
Breakout Session
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How it Works
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Credit Union Info Page

How to Make a 

Video

Link to CU Portal 

to upload video

Link to Marketing 

Materials

Video About the 

Campaign
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Video Tips

Michigan League Representatives created a “How To” Video
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Video Upload Form

 Required fields to complete:

 Title of video

 Description of video

 Name of charity to receive 

potential prize donation

 Video upload

 If the charity has a website the 

user can enter the charity’s 

website as well

 User clicks on the Browse button 

to select their video

 User clicks submit

5



Submission Completed

• The credit union receives a web notice and confirmation email immediately 

after their video is processed.

• The credit union also receives a unique URL to use for digital marketing so 

members can quickly access their video and vote.
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Direct URL Site View

Search bar removed

The Credit Union’s video 

prominently displayed first 

on the Share the Love page
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Site View Without Direct URL

Search bar for visitors to 

search videos by State 

then Credit Union Name

Videos are randomly 

displayed each site visit 
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Voter Registration 

Ability to share on FacebookVote count displayed

Share the Love Main Page 

Voting & Sharing
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Credit Union Marketing
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Web banners & Logo

Marketing Materials

Free turnkey marketing materials were 

provided in the Partner Center
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Homepage

Social Media Posts

Health Center Credit Union (GA)
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Homepage
Email blast

Social Media Posts

CSE Federal Credit Union (OH)
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Homepage

Social Media Posts

Genisys Credit Union (MI)
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Email Blast

Alliance Catholic Credit Union (MI)

Homepage

Social Media Post
Online Banking Ad
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Georgia United Credit Union (GA)

• Press release sent to SEGs to 

distribute to employees.  Georgia 

United CU went from 2 votes to 

over 700 within two days

Homepage
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Frankenmuth Credit Union (MI)

Social Media PostFarmers Market Website
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TV and Radio Commercials

Script running on 3 stations, 4 times a day – FM B-95, FM 105.5 and 96.1

SAGELink Credit Union (MI)
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Social Media Buzz
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Food Bank of South Central MI for 

Kellogg Community Federal Credit Union

Charities

Ronald McDonald House of Ann Arbor MI 

for United Bay Community Credit Union
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MCUL

21



CUNA
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CUSG Consumer Marketing
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GSTV

GSTV AD Michigan

State specific GSTV Ads ran October 1 – December 24, 2015
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Digital Ads

Worked with Focus IQ to develop programmatic digital ads that ran from 

October 9 – December 24 to get the word out about voting. This tactic used real 

time bidding and software through a media partner to make the buys based on a 

targeted market. 

The strategy involved retargeting visitors to the lovemycreditunion.org site and 

prospects were sought based on profiling individuals like the ones that voted. In 

addition, voters were also retargeted with appropriate digital messaging. 

Two design concepts were developed so that the version that was performing 

the best would optimize, with a third design concept expressing urgency to vote 

at the end of each month.
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Digital Ad Example

“Everyone Wins” digital ad set
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http://www.dp-company.com/134872_Share_the_Love_OLA/p2_December_300x250.html


Digital Ads Results

• Conversions were users who clicked the ad and went directly to the site and 

voted or users who were exposed to an ad and then returned to the site on 

their own and voted.

• The conversion rate (80%) for this campaign was very strong meaning that 

users converted at a higher rate, more often than is typical.

• Traffic steadily increased as the campaign ramped up averaging around 2.5k 

unique views per day once the campaign was fully ramped.

Impressions Delivered Conversions

20,021,717 169,143
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Geo-Location Profile

Conversion (voting) volume distribution across the following States:
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Share the Love and LMCUR Paid Ads: 

Total Clicks to Website

Total Post Boosts

Post boosts and targeted paid ad sets drove user traffic and encouraged 

engagement in the campaign.  Three (3) creative ad sets were developed by 

Focus IQ for current Love My Credit Union Rewards contacts and potential look-

a-like audiences in Facebook.  Several Share the Love posts were boosted. 

LMCUR Social Media
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Trade Ads and PR
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CUES
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CU broadcast

Email Blast 8.7.15

Recorded Podcast
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CUToday Digital Ad
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CU Magazine November Issue
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CUToday Press Releases
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CU Insight
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CU Social Good
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Public News Service
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Participation & Results
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132 credit union videos were submitted across thirty-five states

426,416 votes cast for Share the Love videos
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Participant Feedback

Acquire new members:

Generate awareness of community 

involvement with existing members:

Drive web site traffic:

Increase social media engagement:

Strengthen relationship with charity:

Other:

Increase publicity:

Do you feel participating in the campaign helped your credit union in any of the 

following ways (check all that apply)?:

STL participant survey results, January 2016
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Month Credit Union Name State Charity Award

October Health Center Credit Union GA CMN – Children’s Hospital of 

Georgia

$10,000

October United Bay Community Credit Union MI Ronald McDonald House of Ann 

Arbor

$10,000

October Georgia United Credit Union GA CMN – Children’s Healthcare of 

Atlanta

$10,000

November New Dimensions Federal Credit Union ME Maine Children’s Cancer Program $10,000

November Frankenmuth Credit Union MI Frankenmuth Farmers Market $10,000

November Alabama Credit Union AL Secret Meals for Hungry Children $10,000

December Penobscot County Federal Credit 

Union

ME Maine Credit Union’s Campaign 

for Ending Hunger

$10,000

December Northeast Community Credit Union TN Assistance Resource Ministries $10,000

December Indiana Members Credit Union IN Indiana Members Foundation $10,000

Grand 

Prize

United Bay Community Credit Union MI Ronald McDonald House of Ann 

Arbor

$15,000

$105,000 donated to 9 charities!
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United Bay Community Credit Union (MI) with 36,622 votes

Assets: $186 million Members: 18,145

October Prize Awarding

Grand Prize Awarding to take place  2/12/16
UBCCU STL Video
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Frankenmuth Credit Union (MI) 34,877 total votes

Assets: $372 million Members: 31,476

November Prize Awarding Frankenmuth CU STL Video
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• 150 voters each won a $100 Visa gift 

card totaling $15,000 in consumer 

prizes

“Going to come in handy with gas & 

food going back and forth to my 

chemo treatments” 

“I was able to purchase socks & 

underwear for homeless veterans”
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New Dimensions Federal Credit Union (ME) 

November Share the Love Award Winner
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