
“Know your customer" is a basic tenet in the finan-
cial services industry. Marketers at two large credit
unions in Georgia say a Web-based customer infor-
mation system is making it easier than ever to follow
that advice.

The Coca-Cola Company Family Federal Credit Union
and Lockheed Georgia Employees' Federal Credit
Union have both adopted Connections, a customer
relationship marketing (CRM) software package pro-
duced by Birmingham, Ala.-based Marketing
Solutions Inc.

MSI describes Connections as "event-driven market-
ing software." The package program integrates with
a credit union's data processor to create and main-
tain files on all the credit union's members, including
such information as what kinds of accounts each
member has, the balances in those accounts, recent
account activity and so on. When a change in a
member's account takes place - for instance, the
member opens a new share account for a family
member - the program automatically takes note of
that event, so credit union staff can follow up with
suggestions for other products or services the mem-
ber might be interested in - and that might generate
revenue for the credit union.

Members' data are updated each night and can be
made available to any or all of the credit union's
employees, thus broadening the opportunities for
employees to cross-sell a range of credit union serv-
ices to members. Connections also includes capabili-
ties, such as document storage and a calendar, that
let it function as a company's Intranet.

Kelly Garmon, vice president of marketing at
Lockheed Georgia EFCU, says her credit union is in
the process of implementing Connections as part of a
five-year plan to “become a true sales and service
culture.”

“We love Connections," she says. "So far it's been a
great marketing and relationship management tool." 

Garmon says the credit union used marketing cus-
tomer information file (MCIF) software for about five
years. It provided good data, she says, but it was
hard to get that information to the member contact
level, especially since few credit union employees
had access to or had been trained on the software.
By contrast, she says, "Connections is an extremely
easy system to use.”

"We needed something that was intuitive," she says,
and Connections filled that need.

Garmon says her credit union is doing a company-
wide rollout it calls Get Connected. The marketing
department was the first to start using Connections,
she says, and Account Services personnel and ASCC
(Account Service Consulting Center, the organiza-



How to Create that 
Eye-Catching Ad!!!

Ever wish for that secret recipe to creating THE advertisement
that will get noticed above the rest? Here are a few tips that
might help you stir up advertising success in the future!

• Create an ATTENTION-GRABBINGHeadline – Whether
it’s with word choice, graphics or both, make a bold 
statement with your headline. Be clear, concise and strong
in your statement making your audience stop and take
notice.

• Focus on how your promotion or message will benefit your
audience. What can they get from your promotion?

• Use stimulating, emotion-evoking and time-sensitive words
and phrases in your marketing pieces. Examples include:
WOW! NEW, FREE, LIMITED TIME ONLY, ACT NOW…etc.

• Be concise and direct in your message. You should get
straight to the point in your message delivery. You don’t
need a lot of unnecessary text. You can even use bullet
points to help segment your main points.

• Use appealing photographs and graphics in your 
promotions. Your audience is much more likely to notice a
provocative photograph first, and then read the text.

• Include special offers in your promotion such as coupons,
gift certificates or member incentive ideas.

• Always include your credit union’s identity to increase
brand awareness.

This article was written in part from information taken from CUNA’s Products &
Services web page at http://buy.cuna.org.

Arguing the 
Name Change
With the influx of community charters, SEG development and growing competition in
the credit union industry, many credit unions have found the need to change their
names to better reflect their evolving fields of membership. But with this idea of
change comes the task of selling that change to the Board, staff and to the current
membership, many of who might be tied to that original sponsor group and be reluc-
tant to support a decision.

Change is difficult for anyone. But this difficulty can be lessened by brainstorming
ways to celebrate the change as a growth initiative for the credit union. If your credit
union is thinking about a name change in the future, consider the following tips to
make the transition a little smoother!

• Choosing the Name. It’s important for your new chosen name to reflect who
your current members are AND who you want your members to be in the future.
And the broader the better. You want the name to be inclusive of all who can
potentially join. Include your Board, staff members and even your existing mem-
bers in the decision for a new name. Allow individuals to enter their choices into
the bank and then set procedures for how the selection will be made.

• Praise the History. Don’t minimize those efforts that went into making the
credit union what it is now. Celebrate the credit union’s roots by making a shad-
ow box for the lobby. Include memorabilia and photographs for members to view
as they visit the lobby. Include testimonials from the credit union’s founders or
early members in your newsletters.

• Adopt the Identity. Once the name is chosen, hire a marketing agency to help
you develop a coinciding logo and brand that will help sell the new image. Your
brand is the face of your credit union. Make it bold, exciting and welcoming to
new members.

• Celebrate the Future. Begin celebrating the new change and the potential
future growth by having a grand event to announce the name and brand. This
could be held at your Annual Meeting or on another special occasion. Have give-
aways reflecting the new name and hold drawings for memorabilia of the credit
union’s history. Generate excitement for the change.

• Building the Legacy. -  Let the Board and management know that the credit
union is their legacy. They are creating the foundation for the next tier of growth
for the credit union. They will be remembered for their efforts.

Bulk Up Your Budget for Opportunities in 2004
Yes, it’s budget time. As much as marketers hate it, we have to satisfy the CFOs and CEOs of credit union land by compiling an estimate of what
we want to spend in the way of marketing and business development initiatives. It would seem a simple task if marketers were psychic and knew
exactly what challenges, technologies, new opportunities and unexpected expenditures were going to appear. But unfortunately, we’re not psychic
and can only guesstimate as to what the New Year will bring. So, we’ve devised a list of items that you may want to consider budgeting
for….just in case.

Member Research– Credit unions should conduct member research on an annual basis to gauge satisfaction levels and govern appropriately.
Whether its surveys, mystery shopping programs or even focus groups, make sure you obtain sales quotes now and include these costs in your
2004 budget.

CRM– Many credit unions are adopting new CRM technologies in an effort to create a unified sales culture and effectively target market to their 
membership. CRM tools can increase cross sales, the bottom line and product penetration. Start budgeting now for the implementation of such 
technology into your product schemata for 2004.

Monthly Promotions– You may want to outline costs for your monthly marketing promotions. Include costs for such items as statement
inserts, signage, web advertisements, postcards and marketing programs.

Operational Tools– Don’t forget to budget for the necessities such as applications, brochures, disclosures, account cards, presentation folders,
letterhead, envelopes and business cards.

Seasonal Activities– Remember those seasonal, once in a while activities including Annual Reports, annual meeting expenditures, giveaways,
trade show graphics, consulting fees, etc.

All the Extras– Make sure to pad your budget with some extra cash to use as necessary. There are always going to be surprise deductions
from the marketing budget. Prepare for these unexpected costs by adding some extra dough.
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