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Get an assist 
 with your mortgage for a year

EXCITING
REWIND
G I V E A W A Y *

MILITARY & 
VETERAN

Life is exciting. Let us help.SM

Attention Veterans and Active Military members.  
Would you like Berkshire Bank to help pay your 
mortgage for the next year? 
At the end of the season, one lucky Military and Veteran winner will 
have Berkshire Bank add some excitement to their life by paying their 
mortgage for a year! In addition, we'll be giving away a Fitbit®, each 
month through the Military & Veteran Exciting Rewind Giveaway.

All Veterans and Active Military members have to do is vote for 
their favorite Berkshire Bank Exciting Rewind to be entered. 

Go to nesn.com/BerkshireBank to enter and for official rules.

Berkshire Bank, the Official Bank of NESN's Boston Bruins coverage.

1-800-773-5601
berkshirebank.com 

Banking · Insurance
Wealth Management

Banking products are provided by Berkshire Bank: Member FDIC. Equal Housing Lender. Berkshire Bank is a Massachusetts chartered bank.

NO PURCHASE NECESSARY. A PURCHASE WILL NOT INCREASE YOUR CHANCES OF WINNING. MUST BE 21 YEARS AND OLDER TO PARTICIPATE IN 
PROMOTION. GIVEAWAY OPEN ONLY TO ELIGIBLE VETERANS OF THE UNITED STATES MILITARY. VOID WHERE PROHIBITED. Promotion ends March 12, 
2016. For Official Rules, program descriptions and odds disclosure, visit www.BerkshireBank.com/excitingrewind. Sponsor: Berkshire Bank, 66 West Street, 

Pittsfield, MA 01201, and is in no way sponsored, endorsed or administered by, or associated with NESN. The Giveaway is not open to the following persons: employees, agents or 
representatives of the Sponsor, the subsidiaries and affiliates of the Sponsor, or employees, agents or representatives of suppliers providing prizes or other materials or services 
in connection with the Giveaway, including promotional agencies (collectively, the “Excluded Individuals”); immediate household family members (parent, child, sibling and 
spouses of each) of the Excluded Individuals; and any other persons with whom the Excluded Individuals reside.

Insurance products are provided by Berkshire 
Insurance Group, Inc., a Berkshire Bank affiliate, and in 
New York by Berkshire Insurance Agency, a registered 
trade name for Berkshire Insurance Group, Inc., a 
Berkshire Bank affiliate: Insurance and investment 
products are not FDIC-insured, are not a bank deposit, “NOT 
guaranteed BY THE BANK,” “NOT INSURED BY ANY FEDERAL 
GOVERNMENT AGENCY” and may lose value.

http://www.siefer.com
mailto:info%40siefer.com?subject=
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A Massachusetts CU offers a “Flex Life” 
HEL product that has helped double loan 
volume over the past three years

few years ago, RTN Federal Credit Union ($825 million, Waltham, 

Massachusetts) rolled out a “Flex Life” option that has become its most 

popular home equity loan product.

Cormac McCarthy, Vice President, Chief Lending Officer, says that RTN began 

offering Flex Life two years ago as a limited-time offer.  “Due to the success of the 

promotion, we re-introduced the product last year and continue to offer it today.”  

McCarthy notes that the rate, currently at 3 percent APR, is set at one-half 

percent below the prime lending rate as listed in The Wall Street Journal on 

the last business day of the month.  “It is subject to change monthly.  The 

offer is available for owner-occupied one to four unit properties, including 

condominiums that are not currently listed for sale located in Massachusetts, New 

Hampshire, Rhode Island, and Maine.” 

There are no closing costs and no annual maintenance fee.  “Many other lenders 

charge $50 to $100, sometimes regardless of a member’s outstanding balance,” 

says McCarthy.

In addition, members have 10 years to draw on and use the funds, and then 

have 10 years for repayment.  

“During the first 10 years, the draw period, the monthly payment is the greater 

of $100, or the amount of interest accrued during the previous month,” says 

McCarthy.  “Members would pay more than this amount in order to have the 

principal decrease.”

The credit union also offers credit lines from $25,000 to $250,000.  “Members 

with an existing RTN home equity line of credit may apply for a line increase with  

this special offer.”

http://www.rtn.org
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A flexible loan

McCarthy reports that in 2015, RTN helped more than 400 members use the 

equity in their homes for needs such as financing a college education, making 

house renovations, or paying off other high-interest loans or credit cards. 

Source:  RTN Federal Credit Union (Waltham, MA)

Marketing Piece for “Flex Life” Home Equity Line of Credit 
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“Since members have a great deal of choice in drawing on their home equity 

lines of credit, they have a tremendous flexibility as to when and the frequency 

and amount of each loan advance they want to take,” says McCarthy.  “And 

because our home equity lines of credit carry a minimum payment of only the 

interest due each month during the draw period, our members can determine 

how much of a loan payment they want to make.”

McCarthy adds that RTN reviews its underwriting standards on a regular basis 

and makes adjustments that are consistent with market conditions and the 

competition.

Springtime demand 

According to McCarthy, RTN sees the largest demand for its equity products in 

the spring.  “However, since we advertise on a regular basis, we see a consistent 

volume year-round.” 

He says the Flex Life product has been well received by members.  “We doubled 

our production in 2014, the first year of the product.  Volume increased in 2015 

and we have started 2016 with strong activity.  

“Interestingly, the number of loans did not increase at the same rate as the 

dollar amount; however, we average 18 loans monthly.  Flex Life has become our 

best-selling equity line product.”

RTN is always looking to increase its loan volume and 2016 is no exception, says 

McCarthy.  “The number of loans year-to-date is similar to last year, but the size of 

the loans are larger than 2015.  Two months don’t make a trend, but we hope to 

continue our strong start.”

McCarthy says that the credit union’s mortgage lending department and all of 

the branch managers are NMLS certified and can discuss what options work best 

for members.  “Our business development officers are well versed on the program 

and promote the product through a variety of activities.”

Plus, in keeping with its commitment to financial health and wellness, RTN 

presents Flex Life as a financing option during its free home buying seminars.
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When RTN introduced Flex Life, the promotional channels included launch 

events held in its branches, staff ID badge ribbons, flyers, window signs, A-frame 

signs, TV screen messages, its Website, its Facebook page, phone messages, and 

promotional items.

Today, it continues to promote the product through these additional channels: 

n Billboards

n e-Blasts

n SEG communications, and at SEG and community information tables

n “RTN to Go” mobile branch visits

Source:  Cormac McCarthy, Vice President, Chief Lending Officer, RTN Federal Credit 

Union, Waltham, MA; (Contact:  Cynthia Lepore, Senior Business Development Officer) 

phone (781)736-9961; e-mail clepore@rtn.org. 

https://www.facebook.com/RTNFCU
http://www.rtn.org/open-an-account/rtn-to-go/
mailto:clepore%40rtn.org?subject=
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An Iowa bank has over 2,000 youth 
accounts in its “Power Saver” program 
that includes parties and special events

or over 20 years, First Citizens Bank ($1 billion, Mason City, Iowa) has offered 

a highly successful “Power Saver” program for youth up to the age of 14. 

The program includes a special savings account and access to “Power Saver 

Club” exclusive events.

Julie Bauer, Marketing Analyst & Social Media Administrator, says the “Power 

Saver Account” requires only $5 for a minimum opening deposit, and there is 

no minimum balance requirement after that.  A parent or other adult must be 

on the account with the child, and the child must have a social security number.  

“At the time of account opening, each child is given the choice of a gift:  A bib, 

moneybag, or a set of three Lego-like banks to keep their money in before 

bringing it to the bank,” says Bauer. 

She says each accountholder also receives quarterly statements that include a 

newsletter with activities for youth.

Financial education in the classroom

“We created our Power Saver Club savings account as a way to get kids, parents, 

aunts, uncles, and grandparents involved in their child’s financial future, and also 

as a way to grow our services per household,” says Bauer.

* Offer applies only to Power Saver Accounts opened March 1-April 29, 2016. Eight accounts will be randomly chosen and the balance on April 29th
    in those accounts (up to $100) will be matched by First Citizens and deposited in the account on or around July 29, 2016. Winners will be notified    
    after July 29, 2016. Child’s social security number required for account opening. Member FDIC

I got an extra
$100 

deposited into 
my NEW Power 
Saver Account!

Open a First Citizens Power Saver Account 
by April 29 and that account could be 1 of 8 to receive a deposit* 

matching their account balance as of April 29, 2016! (UP TO $100)

First Citizens Bank
Mason City • Charles City • New Hampton 

Osage • Clarion • Kanawha • Latimer • Mora
www.firstcitizensnb.com

Get a FREE
mini Penny Panda
when you open a

Power Saver Account!
(WHILE SUPPLIES LAST)

PLUS

Source:  First Citizens Bank (Mason City, IA)

Ad for “Power Saver Account” Promotion (Explained on Pg. 11) 

https://www.firstcitizensnb.com
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“Each of these kids grows up to be an adult, and they’ll need a bank.  What 

better way to help ensure they continue to be a customer as an adult than by 

getting them as a customer when they’re young?  We want to encourage kids, 

and parents, to save money and to be familiar with banks and banking.” 

As a result, financial education is an important part of the Power Saver Club.  

“Many of our staff go into area classrooms to teach kids in all levels of school 

about saving money, spending wisely, and how credit works.”

She says the Power Saver program also helps youth develop a great relationship 

with the bank staff.  “They come to recognize that saving money can lead to them 

having fun parties and events.”

Punch cards, birthday gifts, and exclusive events

The Power Saver Club has its own mascot, named “Penny the Panda,” and she 

makes appearances at the majority of the Power Saver events held throughout 

the year, says Bauer. 

A Power Saver “Penny Punch Card” is also provided to Power Saver 

accountholders to encourage savings.  

For example, every time a child makes a deposit of any amount into a Power 

Saver account, he or she receives one punch on the card.  Once 20 punches are 

reached, the child receives an extra $5 deposited into the Power Saver account 

(up to $10 per year). 

Another popular feature of the program is that accountholders receive their 

choice of a birthday gift, and these gifts change each year.  “For 2016, it’s their 

choice of a fitness water bottle, sippy cup, or a set of mood bracelets.”

Bauer says that each First Citizens Bank branch has a Power Saver coordinator 

who is responsible for coming up with various parties, outings, and other 

activities.  “For instance, the Power Savers at our Mason City location had a roller 

skating party in February.  Our New Hampton location held ‘Penny Palooza’ at 

their local library in conjunction with President’s Day.  Our Latimer location has 

drawings each year for prizes, such as a fun-filled Easter basket and a backpack 

full of school supplies.” 
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She says that employee involvement is high with the Power Saver events and 

activities, especially because many employees are parents and have opened 

accounts for their children.  “They bring their child to the event and also ‘work’ as 

staff at those events.”

Open a First Citizens
Power Saver Account 

 and be entered for a chance to be
1 of 8 to receive a deposit*

(UP TO $100)

I got an extra

$35 
deposited into

my NEW Power 
Saver Account!

I got an extra $75 
deposited into my NEW 
Power Saver Account!

I got an extra
$60

deposited into my NEW
Power Saver Account!

* See a personal banker for details.

matching their account balance
                               as of April 29, 2016!

Ask how you can 

take a “Mini Penny” 

    home when you 

 
open a NEW

    Power Saver

      Account! 

Source:  First Citizens Bank (Mason City, IA)

Ad for Power Saver Account Promotion (Explained on Pg. 11) 
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Bankwide, movie drawings for Power Saver Club members are held at Halloween 

and Christmas, where each branch gives away DVD packages with popcorn and 

candy.

Source:  First Citizens Bank (Mason City, IA)

Ad for Power Saver Account
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Source:  First Citizens Bank (Mason City, IA)

Ad for Power Saver Account Promotion 

Bauer says the attendance at the Power Saver events varies from branch 

to branch, and is based on the demographics and number of Power Savers 

accountholders associated at each location.  “For instance, the Mason City office 

has held a Power Saver movie near Christmas in the past, and we’ve had a full 

theatre.  A successful event in Kanawha is 20 kids attending.”
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Source:  First Citizens Bank (Mason City, IA)

Display for Power Saver Account Promotion 

 Another component of the Power Saver Club is a “Check-It-Out Reading 

Program,” which donates sets of books within the community.  “Each year, we 

pick four or five books to purchase that are across the entire age group of our 

Power Savers.  The sets of books typically follow a theme like mysteries, Iowa 

authors, colors, or animals.  They are then donated on behalf of the Power Saver 

Club to local schools, libraries, and medical facilities near our bank branches.  We 

encourage kids to go to their local public or school library to check them out by 

featuring these books in the quarterly newsletter and through local media.”

Power Saver campaigns 

The bank also runs special promotions for the Power Saver program to boost 

account openings.  

Bauer says that previously, the bank held these promotions every other year, but 

last year’s campaign was so successful that it decided to do another campaign 

this year. 
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Julie Bauer, Marketing Analyst & Social Media Administrator at First 
Citizens Bank ($1 billion, Mason City, IA), says that the bank uses many 
methods to promote its Power Saver campaigns.

These channels include the following:  Newspaper and radio ads; a Website 
banner ad; inLighten lobby TV screens, lobby signage, electronic outside 
signage, and signage at personal banker desks; eBlasts; and paid Facebook 
advertising and Facebook posts.

Additionally, employees receive a cross-sell letter about the campaign 
to send to non-customers.  “Last year’s campaign was so successful not 
only because of the unique offer, but also because of the great word-of-
mouth from our own employees,” says Bauer.  “We expanded our reach 
from parents and grandparents to include aunts and uncles, and asked our 
employees to think of people they know who have children, and employees 
gave those names and contact information to our personal bankers, who 
then sent personal cross-sell letters.  That is much more effective than the 
‘shotgun’ approach like mass media.”

For this year’s campaign, employees are once again encouraged to think 
about people they know with kids who may not be Power Savers, she says.  

This year the bank is also hoping its paid Facebook campaign yields results.  
“While customers cannot open a Power Saver account online, we are 
measuring the click-thru rate of the Facebook ads.  So far, we have reached 
18,760 people and have had 1,265 Website click-thrus.”  

POWER SAVER CAMPAIGN MARKETING EFFORTS

For example, last year’s campaign ran from March 2nd through April 30th and 

offered a $25 deposit to each newly opened account (deposited 90 days after the 

campaign ended). 

“Our goal was to open 80 accounts,” says Bauer.  “We blew that goal out of the 

water and opened 210 accounts bankwide, with total deposits in those accounts 

of over $32,000.”
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“We monitored these accounts at the end of the year and there were 209 

accounts still opened, with a total deposit balance of over $46,000.  This proves 

that these accountholders were still saving money after the promotion ended.”

This year, the bank tweaked the promotion so that each First Citizens location 

would have one winner, whose account balance at the end of the campaign 

period would be matched with a deposit in July.  

The promotion is running March 1st through the end of April.  “Accounts 

opened during this time also receive a mini-Penny the Panda stuffed animal.  The 

maximum matching deposit is $100 and will be deposited on or around July 29th.”

After the first few weeks of the campaign, 38 accounts had been opened 

bankwide, she says.  “Our goal for this campaign is to open 100 Power Saver 

accounts bankwide.”

Bauer says there was a strategy behind opting to do a matching deposit with 

the campaign for a second year.  “We thought the account could be opened with 

any amount, but the adult on the account would have time to continue to make 

small additional deposits through the end of the campaign.  

“We also then take the opportunity to cross-sell automatic transfer deposits 

from the adult’s checking or savings account to the child’s Power Saver account.  

If the adult was not already a customer, it’s one more way we can use this to grow 

our deposits.  The automatic deposits make it easy for customers to save and 

potentially get the full matching of funds if the child’s name is drawn.”

Over 2,000 Power Savers 

Bauer reports that as of February 29th of this year, the bank had 2,362 individual 

Power Savers, with a total deposit balance of $2,944,361 and an average account 

balance of over $1,000. 

“While each age has around 120 to 130 individuals, the majority of our Power 

Savers are over age 8.  We also have a large resurgence in customers one year of  

age.”

Each year, the bank also has individuals who “age out” of the account, so the 

total number of accounts varies.  
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“At that time, each Power Saver account is transferred to a Basic Savings 

account.”

She says the bank mails these customers a letter and disclosure explaining that 

their account has been changed.  “We suggest they open an ‘iChecking’ account, 

which is for ages 15 to 25.  This account offers many products and services for free 

or reduced costs, perfect for that age group.  It includes a debit card, eStatements, 

and online and mobile banking—all great conveniences for the tech generation.”

Bauer says that the bank aims to continuously grow its deposits and services per 

household, and the Power Saver account is an important component in reaching 

those goals.  

“Whether we have another campaign next year remains to be determined at the 

conclusion of the 2016 campaign.”

Source:  Julie Bauer, Marketing Analyst & Social Media Administrator; Laura Downs, 

Marketing/Graphic Design Specialist, First Citizens Bank, Mason City, IA;  

phone (800)423-1602; e-mail julbauer@firstcitizensnb.com.

mailto:julbauer%40firstcitizensnb.com?subject=
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An Ohio CU is marketing a “First Time Car 
Buyer Program” that comes with a debit card 
and a VISA® credit card for new borrowers

 “First Time Car Buyer Program” is helping Unity Catholic Federal Credit 

Union ($70 million, Parma, Ohio) develop primary banking relationships 

with members, and is also strengthening relationships with local auto lenders. 

The First Time Car Buyer Program offers rates as low as 2.99 percent APR for up 

to 60 months.  

The package also includes: 

n A checking account

n Direct deposit

n Automated debit/payment

n A debit card

n A Guardian Angel Visor Clip

n A First Time VISA® Credit Card

Kelly C. Reddy, Business Development Manager, says the credit union will only 

finance up to 95 percent of NADA, requiring the member to have some money 

down.  

“Additionally, we require at least six months of employment.  We may ask for 

a co-signer, but it is not a standard practice of the loan.  We want to make these 

loans to the primary borrower on their own if at all possible.”

Borrowers cannot have had a car loan listed on their credit report, and they also 

cannot have any bad credit, says Reddy.  “We do look for good job history and the 

ability to afford the new debt.  When the borrower comes in to sign papers, we 

do some financial education with them on the other expenses that come with 

owning a car, insurance, repairs if it is an older car, and gas.  It is all part of helping 

new borrowers build a realistic budget.” 

http://www.unitycatholiccu.org
http://www.unitycatholiccu.org
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Reddy says the First Time Car Buyer program is focused primarily to individuals 

who are ages 18 to 24—such as those who are in their first real job, and perhaps 

who have just graduated and need reliable transportation.  “They don’t want to 

rely on a co-signer, or don’t have one.”

Source:  Unity Catholic Federal Credit Union (Parma, OH)

Flyer for “First Time Car Buyer Program”
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Developing long-term banking relationships

The First Time Car Buyer program was created as a way to bridge the gap in the 

credit union’s member programs, says Reddy.  

“We have a vibrant youth program and substantial adult membership; however, 

turning our youth members into long-time adult members with multiple 

products is something that Unity Catholic is incorporating into their mission.  

“The First Time Car Buyer program fills a need in the market that is lacking in 

the industry.  Our program is offered to borrowers who have no credit, and offers 

them a good rate.  We don’t penalize the buyer or risk price the rate because the 

credit score is zero.  A zero credit score doesn’t have to be bad—it just means 

that you haven’t borrowed.  Unity Catholic FCU wants to be the first place that 

Catholics think to borrow and create a positive experience.”

Reddy adds that having a loan available that directly focuses on those with zero 

credit is Unity Catholic’s differencing factor.

“When competing in the car loan market, you need to have something that 

makes you different than all the other financial institutions that auto dealers 

have to choose from when getting financing for their customer.  We have built 

a good relationship with our indirect auto dealers with this product; 75 percent 

of the deals that come from one of them have a zero score.  They told us that a 

zero score gets a 24 percent rate anywhere else, whether it’s zero because of poor 

credit or no credit.”

The program is also helping develop more primary financial institution 

relationships for Unity Catholic, says Reddy.  

“The additional products selected will help the first-time car buyer manage 

their new debt, build credit, and our member service specialist can help these 

members build new skills if necessary, like balancing a check book, and using 

home banking or online bill pay. 

“The loan itself is pretty popular and, in most cases, we are also selling a Visa, 

direct deposit, and auto debit payment.  Checking accounts happen in about 50 

percent of the members.”
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  Reddy says that getting employees involved in the sales process is part of 

ongoing training.  “We work with our employees to recognize opportunities to 

discuss appropriate products with members, the benefits they can provide, and 

more importantly how they work for them.”

While the First Time Auto Loan initially began as a promotion about two years 

ago, it has evolved into a long-term product, says Reddy.  

“Our lenders know that we are making a difference in the lives of our members 

and borrowers.  Recently, we had a first-time buyer come in who wanted a 

Mercedes.  Our lender asked him why and his answer was, Because I look good in 

a Mercedes.  When we talked about the extra expense of diesel gas and insurance 

he, ended up with an Envoy.” 

Source:  Kelly C. Reddy, Business Development Manager, Unity Catholic Federal Credit 

Union, Parma, Ohio; phone (440)886-2558, ext. 244; e-mail kcreddy@unitycatholiccu.org.

mailto:kcreddy%40unitycatholiccu.org?subject=
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This Wisconsin bank is attracting new 
online accounts with a branding campaign 
that features its own customers

orth Shore Bank ($1.8 billion, Brookfield, Wisconsin) has a unique brand-

building campaign that features its own customers, and is designed to draw 

attention to the convenience of using online and mobile banking services. 

For example, the bank is currently running an online banking ad that shows a 

pilot in the cockpit of an airplane who says, “I Do My Banking Online So I Can Spend 

More Time in the Air.” 

The campaign concept was launched three years ago and remains a core 

element of bank’s multi-channel advertisements, explains Tim Gluth, Digital 

Solutions and Emerging Media Manager.   

“Besides its use as a banner image on our Website, we utilize this same 

messaging in our communications and in our radio, print, and other digital 

campaigns.”

Gluth says this continuously running campaign helps reach prospects who have 

various financial needs and are comparing bank offerings.

At the heart of this campaign are actual North Shore Bank customers who use 

its products and services, says Gluth.  “After all, they know firsthand the ease and 

benefit of using them and working with us.”

He says that for most months out of the year, online banking, as a service, takes 

a prominent role on the bank’s home page.  “The use of this service serves as the 

linchpin to other services that we offer—such as bill pay, eStatements, and mobile 

banking—so it’s a key service that we want our customers to be aware of.”

Mobile services

North Shore Bank offers a mobile banking app for both personal and business 

accounts, and it includes remote deposit, mobile bill pay, and person-to-person 

payments. 

https://www.northshorebank.com/
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Gluth says that while the bank understands the need to offer a variety of online 

services to meet the varying needs of customers, its mobile-focused services have 

received the greatest response lately.

“Mobile devices dominate the tech landscape and are where a growing number 

of our customers are gravitating to for their general online lives.  That’s why 

doing their banking within that environment makes sense.  With features such 

as viewing transactions, transferring funds between accounts, scheduling bill 

payments, and making remote deposits, our mobile banking service provides 

many in-branch conveniences in a compact and convenient form.”

He says the response from those using the bank’s online and mobile services has 

been quite positive, and customers often note how easy they are to use.  

Source:  North Shore Bank (Brookfield, WI)

Bank’s Current Online Banking Ad  
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“Our aim is to offer tools that match their needs and preferences.  Of course, 

with any service, issues can arise from time to time and we do receive feedback 

around those instances, as well as customer support-related items, such as a 

forgotten password, or login assistance.”

Gluth says customers are also good at suggesting additional online and mobile 

services they would like the bank to offer.   “These requests come in via social 

media platforms, e-mails, phone calls, branch interactions, and from ongoing 

customer surveys.”

He adds that the bank’s online services are easy to enroll in.  “We offer interactive 

online tutorials that are available through our Website.  Our branch staff has 

access to these tutorials and select offices have kiosks that allow for assisted 

online service enrollment and walk-throughs.”

Traffic to the bank’s Online Services Web pages indicates that they are among 

the most frequently visited pages on its Website, he says.  “During the periods we 

run promotions or on-page ads, we see an increase in traffic to the target pages.”  

He says that currently, over 32,000 customers are registered in online banking, 

and over 13,000 are registered in mobile banking.  “To date, our mobile banking 

initiative has exceeded our initial launch goals.  The app sells itself and we are able 

to achieve steady growth without much additional promotion.  People are simply 

more comfortable utilizing online services than ever before and they have come 

to expect them.”

Branch and call center staff have online and mobile banking talking points that 

they bring up with customers.  “Branches also hold independent incentive-driven 

contests to help promote specific services and products throughout the year.”

Gluth says the bank is working on an updated version of online banking that will 

introduce a new user interface, enhanced financial management tools, and other 

upgrades.  “This updated service is planned for release later this year.  It’s our goal 

to make our services useful, convenient, and easy to use—and whenever we have 

product upgrades and introductions, we up our communication frequency.”

Source:  Tim Gluth, Digital Solutions and Emerging Media Manager, North Shore 

Bank, Brookfield, WI; phone (262)797-3307; e-mail tgluth@northshorebank.com. 

https://www.northshorebank.com/personal/online-services.aspx
mailto:tgluth%40northshorebank.com?subject=
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A Georgia bank motivates employees to 
improve sales and service by recognizing 
them at its new annual awards banquet

ankSouth ($437 million, Lake Oconee, Georgia) has taken employee 

motivation, sales, and service recognition to the next level with its first 

annual “Kick-Off and Awards Banquet.”  

Harold Reynolds, Chairman and CEO, says the process leading up to the banquet 

and award ceremony was well analyzed and studied.  “Community banking is 

about building relationships,” says Reynolds.  “Having engaged and well-prepared 

employees is the best way to serve the communities in which we live and work.  

We started in 2015 by creating customized BankSouth competencies for all bank 

roles.  Competencies are those skills and behaviors that describe excellence.” 

He says the competencies incorporate key job tasks, metrics, and BankSouth’s 

core values, which are defined by “The Three Rs”:  Be Ready, Be Responsive, and Be 

Respectful.

Source:  BankSouth (Lake Oconee, GA)

Trophies Awarded at Banquet

https://banksouth.com/
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With competencies identified, the bank then launched “TalentQuest,” an online 

performance evaluation system where all employees were assessed against the 

customized competencies.  

After getting to know everyone’s strengths and development needs, Reynolds 

says the next logical step was to recognize and reward top performers.  

This was done during a special awards banquet held last February at the 

University of Georgia’s Conference Center.  “The event included a fabulous and 

motivational presentation from Jeff Hargett, Senior Corporate Director of Culture 

Transformation for The Ritz-Carlton Leadership Center.  Jeff weaves humor and 

stories throughout his presentations not only to engage his audience, but also 

to provide practical examples of how to deliver memorable customer service.  

Employees emerged from his presentation nothing short of inspired.”

A number of awards were presented to employees who stood out throughout 

the year.  For instance, Misty Shay Cole, Vice President, Product Management 

and Digital Banking Solutions, was awarded the “Excellence Award” for 

exceeding expectations related to her role and for fostering innovation and 

entrepreneurship within the enterprise.  

Source:  BankSouth (Lake Oconee, GA)

“The Chairman’s Award” Winner



April 8, 2016 Page 24

SIEFER REPORT

index HELs youth millennials e-services employees branches loans veteransemployees

Cole’s contributions to BankSouth’s success as a whole—as well as advancing 

the team and maintaining a strong customer commitment and focus both 

internally and externally—was another reason why she was recognized. 

“A recent example of Ms. Cole’s customer commitment occurred during an 

ordinary day,” says Reynolds.  “Ms. Cole received a phone call from a long-

time BankSouth customer.  The customer manages a number of Home Owner 

Association accounts and made a deposit at the BankSouth drive-through earlier 

in the day as she was rushing to get out of town.  In her haste, she hadn’t noticed 

that her deposit was actually intended for a competitor bank, and she was frantic 

because the funds needed to be credited to that account before the end of the 

day.  In true BankSouth spirit, Ms. Cole reassured the customer that it would be 

her pleasure to drive over to the competitor bank and make the deposit on the 

customer’s behalf.”

Other awards included the “Rising Star,” which was given to an employee who 

had progressed the most in his job, the “Relationship Optimization” award for 

exhibiting exceptional customer service, “Customer Service Associate of the Year,”  

“Sales Associate of the Year,” and the “Chairman’s Award.” 

Reynolds says award recipients were presented with elegant trophies.  “Our 

Chairman’s Award winner, Ms. Tina Brown, Vice President and Support Center 

Manager, was also presented with a $1,000 ‘big’ check for best exemplifying 

BankSouth’s core values of Being Ready, Being Responsive and Being Respectful.”

He says the seminal dinner and awards ceremony is just the beginning for award 

ceremonies to come.  “BankSouth is continuing its talent development journey 

and plans to develop leaderboards to share everyone’s successes throughout 

2016.  This will help determine next year’s winners!”

Source:  Harold Reynolds, Chairman and CEO, BankSouth, Lake Oconee, GA;  

phone (706)453-2943; e-mail hreynolds@banksouth.com.

mailto:hreynolds%40banksouth.com?subject=
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A “Car Sweepstakes!” contest pulled in 
thousands of entries during a Virginia 
credit union’s branch grand opening

f you’re looking for an effective way to make a big impression leading up to a 

new branch opening, consider what Belvoir Federal Credit Union  

($320 million, Woodbridge, Virginia) did with its “Car Sweepstakes!” promotion.

During its branch celebration kick-off campaign, the credit union gave away a 

new 2015 Honda Civic EX-L. 

“The car sweepstakes was a contest that we ran to bring excitement to our 

new branch on Ft. Belvoir,” says Amy McConnell, Marketing and Public Relations 

Manager.  “There was no associated product draw or acquisition for those who 

entered.” 

McConnell says that the car giveaway helped make a big splash.  “Our goal 

with the sweepstakes was to have as many people enter as possible.  We were 

striving for 10,000 entries or so, which would have been nearly one-third of our 

membership.  Since we had never given away a car before, this was new territory 

for us.” 

 The credit union promoted the new branch and car sweepstakes through online 

channels, e-mail and in-branch marketing, at events, newspaper ads, a mailer on 

Ft. Belvoir, and social media. 

Source:  Belvoir Federal Credit Union (Woodbridge, VA)

Ad for “Car Sweepstakes!”

https://www.belvoircreditunion.org
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“The new branch has been on our list of projects for years.  Since military 

installations are different than normal property and building construction, we 

needed to wait until land was given to us by command, and we were given 

approval to build in early 2015.” 

Source:  Belvoir Federal Credit Union (Woodbridge, VA)

Ad for Car Sweepstakes



April 8, 2016 Page 27

SIEFER REPORT

index HELs youth millennials e-services employees branches loans veteransbranches

“The new branch is full-service and offers more efficiency and technology- 

driven equipment, which aids Belvoir Federal in helping our members receive the 

best member experience.”  

Source:  Belvoir Federal Credit Union (Woodbridge, VA)

Ad for New Branch Location
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She says the credit union made entering the car sweepstakes easy, by providing 

a few different opportunities to participate.  “Per regulations, members or 

non-members were able to enter themselves into the drawing and they were 

encouraged to enter via the secure online form on our Website.  However, we also 

offered an alternative method of entry for those who didn’t want to complete the 

online form.”

The car purchased was arranged by the credit union’s Indirect Lending Liaison 

through one of Belvoir Federal’s Preferred Dealers.

The credit union wanted to get as much mileage out of the campaign as 

possible, so the vehicle was wrapped in a dynamic blue color, donning the credit 

union’s name, along with “Win this Car!” on the window. 

“We wrapped the car before the sweepstakes began in an effort to gain 

more advertising real estate and bring awareness to the credit union and the 

sweepstakes.  The car was driven around town, primarily on base.” 

McConnell adds that the wrap was removed from the car prior to giving it to the 

winner.

She says that the new branch garnered considerable attention since the soft 

opening in mid-February, the grand opening in early March, and even after the 

events.  “We continually push out advertisements regarding the new location to 

the base through their newspaper and online mediums.”

Plus, the promotional ROI more than exceeded the credit union’s expectations.  

“Our ROI on the car stems from the increased entries we received.  Since the 

goal was 10,000 and we surpassed 58,000, our ROI is significantly more than what 

we expected, which is phenomenal.  For every person who entered, we know that 

they came to our Website, learned more about the credit union, and if they were 

local, they may have stopped by the branch.”  

Source:  Amy McConnell, Marketing and Public Relations Manager, Belvoir  

Federal Credit Union, Woodbridge VA; phone (703)730-1800, ext. 5425;  

e-mail amcconnell@belvoirfcu.org.

mailto:amcconnell%40belvoirfcu.org?subject=
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This Virginia credit union’s “Great Rates 
for Everyone” loan promotion has 
prospective borrowers singing its jingle

entagon Federal Credit Union ($20 billion, Alexandria, Virginia) launched a 

“Great Rates for Everyone” initiative that has members and prospects singing 

along to a new jingle. 

The ongoing campaign was introduced in mid-March and was developed 

to expand the credit union’s brand awareness, says Zubair Rana, Senior Vice 

President and Chief Marketing Officer. 

“During the middle of last year, we conducted both qualitative and quantitative 

research through online surveys and in-person focus groups to see what was 

working and what wasn’t working in terms of brand.”

Rana says the takeaway was that the credit union was experiencing a brand 

awareness issue. 

Source:  Pentagon Federal Credit Union (Alexandria, VA)

Screen Still from “Great Rates for Everyone” Video (Click Image to View)

https://www.penfed.org
https://www.youtube.com/watch?v=VBtqA96lwtk&feature=em-subs_digest
https://www.youtube.com/watch?v=VBtqA96lwtk&feature=em-subs_digest
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“While we have grown to more than 1.4 million members, awareness of PenFed 

remains low.  Possible reasons include the fact that many believe military service 

is a membership requirement; we are also in direct competition with some big 

banks and well-known credit unions.”

Rates that beat the competition 

“Because awareness was a huge factor in developing this campaign, we wanted 

to feature some of the aspects that differentiate PenFed from everyone else.  Our 

rates have always been extremely competitive and market research shows that 

we consistently beat the competition.” 

When it came to designing the focus of the campaign, Rana started with a 

catchy jingle to enforce that PenFed has the best rates around.  

“We also wanted to depict people from different professions, employers, 

and associations that comprise PenFed’s field of membership.  The campaign 

demonstrates that there are many paths to membership at PenFed.”

Source:  Pentagon Federal Credit Union (Alexandria, VA)

Screen Still from Great Rates for Everyone Video

https://www.youtube.com/watch?v=VBtqA96lwtk&feature=em-subs_digest
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Rana says his team shot 15 scenes for the jingle, featuring people from all walks 

of life, and they will be used in various ways throughout the year. 

“Additionally, we created a 60-second spot for television and our digital 

campaign, plus pieced out the 60-second spot to create smaller 30-second spots 

where we feature our key products and rates.”

Since the campaign focuses primarily on brand awareness, the credit union 

didn’t adjust its already-low rates for the initiative, but instead called attention to 

them.  “The core products that we highlight are auto loans, mortgages, and credit 

cards.  We feature them not only in our video segments, but also in print media.” 

He says the new advertising effort includes digital banners and print ads that 

will run throughout the year. 

The campaign will soon roll out to employees at the credit union’s corporate 

headquarters.  “Our goal is to have much of the creative ready so that the 

employees can see what we have planned.  We’ll use the official launch party to 

rally everyone around the campaign.”

Currently, the Great Rates for Everyone theme is woven into the credit union’s 

marketing, and Rana says this is only the beginning.  “We kicked the campaign off 

earlier this week, so we are in the early stages.”  

Rana says PenFed will track the initial success of the campaign by measuring 

Web and app traffic and conversions.  For the long term, it will gauge the lift in 

brand awareness by collecting data through focus groups and additional online 

surveys.

Source:  Zubair Rana, Senior Vice President and Chief Marketing Officer, Pentagon 

Federal Credit Union, Alexandria, VA; phone (703)838-1350; e-mail (Contact:  TV 

Johnson, Vice President/Corporate Communications) tv.johnson@penfed.org.

mailto:tv.johnson%40penfed.org?subject=
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This Massachusetts bank is marketing its   
“Exciting Rewind” promotion directly to 
veterans and active military members

he partnership that Berkshire Bank ($7.8 billion, Pittsfield, Massachusetts) 

has developed with the New England Sports Network (NESN) has provided 

remarkable opportunities for both customers and employees. 

For the past three years, the bank has hosted several occasions to interact with 

its local team the Boston Bruins through the sports network, either through 

recent game highlights or ticket giveaways. 

For instance, according to Mark Pedrotti, Digital Marketing Director, the bank 

has held an “Exciting Rewind” promotion for the past three years, and it gives 

customers and prospects the opportunity to vote for their favorite Bruins 

highlight.  They are then eligible to have their mortgage paid free and clear for an 

entire year. 

“We decided to try something different this year and gear the campaign to 

veterans and active duty military,” says Pedrotti.  “The past few years we didn’t 

target the campaign to a specific group, but this year we wanted to reward our 

active military and veterans.”

He explains that from January through March, customers and prospects viewed 

a selection of Boston Bruins highlights from previous games and then voted for 

their favorite on the NESN Website.  

“When they cast their vote, voters are presented with a box to check with a list 

of our products and services that interest them,” says Pedrotti. 

He says the marketing and voting submission links also announce that the 

Exciting Rewind is targeted toward active military and veterans.  

“We want to keep excitement and engagement high, so every month we 

randomly draw a name from the votes to win a FitBit,” he says.  “The campaign 

runs for three months, so we ended up giving away three FitBits.

https://www.berkshirebank.com/
http://nesn.com
https://www.fitbit.com
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Similar to the past campaigns, this year’s promotion included a grand prize of 

one year of no mortgage payments.  “The name is randomly drawn, but we have 

to make sure they’re eligible and have the proper documentation.”  

Get an assist 
 with your mortgage for a year

EXCITING
REWIND
G I V E A W A Y *

MILITARY & 
VETERAN

Life is exciting. Let us help.SM

Attention Veterans and Active Military members.  
Would you like Berkshire Bank to help pay your 
mortgage for the next year? 
At the end of the season, one lucky Military and Veteran winner will 
have Berkshire Bank add some excitement to their life by paying their 
mortgage for a year! In addition, we'll be giving away a Fitbit®, each 
month through the Military & Veteran Exciting Rewind Giveaway.

All Veterans and Active Military members have to do is vote for 
their favorite Berkshire Bank Exciting Rewind to be entered. 

Go to nesn.com/BerkshireBank to enter and for official rules.

Berkshire Bank, the Official Bank of NESN's Boston Bruins coverage.

1-800-773-5601
berkshirebank.com 

Banking · Insurance
Wealth Management

Banking products are provided by Berkshire Bank: Member FDIC. Equal Housing Lender. Berkshire Bank is a Massachusetts chartered bank.

NO PURCHASE NECESSARY. A PURCHASE WILL NOT INCREASE YOUR CHANCES OF WINNING. MUST BE 21 YEARS AND OLDER TO PARTICIPATE IN 
PROMOTION. GIVEAWAY OPEN ONLY TO ELIGIBLE VETERANS OF THE UNITED STATES MILITARY. VOID WHERE PROHIBITED. Promotion ends March 12, 
2016. For Official Rules, program descriptions and odds disclosure, visit www.BerkshireBank.com/excitingrewind. Sponsor: Berkshire Bank, 66 West Street, 

Pittsfield, MA 01201, and is in no way sponsored, endorsed or administered by, or associated with NESN. The Giveaway is not open to the following persons: employees, agents or 
representatives of the Sponsor, the subsidiaries and affiliates of the Sponsor, or employees, agents or representatives of suppliers providing prizes or other materials or services 
in connection with the Giveaway, including promotional agencies (collectively, the “Excluded Individuals”); immediate household family members (parent, child, sibling and 
spouses of each) of the Excluded Individuals; and any other persons with whom the Excluded Individuals reside.

Insurance products are provided by Berkshire 
Insurance Group, Inc., a Berkshire Bank affiliate, and in 
New York by Berkshire Insurance Agency, a registered 
trade name for Berkshire Insurance Group, Inc., a 
Berkshire Bank affiliate: Insurance and investment 
products are not FDIC-insured, are not a bank deposit, “NOT 
guaranteed BY THE BANK,” “NOT INSURED BY ANY FEDERAL 
GOVERNMENT AGENCY” and may lose value.

Source:  Berkshire Bank (Pittsfield, MA)

Flyer for “Military & Veteran Exciting Rewind Giveaway” 
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Exciting Rewind was promoted heavily through digital media, including social 

media, e-mail blasts, along with banners on the bank’s Website and on NESN’s 

Website.  

“During Bruins’ games, the Exciting Rewind was also announced and promoted,” 

says Pedrotti.  “Plus, we follow up on any of the entrants who checked boxes 

for more information about products, which provides us with a number of 

opportunities.”

He says there was an increase in entries of 50 percent over last year for the 

Military & Veteran Exciting Rewind Giveaway.  

A special contest for employees

During the campaign, the bank also rewarded employees with a promotion 

called the “Employee Road Game Giveaway.”  

During this contest, which was held in January, employees could enter to win 

tickets for two to a Boston Bruins game in Tampa.  

Source:  Berkshire Bank (Pittsfield, MA)

Bank’s “Prize Patrol” (Explained on the Following Page)
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“We not only provide the tickets, but also pay for flight and hotel 

accommodations, so it’s a great package deal,” says Pedrotti.  “We are always doing 

something fun for both our employees and our customers, so we wanted to find a 

way to get our employees involved and engaged as well.”

The contest was completely random, and 65 percent of the bank’s 1,300 

employees entered, says Pedrotti.  

“Prize Patrol”

A member of the bank’s “Prize Patrol” also had the honor of surprising the 

winning employee.  

Pedrotti explains that the Prize Patrol includes the employee’s manager, the 

marketing team, and a member from the executive team.  “Since we are ‘America’s 

Most Exciting Bank,’ we want to be sure the winner is surprised and bestowed 

with gifts upon the announcement, so we bring balloons, flowers, the prize, and 

surprise them during the day at their desk.  We take pictures and make it a special 

memorable event, and then we share it with the rest of the organization.”

Source:  Mark Pedrotti, Digital Marketing Director; Berkshire Bank, Pittsfield, MA; 

(Contact:  Heidi Higgins, Assistant Vice President Marketing) phone (413)236-3756;  

e-mail hhiggins@berkshirebank.com.

http://www.siefer.com/
mailto:info%40siefer.com?subject=
https://www.facebook.com/sieferconsultants
mailto:hhiggins%40berkshirebank.com?subject=
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Current Rates

TREASURY BILLS

SAVINGS (APY)

CHECKING (APY)

CD AVERAGES (APY)

STOCK INDEXES

Source: http://money.cnn.com

Source: www.nasdaq.com

   Current  Last month
3-month  0.21%  0.21% 
6-month  0.35%  0.35%
1-year  1.11%  1.13%
2-year  1.33%  1.32%
3-year  0.94%  0.94%
5-year  1.72%  1.85%
Source: www.bankrate.com

   Current  Last month
Interest 
checking  0.31%  0.30%
Source: www.bankrate.com

   Current  Last month
MMA  0.52%  0.56% 
MMA 
($10,000)  0.54%  0.53%
Source: www.bankrate.com

13-week 
(investment rate)   0.238%

26-week 
(investment rate)   0.391%

Source: www.publicdebt.treas.gov

Dow Jones  
Industrial Average 
Current   17,541.96

NASDAQ
Current      4,848.37

Prime Rate
current   3.50%  
one month ago   3.50%  
one year ago   3.25%

Source: www.bloomberg.com

30-yr FRM 
current   3.62%  
one month ago   3.69% 
one year ago   3.74%

15-yr FRM 
current   2.73%  
one month ago   2.78% 
one year ago   2.94%

5/1-yr ARM 
current   3.03% 
one month ago   3.15% 
one year ago   3.03% 

Source: www.bloomberg.com

48-month New Car 
current   3.18% 
one month ago   3.36%

Source: www.bankrate.com

    
low-interest    
credit cards   11.96%

 
balance-transfer    
credit cards   14.36%

  
cash-back     
credit cards   15.21%

NEW CAR RATE AVERAGE

PRIME RATE

CREDIT CARD RATES AVERAGES

MORTGAGE RATE AVERAGE

Source: www.bankrate.com


