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Wedding Registries at Credit Unions
Background
Financial education for consumers has been an acknowledged need among credit union industry
professionals for a number of years. A number of programs have been created to attempt to fill
this need from classroom materials and website tools to informational seminars. Almost
unanimously, these have fallen short of the expectations of their creators.
While exploring this issue, our group came to the conclusion that the what is not as important as
the when in endeavoring to educate consumers. That is to say, consumers are interested in
education from their credit unions when they perceive that they are ready for it and need it, and
not before. The timing of this perceived need is tied to Life Events, such as the birth of a child,
death of a spouse, and graduation from college. Marriage is one of these life events.
Another need among credit unions that is becoming more acknowledged is that of reaching
younger consumers. As the average age of the US population increases, consumers who are in
their prime borrowing years become more of a valuable commodity. A program centered upon
the marriage event should help attract these consumers.

Why a Wedding Registry?
Couples are wedding later in life. The average age of the first time bride is now 25 and the
average first time groom is now 27.1 Because of this trend, couples are shouldering more of the
costs of their own weddings. Also, because they have often already set up housekeeping
(separately or together), traditional wedding gifts like china, blenders, etc. are not as attractive to
the couples as they once were.
A wedding registry allows couples to receive cash gifts for what they really need and want. These
things might include:
x
x
x
x

Defraying wedding costs
Helping to pay for a honeymoon trip
Accumulating a down-payment for a new home
Paying off student loans or other debt

The Wedding Registry helps to take the tackiness out of requesting cash for a wedding gift. For
those giving cash, it helps to legitimize and formalize the process, and provides additional
assurance that their gift will be recognized by the couple receiving it.
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http://www.topweddinglinks.com/wedding_statistics.html
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For the credit union, the registry helps identify the when of financial education. Couples typically
register for wedding gifts several months before the actual event – a perfect time to begin to plan
for their future financial lives.

How big is the market? How many people have this need?
There are about 2.5 million weddings in the U.S. every year (adding the number of same-sex
unions to this figure makes it even higher).2 Over $50 billion dollars is spent each year on
weddings; an average of over $20,000 per event. Adding other costs such as rings and a
honeymoon drives the average expenditure per event to over $25,000.3
An additional $19 billion is spent annually buying gifts through wedding registries.4

Consumers React to the Credit Union Wedding Registry
To validate interest in the credit union wedding registry concept, a consumer survey was
undertaken. The questionnaire was administered in both electronic (on-line) and print formats,
with a total of 917 survey responses received. Virtually all (95%) of respondents report attending
at least one wedding in the last three years. The bulk of them (44%) state that they have attended
between three and five weddings during this period.
While gifts of cash are considered by some to be tacky, cash led as the preferred gift that
respondents want to give, indicating that the credit union gift registry concept is well aligned with
current wedding gift giving behavior. Nearly eight out of ten (78%) respondents state that they
prefer to give a gift of cash, half of which state that they strongly prefer do so. Sixty-eight percent
like to give household goods to newly married couples, but provided feedback that indicates that
items selected are frequently chosen from a gift registry or other “list” provided by the engaged
couple. (See Graph 1 below for more detail.)
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http://honeymoons.about.com/cs/eurogen1/a/weddingstats.htm?terms=wedding+and+honeymoon+statistics
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http://sellmoreweddings.com/wedding_industry_statistics.html
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Wedding Gift Giving Preferences
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Graph 1
When asked about interest in having a special credit union wedding gift account available, two
thirds (65%) of respondents expressed interest in an account into which cash gifts could be
deposited or transferred, of whom forty-three percent described themselves as “very interested.”
(See Graph 2 below for more detail.)
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Graph 2
Further questioning about the probability that respondents would take advantage of a credit union
wedding registry found one-in-four “very likely” to use the service, while thirty-seven percent felt
that they would be “fairly likely” to do so.
While the credit union wedding registry appears to appeal strongly to wedding attendees who
want to give a newly married couple a gift of cash, we felt it important to explore reasons for
changing current gift giving practices to include a credit union wedding registry account rather
than just a check or cash with a card. Respondents indicated that the chance that an engaged
couple will register at their credit union would be improved if the credit union offered an
additional benefit (i.e., a proportion of the gifts received “matched”, gift card). Similarly,
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wedding gift givers are more likely to deposit into a registry account (rather than give a check or
cash) if there is an incentive that benefits either the newly married couple or the gift giver.
Multiple points of credit union registry access are also important, allowing the gift giver the
opportunity to make their cash gift in person at a credit union branch and providing a high quality
“gift certificate” that can be presented to the newly married couple or accomplish their gift
“purchase” on-line. While the participants in our study state that they predominantly travel
locally when attending a wedding, maximizing the potential of these accounts may warrant
exploration of this product in a shared branching environment or some type of centralized national
or regional approach to a credit union wedding registry.
Based upon consumer input (complete research findings in Appendix A), it appears that a credit
union wedding registry is an effective way to start a dialog with individuals who, with their
impending wedding, are likely to be reevaluating their finances and making financial plans.
Successful implementation of the credit union registry concept as a venue within which credit
unions can build relationships and financial literacy will require interested organizations to
identify appropriate financial education content and processes for follow up and relationship
development with the newly married couple.

What other things like this are out there?
While there are other services that replicate elements of the credit union registry concept, the
majority are focused on product sales and do not have the long term “relationship development”
attribute that we feel a well executed credit union registry would have. Examples include:
HoneyLuna (www.honeyluna.com) allows couples to register and collect cash gifts toward their
dream honeymoon trip. HoneyLuna will send up to 100 registry notification postcards to family
and friends to explain registry and how it works. The fee for registry services varies from $100 to
$150 and depends upon whether or not the couple books the trip through HoneyLuna. There is a
15% service fee for purchased gifts.
The Big Day (www.thebigday.com) provides a similar service. There is no sign up fee, but The
Big Day collects 9% of whatever gifts are made.
Many travel agencies also provide similar services.
The Department of Housing and Urban Development (800-CALL-FHA) has a program
designed to help couples save money for a house. Couples can open a bridal registry savings
account with participating Federal Housing Administration-approved banks nationwide. Family
and friends can then deposit cash wedding gifts directly into the interest-bearing account.
A Perfect Wedding Gift (www.aperfectweddinggift.com) provides an online cash registry
service and collects a 7% service charge of money collected.
Gift of Stock (www.giftofstock.com) sells shares of stock that can be gifted to newlyweds.
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Why is this better?
Our proposed credit union registry service is superior to these services because:
x Credit unions are known and trusted financial service providers.
x Funds can be collected for many different kinds of things a couple needs – not just for one
thing, like a honeymoon trip.
x Our proposed service does not charge a fee to the couple for the service. Instead, in order
to build a long-term relationship with the new couple, we propose giving something TO
the couple in the way of special offers and discounts on services.
x This not a one-time income-producing transaction to the credit union. We wish to begin a
long-term relationship with the new couple that will benefit both the couple and the credit
union.

What are the benefits for credit unions offering this?
As mentioned above, as the average age of the U.S. population increases, consumers who are in
their prime borrowing years become more of a valuable commodity. A program centered on the
marriage event should help attract these prime borrowing consumers.
There is a great deal of value to a credit union in a long-term relationship with a new couple.
These households are just entering prime borrowing years. They will need mortgages, automobile
financing, credit cards, and checking accounts – a lot of financial services. A young household
can be profitable to the tune of $800 per year5, depending on the number and type of services they
use with the credit union.

Credit Union Experiences with Similar Offerings
At least a few credit unions have made efforts to reach young couples in similar manners. These
programs have ranged from simple bridal registries to discounts.
T&C Credit Union of Bloomfield Hills, Michigan has partnered with local businesses to create
“Making Life Easier: Our Wedding Gift To You.” This is a campaign that targets engaged
couples in the credit union’s community. The credit union puts together a package for distribution
at local bridal shows and showers that includes discounts for products and services that the
engaged couple will need. The catch is that the couple must open a joint checking account to
receive the discounts.
The credit union also offers drawings for 0% interest loans and other prizes from the business
partners. T&C created a special loan for the couples as well. The loan allows couples to finance
wedding expenses up to 72 months at a lower rate than the normal unsecured loans offered.
5

Assumes a household with a checking account, money market savings, auto loan, platinum visa card, and a first
mortgage loan. Profitability estimate based upon averages at Toledo Area Community Credit Union in Toledo, Ohio.
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Beehive Federal Credit Union of Rexburg, Idaho has provided an informal bridal registry for
members for a few years now. When a credit union employee brought the idea to him, CEO
Shane Berger says that he felt there would be limited interest, but he thought “Why not give it a
try?”
The credit union uses a simple bulletin board to display the registrants’ information. It also
supplies cards that the couple can insert in invitations to notify friends and family that they are
registered at the credit union.
It turns out that the staff member was onto something. The program has been far more successful
than Mr. Berger anticipated. The size of the bulletin board used to post registrants has since been
doubled and use of the service remains quite strong.
Box Elder County Federal Credit Union in Brigham City, Utah provides members who sign up
for their wedding registry free advertising in the local newspaper as well as on the credit union’s
website. The names of those who give cash to the couple are listed on the account statement,
along with the amounts that were received. Members receive a small gift when they register for
the service, and are also offered membership in the credit union’s Newlywed Club with feature
discounts on services that the new couple is likely to need.
During the summer months, about four couples per month sign up for the registry service with the
$50 million credit union.

MatriMoney Account

As a result of the findings outlined above, the MatriMoney Account program was developed and
piloted at North Island Credit Union. This program allows couples to register for a wedding
account at their credit union. The couples are provided with a means to inform their wedding
guests that they are registered at the credit union and that they would appreciate deposits to this
account as gifts.
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Program Goals:
1. Build core deposits through new Regular Share accounts. As mentioned above, $19 billion
is spent annually on wedding gifts through wedding registries.
2. Grow new members and enhance existing younger members by celebrating a key life
event. Marriage is one of the most important life events; perhaps at no other time is as much time
spent by individuals on planning for their future financial needs. Being a part of the 2.5 million
weddings celebrated in the U.S. each year gives the credit union a chance to reach potential
members at a key time in their financial lives.
3. Create the opportunity in an appropriate setting to provide financial education to new
couples as they combine finances. As the new couple is making important decisions about their
new financial life together, the credit union can position itself as a trusted advisor for these
decisions. This can be accomplished by effectively providing needed information and guidance.
4. Gather key CRM data about the couple’s future financial needs. The new household
represented by a new couple can generate many thousands of dollars to the bottom line of their
newly chosen primary financial institution. Typically in their mid twenties, these couples have
will have a future need for nearly every type of financial product. Developing an early
relationship can be key to the credit union earning their share of this business.

Benefits for the Engaged Couple:
x They receive an incentive (our proposal is $100) to open their joint account at the credit
union.
x They receive valuable financial information to assist them with combining financial
resources.
x They have an opportunity to ask guests for the gift they most want in a more elegant
manner.

Target Market:
x Current and potential credit union members between the ages of 20 and 35.
x Current credit union members (parents) aged 45-60 with indicators of family/children.

Suggested Marketing Methods:
x
x
x
x

Permission to e-mail current credit union members who are part of the target market.
Newsletter articles
Brochures in branches
Video marketing messages in branches
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x
x
x
x
x

Feature on web page with link to more information
Press releases to local media and specialty publications (e.g. bridal magazines)
Mail brochures to wedding planners
Sponsor/participate in wedding expos
Cultivate contacts with wedding coordinators at local churches

Fulfillment and Other Features
x Couples about to be married open a MatriMoney account with at least $200.
x The credit union provides MatriMoney Registry announcements—wallet-size cards that
x
x
x
x

explain the program to bridal shower and wedding guests.
Guests can make their gift at any credit union branch or via credit card through a telephone
Contact Center. Use of a secured website is also possible.
When gift contributions total $100, the credit union will also give a wedding gift—another
$100.
Statements list all those who contributed to the MatriMoney account, so it’s easy to send thank
you notes.
Plus, an attractive “Congratulations” card with gift information is provided as an
acknowledgement.
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Pro Forma Financial Projections:
Campaign Assumptions:

INPUTS
100
$3,000
1.25%
12
100
$100
$5,000
4.05%
2.00%

New Wedding Member Accounts
Average Account Balance
Wedding Account Rate
Average Life of Account (mos)
Wedding Accounts New Members (%)
Member Incentive Per Account
Additional Marketing Cost
EAY (Deposit Margin Threshold)
Cost of Funds (Loan Margin Threshold)

Cross-Sell Assumption:
Percent New Checking (Avg Bal = $1,500 @ 0.00%)
Percent New Savings (Avg Bal = $2,000 @ 0.50%)
Percent New Loan (Avg Bal = $15,000 @ 7.0%)

12%
5%
2%

VALUE OF NEW BALANCES
Balances
$ 300,000
$
18,000
$
10,000
$
30,000
$ 358,000

Total Wedding Accounts (12 months)
Total Checking Cross-Sell (36 months)
Total Savings Cross-Sell (36 months)
Total Loan Cross-Sell (30 months)
TOTALS

$
$
$
$
$

NPV
8,400
2,187
1,065
3,750
15,402

SUMMARY ROMI
Marketing Costs
Incentive Costs
Total Campaign Costs
Total NPV
OVERALL ROMI
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5,000
10,000
15,000
15,402
3%

MatriMoney Pilot: North Island Credit Union, San Diego, CA
The MatriMoney account was launched live in a pilot market beginning August 22, 2005. (See
Staff Training Guide, Appendix C.)
Marketing:
E-mail to 37,000 online banking users
Website promotion and link
Brochures in branches
Mailing to San Diego area bridal consultants
Results to Date:
North Island Credit Union has opened seven MatriMoney accounts between the start of the pilot,
August 22nd and Friday, September 9th. With only minimal initial marketing, one account was
being opened every two days on average. The pilot period target was one account per day.
Additional marketing emphasis is being provided in October 2005 by the credit union which
should put the account opening figure closer to target.
Currently, the accounts are very new and most average just the $200 opening balance. One
account has received a $400 gift deposit, so it has also received the matching bonus. North Island
continues to monitor the balance levels to see if the pro forma projection balances materialize over
time.

Issues Identified in Pilot:
Note – This pilot was extremely well-received by employees. It is a fun product to promote
because it is associated with an exciting life event. While the i3 presentation on this product was
scheduled for September, North Island Credit Union will continue to pilot this account through
December 31, 2005.
1) Time (or lack of) was the biggest constraint. It was important to get the product launched,
so some of the ideal features could not be included. With more time, enhancements could
be done to:
a. Provide more comprehensive financial education materials geared toward the
wedding event. With the time constraints of this project, we chose to insert
CUNA’s Budget Blueprint as our financial education piece.
b. Provide an online, secure web page for “gift of cash” order fulfillment for guests
wanting to charge a gift on a credit card to go into the couple’s account.
2) We set a 90-day minimum between account opening and wedding date. We felt this was
necessary to allow the account to fulfill its intent to grow savings and allow guests time to
deposit. So far, we have received no complaints about the 90-day requirement and it is
clearly noted on the materials.
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3) The $100 matching gift proved to be challenging from a disclosure perspective. We
received conflicting opinions on whether it had to be disclosed as an APY. As staff pointed
out, there are many ways for couples not getting married to take advantage of the $100 gift
by having friend deposit into the account for them. We made a management decision to
monitor for abuse during the pilot. Moving forward, with the disclosure issue and the
potential for abuse, we may opt for a more nominal gift incentive on the account.
Lessons learned in the pilot: The $100 matching deposit was not abused during the pilot
phase. However, the program currently requires a manual review of all MatriMoneySM
accounts daily to check for the gift deposit in order to process the match. As the number of
accounts grow, this manually process is not efficient, yet there are not enough accounts to
justify writing custom programming to automate. Moving forward, North Island Credit
Union will provide a physical gift (to be determined) that is stocked in the branches and
provided at the time of account opening.
4) The pro forma analysis was based on a mature account having a balance of $3,000 after
deposits by the couple and gifts. We also did the analysis on the assumption that 100
accounts would be opened during the pilot. There was insufficient time to let the balances
mature or reach the desired number of accounts. It will be the front page article in North
Island’s October newsletter, so we will continue to track results. The return on marketing
investment (ROMI) is nominal. It is vital to actively market these accounts after the
wedding event to cross-sell additional services.
Lessons learned in the pilot: These balances grow more slowly than originally
anticipated. None have matured to their actual wedding date, but the average over the first
90-days of the account is closer to $400.
5) North Island Credit Union submitted the paperwork for registering the name
MatriMoneySM. There are sporadic uses of the name in certain parts of the country but it
looks unlikely that there are official registrations on the name. We are cautiously
optimistic that the name rights will be granted, but that process may take six to nine
months. We have submitted registrations with the tag line, “The way to give wedding
cash,” as well.
Note for other Credit Unions: Since North Island Credit Union has registered the name
and tag line above, we request that North Island be contacted in advance for credit unions
also wishing to use the name. Contact: Geri Dillingham, gdillingham@myisland.com.
6) Time constraints also limited us to one invitation enclosure card. Ideally, our staff would
have six to eight options in the card sentiments, such as:
a.
b.
c.
d.

9/13/2005

Second weddings blending two families
Gen X humor cards
Unity contract focus
For Trekkies, “Love long and prosper!”

12

The Future:
The future vision for this product is that of a nationally-recognized, branded program in which
credit unions may opt to participate. A technology partner with the ability to interface with the key
credit union host system providers could be in a position to launch a national online fulfillment
site. With effective national marketing, this account has potential to drive a significant level of
dollars from the retail gift sector into credit union accounts.

Associated Products and Services that Complement the Bridal Registry
Credit unions can either gain a new member or lose a member as a result of a wedding. That is,
when couples marry, if one is a member he/she will either bring the spouse in as a new member,
or close the credit union accounts to transfer assets to the spouse’s financial institution. Couples
may keep accounts at multiple financial institutions, but the potential is great for loss or gain of a
new member. In any event, only one financial institution will become the couple’s preferred
financial institution.
The engagement period can often be exciting, overwhelming, and stressful for a couple. With so
much on the couple’s minds, they may not have considered the financial “merger” they are
approaching. Credit unions can position themselves to guide couples through these financial
issues, preparing them to “merge” finances and encourage them to communicate about money.
Newly wed or soon-to-be wed couples can benefit from an upfront evaluation of their financial
situations and attitudes. This evaluation can include some or all of the following components:
Communication
1. Each should complete a money values assessment.
2. Discuss the results and compare their values.
3. Role play making financial decisions.
4. Determine if they want a prenuptial agreement.
Sharing Financial Information
1. Order free, individual credit reports from annualcreditreport.com or (877) 322-8228.
2. Purchase individual credit scores.
3. Share all account statements.
4. Each determine new worth and compare.
Setting Goals
1. Set short- and long-term goals.
2. Create a budget.
3. Elect direct deposit for paychecks.
4. Set up automatic transfers to pay debts and build savings.
5. Establish ground rules for making individual purchases.
6. Define roles (who will balance the checking account, review statements, pay bills,
recommend investments).
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Merging Accounts
1. Establish a household checking account.
2. Determine which accounts to keep, merge, and close.
3. With joint accounts, choose between tenants in common or WROS.
4. Determine which credit cards to keep, merge, and close.
5. Set up online access to accounts.
6. If changing name, notify all financial institutions, Social Security Administration,
insurance, employer, and state department of motor vehicles.
Reviewing Beneficiaries
1. Review and update (if needed) all beneficiaries, i.e., insurance, IRAs, investments.
2. Update wills and power of attorney.
3. Update advanced directives.
4. Review and possibly update property deeds and automobile titles.
Updating Insurance
1. Compare current policies.
2. Investigate family coverage through employers.
3. Select appropriate home, auto, health, and disability insurance.
Refinancing Obligations
1. Evaluate current rates and terms on all loans.
2. Investigate rates through credit union.
3. If a homeowner, investigate a home equity loan.
4. If moving, prequalify for a loan before home or auto shopping.
5. Refinance at credit union.
6. Remove address and phone number from solicitation lists.
7. Safeguard financial information from identity theft.
Credit unions can be a valuable resource for couples during this process, and they should be
proactive in offering their assistance. Continuing an existing relationship or establishing a new
one with a young couple enhances the credit union’s opportunity to capture future loans and
accounts. Of course, the Bridal Registry helps to identify the couples. They can then be targeted
for special offers and member education.

9/13/2005

14

Appendix A – Market Survey Results

Lifestyle Product Research

Credit Union Wedding Registries

September, 2005
I3 – ZOINKS!
Barry Shaner, Toledo Area Community Credit Union, Toledo OH
Geri Dillingham, North Island Credit Union, San Diego CA
Jim Miles, MidFirst Credit Union, Franklin OH
Mary Ann Hughes-Butts, CommonWealth One FCU, Alexandria VA
Susan Siegel, Sunmark Federal Credit Union, Schenectady NY
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Credit Union Wedding Registries
Introduction
The need for financial education is an acknowledged fact as consumers seek to obtain their
“American Dream” faster than ever before, often using credit as a tool to hasten progress toward
their desired lifestyle. Credit use has soared and savings rates languished as credit availability has
increased and interest rates hit historic lows. Looming questions about the future of social
security and the retirement funding, soaring costs for higher education, housing and energy have
created an environment of uncertainty and concern. Even so, consumers are hard pressed to make
time in their busy lives to educate themselves about financial management practices, products and
options so that they can effectively manage their financial resources and assure the quality of life
they seek.
In exploring the concept of a credit union wedding registry, i3 members sought to identify and
evaluate opportunities to take advantage of the naturally occurring financial changes and
evaluative periods that occur at different life stages. Due to time constraints and credit union
industry interest in attracting young adult members, the decision was made to focus on soon-to-be
married couples as they join together to create a new household. There are a host of financial
changes that occur at the time a couple marries, ranging from purchases of homes, furniture, and
other durable goods, to moving, and possibly the sale of a home or other assets. Individual debts
are brought together including credit cards, auto and student loan balances and perhaps a
mortgage or two!
Bottom line, the new couple’s financial house is being rebuilt and rethought. Add to this scenario
wedding/honeymoon expenses that often exceed $20,000 and the desire of family and friends to
celebrate a new marriage with tangible and monetary gifts.
The proposed credit union wedding registry is designed to be a product that helps to initiate a
discussion between a soon-to-be married young couple and credit union staff members who are
prepared to serve as a resource and support the couple’s efforts to put together their financial plans
for the future. This is a time when consumers are willing and expect to put some time into
financial planning, thereby creating a receptive environment for financial education.

Research Methodology and Participants
A consumer survey was undertaken to assess credit union member interest in the concept of a
credit union wedding registry. The questionnaire was administered in both an electronic (online)
and print formats, with a total of 917 survey responses received.
As might be expected, survey respondents tended to be individuals interested in this life event and
life stage. Better than eight out of ten respondents were women, the majority of whom (51.3%)
are under 34 years of age (25 years median age) and married (55%). Virtually all (95%)
9/13/2005
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respondents report attending at least one wedding in the last three years, the bulk of whom (44%)
state that they have attended between three and five weddings during this period.
Most respondents (58%) were invited guests at these events, but more than a third (36%) were
related to the bride or groom. Six percent of respondents got married at the last wedding they
attended.

Consumer Reactions to a Credit Union Wedding Registry
The wedding registry concept, while well established for retail goods, is generally new for the
financial services industry. However, it is well aligned with current wedding gift-giving
preferences. Nearly eight out of ten (78%) respondents state that they prefer to give a gift of cash,
half of which state that they strongly prefer to do so. Sixty-eight percent like to give household
goods to newly married couples, but provided feedback that indicates that items selected are
frequently chosen from a gift registry or other “list” provided by the engaged couple. (See Graph
1 below for more details.)

Wedding Gift Giving Preferences
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Graph 1
When asked about interest in having a special credit union wedding gift account available, twothirds (65%) of respondents expressed interest in an account into which cash gifts could be
deposited or transferred, of whom forty-three percent described themselves as “very interested.”
(See Graph 2 below for more detail.)
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Graph 2
Further questioning about the probability that the respondents would take advantage of a credit
union wedding registry found one-in-four “very likely” to use the service, while thirty-seven
percent responded that they would be “fairly likely” to do so. (See Graph 3 below for more.)
details.
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Graph 3

Credit Union Wedding Registry Logistics
In taking advantage of a credit union’s wedding registry, study participants indicated their
preferred methods of making a deposit into a wedding account would be either in person at a
branch (78% stating that they would likely do this) or via a secure website with a credit card or
funds transfer (60%). More than seven out of ten (71%) felt that they would be unlikely to mail a
check in for deposit into a credit union wedding registry account. (See Graph 4 for more details.)
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Graph 4
In reviewing respondents’ expressed preference for in-person and electronic wedding registry
deposits, it’s important to note that the majority of respondents (63%) report that they generally
attend weddings locally (less than fifty miles away), thereby making a visit to a local credit union
branch a feasible option for many. Out of town wedding travelers (20% typically travel 100 miles
or more) favor internet wedding registry “purchases.”
Questions regarding how a wedding registry contribution would be communicated found three out
of four consumers expressing interest in having the credit union provide an attractively packaged
gift certificate that could then be presented or sent to the couple.

Encouraging Credit Union Wedding Registry Use
Survey participants clearly appreciate the value of a gift of cash to a newly married couple, and
are likely to give cash gifts. Given the convenience and utility of giving a newly married couple
cash or a check in a card, we explored incentive ideas designed to encourage use of a credit union
wedding registry, even if it meant a trip to the branch to set up a wedding registry account or to
deposit a gift.
To encourage an engaged couple to sign up for a credit union registry service, we asked
respondents how much of an impact different offers might have on their decision to register. Not
surprisingly, items that put money “in the pocket” of the newly married couple were favored and
included an additional credit union “matching gift” of 10% of cash gifts received (73%), a $100
gift card (64%), a monetary gift to be used to offset honeymoon or wedding expenses (60%) or an
offer of “no closing costs” on a future mortgage (58%). Among respondents who last attended
their own wedding, the matching gift concept was again the most popular (89% felt it would have
strongly impacted their decision to use a credit union registry), followed by the $100 gift card
(70%), and a closing cost-free mortgage (70%). (See Graph 5 for more details.)
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Gifts That "Strongly Impact" on Decision to
Register with CU Wedding Registry
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Graph 5
Similarly, providing additional financial benefit to the newly married couple in the form of a 10%
“matching gift” appears to provide the greatest motivation for wedding guests to select to give
through a credit union wedding registry (62%), however, most givers would find a $100 gift card
given to them almost equally compelling (56%), while a restaurant gift certificate would be
slightly less so (46%). (See Graph 6 for details.)
Gifts with Strong Impact on Gift-Givers
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Graph 6

Conclusion
Based upon the research findings, the credit union wedding registry concept appears to have
strong appeal to wedding attendees who want to give a newly married couple a gift of cash. To
maximize the chance that an engaged couple will register at their credit union, it does appear that
an additional benefit (matching gift, gift card) would increase the chance that they will register.
Similarly, wedding gift givers are more likely to deposit into a registry account (rather than give a
check or cash) if there is an incentive that either benefits the newly married couple or the gift
giver.
It will be important to provide multiple points of access, allowing the gift giver the opportunity to
make their gift of cash in person at a credit union branch and providing a high quality “gift
certificate” that can be presented, or to accomplish their gift “purchase” online. Virtually no
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statistically significant differences were noticed based upon demographic factors, but online
“purchases” of wedding gifts were particularly popular among those 35 to 54 years of age who are
likely to be time pressed due to family and work commitments. While the participants in our
study state that they predominantly travel locally when attending a wedding, maximizing the
potential of these accounts may warrant exploration of this product in a shared branching
environment or some type of centralized approach to a credit union wedding registry.
Successful implementation of the credit union registry concept as a venue within which credit
unions can build relationships and financial literacy will require interested organizations to
identify appropriate financial education content and processes for follow up and relationship
development with the newly married couple. We do feel that the credit union wedding registry is
an effective way to start a dialog with individuals who are re-evaluating their finances and making
financial plans and there is a considerable base of financial literacy information available. The
processes and procedures to develop a relationship between the credit union and the newly
married couple will need careful attention, but will vary based upon the organization and its
resources.

We wish to gratefully recognize the support of the following organizations in helping us complete
this research:
Billings Federal Credit Union, Billings, Montana
Kemba Financial Credit Union, Columbus Ohio
North Island Credit Union, San Diego, California
Purdue Federal Credit Union, West LaFayette Indiana
Service 1st Federal Credit Union, Danville, Pennsylvania
Sunmark Federal Credit Union, Schenectady, NY
Bellwether Community Credit Union, Manchester, New Hampshire
FAA First Federal Credit Union, Los Angeles, California
Travis Credit Union, Vacaville, California
Unitus Credit Union, Portland, Oregon
A+ Federal Credit Union, Austin, Texas
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Appendix B – Marketing Materials

MatriMoney Folder
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MatriMoney Brochure (Front)
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MatriMoney Brochure (Back)
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MatriMoney Cards for Invitations
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MatriMoney Gift Announcement
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FINAL
Contact: Kim A. Merrill
MJE Marketing Services, LLC
619.682.3841
kim@mjemarketing.com

NORTH ISLAND CREDIT UNION INTRODUCES THE
MATRIMONEYSM ACCOUNT

Share Savings Account Puts a New Spin on Wedding Gift Registry
SAN DIEGO, Calif. — (August 26, 2005) — North Island Credit Union
has launched a pilot program that puts a new spin on the tradition of
bridal registries. MatriMoneySM is a share savings account for
couples who are getting married. What sets it apart is that couples
can register for cash gifts. The credit union is joining in the
celebration by matching the first $100 in wedding gift cash, and the
interest rate is higher than that of a regular share savings
account. The pilot program runs through December 31, 2005. The
account requires a $200 minimum deposit and a wedding date set 90plus days in the future.
“The wedding registry market continues to grow with nearly $18
billion spent through registry purchases each year in the United
States,” said Geri Dillingham, executive vice president and chief
operating officer of North Island Credit Union. “Research indicates
that couples desire cash gifts, yet are uncomfortable asking for
cash from friends and relatives. The MatriMoney account provides a
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more elegant way for engaged couples to request cash consistent
with wedding registries at retail stores.”
The first financial institution to introduce such a product,
North Island Credit Union also provides registered couples with
MatriMoney Registry Announcements — wallet-sized cards that
explain the program to bridal shower and wedding guests. Guests
have two ways to make deposits in a couple’s MatriMoney account: in
person at any North Island Credit Union branch or by credit card via
the credit union’s contact center at 800.848.5654. An attractive
“Congratulations” card with gift information is sent to the couple as
an acknowledgement. A list of all who contributed to the MatriMoney
account is included in the account statement, so it is easy to send
thank-you notes.
“When it comes to wedding gifts, the MatriMoney account is the
perfect match: cash for the newlyweds; convenience for guests, family
and friends,” said Dillingham.
About North Island Credit Union
A corporate and community leader in the San Diego region for
more than 60 years, North Island Credit Union currently serves
nearly 125,000 members from 13 branch locations throughout San
Diego County. The credit union ranks as the 50th largest credit union
in the nation and the 10th largest in California with $1.5 billion in
assets. The credit union offers diverse financial services for
consumers in San Diego, Orange and Riverside counties, including
checking and savings accounts, investment services, real estate,
vehicle and signature loans and Internet banking. North Island is
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also a leader in the small business services, providing payroll
services, insurance products, employee benefits, retirement plans,
checking and saving accounts, lines of credit, and SBA 504 and
member business loans.
A premier employer in San Diego, North Island Credit Union was
recently named among the 50 Best Small & Medium Companies to Work

for in America by the Society for Human Resource Management (SHRM).
In 2005, the credit union received the Governor’s Award for
Performance Excellence from Governor Arnold Schwarzenegger
through the California Awards for Performance Excellence (CAPE),
which uses the national Malcolm Baldrige quality criteria for its
winners. North Island Credit Union is the only financial institution in
California to have received this distinction. In the 2004 American
Customer Satisfaction Index, a national service benchmark for all
industries, the credit union’s score of 86 was the highest score
measured for a financial institution, surpassing the national
average of 76. Other industry recognition includes Ken Blanchard's
Best Company to Work For in 2001 and Peter Barron Stark Award for
Workplace Excellence in 1999, 2001, 2002 and 2004.
North Island Credit Union has branches in downtown San Diego,
South Bay, Clairemont Square, Kearny Mesa, Mira Mesa, Vista, Scripps
Poway, Imperial Beach, Chula Vista, El Cajon, Santee, NAS North Island
and La Mesa. Call 800-848-5654 for additional information or visit
www.myisland.com.
# # #
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i3 Group Puts a New Spin on Share Savings Accounts

North Island Credit Union Pilots the MatriMoneySM Wedding Gift
Registry Program
SAN DIEGO, Calif. — (September x, 2005) — Filene Research
Institute's i3 group is charged with planting the seeds of
innovation for the next generation of credit union financial
services products and services. Given that charter, a
subgroup of five executives representing credit unions
nationally hit upon a marriage of convenience, if not creativity,
in a new wedding gift registry program — the MatriMoneySM
Wedding Gift Registry Program.
MatriMoneySM puts a new spin on the tradition of bridal
registries. It is a share savings account for couples who are
getting married. What sets it apart is that couples can register
for cash gifts.
Geri Dillingham, North Island Credit Union, San Diego, CA,
MaryAnn Hughes, Common Wealth One FCU, Alexandria, VA, Jim
Miles, MidFirst Credit Union, Franklin, OH, Barry Shaner, Toledo
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Area Community Credit Union, Toledo, OH, Susan Siegel, Sunmark
Federal Credit Union, Schenectady, NY, are behind this new
product, development of which began in May 2004.
“MatriMoney stemmed from an innovation exercise that had
us look outside of our industry for fresh products and
services,” said Dillingham. “Recognizing that the wedding
registry market continues to grow with nearly $18 billion spent
through registry purchases each year in the United States, we
looked at registry services at Bed, Bath and Beyond, Crate &
Barrel and Macy’s.”
The group’s research indicated that couples desire cash
gifts, yet are uncomfortable asking for cash from friends and
relatives. The MatriMoney account provides a more elegant way
for engaged couples to request cash consistent with wedding
registries at retail stores.
North Island Credit Union launched a pilot program on
August 22, 2005, which runs through the end of the year.
The account requires a $200 minimum deposit and a wedding
date set 90-plus days in the future. North Island joins in the
wedding celebration by matching the first $100 in wedding gift
cash, and by offering an interest rate that is higher than a
regular share savings account. The credit union also provides
registered couples with MatriMoney Registry Announcements —
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wallet-sized cards that explain the program to bridal shower
and wedding guests. Guests have two ways to make deposits in a
couple’s MatriMoney account: in person at any North Island
Credit Union branch or by credit card via the credit union’s
contact center at 800.848.5654. An attractive “Congratulations”
card with gift information is sent to the couple as an
acknowledgement. A list of all who contributed to the
MatriMoney account is included in the account statement, so it
is easy to send thank-you notes.
“When it comes to wedding gifts, the MatriMoney account is the
perfect match: cash for the newlyweds; convenience for guests,
family and friends,” said Dillingham.
Three other credit unions in the United States have
variations to the program and no banks offer such a product.
Ultimately, the group will develop the MatriMoney program into
a national franchise with an online, centralized fulfillment
center for purchasing “gifts of cash” from participating credit
unions where couples are registered.
About North Island Credit Union
A corporate and community leader in the San Diego region
for more than 60 years, North Island Credit Union currently
serves nearly 125,000 members from 13 branch locations
throughout San Diego County. The credit union ranks as the 50th
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largest credit union in the nation and the 10th largest in
California with $1.5 billion in assets. The credit union offers
diverse financial services for consumers in San Diego, Orange
and Riverside counties, including checking and savings
accounts, investment services, real estate, vehicle and
signature loans and Internet banking. North Island is also a
leader in the small business services, providing payroll
services, insurance products, employee benefits, retirement
plans, checking and saving accounts, lines of credit, and SBA
504 and member business loans.
A premier employer in San Diego, North Island Credit Union
was recently named among the 50 Best Small & Medium

Companies to Work for in America by the Society for Human
Resource Management (SHRM). In 2005, the credit union received
the Governor’s Award for Performance Excellence from
Governor Arnold Schwarzenegger through the California
Awards for Performance Excellence (CAPE), which uses the
national Malcolm Baldrige quality criteria for its winners.
North Island Credit Union is the only financial institution in
California to have received this distinction. In the 2004
American Customer Satisfaction Index, a national service
benchmark for all industries, the credit union’s score of 86
was the highest score measured for a financial institution,
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surpassing the national average of 76. Other industry
recognition includes Ken Blanchard's Best Company to Work For
in 2001 and Peter Barron Stark Award for Workplace Excellence
in 1999, 2001, 2002 and 2004.
North Island Credit Union has branches in downtown San
Diego, South Bay, Clairemont Square, Kearny Mesa, Mira Mesa,
Vista, Scripps Poway, Imperial Beach, Chula Vista, El Cajon,
Santee, NAS North Island and La Mesa. Call 800-848-5654 for
additional information or visit www.myisland.com.
Note to editors: The MatriMoney logo can be found at:
www.mjemarketing.com/northisland/MatriMoneyLogo.JPG
# # #
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Appendix C – Pilot Materials
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