





The Difference
Between a
Mainframe

‘System and an
-~ MCIF

. ByCynthia
~Massino.

o The MCIF system offers instant
access to the information an
institution needs with complete
control and ability to generate
it quickly.

 With an MCIE, an institution
- can have at its fingertips the
capability to do word processing,
“what-if” scenarios, profitability,
segmentation, graphics and map-
ping/tracking.

* Mainframe systems typically
keep the product and member
records in separate files that do
not communicate with each oth-
. er.. This prevents an institution
from receiving an accurate
household report and integrated
data.

* With the MCIF, information
can be added, removed, manipu-
lated and researched without
affecting the member’s “live”
account. The MCIF allows users
to play “what if” scenarios on
price changes, add a member’s
approximate age, score a mem--
~ ber’s account for credit approval,
and apply psychographic coding.:
Data can be gathered and ana- -
lyzed whenever the institution
needsit. o
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the MCIEF, it was common for a home
equity mailing to number 15,000 pieces.
Now that the MCIF is in place, that same
mailing numbers just 4,000 pieces, with-
out reducing effectiveness.

The difference is that instead of a gen-
eral list, which may or may not include
all homeowners (and which invariably
would include renters), the TotalMar-
keter allows the credit union’s staff to be
very specific in information requests. In
this case, by streamlining and quantify-
ing the mailing list, we realized consid-
erable savings in both print costs and
postage by reducing a mailing from
15,000 to 4,000. When you multiply
those savings by the number of mailings
we do annually, it's easy to see how the
MCIF paid for itself so quickly.

The range of reports and the depth of
detail we get from using the MCIF is
remarkable. We can request data reports

tem from Marketing Profiles Inc., Orlan-
do, Fla., we never realized what opportu-
nities would be available to us. Initially,
we expected to use the system for fine-
tuning target audiences for promotions,
building demographic profiles of our
membership and maximizing our mar-
keting dollars. Our MCIF has not only
benefited the marketing department in
these areas, but it has become a vital tool
for our organization.

With our MCIF system, MAXS$ELL, we
are able to complete research in a matter
of minutes vs. hours and track the results
of our research over time by using mea-
surement file functions and trend anal-
ysis. Before we purchased our MCIF sys-
tem we were limited to the cumbersome
process of extracting information from
our mainframe. Our MCIF allows us to
move these research functions into the
marketing department without tying up

Before we purchased our MCIF
system we were limited to the
cumbersome process of extract-
ing information from our main-

frame.
—Karen Rosales

on members by geographic code,
income, special interests, the date of their
last auto purchase—any specific item
that helps us segment and target a given
audience within our membership.
Such information is important in the
cross-selling of credit union products. We
can now evaluate how many, and which
products, are used by how many house-
holds and how frequently. This informa-
tion is then used to target selected prod-
ucts to specific member households.
For us, using the MCIF system has
made marketing more of a science. It’s
no longer a shot-in-the-dark approach.

KAREN ROSALES
Communications Coordinator
$110 million Department of
Justice Federal Credit Union
Washington, D.C.

When we first purchased our MCIF sys-
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our data processing department. We are
currently in the process of training our
branch managers to use the MCIF to
research their members and their
employees’ cross sales activity.

Using the MCIF allows us to analyze
the types of relationships our members
have with us. Previously, we knew how
many services members used but not the
popularity or profitability of product
combinations.

We used the services of MPI-Plus, a ser-
vice division of MPI, to produce and
specifically target a matrix coupon mail-
ing, which moved over $700,000 in
deposit and loan products in a matter of
six weeks. By using our MCIF system to
target the members we wanted to receive
the mailing, we were able to reduce costs
and streamline the loan processing time.

By purchasing appended information,
we can build detailed profiles using
demographic information, lifestages
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codes and financial product usage trends
for those members using a certain prod-
uct. We then search the system for “look-
alikes,” those members who match the
proﬁle but do not currently maintain the
‘product. We then send direct mail offers
for the product.

DJFCU is also in the process of com-

Jeting an additional interface with our
on-line loan software. In the past, we
were able to download information from
our mainframe, but we were missing a
vital information link with our loan data
base. Both of these systems will now be
able to communicate via the MCIF,
enabling us to build better member pro-
files.

As DJFCU continues to grow and
expand, we know that our MCIF system
will play an important role in defining
our membership, facilitating the flow of
information within our organization and
increasing the efficiency and productiv-
ity of the credit union.

" SHERYL WILLIAMS
Marketing Manager

$60 million Weyerhaeuser
Community Credit Union
Federal Way, Wash.

My philosophy is that member infor-
mation is the key to any credit union's
success. If you don’t know who your

members are, you can’t provide them
the services they need.

Since Weyerhaeuser Community
Credit Union serves more than 14,000
members, however, it’s impossible for
us to know each individual personally.
This is why an MCIF system is so valu-
able. It allows us to collect enough
member data to closely predict what
services best suit individual members

If my MCIF data shows
that our members have no
interest in a particular
type of loan, we don’t
spend money to market it.
—Sheryl Williams

without having met them.

When we decided to obtain a system,
we had to weigh getting the data we
wanted against the price we could afford.
Cost soon became a major obstacle; the
hardware and software for the system
was $40,000. Not only that, but [ didn't
have the personnel to use it properly. It
takes a lot of time to load data and create
reports. Buying the system would have
meant hiring another employee.

Selected Features of the MCIF

I overcame these obstacles by contract-
ing MCIF services from Triad Marketing,
San Diego. Triad's service-bureau
approach provides the data I need at a
price I can afford. Each year I spend
roughly 15 percent of what a desktop
system would have cost. '

The best part of being with Triad is
that I don’t give up flexibility just

~ because I don’t own my own system. All

[ have to do is pick up the phone and I
can get the report or data I need in a rea-
sonable amount of time.

The data we receive from our MCIF
service have contributed a great deal in
mapping out our credit union’s strategic
direction. We build our business plan
based upon household service relation-
ships and potential product demand.

If my MCIF data shows that our mem-
bers have no interest in a particular type
of loan, we don’t spend money to mar-
ket it. If we're looking to change the mix
of our assets and liabilities, we use the
data to tell us what product features are
most attractive. We accomplish this by
grouping members by profitability, age,
address and product demand. This helps
me to best identify which services can
benefit each member. a

—Compiled by Jo Retzler
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- Report and research options

Data can be compiled, totalled and cross analyzed within
any of the fields in the system. The MCIF provides specific
information concerning accounts, individuals and house-

* holds. It also provides specific product and services infor-

** mation. e '

" Profitability analysis |

- Using cost and income allocations unique to a specific
. credit union, the user can easily determine the actual incre-
‘ mental profit or loss of products, individuals or house-
" holds, combined products or groups, branches and regions.

~ Demographic/lifestage analysis

- With outside demographic data and existing member
" information, current credit union members and targeted
" non-members can be analyzed by such variables as age,
* income, profession, presence of children, home value, hob-

 bies, value of car, Census tract and ZIP code.

Asset/liability management

‘Since all account information is housed in a single system,

you can perform asset/liability management analysis and
reporting. = .

Direct marketing tracking

Since it’s important to see the actual marketing effort
results, the MCIF can track the success of your credit
union’s programs, including actual vs. a control group,
number of accounts and dollars generated. a
Historical trend analysis

To understand the long-term impact of past decisions, the
MCIF system maintains historical data, allowing easy anal-
ysis of trends in deposit and loan mix, the effects of
asset/liability decisions and branch growth. )

—CM
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PROFIT PROFILES

Pre-approved Auto Refinance Promotion Generates
$10,573,296 In Auto Loans In Just Three Weeks

W hen asked how his superiors
reacted to the recent successful
auto refinance promotion, Assistant VP
of Marketing, Robert Cook, jokingly
responded, “Let’s just say I can take
as much time off as I want.”

But Cook may want to stick around
long enough to bask in all the glory at the
American Electronics Association Credit
Union in Sunnyvale, California. “Like
many credit unions, our loan portfolio
was declining all year long, and we were
way off from our budgeted goals for
lending,” Cook said. “We were only

- surviving because our interest rates were
higher than we thought they might be.”

The auto refinance promotion turned
the bleak loan forecast into a bright one
for the 100,000 member, $300 million
Sunnyvale credit union. In just three
weeks, AEACU generated $10,573,296
and added an estimated $672,408 to its
bottom line.

A total of 4,887 direct mail pieces
were mailed at a cost of $17,600, and
at the end of three weeks, as many as
1,095 people responded. “That’s a 23%
response rate when usually about 2%
is the norm,” Cook said.

These remarkable figures were made
possible through the Marketing Customer
Information File (MCIF) system his credit
union purchased from Marketing Profiles,
Inc. (MPI), of Maitland, Florida.

Cook also used MPI-Plus,

amarican Electronics Wﬁ""" Pre-Ap
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a division of MPI, to design the direct
mail piece and pre-screen members in
conjunction with a credit bureau.

MPI-Plus can serve as a “third party”
when obtaining credit information to use
for a pre-approved offer. The advantage
is that the credit inquiry is not posted to
the member’s credit report.

" Initially, Cook used his MCIF to fine
tune the number of members who might
qualify for the promotion. “We took our
entire membership file with over 100,000
members and deleted those who had a
current used auto loan with us, pulled
out bad addresses, and eliminated people
who were under 18, as well as anyohe
who had a charge-off with us in the
past,” Cook said. “The MCIF gives you
the vantage point to really see the totality
of the relationships you have with your
membership.”

When the list was sent to the credit
bureau for additional screening, they
found all those members who had auto
loans that were opened within the last
three years and had a balance greater
than $5,000. “Then they went through
the list using the credit scoring model we
gave them and ended up with roughly
5,000 people that met our pre-approved
status,” Cook said.

The final list was sent to MPI-Plus,
which handled the printing of the direct
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mail piece. Each letter was individually
tailored to the member, stating the
current loan balance and the new loan
payment amount, if refinanced with
AEACU’s new interest rate.

“Interestingly enough, some
members actually raised their interest
rate. But because we have extended the
term of the loan, their monthly payments
are lower. They are willing to pay more
in the long run,” Cook said.

AEACU’s CEO, Tim Kramer, said the
outcome of the promotion exceeded his
expectations “by an awfully wide
margin” and attributes its success to the
MCITF. “The MCIF allowed us to target
market more effectively and saved us
money and time in the process. Without
it, a promotion such as this one would be
very labor-intensive and difficult to do,
especially with a credit union our size,”
Kramer said. “Many credit unions have
member data scattered around, and it is
not accessible in any useful way. The
MCTF allows you to pull that information
together in a timely manner.”

“Quite simply, this promotion
translates into a significant enhancement
to our bottom line,” Kramer said. “It
astounded all of us.”
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