OPEN YOUR EYES
TO A
CREDIT UNION

MONTANA


Presenter
Presentation Notes
Start with all the “wow” stats and end with the research and how we got here
How relevant the campaign is on a local level
Contributor case studies
Chuck talks about validating purpose – quote to end the presentation – could either play the video or not
Examples of how you can use the campaign yourself and how it benefits you
Get people excited about the campaign and want to be a part of it
#OYEnation
Being able to customize – login, find your ad, pick your voice, pick your image, put in URL, go



IN LESS THAN 2 YEARS...



THE OYE CAMPAIGN HAS
REACHED

TENS OF MILLIONS OF
CONSUMERS.
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WE'RE LIVE IN 24 STATES...

Thanks to funding
from over 1,100
organizations.

o Launched

B Future launch




WE'RE MAKING AN IMPACT

12/31/19

1.4

billion

465
million

Impressions

354 2.3 1.4

561
thousand

million million million

133

million

800
thousand

YMF Site Visits

Video Views Minutes Spent on Site


Presenter
Presentation Notes
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MONTANA SHOULD BE A
PART OF

#OYENATION


Presenter
Presentation Notes
Given the more people know about credit unions, the more likely they are to join…


RHOW DID WE GET HERE?

Creative messaging backed
by quantitative research.

eeeeeeeeeeeeee


Presenter
Presentation Notes
So, to try and answer Chuck’s question… We need to look at: How did we get here? So we did a ton of RESEARCH
We thought we had an Awareness issue- we actually named our organization Credit Union Awareness, because we didn’t think consumers were aware of Credit Unions. 
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have heard of

a credit
union...

98%
of Americans


Presenter
Presentation Notes
We actually learned that…  we didn’t have an awareness issue…


Yet too many

DON'T

consider a credit
union for a
financial

partner.



Presenter
Presentation Notes
We had a consideration issue. Our research uncovered 2 primary myths that consumers believe: 
1) I cant Join..  2) I can’t easily access my money  We needed to educate consumers that there is a credit union for everyone and that they can access money as easily as any bank given the technology .



INDUSTRY MARKET SHARE STAGNATION

100%

90%
Larger 100 banking institutions
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70% 2017 market share: 75.4%

60%
50%
40%

30%

20%
10%

0%
92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 09 10 11 12 13 14 15 16 17



Presenter
Presentation Notes
How ELSE did we get here… the industry has been stagnant for years – CUs have maintained about 7% market-share over the last 25 years. Banks outspending CUs $43 to1 in marketing. 
So, as banks continue to spend and more Fintechs enter the marketplace stealing market-share, this poses a very real existential threat to our industry.


CREDIT UNION AWARENESS OBJECTIVES

Increase Decrease
consumer consumer
consideration beliefs in
of credit credit union
unions myths

Increase
opportunities for
credit unions to

grow membership
and industry
market share

Z
Connect, align,
elevate and
enhance what
credit unions are
already doing in

marketing and
branding


Presenter
Presentation Notes
So, what more are we doing… we focus on our campaign objectives: 1)  Educate CONSUMERS to understand the BENEFITS of CUS and CU DIFFERENCE.
2) Decrease or dispel myths holding consumers back 3) increase opportunities to Engage more consumers 4) You play your part by connecting with the campaign


HOW DOES IT WORK?

Consumers
for banking needs
online

They are served

promoting
credit unions—
and ultimately—
you

combined with
keep
credit unions
when they’re
ready to make a
decision


Presenter
Presentation Notes
This is brief synopses of consumer journey- Remember bc this is digital first campaign, consumers are being targeted whenever they are online – 24-7. 
Now watch video


WE ENGAGE
THROUGH
MULTIPLE DIGITAL
CHANNELS


Presenter
Presentation Notes
WERE Able to reach consumers through multiple DIGITAL PLATFORMS. The campaign launched in 2019 and within one year we drove 1Million consumers to the consumer facing website YMF.COM.
By July 15, 2020, we already drove another 1M consumers to the site! There is a credit union finder on the site which lists all CUs. I’d like to encourage you to visit YMF and check to see that your credit union information is up to date. We get our info from NCUA and we are happy to make updates- but don’t forget to update the info with them too!


CAMPAIGN PILLARS

Driving audiences to learn

_ more about credit unions
Spread awareness of credit on the Your Money Further
unions and educate landing page.

audiences on their benefits.

Targeting: new audiences Targeting: new audiences + re-engaging with
the most qualified audiences from the
Objective: These ads should resonate with the awareness campaign
audiences so they will associate Credit Union
messaging with Your Money Further Objective: These ads will drive traffic to Your Money

Further to learn more and find a credit union


Presenter
Presentation Notes
Our campaign strategy is designed to Engage consumers- and the campaign does this in 2 ways. Brand Awaren & Consid- 
Educating consumers on the benefits of CUs and the CU DIFF. And, Optimizing the campaign by reengaging or retargeting the most qualified in order to drive more traffic to YMF. 



KEY AUDIENCES

Age 25-34
Interest in credit
unions/banking, who
are also recently
engaged/married or
recently moved

Parents age 35-55
Interest in credit
unions/banking

Parents age 20-34
Interest in credit
unions/banking, who
are also recent grads or
renters

Females age 20-34
Interest in credit
unions/banking, who
have a college or high
education degree

Age 20-55
Interest in credit
unions/banking



Presenter
Presentation Notes
These consumers we’re targeting are within the age range of 25-55 and we’ve identified them not just by age, but stage of life.



COMPARING PAID VS. ORGANIC SOCIAL MEDIA

Organic Social Media Paid Media

FELSE erel s B Ee) e, Enre Facebook, Instagram, YouTube

Twitter -
Posts are scheduled at a set Campaigns are scheduled to Org anic and
time run 24/7 over a date range pa|d posts
Evervone sees the same Dost Users are delivered the ad that k h
i théir feed P the platform thinks they will WOr tOg ether
respond to best. to reaCh

o Campaigns, ad sets, and ades,

Posts are created within the are created in the platform’s consumers.

platform or a scheduling app ad manager

Our ads do not appear on our
page

Posts appear on our page

September 2020
© CU Awareness, LLC. All Rights Reserved.


Presenter
Presentation Notes
Organic social media is schedule-based and looks the same for everyone. Paid social media adjusts post selection on-the-fly based on the user and on past performance within the ad set. Paid posts don’t show up on the wall on our page, and they’re created in the ads manager for each platform. A helpful note, on Facebook, the ads manager is much more robust than the “boost post” function that you may see offered. It allows for deeper targeting. Another difference is you normally only see posts from pages you like in your feed, while sponsored posts are sometimes from pages you’ve never heard of. 


YOUNG THRIFTY
PARENTS


Presenter
Presentation Notes
We’re going to show a couple of new creative pieces from our campaign Given our campaign is digital, we were able to quickly pivot our creative messaging to be appropriate in the new Covid environment. And this flexibility allows us continue to stay nimble and keep up on the pulse on consumer sentiment. And, we continue to research and will update you on findings.



UNSETTLED BEGINNERS

CEECICEN A Better Way to Money.

You don’t have to follow in your parent’s
footsteps; progress only happens when we
challenge the status quo. That’s why people
are joining local credit unions, where their
money works for them, not someone else.
Crazy idea, right?

Body Copy

Find your local CU and discover a better
way to money. #YourMoneyFurther

Dl Open Your Eyes to a Credit Union

CTA Learn More

1:1


Presenter
Presentation Notes
This ex shows a bit more of our style and I don’t know that you can read the copy, but it is highlighting the CU Difference with better rates, lower feets etc. 
In the beginning of our campaign, we mentioned that although 98% of consumers knew about CUs, they didn’t consider us a viable partner… HOWEVER, 



After viewing the Campaign

O 0000606
““““‘f\/\/\

O of consumers say they would
O consider a credit union.



Presenter
Presentation Notes
If you remember the 98% stat of americans aware…So, this is a real testament to our campaign – the creative messaging and the audiences that we’re targeting…and our digital strategy. As we expand the campaign with more states coming in, and more media dollars, we have more access to the top folks at Google, FB and other leading platforms that are providing us with even greater value and expertise…WHICH we pass on to you.  No single marketing campaign can do OR get what we are – AND ITS BECAUSE OF OUR COMBINED EFFORTS.



RHOW OUR ADVERTISING MAY BE
DIFFERENT FROM YOURS

« Elevates the credit union brand
« Not product-oriented

 Likely requires more frequency
« Designhed to be long term

eeeeeeeeeeeeee


Presenter
Presentation Notes
You may be thinking…How is our adv…DIFFERENT. We like to think of this as a 60/40 responsibility 60% us – tt bullets * Got milk campaign- brought people to milk aisle, but up to New Horizons or Land O’ Lakes – to differentiate their brand and talk about products features. Again, this campaign is for everyone, but the way we’ve designed this program, whether you have an established brand, and you can leverage the OYE campaign to lead to it OR, if you haven’t had time or resources to create a brand, this campaign can serve as your brand.
Regardless, we need to be in this for the long game. In order to GROW market share and mind share, this is an ongoing battle for positioning and relevance. Nike didn’t build their brand in a FEW years… and even though their brand is an industry leader, they still continue to dominate advertising within the fiercely competitive sports industry. We can’t stop.


Choose from a variety
of print and online
resources—even
social media graphics.


Presenter
Presentation Notes
I’m super excited to introduce you to our online campaign portal, CONTRIBUTOR HQ.  This is how you can easily implement YOUR 40% responsibility and connect and align YOUR CREDIT UNION to the national campaign. 
CHQ is where everything you need lives and you can access it at anytime. Just log on with your CUNA ID and you can DOWNLOAD ASSETS that you can CUSTOMIZE and COBRAND to your credit union and Help CONSUMERS connect the dots from the national campaign to engaged consumers at your local level.  After being exposed to the campaign and seeing your local signage with your CU, they will RECOGNIZE you as an OYE credit union.


Upload your logo,
choose a message
and your favorite
photo, and you’ll
receive a message
when the file is ready
for download.


Presenter
Presentation Notes
Contributor HQ ONLINE PORTAL, has everything you need to maximize the campaign locally, including video tutorials to show you how to use assets. As well, we have a designated Contributor Success Manager, Emily Patterson who can help you leverage the campaign to meet your CUs individual marketing goals. There are many examples of how other credit unions are using the campaign in our contributor chats and in our private FB group community chat. This is a great way to share with your fellow CUs


IT'S SIMPLE TO IMPLEMENT

This has been a campaign that we
have put in posters in our branches,

out around our outside locations, as

well as on social media.
—Steve Stapp, President and CEO,
Unitus Community Credit Union, OR



Presenter
Presentation Notes
What we like about this campaign is that its really easy for you to implement on your end… 


UNITUS COMMUNITY CU

Goal: Raise the CU’s visibility and build
raving fans/reviews so, when a
consumer looks for a CU, Unitus is a top
result with a high rating.

Outcome: Sighage featuring creative
assets grab consumers’ attention at a
high-traffic plaza. Actively acquiring 5-
star reviews sets Unitus up for a high
ranking when consumers search for a
CuU.



IT GETS RESULTS

We feel that this campaign also
helped us reach our milestone goal

last year of obtaining more than

250,000 members.
—Tricia Beeker, Marketing Director,
Truliant Federal Credit Union, NC

eeeeeeeeeeeeeee
© CU Awareness, LLC. All Rights Reserved.



Presenter
Presentation Notes
Speaking of using the campaign to reach CU goals, this is a perfect example of how a credit union leveraged the campaign to bring in more members. So, When you team up with us, not only are you raising the CU INDUSTRY, but you can also achieve your INDIVIDUAL goals as well.. 


TRULIANT FCU

Goal: Achieve and surpass CU’s
milestone of 260,000 members.

Outcome: Running an OYE photobooth
and using staff photos in creative adds
extra personalization to assets. Member
communications and partnering with a
local publication gets the CU story out
Into the community. All these efforts
helped the CU surpass the 260,000
member mark!




IT CAN INFORM YOUR MARKETING

This campaign is not to replace but to
add value to what we're already

o9

—Noralynn Gudger, Marketing &
Communications Manager,
Champion CU, NC



Presenter
Presentation Notes
What we like about this campaign is that its really easy for you to implement on your end… 


CHAMPION CU

Goal: Reach out to local influencers and
inform them about the CU difference.
Incorporate Open Your Eyes campaign
intel into the CU’s marketing.

Outcome: Talking points resonate with
iInfluencers, helping them talk about CUs.
Messaging Guide, research, and
campaign performance inform and help
shape CU’s marketing that resonates with
members and potential members.



Be a Part of #OYENation!


Presenter
Presentation Notes
Here are just a few examples of how you can activate the campaign on a local level.


OYE WINS HERMES AWARD

Open Your Eyes to a Credit Union
campaign won an Association of
Marketing and Communications
Professionals (AMCP) Hermes
Platinum Award!

Thank you to all the credit unions,
Leagues, and system partners that
have contributed to this
groundbreaking campaign.


Presenter
Presentation Notes
The Hermes Creative Awards is a highly recognized international competition that evaluates the creative industry’s best publications, branding collateral, websites, videos, and advertising, marketing, and communication programs.


THANK YOU TO OUR
FOUNDING VISIONARIES

FOUNDING S Credit Union s.z CUNA

National MUTUAL
VISIONARIES CUNA Association 12{0] 0]

Their robust strategic and financial contributions demonstrate
their belief in both the Iinitiative as well as
the importance to increase credit union market share long term.

eeeeeeeeeeeeee


Presenter
Presentation Notes
Two more thank you’s CUNA and CMG. These founding visionaries provided the resources to create the campaign and bring it to you and your community! 


THANK YOU!

Chris Lorence, Executive Director
Clorence@cuna.coop

202-626-7631



mailto:Clorence@cuna.coop
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