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Presenter Notes
Presentation Notes
NICOLE INTRO

Good morning and thank you for the introduction! Jeff and I spend our time looking at credit unions through two very different lenses. 
He's looking at SF, space utilization and how your branch physically expresses your brand. I'm looking at logos, brand colors, marketing strategy and whether everything feels brand consistent.
Your members aren't thinking about any of that. They're just thinking, “This is my credit union.”
And that's our focus today: Does it feel like the same credit union everywhere your current and potential members interact with you?
And we're going to look at how well those experiences connect - from your marketing and digital presence to your people and physical spaces.
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I'd like to start with one simple idea.
Every interaction a member has with your credit union either strengthens your brand—or weakens it.
Your members don't experience your credit union one segment at a time—they experience it as one brand.
Every interaction, whether it's your website, branch, mobile app, marketing, or staff, shapes how they perceive your institution.
The question we'll explore today is: Are all of those experiences working together...or working against each other?



BRAND CONSISTENCY

Brand Consistency helps members recognize you, helps staff represent you with
confidence, and helps your community understand who you are - everywhere they

engage with your credit union.

Why it matters:

Members recognize and trust you instantly
Staff feel aligned and confident representing the brand

Communities experience consistency, credibility, and clarity

A strong brand isn’t just how you look—it’'s how people experience you.
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I'd argue that one of the biggest competitive advantages a credit union can have today isn't a better rate or a better mobile app or which new logo you choose - it’s brand consistency.
Think about your members' journey. They may see your billboard, visit your website, talk to an employee, and use your mobile app - all in the same week.
Every interaction either reinforces confidence...or introduces doubt.
When everything works together - the difference between having a logo...and having a brand.

TRANSITION
No organization intentionally creates an inconsistent brand—it happens gradually as departments, vendors, and branches make independent decisions. That's where the real risk begins.


WHY DO WE NEED BRAND CONSISTENCY?

Brand Inconsistency = Risk

Different vendors interpret the brand differently

Branch environments don’'t match digital experiences
Staff create workarounds instead of following standards

Members experience mixed signals

A Brand System Delivers:

A logo plus the rules and tools to use it correctly—everywhere.
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As credit unions grow, brand inconsistency becomes a business risk - not just a marketing issue.

Without a clear brand system, every department, vendor, branch, and employee starts interpreting the brand a little differently. Over time, those small inconsistencies add up.
Members notice when the branch environments don’t match web or mobile experiences ... when signage or social media posts don’t look professional... or when one location feels completely different from another. Those mixed signals weaken confidence in an industry built on trust.

Brand consistency isn't about making everything look the same. It's about making every interaction feel like it came from the same stable and trusted institution.
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CANVA & Al: The New Challenge

o Create Faster

Empower
More People

THE POWER OF ACCESS THE NEW CHALLENGE

Reduce Costs

ﬂ Produce

IV More Content

Design has become easier. Brand management has become harder.
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More Creators

More Templates

More Inconsistency

Greater Brand
Risk
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Let’s talk about Canva & AI…and the role they play in brand consistency
Today’s reality is that Canva and AI have fundamentally changed marketing and graphic design. Everyone now has access to design tools AND more marketing channels exist than ever before

Today, virtually anyone with a computer can create a flyer, social media post, or advertisement in minutes. That's a nice advantage for organizations who are spread thin and needing to move quickly. But it also means design is no longer confined to the marketing department or those with formal marketing and graphic design education and/or experience. Branch managers, HR, lenders, MSRs, and vendors may all be creating content on your behalf. The challenge isn't Canva or AI—they're valuable tools. The challenge is ensuring every piece still feels like it came from the same organization when there are so many cooks in the kitchen. �
Discussion Point:
"If everyone now has access to Canva and AI, does professional design still matter?"
IT DOES BECAUSE - Creating content has never been easier. Maintaining brand consistency has never been harder.


CONTENT VS. BRAND

One Piece, One Purpose. Every Experience, One identity.
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Let's talk about the difference between content and branding.
Raise your hand if your team uses Canva or AI. 
That's not even really a question anymore – most everyone does. The real question is: Is your brand guiding those tools—or are those tools defining your brand?

Canva and AI are good for creating content - individual pieces and single messages—social media posts, event flyers, and internal communications. Anyone can create content. 

A brand system is what connects all those pieces together. It establishes the standards for your logo, colors, typography, photography, messaging, and voice so every touchpoint feels like it came from the same organization. 

The goal isn't to stop people from creating content—it's to give them a framework that keeps every piece on brand. That's how you build recognition instead of just producing more content.



BRAND SYSTEM DELIVERABLES

VISUAL STANDARDS GUIDE
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CUSTOM LOGO Clear rules for |OQ'D Use, color PRINT COLLATERAL
Tailored concepts refined info a palette, and typography to Business cards, letterhead, and
final design that reflects your credit ensure consistency across additional materials that establish
union's values and community. every channel. credibility from the first impression.
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DIGITAL TOOLKIT SCALABLE BRANDING
Ready-to-use assets, social media A purposefully scalable system
templates, and logos so your team designed to grow with your

can apply the identity across digital credit union goals and adapt

tfouch-points seamilessly. to new opportunities.
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This is what is included in a brand system – at K4 it is Brand Forward – our program designed to create the foundation of brand consistency,  
Yes, it includes the logo, but the logo is only one piece of the system. Brand standards, digital assets, signage, templates, and marketing collateral all work together to create one uniform brand experience.

A brand system can be built around an existing brand or it can be used to plan a rebrand.  
The goal isn't simply to create a new look - it's to create one shared playbook so whether you’re updating your website, ATM signage, or marketing materials - everyone is working from the same defined system intended to work together. 

Transition
So once we've built the Brand System, the next question becomes... 
How far does the brand system reach and what needs to come into alignment?





BRAND CHECKLIST

Core Brand Identity

Print Collateral

* Online Library & Ordering System
Digital Marketing Assets

Physical Marketing Assets
Marketing & Advertising

Internal & HR Assets

Member Facing Communications
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This checklist on your desk represents everything your logo and your brand touch.

For existing brands/ those not undergoing a rebrand –  use this guide to conduct a brand audit annually and look for brand Inconsistencies.  We do this once a year at K4 to make sure things aren’t slipping through the cracks. 
For rebrands – it can be used to plan project scope and rollout priorities.  

At first glance it looks overwhelming - but that's exactly the point. Achieving brand consistency isn’t a marketing project...it's an organizational GOAL. 

The checklist isn't meant to suggest everything happens on Day One. It's a planning tool that identifies every touchpoint, helps prioritize the rollout, and prevents costly surprises later.
A successful rebrand isn't measured by the day you launch your new logo—it's measured by how consistently your brand is delivered for years to come.






RELEVANT CASE STUDIES

Each started with these logo questions:

« How far do we modernize without losing equity?

Keep SEG or geographic naming or remove ite

Keep original brand color palette or change®¢

How do we honor history without looking dated?

Do we need a new logo or a new name?

Do we need a milestone logo?
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I know whether or not to re-brand is a hot topic in this room so I want to explore some re-branding examples of actual credit unions – the goal is not to show you  how they chose the 'right' logo – I want to show you the different processes that led to the right solution.
Every one of these credit unions faced similar questions: How much do we modernize? How much history do we preserve? How do we evolve our brand without losing member recognition?
Each arrived at a different solution because every institution has a different story, strategy, and vision for growth.
�



MODERNIZE/HONOR ROOTS

How far do we modernize without losing brand equity?

GenFed.

Your interest at heart
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GenFed Financial approached us while exploring potential rebrand partners. They wanted to modernize without losing the brand equity they had built over time.
One concern was the name itself. Could GenFed Financial be mistaken for an investment or advisory firm rather than a credit union?
There was also an opportunity to rethink the heart brandmark. While warm and approachable, it was fairly generic and didn’t reflect GenFed’s history or connection to Akron’s rubber and tire industry.

Rather than starting over, the goal became refinement—retaining familiar elements while creating a more modern, distinctive identity that better communicates who they are.
These logo concepts explore potential name change variation options - while retaining GenFed’s established colors and introducing new brandmarks inspired by tire treads, forward movement and Akron’s industrial roots—giving the brand a story that is uniquely GenFed.


MODERNIZE/HONOR ROOTS

How do we honor our history without looking dated?

GenFed.

Your interest at heart
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This set of logo options explores another direction and addresses a different question: CLICK
How do we honor our history without looking dated? CLICK
In this case, we thoughtfully evolved the color palette and incorporated visual cues inspired by their origins in the rubber and tire industry—reflecting the grit and determination of the working-class that the credit union has long served.



A NEW LOGO OR A NEW NAME?

To Rename or Not Rename? That Is the Question.

n."n|‘1c fﬂl‘ BREWSTER FEDERAL CREDIT UNION

L " 4 B A A N ° 4 A J |
F E D E R A I. C R E D I T U N I o N America’s Credit Union. Where people are worth more than money. ™
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Brewster FCU faced a strategic question before they ever talked about a logo: Do we need a new name - or simply a stronger brand?
The Brewster name certainly carries recognition and trust within the community. But as credit unions grow beyond their original footprint, names tied to a single town or SEG can sometimes raise questions about future expansion.
Rather than assuming a name change was necessary, they first explored how far the brand could evolve while keeping the equity they'd already earned. CLICK

The logo concept on the left modernizes the identity with cleaner typography and a more refined color palette inspired by Brewster's heritage and local school colors.
A name change isn't always the answer. Sometimes a thoughtful evolution of the brand provides the clarity, flexibility, and growth potential an institution needs - without giving up the recognition it's spent decades building.



NEW NAME - HERITAGE INSPIRED SYMBOLISM

% BREWSTER (F)FORGE SIGNAL

i o Nl FEDERAL CREDIT UNION FEDERAL CREDIT UNION

SIGNAL B

EEEEEE L CREDIT UNION
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Early in the process, we explored logo concepts and alternative names inspired by Brewster's railroad heritage. 
Here you’ll see railroad tracks in this first logo CLICK
and THEN new name concepts like Forge and Signal. CLICK

Good branding isn't just creative - it requires empathy and understanding your current members.
As we listened to leadership and learned more about the community, we discovered that the railroad’s recent sale had a significant emotional impact on many members and their families. What could have been viewed as a celebration of local heritage also carried negative connotations for those whose livelihoods and pensions were affected.

That insight changed the conversation.
Rather than building the brand around railroad symbolism, IN THE END the credit union chose to preserve the trusted Brewster name and explore other ways to modernize.
A successful rebrand honors not only the direction an institution wants to go - but also the people who helped build it.



NEW BRAND, NEW WEBSITE

BREWSTER FEDERAL

T on
low as 4.79 APR" ! 45 APR® 15 APY" 53 APY"
View All Rates SR | e e o Vel RS

Welcome to Brewster Federal Credit Union

BREWSTER FEDERAL i ; '
CREDIT UNION ’
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Banking Made Easy

Now Offering Mortgages!

Portal Pay

LENDING CENTER

Click Hera Shared Branching Lacotar
Portal Poy

BEFORE AFTER
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Once Brewster decided to keep the name but evolve the brand, the opportunity became bigger than simply updating the logo. We needed to update the rest of the marketing assets in tandem. 
FIRST UP – the website?  Why is this often the first? Because often it is dated and members use it daily to access online banking.  
CLICK 
THIS WAS THE BEFORE 
CLICK
THIS IS THE AFTER
And you can really see that shift here.
The new homepage feels cleaner, more contemporary and easier to navigate, while carrying the updated brand consistently throughout.
Brewster FCU succeeded in becoming a stronger, more relevant version of who they already were and in achieving brand consistency in their physical and digital marketing assets.



GEOGRAPHIC NAMING/BRAND COLORS

Original Logo Internal Redesign K4 Proposed
Direction Redesign Direction

f

PBT:zANCORP

Partnering for a Better Tomorrow

PEOPLES BANK
& TRUST COMPANY
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Forgive the bank example, but it’s a great illustration of how strategic redirection during a rebrand can change the outcome. CLICK
Peoples Bank & Trust of Hazard was becoming PBT Bancorp, removing the geographic connection to support future growth. At the same time, leadership was concerned that changing both the name and familiar brand colors might be too much change at once.
CLICK — They initially developed these logo concepts internally and came to K4 for feedback and help with the rollout and application of these concepts to the marketing assets and branches.
The concepts weren’t necessarily wrong, but we felt they didn’t modernize the brand enough for where PBT was headed. More importantly, the logo was being viewed in isolation rather than considering how the identity would perform across different applications, 
So we proposed a different direction: CLICK 
Keep the recognizable colors, embrace the new name, introduce a new acronym tagline PAUSE – AND  a much more modern identity built for future growth.


LOGO APPLICATIONS

4

PBT:sANCORP

Partnering for a Better Tomorrow
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It was still a hard sell, the bank leadership was really proud of the logo concept their team & board had come up collectively and wanted to honor that.

SO WE THEN applied their logo concepts to ours – SIDE-BY-SIDE - to print collateral, company apparel and the mobile app face – and the gaps became clear. What works in isolation doesn’t always hold up in practice. 
That shifted the conversation from “Do we like this logo?” to “Does this logo work everywhere it needs to?”

By testing early and adjusting course, we helped create for them a brand system that felt forward thinking - especially important for an organization moving beyond a geographic identity. 
In the end, it wasn’t the logo alone that saved the project, but the clarity that came from seeing it in use.



NEW BRAND, NEW WEBSITE

& Quick Links

PBTeaNCORP

Partnering for a Better Tomorrow
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With the new brand direction finally in place, the next step was making sure customers experienced it consistently everywhere - from marketing materials to the web and mobile experiences.
Like Brewster, the area most urgently in need of an update was the website.  

CLICK — HERE’S WHERE THE CURRENT WEBSITE WAS AT…PAUSE

And believe me, the question was raised – “Since we are retaining the original brand colors, we COULD technically just apply the new logo to the new site…right?”
CLICK 

We marketers are good at finding polite ways to say NO, so we countered - “We view this as an opportunity to protect the brand investment you’ve just made and rethink the entire digital presence!”
CLICK 

The new homepage feels more modern, cohesive and like a natural extension of the new PBT— and where they’re headed.  



CONNECTING BRAND TO BRANCH

Today, your brand begins long before someone walks through your front door.

- O—mw,

MARKETING/SOCIAL WEBSITE SIGNAGE BRANCH EXPERIENCE
We reach They explore They connect They see us They experience
them here. here. here. here. us here.

Members don’t see channels. They see your brand.
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What came first—the branch or the brand?
There was a time when the branch was the brand. Today, your brand begins long before someone walks through the front door.
Members may discover you through marketing, visit your website, or drive past your signage before ever setting foot inside your branch. Every touchpoint shapes what they expect next.
That's why your digital and physical experiences CAN’T tell different stories. If your website feels modern but your branch feels dated, there's a disconnect. If your branch is beautiful but your marketing doesn't reflect it, there's a disconnect.

AGAIN - Members don't see separate channels. They experience one brand. And that's where brand and branch become inseparable. 

TRANSITION TO JEFF:�I'm going to turn it over to Jeff to show how today's branch can become one of the most powerful marketing assets you already own  - and strengthen the marketing investments you're making everywhere else.


YOUR
BRANCH(ES)
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JEFF SLIDE – (ONE SECOND AND ON TO NEXT)
Thanks Nicole…LET’S SWITCH GEARS FROM BRANDING TO TALK ABOUT YOUR BRANCHES  - 

TOPIC OF PRESENTATION
The topic of our presentation today is “From Brand to Branch” … but your Branch is YOUR BRAND
Still one of the most valuable parts of your BRAND Experience.

BUSINESS PLAN
So many people ask me about our business plan and are branches going away – ABSOLUTELY NOT!
BIGGEST BANKS BRANCH INVESTMENT
If branches weren’t important then why are three of the largest banks building in these volumes
Chase Bank – 160 new branches this year and 500 more over the next two year
Bank of America – 70 new branches in 2026 and 150 more by the end of 2027
Fifth Third Bank – 200 new branches by end of 2027



BRANCH IS
STILL THE #1

TOUCHPOINT

Where Relationships Begin

Physical Manifestation of your Brand

Point of Differentiation

Make your Facilities an Experience

Humanize and make it Personal

It is a RELATIONSHIP business
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Your branches are your #1 Touch point – they are where the relationship begins.
Your branches are your differentiator and your signature to the community.
DIGITAL FIRST WORLD
In an ever increasings digital-first world, the branch remains your most powerful brand and relationship-building tool.
Members still come to the branch for life's biggest financial decisions. In fact,
 55–60% of new accounts are still opened in branches. AND branch opened accounts are 25% more likely to stay open according to a recent article in The Financial Brand.  
DIGITAL VS. BRANCH
Digital builds convenience. 
Branches build trust AND RELATIONSHIP 
SO … BRICKS CREATE CLICKS!

Transition: BRAND PROMISE
So if the branch is still your most valuable member  touchpoint, are they DELIVERING ON your brand promises?



WHAT MOST CREDIT UNIONS INVEST IN:

0a®
.&‘ STAFFING 65%

ﬁ FACILITY  25%

MARKETING 10%

WHAT MOST MEMBERS SEE FIRST:
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65/25/10  Let's look at where most credit unions invest their resources.
STAFF – 65% - PAYROLL / BENEFITS / RETIREMENT – 401K / PERKS
FACILITES - 25% 
MARKETING – 10% 
Frustration @ 5/3
In the 20 years working with 5/3 and opening more than 850 branches, They, and a lot of financial institutions, saw facilities an EXPENSE on the balance sheet—rather than one of their largest marketing investments – MOST ORGANIZATIONS TREAT FACILITES AS AN EXPENSE
AND NOT AS A MARKETING OR GROWTH ASSET
When you combine your facility investment with your marketing investment, nearly 35% of your spending is directly influencing how your institution is perceived.
Marketing is focused on attracting new members.
Facilities are focused on operations.
But what if those two investments worked together?
A thoughtfully designed branch: 
Reinforces your advertising, 
strengthens your brand, 
supports staff recruitment and retention, 
improves the member experience, 
and gives people confidence before a single conversation ever takes place.
In other words...
Your building isn't just where banking happens.
It's one of the most powerful marketing tools you already own.



WHAT DOES A

CREDIT UNION
BRANCH LOOK LIKE?
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What does a credit union branch look like?

Then ask:
What does McDonald’s look like?
What does a Chick-fil-A look like?
What does a Starbucks look like?
What does an Apple Store look like?
What does Target look like?

BRANCH IS YOUR DIFFERNIENTATOR
What do they all have in common … they have all developed their specific BRANDED facility that is their differentiator

UNIQUELY YOURS
You have a single branch or multiple branches but do they all have the same distinctive architectural elements that make them uniquely yours?

If your signs fell off tomorrow, would people still know it was your credit union?



CREDIT UNION LUXURY CAR
MEMBERS: BUYER:

Convenience Convenience

Comfort Comfort

MEMBERS AND
CU LEADERSHIP
EVALUATE

Technology Technology

OISIIE)
OISIIE)

Consistency

D I F F E R E N T Also maybe....Easy to Find, Easy to Park, Helpful Staff

TH I N Gs co e CREDIT UNION LEADERSHIP: LUXURY CAR SELLER:

Square Footage Drive-thru Count I(@)I Horsepower
Office Count Teller Stations Frame Dimensions
Manufacturing Cost

Cost per Square foot

Consistency
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If you take nothing else back from this roundtable please remember this:
Credit Union Members and Credit Union Leadership often evaluate branches through completely different lenses.
As leaders, we naturally focus on the operational side of a project.
Square footage - Construction costs - Number of offices - Teller stations vs. pods - Drive-thru lanes - Cost per square foot. 
Those are all important decisions because they affect the institution's long-term investment.

But here's the interesting part...
Your members don't see any of that.
No member has ever walked out of a branch and said,
'I loved that 6,000-square-foot building.’ OR 'That branch had an excellent office count.’

Instead, they remember how the experience made them feel.
Was it a convenient location?   Was it easy to park?   Were they able to use the technology easily?   Was it comfortable?   Did the staff make me feel welcome?
Was the experience consistent with what I expected?

Think about buying a luxury vehicle.
As the customer - you're thinking about comfort, technology, convenience, and how the vehicle makes you feel.
The manufacturer - on the other hand - is thinking about production costs, frame dimensions, engineering specifications, and assembly processes.
Both perspectives are necessary—but they’re completely different.

The same is true for branch design.
Leadership has to make smart operational decisions.
But the success of the branch is ultimately determined by what the member experiences—not by the specifications on the construction drawings.


Because at the end of the day...
Members don't remember your square footage. They remember how the experience inside your branch made them feel.
Great branch design happens when operational excellence becomes invisible - and the member experience becomes unforgettable.
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Here is a quick test for all of you:
Of these 2 facilities, where would your prefer to do your banking and why?

First all I am really challenging you, because the top one is a Bank and I know how everyone in this room feels about that four-letter word.

But in all seriousness, 40 to 50 years ago, this was the expected style for branch banks
RIGHT?  Branch expectations were – Traditional styling, Pediments, columns, small window, brick architecture, safe and secure – your money is safe with us!

But today the perception is more modern, open, Well branded and well lite facility, with vibrant colors – CURB APPEAL!



DRIVE BY PARK ENTER

Exterior Architecture Curb Appeal, Exterior Architecture + Landscaping Wayfinding, Interior,
& Night lllumination Furniture, Technology

WHERE THE
BRAND SHOWS
UP PHYSICALLY

UP

MEET STAFF WAIT

Staff Apparel & Appearance Environmental Graphics,
Refreshments, Restrooms
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Your brand doesn't begin at the front door - it begins the moment someone sees your branch.

Drive by
Parking lot
Walking into the building
Enter the Buidng
Meet the staff
Waiting area

DOES IT WORK TOGETHER  - DOES IT  WEAKEN or REINFORCE YOUR BRAND?

Every physical touchpoint tells your story. 

The most successful institutions create a seamless, consistent member experience from the curb to the conversation.




DRIVE BY:

Exterior Architecture
+ Night lllumination
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BILLBOARD
Your building is your largest billboard - and unlike a traditional advertising, it never stops working.
Before a member ever speaks with your staff, they've already formed an opinion based on what they see from the road.
Members notice the Architecture, the signage, the CURB APPEAL!

Ask yourself - 
Does your branch have strong curb appeal?
Does it look warm and inviting? With bright and vibrant colors?
Does it feature a signature architectural element - like a tower - that creates a recognizable landmark and elevates your signage above the competition?

SUNSET
And don't let your marketing end at sunset. Thoughtful interior and exterior lighting transforms your branch into a beacon for the community – 
reinforcing safety, visibility, and your brand 24 hours a day, 365 days a year.



.
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PARK:

Landscaping,
Curb Appeal, Entry
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Once a member pulls into your site, every detail should reinforce that they've come to the right place.
Good site design removes uncertainty.
Is the parking convenient? 
Is the landscaping attractive but low enough to maintain clear sightlines for security? 
Can visitors immediately identify where to enter?
A clearly defined entrance, thoughtful landscaping, vibrant brand colors, and an open, welcoming approach 
all give a positive impression before someone even walks through the door.

The best branch designs don't just attract people - they confidently guide them from the parking lot to the front door.



Superior

ENTER:

Wayfinding, Interior Finishes,
Furniture + Technology

Creating Financial @asionsiips for a Ligetine
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When members walk through your doors, they should immediately feel confident - not confused.

Is your Logo visually apparent?  Are we in the right place?

Are your Brand colors dominant throughout the space?

Are spaces cleary defined  - Can they instantly identify where to go?   Clearly defined service areas reduce uncertainty and create a more comfortable experience.

Wayfinding, environmental graphics, furniture placement, technology, and visible branding should all work together to naturally guide members through the space.

Today's branches also need flexibility. Spaces should easily adapt to consultations, financial education, community events, and evolving technology without sacrificing the member experience.

The best branch interiors don't require directions - they intuitively lead members where they need to go while reinforcing your brand every step of the way.



WAIT:

Environmental Graphics,
Refreshments & Restrooms
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If a member has to wait five minutes, what are they experiencing?
Are they simply waiting - or are they becoming more connected to your brand?

The waiting area is valuable real estate. 

Environmental graphics should connect to and celebrate your Credit Union.
History
Culture
Mission
Community Involvement
Financial Success

Comfort matters. Comfortable seating / refreshments /charging stations 

'We value your time, and we're glad you're here.’

The goal is simple: turn waiting into an experience rather than an inconvenience.
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MEET STAFF:

WHERE YOUR BRAND SHOWS UP

In Every Member & Staff Interaction

Team Member

grrsetellnp?résion Equipment &
Lobby Signage, Sysiems

Screens, email signatures,

atmosphere, & team ;
and internal tools.

member presence.

Forms &
Staff Documents
A Applications,
ppearance disclosures, letters
&Name Badges & receipfs.
Consistent, professional,
& on-brand. .
Closing &
~— Next Steps
How we confirm,
One-One Q..,. guide, and set
Conversations thank Y expectations.
Tone, language, and how an ou
we listen and respond. & Follow-Up

Emails, calls, &
handwritten notes that
reinforce care.
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Your brand isn’t just your logo—it's every interaction.

It's reflected in the greeting, 
the conversations, 
the professionalism of your staff, 
the follow-up, 
and every touchpoint in between.

When your people, facility and marketing all deliver the same experience, members don't just recognize your brand - they trust it. At K4, we call those 3 pieces the FINANCIAL SUCCESS PUZZLE.  
So what happens when those three pieces come together in a physical environment? 

That's where great branch design becomes a competitive advantage.
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Now let's see how a concept branch in your facility network can serve as a growth engine for the institution and a destination for the community.

What are other ways to get Members into your branches and create exposure for your organization?

How do you make your branch a destination?

How do you test market entry before committing to a full-scale branch?





RETAIL TENANT/
COFFEE CONCEPT

LOCATION:
SPRINGBORO, OH

SF: 3,080

POPULATION:
< 20,000 RESIDENTS

“This branch design has driven significant foot traffic,
especially among younger generations, thanks to the
integrated coffee shop staffed by high school students.
We've seen a strong mix of usage—millennials and Gen X
prefer the drive-thru and quick meetings, while older
clients enjoy spending more time in the space. Despite
being in an overbanked market, this location became
profitable in just three years. A key success factor?
Seamless cross-selling—our FM debit cardholders enjoy
daily discounts at the coffee shop, creating a natural
connection between banking and everyday life.”

- Shon B. Myers

President/CEO
Farmers & Merchants Bank
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Here's a great example of a branch that goes beyond traditional banking.

Farmers & Merchants Bank in Springboro, Ohio partnered with Biggby Coffee to create a co-tenant destination
 naturally brings people into the branch throughout the day. 

It's a win-win - the coffee shop generates rental income and helps offset operating expenses, 
while introducing new visitors to the bank and serving multiple generations.

Southern Hills Comm Bank story!

More importantly, it transforms the branch into a true community gathering place. 




CAFE & COMMUNITY
ROOM CONCEPTS

LOCATION:
BELLEFONTAINE, OH

SF: 8,200

POPULATION:
< 15,000 RESIDENTS

"Our deposits, accounts, and loans have consistently
increased year over year. While multiple factors
contribute to this growth, our coffee program and
community rooms have been instrumental in fulfilling our
brand promise: inspiring, protecting, and celebrating all
that helps communities thrive."

- Chad Hoffman
President/CEO
Richwood Bank
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Presentation Notes
Richwood Bank – Richwood coffee – pioneer of the coffee concept even before Capital One Bank’s Café concept.

Turned the concept into a Community Reinvestment – Asked people to donate to local causes and donate that money.  

What makes this concept especially powerful is that profits from the café are donated to local nonprofits, with customers helping decide where those funds go. Every cup of coffee becomes an investment in the community.

With their most recent concept in Bellefountaine Ohio
took the community branch concept even further by combining a retail banking center, a full-service café, and flexible community meeting space under one roof.

The strategy is simple: give people reasons to visit beyond banking. Whether they're grabbing coffee, attending a community meeting, or working remotely – 
 the branch becomes part of their daily routine.

This isn't just a branch – 
it's a destination that strengthens relationships,
 builds loyalty, 
and demonstrates the bank's commitment to helping its community thrive.



FINANCIAL
EDUCATION CENTER

LOCATION:
DOVER, OH

SF: 24,300

(“Our Financial Education Center has been a tremendous
asset in our first year at our new location. It has hosted a
wide range of events, including economic forecasts,

P O P U LATI O N i shareholder meetings, financial education classes,
® community organization gatherings, and business
workshops. With full AV capabilities and seating for
< ‘I 3 000 R ES I D E N TS 70-100 people, the Center has strengthened our
’ community presence and enhanced our civic
engagement.”

- Trent Troyer

Chief Executive Officer
First Federal Community Bank
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First Federal Community Bank reimagined what a headquarters could be by making financial education a centerpiece of its mission.

Their Financial Education Center hosts everything from 
economic forecasts  
financial literacy classes  
shareholder meetings, 
nonprofit events, and
business workshops –
 all in a flexible space equipped for 70 to 100 attendees.

The result? The bank isn't just a place where people manage their money - it's a place where the community gathers, learns, and grows.

When people come to your facility to learn - not just to bank - you become part of the conversation long before they need a loan or open an account.

Facilities like this shift the conversation from 'Where do I bank?' to 'Who helps our community succeed?'


A RICHWOOD
¥/ BANK

123%

123% increase in new accounts over 4 years

CONCEPT
BRANCHES
THAT 4-6 Years [BANK
GEN ERATE Profitable branch in 3 years (Industry norm: 4-6 years)
BUSINESS

40% @R

40% Asset growth in 3 years
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These aren't just beautiful buildings - they're measurable business investments.

Richwood Bank's café and community branch generated a 123% increase in new accounts over four years.

Farmers & Merchants' co-tenant model with Biggby Coffee became profitable in just three years, outperforming the typical 4- to 6-year branch payback period.

And First Federal Community Bank experienced 40% asset growth within three years after opening its new headquarters and Financial Education Center.

The common thread isn't coffee, community rooms, or education centers.

 It's intentional design aligned with a strategic business objective and getting people exposed to your community involvelment!

That's when a facility stops being an expense and starts becoming one of your institution's highest-performing investments and Asset.
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COMMUNITY
ROOM
CONCEPT

LOCATION:
WEST MILTON,
OH

SF: 6,000

POPULATION:
< 5,000
RESIDENTS
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Concept branches are not limited to community banks - credit unions are embracing it as well. 

In fact, one of the pioneers of this approach is sitting right here in this room. Dean Pielmeier

When Abbey Credit Union planned its West Milton branch, they didn't just build a branch—they built a community resource. 

Nearly 3,000 SF  was dedicated to a Community Room with its own entrance and restrooms, allowing it to serve the community long after the branch closes.

That's a different way of thinking about ROI. 

Instead of asking, 'How much space do we need?’
ASK
How much value can our facility create for our members and our community?'


COMMUNITY CALENDAR FACILITY UTILIZATION

Events Happening in the branch community room

First-Time Homebuyer Seminar I I I I 40 E}rqnci}r.
Hours perations
=+
B RA N C H Es Chamber Networking Event 20 Community
Hours Meetings
E— +
A R E Small Business Workshop
‘I 5 Financial
Hours Education
Financial Reality Fair _
e Business
A E T . . Fe WorkShOpS
Nonprofit Board Meeting e +
‘I 5 Partner
Community Event Hours Events

100 -of Community

Hours Value

Scout Meeting
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The future branch isn't just a place to conduct transactions - it's a platform for building relationships.
 
Every event brings new people through your doors.

 Every visit creates another opportunity to build trust before someone ever needs a loan or opens an account.

Most branches are open about 40 hours a week, but what if your facility was creating value 100 hours a week?

Transition:
The most innovative financial institutions don't benchmark themselves against other FI’s - they study the businesses that have mastered the customer experience.

If you're only watching other banks and credit unions, you're already one step behind. Sometimes The best ideas often come from outside the financial industry.




RETAIL
STRATEGIES

FOR CREDIT UNIONS
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Let's explore the strategies that have transformed retail experiences and how they can be adapted to strengthen today's credit union branches.


EXAMPLE:
WALGREENS,
RITE AIDES &
OTHER RETAIL
CONVERSIONS

Repurposing Former Retail Sites as Branch Locations

e

MAIN & MAIN 11,000-15,000 SF FLEXIBLE MIX
Visible intersections, The right size for Branch + community
established traffic, today's branch room, offices, or
stfrong demographics footprint income-generating

o

retail

If a former Walgreens can become a successful financial
center, what other overlooked assets might be hiding in plain
sight in your market?
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One trend we're watching closely is the growing number of credit unions repurposing former Walgreens, Rite Aids, and other retail properties as branch locations.

Over 1,000 Rite Aid stores have gone dark, creating a rare opportunity to acquire highly visible, hard-corner sites with established traffic, ample parking, and existing drive-thru’s already in place.

Rather than building from the ground up, credit unions are transforming these buildings into flexible financial centers - combining branches with community rooms, administrative offices, or even income-generating retail tenants.

The question isn't, "Where can we build next?" It's, "What opportunities already exist in our market that we're overlooking?"



&7 creni
I UNION

EXAMPLE:
RITE AIDE &
WALGREENS
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This isn't just a trend - it's becoming one of the smartest branch strategies we're seeing.

The result? Institutions like Superior Credit Union and 717 Credit Union are turning these former drugstores into flagship branches - often opening faster and at a significantly lower cost than ground-up construction.

Why credit unions want them? They were built for exactly what branches need:
High visibility, 
1 ½ to 2 -acre lots
Corner of main and main
Cheaper to retrofit than to build new, 
Can open quicker
The footprint is already ADA compliant 
Zoning is already commercial services friendly 

How do they work?
Pharmacy  double drive thru lanes works for both traditional drive up and other for ATM or ITM
The extra square footage could become a community room or retail tenant 



EXAMPLE:
FRIENDLY’S



Presenter Notes
Presentation Notes
Here is another example of creatively converting a retail facility into a successful Credit Union with their Unique Brand.
Theory Credit Union – Painesville Ohio

It was a former Friendly’s Restaurant – became a Bank – developed by another Bank but Theory bought the former bank and is now transforming into their Brand Facility

Theory wanted to create their own brand identity and we used unique Architectural Elements and their brand colors to differentiate them.

TRANSITION TO STARBUCKS:
So we've looked at how retailers repurpose real estate. 

Now let's look at another retail strategy that's arguably even more powerful - the ability to make people want to visit.



EXAMPLE:
STARBUCKS

What is the credit union equivalent of a “third place”?

(=)

HOME WORK STARBUCKS

COMMUNITY  CONNECTION CONSITENCY COMFORT

Starbucks doesn’t just standardize square footage.
They standardize experiences and expectations.
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What is a Credit Union’s equivalent of a “Third Place”?
HOME ---- WORK  ---WHAT CAN ATTRACT PEOPLE TO YOUR CREDIT UNION?

Starbucks didn't build one of the world's strongest brands because it serves the best coffee. 

It succeeded by intentionally creating a destination between home and work - a place people choose to spend time.

They didn’t just standardize their SF, they standardized the experience and the expectation

Every location is designed to deliver the same feeling: community, comfort, connection, and consistency.

 The physical environment is as much a part of the brand as the logo on the cup.

So here's the question: What is the credit union equivalent of a THIRD PLACE? 

If members had an extra 30 minutes in their day, what would make them choose to spend it in your branch instead of somewhere else?



EXAMPLE:
SALON PATRICK
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NICOLE
Let me ask some  of our ladies in the audience - how long has your hair person been doing your hair? How about your nail person? How long have you been seeing her?
These are surprisingly personal, long-term relationships. Once we find someone we trust, we don't leave easily. Plus – these ladies know our kids, our stories, our secrets!
And I broke up with ALL of mine & I switched everything to Salon Patrick in Aurora for two reasons: location and the experience they created.
I didn’t undergo all that uncomfortableness for this dated strip-center salon CLICK I did it when they built the NEW FACILITY destination CLICK—a salon, medspa, day spa, retail  boutique, café and coffee/cocktail bar with indoor & outdoor gathering space.
And they've thought about the entire experience. I can be getting my hair done, scan a QR code and have a seasonal cocktail, coffee or even a  make-your-own charcuterie board delivered to my chair.
Suddenly, I'm not driving to a bunch of different places. I'm staying longer, using more services and spending more money—all because they've made it convenient and enjoyable to be there.
And that's the connection to credit unions. We spend a lot of time asking, “What's the ROI of investing in a new facility?” Maybe the better question is:
“What's the ROI of creating a place people actually want to visit—and giving them more reasons to stay?”



EXAMPLE:
UDF
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One of the smartest investments a growing organization can make isn't just a new building - it's developing the right retail  prototype for the right market.

United Dairy Farmers recognized that one prototype doesn't fit every market.

Their urban/commercial prototype features a sleek, minimalist design but reference to the traditional farmers market yet it  emphasizes technology, speed, and convenience—perfect for busy, digital-first customers.

Their residential prototype takes a very different approach, drawing inspiration from the traditional craftsman style architecture to create a warm, familiar experience that resonates with more rural communities.

One size fits all, doesn’t always work, Don't design one building for every location. Design the right experience for the market you're serving. When your facility reflects the needs and expectations of the community, it becomes more relevant—and ultimately, more profitable.



137 OF 198 STORES MADE UP 25% OF PROFIT FOR 2023

Dairy
25 STORES OUT OF 198 ARE DRIVING PROFIT Farmers

TORES WERE ALL NEW STORES
OR TEAR DOWN/REBUILDS
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The results speak for themselves. At the end of  2024, UDF did an analysis of the success of their stores, and  just 13% of UDF's stores generated 25% of the company's total profit - and those were 25 of the 28  newer prototypes designed around local demographics and customer behavior.

The lesson for financial institutions is clear:

 Investing in market-specific prototypes 
can increase relevance,
 improve performance, 
and deliver a far greater return 
than simply repeating the same building everywhere.



?

HOW DO WE
CREATE

BRAND CONSISTENCY
IN THE FACILITY
NETWORK?
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REMODEL/REBRAND/EXPANSION

Whether it is remodeling or rebranding your existing facilities, 

or If expansion is part of your strategic plan, 

your facilities should become one of your greatest branding assets.

REINVENT
Growth and Branding your facilities shouldn't require reinventing your brand with every  facility. It should reinforce it.

And if your strategy is to grow your footprint, ask yourself: Is every new branch adding to your brand equity - or diluting it?



BEFORE

ACQUIRING OTHER
FINANCIAL
FACILITIES
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Sometimes the fastest way to expand isn't building new - it's acquiring an existing financial facility. The challenge is making it unmistakably yours.

For Angie at Topmark, we didn't reinvent each building - We developed a simple and recognizable architectural branded iconic tower element that became synonymous with the TopMark brand.

You’ll see here - the first former Chase branch established that identity. Four years later, when another acquisition came along, the same design language was applied with minimal structural changes - creating an entirely new brand presence while controlling renovation costs.

Why is that important? Because architecture can create lasting memories. Long after the signs change, people still say, 'the old Chase' or 'the old Huntington.’ 

A strong prototype helps you replace someone else's mental real estate with your own.



EXAMPLE:
ACHIEVE CU
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ACHIEVE CREDIT UNION – BRAND CONSISTENCY ACROSS THE BRANCH NETWORK

Bret Fisher, President of Achieve Credit Union, engaged K4 to remodel the Main Office in Elyria, Ohio.

As part of that project, K4 developed a distinctive architectural feature that could become a recognizable Achieve brand element—both inside and outside the building.

The goal was to establish an architectural identity that could be repeated and recognized across the Achieve branch network.

Last year, K4 carried that vision forward with the design of Achieve’s new Lorain, Ohio branch, incorporating the established architectural language into a new facility.


K4 is now taking that concept another step forward with Achieve’s Avon Branch, currently progressing through the permitting process.

The Avon location is designed as a near-duplicate of the Lorain branch, demonstrating how a well-developed prototype can create consistency across multiple locations while still allowing each branch to respond to its specific site.

The result is a consistent and recognizable architectural brand for Achieve Credit Union—one that members can recognize from branch to branch, creating a stronger and more cohesive presence throughout the market.



EXAMPLE:
AUTOTRUCK
FINANCIAL CU

REGIONAL OFFICE
+ BRANCH
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Autotruck Financial Credit Union intentionally designed its Bowling Green branch as a smaller version of its Louisville headquarters. 

The same architectural forms, industrial materials, clerestory lighting, and automotive-inspired details reinforce the credit union's heritage and strengthen its identity.

That's how great brands are built. Not by repeating a logo - but by creating a family of facilities that members recognize before they ever read the sign.

When facilities speak the same architectural language, every investment reinforces the brand and makes the entire organization more recognizable.
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L&N Federal Credit Union developed a prototype style that could scale - from neighborhood retail branches, to a regional headquarters, to  72,000 sf main office - without sacrificing brand recognition. 

Members instantly know they're in an L&N facility, regardless of its size or function.
That's the real return on investing in a prototype style. Every new facility is faster to design, easier to build, more cost-effective to maintain, and strengthens your brand instead of diluting it.

When every facility in the network looks like it belongs to the same family, every expansion builds brand equity - not just square footage.
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We asked earlier in this presentation, 'What came first—the branch or the brand?'
The answer is: In Today’s Brand Centric environment … 
neither stands alone. 

The brand shapes the branch, and the branch strengthens the brand.

Don't think of your next branch as an EXPENSE, Think of it as one of your largest branding and growth investments. 

When your marketing, people, and facilities all tell the same story, your institution becomes more recognizable, more memorable, and more trusted. Make your facilities something that your Members are proud to call the Branch, and you Employees are proud to say “I work here”

That's what 'From Brand to Branch' is all about.
Thank you. We'd be happy to answer any questions.
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IF YOU WANT MORE IN THE LATEST
FINANCIAL DESIGN TRENDS & PROJECIS:
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JEFF SLIDE – 
IF YOU WANT TO SEE MORE FINANCIAL DESIGN IDEAS, SIGN UP FOR OUR MONTHLY E-NEWSLETTER HERE OR AT CLIPBOARD OR QR CODE ON HANDOUT 
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