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Six Steps to Generating
And Promoting Loans

Good financlal promotions requine attention-getting devices, but
lowaring the rates doasnt have 1o be the first step.

by Richard G. Adams
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THE $11 Million Man: The C:ysra! Ball Contest” ge
% ated a 31 percentincrease in loans for the Motoro!a Empf‘oy
" ees Credit Union-West in Arizona and Texas. . -

storage or breakage problems for =

the credit union.

PRIZES: Easily the most

e successful type of promo-
tion, for loans or anything else.
Why? The “sizzle” of winning a
large, exciting prize—a dream trip,

a bundle 6f cash, or a ﬁome .

computer”

Th:s can either be a sweepstakes :

(randOm drawing) or aconiest (the
_member mus answe; a\q stion

. to qualify). The contestis preferred .

- for loans-becatise it fnvolves. fhe'...
member and educatés them abou

the credit union.

Crystal Ball

Motorola EFCU-West's “Crystal
. Ball Contest” is a prime example.
Borrowers were challenged . to
predict the number of loans the
CU would make by year's end. In
case of a tie the winner would be
.ihe member who entered the ear-
liest (i.e., who borrowed earliest).

Members were provided with a
wealth of data such as number of
loans made during the credit

B General Tips
The essence of any succeﬁ”

normal activity fOT’:ﬁ
period. :

A sweepstakes or cont

enables you ‘to promote se};e
different loan:types. Added:stimd~
~ lus can be an “early. blrd’bo@s"
(such as'usinga coupon).faridan

financial promotion is usually

interest rate. But while the rate is
the*heart of your promotion, at-
tracting atlenhon to your.: Iogﬂn

rates is+it§ goul e "

Attentlon -getting requnres a truly
“special” offer—be it percent ofE
cash rebate, gift or prize—a time
limit (which you can always extend

. if the promotion is warking very
- well), and good-graphics. -

\ the pro‘fnotlon literature,

: compafrgon fdetails are an excei-

lent device. ‘Other lendgrs don’
Iways. tell the'full story; so.when
ou rewﬁ%& lg—and th& ttom line

b mes though,( thatvfh
e credit  union
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. mai tain fair and comgehtwerrat&e
' made’during the first'few days or i -
: weeks of the promotions.

!psorﬁahons“ :a; so

Final Note Al
Promotions don't neoess‘aﬁiy st:m-
ulate people to borrow. They do,
however, inform and motivate
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those who are inclined to borrow

(but who aren’t sure when. or
where). Nor is a promotion a cure-
all or substitute for an on-going
overall marketing program. The

member's decision to borrow is a

complex and time-consuming pro-
cess. A good, creative promotion
near the end of that process can
be just the impetus needed.
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