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THE OPPORTUNITY  
 
There are many ways to inform Credit Union members about products and services. The website, direct mail, 
social networks, email marketing, and one on conversations can all be used to convince members to open a 
new account or start using a new service. Account terms and conditions, rates, and available products are 
consistently changing at all credit unions. Information included in a traditional brochure is correct when it’s 
printed. As credit unions change, they must update these brochures – rendering their current inventory of 
paper brochures useless. 
 

THE SOLUTION 
eBrochure is a web-based tool that allows all credit union employees to quickly input a few non-sensitive 
member data points (name and email address) to send information directly to a member via an email message. 
 
When an eBrochure is sent, all information is tracked from the beginning to the end of the sales process. The 
eBrochure enables the credit union to see if the recipient “opens” the eBrochure and what parts of the 
message the recipient chooses to take action on. 
 
The eBrochure provides staff an easy to use tool to help members learn about additional products and 
services in a customized format that is more likely to encourage members to take desired actions such as 
applying for a loan. Being able to track the results of this one to one interaction with each member will help 
increase credit union sales. In addition, adopting eBrochure in lieu of traditional paper brochures will save 
credit unions thousands of dollars a year in operating expenses. 

 
TARGET MARKET 
 
eBrochure will increase the efficiency and effectiveness of credit union marketing and sales efforts. This will 
mean reduced costs for brochures, better sales performance across the teller line and MSR desk, stronger 
measurement on the success of brochures. While any credit union could get value out of eBrochure, the 
target market is credit unions with: 

• Return on Assets below the national average of 80 basis points 
• Annual marketing expenses to Total Assets above 0.1% 
• More than eight branches 
• Assets more than $250 million 

 
A credit union that falls into this group is more likely to have a need to improve credit union efficiency and 
increase marketing effectiveness. Additional details about the target market can be found in Attachment B. 

 
CONSUMER BENEFITS 
eBrochure will replace paper brochures across the teller line and at the new account desk. In pilots at Fort 
Knox Federal Credit Union there was nearly 100% acceptance when members were offered eBrochure as an 
alternative to a paper brochure.  
 
Based on comments from credit union managers and employees, eBrochure acceptance is high because it is: 

• Simple to understand 
• Information can be accessed immediately 
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• Easy to store the eBrochure 
• Control of the sale – member can buy more when more comfortable. 

 
One member told the credit union, “This is one less piece of paper I need to keep on my countertop. I won’t 
lose my e-brochure. I always know where it is.” 
 

CREDIT UNION BENEFITS 

Efficiency and effectiveness are the key benefits of eBrochure to the credit union industry. Credit unions will 
save thousands of dollars in marketing costs with a high acceptance rate of eBrochure. 

• Reduces paper brochure costs  
• No more wasted, out of date brochures – In surveys of credit unions, 15% of branch brochures and 

inserts end up in the trash. eBrochure eliminates this waste. 
• Marketing programs evaluated and improved – Open rates and click through rates by e-brochure 

type and employee sending out the eBrochure can be tracked extensively. 
 

PILOT RESULTS 
Fort Knox Federal Credit Union and Smart Financial Credit Union tested eBrochure with 150 employees. 
During the testing period, 540 eBrochures were sent to members. 

At Fort Knox, six different eBrochures were used. Smart Financial had four different eBrochures. 

Some of the most important findngs: 

• Open rate for all eBrochures: 70% 

• Click through rate for all eBrochures: 25% 

• Top member benefits of eBrochure: members liked the convenience of not carrying paper and the 
immediate access to an email. 

• Top member concerns: worried about ending up on unsolicited email lists. 

• Top employee benefit: enhanced sales process across the teller line. 

• Top employee concern: some tellers had a challenge asking for the email address – which resulted in 
additional coaching from management. 

Overall, members accepted eBrochure as a clear alternative to a paper brochure. Also, compared to other 
types of emails sent, eBrochure’s open rates more than doubled typical email marketing open rates. 
Clickthrough rates were five times higher. Plus, there was no printing cost for any brochure. Attachment C 
has additional information on the eBrochure pilot. 

  

OPERATIONAL AND OTHER CONSIDERATIONS 
The eBrochure will require a shift or change in strategy on how a credit union is currently handling 
brochures. The change will be from ordering physical brochures to providing that information electronically 
through eBrochure. Credit unions will need to look at the current process and begin to shift their strategy to 
eliminate those printing costs. 
 
A communications plan will need to be in place to effectively roll-out the new strategy of beginning to 
eliminate physical brochures to electronic brochures. All business units should be informed of this new 
direction and the benefits of eBrochure. eBrochure will enable a manager to effectively review daily sales 
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activities for individual employees. Managers using eBrochure could set specific goals on product awareness 
for each employee and effectively coach towards those results.  
 
eBrochure allows a credit union to quickly update specific product information in a fast and accurate manner. 
The release of a new product or service is a perfect example of how eBrochure can help. If a credit union 
continues to use physical brochures to communicate with members, they would have to design, print, and 
create a standalone brochure for that new product. The eBrochure allows the liberty to get any new product 
out to members in a much faster timeframe then sending physical brochures to branches. While eBrochure 
could be assigned and managed by any business unit within the credit union, it is suggested that eBrochure 
updates and communication be owned and managed by a credit union’s marketing department. 
 
 

FINANCIAL PRO-FORMA/ROI 
Based on pilot tests, we believe that eBrochure will provide a reasonable alternative to paper brochures for 
85% of members. Due to the high acceptance rates of eBrochure, paper brochures at a credit union could be 
easily replaced by eBrochures. While there can be a lot of variation, a typical four color product brochure will 
cost 30 cents each. The amount saved will be thousands of dollars per year for a credit union that adopts the 
eBrochure. 

The average credit union spends 0.1% of assets on annual marketing expenses and 5% of annual marketing 
expenses on brochures. The total current cost of brochures for a $500 million credit union is $25,000 per 
year. eBrochure could be used to handle marketing, service, and disclosure brochures. The only cost to the 
credit union would be the cost of the eBrochure platform. Through the usage of eBrochure, a $500 million 
credit union will turn a $25,000 cost per year into a $2,500 cost per year.  

We believe eBrochure should be priced by asset size. The cost should be approximately 10% of the savings. 
This would mean a $500 million credit union would pay $2,500 annually for eBrochure. Larger and smaller 
credit unions would pay different prices but the top cost would not go above $6,000 and the floor price 
would not go below $1,000. 

 

RESOURCES 
Vendors who provided feedback on eBrochure: 

• Marquis – Tony Rizzo, SVP Creative Director. For more information: http://www.gomarquis.com/  
• Silver Cloud --Scott Connell, President/CEO. For more information: http://silvercloudinc.com/  
• Rain Advertising – Steve Casey, President / CEO. For more information: http://rainbiz.com/  
• Digital Mailer – Ron Daly, President/CEO. For more information: http://www.digitalmailer.com/  

 
With the help of Filene’s Matt Davis, we were able to select a vendor to help develop eBrochure.  The vendor 
that we have partnered with is Digital Mailer. 
 
Testing Partners: 

• Smart Financial Credit Union, Houston TX. (Assets -- $520 million)  
• Fort Know Federal Credit Union, Radcliff, KY. (Assets -- $1.1 billion)  

 

GETTING STARTED 
Please contact the Filene Research Institute for further details on implementing the eBrochure concept. 
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This attachment details additional upgrades that could be applied to the e-brochure concept. 
 
MOBILE DEVICE  
Look to incorporate the use of a mobile device for members to receive e-brochures. Example – member 
provides their cell phone number, staff enters cell number into teller or MSR portal information and the e-
brochure is sent to a mobile device for viewing and action. 
 
EXPAND MANAGER PORTAL  
Back end system tracks all requests / additional information sent for further follow-up or to be placed in a 
credit union’s regular onboarding marketing campaign.  

a. Manager can log into the system  
b. Select employee from list 
c. Select date / timeframe to run report 
d. Run report / print / export to excel 
e. Review information sent to members 
f. Check on follow-up and product sales 
g. Create charts and graphs 

 
              (Example of manager portal) 

 
 
 
 
 
 
 
 
 
 
 

 
 
 

CREATE MARKETING PORTAL 
Allow marketing departments the ability to log in and add or delete content on the fly.  Customization of 
information sent.  Connection with Core/MCIF system to further follow-up with members on requested 
information via print, email, phone call etc. Self-service or full service kiosks at branch locations.  
 
Have auto resend on content with 10-business days if the end recipient does not open the original e-
brochure. Meaning—an employee sends a member information about an auto loan, and the member does not 
open or accidently deletes the original e-brochure. Ideally, the system would automatically send the same 
information to that member as a reminder. 

 
 
 
 

e-brochure Activity 
Kingwood Branch Location – John Smith 

 Select Dates:   01/01/2012   to:    06/01/2012 
 

□ FREEDOM Checking account information sent to Michael 
Warrell on June 1, 2012 at 10:10am. Click to see more 

□credit card information sent to Michael Warrell on June 1, 2012 
at 10:10am. Click to see more 
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EXPAND ON INFORMATION SENT TO MEMBERS 
Electronic interactive HTML/PDF brochures are sent to members email address or smartphone for further 
review.  Member can: 
 

• Apply for the product or service directly by clicking link in e-brochure (No coming into the branch 
or calling) 

 
• See brief imbedded videos on product or service 

 
• Compare product to another similar product 

 
• Select an “offer” for additional products that member may need.  

 
Expand so that multiple information requests are not sent as separate items versus main item is the top 
presented information and other items discussed are listed along the side of e-brochure for easy access to 
other areas of interest. Example – member asks about an auto loan as their primary need, but also asks about 
information on our credit card and home loans.  The main information sent would be auto driven, with the 
credit card and home links being displayed down one side of the e-brochure. 
 
Add QR/Promo codes so a member who opens an e-brochure could accept an offer or promotion for doing 
so.  The member would print the e-brochure or bring the QR code in to a branch location in order to qualify 
for the promotion.  
 
SELL ADVERTISING SPACE ON YOUR E-BROCHURES 
A credit union could choose to partner with local or national businesses to allow that business to place an 
electronic ad within the e-brochure. All of this information would be tracked and reported back to the 
company that signed up to be a partner. Meaning – number of times their ad was clicked on, times members 
visited their website, etc. A credit union could charge for this advertisement resulting in additional income to 
the credit union.  
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In September 2012, 150 employees at Fort Knox Federal Credit Union ($1.1 billion) and Smart Financial 
Credit Union ($520 million) conducted tests of eBrochure with members.    There were 540 eBrochures sent 
to members during the testing period.     
 

MEMBERS  
 
Members with a computer at home overwhelmingly accepted eBrochure as an alternate to a paper brochure 
at the teller line. Common paper brochure requests for credit card and checking could easily be fulfilled with 
an eBrochure.     
 
The most common benefits of eBrochure cited by members were: 

• Convenience -- eBrochure stored in an email inbox was more convenient than carrying a piece of 
paper. 
 

• Environment -- members commented on the fact that eBrochure reduced waste. 
 

• Immediate and Cool  -- some members thought an email immediately received from a teller across 
the teller line showed the credit union as ‘technology savvy.’ 

 
Issues presented from members about eBrochure included: 
 

• Lack of computer -- In some rural areas, especially in Kentucky, members remarked that they didn’t 
have a computer at home.  This is not a problem we will overcome with eBrochure.   To solve this 
issue at the branch, we just printed out a copy of the eBrochure.    
 

• Spam and other lists --- Some members were suspicious of receiving a lot of unsolicited email when 
the credit union signed them up to eBrochure.   
  

• Just want the paper -- There were a few members who said they just wanted the paper rather than 
the email. Based on conversations with tellers, we believe this happened less than 10% of the time. 

 
Overall, acceptance of eBrochure from members was extremely high during the test phase.   We believe that 
eBrochures are a reasonable replacement for paper brochures for members more than 85% of the time they 
are offered.  
 

EMPLOYEES 
 
Credit union branch employees accepted eBrochure easily. The most common benefits of eBrochure cited by 
branch employees were: 
 

• Enhanced sales process – Employees at both test credit unions receive paid incentives for sales.    
These employees said they believed their incentives would increase because of the ability to follow up 
on potential sales.      
 

• Easier follow up method – Tellers, and their supervisors, are constantly looking for ways to 
communicate credit union value to members. When the products are not sold on the spot, members 
sometimes ask for additional information.   eBrochure has worked as a perfect alternative to a paper 
brochure. 
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• Improved conversations with new members on call backs -- Employees making new account 
call backs have used eBrochure when conducting a check in on the new account and cross selling 
new products. 
 

• Improved sales at the call center -- Call center employees discuss the value of credit union 
products, especially the credit card, with hundreds of members each day.   Previously no information 
was sent as a follow up. eBrochure serves as a follow up to the conversation that happened over the 
phone about a credit union product. 

 
Marketing department employees at the test credit unions had a slightly different view of the product. While 
they saw the value of improving the sales process at branches, they liked the immediate data offered on 
brochure effectiveness.   During the test process, marketing employees made changes to eBrochures at Fort 
Knox Federal Credit Union after seeing a relatively low click through rate on the brochures.   Normally, a 
poor performing brochure would just be used up. 
 
Issues presented from employees about eBrochure were: 
 

• Difficulty in asking for the email – It took time for some employees to get comfortable asking 
members for an email address.   It could add some time to the transaction.   Similar to sales training, 
the tests credit union senior managers coached employees on the presentation for eBrochure. 

 
• Data on performance -- Branch managers started requesting data on employee performance almost 

immediately. They wanted to know how many eBrochures employees were sending out.  Some 
managers started asking employees to track the information on their own. 

 
Overall, employees grasped the impact of eBrochure very quickly.  Based on conversations with users of 
eBrochure, many felt that they had more power to communicate with members and continue the sale of the 
product. 
 

RESULTS OF THE PILOT 
Smart Financial and Fort Knox sent out 540 eBrochures to members during the testing period. There were 
ten different eBrochures used by Smart Financial and Fort Knox during the test period. 
 
The open rate for these emails averaged 70% while the click through rate was at 25%. Compared to other 
types of emails sent, these are great performances.   While open rates and clickthrough rates can vary 
dramatically based on the type of marketing emails, the test credit unions stated that average open rates were 
typically 30% and click through rates were approximately 5%.  
 
The higher email performance metrics for eBrochure was due to the direct conversation that employees had 
with members before sending the email. 
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OPEN RATES AND CLICKTHROUGH RATES 
 

 
 
The top performing eBrochures at Fort Knox Federal Credit Union were for credit card. This is also the 
product that is most often sold across the teller line or through the call center.  Employees can easily 
communicate the value. At Smart Financial, the checking account brochure was the top performing 
eBrochure.  Smart launched a new checking account at the same time as testing eBrochure. There was 
excitement for the product internally.    
 
High open rates for eBrochures seem to be tied to the sales interest and ability at the credit union. Credit 
cards have a high perceived member value for employees at Fort Knox. The new checking product at Smart 
was seen as a great product for members.  Employee confidence on these products carried through to the 
success of the individual eBrochures. 
 

OPEN RATES AND CLICKTHROUGH RATES BY CREDIT UNION AND 
EBROCHURE TYPE 
 

Credit Union eBrochure type Open Rate Clickthrough Rate 
Fort Knox Federal CU Credit Card -- Call Center specific 87% 41% 

Smart Financial CU Checking 81% 23% 
Smart Financial CU Auto 77% 21% 
Smart Financial CU eServices 76% 19% 

Fort Knox Federal CU Home Equity 74% 28% 
Smart Financial CU Credit Card 69% 13% 

Fort Knox Federal CU Auto 62% 22% 
Fort Knox Federal CU Credit Card 62% 27% 
Fort Knox Federal CU Checking 61% 20% 
Fort Knox Federal CU Online Services 57% 31% 

	  
 



ST Name
2011 Marketing 
Expenses / Total 

Assets 

2011 Marketing 
Expenses Total Assets ROA Branches Members

NY Municipal 0.41% $6,740,674 $1,657,079,411 0.13% 19 327,607
MI CP 0.37% $1,281,456 $346,496,739 0.33% 10 45,207
CA Pacific Marine 0.34% $2,066,863 $612,012,050 0.62% 13 74,677
MO CommunityAmerica 0.31% $5,651,231 $1,842,086,152 0.61% 33 167,942
WA Horizon 0.28% $1,232,095 $436,855,866 0.67% 17 39,519
TX Primeway 0.28% $1,119,689 $398,373,474 -0.10% 11 51,814
AL Legacy Community 0.28% $1,076,904 $387,614,382 0.70% 12 42,358
GA Georgias Own 0.28% $4,584,357 $1,663,247,421 0.48% 11 182,585
NV One Nevada 0.26% $1,769,710 $682,664,584 -0.70% 23 77,274
NY Sunmark 0.26% $936,071 $363,539,104 0.36% 11 45,082
PA Belco Community 0.26% $957,990 $372,632,496 0.10% 13 52,097
LA La Capitol 0.25% $1,043,740 $411,016,224 0.23% 15 54,552
TX United Heritage 0.24% $1,655,042 $684,438,622 0.47% 14 55,075
WI Capital 0.24% $1,000,046 $417,555,634 0.74% 13 33,166
NE SAC 0.24% $1,338,649 $560,750,363 0.58% 18 68,521
KS Mainstreet 0.23% $696,505 $300,963,466 0.05% 12 57,702
WA Columbia 0.23% $1,853,206 $815,707,000 0.77% 13 71,706
TX First Service 0.22% $710,444 $317,935,450 0.34% 14 44,744
AL Alabama Telco 0.22% $1,271,380 $573,111,373 0.55% 17 54,106
TX University 0.22% $3,209,603 $1,459,922,708 0.60% 17 141,897
AZ Arizona Central 0.22% $861,931 $395,543,330 0.23% 11 54,426
MD Andrews 0.22% $1,873,573 $870,104,768 -0.17% 13 93,863
VA ABNB 0.21% $803,667 $375,667,334 0.66% 14 44,507
MI Consumers 0.21% $773,532 $364,237,999 0.62% 13 44,547
TX TDECU - Your 0.21% $3,911,534 $1,842,121,552 0.77% 31 163,802
NE Centris 0.21% $969,395 $459,012,331 0.71% 12 73,114
TX Firstmark 0.21% $1,516,769 $723,114,165 0.31% 11 90,916
TX Smart Financial 0.21% $1,007,835 $481,975,837 0.59% 18 79,998
AR Arkansas 0.21% $1,723,977 $837,739,463 0.53% 14 87,118
UT Utah Community 0.20% $1,537,081 $757,978,311 0.64% 20 109,458
SC Founders 0.20% $3,258,602 $1,609,228,036 0.70% 27 187,269
IN Teachers 0.20% $4,272,684 $2,160,033,516 0.54% 49 273,615

WA TwinStar 0.20% $1,549,528 $784,639,035 0.79% 24 90,602
SC Heritage Trust 0.20% $868,877 $443,016,227 0.65% 13 42,269
IN Professional 0.19% $639,828 $330,945,852 0.27% 11 45,200
TN Y-12 0.19% $1,171,831 $606,242,507 0.64% 14 74,071
IL 1st MidAmerica 0.19% $915,948 $474,460,745 0.48% 10 43,411
MI United 0.19% $2,579,868 $1,344,283,403 0.70% 24 108,983
PA Clearview 0.19% $1,416,007 $739,558,417 0.15% 15 82,427
MI Credit Union One 0.19% $1,391,175 $739,430,745 0.70% 18 103,675
SC SAFE 0.19% $1,432,227 $762,862,569 0.74% 18 101,379
MD APG 0.19% $1,640,223 $876,015,697 0.33% 10 94,249
IA DuTrac Community 0.19% $962,729 $514,639,100 0.59% 10 40,440
TX Resource One 0.19% $629,825 $338,075,677 0.65% 10 43,148
NC Allegacy 0.18% $1,647,564 $908,097,835 0.06% 20 105,201
TN ORNL 0.18% $2,453,209 $1,354,422,092 0.65% 32 151,026
IN Forum 0.18% $1,640,812 $906,965,753 0.51% 13 105,973
ID Westmark 0.18% $830,650 $459,247,379 0.76% 10 42,394
FL Gulf Winds 0.18% $716,682 $397,272,528 0.55% 11 48,951
IN Finance Center 0.18% $746,199 $419,026,569 0.37% 10 45,492
UT Deseret First 0.18% $732,546 $411,509,994 0.26% 11 52,571
FL Insight 0.17% $761,965 $435,531,196 0.35% 10 54,341
WI Westconsin 0.17% $1,280,771 $743,286,042 0.66% 17 67,738
SC Palmetto Citizens 0.17% $869,389 $508,473,442 0.70% 13 51,166
MI First Community 0.17% $1,094,907 $661,549,400 0.48% 16 72,081
NY Empower 0.16% $1,691,127 $1,032,358,582 0.74% 20 105,937
MD National Institutes of Health 0.16% $873,140 $540,634,595 0.14% 11 44,071
MA Greylock 0.16% $1,908,345 $1,183,993,605 0.32% 13 70,843
VA 1st Advantage 0.16% $865,845 $545,059,712 0.75% 10 56,633
UT Cyprus 0.16% $891,066 $561,183,144 0.63% 16 71,724
AK Matanuska Valley 0.16% $568,881 $359,728,246 0.73% 10 34,275
IN Three Rivers 0.15% $1,040,066 $673,291,350 0.53% 18 65,433
FL Grow Financial 0.15% $2,669,941 $1,732,920,182 0.58% 18 154,590
NY The Summit 0.15% $1,016,796 $663,383,287 0.38% 20 74,221
GA Georgia United 0.15% $1,357,977 $893,021,140 0.57% 18 115,774
NM First Financial 0.15% $563,948 $378,922,941 0.26% 12 50,107
TX InTouch 0.15% $1,253,223 $843,488,242 -0.26% 21 77,274
IN Notre Dame 0.15% $637,344 $432,624,391 -0.02% 11 61,185
AZ TruWest 0.15% $1,131,101 $768,817,535 0.70% 14 56,664
TX FirstLight 0.15% $1,111,036 $760,260,081 0.40% 10 112,525
NC Truliant 0.15% $2,182,923 $1,494,538,844 0.78% 24 184,921
AZ Arizona State 0.15% $1,878,335 $1,295,190,455 0.65% 22 124,216

Target	  Credit	  Unions	  for	  eBrochure
Data	  as	  of	  December	  31,	  2011	  
eBrochure	  improves	  efficiency	  at	  credit	  unions.	  	  	  The	  credit	  unions	  that	  would	  get	  the	  most	  benefit	  from	  eBrochure	  have	  larger	  branch	  
networks,	  higher	  marke>ng	  expenses	  and	  lower	  ROAs.	  	  	  Our	  ini>al	  target	  are	  those	  credit	  unions	  with	  at	  least	  10	  branches,	  assets	  over	  
$300	  million,	  ROA	  under	  0.80%	  and	  annual	  marke>ng	  expenses	  to	  assets	  over	  0.15%	  


