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Entry: TV Spot

Additional Entry Information: Wildfire Credit Union
TV spot: A great place is getting even better.”

1. Strategy Overview

Wildfire Credit Union (previously Communications Family Credit Union) switched to the new name on October
12, 2009. The timing of the new name and brand coincided with National Credit Union Week, creating a large
celebration and transformational event for the unveiling of the new name.

Wildfire Credit Union was introduced to the public for the first time on October 12t with live press coverage of
the exterior branch signs being installed. Tim Benecke, CEO of Wildfire Credit Union, was live on scene that
morning to reveal the credit union’s transformation to the new name. The rollout campaign launched the same
day. An important part of the name introduction was TV advertising.

2. Objectives

= Communicate the new Wildfire Credit Union name.

= Build awareness that Communications Family Credit Union is now Wildfire Credit Union.

= Introduce the new brand in imagery, tone and key messages and demonstrate how Wildfire Credit Union is
Distinctively Better utilizing broadcast media

= Transition smoothly from the old name to the new with proactive and positive communications.

= Create an open invitation for the community to join Wildfire Credit Union.

3. Active Campaign Promotional Period
= October 12, 2009 through November 30, 2009 (immediately following the rollout campaign was a very
successful Saturday Loan Event)

4, Target Audience
u  All current credit union Members
= Non-members age 20-30 years old

5. Market/Competitive Factors

= [niroduction of a new financial name that is non-traditional

Old name Communications Family was no longer representative of who could join the credit union and
research revealed it was a barrier for new member growth

6. Key messages and value proposition
Same great place, new name; Discover something better; Be a part of it: Join Wildfire Credit Union

7. Results Measurement
The campaign objectives were focused on ROO (Return on Objective versus ROI) and not measured by
loan/deposit volume or revenue, or new members. Coincidentally, beyond the ROO the credit union did see a
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significant increase in new members after the new name was announced compared to the average monthly
new member growth rate comparative to one year earlier.

s 229% percent of marketing goal
o 30% increase (248 new members) in new member growth in October 2009 compared to October
2008
o 35% increase (210 new members) in new member growth in November 2009 compared to
November 2008
= Maximize community awareness of the new name
o 'Talk of the Town" - 70 local blog posts about the new name the first week of rollout
= Minimize member loss from name change
o Less than 10 members closed accounts of which 5 were already in dormant status



