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Why should CU seek community partners?

How to go about finding partners

Benefits of establishing partnerships

Drawbacks to partnerships

Challenges/mistakes/pitfalls

Advice to CUs who are looking to establish partnerships

Some of our partners

- Founded in 1928

« 11 Volunteer Board Members
- 83 Million dollars in assets

-2 Branches

- 35 Employees

- Most employees speak English, Portuguese, Creole and Spanish

Rui F. Domingos, CEO
493 Somerville Ave.
Somerville, Ma 02143
617-547-3144 ext. 3116
rdomingos@cpcu.org

- Membership Growth

- Changing membership charter

- Targeting a new community/group

- Cost effective way to market CU

- Brand recognition

- Support the community

- Provide members with partner services
- Educate members via partnership

- Support organizations who bring value to the
community




Identify the credit union strategic objectives
Partnership must complement C.U. strategic objectives
Example: Membership growth, target businesses, etc.

Established a criteria for partnerships
Local non-profits
Must provide a value to the community
Willing to enter a formal partnership (win-win)

Identify partners who share the same values
Perform due diligence (including financials)
Develop relationship with president and board of directors
Have a clear understanding of partners goals and objectives
Seek community feedback on the organization/individuals
Look for synergies
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Community presence

Community perception

Partners become a resource

Exposure to partner employees and customers
Collaboration opportunities

PR opportunity

Online presence via partner website
Community Reinvestment Act (CRA) credit
Business relationship with the credit union

Keep in mind that it is a relationship

Must be willing to give and take

Need to allocate the time to maintain relationship
Partner may expect more from you

Other organizations maybe wondering why you did not
pick them

May limit your ability to form similar partnerships

Partner may experience changes and no long wants to
continue relationship

Initially not having clear defined expectations
Lack of a formal agreement for major partnerships
Not everyone will agree with the partnership

Stay in touch, follow-up

Potential reputational risk

Be prepare to defend your partnership
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Make sure partner complements who you are as a credit union
Make sure it's a mutually beneficial relationship

Identify what you have in common

Look for ways to help the organization

Diversify your relationships

Along the way ask if the relationship is still working

Meeting with key players at least quarterly

Be aware of the general public opinion of your partner

Be prepared to break the partnership if necessary

Prepare an exit strategy (a must if you have a contract)
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*CPCU logo on both sides of 25 mini buses
*Press Releases

*CPCU logo/link on SCM website

«Annual event participation

*Employee meetings

*Marketing materials distribution to riders
*Business Accounts

«Joint Press Releases

*CPCU logollink on MAPS website
«Annual event participation
*Employee meetings

*English Classes to members
«Citizenship Loans




*CPCU logo on website

+Join Press Releases

«Annual event participation

*5k Race sponsorship

*CPCU Annual event participation
*Annual Coat Drive

«Joint Press Releases

*Speaker at Annual Fundraiser

«2 annual presentations to students
«Offered Students accounts
*Presentation to the parents/teachers
«School business accounts

2nd Annual Member Appreciation/Partner Event

«400+ Attendees Partners provided prizes, free
+33 Partners food and drinks, helped run
+7 Restaurants coordinate and run the event

2"d Annual Member Appreciation/Partner Event

2" Annual Member Appreciation/Partner Event
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Questions & Comments

THANK YOU




