Credit unions exist to foster and grow the financial well-being of their
members. That's the mission and vision of every credit union ever chartered.
Fulfilling that mission means credit unions must strengthen their lending
strategies by whatever means possible—always working to develop a staff of
true lending consultants.

Consider the case of a member who requests a car loan. The loan officer who
simply does his or her due diligence and then grants the loan has lost an
opportunity to help both the member and the credit union. The officer has
satisfied the immediate request—but may have failed in showing the member
how to maximize his or her individual situation to meet more than just the
stated need.

Obviously, some lenders go a step further. The member needs a loan? Ask if
there is a broader need: perhaps instead of a simple car loan, the member is
offered a home equity loan which allows for cash back to pay off high-interest
credit cards.

But credit unions that really want to
grow the financial well-being of their
members will take a highly holistic
approach. These credit unions will focus
on a needs-based lending strategy,
engaging in conversations that educate
the member about their broader,
perhaps-unperceived needs. In other
words, what else does the member need
to be thinking about?

In the payment protection arena—debt
cancellation or credit insurance—a
needs-based approach teaches the
member about protection factors he

or she may not be aware of. When the
member comes in for a car loan, for
example, the needs-based lender will
uncover other aspects of his or her financial picture, including the need for
loan protection: What happens if the member dies before the loan is satisfied?
There may be life insurance in place, but does the member want the proceeds
of the policy used to pay down loans, or rather to meet the critical needs of
the family?

Disability is another significant risk that members need to be educated about.
According to 2004 research by America’s Health Insurance Plans, 75-80%

of disabilities are caused by illness, not injury. When you consider some of
the more startling statistics—every 26 seconds an American has a coronary
attack'—offering a loan to a member without having these discussions almost
becomes contrary to the mission of meeting member needs.

Payment protection driven by needs-based lending enables credit unions to

do several important things simultaneously. Not only are member needs more
fully met, but the credit union’s overall financial position is strengthened.
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NEEDS-BASED LENDING DRIVES BOTH MEMBER SATISFACTION AND CU BOTTOM LINE

This is accomplished, obviously, by protecting the credit union’s loan portfolio
through less risk of default, and also through an increase in non-interest
income streams. But there’s yet another aspect to the diamond: Credit unions
who learn and practice a needs-based approach usually find that their entire
business takes a turn for the better. Good behavioral lending strategies
naturally result—affecting cross-sales of credit cards, deposit products, CDs,
and other opportunities.

Needs-based lending strategies require a level of critical thinking, evaluation,
and judgment that often comes through years of experience. It requires that
lenders talk about a whole-needs approach with the member. Does that mean
that only senior loan officers can rise to the level of a needs-based lending
strategy? Not at all. Staff at all levels can participate in and support your
needs-based lending strategy. By implementing an effective needs-based
culture, you can support that lending strategy, meet enhanced member needs,
strengthen your bottom line, and achieve specific training goals that impact
your entire organization.

In order to succeed, such a training
approach sets specific goals, has
committed and involved leadership,
invests heavily in staff development
and support, provides positive
motivation, and includes powerful

sales tools. CUNA Mutual offers a
program that touches every one of
those key elements, offering credit
unions a methodology that better meets
members’ full financial needs, as well as
those of the credit union.

The Lender Development Program®
trains credit union staff and coaches
them through the stages of developing
needs-based lending strategies. The
result is that members’ financial needs
are more fully met (fulfilling the credit union’s mission), and, by protecting
more members, the credit union’s loan portfolio risk is decreased while at the
same time non-interest income is increased.

In fact, CUNA Mutual research has shown that credit unions participating in
the Lender Development Program see not only an almost immediate 20 percent
participation lift in payment protection products’, but also positive growth

in other credit union product lines including loan growth, deposit growth,
cross-sales, and referrals to their Members Financial Services or other financial
services program. That's a very compelling reason to consider the program.

Perhaps even more compelling? Knowing that the development of a needs-
based culture is a win-win situation. The member’s financial position

is strengthened, and so is your credit union’s. For more information on
developing and energizing a holistic needs-based lending approach in your
credit union, please contact your CUNA Mutual Sales Executive.
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For more information on CUNA Mutual Group products and services,
visit www.cunamutual.com/getinthegame, or contact your CUNA
Mutual sales executive at 1-800-356-2644.

Payment Protection solutions include credit insurance and debt cancellation. Some of the MEMBER'S CHOICE protection solutions are insurance products available through CUNA Mutual Insurance Society.
Others are debt cancellation products available through [your] [the] credit union.
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BOOST MEMBER RETENTION, INCREASE FEE INCOME WITH AUTO AND HOMEOWNERS INSURANCE

The competition has always been out to recruit your credit union’s members.
And now, with the growing number and type of companies competing with
credit unions, the threat of loss of membership is taking on even

more significance.

Depository institutions still threaten to erode your membership base,
especially those members who see only rates and terms as reasons to belong.
The fastest-growing threat, however, comes from insurance companies,
mortgage lenders, and other nontraditional providers who've established or
purchased their own banks, enabling them to offer many of the services you
offer. Members who buy products or secure loans from these companies are
that much closer to becoming customers of other financial providers.

Here’s where partnership with CUNA Mutual can go to work for you. When you
offer products from the insurance companies and strategic partners of CUNA
Mutual Group, you can leverage the situation in reverse. Rather than lose
members to financial providers who've only recently discovered banking, you
can maximize your existing relationships by offering products your members
want and need. Your credit union earns non-interest fee income, while also
increasing your institution’s strength and providing valuable services to

your members.

“THE NEEDS OF THE PLAYER ARE OF MOST IMPORTANCE. AT THE END
OF THE DAY A CADDY IS WHAT THE PLAYER WANTS THEM TO BE.”

Rick Mackenzie, caddy manager at the home of golf, St Andrews.

Consider a strategy built around MEMBERS™ Auto and Homeowners Insurance,
which supplies affordable and reliable protection that your members need,
plus property and casualty coverage at member-only rates. The coverage—
made available by CUNA Mutual Insurance Agency, Inc., and developed

in partnership with Liberty Mutual, the country’s eighth-largest auto and
homeowners insurer, and Progressive, the nation’s third-largest auto carrier—
gives your credit union capabilities to counter the competition’s attack while
realizing three specific advantages:

e By offering MEMBERS Auto and Homeowners Insurance, you have another
product to gain greater “member wallet share.” As you know, the more
products members have, the more loyalty they exhibit toward the credit
union and the more products they are likely to purchase in the future.

 Through competitive pricing and services, MEMBERS Auto and Homeowners
Insurance helps keep competition from non-depository institutions at arm’s
length. If you can provide members with products that are superior to what
the competition offers, there’s less reason for those members to transfer
their loyalties and less likelihood they'll do so.

e Finally, by offering MEMBERS Auto and Homeowners Insurance, your credit
union can realize increased non-interest fee income through the sale of
those policies. In an era of ever-tightening margins, there are few better
ways to profit from more effectively serving your members.

On top of that, MEMBERS Auto and Homeowners Insurance can be marketed

to your members through MemberCONNECT,* CUNA Mutual’s direct marketing
program. Our results have proven that credit union affinity leveraged in direct
marketing pieces carry great importance and attract immediate attention from
members receiving them. If your members respond to direct mail advertising
for the insurance products you make available, then there’s a good chance they
may never get to offers from “those other guys.”

Strategy should always drive the product selection you offer members. Let
MEMBERS Auto and Homeowners Insurance spearhead your efforts to keep the
competition at bay while strengthening both your relationships with members
and your bottom line. For more information, call 1-800-356-2644 or visit the
Web at www.cunamutual.com/getinthegame.
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