A N N C R D I G I TA L B A N K I N G C A S E S T U DY:
Grow Checking Relationships with Promotion Suite Plus

Financial Institutions have been growing their indirect lending portfolios
in an attempt to boost interest income, yet this “hands off” group of consumers
presents additional wallet-share opportunities. Evansville Teachers FCU
is taking advantage of targeted digital marketing campaigns
to further engage its indirect members.

“Our indirect auto-loan members are a
challenging group to engage. Our goal is
to establish a checking relationship, which
ensures a long-term profitable membership.
Promotion Suite Plus has proven to be our
most successful and cost-effective method
of communicating with these members.”
– Brent Joyce, Vice President Marketing,
Evansville Teachers Federal Credit Union

For more information, visit ncr.com/financial-services or
email ncr.financial@ncr.com, or Jason.Weinick@ncr.com.

K E Y H I G H LI G HTS

TH E CUSTO M E R

Company:
Evansville Teachers Federal Credit Union, Indiana, USA

Evansville Teachers Federal Credit Union (ETFCU) is one
of the largest credit unions in Indiana, serving members
in all 50 states, with branches in southwestern Indiana
and western Kentucky. With $1.4 billion in assets, over
190,000 members, and 13 branches, ETFCU is thriving,
providing products and services with the greatest
financial returns to their membership.

Industry:
Digital Retail Banking
Challenge:
To become the primary checking relationship with
indirect members.
Solution:
• N
 CR’s Digital Insight™ Promotion Suite Plus – enables
ETFCU to reach remote, indirect auto-loan members
with customized, targeted, digital marketing
campaigns that drive engagement, sell more
products and increase wallet share.
Results:
• 8
 0 indirect auto-loan members were converted to
checking relationships
• W
 hich leads to over $11,000 annually in increased
revenue for the credit union
• A
 3 to 5 year short-term auto-loan relationship is
now a long-term profitable relationship

ETFCU has served its members with NCR’s Digital Insight™
Online and Mobile Banking since October 2013 and
implemented NCR Interactive Teller in June 2017.

TH E C HALLE N G E
ETFCU’s indirect auto financing program increased
production substantially beginning in 2015. The credit
union developed relationships with auto dealerships in
their local area, as well as an expanded region, as a strategy
to increase income. The efforts were highly successful,
resulting in the rapid growth of indirect members.
Currently, 58% of the credit union’s members have been
obtained through the indirect channel and consequently
have a low overall level of engagement with ETFCU.
ETFCU aims to reach indirect members to become
their primary checking provider, as checking products
generate a higher share of wallet and elongate the
member-financial institution relationship, ultimately
yielding a more profitable member. Says Andrea
Brown, Director of Market Data at ETFCU, “The checking
relationship is in the center of our strategy. It provides a
great value to our members, while creating a highly engaged
and highly profitable relationship for the credit union.”

Developing engagement with this hard-to-reach population
is a huge objective for the organization, as indirect
members are their fastest growing segment with a 25
percent annualized growth rate.
ETFCU’s indirect members become members primarily by
getting vehicle loans through auto dealerships who are
not necessarily within close proximity to an ETFCU branch.
Only three percent of the indirect auto-loan members
have a checking relationship with ETFCU. This is in large
part because these 100,000+ members typically don’t
live near any branches, so they never come in and are
rarely exposed to ETFCU’s brand. Although the indirect
auto loan members are making their monthly auto loan
payment to ETFCU, the credit union does not have email
addresses for these members most of the time. The only
communications many of these members receive are
quarterly statements.
Indirect auto-loan members typically only have 2
financial products and services with ETFCU, and just
over 3 financial products/services for those that use
online banking. “We measure our members’ engagement
through average number of unique products and
services,” says Brown. “Products include checking
accounts, savings accounts, loans, credit cards, etc. and
services could be online banking, mobile banking, debit
cards, and similar things that enhance their membership.
We find that our members with checking accounts are
significantly more engaged than our members without a
checking account, as illustrated by the graph to the right.

The more products and services a member has, the more
engaged they are and the lower the risk of attrition. Indirect
auto-loan members are less engaged, and therefore we
have a greater risk of losing them once the loan is paid off
and they no longer feel they need our services.”
On average, ETFCU’s core members have over 6 financial
products and services, and that number exceeds 10
per household for those that have premium checking
accounts, which pay a high dividend rate or bonus
points to qualifying members each month—plus the
reimbursement of ATM fees assessed by other institutions.

U N I Q U E PRO D U CTS & S ERVI CE S
Per Household
Premium Checking
Non-Premium Checking

10.86

Indirect

6.52
3.45

When ETFCU moves indirect members into these checking
relationships, they anticipate more than a $142 boost in
annual income per member.

“The more products and services a
member has with ETFCU, the more
engaged they are and therefore
less likely to leave the credit
union. Also, the more products and
services a member has with us, the
fewer they will have with another
financial institution and the more
likely we are to be a member’s
primary financial institution.”
– Andrea Brown,
Director of Market Data, ETFCU

TH E SO LUTI O N
ETFCU chose Digital Insight Promotion Suite Plus because they could reach indirect members through online and mobile
banking, with whom they couldn’t communicate effectively through direct mail or even email.
Promotion Suite Plus empowers ETFCU to deliver relevant and targeted digital messaging to their members based on
individual presence and profile. The Promotion Suite Plus Campaign Manager makes it easy for the financial institution
to create and place campaigns across online and mobile banking channels, select targets and track results. Members are
contacted at the right time with the right products and services to meet their specific needs and interests.
“Our communication with indirect auto loan members is limited due to a lack of email addresses and the sheer expense
of direct mail to such a large group. We know, however, that many of these members are making their loan payments
through ETFCU’s online and mobile banking channels. We felt Promotion Suite Plus provided the perfect opportunity
to connect with these members while they were active in our digital channels,” explains Brent Joyce, Vice President
Marketing, Evansville Teachers Federal Credit Union.
ETFCU surveyed the indirect members who did have an email address on file to determine why they did not have
checking accounts with ETFCU and what they were looking for in a great checking product. Responses for the former
included a lack of branch proximity and even lack of awareness of who ETFCU was. Responses for the latter included
monthly cash rewards, free ATMs, and high dividend rates.
Indirect Members found monthly cash rewards to be the most enticing message to open an ETFCU checking account,
followed by free ATM transactions for out-of-network machines, which is extremely important given that over 70% of
indirect Members are not within close proximity to an Evansville Teachers branch and/or ATM.

TH E SO LUTI O N B E N E F ITS
Beginning in February 2016, ETFCU strategically targeted
25,000 indirect auto loan members in the Promotion
Suite Plus campaign segment. As indirect auto-loan
members made their monthly loan payment via ETFCU’s
online or mobile banking channels, the member was
exposed to personalized messaging touting the benefits
of an ETFCU checking account. The credit union received
12,636 impressions and 319 “yes” clicks. In the three
months that they ran their campaign, they converted 12,
13, and 55 new checking accounts respectively. ETFCU
didn’t focus as much on the success rate when they ran
indirect campaigns, as they know these members are
much less likely to respond. The credit union was happy
with the absolute numbers and continues to learn how
to improve the future campaigns.
ETFCU will continue to utilize Promotion Suite Plus as
a part of their communications strategy with indirect
auto-loan members. This segment is fast-growing and
digital channels are the best way to reach them. “Each
time we target this audience we learn from our results.
We feel that continued messaging is key with this group,
as is testing different approaches”, says Brown.
Indirect auto-loan members feel branch proximity is
important when choosing a primary financial institution,
so a crucial part of ETFCU’s communication will include
a message that online and mobile banking services
can accommodate most financial transactions between
the member and the credit union. The credit union
does not charge their members a fee for using
out-of-network ATMs, and they reimburse fees charged
by other institutions up to $15 per month for premium
checking account members. Additionally, indirect
auto-loan members indicated in the survey that monthly
cash rewards were most enticing to open a new account.

ETFCU will continue to communicate with members in
new ways through Promotion Suite Plus, such as utilizing
additional space in mobile or push notifications. As more
members move to mobile and bypass online banking,
this is going to be critical and campaign success will
hinge on these abilities. NCR is excited to be a part of
ETFCU’s journey and help supercharge their growth.

“Our advice to other financial
institutions is don’t be afraid to try
different things! If one promotion
does not work as expected, it does
not mean it was a failure. There
are always lessons to be learned.
Take a close look at your results
and see what you can apply to your
next campaign. Promotion Suite
Plus allows you to run campaigns
on a small scale or a large scale—
without a large investment.”
– Andrea Brown,
Director of Market Data,
Evansville Teachers
Federal Credit Union

WHY N C R?
NCR Corporation (NYSE: NCR) is the global leader in
consumer transaction technologies, turning everyday
interactions with businesses into exceptional experiences.
With its software, hardware, and portfolio of services, NCR
enables more than 550 million transactions daily across
retail, financial, travel, hospitality, telecom and technology,
and small business. NCR solutions run the everyday
transactions that make your life easier.
Banks and credit unions turn to NCR’s Digital Insight™
solutions for innovative digital banking that supercharges

their growth. For nearly 20 years, this leading solution has
helped financial institutions engage more meaningfully
and more profitably.
NCR is headquartered in Atlanta, Georgia with over 30,000
employees and does business in 180 countries. NCR is a
trademark of NCR Corporation in the United States and
other countries. The company encourages investors to
visit its web site which is updated regularly with financial
and other important information about NCR.

NCR continually improves products as new technologies and components become available. NCR, therefore, reserves the right to change specifications without prior notice.
All features, functions and operations described herein may not be marketed by NCR in all parts of the world. Consult your NCR representative or NCR office for the
latest information.
Some results and numbers may have changed since the publication of this document.
NCR is a registered trademark NCR Corporation in the United States and/or other countries. All brand and product names appearing in this document are trademarks,
registered trademarks or service marks of their respective holders.
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