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The Holistic Approach to Getting the Word Out —the Wisconsin Story is a 2009
publication of the National Credit Union Foundation’s REAL Solutions® program.

About the National Credit Union Foundation (NCUF)

The National Credit Union Foundation (NCUF) raises charitable funds, runs innovative programs, and
makes impactful grants for America’s credit union movement. NCUF’'s mission is to “promote and
improve consumers’ financial independence through credit unions.”Among the NCUF programs
achieving this mission:

REAL Solutions® — Helping millions of consumers gain access to affordable financial services, achieve
financial literacy, grow savings, build assets, and buy homes.

Development Education — Leading training on cooperative principles in the modern consumer
marketplace to overcome what credit unions identify as the greatest threat to their future: “the eroding of
credit union philosophy.”

Social Impact Management — Meeting a “triple bottom line” that benefits credit unions, members, and
communities.

About REAL Solutions®

REAL Solutions® is the signature program of the National Credit Union Foundation. REAL — “Relevant,
Effective, Asset-building, Loyalty-producing”— Solutions® works to help credit unions offer a wide range
of products and services that have proven successful in serving working families with low wealth and
modest means. Using product/business models created and tested by credit unions, REAL Solutions®
disseminates information to credit unions through special meetings, an online impact center at
realsolutions.coop, and state and national conferences. In the first two years as NCUF’s signature
program, REAL Solutions® was adopted in 30 states and is saving members tens of millions of dollars. It
has now become a documented business strategy for credit unions to grow their memberships by
serving the underserved. Real people with real needs are finding REAL Solutions® at credit unions.

About the Author

Christine Henzig is Director of Communications for The Wisconsin Credit Union League. In this role she
supervises production of League publications, manages media relations, and coordinates
communications support for The League’s ongoing public relations and advocacy effort involving a team
of more than 1,000 credit union Activists.

Prior to her work with The League, Chris was assistant director of communications for a statewide
human services agency. She has taught English composition at two vocational colleges.

When she’s not in the spotlight talking about credit unions she’s in the spotlight as a bass player and
singer for the North Country band.

For more information, contact: REAL Solutions®
c/o National Credit Union Foundation
601 Pennsylvania Avenue NW, Suite 600
Washington, DC 20004-2601
Phone: 800.356.9655, x6770
Email: Ikitsch@.ncuf.coop
Fax: 202.638.3912
Web: www.realsolutions.coop
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“While we urge credit unions to consider developing or enhancing services to certain target
groups (e.g., low-income, underbanked, young or new Americans), even those credit
unions who do not focus on those services still can enrich and promote the REAL
Solutions® brand locally by articulating what they offer that is unique to them as member-
owned, not-for-profits. For example, our advocacy materials note many common services
credit unions have offered for many years precisely because they do not have a profit
orientation — small loans, free education, loan interest rebates, and even their everyday
member-favored pricing...This approach has proven appealing to credit unions of all sizes,
including smaller credit unions who might have balked at a brand that was more closely
tied to only a few types of services as opposed to the very nature of credit unions, which is
what makes for a unique brand proposition. Plus it has made recruitment easier in that we
can tell credit unions they are already doing what the effort entails, making it seem less
daunting.”

Jim Drogue — VP of Credit Union Development, Wisconsin Credit Union League
(on branding & advocacy)

REAL Solutions®, the signature program of the National Credit Union Foundation (NCUF),
provides support, tested business models and tools to leagues and credit unions helping them
to provide new and additional financial products and services to families of low-wealth and
modest means. To date, over 700 credit unions in 34 states and 32 state-level trade
associations are actively seeking to reach emerging markets including immigrants, young
people, persons with disabilities and low-wage households.

To bring information to leagues and credit unions in the timeliest fashion, NCUF hosts an online
impact center at http://realsolutions.coop, full of REAL Solutions product innovations, case
studies, and tested business models. Some of our state leagues/associations also feature Web
sites to give their participating credit unions access to the most up-to-date state-specific
information.

This article is the fifth installment in a monthly series of interviews designed to provide REAL
Solutions League Liaisons and other league staff up-to-date strategies used by their peers to
grow their REAL Solutions efforts. This interview describes the efforts of the Wisconsin Credit
Union League (WCUL) to grow the REAL Solutions® program through an aggressive approach
to brand awareness and credit union participation. Please learn more from this interview with
Christine Henzig, the Wisconsin League’s Director of Communications.

1. When did Wisconsin begin participating in the REAL Solutions® Program?

We began in early 2004 by working directly with Lois Kitsch, who was then on the staff at the
Filene Research Institute. We developed a Memorandum of Understanding that outlined how
The League, Filene and credit unions would work together to implement services that flowed
directly from research the Institute had done concerning unbanked/underserved populations. At
the time, the focus of the program was providing alternatives to high cost services like check
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cashing and payday loans and identifying new markets, such as new Americans. We launched
the program with a kickoff press conference in November of 2004 at Brewery Credit Union,
which serves a low-income member base in the City of Milwaukee. So our first full year was
2005 and featured several partner meetings (see question 2) to acquaint credit unions with
some of the service options they might consider.

2. How has the program evolved since the early days? (Please add statistics when
possible - i.e. number of credit unions, number of members they serve, etc.)

Wisconsin was the first state in the country to launch the program as a statewide effort. Now,
more than half of our 240 credit unions are participating. These credit unions represent a
majority of assets ($15.7 billion), membership (1.7 million), and locations (411) in Wisconsin,
and means a significant percentage of Wisconsin’s population is in a position to benefit,
particularly new, underserved and unbanked individuals.

Growth of Wisconsin’s REAL Solutions Effort
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3. Wisconsin has a large number of participating REAL Solutions credit unions. What
strategies have you used to implement REAL Solutions in Wisconsin?

Strategy 1 — Encourage credit unions to develop or expand their REAL Solutions

(improve or diversify service delivery) to strengthen and articulate mission and purpose.

We accomplished this through:

Recruitment. Our travel staff received a list of credit unions not involved in REAL
Solutions and took our Memorandum of Understanding to those credit unions to get
them to sign it. We also held a competition among League chapter liaisons, awarding a
prize to The League staffer who got the most credit unions in the chapter to sign on. We
publicized in our newsletter the first chapter to achieve 100% participation.

Freebies. When we first launched the program, each credit union that signed on received
a free check cashing toolkit from the Filene Research Institute. Our e-newsletter
continues to link to free tools, case studies, white papers, etc. REAL Solutions credit
unions were also offered one free registration to our May convention in 2008 and 2009.

Collaboration with regulators. The head of the state regulatory office cited her support
for the effort in our newsletter and League staff briefed field examiners on the program.

Consultation. We appointed a REAL Solutions® Council to advise The League on the
implementation and direction of the initiative. Recently this group merged with our council
that addresses PR and advocacy issues to more closely align this service implementation
strategy with our advocacy strategy (as described in question 7).

Web site. We created a one-stop-shop Web site offering information on REAL Solutions
service options, funding, resources, news, etc. The site includes a calendar showing
opportunities to get involved in REAL Solutions efforts throughout the year (that include
advocacy efforts, for example, attending our state Governmental Affairs Conference to
share REAL Solutions stories with lawmakers), and a slew of free sample
communications. You may visit our Web site at: www.theleague.coop/real.

Chapter updates. League travel staff and speakers have talked about REAL Solutions
topics at some point to every chapter.

Newsletter stories. We featured articles in our print newsletter about REAL Solutions
programs, tools and accomplishments. This continues with our electronic newsletter,
which now features links to tools on the Wisconsin League site, the national Impact
Center and others. All of these stories feed automatically to the REAL Solutions section
of our site on a separate page for news related to the initiative. We recently introduced a
REAL Solutions column that is a chatty personal piece by Director of Member Solutions
Jill Weber that makes quick references to dozens of things happening with the initiative.
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It's a simple way of communicating lots of information, momentum and importance
quickly while not overwhelming readers.

= Partner meetings. For the first two years we held meetings around the state for credit
unions signed on to the effort to introduce them to REAL Solutions programs, tools and
successes. Sessions have covered different avenues for outreach, for example, engaging
young people, better serving non-citizens, understanding the Hispanic culture, providing
tax assistance to low-income filers, developing payday loan alternatives, and
incorporating REAL Solutions as part of a credit union’s business plan, etc.

=  Recognition. In addition to listing new credit unions to the program in our newsletter,
each year we hold a special event or reception at our convention for networking and
recognition of participants. For example, the first year we gave plaques to all participants.
Another year featured the telling of “CU Stories.”

Strategy 2 — Leverage REAL Solutions for activism by utilizing credit union people at the
heart of REAL Solutions programs who can carry the message and build positive
relationships for the movement.

Question 7 below explains how we are pursuing the activism strategy.

4. All of your League’s staff is engaged in REAL Solutions-type work. How has the
Wisconsin League engaged League staff to really believe in and focus on REAL
Solutions efforts?

| mentioned previously that we have travel staff recruit new credit unions. But the initiative has
also been a strategic objective for the Wisconsin League, meaning every department head
shares a role in its implementation and involves staff in specific, written action steps that are
determined each year by the management team. For example, our Education Department
ensures we offer trainings related to REAL Solutions service implementation, our compliance
staff provide phone support for credit unions implementing REAL Solutions services, our PR
Department provides sample communications and media assistance to credit unions
implementing REAL Solutions programs, etc. Our monthly (or sometimes bi-monthly) brown bag
lunches featuring CEO Brett Thompson also provide updates on what REAL Solutions is
accomplishing.

5. What major accomplishments have resulted from your REAL Solutions® Program?
In 2006, the overall REAL Solutions® initiative earned for credit unions the first of three

prestigious Governor’'s Financial Literacy Awards (the highest financial education honor in our
state) over four years for improving the financial health of Wisconsin citizens.
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Specific successes within this award-winning effort include:

Pricing services in favor of members. Credit unions return $188 million/year to their
2.2 million members via higher rates on savings, lower loan rates & lower and fewer fees.

Removing obstacles to homeownership. Credit unions have granted $25 million in
HLPR (“helper”) loans for first-time homebuyers. With HLPR, the credit union absorbs
mortgage-related costs and caps rates so borrowers don’t see payment spikes they can'’t
afford.

Refinancing bad loans to prevent foreclosures. More than 62% of Wisconsin credit
unions have refinanced other lenders’ mortgages to prevent foreclosures.

Approving more loans for underserved groups than other lenders. Credit unions
outperform other lenders for mortgage loans to underserved groups. Wisconsin credit
unions approve 78.2% of low-income applicants’ home loans (vs. 49.2% for banks) and
83.1% of home loans for minorities (vs. 55% for banks).Yet Wisconsin credit unions have
some of the lowest delinquency rates in the U.S. (1.55% at the end of the first quarter
2009).

Making small loans people can’t get elsewhere. While the Federal Reserve estimates
the minimum profitable loan to be $2,400, 90% of Wisconsin credit unions will grant a
loan of $500 to help a member and 75% would make a loan of just $100. Credit unions’
small loans have increased in importance as more banks have restricted access to credit.

Offering payday loan alternatives. In 2007, six Wisconsin credit unions offering payday
loan alternatives reported having saved their members more than $1 million. Now there
are more than 60 credit unions in the state reporting they offer a similar service. Credit
unions have used The League’s StretchPay product while others have developed their
own, such as Prospera Credit Union’s Herb Wegner Award-winning GoodMoney
program.

Helping people in financial distress. In the face of a job loss or health problem, credit
unions are seeing their members through while helping them to preserve a good credit
history. For example, 80% of Wisconsin credit unions offer secured credit cards, debit
cards, loans or other programs designed specifically to help members build or rebuild
creditworthiness. Over the past year alone, more credit unions have consolidated debt
(including, in some cases, loans from multiple payday lenders) to break a debt cycle or
keep families afloat during hard times. In some cases credit unions have referred
members to credit counselors for longer-term assistance. We will be seeking specific
data from our credit unions on these and other issues.

Saving millions for low-income tax filers. Credit unions helped save $16.6 million in
fees for Wisconsin’s 60,190 low-income tax filers by participating in Free Tax
Preparation Assistance in ‘08. (We use “Free Tax Preparation” instead of VITA to be
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more inclusive of program partners. The term VITA, which stands for Volunteer Income
Tax Assistance, refers only to the program coordinated by the Wisconsin Dept. of
Revenue; it leaves out the partnership many credit unions have with AARP as part of its
Tax Aide effort.)

®= Partnering to provide work supports. At least three credit unions partner with their
local counties and nonprofit agencies to offer guaranteed loans to single parents to obtain
the transportation or day care necessary to obtain or maintain employment.

®  Positioning teachers to improve financial lessons. Credit unions provide free to all
public high schools the brass|STUDENT PROGRAM, whose cornerstone is the lifestyle
money magazine brass that supports state teaching standards. A total of 321 teachers in
Wisconsin are actively using the program as a teaching tool. This program won The
League’s second Governor’s Financial Literacy Award in 2008. Credit unions also pay
registration costs each year for local teachers to attend the National Institute for
Financial & Economic Literacy. These workshops in Madison, WI, help teachers from
all over the United States improve their personal finance instruction. Tens of thousands of
Wisconsin students benefit from the knowledge gained by local teachers.

= Encouraging youth savings. Wisconsin students have stashed more than $1.6 million
in savings deposits at 83 student-run credit union branches inside Wisconsin schools.
This effort won The League’s third Governor’s Financial Literacy Award in 2009.

®" |mproving recognition among lawmakers and earning an exemption from harmful
legislation. This is further addressed in our answer to question #7.

6. The Wisconsin League has done a great job of branding REAL Solutions® among its
credit unions, the media and the legislature. What steps have you taken to do this? Did it
require huge resources to complete?

Although the initiative began as a call from the Filene Research Institute to help underbanked
and low-income people, it evolved in Wisconsin to include all the services credit unions offer that
are offered without regard for profit—or in other words, all the services credit unions offer that
you typically don't find at banks precisely because credit unions are member-owned, not-for-
profit cooperatives.

Building a solid brand for REAL Solutions that distinguishes credit unions from other institutions
without making it appear their purpose is to serve only the poor (a faulty premise of the banking
lobby!) has required us to be somewhat creative in our brand development. We have used the
“without regard for profit” terminology with lawmakers, media and consumers but prioritize other
“catch-all” language with credit unions (see the description at www.theleague.coop/real) lest
credit unions fear the effort will jeopardize their income. (We know in fact, that the reverse is
true — that credit unions can grow revenue by pursuing REAL Solutions services, and that
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people of all incomes benefit from REAL Solutions programs that help build wealth, improve
creditworthiness, etc.).

While there has always been a “menu” of service options we encourage as part of REAL
Solutions, we have never required that any in particular be performed in order to participate.
Rather, credit unions sign a Memorandum of Understanding that clarifies roles and
responsibilities and asks them to recommit themselves to their historical purpose of putting
people ahead of profit. So while we urge credit unions to consider developing or enhancing
services to certain target groups (e.g., low-income, underbanked, young or new Americans),
even those credit unions that do not focus on those services still can enrich and promote the
REAL Solutions® brand locally by articulating what they offer that is unique to them as member-
owned, not-for-profits. For example, our advocacy materials note many common services credit
unions have offered for many years precisely because they do not have a profit orientation —
small loans, free education, loan interest rebates, and even their everyday member-favored
pricing (e.g., a two-page spread in our Wisconsin Credit Unions Annual Report detailing credit
unions’ REAL Solutions includes a breakdown of how members save $188 million annually by
using credit unions). This approach has proved appealing to credit unions of all sizes, including
smaller credit unions that might have balked at a brand that was more closely tied to only a few
types of services as opposed to the very nature of credit unions, which is what makes for a
unique brand proposition. Plus it has made recruitinig easier in that we can tell credit unions
they are already doing what the effort entails, making it seem less daunting.

The Wisconsin’s League’s financial commitment for the REAL Solutions® Program has been
more than a million dollars since its start in 2004. Around $607,000 of this has been for staff
directly involved in the program. That has grown from .25 full-time equivalents (FTES) in 2004 to
1.65 FTEs today. Another $356,000 has supported the brass|STUDENT PROGRAM, which is
now the signature project of our Wisconsin Credit Union Foundation. Another $95,000 has
been spent on the Free Tax Preparation Assistance program, StretchPay program, meetings,
DVDs, brochures and other general communications. Our total costs do not include
communications, executive, and administrative staff, along with incidental costs, such as
telephone and postage.

7. What benefits has Wisconsin realized from branding the REAL Solutions® Program?

A major benefit of REAL Solutions lies in advocacy — improved awareness, recognition and
appreciation of credit unions by various audiences, particularly lawmakers and media. Besides
being awarded three Governor’s Financial Literacy Awards in four years and achieving positive
media coverage around the state, Wisconsin credit unions were exempted from a proposed bill
in 2009 that would have capped interest rates on short-term loans because of their work
providing payday loan alternatives. We have leveraged REAL Solutions for advocacy by:

= Articulating specific programmatic and advocacy goals in The League’s Strategic
Objectives (see strategy #2 in question 3 above). We urge our network of more than
1,000 credit union Activists to use REAL Solutions as a basis for conversations in their
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community, with public officials, lawmakers and media. Our strategic objectives articulate
specific REAL Solutions action steps that ultimately involve multiple departments. For
example, when we launch new statewide REAL Solutions programs or services, we also
ensure Activists receive sample communications from our PR staff that can be sent to
media, lawmakers, etc. We also combined into a single advisory council our separate
councils for REAL Solutions and PR/advocacy.

®  Providing credit unions free REAL Solutions brochures and videos to explain why
credit unions are valuable to their members and communities. These pieces have
been shared with lawmakers, media, members (at credit union annual meetings) and the
public in a variety of settings. These pieces are also being used by credit unions to train
their staff to ensure all credit unions understand the nature and purpose of credit unions.

= Offering Activists free training. More than 550 credit union Activists have received free
training from The League to talk about their REAL Solutions locally, in the press and with
elected officials. This fall a series on media relations will teach Activists how to articulate
their programs as part of the initiative, how to package and distribute the message, and
work with The League to improve placement opportunities.

= Conducting media tours. Visits with reporters or editorial boards by League President &
CEO Brett Thompson — and various trained credit union spokespeople during tax season
and other times have yielded positive coverage.

®  Communicating regularly to state and federal lawmakers. REAL Solutions updates
are provided as part of our monthly email publication to the Capitol called For the
Record.

= Quantifying REAL Solutions successes. The successes we enumerated in question 5
are featured in a signature communication piece we plan to produce annually which
targets lawmakers. It is called the Wisconsin Credit Unions Annual Report, and it explains
(and gives data to quantify) the various REAL Solutions that credit unions offer statewide
to add value to their membership and communities. You may preview it at
www.theleague.coop/annualreport.

= Visiting lawmakers. Each year at The League’s state Government Affairs Conference
credit union Activists create “overflow” crowds in lawmakers’ offices to share stories
about their REAL Solutions and share our Wisconsin Credit Unions Annual Report.
Another separate visit to the Capitol involved credit union Activists explaining their
statewide sponsorship of the brass|STUDENT PROGRAM. Following the office visits
Activists were invited to the floor of the State Assembly for a round of applause. Several
key lawmakers — including heads of the financial institutions committees — have toured
several REAL Solutions programs. Lawmakers are also invited to chapter events where
REAL Solutions programs have been showcased.
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®  Using Activists to deploy targeted communications. We have engaged Activists in
placing radio PSAs about the brass and tax prep programs — spots that direct traffic to
Web sites for each program. Activists have also invited their lawmakers to publicize
REAL Solutions programs through their usual channels (constituent newsletters/Web site,
local newspaper column, etc.) to make the community aware of how local families,
individuals and schools can benefit. This has taken advocacy to a new level — the
lawmaker, not the credit union representative, has become the Activist promoting REAL
Solutions within their community!

= Aggregating REAL Solutions programs online. This fall we are preparing a Web site
specifically for lawmakers. The site will aggregate REAL Solutions program information,
success stories, member testimonials and videos, etc. so that each lawmaker can see
the impact of REAL Solutions on his or her own district.

= Mentioning REAL Solutions in League-issued press releases. Press releases that
mention the initiative have focused on credit cards, teacher sponsorships, payday
lending alternatives, our statewide investment education project, student-run credit
union branches, the economy, International Credit Union Day, the brass|STUDENT
PROGRAM, Free Tax Preparation, data collection efforts, responses to bank attacks
in the press, and much more.

While we have achieved significant success with lawmakers and media for the REAL Solutions®
brand in Wisconsin we have not engaged in a significant multimedia campaign statewide to
build awareness of the brand among consumers. To date, we have merely provided sample
communications that credit unions can use with members (e.g., sample newsletter articles) or
local media (radio PSAs and sample press releases). A large part of a consumer campaign will
center around the use of a consumer Web site that is currently being concepted.

8. Would other credit unions benefit by taking a more aggressive branding approach?

Every credit union nationwide should be leveraging REAL Solutions for advocacy through brand
development and deployment activities. The initiative connects all the dots: It helps ensure
greater financial health among members and greater quality of life within communities, but also
measurably proves to a wide range of audiences why there is value in public policy that
preserves credit unions as tax-exempt, not-for-profits.

However, for credit unions to participate in leveraging the REAL Solutions® brand requires a
significant budget commitment, materials, training and coaching from Leagues who must be
willing to support these efforts. The National Credit Union Foundation has provided an extensive
array of online communication tools to Leagues for just this purpose. The Impact Center
includes an active blog, the e-News electronic newsletter, impact measurement tools, toolkits,
media resources, and a myriad of REAL Solutions for credit unions.
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