Celebrating Excellence:
Award-Winning Campaigns

If you're lucky enough to be part of the credit union industry, you've
already won. You're helping members access the tools and resources
that empower them to live their best financial lives. You're making a
difference in your community. You embody the People Helping People
philosophy that is the cornerstone of the credit union movement.

Being formally acknowledged with industry-recognized awards is

just the icing on the cake. Synergent routinely assists credit unions

in creating award-winning campaigns, but this year accolades were
received in the form of both CUNA Diamond Awards and MAC Awards.

The following projects that received Diamond Awards and MAC
Awards in 2024 were created by Synergent Marketing Services in
collaboration with the credit unions we serve:

Onboarding Campaign

Bayer Heritage Federal Credit Union — New Martinsville, WV
Assets: $871,972,769 | Members: 43,608

2024 MAC Award - Gold - Image Enhancement/Public Relations

Bayer Heritage FCU already had an
onboarding program in place but
wanted to update it to appeal to

a younger demographic (18 to 35
years old), and to increase product
penetration with new members by
introducing them to key products

in their first days and months of
membership. Having been a long-
time partner of Synergent, we worked
together to redesign and rewrite the
campaign. Using exciting, high-action
photos with bright colors and modern
thoughts, personalized postcards were
mailed that included a pURL leading

For more information: 800.341.0180 - synergentcorp.com
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DEVELOPMENT COUNCIL

The prestigious CUNA
Diamond Awards are
presented by the Credit
Union National Association'’s
Marketing & Business
Development Council and
recognize outstanding
marketing and business
development achievements
in the credit union industry.
Entries across 35 categories
are evaluated on strategy,
design, production,

creative concept, copy,
communication, and results.
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MAC

The MAC Awards, presented
by the Marketing Association
of Credit Unions, celebrate
the outstanding contributions
credit union marketers make
to the industry in a variety

of award categories. All
entries are judged based on
creativity, planning, execution,
and market distinction.
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to a landing page promoting a featured product. These were
followed by a matching, personalized email, reinforcing
the message with a direct link to the landing page. Using

multiple touchpoints was a winning strategy, with the rvetNamas, g A

campaign seeing a 29.1% increase in digital banking adoption,

Checking+ Rewards account, we'll pass
the savings back to you each and every
month with cash back, ATM fee refunds,

45.9% increase in new member eStatements adoption, and e e
a 2.6% decrease in new member attrition. Email open rates Hﬁi&%ﬂg

were strong for each theme sent: welcome — 52%; checking —
58%; lending — 41%; and eServices — 29%.
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Share Certificate Campaign

Bayer Heritage Federal Credit Union - New Martinsville, WV
Assets: $871,972,769 | Members: 43,608

2024 CUNA Diamond Award - Complete Campaign

Bayer Heritage FCU had a two-part goal: to drive interest in share
certificates and to establish a distinctive brand presence. Working
with Synergent, the credit union sought to captivate and engage
the audience through several mediums including postcards,
digital ads, billboards, and posters, which commmunicated an
enticing rate. The theme uniquely combined the holiday season
with mythical creatures like Sasquatch, the Loch Ness Monster,
and aliens. This blend of humorous imagery and pun-filled
messaging created a memorable and lighthearted experience

for the target audience. Consistent branding across all elements
ensured a cohesive visual identity, strengthening brand
recognition and recall, and fostering a positive and memorable
association with the credit union. The campaign results are
applause-worthy: 2,155 total certificates were opened totaling
$95,787,746 in new deposits during the campaign period, 557%
increase in certificate deposits opened over the same period the
prior year! Further, 1,961 of the new certificates opened specifically
were 12-month certificates totaling $91,053,770 in new deposits,
which is a 1,396% increase in 12-month certificate deposits opened
over the same period the prior year.

For more information: 800.341.0180 - synergentcorp.com

Credit Card Campaign

Casco Federal Credit Union — Gorham, ME
Assets: $106,232,991 | Members: 9,095

2024 MAC Award - Gold - Market Segment Program

Digging into the data was the force behind Casco FCU'’s spring credit
card campaign. Collaborating with Synergent, they had a goal to
increase credit card adoption within their existing membership.
Together, we launched an omnichannel campaign that targeted
over 4,000 members ages 21-65 who either did not have a checking
account or credit card with Casco FCU, or who had a checking
account but no Casco FCU credit card. Postcards and companion
emails were sent using two distinctive designs of fun spring activities,
communicating enticing offers that included no annual fee, no

fee for balance transfers or cash advances, rates as low as 10.99%
(competitive for the area) and the ScoreCard Rewards program. The
campaign was a remarkable success, seeing a 225% increase year-
over-year in credit line amounts opened, with an average APR of
15.32%! Email open rates were an impressive 45.75% for the group
that had a checking account but no credit card with Casco FCU and
16.64% for the email to members with neither a checking account
nor credit card.

WITH OUR VISA CREDIT CARD

RATE AS LOW AS 10.99% APR"

IC_SRSFARRSNS:

IT'S HERE!

WELCOMETO
OUR NEW DIGITAL
BANKING EXPERIENCE!

Digital Banking Conversion Campaign

Homefield Credit Union — North Grafton, MA
Assets: $179,714,754 | Members: 7,419

2024 MAC Award - Silver - Image Enhancement/Public Relations

Homefield CU wanted to inform and educate their entire

We're ugrading our Oline Banking and Mobile Banking.
platform to help members manage their finances better!

membership about their digital banking platform upgrade and

to encourage re-enrollment for an easy transition. Synergent

worked with Homefield CU to reach members through multiple
communication channels to ensure members received information
in a timely manner and understood how to re-enroll on the new
digital banking platform on conversion day. A “How to Enroll” tutorial,
FAQ sheet, and series of six emails with important conversion dates
and information (which included a link to a landing page) were

sent to the target audience. The creative included bright colors,

bold graphics, and layouts unique to the campaign, with consistent
branding throughout. The email series received an average open
rate of 55.9%, exceeding expectations! Clicks averaged 482 per email,
with 1,506 members clicking links to the “How to Enroll” tutorial in
the last few days before the conversion.
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Onboarding Campaign

Capital Area FCU - Augusta, ME
Assets: $63,996,202 | Members: 4,033

2024 MAC Award - Bronze - Image Enhancement/Public Relations

Capital Area FCU wanted to deepen and strengthen the relationship
between their members and the credit union. Working with Synergent,
they set objectives for increases in general lending, email penetration,
product usage, and shares. Every new member of the credit union received
a series of welcoming postcards and coordinating emails directing them to
the website and digital services. They also were encouraged to open new
checking accounts and learn about the lending options available to them.
The credit union’s motto, “It's all about you,” was prominently featured
alongside warm lifestyle imagery and messaging designed to solidify the
dedication to service and support. The messaging also incorporated the
phrase, “let us be your BFF (Best Financial Friend),” further supporting their
commitment to member wellbeing. This successful campaign yielded a
30.1% increase in new member lending adoption, 12.6% increase in new
member email penetration, and the email open rate averaged 56%!

» WelcomeTo
THE FAMILY!

Trust us to be your

BEST
FINANCIAL
FRIEND

REFER YOUR
fpiends and. family
& EARN $25

IT'S ALL
ABOUT

Get started with a Capital Area
checking account that is perfect for
everyday life and let us be your

BEST
FINANCIAL
FRIEND

REFER YOUR
iends and famil
& EARN $25

WE HAVE A loan
FOR EVERY STAGE
OF YOUR LIFE.

Trust us to be your

BEST
FINANCIAL
FRIEND

REFER YOUR
fiends and family
& EARN $25

Onboarding Campaign

People

first,
always.

checking

PeoplesCifice

PeoplesChoice
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For more information: 800.341.0180 - synergentcorp.com

PeoplesChoice Credit Union - Saco, ME
Assets: $361,047,466 | Members: 20,716

2024 MAC Award - Gold - Image Enhancement/Public Relations

PeoplesChoice CU wanted to create an automated onboarding
program to increase new member retention and product penetration,
while also introducing new members to their credit union’s brand and
mission. Partnering with Synergent, the team started by completing
an analysis of historical new member activity, revealing enormous
potential in regularly informing new members of product and service
offerings, especially those who became credit union members
indirectly through auto loans. The creative strategy developed around
the slogan, “People first, always.” Diversity and inclusion were focal
points of this campaign design, using warm, close-up photographs
of people in relatable situations. The targeted campaign connected
with new members via direct mail and email six times throughout
their first year of membership. The message was variable depending
on each member’s product and service adoption. Additionally, a
responsive landing page was created, and the postcards and emails
directed members to unique URL's that led to the landing page. The
campaign is ongoing and continues to be a success. After the first 12
months, average new member lending volume increased by 11.86%
and the average email open rate was 62.01%.




