

(Based on Cornerstone Credit Union League analysis

of NCUA statistics)

sets credit union is 64 percent loaned out — that’s
slightly higher than this time last year, when the

nities to try and help these members make a cognitive turn in
the way they handle their finances.”
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Sustainable Growth and Retention
...but can you afford it?

In business since 1991, INTECH'’s reputation is built on our
commitment to make it affordable for small to mid-size Credit
Unions to have access to the most current core processing
solutions and a client support group that is second to none.

With INTECH, Credit Unions of any size can now provide all
the technology services needed to satisfy any member’s wish
list — technologies for today, tomorrow and the future.

Credit Unions convert to INTECH

Temple-Inland Federal Credit Union and Kingsville
Community Federal Credit Union have made the move
to INTECH.

Call or email Marc Paine, Vice President of Sales to learn
more about the advantages of working together with INTECH.

Toll Free: 877.592.4414
mpaine@intech-inc.com

Growth and member retention often depend on the
appeal of products and services provided by your Credit
Union.

But for many small to medium size Credit Unions,
meeting market demand for technology their members
want such as home banking, mobile banking and remote
deposit may come at a price they cannot afford.

INTECH

Your Partner in Technology

www.intech-inc.com

We’re changing all that at INTECH
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By Tiffany Greenway
Accounting & EFT Manager
TruService Community FCU, Little Rock, Ark.

Business Plans -
Advice for Small Credit Unions

or many small credit unions, a business plan is a daunting
challenge that is avoided for a variety of reasons and excuses
such as budget restraints, understaffing, lack of time, and not
knowing where to begin or what to include. In reality, small
credit unions need a business plan just as much, if not more,
than a large credit union. Here is why:

A business plan fits your credit union like a glass slipper
fits a princess. A large amount of sharing goes on in the small
credit union world — policies, marketing campaigns, etc. — but
a business plan isn’t one of them because no two credit unions
operate exactly the same.

e Abusiness plan allows the credit union to expand on its
annual strategic plan. Focus on three to five of the strate-
gic plan items that better fit in a long-term plan. This gives
a credit union the opportunity to dig in and determine if
the idea is a viable option a year or two in advance. Side
note: Cornerstone Credit Union League has great resourc-
es to help credit unions interested in developing an annual
strategic plan.

e Abusiness plan helps the credit union focus on relevant
issues, identify potential problems and establish metrics.
Business plans require you to question current operations
and evaluate the world and its effects on the credit union.

e A business plan provides structure and organization to
keep the credit union on track for the next two to five
years. No matter how many employees are involved, a
business plan allows everyone to know where the credit
union is in the process, what comes next, and who is re-
sponsible for each step.

e Once the business plan is written, the worst part is over.
It’s simply a matter of putting the plan into action. Duties
are already assigned, financial projections are (hopefully)
boosting your net income, and resources are identified.

Here are a few tips and tricks for anyone who is in the process
of developing or is considering adopting a business plan
for your credit union:

. If you don’t know where to start, the Internet has
hundreds of articles on business plans. The format |
recommend using includes a credit union history, mission
and vision statements, an executive summary, a market/
external analysis, a SCOT/SWAT analysis, strategic ini-
tiatives and financial projections.

e Involve all levels of staff in the brainstorming process
to get a variety of ideas and perspectives. Have them

help with research for the history, market analysis and
SCOT analysis.

»  Don’t write the plan in a table of contents order. Instead,
write the executive summary and strategic initiative sum-
maries last. If you decide to change your plan along the
way, you aren’t creating unnecessary work for yourself.

e Use a template for the overall plan and each strategic ini-
tiative. It is easier to plug new numbers into a spreadsheet
than it is to create a whole new spreadsheet.

e Expectthe best, but prepare for the worst with timeframes
and financials. Consider your already busy schedule
and build in extra time to allow for unexpected situations.
Use as many quantifiable details as possible for goals and
financials.

e Make sure the budget and cash flow statement can handle
the plan. The credit union will make money from the new
strategies, but they may not bring immediate income or
cash flow.

e If you aren’t the expert, find the expert. Ask the accoun-
tant for help with spreadsheets or the branch manager for
help with a new product idea.

I recently finished my first business plan as a student at
Southwest CUNA Management School (SCMS). Over the next
two years, TruService Community FCU will implement mul-
tiple pieces of the five strategic initiatives in my plan.

Could we add products and services
without the plan? Of course. Would |
recommend doing so, knowing the
benefits of having a business plan?
Not at all!
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By Linda Clampitt "
Senior Vice President
CU Members Mortgage

Mortgage Lending is Constantly Evolving

he mortgage industry is facing a tough challenge: keeping up
with consumers’ needs while adopting grueling new regulations.
Credit unions should spend quality time on reviewing their target
audience for mortgages and the factors that influence that audi-
ence, such as rates, technology and underwriting criteria.

What is your buyer’s persona?

The largest target audience for homebuyers is transitioning
from the baby boomer generation to the 90 million consumers
that make up the millennial generation. According to USA To-
day, these consumers are tired of renting or living at home with
their parents and are in the mood to buy. Additionally, they are
in search of a place that fits their own needs and personalities.

How can credit unions prepare? Offer mortgage infor-
mation at their fingertips. Information on product availability,
credit score requirements and lending options should be easily
accessible on your credit union’s website. Make sure the ap-
plication process is digital and reasonably effortless for your
members. Millennials, on average, don’t have a lot of cash
at their disposal, but don’t want to delay purchasing a home
to save for a large down payment either. Be prepared to meet
them in the middle by offering low down payment options like
FHA loans.

Rates may not be low for long

Rates have been at historic lows for a few
years now, but are ticking upward as the
economy improves. As a credit union,
make sure you have a strong founda-
tion in place for your home loan
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program so that you are the first choice no matter how rates
are reacting. What constitutes a strong foundation? The basic
building blocks are an easy and succinct online application,
consistent and cohesive marketing communications, strong
member service and retained servicing so your members’ loans
are not sold off to cross-selling competitors. After all, the more
products and services a member has with your credit union, the
stronger that relationship becomes.

Compliance is an increasing concern

Compliance updates and amendments are now daily bread
in mortgage lending. It is a way of life and has many credit
unions reevaluating and adjusting their lending programs. The
depth of new compliance rules and regulations entail more
resources than many credit unions are willing to take on.
Credit unions can obtain additional assistance from outside
sources such as Credit Union Resources Preferred Partner, CU
Members Mortgage.

We have seen a great influx of credit unions turning to
CU Members Mortgage to take on the added compliance risk.
We have found that with all the changes in the mortgage indus-
try, credit unions feel more comfortable having a partner who
can tend to all the compliance requirements and offer a great
mortgage product to their members, plus
: n earn income for the credit union.

. A demanding market requires the
right tools. Make sure your credit union
is prepared to evolve with the waves of

change that continue to challenge the
mortgage industry.



By Emily Maxie
Products Marketing & Communications Specialist
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Three Easy Ways to Boost
Member Satisfaction Today

ith the growing number of financial institutions competing for credit
unions’ business, member satisfaction has never been more important.
Giving your members an outstanding experience isn’t a luxury — it’s a
competitive necessity.

Here are three simple things you can do to make sure your mem-
bers have an excellent experience at your credit union, without disrupting
your current operations.

1. Adopt Online Signature Technology

Credit unions already know that online services are important, and
most have online banking capabilities. But most credit unions don’t offer
online services for higher value transactions like loan applications or new
account openings because those documents require signatures. This can
create frustration for members who expect to be able to access your credit
union’s services online.

Digital signature services provide a fairly inexpensive way to solve
this problem. With this technology, your members can sign important
documents from any device with an Internet connection from anywhere
in the world. Digital signature technology also makes the process simpler
and more transparent for your employees.

“Member satisfaction and compliance are our biggest priorities, and
digital signature technology helps us improve in both areas,” says Dale
Hansard, president and CEO of Lamesa-based Caprock FCU. “Our mem-
bers love the convenience of signing documents online.”

2. Assess Employees and Reward Performance

Members choose credit unions because of the personal attention
they get from credit union employees. That’s why it’s critical to spend
time developing your employees’ skills and talents.

If you don’t already have a performance review program in place,
it’s important to create one. Give your employees specific information
about what they need to do to succeed so they know how to meet expec-
tations. After you evaluate their work, be sure to give them prompt and
honest feedback. Finally, acknowledge exceptional work just as readily
as you address work that needs improvement.

Managing your employees’ performance will ensure that your mem-
bers have a positive experience from the moment they step in the door.

3. Offer Financial Literacy Resources

A recent study found that three in four adults in the U.S. say they
could benefit from financial advice. This is a great opportunity to show
your members your dedication to their financial success. Educational
programs are also a great way to recruit new members.

Research shows that financial literacy programs are essential
for your member services strategy, whether it comes in the form of
classroom seminars, financial counseling or hands-on learning events.

With these three tips, you can work to improve member satisfaction
so your members stay with your credit union for a lifetime.
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cu SuperMarket

www.cusupermarket.com

A collection of customized,
full-color campaigns at a
fraction of the cost versus
made-from-scratch creative.
You save because we've
already done the work. Use
our headline, or choose your
own — we're flexible.

Visit us today at
www.cusupermarket.com.

Take a spin and let us know
what you think!
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Marketing Resources”

A Service of Credit Union Resources, Inc.

For more information, contact:

Steve Stovall
469-385-6473 — 800-442-5762, Ext. 6473
stovall@curesources.coop

Quinton Hoekstra
469-385-6475 — 800-442-5762, Ext. 6475
ghoekstra@curesources.coop 12-0821
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It's an easy Choice!
Resources = Results

Credit Union Resources thanks you for supporting our business partners. Through our due
diligence process, Resources ensures each endorsed vendor provides high quality products
while insisting on the service you have come to expect.

3SI

Electronic Dye Pack
Security Systems
Rick Govek
800.356.9655, Ext. 4189
rgovek@cuna.com
www.3sisecurity.com

Abound Resources

Vendor Risk Evaluation
Rick Govek
800-356-9655, Ext. 4189
rgovek@cuna.com
WwWw.passageways.com

Agility Recovery
Solutions

Contingency Planning
Resources
Scott Teel
980.216.9293
scott.teel@agilityrecovery.com
www.agilityrecovery.com

Buzz Points

Member Loyalty and

Social Media Rewards
Jessica Hrubes
800-356-9655, Ext. 4115
jhrubes@cuna.com
www.buzzpoints.com

Catalyst Corporate FCU

Corporate Credit Union
Karen Coble
214.703.7831
kcoble@catalystcorp.org
www.catalystcorp.org

CU Members Mortgage

Mortage Lending & Services
Linda Clampitt
800.607.3473
lindacl@homeloancu.com
www.homeloancu.com

CUNA Mutual Group

Financial Services
& Insurance
Delania Truly
800.356.2644, Ext. 8582
delania.truly@
cunamutual.com
www.cunamutual.com

Diebold

ATM Equipment, Electronic
Security Products, Managed
Services & Supplies
Tom Lybeck
800.356.9655, Ext. 4109
tlybeck@cuna.com
www.diebold.com

GreenPath Debt
Solutions

Member Financial Counseling
& Education
Joe Day
800-356-9655, Ext. 5794
jday@cuna.com
www.greenpath.com

Harland Clarke

Share Draft/Check

Printing Services
Terry Loyd
800.382.0818
terry.loyd@harlandclarke.com
www.harlandclarke.com

informa research services

Rate & Fee Intelligence
Brenda Halverson,
800-356-9655, Ext. 4110
bhalverson@cuna.com.
www.informars.com/main/

Default.aspx

Invest in America

Discount Program (autos,

wireless, direct TV & more)
Colleen Meek
800.262.6285, Ext. 530
colleen.meek@cucorp.com

\i? Credit Union Resources, Inc:

John M. Floyd &
Associates

Overdraft Privilege Program/
Income Enhancement
Programs
Mark Roe
800.410.3107
mark.roe@jmfa.com
www.jmfa.com

Level®

Facilities Management
Jeff Ensweiler
214.317.9171
jensweiler@level5.com
www.level5.com

MoneyGram

Money Transfer

Money Orders
Tom Lybeck
800.356.9655, Ext. 4109
tlybeck@cuna.com
Www.moneygram.com

Office Depot

Discounted Office Products
Amy Metasso
817.880.3266
amy.metasso@officedepot.com
www.officedepot.com

Ongoing Operations
Business Continuity
Debbie Bergenske
800-356-9655, Ext. 4340
dbergenske@cuna.com
www.ongoingoperations.com

Passageways

Web-based Portals
Rick Govek
800-356-9655, Ext. 4189
rgovek@cuna.com
WwWw.passageways.com

SER Technology

Loan Recapture Program
Andrew Dawson
469.941.5110
Andrew.Dawson@sertech.com
www.sertech.com

SIGNiX

Digital Signatures
Andy Golden
423.305.7048
agolden@signix.com
Www.signix.com

Sprint

Discounted Phone Services
Colleen Meek
800.262.6285, Ext. 530
colleen.meek@cucorp.com
WWW.Cucorp.com

Student Choice

Private Student Loan
Program
Mike Weber
563-599-1193
mweber@studentchoice.org
www.studentchoice.org

Twenty Twenty Analytics

Loan Portfolio Analytic Service
Debbie Bergenske
800-356-9655, Ext. 4340
dbergenske@cuna.com
www.twentytwentyanalytics.com

VINtek

Automated Collateral

Management Services
Robert Christini
215.599.2435
rchristini@vintek.com
www.vintek.com

Verafin

Anti-Money Laundry Program
Becky Paluch
866.781.8433
becky.paluch@verafin.com
www.verafin.com

CU Resources provides this information as a service. Resources promotes those products and services that it believes to merit consideration by credit
unions. However, its endorsement is not intended as, and should not be construed as a guarantee of any product or service.

© 2013 Credit Union Resources, Inc. All rights reserved. 13-0630



When insight drives marketing strategies that

deliver signiﬁcant ROV, it’s not luck.
It’s Harland Clarke.

harlandclarke.com/opportunity

What's hiding in your account data? Our Opportunity Analysis for a mid-size mid-Atlantic financial
institution identified exceptional opportunities in balance and product penetration in the institution’s
account holder base. Armed with this knowledge, the financial institution launched a direct marketing
cross-sell campaign that yielded a 7.6% response rate, resulting in $800,000 in loans and deposits,
35 new services and several mortgages — all in less than three months. When it comes to identifying
opportunities for growth, it takes more than a lucky charm.

It takes Harland Clarke.

Harland Clarke Marketing Services.
Leave nothing to chance.

‘4 t HARLAND CLARKE’

Research - Analytics - Direct Mail - Email - Contact Center

1.800.351.3843  contacthc@harlandclarke.com




When your member downloads AskAuto

you're with them on the lot.

AskAuto™ is the new research and lending app from
CUNA Mutual Group, coming soon to your members’
mobile devices. AskAuto will get your customized
lending message to members when they're on the
dealer’s lot and knows whether the dealer is your
lending partner, or competitor. AskAuto will also simplify
the member’s auto buying experience, from validating
the selling price, to comparing vehicles they've scanned
to streamlining the application process. Find out how
AskAuto can help your credit union build relationships

with members and grow auto loans at the same time.

10003380-0113 © CUNA Mutual Group, 2013. All Rights Reserved.

Over $500 million in loans
requested through loanliner.com
via mobile devices.

Source: CUNA Mutual Group internal reports, 2012

Want help getting your share
of auto loans? Just AskAuto
at 800.356.2644 or visit
loanliner.com/askauto.

$% | CUNA MUTUAL GROUP

Common Purpose. Uncommon Commitment.




