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Strategic Focus

Credit unions face increasing pressure to grow membership, deepen engagement, and retain
valuable relationships in an increasingly digital and competitive landscape. Yet many hidden
opportunities remain untapped within their existing member base. By leveraging deep
marketing analytics, credit unions can uncover highly targeted insights that drive measurable
improvements in deposit and loan growth, share of wallet, engagement and retention, often
using data they already possess.

This paper outlines where to begin, how value is generated, and what a credit union needs to
be prepared to do to make such an initiative successful, all while addressing common
concerns about complexity, resource demands, and cost.

What is “Deep Marketing Analytics”?

Unlike traditional segmentation approaches that group members broadly by age, product
type, balance tier, etc., deep analytics leverages machine learning to closely examine the
combination of behavioral patterns, transaction-level data, digital engagement, and
prescriptive demographic data elements. It can be leveraged effectively to predict future
needs, identify individual-level opportunities, and surface timely insights for precision
engagement. The best place for a credit union to begin is with three primary analytics use
cases that deliver outsized impact without requiring substantial operational change:

o Cross- Sell Opportunity Micro-Segmentation &
Ob Analysis @ Behavioral Archetypes
Identify which members are most likely Pinpoint members into a “cohort of
to need a credit card, loan, savings one,” based on behavioral traits such
account, or other product or service as spending patterns, engagement
they don't yet hold.This taps into frequency, or dormant accounts. This
revenue immediately without enables precisely tailored and highly
acquisition costs. relevant marketing tactics instead of

generic campaigns

é /5 Attrition Risk Prediction

Spot early signs of disengagement—
silent attrition—such as balance
drawdown, reduced logins, or dropped
payroll deposits. These indicators allow
for proactive retention and reactivation
efforts before members exit.
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Traditional Segmentation vs. Deep

Analytics

Deep marketing analytics is not just a technological evolution, it's a strategic shift in how
credit unions can understand, anticipate, and meet the needs of their members. While
traditional segmentation has served as a useful foundation, it often relies on static
demographic slices and broad assumptions that leave significant growth potential on the

table.

Deep analytics goes further, amalgamating behavioral, transactional, and contextual signals
to create a dynamic, real-time understanding of members as individuals. This unlocks
powerful new opportunities to personalize engagement, improve product and service
relevance, promote financial wellness, and strengthen member loyalty in ways that traditional
approaches simply cannot match.

Strategic Lever

Data Sources

Frequency

Personalization Depth

Channel Relevance

Predictive Capability

Engagement Lift

Long-term Growth

Traditional
Segmentation

Demographics, product
ownership

Quarterly or annual updates

Broad group-level
messaging

Generic, static channels

Modest

Lift conversion and
adoption of current
products and services

Deep Marketing
Analytics

Behavioral patterns,
transaction signals, life
events

Near Real-time or monthly
refresh

Individualized (cohort-of-
one) targeting

Channel agnostic, member-
specific, context-aware
recommendations

High: uses Al to forecast
next action or risk

3x increase in response
rates and ROI

Evolve products and curate
new ones based on real-
time, member specific
analytics
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Where The Greatest Value Is Realized

Deep marketing analytics enables credit unions to unlock strategic opportunities that were
previously difficult to identify using traditional marketing methods. By analyzing member
behavior, transaction trends, and engagement signals in concert with curated data, credit
unions can better prioritize their efforts and deploy targeted actions where they will yield the
greatest return.

The following table outlines specific areas where deep analytics consistently deliver strong
and measurable value, across both growth and retention initiatives.

Value Area

Impact Potential

Data Required
[~

Core system data,
product holdings,
transaction data

Loan/Product Cross- +10-25% loan growth
Sell via precision offers

Demographics,

High- Value Segment
Identification

Attrition Prevention

Activation

External Relationship
Discovery

Up to 3X+ higher
marketing ROI

10-30% reduction in
churn

2-3X increase in
usage

Recover wallet share
from other Fls

engagement, product
mix

Balances, ACH trends,
login patterns

Al-driven matching of
segments to targeted
campaigns & channels

Transaction analysis
(ACH, debit/credit card
data usage)
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Types Of Data Recommended For Deep
Analytics

To power high-precision insights, deep marketing analytics requires a well-rounded view of
member behavior. Fortunately, most credit unions already possess the foundational data
needed, scattered across core systems, transaction records, and engagement logs. The key
is organizing and integrating these data sources to reveal patterns that traditional
segmentation often overlooks. Below are the core data categories that should be considered
to generate meaningful and actionable outputs.

Core Banking Data: CRM and Campaign
History:
Member ID (tokenized), product
ownership, account status, Prior marketing interactions,
open/close dates campaign outcomes

T ion Hi : . .
ransaction History Loan Application Data:

ACH activity direct deposits,
debit/credit usage, transaction Pre-approvals, approvals,

amounts and ending balances, declines, conversion metrics
merchant category codes

Digital Engagement: Demographics :

Online/mobile banking logins, Age, location, household,
feature usage (e.g., bill pay, income bands
Zelle, RDC)
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Where And How Insights Can Be
Applied For Maximum Benefit

The actionable intelligence generated from deep analytics can be delivered through a variety
of channels to optimize relevance, timing, and results:

Inbound Member Interactions

Personalized banners in Outbound Campaigns
online/mobile banking portals
Contextual prompts and pre-filled « Targeted emails and direct mail for
applications during member logins product offers
e SMS reminders tied to upcoming
financial milestones or approvals

Automated and Digital Channel

Triggered app push notifications based Call Center & Branch Staff
on behavioral triggers (e.g. first deposit Enablement
decline) : ‘

In-session messaging to encourage « Guided scripts for reps based on

adoption of underused services member propensity or life stage
« Retention and activation offers or

cross-sell prompts embedded in
CRM tools

Laying The Groundwork For Success

While deep marketing analytics offers powerful capabilities, its success is ultimately rooted in
a credit union’s internal readiness. Establishing a strong foundation ensures that insights can
be effectively activated and refined over time.

0: Data Preparation: Ensure availability of anonymized or tokenized member-level core
—— and transaction data. Coordinate with internal IT or your core provider to enable
secure and timely data extraction.

Cross Department Alignment: Align marketing, digital, IT, and compliance teams on

@ goals, data use, and approval workflows. Define a shared understanding of how
insights will be used across delivery channels.

n Execution Readiness: Confirm that campaign resources (e.g., email, in-app,

clLI outbound) are in place to act on prioritized opportunities. Establish feedback loops to
share campaign performance and refine targeting models and product/service
features over time.
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Expansion Path: From One-Off
Campaigns To Real-Time
Personalization

Once initial campaigns are launched and validated, the analytics program can expand into
more sophisticated and integrated engagement strategies:

Cross-sell, segmentation, Fast wins from untapped
attrition member opportunities

Lifecycle triggers, Timely, targeted outreach
campaign activation at scale

Real-time personalization Embedded engagement

Advance and product evolution and long-term loyalty

Over time, credit unions can move from flat-file driven analytics conducted periodically to a
fully integrated approach:

Ad hoc to Integrated: Transition from monthly or quarterly insight reports to more frequent or
always-on data feeds.

Marketing Enablement: Plug insights into existing marketing automation or CRM platforms.

Member-Facing Personalization: Deliver relevant prompts via online banking and mobile
apps.

Employee-Facing Enablement: Equip branch and call center staff with near real-time
member context and recommended next actions.
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Analytics Engagement Flywheel

To sustain and scale the benefits of deep marketing analytics, credit unions should adopt a
cyclical approach that continuously builds upon itself. This "engagement flywheel" represents
a virtuous cycle where data-driven insights feed targeted actions, which in turn generate new
behavioral signals to enhance future marketing precision. When properly executed, it drives
compounding gains in engagement, loyalty, and financial outcomes.

Segments and
propensities are
pushed into
marketing/CRM.

Member-level data
insights
are generated.

Models learn
and improve
targeting

- Campaigns or
precision.

digital
experiences are
activated.

Outcomes and behavior
are tracked.

This shift enables hyper-personalized, context-aware engagement in moments that matter,
without requiring massive internal infrastructure. The result: higher conversions, better
experiences, and deeper loyalty.
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Fintilect’'s Deep Analytics: Addressing
Common Concerns

Challenging long-held approaches to marketing and member engagement can feel like a huge
leap. But as data capabilities evolve and member expectations shift, rethinking how insights
are uncovered and applied becomes a strategic imperative. Understandably, that comes with
questions. Below, we address some common concerns credit unions raise when considering a
new, deep-analytics-led approach.

“Will this require a lot of internal resources?"

No. Our process is intentionally designed to minimize the lift required from your internal team.
We follow a prescriptive, expert-led approach that guides each step, from data preparation
through insight generation and execution planning, so your credit union doesn’t need to
dedicate extensive time or resources.

The starting engagement typically requires limited involvement from your team, primarily for
data extraction and alignment on goals. From there, our experienced team takes over the
heavy lifting: handling ingestion, cleansing, analysis, and opportunity identification. Evenin a
production engagement, your role remains focused on providing periodic data extracts and
sharing outcomes for model refinement. There’'s no need for in-house data science expertise
or major system changes. Our team functions as an extension of yours, ensuring a low-friction
process with clear, actionable outputs that are ready to deploy.

"We’'re concerned about costs."
Most engagements begin with a free or low-cost proof of concept (POC) using existing data.
ROl is measurable quickly and often self-funds future expansion.

"We don’t want to overcommit to Al."

That'’s a valid concern and one we fully respect. While Al plays a role in helping uncover timely,
high-impact opportunities, it's just one part of the equation. The true value comes from how
it's applied—strategically, contextually, and with expert guidance.

Our process is led by seasoned subject matter experts who know how to interpret your data,
apply advanced tools like Al where they add the most value, and translate complex insights
into clear, actionable strategies. You're not being handed a black box containing embedded
Al, you're partnering with a team that brings both the intelligence, and the human judgment
needed to turn data into real outcomes. This ensures the focus remains on driving
measurable results, not just implementing technology for its own sake.
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Fintilect’'s Deep Analytics-
Addressing Common Concerns

"How secure is the data and what about compliance?"

Fintilect uses encrypted data transfers and tokenization protocols. All data is de-identified
and used strictly within regulatory-compliant environments. No Pll is exposed, and credit
unions retain full control.

"What if we don't have a robust data infrastructure?"

Even credit unions without in-house data science teams or modern data warehouses can
benefit. Fintilect handles data ingestion and the full analytic process, working directly with
your core or LOS provider.

"Will we be able to act on the insights?"

Yes. Outputs are designed to be marketing-ready with segmented lists and product/offer
recommendations that your team can use and plug directly into your CRM or marketing
automation tools.
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Final Thought

The journey to deeper member engagement doesn't require massive investment or
transformation. With Fintilect’s focused deep marketing analytics approach, credit unions can

begin uncovering and capturing real, quantifiable value within weeks, with minimal lift and
maximum return.

About Fintilect

Fintilect is a specialized fintech partner focused exclusively on empowering credit unions
through a unique combination of digital banking and data-driven marketing expertise. With
deep experience across member engagement, channel optimization, and advanced analytics,
Fintilect delivers solutions that go beyond technology, offering strategic guidance, tailored
execution, and measurable results.

Whether enabling seamless digital account opening, personalized in-session marketing, or
unlocking actionable insights through member-level data analysis, Fintilect helps credit
unions grow share of wallet, improve retention, and modernize the digital experience. Our
consultative approach ensures every initiative aligns with your goals, systems, and resources,
making transformation achievable, not overwhelming.

To explore how a discovery
engagement could work for your credit
union, reach out for a brief strategy

session:

contact@fintilect.com
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