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Walking the Line:  Maximizing Electronic Channels While Ensuring Efficient Use of Resources

Financial institutions are still recovering from tough times and remain on a quest to deliver the services their members demand,
while ensuring their technology and marketing budgets are put to the most efficient use. While it's easy to agree that the most
efficient use of technology dollars are those spent on delivering the electronic services most in-demand, it is a little more diffi-
cult to counter-balance member demands with the need  to invest in technology that also helps strengthen relationships, while
minimizing operational costs.

These demands can leave many credit unions wondering where they should focus their budgets and marketing efforts. Credit
unions should conduct an in-depth analysis to determine which channels receive the highest volume of use - not only accept-
ance. While Internet banking remains the top electronic channel generally speaking, each member base is unique, and you
may uncover interesting trends that will help you decide where to focus your efforts. In addition to analyzing the credit union's
own member base, technology professionals must also stay on top of current trends in anticipation of changing member needs.
Mobile banking, for example, is growing quickly in acceptance.

In terms of marketing, credit unions must look for ways to maximize each interaction - whether it occurs online or in the branch.
Making efficient use of multi-channel, intelligence-driven marketing, like Web banners targeting cross-sell opportunities unique
to the member, is a way to ensure you transform transactions into meaningful interactions.

With regard to trends, it's obvious that online banking is taking a much more prominent position within the credit union. Now,
instead of rate shoppers, credit unions should also be aware of self-service banking shoppers. Your online banking offerings
can make the difference between being the member's primary financial institution or a secondary one. No longer content to
merely move money between accounts or pay their loans, today's savvy members want a one-stop shop for sophisticated
transactions like A2A and P2P payments, bill payment, geo-location services and personal financial management capabilities
- from the device of their choosing (phone, tablet, Internet) and at the time of their choosing. Smart credit unions will gather as
much usage information as possible about what members are doing online, and how and when they do it in order to stay ahead
of trends and innovate.

It's one thing to know what to deliver, but how to deliver it can be more challenging. When look-
ing for a technology partner to help deliver Internet and mobile banking, bill pay, A2A and P2P
transfers, voice banking and online account opening, it's important to select one that can help you
offer the most seamless member experience and the richest feature-set. Harland Financial
Solutions' self-service suite is developed with integration and ease-of use - as well as real-time
functionality - in mind. Members can manage their account functions from all of our self-service
solutions, providing them with the convenience of accessing and managing their accounts from
any channel they desire at a time most convenient for them. By keeping the member experience
as consistent and user-friendly as possible - making it truly self-service - your credit union will
become more efficient as calls for service and trips to the branch decrease.
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