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Project Title:
Household Identity/Member Segmentation
Background:
The CEO of Nassau Financial FCU, Frank Cordano, had suggested we determine if we could identify member accounts by household through our in-house MCIF and core processing systems for possible target marketing.
However, we had decided to postpone the purchase of any additional software modules or enhancements to our core system until we completed an evaluation of alternative core systems from other vendors before our contract with our current core system vendor ended in 12/09.
This decision precluded the purchase of the cross-selling and CRM/MRM software applications that we did not currently have but which were now available from our core system vendor and could be used to satisfy our objective.  But we had to wait until the core system evaluation was completed before purchasing them.
Despite these limitations, in 2008 our Marketing Manager, Regina Esernio, began working with our IT Manager, Lisa Peterson, and our MCIF systems consultant, Eileen Friel, to determine if our existing systems could be used to provide not only what the CEO had requested but if we could further segment our membership for more targeted and directed precision marketing based on the members’ interests, needs, or demographics, as well as aggregate members with other members in the same household as originally requested.
In addition, methods to report on our cross selling and referral efforts and better measure their effectiveness were also included as objectives of this project.
Solution:
After some investigation, it was determined that something very useful could be achieved, but it required purchasing an additional software module for the core system, the Member Demographics module.  This was not an insurmountable problem, however, since discounts negotiated for future purchases from the vendor meant that this module could be purchased for only $250, along with free maintenance.

The module was purchased and the IT Manager, Lisa Peterson, and the MCIF consultant, Eileen Friel, studied and tested the Demographics module to learn its capabilities and how it might be used to accomplish our objectives.

The core system vendor normally charges a consulting fee of $7,500 to assist in implementing this module, but Lisa and Eileen determined how we can use this module to reach our objectives without outside assistance and kept us from incurring the cost for that support.
The methods created in applying the use of the Demographics module with information from the core and MCIF systems use information we know about our members to better customize and personalize the messages they receive from us towards the improvement of our marketing, cross-selling, and up-selling effectiveness.  In a sense, this accomplishes a CRM (Customer Relationship Marketing) approach in further individualizing the messages we provide to each member.  Messages include both mailings to our members as well as interaction between our employees face-to-face at the branches and on the phone with our Call Center.  This replaces widely broadcasted messages that we previously sent without considering the individualized needs and interests of our members such as offering a “product of the month” like a checking account or a credit card to members who already had this product or who had recently already been offered this product and had turned it down.
The online portion of this new system works as follows.  As employees access members’ accounts, the employee is prompted to view scripted messages that are unique to the member or groups of members for the employee to possibly sell a product or service to the member they do not have and have not recently been offered, inform the member of something such as a promotion they may uniquely find of interest, or thank the member for recent activity. The message and prompting of the employees is automated, rather than relying on employees to have honed and acute selling skills and the needed quick thinking to react to member data on a computer screen and their transitory interaction with members to deliver the right message at that moment.
These messages can also apply to mailings to our members as well, either separately or together so that, if appropriate, members receive the same, consistent message whether they interact with our employees on the phone, at a branch, receive a mailing from us, or experience all three methods of contact.  However, this system can also be used to avoid needlessly and annoyingly repeating messages to members from the same or different methods of contact.
Information about what has been already conveyed to members in these messages and any reply or reaction from the member can be recorded so that this system is updated and members are not repeatedly told or asked the same message too often.  Gathering this information can also better assist us in determining the effectiveness of our marketing and sales activities.
Besides using the information we have about our members to determine the relevancy of messages to our members, the timeliness of delivery of the messages will also be a factor in determining what messages each member receives and when.
Timed events such as approaching certificate maturities, loans and other products that have maturities and even the members’ birthdates can trigger a stated message to the member by an employee in contact with the member, or the sending of mailings to members at the appropriate time beyond what we currently do with maturity notices, for example.
Life events timed to the age and other demographics of members and their families can trigger certain messages to members, such as a pending or recent school graduation and the possible need for a college or auto loan.
Life events that our members mention, possibly in response to our employees prompted by the system to ask members a question such as “What’s new?,” can be captured for follow up for cross selling.  These events include the birth of a new baby, need for a new car, change in marital status, and expressed desire for travel or to buy a house.
All of this will help better deliver the right message, to the right members, at the right time.  As a result, it should increase promotional campaign response rates and the effectiveness of marketing and cross selling.  This in turn should translate to increased member profitability.  More precise messages to members using more information available can also possibly create better targeted mailings with a lower volume in some mailings and less costly, more profitable communication with our members.
This new system developed in-house should thus help us better achieve most and maybe all of the following desirable and interrelated objectives:
1. Improve cross selling effectiveness

2. Increase new member acquisition through referral and other promotional campaigns

3. Improve analysis of member demographics for new product and services development

4. Improve analysis of member demographics for improved target marketing

5. Increase member loyalty

6. Improve satisfaction as a member of the credit union

7. Increase member retention

8. Increase member profitability

9. Improve return on marketing investment

Implementation:
At our December 2008 Board Meeting, the CEO in his Board Report and the Marketing Manager in her presentation of the 2009 Marketing Plan described this project for which they provided the ingenuity and guidance to create this method towards member segmentation for more precise target marketing and additional tracking of our direct sales and marketing efforts to members.
The work on this project was accomplished over several months in 2008 through early 2009 on a part-time basis by Lisa while working on numerous other projects as well as on the daily requirements of the IT Dept., and by Eileen while working on other various other marketing projects and only working for us a few hours per week.
The use of member information in our core system with the new addition of the Demographics module along with this new synthesis with the MCIF data, has provided new methods to sell and market to our members and to collect information to better tune those efforts in the future.

It has been initially used with a promotion for new vehicle loans in 2009.  Members targeted for such a loan based on several criteria such as age, lending history, and credit score so that we don’t promote this offer to members who are unlikely to qualify for a loan, have received the following script when visiting a branch or calling the credit union and having contact with an employee:

1. Are you in the market for a new car?

2. The credit union is having a New Vehicle Loan Sale.

3. You can choose your own loan rate discounts and receive up to a 1% discount.

4. Would you like more information about this sale?

5. (** Choose only one response: A,B,C, or D **)

6. “A” YES, took member’s loan application

7. “B” YES, gave information to member

8. “C” YES, referred member to PSR

9. “D” NO, member not interested

 When accessing the member’s account, a “tickler” message appears on the first account screen to prompt the employee to access a separate screen with this list.  The employee then goes to that screen and states the screen message to the member, and records the answers on the screen.  Reasons the member is not interested in the offer or any other comments by the member can also be recorded for later use.
The front office employees have overwhelmingly embraced the use of this new tool, and especially those employees who have not exhibited any cross-selling or other ”sales” skills but have felt pressured to participate in a sales culture in servicing members.  Meanwhile, members are now being asked a consistent script but only if they are a member of our targeted group of members for this offer. Mailings to targeted members for this offer exclude those members who were recently given the offer verbally based on their answers recorded, and members are not asked these questions again during subsequent branch visits or calls to our Call Center as they were before this system was created.
Reports are generated by member showing the verbal responses recorded to each offer, and by employee making the offer, to review the success of this new system, the promotion results, and the success rate of employees.  Thus information was not available prior to the creation of this system.
While this system is in its infancy and may involve adjustments and enhancements as we learn more about its use, in only a few months time it has had a dramatic positive effect on the selling ability of our front office staff, provided us with the ability to target our promotions to selected groups of members, and given us reported results of our employee sales efforts and promotions that we did not have before.

Its usefulness and benefits to the credit union, at this point, seem limitless and we look forward to using it for all our future promotions and sales efforts.
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