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Credit Union Name
Hanscom Federal Credit Union
Project Title
CU Thrive Automated Savings Plan
Category
More than $1 billion in assets
First Name
Diana
Last Name
Burrell
Email Address
dburrell@hfcu.org
Credit Union Address
1610 Eglin St
Hanscom Afb Massachusetts 01731-2616 US
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Louise Herring Philosophy-in-Action Member Service Award
The award is given to a credit union for its practical application of credit union philosophy within the actual operation of the credit union. It is
awarded for internal programs and services that benefit membership.
As you work on your submission you will see varying formats in which questions will be answered. Some will require only numbers, while others
will require much more time and thought. You are able to save and come back at any time (until you submit).
Things to Remember
There are no word or character limits for the text boxes, and you are able to format as you wish (bolding, italics, underlining, bullets...).
You are able to skip questions that are required, but you will need to go back and answer them before you submit your project. (If you do not have anything for a "required"
question, please insert n/a in the text box provided.
On the final submission page, please include any documentation and promotional material you wish. We look forward to seeing your projects in electronic format (videos,
audio, Facebook, Twitter, news articles...).
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Credit Union's Field of Membership
Multiple Group
City & State Location
Hanscom Afb, MA
Credit Union Asset Size
1,772,500,000
How many members does your credit union have?
91727
How many employees does your credit union have?
253

Is your credit union a member of CUNA?
Yes
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In 150 words or less, please give a high-level overview of your submission.
In late summer 2021, Hanscom FCU's Board of Directors decided to increase the dividend rate on its CU Thrive Automated Savings Plan from
2.00% APY to 5.00% APY to give our members an even more attractive return on their savings after a difficult year for our members due to the
ongoing Covid-19 pandemic. Our CU Thrive account has always been an easy way for our members to automatically save as little as $5 or as
much as $500 a month over a term of one year, plus enjoy a dividend rate that is higher than what is paid on traditional savings accounts.
Offering a higher dividend rate was some good news we knew our members would appreciate, and it would encourage new and existing savers to
keep on saving every month! We began offering this higher rate to new and existing account holders on October 1, 2021.

Why does this project best represent the values represented by the Louise Herring Award?
The Louise Herring Award is given to credit unions that have programs and/or policies that demonstrate the application of the "People Helping
People" philosophy. The decision to increase the dividend rate on CU Thrive, which was originally designed to encourage regular savings habits, is
an example of how Hanscom FCU acts on opportunities to help our members get more from their money, especially in times of economic flux.

Identify the need that made you pursue this project.
As the economy began to reopen in the summer of 2021 after a year of upheaval with the pandemic, there was a lot to celebrate: we began to
see glimpses of life as it was before the pandemic--family gatherings, weddings, even simple things like eating dinner out, shopping, and
attending sporting events made us all exhale a collective breath of relief. Some news media called it a "Post Corona Boom." Interest rates were
low throughout the spring, so housing sales and refinancing were keeping mortgage departments busy, including ours!
But these lower interest rates also meant low earning rates for our members on their savings accounts and share certificates. Our CU Thrive
Account is designed to reward members for saving. We were already offering a 2.00% return on savings, which was far above the average for a
regular savings account. We knew that kicking up that rate to 5.00% would be a terrific incentive for our members and prospective members to
continue saving regularly while earning an above-average rate of return.

How many employees were involved in implementing this project?
Approximately 15
Who participated in this project? How did you balance paid/volunteer time for your employees as you completed this project?
Employees on Hanscom FCU's Finance, Marketing, and Operations team worked together to create a proposal to increase the dividend rate.
The proposal was presented to Hanscom FCU's Board of Directors and voted upon during their August 2021 meeting. Once the dividend increase was approved, the Marketing
team created staff and member communications announcing the new rate, which went into effect on October 1, 2021.

Untitled
No
If yes, what changes have been made to distinguish this entry from previous submissions?
n/a

Please list any additional projects your credit union was involved in.
Hanscom FCU participated in dozens of financial education events in the community in 2021, and continues to do so today. These included Military Saves Week programs, table
events, charitable events, and educational seminars. Last year the credit union presented a record number of free financial education webinars, many of which are also available ondemand, due to the pivot we made in 2020 when in-person seminars were impossible. A benefit of web-based seminars is that they are available for viewing after the event is over
and attendees can share information with friends and family. Subject matter we cover in these webinars include credit score education, home buying, investments, estate planning,
managing credit and debt, identity protection, and more.
We offer free Credit Score Enhancement counseling for members. Trained staff members on our Remote Support team and in branches meet with members, review and explain
their credit reports, answer questions, and provide recommendations that will help raise scores. This often leads to members receiving an adjusted lower loan rate after they take
the recommended actions to improve their credit scores.
Hanscom FCU also offers free and confidential financial counseling to its members through its partnership with the bilingual BALANCE financial counseling service online or by
phone.
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What were the specific, measurable goals of your project?
Our goal was to increase the rate of participation in our CU Thrive automated savings program by increasing the rate we offered on balances. The
rate increase on our CU Thrive account was designed to be attractive to all of our members, as well as prospective members. The ability to receive
a 5.00% return on a savings account in 2021 when interest rates were low was something we knew existing members would appreciate, including
those who already had CU Thrive accounts that were earning 2.00%, and would appeal to prospective members, too.

What strategies were implemented to reach the project's goals? Did you have to change or adjust your original goal?
As we mentioned above, we had members who were already earning 2.00% on their existing CU Thrive account balances, so we sent them an
email to let them know on October 1, 2021 their rate would automatically increase to 5.00%.
To increase participation in this savings plan, we created branch signage announcing the new rate. We announced the rate increase on our blog
and social media. We also initiated email outreach via our monthly newsletters and email messaging to existing account holders, which garnered a
62.5% open rate.

What were the specific, measurable results achieved?
We spent $5,000 on the conceptualization, design, and printing of marketing communications materials, including branch signage and ads through our advertising agency.
Internal communications, blog, and social media communications were handled by staff, and those costs were covered under employee salaries.
Our goal was to see an increase in our members taking advantage of the higher rate our CU Thrive account now offered (and continues to offer in 2022). Up until October 2021, the
number of accounts trended downward then remained flat, something our Director of Marketing Campaigns reported as a typical trend with this account. When we raised the rate in
October, the number of accounts increased, and we haven't seen those numbers follow the same pattern as they have in the past. Every month we've continued to attract more
members to save with our CU Thrive account with no drop in numbers.
Even more impressive is looking at the number of new accounts opened each month. From January through September 2021, we had new account openings in the double digits.
However, when we introduced the 5.00% rate, we experienced a 514% increase in account openings when averaging the account openings over the previous nine months. Our
members have continued to open accounts each month, the numbers consistently in the triple digits. We have attached a spreadsheet that includes graphs that show how our
members took advantage of the benefits the CU Thrive rate increase offered them.

Define the project's target audience(s).
We had two target audiences we thought would take advantage of this higher savings rate.
First were prospective members. We originally launched the CU Thrive product as a gateway product to other credit union products, like checking accounts and share certificates.
(We require funding for CU Thrive to come from a Hanscom FCU checking account; we offer a free checking account with no minimum balance requirements to make this
requirement easy to meet.) We thought that this new 5.00% rate would be exceptionally attractive to potential members looking to earn a little extra on their savings, given the low
rates on savings accounts and CDs at banks, and also give them an opportunity to experience the great products, service, and financial education a credit union offers its members.
The second target audience were members who already had a CU Thrive account with us. We automatically raised their rate to 5.00% on October 1, 2021 and informed them of this
new rate via email.

How did members learn about the project and its benefits?
We created branch advertising to announce the rate increase, along with banner ads on our website and social media posts. We also wrote about
the CU Thrive account on our MoneyWisdom blog and announced the new rate.
We sent an email to 1,625 members who had an existing CU Thrive account to let them know that on October 1, their rate would increase
automatically. The open rate on this email was 62.5%, which is well above the industry average of 20 to 25%. We sent out our monthly
newsletter to members in November, which included news about the rate increase.

How does this project differ from day-to-day operations? What risks or obstacles were identified in implementation?
One of the conditions of the CU Thrive automated savings account is that if the member closes the account before the end of the one-year term,
they forfeit 90 days of earned interest. Although we automatically raised the APY on already opened accounts on October 1, we allowed any
member who wanted to close their existing account and open a new one at the 5.00% rate to do so without penalty. The reason why some
members might choose to do this is to ensure they are locked into a 5.00% rate for a full twelve months in case the CU Thrive interest rate
happens to be lower when their account reaches maturity and it's time to open a new account.

Will this project shape day-to-day operations moving forward? How?
One of our five values is Innovation. Our CU Thrive automated savings plan was already an innovative product designed to make saving money
easier with as a little as a $5 commitment per month (max $500), but boosting its already attractive rate from 2.00% APY to 5.00% APY when
the average savings rate in October 2021 was 0.06% (FDIC) was truly innovative. On top of that, we thought carefully how this change would
impact existing account holders, thus why we made the decision to allow them to break the terms of their existing accounts if they wished so they
could open a new account at 5.00% APY for a full year, an action we don't normally take. This dovetails into our #1 value: Members First. Our
team thought through how this positive action could possibly negatively affect a member and changed its policy to ensure no member would be
disappointed. This kind of forethought in a project is something we will carry forward as we develop and refine products in the future.

Please explain which of the 8 cooperative principles that govern credit unions your project supports and how.
There are several cooperative principles that guided our decision to increase the rate on our CU Thrive automated savings plan. They are:
Voluntary Membership -- This product is available to any adult, member or non-member, who wishes to develop a savings habit or simply to earn
a higher rate of return on money during a time when interest rates on savings accounts were extremely low. The product is inclusive of gender,
race, and class.
Members' Economic Participation - When our members enjoy financial wellness, our credit union benefits. It is in the organization's best interest to
incentivize members to develop a savings strategy so they can benefit from the advantages a credit union offers in terms of rates and returns, as
well as experience financial wellness. Moreover, we are controlled by our member-owners, not stockholders, so we can make innovative decisions
like increasing the rates a member earns on an account during a time when interest rates on savings accounts were low.
Education, Training, and Information - Our employees are trained to work with members to help them reach their financial goals by providing
unbiased tips, tools, and other information. When our Board approved this rate change, we created internal and external communications to let
existing and prospective members understand the value of saving their money, whether it's for a specific goal or to build emergency savings.
Concern for Community - Credit unions were created to serve the needs of the underserved, and that is still true today. By increasing the rate on
our CU Thrive automated savings plan, we give the community an opportunity to earn more on their savings, as well as to develop a savings habit
painlessly that can help them achieve financial wellness.
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Credit Union Logo
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/eeb4e70e-f071-492d-b793-7042c6ba30ff?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22Hanscom%20FCU%20logo.png%22&response-contenttype=image%2Fpng&Signature=5WRNql%2BIU0zcbOzoB5Hw3Us7Rz4%3D)
Attachment 1
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/ce5daeff-9fb7-4622-97ee-90198c792786?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22CU%20Thrive_1.JPG%22&response-contenttype=image%2Fjpeg&Signature=W9zLim8cOUbZuRwHBQ0AP0Tw%2BOc%3D)
Attachment 2
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/406fd739-2f0a-4ab2-8ff4-5457891cec25?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22CU%20Thrive_2.JPG%22&response-contenttype=image%2Fjpeg&Signature=Or%2FrsHBmW%2Fdn88ikffT9M4fWGtg%3D)
Attachment 3
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/87846a97-9fb8-4381-93b4-ab408d2c681d?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22CU%20Thrive_3.JPG%22&response-contenttype=image%2Fjpeg&Signature=t%2FuyUlwvizz7LPJHI6NDQU%2BZQHY%3D)
Attachment 4
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/fa6a141a-4726-4d83-8f4c-483b461fe868?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22Internal%20Communication%20on%20Confluence%20CU%20Thrive%205-.pdf%22&responsecontent-type=application%2Fpdf&Signature=%2FC7usmOWrfc9QEhGbCW%2B74V4Njk%3D)
Attachment 5
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/b953b8fb-18d3-4933-8f1b-a6bc041bdaf6?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22Important%20News%20About%20Your%20CU%20Thrive%20Account.pdf%22&response-contenttype=application%2Fpdf&Signature=Zl%2Bs6LVCtBOeRgS2nmvVGUs46tY%3D)
Attachment 6
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/a47b4ecc-a1c0-473b-b0c4-04f5493ff171?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22CU%20Thrive%20website%20link.JPG%22&response-contenttype=image%2Fjpeg&Signature=7lYYkjbrhKR%2BePYQKziHiZ8YW9E%3D)
Attachment 7
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/c4a248f8-698b-41ce-af4b-42fe99a36fe4?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22__%20November%202021%20Newsletter_%20Do%20more%20with%20your%20savings.%20You%20d
t%20want%20to%20miss%20this%20special-.pdf%22&response-contenttype=application%2Fpdf&Signature=4Zz5Ta4G0YV0rhh%2FCk9us1%2FaYzI%3D)

Attachment 8
Download File (https://vo-general.s3.amazonaws.com/635f92c1-5724-42d9-bdb0-5771c280e431/5057118c-1872-475e-a45b-97cc12185134?
AWSAccessKeyId=AKIAJ4PRWO26HAX3IOCA&Expires=1745087337&response-contentdisposition=inline%3B%20filename%3D%22CU%20Thrive%20Award%20Data%20July%202022.xlsx%22&response-contenttype=application%2Fvnd.openxmlformats-officedocument.spreadsheetml.sheet&Signature=Fi4qoooan5YltCyd0XigSb9HNZA%3D)
Weblink 1
https://www.hfcu.org/cuthrive.html (https://www.hfcu.org/cuthrive.html)

Weblink 2
https://go.hfcu.org/blog/cu-thrive-the-automated-savings-program-that-pays-2.00-apy (https://go.hfcu.org/blog/cu-thrive-the-automated-savings-program-that-pays-2.00-apy)

Weblink 3
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Is there anything else you would like to include or make judges aware of?

Acknowledgements
I acknowledge that photos submitted may be used to promote future awards programs by CUNA or the League., I acknowledge that the person
listed can serve as a contact for this submission, the Organization name is listed as it should appear on any award won, and that the address
listed is accurate and able to receive a shipment, should this application win an award., All information provided is correct, to the best of the
submitter’s knowledge.

Thank you!

