5/8/2014

Michigan Credit Union League & Affiliates

Annual Convention and Exposition

Helping Credit Unions Serve, Grow and Remain Strong #mculace

Trends in Technology

For Boards
June 5, 2014 | 1:30 p.m. —3:00 p.m.

Ben Rogers | Filene Research Institute

&y .
vcuLk ) Unite,

ABCTATIAN COENT LI AT

www.mcul.org | www.uniteforgood.org
Filene
TWO LENSES FOR TODAY ﬁgﬁﬁ?jrtceh




5/8/2014

TODAY’'S AGENDA

- The Competitive Landscape

- Disruptiive Services and Technologies

- Managing the Technological Revolution

- How do members choose?
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WHY DO MEMBERS

CHOOSE?
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COMPETITIVE LANDSCAPE

THEN AND NOW
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HOW COULD I BE
SO BLIND? HES IN
LOVE—WITH A 7

L MACHINE.

COMPETITIVE LANDSCAPE

RESEARCH PREFERENCES
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COMPETITIVE LANDSCAPE

ONLINE OPENING PREFERENCES
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What does
this mean for
your CU?
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COMPETITIVE LANDSCAPE

WHY DO MEMBERS
CHOOSE?
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INFORMATION VS. TRANSACTIONS
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COMPETITIVE LANDSCAPE

HOW DO MEMBERS TRANSACT?
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HOW DO MEMBERS TRANSACT?
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Figure 8: Consumer Trust by Age

“How much do you trust the following entities with your money?”
Top-3 box responses (“trustworthy”) less bottom-3 box responses (“not trustworthy”), percent
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-~ Why the lack of
trust among
young adults?

- What can credit

unions do about
it?
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BUT HOW DO CREDIT UNIONS
STACK UP?

Filene Research Institutgv.

BUT HOW DO CREDIT UNIONS
STACK UP?

Bank B Bank C Bank D Share of deposits
Member A 9 10 9 15%
MemberB | ) \ 6 7 8 ) \ 40% )
Same scores for Different performance Very different
two members relative to competition share of deposits
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The Competitive Landscape

- Disruptive Services and Technologies

Managing the Technological Revolution
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WHO WANTS TO DISRUPT

YOUR BUSINESS?
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TECH

How should credit
unions plan their
member-facing

technology
spending over the
next five years?

SERVICES AND
E

STRATEGY FIRST

- Operational Excellence

— Customer Intimacy
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PERSONAL FINANCIAL MANAGEMENT

ERVICES AND
S

Educational/advice-oriented

Figare 18: PFM Will Go Mobile
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SERVICES AND
ES

AL MEDIA

Generate Awareness

Influence Preference

Increase Engagement

Provide Support

rite a revies Date - Newest First s

Overall Rating:
Convenience:
Accessibility.

Ease of
opening:
Rate & verms:

doval &

Overall Rating:
Convenlende:
Accessibility:
Ease of
opening:

Rate & terms:

CCLasVagas &
Location: Hendersan, NV
Cender: Male
Age: 45 1o 54

4 outof §
doutol s
doutol 5

Soutof§

4outol §

4outof §
Soutof §
Soutof §

Soutof §

doutol §

America First member for: less than a year

Overall Rating:
Convenience:
Accessibility:
Ease of
opening:

Rate & terms:

Filene Research Institute

Soutof §
Soutof§
Soutof§
Soutof §

soutofs ©

Eagy and quick

Date: Augatt 7. 2013
It wak the quickest I've sver bien
able 1o open an account. And one of
the easiest processes. Thanks so
muchi®

Was this review helpful to you?

snare this Review: B 70 g @

Simple
Dwse: Augast 6, 2013

Walked in, agked 10 start up
account, was done and had fisst
basch of checks within about 15
menistes

Was this review helpful to you?
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Dare: July 26, 2013
"Everyone that heiped with this
orocess wene excellent. | am 5o glad
10 be 2 member of Amarica Firat®

Was this review helpful to you?
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ERVICES AND
S

Y MOBILE APPS
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- Location Awareness

- Augmented Reality

- Mobile Payments
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. The Competitive Landscape

Disruptiive Services and Technologies

- Managing the Technological Revolution
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Figure 6: Customer Interactions with
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Figure 7: Three Dimensions of IT Management

Management commitment
Risk tolerance to IT as a differentiator IT/Business coordination
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Figure 9: I'T Management Dimension Average Scores by Segment

Management commitment 49
IT/Business coordination 45
Risk tolerance 4.1
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TABLE STAKES

Percentage of credit unions that offer the following functionality
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TOMORROW’S TABLE
STAK™© I

Mebile account alerts
Online account opening
Mohile bill payment 43
PEM

Person-to-person payments 30

R ——— “eerere————
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VENDOR SELECTION

Figure 25: Rank Ordering of Vendor Selection Criteria

Best-in-class technology
Breadth of technology offered
Ongoing cost

Initial cost

Technical support

Customer support

Peer recommendation

Opportunity to consolidate vendors 8 B 8
Analyst/media review 9 9 9
Marketing support 10 10 10
Ee——— e
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MANAGING TECH REVOLUTION

OBSOLESCENCE VS. INNOVATION

Resource Processe Priorities

Filene Research Institutgvh

WHAT’'S AT STAKE

Figure 10: Membership Growth by Segment

2011-2012 percentage change in credit union membership

Black Belts (= 173) | NN 70 9
Blue Betts (n=166) [ EEIIN 70 14
Green Belts (1= 142) [ JEEI 69 19

B >10% increase 0%-10% increase Decline
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THANK YOU!

benr@filene.org
@fileneresearch
facebook.com/fileneresearch
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