by Darla Dernovsek

Financial literacy is more
than knowing how to open
a savings account or balance
a checkbook. Financial literacy
requires an understanding of
how making the right financial
choices can enrich your
entire life.

Credit unions with financial
literacy programs that have the
potential to change the lives of
members and nonmembers alike
are proactive in their education
efforts. At Digital Federal Credit
Union, Marlborough, Mass., that
means creating a program designed
to make members “StreetWise”
about finances. Weyerhaeuser
Employees’ Credit Union,
Longview, Wash., takes its message
of “Financial Fitness” to local high
schools. Affinity Plus Federal Cred-
it Union, St. Paul, Minn., created a
foundation to reach people who
lack access to traditional sources of
information and support. While
their approaches differ, all three
credit unions’ efforts begin with a
culture that focuses on member
education.

22A | FINANCIAL FITNESS

Getting street-wise

Members who are street-wise get
more for their money. That’s the
premise that drives Digital Federal
Credit Union’s “StreetWise” mem-
ber education
theme. Tim
Garner, vice
president mar-
keting/strategic
planning, says
the StreetWise
program helps
the $2.46 billion

credit union ful-
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fill its vision of  yp maketing/
helping its strategic planning,
227,000 mem- Dl FCU,

. Marlborough, Mass.
bers achieve

financial well-being.

“We try to be a provider of un-
biased consumer education,” Gar-
ner says. “We also believe that if
we become the trusted adviser in
the minds of our members, we’re
more likely to get the first shot at
meeting their financial service
needs.”

Digital Federal keeps Remar
Sutton on retainer to regularly up-
date information about wise spend-
ing on its Web site and in credit
union publications for adults, teens,

and children. Sutton is an expert
on consumer issues and the author
of “Don’t Get Taken Every Time”
(ISBN 0141001496). The credit
union offers home-buying seminars
throughout the year, with more
than 400 members participating in
the first six months of 2004. Sutton
leads automobile buying seminars
for members at multple locations
in the spring and fall, with more
than 300 members attending semi-
nars in the first six months of 2004.
Printed guides that summarize
seminar topics also are available.

“The letters we get from mem-
bers telling us how the auto-buying
advice helped them is especially
gratifying,” Garner says. “They of-
ten comment that it’s as if we gave
them the script that the salesman
was reading from, and the means
to counter it.”

"Topics tackled by StreetWise in-
clude choosing the right checking
account, identity theft, and auto-
mobile sales tactics. Unfortunately,
member “horror stories” often pro-
vide some of the best material for
the cautionary tales shared through
the StreetWise program.

“If cost or time is an issue, I can
thoroughly recommend CUNAS



Home & Family Finance® Resource
Center program,” Garner adds.
“The online piece is very economi-
cal and there is a lot you can do
with the information.”

Digital Federal carefully sepa-
rates its sales and education efforts
to help build credibility with mem-
bers. It draws on both staff mem-
bers’ expertise and trusted vendors
to provide seminar speakers and fi-
nancial education materials. Mem-
ber education efforts are reinforced
by a culture that encourages em-
ployees to act in the member’ best
interest.

“Just because
we are in the
business, we all
have useful
knowledge that
can benefit our
members, who
are more likely
to be novices at
these things,”

Garner says.

Amy Davis, VP, marketing,
Weyerhaeuser Employees’ CU,
Longview, Wash.

Training for financial fitness

Weyerhaeuser Employees’ Credit
Union created its Financial Fitness
program to share employees’
knowledge and train local high-
school students for a lifetime of
smart financial choices.

“We strongly believe in the
education of the local community,
be that the local schools, the com-
munity college, or our membership
nationwide,” says Amy Davis, vice
president of marketing for the
$373 million credit union. It com-
bines a nationwide base of Weyer-
haeuser employees with a community
charter to serve more than 48,000
members.

Financial Fitness topics include
financial aid for higher educaton,
finding a credit union, establishing
good credit, and managing credit
cards. Kelly Richter, member serv-
ice supervisor, coordinates Financial
Fitness presentations to business
and consumer education classes.

“There’s so much information
that young people are receiving on

how to establish credit, but there’s

really no education in their schools
or anywhere else on the pitfalls of

it,” Richter says.

Weyerhaeuser Employees’ typi-
cally supplies a classroom presenta-
tion team of three employees,
including Richter, collections
supervisor Jon Browne, and lending
officer Kelli Minor. Humor is an
essential component of the
50-minute presentation, along with
hands-on activities and real-life sto-
ries.

A favorite actvity starts with giv-
ing students a checkbook and wal-
let and asking them to search for
financial information about the
owner. Students enjoy combing the
material to find PINs (personal
identification numbers), account
numbers, and personal data like
Social Security numbers. The exer-
cise shows students how quickly an
identity thief could access and mis-
use their own information. In an-
other exercise, students examine
100 credit card solicitations—col-
lected in a few months by a young
credit union employee—to find the
best credit deal.

“It’s not scripted, because all of
the students are different, and all
of the situations are different, and
all the learning levels are different,”
Richter says.

The credit union’s culture also
focuses on
member edu-
cation. The
credit union
sends market-
ing represen-

tatives on a £ H

LF =
total of 10 tﬁ- &ﬂ
week-long R IR 4
tl‘ipS a year to Kelly Richter,

NSUr th t member service supervisor,
ensure a Weyerhaeuser Employees' CU,
employees at  Longview, Wash.
all 350 Wey-

erhaeuser workplaces have a chance
to get face-to-face information.

“It’s very rewarding to go out
nationally and literally help people
with their finances,” Davis says.
“It’s common to get questons like,

‘What do I do when I can’t pay my
bills?” Some people are paying $10
a month for a checking account [at
a bank] because they don’t have a
minimum balance of $2,000.”
Simply informing these members
about credit union services can of-
fer eye-opening information, in-
cluding the credit union’ free
checking account and options for
consolidating or refinancing debt.

Building a foundation

Working with members
statewide con-
vinced Affinity
Plus Credit
Union that there
was a strong
need for a reli-
able source
of financial liter-
acy materials
and programs,
according to
President/CEO
Kyle Markland. The $930 million
credit union serves 128,000 mem-
bers with 20 branches throughout
Minnesota.

“That’s what really drove us
toward creating a foundation,”
Markland says. “We saw a big gap
and a need that nobody was fill-
ing.”

The Affinity Plus Foundation
was established in 2000 to allow
Affinity to raise funds to promote
financial literacy and money man-
agement skills. Affinity provides
space for foundation activities and
shares two employees with the
foundation, with the senior vice
president of member services
spending about 10% of her time as
the foundation’s executive director
and the events planner splitting her
time between marketing activities
and the foundation.

Members and employees can
support the foundation by paying a
$25 lifedme membership fee and
participating in fund-raising activi-
ties, including an annual golf tour-
nament. Employees also raise funds
for the foundation with activities

Kyle Markland,
president/CEO,
Affinity Plus CU,
Minneapolis, Minn.
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like cookbook and candy sales. The
Affinity Plus Foundation had raised
a $100,000 endowment as of July
2004; the Foundation also was us-
ing donations to directly fund ac-
tivities and scholarships.

Through the foundation, Affinity
Plus supports Junior Achievement
programs statewide and awards
$20,000 in college scholarships
each year.

It also tries to help meet the
needs of modest income groups by
working with nonprofit organiza-
dons that seek to address financial
literacy. The Affinity Plus Founda-
tion supports the Pathways pro-
gram that helps foster children
make the transition to becoming
self-sufficient adults, which includes
learning how to independentdy
manage their financial affairs. It
also works with the McDonough
Organization for Respect and
Equality (MORE), St. Paul, Minn.,
to educate recent immigrants about
the American financial system.

“The work that we have done
with MORE and Pathways has
been just phenomenal, because
those are really the most under-

served and neglected portions of
the population,” Markland says.
“We’re really able to touch their
lives and educate them on what
they need to do.”

Employees throughout the credit
union support the foundation and
its financial literacy goals because
member education is part of the
credit union’s culture, Markland
says. Employees are rewarded for
that work when someone—perhaps
a Pathways participant, perhaps just
an average member—visits the
credit union to share the story of
how financial education changed
his or her life.

“When you see people whose
lives you’ve been able to touch
and you see how they’ve grown,
that’s rewarding. Some people who
have had horrible credit because
of bad decisions have come in and
said, ‘T've paid everything off,””
Markland says. “It just doesn’t
get much better than that.” m

Darla Dernovsek (ddernovsek@earth
link.net) is a freelance writer and frequent
contributor to CUNA personal finance
publications for members.
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= Home & Family Finance® Re-
source Center provides members
with automatically updated online
personal finance information—written
and designed specifically for credit
unions. Call 800-348-3646 or visit
http://buy.cuna.org/static/prod_sub
scrib.html.

= “Fundamentals of Personal
Finance” is a collection of six easy-
to-read handbooks that capture
everything members need to know
about managing
their personal
finances. Key
issues are
covered: invest-
ment choices,
retirement plan-
ning, insurance
options, home ownership, saving
for college, and basic budgeting.
For more information, call 800-356-
8010, and press 3 or visit http://buy.
cuna.org/static/fundamentals.html.

Help your members
with a mortgage

Help members understand how to buy and
finance a house and they’ll make you their
mortgage lender. The Home Buying Workbook
can give you a member education advantage
and reinforce the credit union philosophy.

Workbook (44 pages) Stock No. 20018-AD1
$2.75 each (minimum 50)
Quantity discounts are available.

Smart Answers

OR CALL

buy.cuna.org, ENTER “HOME BUYING” IN THE SEARCH BOX
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800-356-8010, press 3



