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Gulf @A Fraser

Content Strategy | Actions

Completed:
* Content workshop — to gather internal thoughts on website content
* Content review —to gather external findings on website content

* Google Analytics review — to gather data on website use

Gulf & Fraser resources review —to understand current position using resources provided
* Market trend review —to understand the FI market and trends

* Site Crawl — to gather objective data on the website and content

In Progress:

XXX



Review

Homepage

XXX

Looks good:

* Retains negative space well
* Great CTAs

* Colorful

Needs work:

* Too many CTAs — can be overwhelming in combination with a

confusing IA

* Missing the community feel that your customers come to you

for
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Gulf @ Fraser

HowDol_  Products Services

Ready to make a
difference?

Weire sccepting Bourd of Directs

Buy a home Check rates Invest

Save

pre-approved for & mortgage See

D

Power your possible
with a Smart Money
Plan™

We can help you save for all the rainy days and power your possible.

We can help you find the best options to hufill your financial potential 5o let’s tak.

L —

At Gulf & Fraser, we're here to Power your possible™
ety tak

- . - 0
Email Member Hub Live Chat Video Chat

qury@gtandtraser com €0s-an-ssan

vestment adwce

Make a Smart Money Plan

Pian prepare and dream bigger

Gulf € Fraser

®

Join Gulf & Fraser*

Jacom s oredR unlon member




Review

How do |...

XXXX

Looks good:
* Topic areas are intuitive
* Titles start with verbs

* Pages point to services

Needs work:

* The concept of financial wellness, is not clear from the ‘How do

I..." title

* Some areas lack content

* Images take over the page

* Some topics have content that feels more appropriate
elsewhere e.g., ‘Begin my career with Gulf & Fraser’

* Individual pages lack conciseness and user focus
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Gulf @ Fraser

Gulf € Fraser

Financial wellness sometimes starts with learning something new.

Let us help you power your possible!

Got started with Gull & Fraser A Home ownership
Become a member Buy a home
Discover the credit union difterence for yourselt! Aro you 8 fist-time home buyer?
Get advice Renovate my home
Could you use a 6ne-on-cne with a financial expert? Oreaming of a chef s kitchen? Lat's make that happen

Make a Smart Monay Plan™
How do you make your gosla a reaity?

Begin my career with Gulf & Fraser

| want to work at a credit union!

Life expenses 1

Get the clarity and direction you need to achieve your financial goals.
Take control of your financial future.

“Even though | didn’t have a ot

Pay for school

Focus on taxt books no!
L ie s " H L.
Planforavacation 717 Snewers to your questions in Gulf & Frasar's How do L. lbrary

Stay protecto d and enjo

Manage an estate

Understanding what to ¢
Toottar papiract Gt started wth Gt . Franer

Make a will and est

Start investing Plan for retirement

Ready o learn the fundamentals of investng? Are you on track of just gotting started?
Grow my money

What's the ditference between saving and investing?

Pay lower taxes when investing

What are your aptions to save on taxes?

Ladder my term deposits

A smarter way to manage your term deposits

Lets tok

At Gulf & Fraser, we're here to Power your possible™

Get health and der

Reduce your out-of-poc
caro and more.




Review Gulf € Fraser

FAQs

Gulf @ Fraser
XXX
Banking from home
FAQs
Looks good:
. . Transfer money using Interac e-Transfers, wire ti
* Lots of great topics and advice v

* Cleartroubleshooting steps
e Video guides

Needs work:

* QOverwhelming amount of content

* Not easily searchable

* Framed as questions, which makes it harder to scan =

e Steps are long, and don’t use plain language, it’s also hard to —
identify Ul options.

Whatin the cost of uning the Request Money feature?

Homlong betare a request for maney expres®

Canl

Jesting maney from me?

i there 1 o Rocpaest Money arder?

Questions about Autodeposit
Whatis Autodeposit?

How do | 1ot up Autodepoit?

How do | cancel an nterac o-Transter with Autodepest?

What do | do?

vecurity question

Wire transfers

Whatia sn mternationsl tranafer®
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Review

Grow your money

XXX

Looks good:

* Clearbusiness offerings

Needs work:
* Too much information squeezed into one page

* Both PDFs are the same document
* Capitalized content is hard to read
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Gulf @& Fraser

How Do L

Elite privileges for
business.

Rates Careers Contact

Products  Services  About Us 9 Q LOGINTO | v
e
S —

your

Gulf & Fraser Platinum

Business Mastercard”

Earn 15 points on every §1 spent on business purchases. 4000 1234

£5 >  GROW MY BUSINESS

Business loans
Terms of 1-5 years

‘5

Credit cards D il i Ci ial lending Business membership
Simpify and manage corporate Phased advancement for construc- Flexible repayment options Become a business member at Guit
tion projects Fraser

What do you need to move your business forward?

Empowering your business success

Whether you are starting & business, running an established business, or looking to expand, you need a reliable
affordable banking partner who understands the challenges of your business and responds with flexible solutions to

meet your needs.

We're here to create a seamless banking experience for you, your business and your employees. Guit & Fraser is the
trusted partner our members return to again and again because of our commitment and expertise. Our team delivers a
personal relationship coupled with market expertise that is unique among financial institutions,

Downlaad cur Busin

GET AN OPERATING LOAN
PROCESS PAYROLL FASTER
ACCEPT CARD PAYMENTS
INSURE YOUR EMPLOYEES
SEND MONEY ANYWHERE
INSURE YOUR BUSINESS

GET A PERSONALIZED FINANCIAL PLAN

What's the next step for your business?
Are you planning to expand? Boost cashfiow? We know business needs can vary, that's why we tailor our solutions to fit

you

Want to join Guif & Fraser? Download the checklist below to help you prepare to open your Guif & Fraser business
sccount

Domrlasd our Busin

eiing checkilst

With an operating line of credit, you can purchase inventory, finance receivables, or
flex with seasonal demands.

Aline of credit can be a great way to finance your accounts receivable, cover daily operating expenses, take advantage of supplier discounts, avoid overdue payment
penalties and reduce interest costs.

Festures of an operating fine of credit from Gulf & Fraser.

@  Creditis avaiable when you need it @  rRevolves automatically @  interestis calcuiated only on amount used
@  Vsrieble interest rate @  Canbe secured or unsecured
No matter your needs, we can customize options to fit your business. Our and team of lending will work with you to achieve the

financial stability you desire. Our Business Relationship Managers have an appreciation and knowledge of business communities throughout the Lower Mainland. Tak to us
about our competitive lines of credit today!

tenaing pr

Gulf € Fraser
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Financial Wellness

Own Financial Wellness

Gulf & Fraser can give members the opportunity to become financially well through a larger
portfolio of focused advice content.

When users hear ‘Financial wellness'... They think ‘Gulf & Fraser’.

Customers want more control of their financial situation, but they don’t have the time, knowledge or
resources to do it. That’s where Gulf & Fraser can lead amongst other Fls.

A larger portfolio of advice and learning content, can give users the tools and information they need to
grab life with both hands.

Empower them to make better decisions about money, safe in the knowledge that Gulf & Fraser only
want the best for them.

Encourage members to:

Be bold, be confident, be financially responsible.

V//® 2022 Versett| CONFIDENTIAL

Gulf € Fraser
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Financial Wellness

Users and Role Holders

Gulf € Fraser

Both users and role holders feel similarly about what Financial Wellness means and want

users to be more educated about money.

USERS

Users are calling out for materials and resources to help
understand their own finances better.

They're openly asking for information that can help them
to improve their finances and plan for the future.

They want to feel stable and secure, even when things feel
uncertain or challenging.

To users, Financial Wellness means:

* Stability and security
e Living well

* Having extra money
* No financial stress

ROLE HOLDERS

Role holders in key areas of the business believe that
Financial Wellness information can really improve how
members see the organization.

They want users to be more prepared and aware of their
finances and the services offered.

Empowering users to make educated decisions about their
money and coming to Gulf & Fraser to help them reach
their goals.

To role holders, Financial Wellness means:

* Not being burdened by debt

* Being empowered

* Being able to pay your bills

* Achieving their financial goals



Financial Wellness Gulf € Fraser

Milestone Moments

Gulf & Fraser can lead in this space by being honest about the different financial situations a
user might find themselves in, and how to prepare for the future.

Milestone Topics
It’s time to get real about money.
Be real about their situation Be confident with money
Users don’t want sales pitches, beating around the bush, or
avoidance tactics. They want to know exactly what to do, at exactly * Negative * Take calculated risks
the right time. * Neutral * Discuss with family/friends
* Positive * Access to the right tools
We want to prepare them for anything, support them through * Future * Budget well
decision making, and encourage them to continue on their journey. * Dependant
If you can successfully teach someone how to handle their own
finances at key moments in life, you’ll quickly build their trust.
Be ready for the big moments Be the change
You can do this through a wider variety of user-centred topics, that
highlight personal situations over product selling. It’s not personal, * Unemployed * Children
but it feels like it. * Retired * Teens
* Widowed * Young adults/Gen Z
* Starting a family * Adults/Millennials

* Buying a home * Older generation



Financial Wellness Gulf € Fraser

Structured Pages

Advice pages should focus on preparing, supporting and encouraging users, rather than selling
products and services.

User-focused, every time.

Create a variety of topics, insimple, easy to digest formats. Break your content up into prepa re User need
three main areas. For each area, try to answer these questions:

Prepare | Introduction

*  What s this page about?

*  Who are you talking to and what is their financial situation?
*  What are they hoping to achieve?

*  How much time do they have?

Support | Guidance Build trust
*  What do they already need to know to continue?

*  What are we teaching them about?

*  How do we make this information accessible to them?
*  How do we break this information down?

Encourage | Conclusion and sign off

*  What CTA would be useful to them?
*  What other resources would be helpful? Encourage Business need
*  What products or services might be of interest to them?
*  Who canthey talk to about this topic?

*  How canthey share this information?




Financial Wellness r ~\ Gulf € Fraser

User focused heading and
details

Content Breakdown i

John Schmidt - Feb 2, 2023

You can support users better by giving them clear, actionable steps.

Give users clear, actionable steps.

A lot of Financial Institutions are offering advice but they tend to give users lots of information
in long paragraphs. This makes the topics difficult to read, and hard to digest the information.

You have a range of users coming to you for financial advice, from lots of different backgrounds,
soit’s important that your pages are accessible and digestible.

Break the content up into easy to digest chunks, think one point per paragraph. Use headings
and lists to break the content up further.

Give them short actionable steps where possible, so they can work through the advice in their
own time.

Offer them next steps, like reading more about the subject area, or speaking to an advisor

r

\_

Overview

-

Breakdown
of contents

.

Millennials aren't young twentysomethings anymore. In fact, Pew
Research considers anyone born between 1981 and 1996 a millennial,
meaning even the youngest of millennials is about ready to move off
their parents’ health insurance-and the oldest is nearly 40.

But just because millennials are starting to discover the joys of lower
back pain doesn't mean they've progressed through other rites of
passage of adulthood. Over 40 percent of millennials aren't investing
yet, according to a recent GoBankingRates survey. That isn't necessarily
from a lack of knowhow. Most millennials know they probably should
be investing, but they don't feel they have enough money.

It doesn't take big bucks to start investing, though, and even investing
small amounts can pay off over time.

Below, we answer common millennial questions about investing
(Although really, they probably can apply to anyone who's new to
investing.)

& acorr
& acorn:

Saving and investing

made simple
about it. Maybe they’ve just read up about investing and are ready to get started. Next steps . — : &
are keY' Should I invest if | don't have an
( emoergencyf::nd? onthe \
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Before you startinvesting, it's important to have at least a little set aside
to cover yourself in an emergency.

Investing involves risk, and risk means that you may not always have the

Clear heading money you want there if you need it in a pinch. That's because while
H the overall trajectory of the stock market has been up, it hasn't grown in
andtopic a susightlne.

.

Every market downturn in history has ended in an upturn. But if you
could need your money at a time when the market’s down, you may not

be able to wait for a recovery. Instead, you may have to sell shares at a
lower price than you paid to purchase them. This is what experts call

Acorn article on investing

14
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Core Values Gulf € Fraser

Part of the Community

The organization needs to deliberately weave the theme of community throughout the site, to
hone-in on that feeling for members and non-members.

Users come to Gulf & Fraser because they feel like they’re getting something out of
it. A member owned Fl, that feeds back into the local community.

Celebrating the Gift of
Giving

Your values are at the heart everything you do, and you want this vision to shine
through the website.

(%]
P VIA N

You want members to know that these things are important, and that you’ll keep

supporting causes that matter to them. But you also want non-members to see You deserve a financial partner

how you differ to traditional banks. that puts your goals first.
Every member has equal ownership and an equal say in how their credit union
The imagery you have is a reaIIy subtle way of illustrating the theme of operates, which means your bottom line is our bottom line. Gulf & Fraser is proud

to be your community credit union for over 80 years.

‘Community’, but it’s not doing enough.

Other content you have:

* Homepage hero image

e Community page that delves deeper

* Video on the Become a member page

The website is currently underserving this aspect of the organization.

Examples of Community contentfrom the website



Core Values

Users and Role Holders

Gulf € Fraser

Values are a priority to both users and role holders, but not necessarily a deciding factor.

USERS

Users are interested in the values and want to see what
Gulf & Fraser is investing in and contributing to.

They want to see values that align with their own, and are
more likely to join a Fl that aligns with their own values.

However, they still prioritise other factors too, like rates
and fees and customer service.

ROLE HOLDERS

Role holders want the website to communicate the
organization’s values clearly. They see it as an opportunity
to raise awareness and increase trust with members.

They see the website as a tool to help the business grow
and achieve goals, but they’re unsure about how invested
the members are in this part of the organization.

They acknowledge that values and community are at the
heart of Gulf & Fraser, but realistically, they struggle to
understand exactly how these things contribute to growth
overall.



Core Values Gulf €N Fraser

Right Time, Right Place

We don’t want to overwhelm visitors with our values, but we do want them to see that this is
important to the organization and to the members.

Telling users the specific initiatives the organization is connected to will add far more value to your users than

general information. TOV and imagery will help to thread your local,

friendly, community voice throughout the

Meanwhile, we want to show new members what’s really important to our organization, and how their money website.
can be used for good.

HOMEPAGE

A permanent section on the homepage that
gives a quick overview of how Gulf & Fraser
give back to the community and how to find
out more.

Use of icons or images with a short amount
of text and a CTA to find out more about
community initiatives.

V/I® 2022 Versett| CONFIDENTIAL

COMMUNITY PAGE

A landing page for the different initiatives
and actions undertaken by the organization.

Less upfront text, this page should be an
overview so that if users are interested, they
can continue their journey by clicking
through.

Referring to locations within BC and local
initiatives is important to your users, so
make sure to highlight these things.

OTHER PAGES

You can talk about community initiatives in
different places across the site, but it’s
important that it’s relevant to the page
content. Irrelevant content canleadto losing
trust with users.

Link to the community page from member

focused pages (Become a member, a news
story, a member story etc).

18



Core Values Gulf €N Fraser

Talking Points

It should be crystal clear what initiatives Gulf & Fraser are aligned to.

ABOUTUS >  COMMUNITY

We know your members skew towards older age groups, but they may have different
approaches to community initiatives than younger prospective members. . tpeomin

Scholarships and bursaries Gulf & Fraser Foundation Member stories

Apply for high school and post-secondary Get help with your gos
funding. ‘with Guif & Fraser.

It’s key that when talking about the core values Gulf & Fraser has, that we’re speaking to
all audiences.

Gulf & Fraser* is committed to doing business in a way that

‘contributes to the socisl, economic and environmental wel-being of the communities we serve.

Your current page is not enticing or engaging, and because you don’t speak about In 2021, we gave over $11 million dollars to local community
. - . . partners, charity groups, cultural and sports organizations, and
Community initiatives on the homepage, it’s doubtful that they would look much further. students. ot s e e

What does Gulf & Fraser stand for?

 home, banking in Canada, estte planning
to
Valley. Local kids joined us for

This should be a landing page filled with diverse imagery, and language that evokes hope,
community and generosity. e ‘ . =

Communicating your efforts through 6 key topic areas:

* Environmental, Social, Governance
* Diversity, Equity, Inclusion

meet the specific needs of those attending esch session. The.
products.

duits, tamities, od

ESG and DEl are topics that really matter to Gen Z and Millennial markets. By breaking
content down into these topic areas you can highlight how you support the issues that

* Budgeting for youth

matter to them, and are local to them. - v

Gulf & Fraser Community page

V/I® 2022 Versett| CONFIDENTIAL
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Digital Transformation Gulf € Fraser

Content Model

A content model benefits both users of the site, and those creating content for the site.

You have a real mix of pages and offerings, but you're missing the .
clear definition and consistency of the types of pages. Landing

A content model will give your users a sense of familiarity and
consistency across the site. It also makes it easier for content

creators as they have guidelines and patterns to follow.

A content model defines page types by:

*  How the pages are used ‘
*  What patterns the pages should have
*  How they connect with other pages

*  How bestto track use of the pages Prod — .
*  How you are promoting pages roduct Information News
*  Where they sitin the user journey —”

v\




Digital Transformation

Content Model

These are some examples of the types of pages you have on your site.

You may consider introducing new page types, but it may be more beneficial to introduce specific components that can be
used on page types. For example, a landing page may house advice cards on the advice pages, but also product cards, or

event cards. All serve different purposes.

Recommendation for Gulf & Fraser to design a suite of page patterns, components and widgets that can be used across the

site.
LANDING PRODUCT
. Permanent L Permanent
* Heroimages/banners, Cards, . Hero images/banners,
CTAs, widgets Cards, CTAs, widgets
*  KPI tracking *  KPItracking
*  Promotion tracking *  Promotion tracking
*  Updated regularly/in-line * Linked to
with campaigns or *  Updated in-line with
promotions product updates
Example: Mortgages & Loans, Example: Mortgage, Credit Card,
Advice, About Us, Careers Annuities

INFORMATION

9 Permanent

. Images, CTAs, widgets

e KPI tracking

*  Promotion tracking

* Linkedto

*  Updated regularly/in-line
with campaigns or
promotions, product
updates

Example: Get advice,
Accessibility, Gulf & Fraser
Foundation

Gulf € Fraser

NEWS

*  Transient

J Hero images, images,
CTAs, widgets

*  Promotion tracking

*  Not updated

Example: Member stories,
press releases, member stories



Digital Transformation

Low Volume, High Value Pages

Reducing the content on each page and creating more unique pages will
benefit users.

You have a lower amount of pages because you’re stuffing a lot of content into
each page.

This can lead to users feeling overwhelmed, not knowing what to read/view first,
darting around the pages, and leaving quickly.

Spread your information more evenly across pages.
Concentrate on a single topic, with a valuable call to action.

Let your landing pages do the heavy lifting with cross linking, and your
information/product pages be specific and unique (contributing to SEO efforts).

V/I® 2022 Versett| CONFIDENTIAL

Gulf € Fraser

Elite privileges for your
business.

Gulf & Fraser Platinum
Business Mastercard”

v L5 pente an oy Bl et o brinons purchasms

With an operating line of credit, you can
with seasonal demands.

y, finance or flex

Looking to finance a development project?

105 you howe e commerc essdonsedof aelpmare (o 320 we can hsp o Pyt possise

! Moses Chan g Chvistina © hang

Gulf & Fraser Grow your Business page

23



Digital Transformation

Leading Users

Some of your pages can be doing more to lead users around the site.

A lot of the CTAs on your pages concentrate on speaking to someone, but
that’s not always the best next step for users.

Some people like to speak with someone face-to-face or over the phone. But
others want more information generally on the topic before committing.

For Information, Product and News pages, it would be useful to offer users a
wider variety of next steps through a mix of related content cards at the end
of the page.

By doing this you can also lead the user towards pages that we want them to
visit, without deterring from the primary CTA on the page.

Related content cards can be populated manually, or by a taxonomy
structure.

Meet with us Howdol
in person. start
investing?

Existing CTAs fromthe website

Interested in a TFSA
or RRSP?

Talk to 8 Gulf & Fraser expert about
for you.

&Fro
which one is right f

Smart Money Smart Money
Calculators Brochures

Gulf € Fraser

Ready to talk?

Actveve your financial gosts - we're hare

There's no need to rush to see us in branch, our experts can

come to you!

Connect with us and find out how sasy ‘with your lacal credit union - Gulf & Fraser,

Want to meet
in person?

Sit down with one of our
financial experts and tell us
your goals. We're here to
help!

Example of topiccards
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Thank You.

Brussels Toronto

Chausséede Charleroi 112 Suite 304, 49 Spadina
1060 Bruxelles Belgium Ave

Toronto, ON

M5V 2J1

Vancouver

Unit 250 339 Railway St.

Vancouver, BC
V6A 1A4 Canada

Calgary

1122 4th St SW
Calgary AB
T2R1m1

This presentation and anyfiles transmitted with itare confidential and intendedsolely for the use of the individual
or entity towhomthey are addressed. If you have received this presentationin error please notify the system
manager. This message contains confidential information andis intended only for the individual named. If you are
not the namedaddressee you should not disseminate, distribute or copy this presentation. Please don’t steal, it’s

like, bad karma.

VIl 2022

Email us at hi@versett.com or call +1-844-VERSETT (1-844-837-7388). We also
post interesting things on Twitter and Instagram at @versettinc and update
versett.com with new projects.

You can also directly call our business manager Maxime Duret at this number
+41 22 721 07 99 or by email at mduret@ positivethinking.tech
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