


MY CREDIT UNION
STORY IS COMMON

| joined my Credit Union in
1993 as an 18-year-old kid.

They helped me buy this. |
was a fan!!

THEY STILL DON'T KNOW
ME AFTER 30 YEARS.

Why do they keep sending me this today?




66%

of customers say
they want their Fi
to be more like
AMmazon or a
personal shopper



A member growth engine that provides
Al-based personalization recommendations to
grow economic participation and reduce churn

NO DATA SCIENTISTS REQUIRED
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use
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Delivering Compelling Results

Raleigh, NC-based FCU
e S4.5B assets

» 325,000 members 43 O% 4 1 %

e 23 branches

Higher new account Higher initial deposits

open rate for Money 6 5 O % to new Checking

Market accounts Accounts

Higher new account
open rate for credit

“We sought a partner we can grow with,
that has the expertise to find the
opportunities we know we want and ones

cards

we didn’t think about as well as provide
results, making ROI easy to solve.”

Brandon McAdams A new analytical view of the membership that
VP of Strategy & Insights quantifies member participation







L SCAN ME l

Mitch Rutledge
CEO & Co-Founder

678.462.146]
mitch@verticeanalytics.al
www.verticeanalytics.ai
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