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Top issues facing Credit Unions

What are your Top Issues?
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Population by Age Group

2010
Number Percent
Total population ............. 308,745,538 100.0
SEX
Male....... ... .. ... ... .. ....... 151,781,326 49.2
Female........... ... ... ... .... 156,964,212 50.8
SELECTED AGE GROUPS
Under18vyears .................. 74,181,467 24.0
UnderS5vyears ................. 20,201,362 6.5
Stol17years .................. 53,980,105 17.5
18tod4vyears ................... 112,806,642 36.5
18to24vyears ................. 30,672,088 9.9
25todd4vyears . ... .. ... ... 82,134,554 26.6
45tob4years . ... ... 81,489,445 26.4
bSyearsandover ................ 40,267,984 13.0

Source: www.census.gov
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Population/Labor Force by Generation

The Generations Defined

The Millennial Generation®
Born: 1981 10 1897
Age of adults in 2015: 158 to 34

Generation X
Barn: 1865 to 1930
Age in 2015:35t0 50

The Baby Boom Generation
Barn: 1846 to 1964
Age in 2015:51 10 65

The Silent Generation
Born: 1928 to 1845
Age in 2015: TOto 87

The Greatest Generation
Born: before 1928
Age in 2015: 8810 100

* The youngzst Millennisls ars in their t==ns. No
chranalegesl end point has been set for this
group. For the purpose of following a cleanly
defined group, Millennisls ars defined as thoss
age 15 to 34 in 2015,
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Labor Force Composition by Generation

Labor Force Composition
by Generation

% of the labor force

Greatest Silents

295; r 2%

18
Boomers
GenXers
Millennials
Post-Millennials
1%

1995 2015
Q1)

Note: Shares are based on the
annual average in 1995 and the first
quarter average in 2015, Due to data
limitations, Greatest generation not
identified in 2015 and Silent
generation is overestimated in 2015,
Source: Pew Research Center
tabulations of monthly 1995 and
2015 Current Population Surveys,
Integrated Public Use Microdata
Series (IPUMS)
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Internet Usage

Young Adults Are Most Likely to Use The Internet, but Seniors Show
Faster Adoption Rates

Chart Data Embed

Among all American adults, the % who use the internet, by age
100

75

50

25

2000 2002 2004 2006 20038 2010 2012 20714

& 18-29 @ 3049 & 50-64 65 or older

Source: Pew Research Center surveys, 2000-2015.
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Internet Activity

90-100%
80-89%

Key: % of internet users in
each generation who
engage in this online activity

Pew Internet

Pow Infsrnst & Amarican Lt Progsct

Millennials
Ages 18-33

Email
Search

Health nfo

Sodal network
sites

Watch video

Gen X
Ages 34-45

Email
Search

Health info

Younger
Boomers
Ages 46-55

Email
Search

Health info

Older

Boomers
Ages 56-64

Email

Search

Health info

Silent
Generation

Ages 65-73

Email

Search

Buy a product

Govt website

G.L
Generation
Age 74+

Get news

Travel
reservations

Govt website

Watch video

Financial info

Bank online
Financial info




Consumers and Research

D
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Research by New York-based Deloitte Consulting con-
firms that the vast majority ot consumers use the Internet
to research mortgage loans before applying. Deloitte
found that 93 percent of individuals who applied online
reported they had conducted research online as part of the
shopping process. Moreover, 71 percent of individuals
who applied by phone and 60 percent ot individuals who
applied in person also performed online research.




Smart Phones

More than Half of Smartphone Owners
Have Used Their Phone to get Health
Information, do Online Banking

% of smartphone owners who have used their phone fo

Beyond desktops,
laptops, and tablets

Nearly two-thirds of
Americans are now
smartphone owners,
and for many these
devices are a key entry
point to the online
world

do the following in the last year
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Look up real estate
listing=s orinfoabout &
place to live

Loock up infoabout a job - 43

Look up government
senvices or info

Take a classor get
ed ucational content - 30
Submita job
application - 18
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Factors in Lender Selection

FIGURE 13 HOW IMPORTANT IS EACH OF THE FOLLOWING IN CHOOSING THE LENDER/BROKER YOU
USED FOR THE MORTGAGE YOU TOOK OUT?

Having an established banking relationship

Reputation of the lender/broker

Having a local office or branch nearby

Recommendation from a real estate agent/home
builder

Recommendation from a friend/relative/co-worker

Used previously to get a mortgage

Lender is a community bank or credit union

Lender/broker operates online

Lender/broker is a personal friend or relative

Spoke my primary language, which is not English

Recommendation from a lending website

0:% 20I% 40I% GOI% 80I% 106%
Source: CFPB
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User Experience

Today, we must bend to the expectations of the member. Things they are looking for are:
1. Exceptional service

2. Research materials

3. Application convenience

4. Visibility into status of loan

5. Data transfer tools

6. Knowledgeable staff







Lender LOS Replacement Plans

Impressive Wave of LOS Replacements

26% 9% 9% 56%

Replace 2015 Replace 2016 Considering No Replacement

Source: First Wellesley SurveyMatters Polling, May 2015




TRID Readiness Self-assessment

How Prepared Are Lenders for TRID2 88

......

4% 59% 29%
Slightly ahead On schedule Slightly behind edule
of schedule schedule -




Lender View of LOS TRID Readiness

Are LOS Venders on Schedule for TRID?

9% 22% 35% 30% 4%
Ahead Slightly On schedule Slightly behind Not sure
ahead

Source: First Wellesley SurveyMatters Polling, May 2015



Closing Agent TRID Readiness

12% 42% 46%
Slightly behind Behind Not sure
schedule schedule

Some Agents Opting Out

Source: First Wellesley SurveyMatters Polling, May 2015




Mid-Year State of the Mortgage Industry

Better than 2014

 MBA Forecasts:
* 14.2% rise in 2015 total originations to $1.28 trillion

* Fueled by 14.4% purchase and 13.8% refinance loan increase
vs. 2014

« SurveyMatters Polling Reports:

« Twice as many lenders say YTD 2015 closings ahead of
budgets versus lenders behind budget targets

 Lender purchase mortgage share averaging slightly less than
40% of YTD originations

Source: Mortgage Bankers Association of America, MAR e \
First Wellesley SurveyMatters polling, May 2015 5900 ¢ o WO
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Lenders Pursue Ambitious Objectives

D

Major 2015 Objectives

Increase originations, grow market share, achieve budget (73% report higher
2015 budgets vs. 2014)

Improve efficiencies, build production capacity, reduce operating costs
Improve or replace mortgage technology

Add new and improve existing points-of-sale (online, loan officer, branch)

Successfully implement TRID and consistently originate compliant mortgages .
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How Lenders See the Future
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Lenders’ Views

95% believe future competition will be tougher

71% believe it is extremely important to capture millennial

(Gen Y) consumers

71% are optimistic about the long-term economy

Technology, economic and competitive trends and disruptions
will dramatically impact and shape the future of the industry
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Achieve Budgets, Increase Originations
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Best Practices

Seamless Omni-channel application strategy
Efficient and effective POSs

Convenient, viable POS technology for members (self-serve)
and employees (face-to-face)

Fresh, innovative branding and marketing

Faster cycle times




Lenders Compete on Speed

Purchase Mortgages Refinance Mortgages

Average Cycle Time Percent of Lenders Percent of Lenders

Calendar Days

Source: Fir lling, May 2015




Efficiency, Capacity, Cost, Cycle Time

Best Practices

» Improve or replace inefficient mortgage technology (e.g., point-
of-sale platforms and loan origination systems)

» Deploy strategies to enhance efficiency across organizational
structure, position-level activities, workflows and technology
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Technology

Integrations

Today, all integrations can be handled via system to system integrations. This reduces double entry,
builds efficiencies, and reduces probability of errors.

Systems that can be integrated |
. yCredit ’ +Mortgagebot ops -

LOS Create ~ Pipeline ~ Rates Reports ~ Bulk Delivery ~ Resources - (2]
 Mortgage Insurance
* Appraisal

a Loan Pipeline 2000020301 - Solvay

- Title Order Credit - CBC

® CO re Type to filter...

« Automated Underwriting Systems (DU/LP)  Foms&pos

° FI O O d Doc Packages | | |

° M E R S Closing Docs Please choose the following options for the credit report request:

] Copy liabilities to 1003

® U C D P m Select  Applicant Credit Type Reissue  Reference Number
* Undisclosed Debt Monitoring oo v s e e
« Compliance Checks e eRe
Order Fannie Mae Credit Agency [CBC v]
® F N MA Ear I y Ch eC k FarlyCheck Account Number
Order Credit - DU Password [ Remember Password for login session

Automated Underwriting 4\

Order Flood - Kroll | submit | | cancel |
Factual Data




Technology

Products & Omni-Channel

When providing Products, technology
partners should provide both all the products
your institution might need as well as tools
that are effective for each user.

consumer
direct

branch
origination

+Mortgagebot
POS

mortgage
loan officer

Universal Loan -
Servicing
Universal Deposit
Servicing
Core cuse
Management
General Ledger

tem :
%sministration Yy




Support

D
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Best Practices/Account Analysis

Providers work with many financial institutions that originate in many
different ways.

While the technology provider shouldn’t tell you how to run your
business, they should be able to convey what they see as best
practices in the industry. They can cite examples of what others are
doing that is successful.

They should also be able to work with your to see what you are doing,
potential methods to build efficiencies — reconfiguration, different
integrations, altered workflows

If the system is hosted, the provider should also be able to do an
analysis of your data to help you find areas for improvement.




Support

Big Picture Resources

There is so much more a tech provider should be giving you beyond the product
« Simple access to the Due Diligence materials
« Communications (e-mail, accessible on the web, live webcasts) on

* Product Updates

* Industry Changes

Training (available in multiple mediums — written, webcasts, recordings)
* New Users

 Refresher

Information on all products that you might need




Regulatory Assistance

Ultimately you are responsible for your own compliance BRARLTS M
with adherence to regulatory requirements
BUT........ e
""" COMPLETED [+ ]
. - . ROl S ?czuﬁ 32 % T:N:& INCOMPLETE B
A good technology provider will: k k ’) s @

Have a strong legal team supporting them MY CASES

- Be ableto interpret the law as it would apply in any situation

« Configure their products to accommodate those interpretations

* Provide additional information and assistance to their clients
during times of ‘regulatory change or unrest’ — what we did,
why we did it, what your options are....

TRID LOAN ESTIMATE PAGE 3

» Take feedback from clients

* Provide tools for Financial Institutions to train their own

employees
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Cl

lents First

A successful vendor will do for you:

D+

Must Be Available Everywhere-Online, In the Branches, On the Go

II\\I/IuséProvide an Omni-channel of Services to Accommodate All Your Member’s
eeds

Must Provide Integrated Services to Provide Faster Services and Data Integrity
Must Provide Support Above and Beyond

Must Be Forward Thinking in Compliance, Industry and Members Needs

H







i FINANCIAL"
e TECHNOLOGIES.
7 SOLUTIONS
FOR PEOPLE.
At D+H, we’re not in the business of simply selling - - - -
technology solutions — we believe in the power of
partnership.

We work closely with you to truly understand and Partnering with our

clients to deliver trusted:

Lending
Payments
Core
Channel
Optimization

Solutions

fulfill your business needs, with ongoing support
along every step of the way.
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