Boosting Membership
and Loans: High-
Converting Campaign
Strategies for Credit
Unions
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Winning Campaigns
Start With
Alignment Over
Assumptions

A B c D E F G H I J K
Year | Month | COUNTAof |SUM of Amount of Loan |

4 2024 Total 63 $1,879,230.26

o 2025 1 4 $92,95587 | g4tk
2 10 $282,510.17 $400.000.00
2 2 $164.657,50 $300,000.00
4 10 $324,554_56 £ $164,637.50
5 12 $362971.08 | 5 S2000m 962-"2//4\—0-
6 4 $148,633.93 $100,000.00

2025 Total 44 $1,376,263.11 $0.00
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First, Effective Campaigns
Start With

Solid Data > QGutInstinct

N

Google
Google TagManager @ . Ana IYthS




From Campaigns toa
Growth Engine

1. Competing in today’s digital landscape takes
more than impressions.

1. Credit unions need a paid media engine, not
fragmented one -off campaigns.

1. Audience -first planning beats channel -first
thinking.



Targeting

The Three
Ievers of
Increasing
Performance
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Product Offer & Landing page



Targeting Audiences,
Not Channels With The Right Data
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Here’s How You Align Buying
Journey With Targeting.

<- lLfe Event,Predictive Modeling, Behavior/Interest
Product <-Tn- : .
In Mar'ketAUdlenCG,ShOpperTargetlng,Search
Retargeting
<- Retargeting (Website/ App Activity), CRM Targeting




Relevance : address life stages, needs, or
local context.

Creative: The 5
Attributes of
Creative That
Drive Action

Clarity: avoid jargon, make the
benefit obvious.

Trust : testimonials, community
ties, or proof points.

Value: more than APR—lifestyle,
perks, member benefits.

Urgency: subtle nudges that prompt
action now.



Brand Focused

Product Focused

Interest Rate Focused

Community Focused Ads

Education Focused Ads

Creative Playbook:
5 Ad Categories To
Build For A Successful

Campaign



Brand Focused Ad Example

BEYOND TRANSACTIONS BEYOND TRANSACTIONS

Bank Smarter, SNE % N Bank Smarter,
Save More R g Save More

T e Bank Smarter, it Bank Smarter,
Save More _ Save More

True Partnerships for All of True Partnerships for All of
Life's Big Moments Life's Big Moments

BEYOND TRANSACTIONS

A

AT




No Surprises with
Nassau - Even After
24 months.

Apply for an Auto
Loan today.

STABLE RATES, ENDLESS ROADS
No Surprises with

Nassau - Even After
24 months.

Apply for an Auto
Loan today.
¥ NASs

No Surprises with
Nassau - Even After
24 months.

Apply for an Auto
Loan today.

No Surprises with
Nassau - Even After
24 months

Apply for an Auto
Loan today.
s

Product Focused Ad Example

No Surprises with
Nassau - Even After
24 months

Apply for an Auto
Loan today.

STABLE RATES. ENDLESS ROADS

No Surprises with
Nassau - Even After
24 months

Apply for an Auto
Loan today.
¥ s




Interest Focused Ad Example

Drive Your Drive Your

Dreams Forward Dreams Forward
e e A
pua i L ke

XN N

Drive Your
Dreams Forward

Revitalize your commute with
anew ride and lower payments!

Hew Auto Loan Used Auto Loan

6.29%"  6.49%"

Hew AutoLoan

6.29%"

Drive Your XN
Dreams Forward

Drive Your N

Drive Your Dreams Forward

Dreams Forward

Revitalize your commute with
anew ride and lower payments!

Used Auto Loan

6.20% | 6.49%"

Drive Your Drive Your
Dreams Forward Dreams Forward

jour commute witn Revnalize your o n
i lonr paymonts! i

Drive Your
Dreams Forward

Revitalize your commute with
anew ride and lower payments!

Newe Auto Loan Used Auto Loan

6.29%" | 6.49%"

Hew Auto Loz Used Auto Loan

6.29% | 6.49%

Highlight
competitive
rates.
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Community Focused Ad Example

OUR ETHOS OUR ETHOS

People Over Profits. People Over Profits.

Hot Groundbesaking = Not © S 7
Just Our wery of Doing Business. NY ESHOS Business OUR ETHOS

People . Ty People
Over Profits. ~ NE - A Over Profits.

Not Groundbreaking. 5 ~e G o Not Groundbreaking.
Just Our way of Doing Business. b, 3 =T Just Our way of Doing Business.




Education Focused Ad Example

N pASSAL FINANCIAL . : .. What Has

N r Your Bank

What Has Your Bank What Has Your Bank Whettes Done For you?

Done For you? T . D F 5 Your Bank
- ' ' ’ o8 rotyou: Done For you?

" Nassa i
Helping You Bank Smarter & Save More e Nassau Financis, Heping You Bark

What Has Your Kielging Yol Bank Smarter & Sg@Mor Semarte & Save More
Bank Done For you?

Nassau Financial, He

Massau Financial,
Helping You Bank Smarter & Save More




Create The “MarvelUniverse” Of Your Credit
Union



http://drive.google.com/file/d/1xewNT0G5wX2o1-eK_7WaIaTIGO2zmZ76/view
http://drive.google.com/file/d/1728IWD0uU6WUndqzHv0Rvgg9oJtfMvQE/view

Improve Creative
Perform ance By

Looking At The
Following Metrics:

Top Creative Category

Top Copy

Top Video Hook (engagement +
thumb scroll stop rate)



MISSIONDISRUPT

Where the Click
Becomes a
Conversion




MISSIONDISRUPT

BUILD, FOCUS & SCALE MARKETING.

Thank you for nominating us in 4 categories!

+ Best Credit Union
» Best Financial Institution

+ Best Mortgage Company
« Best Mortgage Officer: Bridget

online banking login
()
sign up for online banking

Vote for us daily thro
by clicking this

Avoid Bl

Inform ation ==as=
Overload. n°

S

Promotions

/ NAVIGATE THIS DIGITAL ERA

e 4 RN~ FEYEER




MISSIONDISRUPT

BUILD, FOCUS & SCALE MARKETING.

Bank v Borrow v Community v AboutUs v L

Avoid Lack Of
Call To Actions.

Auto Loans

/ NAVIGATE THIS DIGITAL ERA




MISSIONDISRUPT

BUILD, FOCUS & SCALE MARKETING. o s et

Search the site...

Credit Cards seareh

Escape Sky-High Rates!

Online Banking

There's no balance transfer fee!
Wealth Management

Benefits Include:

ATM Locator —
NO annual fee

NO balance transfer fee
NO cash-advance fee Educational Tips & Tools

NO over limit fee
NO convenience fee

Avoid Generic

s s o o

° . Events & News
« Non-variable rate
« 25-day grace period on non-revolving balances on purchases only .
« Annual cash rebate program offered with VISA Credit Card School & Community
* 7% for ALL Cash Advance transactions! Partnerships
Apply Now! " g
Quick Links
To activate or report your card lost/stolen please call 866-928-9237 Reorder Checks Online

Retail Benefits

DEWADN VNI

/ NAVIGATE THIS DIGITAL ERA




Do:Establish Trust
On The [anding Page

e Feature reviews and testimonials in
visible but non -intrusive ways

e Incorporate trust signals above the
fold so users see it right away

e Display trust symbols like NCUA
logos, FDIC, Google Review, etc.

Q“y AboutUs  ContactUs  Help

Checking & Savings CreditCards  Investing & Retirement  Auto

Home » Bank » Savings » Money Market Ally Bank: 1-877-247-2558

Money Market Account
#rdrdrded 4.6 (2,690 Rev

Increase your earr
Keep your money

Annual Percentage Yield

3.60%

on all balance tiers



Do : Minim ize mp—
Distractions

e Avoid excessive site -wide
navigation links on product
pages

e Limit secondary CTAs to the
most important action

e Reduce header & footer
clutter with only the most
essential links s — ®

Featured in Forbes Che New Jork Eimes FPST@GMPANY =




Do:Get Contact
Information Fast

e Capture member data before the
application

e Use email automations too enabled
abandon application follow ups.

e Ensure all information you filled out
on the main website is automatically
added to the LOS application.

NASSAU FINANCIAL
A\vFed%?alUCredit UCnion

We Help Keep Your
Monthly Car Payment
Within Your Budget.

Our Auto Loan Rates are competitively low in Nassau
County, ensuring your monthly payments are
comfortably affordable, ensuring your monthly car

payments are easy on your wallet.

New Car Loans As Low As

5.49%"

For terms up to 72 months

Used Car Loans As Low As

5.79%

For terms up to 60 months

Name *
Phone Number *

OO (.. S

Email Address *

Apply For This Rate




Nassau Financial

Develop a landing page
redesign strategy in
Ye S combination with monthly
2 A/B Tests for HELOC &
Mortgage landing pages.

These Tactics

Applied Best practices yielded:
Work...
HELOC form conversion rate
® 17%
A\v NASSAU FINANCIAL Mortgage form conversion
Federal Credit Union rate 10 3%

Both were below 3%before
redesign + tests.




Yes

J

These Tactics
Work...

N

NASSAU FINANCIAL
Federal Credit Union

NASSAU FINANCIA
N DASSAU FINANCIAL

ederal Credit Union

We Help Keep Your
Monthly Car Payment
Within Your Budget.
i s e e

comfortably affordable, ensuring your monthy car
payments are easy on your wallet

New CarLoans AsLow As Used Car Loans As Low As

5.49%" 579% "

For terms up t0 60 months

For terms up to 72 months

Helping Nassau County Bank Smarter

(] 1]

[ ]
ax

Deal With Humans - Not chatiots

yout enjoypasca of Th utimato protection for o osn

vehico’s

When you work with us, o daslwith ret =
people every step of the way

Don’t Wait, Apply & Save

o mbar

(dem

Teems & Conditons

totsloss.

Atlaan types, ot

anytime. %.

Depasic Ko

ot term is $50.000.

bemore then 7 yeors ol

sesumo LTV 90% or .

R 4 &

mam in

work worehi, go o sehoot

™
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Recap ofa
High Converting
Web Page

Improve Visual Hierarchy

Minimize Distractions

Highlight Primary Offers

Establish Trust Throughout the Site

Get Member Information Fast

Build Out Personalization

Get Feedback & Improve

26



MISSIONDISRUPT

The Offer is the
Foundation.

/ NAVIGATE THIS DIGITAL ERA

The offer must:

@)

Be competitive in your
market (rates, incentives, or
benefits, minimum deposits)
Align terms with the

audience’s pain point or goal
Provide real, tangible value
vs. “generic” promises

Be simple and easy to
understand at a glance




MISSIONDISRUPT

® Ensure measurement has

Da t a PO W e rS Analytic programs are correctly

setup

. CRMare actively updated and
th e Etl g ln e maintained

Clean data keeps the engine
running.

Data ensures spend is guided
by insight, not guesswork.

/ NAVIGATE THIS DIGITAL ERA




Predictive Data in

Advertising

Identify high -intent members before
they raise their hand

Segment by demographics, life stage,
financial goals

Deliver personalized offers at scale
Build predictive models to create
personas, score leads, and
recommend next product.

Mission Disrupt AutoML Models™

o

73%
Likely to buy

>

$1,934
Spend forecast

&ﬁ:
89%

Likely to convert

&

Umbrella
Next best offer

@

94%
Likely to churn

(2

Turbo Taylor
Persona




Top Use Cases for Credit Unions

What financial product(s) should we What financial product(s) should we Which members are
display during outreach? display next? likely to churn?
Score every lead on th.eir likelihood to Identify the best next product (_checking Score every member on their likelihood
get all the product offerings or product account, auto loan etc.) to display to . .
. . L T . to churn, then target highest scoring
categories, then rank the most likely to existing members and maximize their o ) i ) ;
least likely. Then add them in email lifetime value. Then add them in email individuals in an lntervent|or.1 campaign
series or outreach funnels. series or outreach funnels. to prevent them from “falling off".
How do we get better data on our Which segments exist within my Who should we send
customers and leads? member base? mailers to?
Hydrate customer and lead file with u t_Und_eLstand the tattnbu;)es that ) /Ts .c‘ijlrec;.tfmalrl].gﬁlns tractlct)n, wel_cartw
identity data sourced from best in class IStinguish your customer base so you b 1gentily WRICh prospects or clients
can adjust messaging and creative to should receive a mailer to maximize the
vendors. .
directly address each segment. spend.

30



MISSIONDISRUPT

BUILD, FOCUS & SCALE MARKETING.

How To Build ABudget
To Hit Deposit & Loan
Goals.

% Alex@missiondisrupt.com
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