

















From here, League staff should be discussing how to
best-leverage this type of story into testimonials
highlighting how the credit union stepped up during a
difficult situation to take care of its members.

So how can your League “extract” the stories within the
story? From a story such as this, we know there are
members who are personally and profoundly affected.
It’s no wonder that testimonials have been referred to as
“wellness marketing”—because they build trust and
credibility—the very characteristics credit unions want
to instill in their members and the public.

Now that your League has identified a potential
opportunity, it’s time to pick up the phone. Talk to the
credit union about gathering testimonials from
members, because the credit union’s story—and thus,
their members’ stories—is powerful and meaningful.

Responsibilities and Decisions

Talk to
gathering testimonials from members
because the credit union’s story—

the credit wunion about

and thus, their members’ stories—is
powerful and meaningful.

It’s in the heart of every American to enjoy a good
“comeback’ story. With many of the REAL Solutions®-
inspired programs offered by credit unions, comebacks
and feel-good stories are not in short supply. Your
League is encouraged to identify and act on the stories
that need to be told.

The following responsibilities must be assigned and decisions must be made between the League and

the credit union to move forward:

* Identifying, contacting, and scheduling members
who will be asked for their testimonials

* Where the testimonials will be shot (League, credit
union, “on location,” etc)

* Obtaining the signed release from each person
giving a testimonial

* What other applications the video will have (other
than NCUF) post-production (YouTube™, credit
union website, League website)

* Who will be responsible for editing
* Other expectations of both parties

* Any costs associated with obtaining the testimonials

On its own, your League needs to consider what resources it wishes to expend for testimonial-gathering.
NCUF will loan a flip camera to each participating League.

Contacting and consulting with credit unions, and how many, is entirely up to the individual League. There
are many great stories just waiting to be told—we challenge you to find them!

Getting the Word Out

Aside from personally identifying testimonial
opportunities, the following are additional ideas to
get the word out, a “casting call” of sorts:

* Regular League Communications ie. email blasts,
newsletters, or direct mail

* Web advertisement on the League’s homepage

* Promote the opportunity, as appropriate, during
education sessions (ie. workshops, webinars), a Government
Affairs event, or the Annual Convention, pretty much
any place where credit union staff are gathered.

* Brief League staff, particularly travel staff, about the
project. Ask them for referrals from credit unions they
see while out in the field.



Step 2:

Interacting with Members

You have a handle on your testimonial-gathering plan:
you know what you’re looking for and you’ve worked
out the responsibilities with the credit union. Now it’s
time to actually speak with the members whose stories
you want to hear.

The credit union will need to contact the members
they’ve identified to schedule a time for them to give
their testimonial. At this time, the credit union will want
to communicate the following:

* How much the credit union would appreciate their
invaluable feedback.

* Why the credit union is doing this and why this
particular member has such a great story to tell (ie. to
show how much the credit union cares about its
members and the community).

* Providing a testimonial will not take much time out
of their day, as recording may take about 20 minutes.

Prep Them, but not Too Much!

On the day of filming, introduce yourself to the member
and remind them why the credit union has asked them to
come in (mention the specific program/circumstances).
You’re looking for spontaneity, so they shouldn’t read
from a script, however ask them if they’ve given some
thought to what they’d like to say.

What Makes a Good Testimonial?

The best testimonials are sincere, enthusiastic, and
specific. Luckily, REAL Solutions® puts us in a good
position to get all three of those! Aim for concrete
details, particularly the “before, during and after” story.

The following questions can be asked “off camera” to
help capture a strong testimonial:

1. What did they struggle with before they sought the
credit union’s help?

2. What did the credit union do that helped them?

3. What benefits are they now enjoying?

Benefit-specific testimonials are
far more interesting to watch

because people will relate better to

what the person giving testimonial is

saying.

Be Specific

If members are having trouble being specific (ie. saying
things like,” they were great and really nice to work
with”), don’t hesitate to ask for more details—you can
always edit out the rest later. General comments aren’t
very inspirational and don’t generally connect with the
viewer—they’re all fluff and no substance.

A good testimonial describes specific benefits they
experienced. Benefit-specific testimonials are far more
interesting to watch and people will better relate to what
the testimonial provider is saying. They also feel more
genuine, as the provider talks about particular details.

Problem-Solution-Outcome

The most effective testimonials state the problem, issue,
or concern of the person. Since the credit union is
prov1d1ng the solution to this problem, the most logical
flow of the testlmonlal would be to state the problem
and continue to exfﬂ@in the solution.

Problem-Solution testimonials are a great strategy and a
way to highlight REAL Solut10ns® However, whenever
p0551ble it is ideal to also capture the “outcome.”

The Outcome is the icing on the cake that makes the
testimonial resonate with the viewer by creating
relevance. For instance, if becoming debt-free after
being in trouble with a credit card are the Problem and
Solution, the Outcome would be “don’t you wish you
could be debt-free too? The credit union’s Get Out of
Debt Now program saved me from financial ruin!”

Of course, keeping it authentic is vital—the member has
to be able to work the outcome in without sounding like
a cheesy commercial. Authenticity is discussed more
on the following page.



Be Concise

Ten minutes is much too long to watch a video,
particularly online. While you may have 10 minutes of
footage, edit it down to no more than 3. This isn’t just
for the contest—it’s a good rule in general because
attention spans are short. Make sure to get the point
across quickly and resolutely.

Ask Questions

The most useful content and dynamic testimonials have
come by asking the member questions. This technique
generates spontaneity and increases the credibility of the
testimonial, as the viewer sees the member’s emotional
reaction while reliving the experience. It doesn’t look
rehearsed or overly polished, and viewers are more
likely to associate with the provider. (see questions
under “what makes a good testimonial?”’)

Authenticity

It doesn’t get much more authentic than using real
members. Their positive body language, voice tones and
enthusiasm about a real situation cannot be contrived.
Some members may not be the most photogenic, or the
most fluent speakers, but they will provide an important
layer of authenticity.

See a Video Testimonial Example

It is essential to keep the viewer’s
interest for the duration of the
testimonial; so ideally, a well done

testimonial 1s between 1 and 2
minutes.

Summary

Keep the testimonials short and punchy, with specific
content that is directly related to the members’ needs.
Focus on benefits or a problem-solution-outcome that
will grab the viewers’ attention and connect with them,
prompting action. Ask the member questions during
recording and they will give a more natural response that
will relate with viewers. Oftentimes, the best
testimonials come from those you least expect. The
main priority is their enthusiasm and sincerity.

Obtaining Permission

For the League, credit union, and NCUF’s protection,
you must obtain a written record of the member’s
permission to use their testimonial. This can be done
fairly simply. When they arrive for the filming, have
them fill out the Release Authorization and Publicity
Consent Form. (See Appendix A and B for samples.)

View an example of an effective video testimonial format at:

The video showcases Forward Financial Credit
Union in Iron Mountain, MI and provides a worthy
example to follow as your League plans its approach
with individual credit unions and members.

This example intersperses credit union staff
testimonials as well as member testimonials--for the
purposes of the NCUF contest, submitted
testimonials should include members only.

ok
orwar
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Brad Houle, president/CEO of Forward Financial
CU can be reached at 877-330-FFCU if you have
questions about their project.




Step 3:

Videography Basics

To capture the member as professionally as possible
using the NCUF-provided flip camera, we have
compiled some basics and tips to review before filming.
(Your League is also welcome to use its own camcorder,
for the contest and in the future.)

Upfront, we recommend that at least two people (other
than the member) should be involved: one “interviewer”
or person managing the filming of the testimonial and
one person to manage the camera. Help make the
member comfortable—the shoot should be relaxed, not
frantic. Provide enough time to make things “natural.”

Shoot Checklist

Make sure you’ve addressed each of the following prior
to filming the testimonial:

v Battery power

v White balance (do things look washed out or vibrant?)
v Sound check

v Release Authorization and Publicity Consent Form
/ Lighting check

¢ Operation check (is the camera working?)

v Tripod lock-down on stable surface
(A tripod is not supplied with NCUF’s Flip camera)
v Time/date stamp on/off
v Image stabilization on/off
v/ Zoom in/Focus/Zoom out
v Compose image
v Rehearse (questions, comfort)
v Shoot

Help make the member comfortable—the

shoot should be relaxed, not frantic.
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Seven “Deadly’ Video Sins

Avoid these if possible; not only will it make your video
more enjoyable to watch, the quality will be better too.

1. Headhunting—placing every subject in the center of
your frame. Mix it up and make it unique and creative
based on the credit union’s brand, the member’s
personality, etc.

2. Motorzooming—overuse of on-screen zooms is
dizzying for the viewer.

3. Rooting—staying in one spot instead of looking for
interesting angles.

4. Firehosing—panning over the scene back and forth.
5. Upstanding—shooting everything from standing eye-level.
6. Snapshooting—taping only two or three seconds per shot.

7. Backlighting—too much light falling on the
background instead of on the subject.

Successful Video Tips
1. Use manual focus\vyhen possible.
2. Set white balance at :\é\/ery location.

3. 1f s‘k‘hooting outdoors, keep the sun behind you. Be
aware of bad shadows/lighting.

4. Use props or other visual interest if appropriate.

5. Use a tripod or other image stabilization device. For
handheld stability, imagine that your flip camera is a
very full cup of hot coffee.

6. Use the zoom to compose your shot. Avoid zooming
while the tape is rolling. Make sure the zoom is close
enough, but not too close!

7. Physically move the camera only when necessary.
8. Shoot to edit (it’s better to have too much than too little).
9. Keep your average shot length between 5 and 10 seconds.

10. Keep the shot steady (no zoom or pan) for at least 10
seconds at the beginning.



Step 4:

Submitting Testimonials for the
Contest

REAL Member Solutions® is a program designed to
engage Leagues to capture and share real-life member
stories from credit unions within their state. These
member testimonies should reflect the benefit to
individual members and their story—not just highlight
successful programs.

Any member who has been served well by the credit
union is eligible to tell their story. We are not looking
for credit union or League staff or Board members to
provide testimonials, strictly credit union members.

Stories that Translate into Great Testimonials

A few examples of topics that would translate into
great testimonial opportunities include, but are not
limited to:

* Affordable products and services

e Foreclosure assistance

* Savings programs — prize based or challenges,
wealth-increasing

» Used car programs for credit impaired or non-
prime borrowers

* Members saving from payday loan products

* Special wire remittance (check cashing)

* Taxpayer assistance

* Services to previously underserved members —
young people, immigrants, families with
disabilities, senior member and working families

* Education programs (reality fairs, youth branches)
* ESL Classes

* Programs that enhance quality of life

Contest Guidelines

The contest is open to League Communicators and
Leagues Liaisons in states participating in REAL
Solutions® and REAL Solutions® participating credit
unions. States may join REAL Solutions® at any time
during the contest duration, which is from June 1, 2009
to November 2, 2009.

NCUF intends to make the 2009 REAL Members
Solutions contest the first in a series of contests.
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These member testimonies should
reflect the benefit to individual

members and their story—not just
highlight successful programs.

The testimonials should be captured on video. The
entries should be no shorter than 30 seconds and no
longer than 3 minutes. Entries will be judged by the
following criteria:

* Members who portray his/her story with sincerity, are
humorous or motivational. The testimonial should
include quantitative and qualitative information about
how they were helped by the credit union. A member
who articulates the story well and is appealing to
viewers is a plus.

* Members must be willing to sign a waiver allowing the
League/NCUEF to use the video footage and their name.
Video footage should show professionalism and quality
production. (This does not mean hiring a professional film team,
however entries should be clear and easy to hear and understand.)

* A League may submit as many entries as they wish. It
is important to remember: NCUF is looking for member
testimonials, NOT information about successful
programs.

What Will Leagues and Credit Unions Win?

Five winning entries will be featured during the night
of the Herb Wegner Memorial Awards Dinner at the
Credit Union National Association’s Governmental
Affairs Conference.

e The grand prize winning video will be shown during
the Major Donors Reception. The grand prize winners
will be awarded: round trip airfare and accommodations
in DC, plus tickets to attend the Wegner Awards Dinner
including the Major Donors Reception for one credit
union and one League representative, and the member.

* The four second prize video entries will be shown
during the CUNA GAC.

» All five winners will be featured on YouTube.com
and on the REAL Solutions Impact Center,
(www.REALSolutions.coop).

* Press releases announcing winners will be published
through the credit union trade press.



How will the League Benefit by Participating?

Testimonials captured can be used by Leagues in a
variety of ways:

* They can be added to the League website.

* Print materials can be developed to share with local
and national legislators.

* Can be used for statewide advertising campaigns.

* Gain national exposure for state credit unions.

How will the Member Benefit by Participating?
* The member will have the opportunity of sharing
his/her story.

* Will win some small prize (to be determined) for
participating.

Entries should be submitted to Lois Kitsch. Lois will
forward the entries to the NCUF staff and they will be
judged by representatives from NCUF and the NCUF
advisory committee.

Submit entries to
Lois Kitsch at NCUF by

November 2, 2009

What Formats are Acceptable?

Digital files should be submitted. Acceptable formats
for submitting your video include:

* Burned to a DVD
e Via USB drive
* Upload to YouTube™ *

Make sure to appropriately label and package your
entry to ensure it arrives safely.

Include a short description including:

*[_eague contact information

*Credit union/member contact information
*Copies of the Release Authorization and
Publicity Consent Form (for EACH person
featured in the testimonial(s)).

*Send an email with the information above to Jill Stevenson at jstevenson@ncuf.coop. Jill will
forward the link and instructions for uploading the video to the REAL Solutions® Group on
YouTube™.

Lois KitsCh

REAL Solutions®
c/o National Credit Union Foundation
601 Pennsylvania Avenue NW, Suite 600
Washington, DC 20004-2601




Appendix A

League
1234 Street
Your Town, State, 00000

Your League’s Logo

Release Authorization

L hereby agree to allow the companies of the National Credit
Union Foundation, its subsidiaries and/or affiliates to use my image, picture, likeness, comments, name and/or
my life experience and/or video or audio recordings of me and/or my voice for any advertising, publicity or training
purposes.

Company:

Address: ‘

City/State/Zip:

Dated this day of . 20 b\

Printed Name:

Signature:

Witnessed by:
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Appendix B

Publicity Consent Form

For Adults

The undersigned voluntarily consent to <NAME OF LEAGUE> and its member credit unions permission to use
my photograph(s), name, story and/or voice, for communication purposes, including without limitation in

publications, on the Web, and release <NAME OF LEAGUE> or its members from any liability that may result
from a use consistent with said release.

Please print name

Address City/State/Zip

Area Code/Home Phone Signature Date

For Minor Child or Ward

The undersigned voluntarily consent to <NAME OF LEAGUE> and its member credit unions permission to use
the photographs(s), name, story and/or voice of my minor child/ward for communication purposes, including
without limitation, in publications, on the Web and release <NAME OF LEAGUE> or its members from any
liability that may result from a use consistent with said release. \\

Please print name of minor or ward

Signature of Consenter Relationship
Address City/State/Zip
Area Code/Home Phone Date

Keep original on file and send a copy to:
<LEAGUE CONTACT>, <TITLE>
<MAIL ADDRESS>

<FAX NUMBER>
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