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A message  f rom the  Pres ident /CEO

Success does not happen accidentally.  In life, in business, in general, success is the result of careful planning and diligent effort.  At 
Partners, we spend hundreds of hours each year working in groups and individually crafting the plans for the credit union.

This document contains definitions and explanations of our core beliefs, and is the foundation of our strategic plan.  While there are 
elements that may change over time, the essence of the message – that is, the operating philosophy of the credit union, will remain 
the same.

The talents of many leaders went into the creation of this plan, and I 
thank them for their efforts.  The leadership team has been influenced 
by dozens of professionals from multiple disciplines.  At the end of 
this document is a bibliography. I encourage you to reference the 
bibliography for books that will provide for you an even deeper view into 
the theories and ideas from which we drew the plan.

The Strategic Plan you’re holding is a foundation; it is not an annual 
operating plan.  One section details five strategic perspectives – lenses 
through which we view the organization as a whole.  It is from these 
perspectives that we ultimately craft our operating plans and annual 
budgets.  These are the plans that contain specific initiatives and 
projects we will undertake to propel the organization forward.

On this page is an illustration to demonstrate the way in which we 
approached the writing of this plan.  We started with our Vision and 
Mission statements, which lead directly to our Value Proposition – 
delivering superior value, convenient access, and differentiated service.  
Management guru Peter Drucker provided five fundamental questions, 
the answering of which build the framework for our plan.

You are an essential part of our company, and of the strategic planning 
process.  So, please read the document, ask questions to your leader 
if needed, and take personal ownership of its contents.  The success of 
our organization depends upon it.

John Janclaes
President/CEO
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“We value our relationship with Disney.  At the same time, we 
recognize the need for the credit union to have its own identity as a 
sound financial institution influenced by Disney.”

What  i s  our  Bus iness?

Drucker’s Five Questions

1. What Is Our Business?

Let’s start with the simple and the obvious: our business is retail banking.  But it is retail banking with a unique twist, and it’s important 
to know how our business differs from that of our competitors.

Partners is a single-sponsor, not-for-profit 
 financial cooperative owned  

and operated by its Members.

Let’s breakdown each element of that statement to have a more thorough understanding of 
“what is our business”:

Single-Sponsor
The term single-sponsor means just what it says: Partners has only one sponsor company.  
As you know, our sponsor is The Walt Disney Company, a large, dynamic, global enterprise.  
According to the NCUA, there are fewer than 15 single-sponsor credit unions left in the United 
States.  Most other credit unions have chosen to change their charter to reflect multiple sponsor 
organizations, or a community-wide field of membership.

The reason credit unions typically adopt these more broadly defined charters is to increase and 
diversify their fields of membership.  Tying to multiple sponsors in various industries might help 
insulate a credit union from boom and bust cycles in the economy.  Community charters act in a 
similar fashion, and essentially position credit unions as community banks.

There is a third charter available to credit unions, called a Trade, Industry, or Profession (TIP) 
charter.  This charter allows credit unions to serve all individuals who work in a single industry, 
like the airline industry.  The TIP charter is an intriguing option for several large single-sponsor 
credit unions because it essentially provides a horizontal integration strategy.

Partners is proud of its heritage and association with Disney, and we anticipate a close 
partnership for years to come.  Ultimately, changes to Partners’ charter may be inevitable, but 
in the meantime, we are dedicated to expanding our relationship with Disney beyond a valuable 
Cast Member benefit into a strong business partnership.

All logos © TWDC
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What  i s  our  Bus iness?

Not-for-Profit
Essentially, banks and credit unions provide similar products and services, generate income the same ways, and have similar 
expenses, and each is dedicated to creating wealth for its owners.  The difference is that banks are owned by stockholders, and 
credit unions are owned by their member/owners.  Because of this structure, the government designates credit unions as not-for-
profit institutions.

The cooperative nature of credit unions provides our greatest advantage over banks. The income banks must dedicate to paying 
shareholder dividends and taxes, for credit unions, is funneled directly back to the member/owners.  Some credit unions deliver this 
value in a once-a-year dividend check.  Most, like Partners,  provide the value in multiple ways – through better savings and loan 
rates, lower fees, and better access to accounts.

We all know intuitively that credit unions provide better value than banks, and the not-for-profit 
nature of our business is the biggest reason this is possible.

Financial Cooperative
The term cooperative comes from the root word “cooperate”, which we know means to work with 
someone else to improve everyone’s performance.  In simple terms, we cooperate with others to 
accomplish more than we could alone.

The best definition of cooperative for our use is probably:

“A jointly owned enterprise engaging in the 
production or distribution of goods or the supplying 
of services, operated by its members for their 
mutual benefit.”

The cooperative is jointly owned, meaning that we all have a stake in its success - our member/
owners, our volunteers, our staff, our regulators, our sponsor.

The cooperative is operated by its members, meaning that there is a voluntary Board of 
Directors in place to oversee the credit union’s operations to ensure management is properly 
running the organization to improve member/owner value.  

The cooperative is operated for mutual benefit, meaning the cooperative must provide a good 
balance for all stakeholders.  We call this a  fair exchange of value, and we apply this principle to 
all of our relationships – with member/owners, with Disney, with vendors, and with regulators.

We mustn’t lose sight of the cooperative nature of the credit union, as it establishes a specific 
framework within which we operate.  

Fullerton Branch in Fullerton, CA
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“The tax-free status is a great advantage for credit unions over 
banks, but it’s not critical to our survival.  Credit unions in Canada 
pay taxes and remain healthy competition for banks.”

What  i s  our  Bus iness?

Owned and Operated by its Members
To paraphrase a popular idiom, to the owner of the business go the spoils.  Like every other business, the credit union is here to 
increase owner wealth, and its fortunate for us that our owners are the very members we serve!

As referenced earlier, the credit union is overseen by a voluntary Board of Directors. The voluntary nature of our Board is another 
major differentiator between banks and credit unions.  While management makes the decisions on how to run the operation, the 
Board holds management accountable for its actions. 

Partners is fortunate that its Board of Directors is comprised of professionals who bring diverse backgrounds and skills to their role 
as volunteers.  Many of these individuals are current or former executives within The Walt Disney Company, which brings a unique 
perspective to the management team of the world within Disney.

In addition to the Board of Directors, Partners utilizes other 
volunteer groups.  For instance, the Supervisory Committee 
oversees the credit union’s financials, and monitors compliance 
and audits.  The Member Service Advisory Committee is a group 
of Disney leaders who offer a direct connection to the Cast 
Members of Walt Disney World.  All volunteer groups provide 
invaluable assistance in expanding our visibility and accessibility 
within the Company.

With this understanding of our corporate structure and 
philosophy, we have started answering “What is our business?”  
Let’s continue by learning how we keep the lights on.

What Makes Partners Engine Run?
Having a basic understanding of the credit union’s financial 
engine is important to understanding not just how we pay our 
bills, but how and why some decisions are made. This requires 
a basic understanding of profitability and what we call the value 
engine.

There are several levels to gauge profitability for a credit union: 
product, account, individual, household, branch, and enterprise.  
The foundation for all of these views is product level profitability, 
which leads directly into account level profitability.  Individual 
profit is a collection of accounts, household profit is a collection 
of individuals, branch profit is a collection of households, and 
enterprise is a collection of branches.  (See diagram)
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What  i s  our  Bus iness?

Product profitability is determined by the subtracting the expenses to manage that product from the income the product generates.  
Simply, the higher the income and the lower the expenses, the more profitable the product and yes, it’s very possible for a product 
to have negative profitability.

Individual and household profitability, upon which programs like Relationship Rewards are essentially built, are typically driven by 
two factors: product mix and balances.  That is, an individual using only negatively profitable products will have an unprofitable 
relationship.  Individuals using profitable products will be profitable.  And the higher the balances in those accounts, the higher the 
profit (or greater the deficit!).  Most individuals and households use a mixture of profitable and unprofitable products.

The continuum below shows the major products offered by the credit union, and their relative profitability levels.  First mortgages yield 
the highest overall annual profit (balances!), while Jumbo Certificates provide the lowest profit (again, balances!)  Not surprisingly, 
the profitable side of the continuum is mostly populated by loan products, which generate the vast majority of income for the credit 
union.

Acknowledging that products, individuals, and even households contribute to the cooperative at different levels is an important step 
to understanding strategy.  Indeed, the management team is faced with decisions every day that leverage this insight to propel the 
credit union forward, because like all companies, our resources are limited.  Which products should have the most competitive rates 
and fees?  Which products should we actively promote?  Where should we install a new ATM or branch?  All of these decisions are 
driven, in part, by considering the contribution levels involved.

The bottom line is we have strategic options.  Fortunately, when we are able to apply resources specifically, we have the opportunity 
to fuel the value engine.  The diagram on the next page, popularly known as the “Flywheel”, illustrates how value is created and re-
applied within the credit union to improve performance.
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“Account level profitability is driven by balances and consumer 
behavior.  The continuum above reflects only average profitability for 
specific products, relative to each other.”

The Value Engine
It all begins with being efficient, which means having a focus 
on lower operating expenses.  This begins and is most heavily 
influenced by the choices we make.  Everything from Relationship 
Rewards to our compensation strategy, from the market areas 
we choose to compete in, and the fees we assess – all of these 
choices have a direct impact on our operational expenses. 

Starting at the top of the diagram, lower operating expenses 
create efficiencies for the credit union, allowing us to earn a 
higher return on assets.  Return on assets is simply our income 
divided by our total assets, and is one of the key measurements 
on our corporate scorecard.

This higher ROA builds higher capital for us.  In this instance, 
think of capital as being the income we earn beyond our costs.  
What we do with this capital is important.  Some of it is tucked 
into our credit union savings account for rainy days, but most of 
it is given back to the members.  There are literally hundreds of 
ways we might give this capital back to the members, but they 
all have the same purpose: to deliver on our value statement of 
superior value, improved access, or differentiated service.

We have real-life examples of the distribution of this capital. The 
Relationship Rewards program provides increased value on share certificate rates beyond our already competitive position.  In 
2007, we reduced the NSF and Courtesy Pay fees from $28 and $25 respectively, to as low as $15.  We increased the number of 
Cast Members working in our Member Service Center to improve service.  And we created a new deposit account specifically for 
clients of our Wealth Management group – the Investor Money Market Account.

Following the Investor Money Market Account around the Flywheel, this account provided tremendous additional value for the members, 
who in turn opened the accounts and dramatically raised the average balance in our share accounts.  These higher balances allow 
for even better efficiencies.  After all, would you rather service 100 accounts with $10,000 in balances, or 10,000 accounts with $100 
balances?  In the end, these increased efficiencies lead to lower operating expenses, which fuels higher ROA.

Now we have a better answer to the question, “What is our business?”  True, we provide retail banking services to Cast Members 
and employees of The Walt Disney Company.  But, clearly, there is much more to it than that.  We can now turn our attention to 
Drucker’s second question.

Strategic Plan

What  i s  our  Bus iness?



10

Strategic Plan

Key 
Learning

Who is our Member?
Like the first question, this appears easy to answer.  And on the surface, it is.  Our Members are Cast Members, family members, 
and retirees of The Walt Disney Company.  Even a cursory glance at our charter, however, will reveal how limiting even that 
definition is, as there are more than 60 additional companies not owned by Disney that offer Partners membership as a benefit to 
their employees.

Partners single-sponsor charter does not completely restrict us from serving companies beyond Disney, but it defines which 
companies in particular that are eligible.  In short, any company with a long-term contractual relationship, or what can be defined 
as a “dependency relationship” with Disney, is eligible for membership.  Typical examples of companies matching this profile are 
Operating Participants such as House of Blues, Rainforest Café, and Basin.

As you may have guessed, answering the question “Who is our Member?” will require a deeper understanding of people than simply 
where they work.  After all, not all Cast Members are the same age, have the same income, or live in the same city.  Indeed, our field 
of membership is as diverse as the country itself, stretching across all demographics.

There are a number of tools we use to gain a deeper understanding of our Members, 
which we call Member Intelligence.  The primary tool we use for Member Intelligence 
resides in our Marketing Department.  The Marketing Customer Information File, 
or MCIF, is a powerful database that stores all month-end Member account data.  
Beyond account information, the MCIF also holds important demographic data on 
our members that allow us to make better decisions on what to promote to whom, 
as well as where and when to promote.

The MCIF collects data from all relevant credit union systems, including Symitar, 
FDR, Fisys, and the wealth management group, to prepare a comprehensive view 
of the member’s profile.  The MCIF also contains the credit union’s profit model, 
so it can calculate the contribution levels of each member (or household, product, 
et al) each month.

Who is  our  Member?
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“From time to time, Raddon will alter the lifecycle segments to  
include different age and income definitions, and even introduce new 
segments. More often, they report new learnings from ongoing research.”

Who is  our  Member?

There is another important lesson within these numbers, and it deals with another difference between banks and credit unions.  
Banks have the tendency to identify the most profitable products and services, and then chase after that business wherever it takes 
them.  Credit unions, like Partners, take a much more deliberate approach because we don’t chase after accounts.  Rather, we 
review and understand what our members value, where they live, and what they expect, and then shape our offers to match.  It’s 
a subtle but important difference.

Member Demographics
Companies have been viewing consumers in terms of demographics for more than 100 years, and Partners is no different.  We 
supplement self-reported data provided by the member, such as birth dates and addresses, with data purchased through outside 
companies.  Combining the data from these multiple sources provides a clear profile of each Partners member.

Obviously, knowing a member’s age, income, number of kids, type of car she drives – and the rest of the dozens of demographic 
information we own, only becomes useful in application.  So how does Partners use this data?

Raddon Financial Group (RFG) Member Lifecycles
Raddon Financial Group has been collecting and analyzing consumer data, specific to the banking industry, for more than 50 years.  
The lessons they have learned are used by credit unions and banks around the world, including Partners.

Raddon has created six distinct member lifecycles, based upon a person’s age and household income.  (Interestingly, these lifecycles 
do change with time, as consumer behavior changes.) 

Notice that there are only two criteria 
to determine a person’s lifecycle 
segment: age and household 
income.  Raddon has learned that 
these two criteria are enough to 
allow companies to make high-level 
assumptions regarding consumer 
behavior, especially in terms of the 
types of accounts the consumer 
will desire, and the channels the 
consumer will prefer to use.  The 
likelihoods are called “propensities.“
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Who is  our  Member?

Don’t get hung up on the names of the lifecycles, as they are simply intended to be a way to designate one group from another.  

Raddon provides detailed information on all lifecycle segments.  Given the chance to review this data, you’ll notice national averages 
for age and income, as well as other information.  You’ll also see the segment’s propensity for certain products, services, and 
delivery channels.  Raddon uses a 100-point index score to reflect propensities.  An index score of 100 means that segment is just 
as likely as any other segment to desire that particular product or channel.  The higher the score, the greater the segment’s desire 
for that product; the lower the score, the lower the desire.

Examining the profiles will reveal that there are certain lifecycle segments that have a greater need to borrow money, like Credit 
Driven and Middle Market households.  Other segments have a greater need for savings, like Low Income and Middle Income 
Depositors.  These lessons are important to learn as management determines where to apply most of our value because, remember, 
we can’t be all things to all people.

Where are our Members?
Raddon’s research has been done and maintained on a national 
level, so it doesn’t matter where the consumer lives in order for it to 
be relevant.  In other words, an Upscale household in Los Angeles 
will have very similar propensities to an Upscale household in 
Orlando.  The actual incomes may be different, but their behaviors 
will match.

This is helpful to us as we examine Partners field of membership, 
because we actually have members resident in all 50 states, and in 
more than 20 countries around the world.  In fact, we have logged 
visits to our website from as many as 64 different countries in a 
single month!  It truly is a small world after all.

Still, the concept of a fair exchange of value carries through to 
our service area strategy.  Clearly, a strategy for national branch 
deployment is not realistic for us.  This has led to an important 
management decision, written as a core tenet for our organization: 
Partners will concentrate its service area to three specific geographic 
territories: Los Angeles, Anaheim, and Central Florida.

This does not mean that we abandon our members outside of our immediate service area, but it does affect the way in which we 
serve them.  Partners leverages shared branching and ATM networks to provide convenient access to accounts, which is enhanced 
considerably by the Relationship Rewards program.  We will also continue enhancement of our online services to better serve 
members remotely.

We have more accurately answered the question “Who is our Member?” and are now ready to consider Drucker’s third question.

Did you know?

• The average Partners member is ten 
years younger than the average credit 
union member? (37 for Partners vs. 47  
for the national average)

• About 75% of our members belong to 
one of three lifecycle segments? (Credit 
Driven, Middle Market, and Upscale)

• Partners has 70% more Credit Driven 
members than the average credit union?
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“When considering new market areas, we will look for large 
concentrations of potential members that have the ability to 
contribute to the cooperative, and not dilute its strength.”

What  do  they  va lue?

What do they value?
What do our members value?  A quick answer is provided in our value statement: superior value, convenient access, and differentiated 
service.  Still, let’s look deeper yet again.

Certainly, how one member defines value is going to differ from another’s definition.  One member may require very high share 
certificate rates, while another values no monthly fee checking accounts, while yet another is looking for the lowest possible rate on 
a credit card.  

Convenience is another term that can change from person to person.  Some members prefer the freedom to do their banking from 
the comfort of their own homes.  While some members prefer the convenience of a Partners ATM at their work location, other 
members haven’t used an ATM in 3 years.  Still others may desire the comfort and security of an in-person transaction at the 
branch’s teller line.

The definition of great service may vary within the same individual.  One might consider fast, friendly and accurate service at the 
teller line great service.  That same individual might want a slower, more deliberate approach when it comes to applying for a loan.  
And consider the member sitting with one of our mortgage counselors or wealth advisors – certainly superior product knowledge will 
be key to delivering great service.

These broad definitions for the value statement may lead us into 
trying to be all things to all people – a strategy we recognize as 
unrealistic.  And this might be an accurate representation, if not for 
the lessons we learned:

   •  Raddon’s research shows which members have which 
propensities

   •  Our own data shows how many Partners households are 
represented in each segment

Add to that what we know from our profitability continuum, and we 
have some powerful decision making tools at our disposal.
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What  do  they  va lue?

This table below contains four quadrants.  The horizontal axis is our profitability continuum, with a profit per account of $0 as its 
center.  The vertical axis shows the Raddon product propensities, with a 100 index score as the center.

By charting a segment’s propensity for each product, each of the four quadrants are populated.  Note that the segment’s circles vary 
in size.  The larger the circle, the larger this segment of households at Partners.

The top right quadrant is our Core Product quadrant.  These are products that contribute positively to the credit union (positive profit), 
and that share a higher propensity for our Member segments (index higher than 100). For clarity, we have charted only our three 
largest segments.
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“Perhaps nowhere are the impacts of management choices more  
frequently evident than in pricing strategy. The Asset and Liability Committee 
(ALCO) meets regularly to ensure we are offering our best rates on the products  
our members most desire.”

What  do  they  va lue?

Products that fall into the high propensity / low profit quadrant (top left), and the low propensity / high profit quadrant (bottom right) 
constitute adjacency products.  These are products that are either important to members but contribute little, or products that 
contribute much and are not very popular with these segments.

Generally, products in the bottom left quadrant, low propensity / low profitability, linger there for only specific lifecycle segments.

Immediately evident is how populated the Core Product quadrant is with all 
three lifecycle segments.  This is important, because it represents a tremendous 
opportunity for the credit union.  In a typical credit union, these three segments 
make up 61% of the population.  At Partners, these segments are 71% of our 
membership.

The credit union uses this information to make important decisions every day.  
Knowing that nearly three-quarters of our membership reside in Credit Driven, 
Middle Market, or Upscale households allows Partners to focus its delivery of 
value, access, and service to these specific groups of Members.  Thus, our 
strategy is to beat the competition in our core products.

Of course, this doesn’t mean we differentiate our offerings or our service levels 
to members of different lifecycle segments.  But it does mean, when given the 
choice between increasing value on one product over another, we will look to 
serve the most households.  And as always, we are looking to reinforce a fair 
exchange of value with all members.

Understanding which products are core products for us naturally leads us to 
another core tenet, this one regarding core processes.

These are the products we consider  
to be our Core Products:

• Real estate loans

• Equity loans

• Auto loans

• Unsecured loans

• Checking accounts

• Investment accounts

• Money Market Accounts

• Certificates
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What  do  they  va lue?

Core Processes
The act of delivering core products requires core processes – those things we perform in order to connect the members with the 
products and services they desire.  The more effective and efficient Partners can be in performing these core processes, the lower 
our operating expenses, the better the value, and the higher the member satisfaction levels we will earn.  These are the things we 
must be very good at doing.

New membership opening• 
Consumer loan delivery• 
Real estate loan delivery• 
Telephone service delivery• 
Online service delivery• 
Providing convenient access to cash• 

We continually ask ourselves, are we better than our competitors at delivering 
the above-mentioned services?  Perhaps more importantly, how can we 
improve the way we deliver these services?

Examination of the operational plan, and specifically the Master Project List 
for the credit union, will reveal many of the major projects and initiatives 
we tackle are tied directly to these core processes.  One, the Consumer 
Lending Initiative, is a broad umbrella encompassing several major projects, 
all intended to improve the way in which members borrow money from the 
credit union.  Considering that nearly 70% of the credit union’s income is 
derived directly from consumer loans, and our membership’s high propensity 
for these products, it comes as no surprise that we are focused closely on 
improving this process.

Simply understanding there are a handful of critical processes we utilize to 
deliver service to members is an important step for us.  The way in which 
we address the optimization of these processes shows we recognize their 
importance to the members.

We’ve come a long way in answering Drucker’s five questions, and with these 
answers we have a sound understanding of who we are, who we serve, 
and what they value.  The next two questions deal directly with our plan for 
improvement.  It’s where we are going next.
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“The Office of Project Management maintains the credit union’s  
Master Project List, which lists all major projects and initiatives 
underway or scheduled.  Project teams report on progress each month.”

What  i s  our  p lan?

What Is Our Plan?
In addition to this important information are the critical day-to-day operations of the credit union.  The management team typically 
describes these activities as “BAU”, or “business as usual” - the daily activities required to deliver service to the members, keep the 
lights burning, and build member value.

As you might imagine, the business plan for the credit union might be a large and complicated document.  You’d be right.  In fact, 
there are so many facets to our organization that it requires several ways to view the company.

One way to perceive the company is departmentally.  That is, we could separate the various project and BAU elements for each 
department, and then collect them for a complete view.  While this process might work well at the department level, it is not the 
best way to create a comprehensive view of the plan, because projects and initiatives tied to core products and core processes 
will inevitably stretch across department lines.  Anyone who has worked in an environment where departments make unilateral 
decisions that ultimately effect other departments has experienced the trouble this causes.

Instead, we prefer to view the organization through specific interdepartmental, cross-discipline views we call Strategic Perspectives.  
Each perspective is defined with an aim or purpose statement, and has a senior leader acting as champion.

There are five strategic perspectives, presented alphabetically:

Core Processes• 
Growth• 
People Brand• 
Profitability• 
Sales & Service• 

The following pages will more completely describe each of the perspectives, and will provide for you more insight on how the 
strategic plan will be built.  Each section contains the perspectives aim/purpose statement, specific strategies relevant to that 
perspective, and high level success measures that will allow management to gauge success.
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Kurt Mueller, Vice President, 
Human Resources and Training, 

Executive Champion

St ra teg ic  Perspec t ives

People Brand

Aim / Purpose - To create a strong “People Brand,” a cultural element that attracts, develops, and retains the right people 
who provide exceptional financial experiences for our Member-Owners.  Our People Brand is comprised of continually 
developed and sustained principles and core practices that enable each team member to service and support our mission. 
We maintain this cultural focus because our Cast Members help differentiate Partners in an increasingly competitive                  
financial services marketplace.

Strategies:

        • Provide a culture that energizes our team members to contribute at the highest levels. 
        • Maintain a performance environment that values internal and external service, and sets  
 objectives and key measures.
        • Sustain a compliant, respectful, productive, safe and healthful work environment. 
        • Align our People Brand with our Core Tenets. 
        • Attract and retain the right Team Members. 
        • Invest in personal and group development. 
        • Structure income, rewards, and recognition to support the most important contributions. 
        • Celebrate our successes and learn from our mistakes. 
        • Sustain communication among all stakeholders.

People Brand Success Measures:

        • Work Climate Scores
        • PDP & IDP Completion Percentages
        • Average Time-to-Fill Open Positions
        • Volunteer Meeting Attendance
        • Communication Survey Scores
        • Employee Retention Rates

Sales & Service

Aim / Purpose - To deliver an exceptional financial experience that is convenient for our Member-Owners.                         
Our commitment is to improve our Members’ financial lives, delivering value-added products, services and education.

Strategies:

        • Create a positive, effective and Member-centric buying and service experience.
        • Develop a culture of deep commitment to the timely and accurate fulfillment of our             
 Members’ needs.
        • Improve our Members’ lives by delivering economic value, financial education and quality  
 service. Continue development of a knowledgeable and consultative workforce that can  
 identify and meet Member needs, deliver core products and services, and problem solve,  
 all at the first point of contact.
        • Develop a Market Management approach to acquire, grow, and retain Member
 relationships, while controlling costs.
         • Place Partners Value Proposition on core products and services performance.
         • Use industry and peer information to benchmark performance and practices, and to  
 enable  continuous improvement.
         • Practice effective Risk Management to mitigate losses and improve net income.

Sales & Service – Success Measures

        • Prime Performance
        • CUNA Survey
        • Loan Originations
        • Service Level Performance (e.g. Avg. Wait Times)
        • Insurance Sales Penetration Rates
        • Cross-Sell Rates
        • Quality Metrics (e.g. Error Rates)
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People Brand

Aim / Purpose - To create a strong “People Brand,” a cultural element that attracts, develops, and retains the right people 
who provide exceptional financial experiences for our Member-Owners.  Our People Brand is comprised of continually 
developed and sustained principles and core practices that enable each team member to service and support our mission. 
We maintain this cultural focus because our Cast Members help differentiate Partners in an increasingly competitive                  
financial services marketplace.

Strategies:

        • Provide a culture that energizes our team members to contribute at the highest levels. 
        • Maintain a performance environment that values internal and external service, and sets  
 objectives and key measures.
        • Sustain a compliant, respectful, productive, safe and healthful work environment. 
        • Align our People Brand with our Core Tenets. 
        • Attract and retain the right Team Members. 
        • Invest in personal and group development. 
        • Structure income, rewards, and recognition to support the most important contributions. 
        • Celebrate our successes and learn from our mistakes. 
        • Sustain communication among all stakeholders.

People Brand Success Measures:

        • Work Climate Scores
        • PDP & IDP Completion Percentages
        • Average Time-to-Fill Open Positions
        • Volunteer Meeting Attendance
        • Communication Survey Scores
        • Employee Retention Rates

St ra teg ic  Perspec t ives

Sales & Service

Aim / Purpose - To deliver an exceptional financial experience that is convenient for our Member-Owners.                         
Our commitment is to improve our Members’ financial lives, delivering value-added products, services and education.

Strategies:

        • Create a positive, effective and Member-centric buying and service experience.
        • Develop a culture of deep commitment to the timely and accurate fulfillment of our             
 Members’ needs.
        • Improve our Members’ lives by delivering economic value, financial education and quality  
 service. Continue development of a knowledgeable and consultative workforce that can  
 identify and meet Member needs, deliver core products and services, and problem solve,  
 all at the first point of contact.
        • Develop a Market Management approach to acquire, grow, and retain Member
 relationships, while controlling costs.
         • Place Partners Value Proposition on core products and services performance.
         • Use industry and peer information to benchmark performance and practices, and to  
 enable  continuous improvement.
         • Practice effective Risk Management to mitigate losses and improve net income.

Sales & Service – Success Measures

        • Prime Performance
        • CUNA Survey
        • Loan Originations
        • Service Level Performance (e.g. Avg. Wait Times)
        • Insurance Sales Penetration Rates
        • Cross-Sell Rates
        • Quality Metrics (e.g. Error Rates)

Bill Partin, Senior Vice President,  
CSO, Executive Champion
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St ra teg ic  Perspec t ives

Core Processes

Aim / Purpose - Enable our people and partners to deliver superior Service Experiences through fast, transparent, and 
effective processes.  Core Processes are those that deliver core products and services, and therefore garner a focus for 
superior competitive performance.  These processes are designed to meet the Member’s first request resulting in high 
Member Satisfaction, and then follow with additional value-added offerings that match the Member’s needs.  These 
processes enhance Member financial relationships and wellbeing, and fuel the credit union cooperative.

Strategies:

        • We provide Member-centric experiences that focus on building financial relationships   
 rather than executing processes.
        • Our services’ reliability and uptime meet Members’ expectations.
        • We improve Member service and service recovery, expedite response times, and achieve
         competitive advantages through continuous improvement.
        • Targeted Member segments value both electronic and traditional delivery channels.   
        • Dimensions of core process enhancement include:
  • Wider Distribution: Processes can be duplicated across multiple delivery channels.
  • Wider Capacity: Process performance will not degrade under high volumes.
  • Wider Participation: More Members, staff and partners can get involved, increasing          
    capacity and touch points.
  • Wider Availability: Extend hours of operation and deliver all core products and services  
    consistently at key touch points
         • Improve Operations:  Integrate processes to increase efficiency and speed of fulfillment, and  
 sustain security and risk mitigation.
         • Improve Member Satisfaction:  Build Member Experiences around core processes that demon 
 strate value, deepen financial relationships, and deliver superior service satisfaction.

Core Processes – Success Measures

        • Internal Service Satisfaction Scores
        • Systems uptimes
        • Satisfactory Systems Assessments
        • Department Standards Adherence
        • Operational efficiency Measures / Peer

Profitability

Aim / Purpose - Achieve profitable growth by creating a fair exchange of value with our Members and making efficient and 
appropriate strategic decisions.  The profitability perspective is comprised of core practices that enable us to perform at a 
superior level relative to our peers while ensuring the continued strength of our capital position.  Maintain a strong capital 
position to fund future growth and guard against possible losses from a diverse set of risks.

Strategies:

        • Maintain a strong capital position through a stable flow of earnings to fund future growth and   
 guard against possible losses from a diverse set of risks.
        • Deploy product and service offerings that are designed to attract, retain and deepen contributing   
 relationships, while improving costly relationships, creating a fair exchange of value with the member.
        • Develop and maintain profitability views to evaluate and enable sound decisions on organizational  
 units, products, member relationships and key lines of business.
        • Continuously leverage technology and process improvements to expand capacity and production,  
 utilizing existing resources.
        • Restrain Operating Expense growth relative to asset growth to gain efficiency.
        • Leverage cost-effective delivery channels, such as ATM, MSC and PartnersLink.
        • Establish and maintain key metrics that tie group and individual performance to organizational                   
 performance.
        • Use industry and peer information to benchmark performance and practices, and to enable                    
 continuous improvement.
        • Practice effective Risk Management to mitigate losses and improve net income.

Profitability – Success Measures
        
         • Corporate Measures 
 (Earnings/Growth/Member Satisfaction)
         • Product Profitability
         • Branch Profitability
         • Net Opex
         • Household Profitability

Tom Ewing,  
Executive Vice President, COO, 

Executive Champion
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Core Processes

Aim / Purpose - Enable our people and partners to deliver superior Service Experiences through fast, transparent, and 
effective processes.  Core Processes are those that deliver core products and services, and therefore garner a focus for 
superior competitive performance.  These processes are designed to meet the Member’s first request resulting in high 
Member Satisfaction, and then follow with additional value-added offerings that match the Member’s needs.  These 
processes enhance Member financial relationships and wellbeing, and fuel the credit union cooperative.

Strategies:

        • We provide Member-centric experiences that focus on building financial relationships   
 rather than executing processes.
        • Our services’ reliability and uptime meet Members’ expectations.
        • We improve Member service and service recovery, expedite response times, and achieve
         competitive advantages through continuous improvement.
        • Targeted Member segments value both electronic and traditional delivery channels.   
        • Dimensions of core process enhancement include:
  • Wider Distribution: Processes can be duplicated across multiple delivery channels.
  • Wider Capacity: Process performance will not degrade under high volumes.
  • Wider Participation: More Members, staff and partners can get involved, increasing          
    capacity and touch points.
  • Wider Availability: Extend hours of operation and deliver all core products and services  
    consistently at key touch points
         • Improve Operations:  Integrate processes to increase efficiency and speed of fulfillment, and  
 sustain security and risk mitigation.
         • Improve Member Satisfaction:  Build Member Experiences around core processes that demon 
 strate value, deepen financial relationships, and deliver superior service satisfaction.

Core Processes – Success Measures

        • Internal Service Satisfaction Scores
        • Systems uptimes
        • Satisfactory Systems Assessments
        • Department Standards Adherence
        • Operational efficiency Measures / Peer

St ra teg ic  Perspec t ives

Strategi anc Pl

Profitability

Aim / Purpose - Achieve profitable growth by creating a fair exchange of value with our Members and making efficient and 
appropriate strategic decisions.  The profitability perspective is comprised of core practices that enable us to perform at a 
superior level relative to our peers while ensuring the continued strength of our capital position.  Maintain a strong capital 
position to fund future growth and guard against possible losses from a diverse set of risks.

Strategies:

        • Maintain a strong capital position through a stable flow of earnings to fund future growth and   
 guard against possible losses from a diverse set of risks.
        • Deploy product and service offerings that are designed to attract, retain and deepen contributing   
 relationships, while improving costly relationships, creating a fair exchange of value with the member.
        • Develop and maintain profitability views to evaluate and enable sound decisions on organizational  
 units, products, member relationships and key lines of business.
        • Continuously leverage technology and process improvements to expand capacity and production,  
 utilizing existing resources.
        • Restrain Operating Expense growth relative to asset growth to gain efficiency.
        • Leverage cost-effective delivery channels, such as ATM, MSC and PartnersLink.
        • Establish and maintain key metrics that tie group and individual performance to organizational                   
 performance.
        • Use industry and peer information to benchmark performance and practices, and to enable                    
 continuous improvement.
        • Practice effective Risk Management to mitigate losses and improve net income.

Profitability – Success Measures
        
         • Corporate Measures 
 (Earnings/Growth/Member Satisfaction)
         • Product Profitability
         • Branch Profitability
         • Net Opex
         • Household Profitability

Karen Spires, Vice President, CFO, 
Executive Champion
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Vis ion ,  M iss ion ,  Va lue  S ta tement

Strategic Plan

Growth

Aim / Purpose - The "Growth Perspective" focuses on strategies to Acquire, Grow and Retain contributing Member 
relationships.  We evaluate and develop information that enables decision making concerning the investment of credit 
union resources. We employ numerous internal and external sources to provide foundational data that help identify market 
niches where the credit union can thrive in the competitive financial services arena. 

Strategies:

         • Maintaining a healthy Field of Membership (FOM) and positioning the credit union with a favorable  
 charter are the foundation for long-term growth.
        • Growing through mergers is a viable strategy when alignment on strategic issues and long-term   
 financial benefits are present for the existing Membership.
        • Articulating a sustainable value position (Value, Access & Convenience and Service) focuses   
 resources.  Developing products, services and access points to meet the needs of the largest concentrations  
 of Members focuses resources.
        • Narrowing markets to specific geographic regions with sufficient scale creates operational efficiencies.
        • Monitoring changes in the external environment helps to modify growth strategies:
 Regulatory, Economic, Industry, Political
       • Employing appropriate strategies allows us to responsibly Attract, 
 Retain, and Grow Member relationships while exerting Cost Control 
 measures.
       • Establishing a strong brand identity helps us be synonymous for 
 Value, Access & Convenience and Service.

Growth Perspective – Success Measures

             • Field of Membership Penetration
             • Key Member Segment Penetration
             • Asset Growth
             • Loan Growth
             • Membership Growth
             • Average Household Loan Balances
             • Average Household Deposit Balances

John Janclaes, 
President/CEO, Executive 

Champion
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Growth

Aim / Purpose - The "Growth Perspective" focuses on strategies to Acquire, Grow and Retain contributing Member 
relationships.  We evaluate and develop information that enables decision making concerning the investment of credit 
union resources. We employ numerous internal and external sources to provide foundational data that help identify market 
niches where the credit union can thrive in the competitive financial services arena. 

Strategies:

         • Maintaining a healthy Field of Membership (FOM) and positioning the credit union with a favorable  
 charter are the foundation for long-term growth.
        • Growing through mergers is a viable strategy when alignment on strategic issues and long-term   
 financial benefits are present for the existing Membership.
        • Articulating a sustainable value position (Value, Access & Convenience and Service) focuses   
 resources.  Developing products, services and access points to meet the needs of the largest concentrations  
 of Members focuses resources.
        • Narrowing markets to specific geographic regions with sufficient scale creates operational efficiencies.
        • Monitoring changes in the external environment helps to modify growth strategies:
 Regulatory, Economic, Industry, Political
       • Employing appropriate strategies allows us to responsibly Attract, 
 Retain, and Grow Member relationships while exerting Cost Control 
 measures.
       • Establishing a strong brand identity helps us be synonymous for 
 Value, Access & Convenience and Service.

Growth Perspective – Success Measures

             • Field of Membership Penetration
             • Key Member Segment Penetration
             • Asset Growth
             • Loan Growth
             • Membership Growth
             • Average Household Loan Balances
             • Average Household Deposit Balances

Inspecting and validating our results is another tenet by which we operate. We make changes, monitor performance and make ad-
ditional changes, if necessary.  This cycle of constant improvement helps differentiate Partners from other companies.

Partners uses a combination of leading and lagging measurements.  Leading measurements enable us to predict future results, and 
make changes on the fly if we are unhappy with our current direction.  Lagging measurements allow us the opportunity to review 
how we did, so we can make improvements the next time around.  In all, it is a constant cycle of planning, executing, measuring, 
correcting, planning, and executing again.  We work hard for continual, measured improvement along the way.

Like other progressive companies, the credit union has worked hard to incorporate performance measures into our compensation 
structure.  Indeed, every position in the credit union has an incentive or bonus plan, and each of these is impacted by performance.  
For some, it is a combination of corporate and individual performance.  For others positions, the incentive plan is tied directly to 
individual performance.

The credit union monitors and reports performance on multiple levels.  At the highest level, we utilize a corporate performance score-
card that is reported to the Board of Directors every month.  This scorecard has only three components, and provides the highest 
level of results for the entire organization.

• ROA – Return on Assets is the single best way to report our earnings and corporate efficiency (total earnings divided by 
total assets).  Our annual performance target is approved by the Board of Directors each year, and we report our progress 
monthly.  This measurement also provides a clear comparison to Partners’ performance relative to our peers.

• Member Satisfaction – Gauging member satisfaction does more than just report on how happy members are with the credit 
union.  Ideally, member satisfaction surveys should provide insight on future earnings, because satisfied members are more 
likely to continue to bring business to Partners.  This measurement is a combination of our  Prime Performance scores 
(interaction driven telephone surveys, gathered monthly and reported quarterly) and our Semi-Annual Member Satisfaction 
scores (a broader satisfaction survey covering all aspects of the member’s relationship with the credit union).  Prime Perfor-
mance scores account for 75% of the Member Satisfaction score; the semi-annual survey 25%.

• Portfolio Growth – Growing deposit balances provide more funds to lend to members, and loaning to members provides 
income.  Therefore, we establish annual growth targets for loans and deposits that are approved by the Board.  We measure 
our performance each month.

What  a re  our  resu l ts?
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What  a re  our  resu l ts?

Clearly, the best way to ensure the company 
meets or exceeds its goals on the Corporate 
Scorecard is to ensure all department and 
individual metrics company-wide are aligned 
in principle.  That which you do, that which 
your department does, should work to propel 
the credit union towards its goals.  We call 
these “key measurements” and each area 
reports to the entire credit union monthly on 
our progress.

An example of our Corporate Scorecard

An example of a monthly key measurements report from 
a business unit.  These results are reported monthly.

Partners measures overall  
member satisfaction and compares  
our results to our peer institutions,  

as well as Best in Class institutions.

84%

82%

80%

78%

76%

74%

72%

Member Satisfaction
(Percentage Very Satisfied)

Partners�� Best In Class�      Peer Average

Dec-07 Jan-08 Feb-08 Mar-08 Apr-08 May-08 Jun-08 Jul-08 Aug-08 Sep-08 Oct-08 Nov-08 Dec-08

Actual - percent of c n/a n/a n/a n/a n/a n/a n/a n/a n/a

Target

Var

Actual 14 15 15 15 15 15 14 13 13 14

Budget 15 15 15 15 15 15 15 15 15 15

Var -1 -2 -2 -1

Actual n/a n/a n/a n/a 1.07 1.11 1.25 1.20 1.18 1.10

Target

Var

Actual n/a n/a n/a n/a 10% 20% 30% 50% 65% 65%

Target n/a n/a n/a n/a 25% 30% 50% 50% 60% 60% 75% 85% 100%

Var n/a n/a n/a n/a -15% -10% -20% 0% 5% 5%

Actual

Target

Var

Actual 10.00% 8.00% 7.00% 6.00% 8.00% 8.00% 8.00% 8.00% 8.00% 9.00%

Target

Var

Actual 46.00% 46.00% 50.00% 43.00% 53.00% 50.00% 47.00% 45.00% 49.00% 52.00%

Target

Var

Actual n/a n/a n/a n/a n/a 71.00% 69.00% 71.00% 75.00% 86.00%

Target

Var

Actual 83.6 81.5 80.3 79.5 78.5 77.3 76.2 75.4 75.0

Target 83.7 82.9 82.8 83.1 79.8 80.0 81.3 82.5 83.1

Var (0.1) (1.4) (2.5) (3.6) (1.3) (2.7) (5.1) (7.1) (8.1) 0.0 0.0 0.0

Actual 78.5 76.9 77.1 77.8 77.8 77.9 78.1 78.6 79.2

Target 78.7 78.5 79.5 80.2 78.8 80.1 81.5 82.8 83.4

Var (0.2) (1.6) (2.4) (2.4) (1.0) (2.2) (3.4) (4.2) (4.2) 0.0 0.0 0.0

Actual 40.6 39.3 38.3 37.1 36.1 35.2 34.4 33.7 33.2

Target 40.8 40.5 40.4 40.3 36.4 35.6 34.9 34.1 33.4

Var (0.2) (1.2) (2.1) (3.2) (0.3) (0.4) (0.5) (0.4) (0.2) 0.0 0.0 0.0

Actual 14.8 15.0 14.9 14.7 14.3 14.2 13.9 13.9 14.0

Target 15.0 15.2 15.6 16.0 14.7 14.7 14.7 14.7 14.7

Var (0.2) (0.2) (0.7) (1.3) (0.4) (0.5) (0.8) (0.8) (0.7) 0.0 0.0 0.0

Actual 64.0 62.9 62.3 63.1 62.8 63.6 65.8 67.9 69.9

Target 64.6 65.6 66.7 67.2 63.3 64.5 65.6 66.8 68.0

Var (0.6) (2.7) (4.4) (4.1) (0.5) (0.9) 0.2 1.1 1.9 0.0 0.0 0.0

Actual 126.0 127.5 128.2 131.5 135.0 138.8 141.1 143.0 145.6

Target 127.2 127.9 129.6 132.1 133.8 136.4 138.4 140.5 142.0

Var (1.2) (0.4) (1.4) (0.6) 1.2 2.4 2.7 2.5 3.6 0.0 0.0 0.0

Actual 101,950 98,109 105,826 119,244 78,951 123,342 101,751 93,292 86,441

Target 98,649 95,000 96,165 113,924 104,626 107,051 110,793 104,627 104,093

Var (3,301) (3,109) (9,661) (5,320) 25,675 (16,291) 9,042 11,335 17,652

Actual 101,950 200,060 305,885 425,129 504,080 627,422 729,173 822,465 908,906

Target 98,649 193,649 289,455 403,379 529,756 636,807 747,600 852,227 956,320

Var (3,301) (6,411) (16,430) (21,750) 25,676 9,385 18,427 29,762 47,415

Lending Key Measures

IDP Completion

Gary Mitchell

FTE

Departmental Key Measures

Department

Standards

P Staff Report - Key Measures
Consumer Lending Department

Monthly

Year To Date

New Auto's 

Direct

App to 

Decision Turn

Time

Operational Expenses

Equity Dept. 

Service Survey

Used Auto 

Direct

Equity Loans

Portfolio Key Measures

New Auto's 

Indirect

Credit Cards

Used Auto's 

Indirect

Automated

Decision

Percentage

Referred

Application to

Approval

Percentage

Approval to 

Funding

Percentage

In Development - percent of completion: 50%

In Development - percent of completion: 90%
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KEY MEASUREMENTS

AS OF JANUARY 31, 2008

KEY PERFORMANCE MEASURES

CORPORATE

GOALS
ACTUAL GOAL

ACTUAL /

GOAL

CORPORATE PERFORMANCE IMPACT CORPORATE

SCOREVARIANCE FORMULA IMPACT

ROA 0.71 0.62 114.52% 14.52% x 2:1 / Goal = 29.03% 125.00%

x
MEMBER

SATISFACTION
92.2% 100.0% 92.16% -7.84% x 1:1 / Goal = -7.84% 92.16%

x
PORTFOLIO

GROWTH
101.0% 100.0% 100.99% 0.99% x 2:1 / Goal = 1.99% 101.99%

117.5%
*

PORTFOLIO GROWTH INDEX

MEASURE
ACTUAL /

GOAL

% OF

TARGET

TTL. ACTUAL /

TTL. GOAL

WEIGHTED

SCORES

INDEX

SCORE

LOAN

BALANCES

706,099,981$
99.9%

101.0% =

706,523,157$ 1,419,854,617$
= 101.0%

1,405,880,362$
DEPOSIT

BALANCES

713,754,636$       
102.1%

699,357,205$

MEMBER SATISFACTION INDEX

MEASURE ** ACTUAL / GOAL
% OF

TARGET

WEIGHTED

SCORES
ACTUAL / GOAL

INDEX

SCORE

PRIME

PERFORMANCE

75.0%
90.4%

56.3%
70.5%

=

83.0% 62.3%

= 92.2%

76.5%CUNA

SURVEY***

57.0%
100.0%

14.3%

57.0% 14.3%

OTHER KEY MEASURES
AS OF January 31, 2008

$-thousands 2004 2005 2006 2007 ACTUAL BUDGET VAR.

ASSETS 644,735$ 716,296$     759,958$             790,290$     819,468$              803,375$ 16,093$

NET WORTH 9.75% 10.11% 11.16% 11.93% 11.56% 11.79% -0.23%

OPEX 4.52% 4.46% 4.27% 4.45% 4.66% 4.83% -0.17%

NET OPEX 2.51% 2.34% 2.04% 2.36% 2.49% 2.94% -0.45%

LOAN / ASSETS 76.9% 81.1% 84.6% 89.1% 86.2% 87.9% -1.7%

DELINQUENCY 0.38% 0.28% 0.25% 0.67% 0.76% 0.50% 0.26%

CHARGE OFFS 0.50% 0.37% 0.29% 0.31% 0.31% 0.32% -0.01%

FTE's 226.0 239.0 249.0 269.5 274.0 281.0 -7.0

* 125% maximum for PEA and MICP

**  CUNA Member Results Survey (25% weighting) will be conducted semi-annually and reported as an average of both surveys. Prime Performance Survey (75% 

weighting) will be conducted monthly, refreshed quarterly, and use the 4th quarter results as final results.

*** Actual/Goal is 2007 result.  Target to be approved by the Board  after 1st quarter baseline established

4
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“Results are reported monthly to management, staff,  
and the Board of Directors, which forces us to be accountable to one another.”

Feedback

Another critical element to our long-term success is the constant solicitation and receiving of feedback from all of our stakeholders.  
Because we are a cooperative, our success depends on the active engagement from numerous parties, and that engagement 
includes feedback to us on our performance.

There are numerous ways in which we solicit formal feedback from our members, including written and telephone surveys, suggestion 
boxes within our branches, and direct email channels.  This feedback often leads to service improvements for us, and always plays 
a part in our long-range planning.

Our Cast Members have similar opportunities to provide feedback.  The annual climate survey is perhaps the most valuable tool 
management has to evaluate the engagement level of the Cast Members.  The climate survey provides executive leadership a 
window into the culture of the credit union, and each year there are dozens of initiatives undertaken to make improvements to our 
organization based on the results of this tool.

The sponsor provides valuable feedback to the credit union through official and unofficial channels.  One example in our Florida 
market is the Member Service Advisory Committee, which is made up of 12 Walt Disney World leaders who meet quarterly with us 
to share Cast Member feedback, and open new opportunities for future service.

Last but not least are the regulators, who play an important role in the credit union’s financial health and well-being.  Through 
regular audits and other initiatives, the regulators hold us accountable by providing direction on numerous important aspects of our 
business.

This feedback cycle is continuous, and provides a constant stream of information back to the management team, which analyzes 
the data and makes decisions based on its relevance and applicability to our business.  

Hopefully, you now have a better understanding of the foundation of our strategy.  Just as important as knowing who we are and 
what we do, is why we make the choices we make. 
 
In the end, we realize that all the planning in the world is useless without sound execution, and our members are relying on each of 
us to perform at a high level.  It will take all of us, working together, to become the premier credit union in the country, a designation 
worthy of our efforts.  I hope you are as excited as I am about achieving that goal.

Strategic Plan

What  a re  our  resu l ts?
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Beyond the Core by Chris Zook

Blue Ocean Strategy: How to create uncontested market space and make the 
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