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Brand Film can be viewed at
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Premier
America’s
brand story
in five parts
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LECACY X CHANGE

PEOPLE & PROCESS
ONCEPT % DESIGN
CULTURE & IMPACT

TIPS S ADVICE




“CACY S CHANG




strum x PREMIER AMERICA

IIIIIIIIIII

Premier America

Headquartered in Chatsworth, CA
Los Angeles / Ventura counties, CA

Harris County, TX

$3.5 billion, 117k members, 21 branches




strum s PREMIER AMERICA

CREDIT UNION

THE FINANCIAL BRAND m



You'll Love Our Low Rates!

) 4

§ v pare et bw ees et Seslen b

Pramar Adancs Cmet Unimn s § Syt o o 4

R e

APPLY ONLIVE OR IN BRANCH TOOAT!
PremberAnmericn

W ———— - T

3.20

CERTIFICATE
SPECIAL!

GET MORE FOR YOUR MARD !‘U’UD SAVINGS:

rremierXimeric “

S ———l W 1)

strum x PREMIER AMERICA

CREDIT UNION

%

APY

Premier Privileges
Rowards Mastercard”
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Brand Challenges to Solve

Brand did not reflect changing demographics
Aging base
Limited growth within community
Inconsistent brand experience

Opportunity to lead with values
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Our brand needed to
reflect who we are and
what we believe in.
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Building the Rigﬁt Team
(and the parts they play)
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The Best Laid Plans...

Winter 2020 Spring 2020 Summer 2020

‘ Project Laun:'h

(Market Research 8 weeks>

Strategy Dev. 6 weeks
Brand Identity Development 8 weeks

(..and then Covid happened)
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How do we want people to feel?

X

How do we help them feel it?




CONC
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Effective
Collaboration

Why it matters
When it works

How to harness it
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Holistic
Concepting

Sequential
Development
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Sequential Development

May feel safer
Pulls to the middle
Typically takes longer
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Holistic Concepting

Higher stakes - Deeper integration - Fewer surprises










onEel ¥ VT

onEMIER AMERICA 52332 PREMIER
AMERICA

PREMIER
AMERICA




strum = PREMIER AMERICA

IIIIIIII ON

Now what?
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Rules and Guidelines

Document it
Be consistent

But don't lose
the brand in
the rules
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MEMBER TESTIMONIAL MEMBER TESTIMONIAL

m Thousand Oaks k.48 2R 3k 3 Chatsworth
Dear Orlando and Michael,

Hilda was amazing and was beyond Wi st aind (e oo thenk Jou for

helpful. She made it quick and easy your extremely efficient & professional
and the customer service is assistance in our home loan refinancing. It
was an absolute pleasure corresponding
with you and am grateful for your prompt
response and services you had rendered.

fantastic. If | could give her six
stars | would!!!

Angel D, Evelyn M,
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PREMIER AMERICA
FOUNDATION

2022 YOUTH
SCHOLARSHIP

RECIPIENTS

PREMIER AMERICA
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Looking To the Future

Investing in technology
Reflecting our community
Increasing value to consumers
Inclusive lending solutions

Enhancing financial wellness
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DOVIC




Know your why and
get rooted early

There will be surprises —

be prepared

Keep telling the story




Diversify your team and
be prepared to listen

Think in terms of culture

Embrace what makes you
uncomfortable
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Josh Streufert Karen McGaughey Marci Francisco
Chief Creative Officer / Chief ExFer‘ience Officer / Chief Experience Officer /
Principal Principa Senior Vice President

josh.streufert@strumagency.com karen.mcgaughey@strumagency.com marci.francisco@premieramerica.com
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