











Closing the
parenting gap

The national paid parental leave scheme creates a long-
awaited new workplace entitlement. By Donna Brown

ether pregnancy is an
industrial issue, as well
as a social and personal
issue, has long been
debated. The question is who should
largely meet the costs of child-rearing:
parents or industry?
In 1990 the Australian Industrial
Relations Commission began a
review of a 1979 test case decision
onmaternity leave. The test case
entitlement soon extended to
all federal and state awards,
covering about 70 per cent
of workers. The concept
of parental leave being
maternity, paternity and
adoption leave has now
carried over to the Fair
Work Act 2009 under the
National Employment
Standards.
The move to extend
unpaid maternity
leave provisions to
paid parental leave was
introduced in the Fair
Work Amendment (Paid
Parental Leave) Bill 2000.
Parliament passed legislation
for the paid parental leave
scheme in June. The scheme
provides parental leave pay to
eligible primary carers who have
© oradoptachild on or after January 1
nextyear.
The Act amends the Fair Work
Act 2009 to provide 18 weeks of
government-funded paid parental
leave for all eligible Australian parents,
whether they are employed on a full-
time, part-time or casual basis, at the
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level of the federal minimum wage. It
also includes a right to return to work.

This historic reform closes a
significant gap in Australia’s workplace
relations system. The parental leave
scheme aims to support parents outside
the social welfare system by recognising
that such leave should be treated as a
workplace entitlement.

GRACE PERIOD

The Act allows for a six-month grace
period from January 1 to June 30, during
which employers will be able to ‘optin’
to administer parental leave payments
should they choose to do so. However,
from July 1 next year, the legislation

will oblige all employers to administer
the scheme through their payroll for all
eligible employees.

When an eligible employee takes
aperiod of paid parental leave, they,
their spouse or their de facto partner
will not be entitled to the baby bonus
or any other paid maternity, paternity
or parental leave under any other
Commonwealth, state or territory law.

There is no set-off against existing
employer obligations. An employer who
already has an obligation to provide
paid parental leave under an enterprise
agreement or industrial instrument
will be required to pay the government-
funded leave in addition to any other
obligation. Therefore, no changes need
to be made to current paid parental
leave policies.

The employer will administer the
government-funded entitlement and
be required to make the payments to
employees on the regular pay day. The
employer will not be obliged to make
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the payments unless it has received
sufficient funds from the Family
Assistance Office.

Payments are treated the same
as wage and salary income for the
purposes of taxation. Employers must
withhold tax from parental leave pay
under the usual PAYG withholding
arrangements and must include parental
leave pay on payment summaries
issued for tax purposes. However,
employers will not be required to pay
superannuation on the parental leave
payments.

Employers will have to keep records
of the funds received from the Family
Assistance Office and the payments
made to employees under the scheme.
They must also give employees a record
of each payment, which will generally be
done by payslip.

The Fair Work Ombudsman will be
able to enforce an employer’s obligations
under the scheme, investigate related

...retaining women in the workforce
has never been more important.

complaints and impose penalties for
breaches of the obligations.

INCREASING PARTICIPATION

Given Australia’s ageing workforce, tight
labour market and relatively low rates

of workforce participation for women

of childbearing age, retaining women

in the workforce has never been more
important.

The national paid parental leave
scheme will have significant social and
family benefits for new mothers and
compensate for the period of childbirth,
and the time shortly after, when women
take time off work or reduce their
workforce activity.

‘Keeping in touch’ provisions will
permit an employee to perform work,
such as attending a staff meeting, for
up to 10 days during the parental
leave period by agreement with their
employer. Conversely, the employer will
pay for any work performed during this
time.

This provision will also encourage
women to remain in the workforce
by enabling them to retain skills and
expertise. At the same time, the scheme
will improve staff retention and reduce
turnover, thereby helping businesses
protect their investment in employee
training and development.

— Donna Brown is a senior lawyer at Abacus.
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TECHNOLOGY

Take your
tablet

The overnight success of iPads has many organisations
scrambling to develop apps for the devices.
By Gayle Bryant

ablet computing appears to have been embraced by consumers with
millions of Apple’s much anticipated Apple iPad sold since its launch
last May.

Anumber of similar devices are also just being launched. Perhaps
the most eagerly anticipated tablet is Samsung’s Galaxy Tab, which runs on
the Android operating system.

BlackBerry maker Research In Motion (RIM) will launch its tablet
product, PlayBook, next year and other iPad challengers are coming from
Dell, Acer, Asus and Lenovo.

“The danger for RIM,” says Ovum analyst Tim Renowden of the PlayBook
announcement, “is that Apple already has a big head start in the tablet
market, and the buzz around its apps and ‘cool factor’ is significant. Many
users will want to bring their own iPads into the work environment, so this
is going to be along and hard-fought battle for RIM. But it’s an important one
as mobile devices become an increasingly important part of doing business.”

Community First Credit Union has joined a number of financial
institutions in announcing applications, or apps, for the iPad.

There are opportunities for both customers and employees in the use of
apps, says Robin Simpson, Gartner’s research director for enterprise mobility.

Many apps written for the iPhone or iPad don’t really take advantage
of the device and its touch interface, says Simpson. “They tend to be
duplicating what their customers can access on their website when they
could be presenting more features.”




About 250,000 apps have been
written for the iPhone, and as many
as 40,000 of them have been written
specifically for the iPad, he says. “Apps
tend to be simple to write and it costs
about $20,000-$30,000 to write one. If
you were building something for a fully

functioning PC, it would costhundreds ~ think mutuals need to be concerned you should take advantage of the greater
of thousands of dollars. But people don’t ~ about mobility and the need to have screen size and functionality.”
want full functionality when they’re similar offerings,” says Farrall. While apps built for smartphones can
being mobile.” He says the tablet market is run on iPads, the user experience is not
heating up, but mutuals should be as good.
paying attention to having apps on iPad apps should be focused on
The big four banks and regional banks smartphones such as the iPhone. offering more sophisticated data
are moving into the mobile market, and “What’s in the market now in this area integration, and having a greater use
mutuals need to respond to this pressure, is an extension of what people can of graphs and charts to provide a more
says Frank Farrall, lead partner of find on their financial institutions’ integrated view of the data, says Farrell.
Deloitte’s online consulting practice. websites, such as the ability to manage “The banks are struggling to do this,
“Regardless of their client base - transactions. You can do this on an and this is where the work needs to be
whether their clients prefer goingintoa  iPhone as much asan iPad. If you are done first.”
branch or transacting in another way—1  building an app for an iPad or tablet, - Gayle Bryant is a freelance writer.

B U I L D I N G A N A P P punching in numerous points of data,” he says. “The iPad app will be
exactly the same; it’ll fit to the screen and be more user-friendly. It's
convenience at a thumb-stroke.”

As for dealing with the slew of new tablet devices expected to
roll out over the next few months, Tancevski says Community First
will stick with the Apple apps for now because of their popularity.

“If the other devices become as popular, we'll just make the
application work for them as well. We're technologically agnostic,
but technologically opportunistic,” Tancevski says.

But not all organisations are in a hurry to pursue iPad users, just

yet. “If a mutual doesn’t have a mobile app for
a smartphone, | think that would be a greater
issue than not having one for the iPad,” says
Deloitte’s Farrall.

At Greater Building Society, which launched

Community First Credit Union CEO John Tancevski can't believe
more mutuals aren't developing apps for iPhones and iPads.

“Nobody sitting in an airport anywhere in the world has a
newspaper in their hands while they wait for an airplane,” says
Tancevski. “They’ve got an iPad or iPhone and they're tapping away.”

Having recently returned from a study tour of credit unions in the
United States and Canada, Tancevski reports that financial services
providers have been “desperately trying to get this functionality, but
can't because they've got to pay per user licence fees or there's a
host of technological limitations stopping them”.

Deloitte’s Frank Farrall says if mutuals are considering developing
an app for a tablet, they should develop it first for Apple’s iPad rather
than for another platform.

information officer Bruce White says it may
develop an app for the iPad, depending on the
customer take-up.

Greater Building Society’s app is an ATM locator and contact
portal. Developing such an app can cost $10,000 to$15,000, says
White. “If you want mobile banking capability, it is likely
to cost much more. But this is a ballpark figure
for an ATM locator.”

He says the plan is to add features and
functionality as time goes on, and the
Apple platform was chosen because it
has the highest market share. “Once
we've established that customers
like it, we may grow it across other
platforms.”

write an app across all the different platforms because, usually,
technology teams specialise in one or other technology.”

Community First Credit Union is doing just that. Having
successfully launched Australia’s first iPhone app for Credit Union,
CEO John Tancevski says an iPad one is now due for release.

“It’s about people being time poor and seeking fast, convenient
and simple options to do their banking,” he says. “The iPad just adds
that third dimension. We see it as another channel of choice.”

Tancevski says using the iTunes store to develop the iPhone
app made it “cheap as chips”. “We did it for about $5,000 and an
iPad app is even less. You're talking petty cash.”

Tancevski says the app is tailored to the medium and includes
functions to transfer funds, check interest and change personal
details.

“It's icon driven as opposed to the typical website where you're

Deloitte

“It has a deeper market penetration,” he says. “It is difficult to vk . its iPhone app in mid-September, chief
f arra
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he next stage of the industry’s
T advertising campaign, set to

launch in February next year, will
aim not only to increase awareness of
credit unions and building societies, but
also to send targeted messages to those
open to joining them.

The campaign, which began six
months ago, has already been well
received, says Elizabeth Lukin, a director
at Essential Media Communications, the
agency running the campaign.

A third of the target market recognised
the advertisement and, of those, 81 per
cent liked it. But Lukin says there are
still too many people who don’t know
what the sector does or have some
issue that stands in the way of them
considering using a credit union or
building society for their next serious
financial decision.

“We started the year with very clear
objectives defined by the research. We
know the most important thing for us to
do is build recognition and awareness

national advertising campaign.
By Jane-Anne Lee

of the category of credit unions and
building societies.

“This is still a very big mountain to
climb. In the financial services sector,
we are facing big competitors with very
deep advertising budgets,” she says.

“A major challenge for us is that the
four big banks are spending a lot of their
marketing budgets trying to reposition
onto the core brand strengths of the
credit unions and building societies:
better rates, lower fees, more friendly
service and a better relationship with
customers.”

The next major challenge is the
people who would consider using a
credit union or building society but are
unsure if they can be a member.

TALKING TO EVERYONE

“We need to continue to build
awareness, but also send the message
that there’s a credit union or building
society for every person in Australia,
and reassure potential customers

“...a longer-term plan is required
to connect the TV buy with a direct
approach to potential members.”

B connexus

that we have all the major products of
a bank.”

A national TV buy is still the best
option to deliver a campaign that
reaches across Australia. However, a
longer term plan is required to connect
the TV buy with a direct approach to
potential members.

“We have seen some fantastic
campaigns by individual credit unions
and building societies to coincide with
the two bursts of national advertising,”
says Lukin.

“The logo and key message — It all
comes back to members — have been
used in TV, direct mail and online
campaigns by different members of
Abacus.

“Our job in running the national
category campaign is to sell broad
messages about the mutuals sector. It
is a big investment by the participating
mutuals. We want this to translate into
new members for the mutual sector,
and our hope is that the individual
members continue to find ways to take
the national investment in building
awareness and knowledge and translate
it into local campaigns to their identified
markets,” Lukin says.

— Jane-Anne Lee is a freelance writer.
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The secret is out

Summerland Credit Union
may no longer be one of the
best-kept secrets in northern
NSW thanks to an intensive
marketing strategy to take
advantage of the national
advertising campaign.

After embracing several
forms of media, from TV
to print, the word is out
about the 27,500-member
community-based mutual
whose reach extends from
Tweed Heads in the north to
Grafton in the south.

Head of sales Andrew
Tucker says the campaign
came at just the right time.

“We'd been looking at our
strategic direction and mission
statement to be a community-
focused banking alternative,
providing quality lifestyle
solutions,” he says. “So the
campaign was a good fit, and
we decided to get behind it to
make the most of it.”

First, the mutual got
staff on board to ensure
they’d be prepared to deal
with enquiries. An education
program went through the
aims of the campaign and
the credit union’s points of

difference, including fairer
fee propositions, customer
satisfaction, branch awards
from the chamber of
commerce, and community
involvement.

USING THE LOGO
“We committed to the
campaign logo, point of
sale materials, flyers and
our website, and used the
industry logo wherever we
could,” says Tucker.

Summerland Credit Union
also developed its own
television advertisement
that was ready to roll out on
the day the national mutual
campaign hit local media.
By doing that, Tucker says,
people began associating
the industry logo with the
Summerland brand.

“We also did print every
week, with banner ads
on the front page of local
newspapers and, when we
hosted shopping centre
displays and seminars, we
did posters for whatever
product we were promoting
at the time and attached the
industry logo,” he says. “In

-

* "That logo is pretty
much on everything
we do... our direct

mail for home loans,
our stationery and
every brochure.”

Chris Moses, marketing manager, Queensland Teachers’ Credit Union

fact, whenever we promote
Summerland, we utilise the
logo.”

WAW Credit Union took
a similar approach with a
TV campaign, radio, print,
posters, point of sale material,
and promotions in branches
and online, offering a prize
of $100 every weekday for a
month.

entries in its promotion were
from non-members. Butler
says that was a satisfying
response. “Certainly,
awareness of credit unions
locally has increased, and it
was a great opportunity to
be able to leverage off the
industry campaign.”

HITTING THE TARGET
Queensland Teachers’ Credit
Union bought TV ads for
three weeks and print and
outdoor advertising for six

“"The campaign
was a good fit, and
we decided to get

behind it to make the
most of it.”

Andrew Tucker, head of sales, Summerland Credit Union

4.5M CHOOSE

“We also had the industry logo
on every page of our website
and we tried to get staff
talking about our connection
with the ad campaign and
what it means to be a
member,” says marketing
manager Linda Butler.

“All we could take from
the campaign was the logo,
so we had to create our
own promotion around it. In
our 15-second support TV
ad, which we ran as close
as possible to the national
version, we also used the
same message: that our
members are part of 4.5
million Australians who prefer
to bank at a place that isn't a
bank at all.”

The credit union, which
operates in north-east
Victoria and southern NSW,
found that 10 per cent of

weeks. Direct mail and point-
of-sale were also used. In all
communications, the language
of the industry campaign and
the logo were embraced, says
marketing manager, Chris
Moses.

“We hit the target we aimed
for,” says Moses. “TV was
where the greatest and most
successful spend was. We also
have anecdotal feedback from
people walking into branches,
who are beginning to recognise
the industry logo.

“That logo is pretty much
on everything we do now. It’s
on our direct mail for home
loans, our stationery and every
brochure we have.”

The challenge for the credit
union was to promote deposit
products on the back of the
industry campaign, which was
largely about home loans,
Moses says.
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Wave power

Visa Debit payWave is a new payment technology that makes it
quick and easy for members to pay for purchases.

It offers members the same security and convenience of Visa
Debit, while speeding up purchase transactions.

Members simply wave their Visa Debit payWave card over a
secure contactless terminal in stores. The card is more secure
because it never leaves your member’s hand.

Members can use Visa Debit payWave ‘Wave & Go’ for
purchases up to $100. Purchases over that amount require a pin
or signature.

Visa Debit payWave is designed to assist in establishing
deeper member relationships by giving members access to the
very latest technology.

For more information on Visa Debit payWave, contact
CallDirect on 1300 650 501 or email calldirect@cuscal.com.au

QPCU installs
Indue muniwire

The Queensland Police Credit Union (QPCU) is aiming to save
more than 40 per cent on its overall ATM running costs with
the first installation of Indue’s muniwire solution.

The muniwire solution uses wireless technology to reduce
the costs of dial ATM networks and provides a more secure
transaction. It encrypts the entire transaction, not just the PIN
and magstripe.

Because there’s no need to install a phone line, it’s easier
to set up, service and transfer ATMs, which makes them more
competitive.

QPCU CEO, Grant Devine, says the solution will significantly
cut ATM servicing costs through the combination of less time
spent at the physical site and enhanced access to a high speed
remote management interface.

“It gives us scope to roll out more ATMs in more diverse
places given we may not have to physically visit the site to
service it,” says Devine.

Indue’s head of acquiring Don Mitchell says muniwire
enhances the potential of turning marginal dial ATMs into
profitable sites.

“We believe we can substantially reduce their cost by
providing them with affordable wireless connectivity which
along with the remote management system allows services
and updates to the machines from their office computer.”

For more information, contact Don Mitchell at dmitchell@
indue.com.au or 07 3258 4276.
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Insurance
goes green

Allianz Australia, as part of the global Allianz Group, has
committed to a 20 per cent reduction in its carbon emissions
by 2012. The reduction is expected to be achieved by the
introduction of more energy efficient work environments,
practices and products.

Allianz Australia has been offering a range of insurance products
through mutuals since 2002. The launch of landlord and life
insurance products has significantly increased the product range in
the past few years while product features designed to respond to
climate change have also been introduced. For example, contents
cover includes the replacement of whitegoods with at least 3 star
energy-rated equivalents, while a total loss under building cover
includes an extra $5,000 for the purchase and installation of
environmentally sustainable upgrades such as rainwater tanks, solar
hot water systems and grey water recycling systems.

“The challenge has been to achieve a mix of flexible and
responsive products, systems and business models, while also
addressing the larger issues the insurance industry faces,” says
Michael Winter, Allianz Australia general manager financial
institutions.

“The extent of large scale weather-related events in recent
years provides renewed focus to develop products that minimise
their environmental impact,” Winter says.

The Allianz Group has developed more than 50 ‘green’
insurance products and related services across many of the 70
countries in which it operates.

www.abacus.org.au
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sharing skills
in Cambodia

Demonstrating the benefits of analysing data.

By Sally Chapman

ourteen new and emerging credit
F unions in rural Cambodia have

much clearer pictures of how they
are faring after data reviews and brief
courses in data analysis.

They were helped by Greg Fisher,
general manager of Fitzroy and Carlton
Community Credit Cooperative, in
Melbourne, who volunteered to spend
three weeks in Cambodia in September
as part of Credit Union Foundation
Australia’s Grow and Sustain (GAS)
program.

The trip also enabled Fisher to
observe how credit unions operateina
developing country.

Fisher began by mentoring CUFA
project officer Pannarith Houy in data
analysis. The pair then travelled by car
or three-wheeled tuk-tuk to two credit
unions each day.

They reconstructed cash flow and
monthly profit and loss statements,
and plotted return on assets, capital
adequacy and liquidity for each
credit union so benchmarks could be
generated for comparing performances
and identifying strengths and areas of
operation requiring improvement.

“As we showed the graphs and
patterns to each committee, they were
motivated and encouraged,” says Houy.

...they were proud to see how well
they have managed operations...

PR connexus
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“They were able to see the projected
growth of their credit union, and they
were proud to see how well they have
managed operations while working
as volunteers within the constraints
of Cambodia. It meant a lot to them

to have someone of Greg’s skill and
experience to help them understand
their data.”

Fisher explained to the committees
how they could use their data analyses
at their annual general meetings to
inform members of their financial
and operational performances, and to
share dividends and demonstrate that
they are transparent and trustworthy
organisations. He also explained how
they could create budget plans and
measure expected growth against
actual growth for the next year or two.

The work built a valuable knowledge
base at the credit unions, which were
all established between June 2008 and
October 2009.

CUFA’'s Cambodian federation
partner for the GAS program also
participated in the review process. The
federation is now better positioned to
assistits member credit unions achieve
stable growth in the future.

— Sally Chapman is a CUFA project officer.
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Uniting PAC1fiC

mutuals

The need for a strong regional voice was one message to emerge from the recent Pacific
Credit Union Technical Congress. By Rob Crawford

he third annual Pacific Credit Union
T Technical Congress in September
was a great success.

Held in Port Moresby, Papua New
Guinea, the event was a collaborative effort
of the Credit Union Foundation Australia,
the Federation of Savings and Loans and
Societies of PNG and the World Council of
Credit Unions.

There were more than 80 delegates,
which included credit union professionals
from Australia, Fiji, Tuvalu, PNG, Timor-
Leste, Tonga, Vanuatu, the Federated
States of Micronesia, Solomon Islands and
United States.

The congress gave credit union
movements, their leagues and federations,
and government regulators from
developing and developed nations in
the Pacific the opportunity to share
information and learn from each other.

Despite the challenges many delegates
face, there was an air of optimism and
enthusiasm as they took advantage of the
opportunities the congress provided. In
that regard, there are similarities with the
early years of the Australian movement.

Indeed, Australian credit unions
recognise the benefits of this type of event
for their Pacific counterparts and Circle
Credit Union, Credit Union Australia, Fire
Brigade Employees Credit Union, Manly
Warringah Credit Union and Maritime,
Mining & Power Credit Union provided
support for anumber of delegates who
otherwise could not have afforded to attend.

Encompass CEO Brian Bennett and
Family First Credit Union director Colin
Lenton also attended the three-day event
and gave presentations.

INTERNAL FRAUD IN FOCUS
Fraud in the broader region has not

yetreached the volume or levels of
sophistication we experience in Australia.
However, it is more prevalent than most of
the delegates realised.

For example, many were surprised to
learn that local fraud wasn’t confined to
basic methods such as stealing member
cheques, depositing money to incorrect
accounts or manually altering account
books.

As acase in point, the one credit union
at the congress that did have a fraud
policy barely survived a major internal
fraud a few years ago. The sophisticated
measures that have been putin place in
more developed countries simply reflect
the fact that they’ve been around long
enough to experience more fraud and, as
such, realise that prevention is the key.

Raising awareness of fraud as a real

...only one of the credit unions
present had a fraud policy in

place...

There were also cases where staff
clearly had enough know-how to
manipulate new electronic systems and
surreptitiously steal funds from dormant
accounts using EFT transactions.

Fraud resulting from inadequate
internal controls and procedures is not
unique to developing nations; it’s also
the primary enabler of internal fraud in
Australia.

In contrast to Australia, however, only
one of the credit unions in attendance
had a fraud policy in place to address this
vulnerability. Though internal fraud can
affect things like reputation and staff morale,
most credit unions would also struggle to
survive a substantial financial loss.

Of equal, if not greater concern,
none had any insurance to protect
themselves and their members against the
consequences of a serious fraud incident.
Raising thisissue isn’ta criticism —it’s
been the approach of financial institutions
across the globe to not consider fraud a
legitimate business risk until it starts to
affect them.

business risk and providing assistance
with education will hopefully encourage
Pacific credit unions to develop and
implement best practice fraud prevention
procedures before it becomes a bigger
problem for them.

THE FUTURE LOOKS BRIGHT
The congress gave an impression of
confidence in the future of the credit
union movement in the Pacific. Calls for
greater unity were also evident in many of
the presentations, and the official launch
of the Oceanic Confederation of Credit
Union Leagues (OCCUL) was very timely.
OCCUL, which CUFA currently funds,
has been developed as the peak body for
the Pacific credit union movement. It will
eventually be funded by its own members
to provide a united voice for advocacy and
representation at all levels.

— Rob Crawford is fraud analyst,
Abacus Fraud & Financial Crimes.
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WOCCTU visits Timor-Leste

Timor-Leste’s credit union movement responded enthusiastically to its first visit by World
Council of Credit Union representatives. By Benjamin dos Santos and Catherine Drummond

he small but growing credit
T union movement in Timor-Leste

responded with a warm welcome
when World Council of Credit Unions
(WOCCU) representatives visited the
country for the first time in September.

The visitincluded a workshop hosted
by Credit Union Foundation Australia
that was attended by more than 100 credit
union leaders and staff. Timor-Leste’s vice-
minister of economy, Christiano da Costa
and the director of its National Directorate
of Cooperatives, Bonifasio Correia
officially opened the workshop.

Attendees heard presentations, by
Brian Branch, WOCCU’s executive
vice-president and chief operating
officer, and Mark Cifuentes, senior vice-
president, technical services, reinforcing
the importance of growth in both
membership and member savings. They
also talked about the global credit union
network and illustrated how savings
mobilisation helped achieve financially
sustainable growth in credit unions

54|
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around the world.

The nation’s 31 credit unions have a
total membership of about 3,000. Some
have been operating for nearly two
decades, but growth has been inhibited by
the political climate, civil unrest and the
resulting population displacement.

The movement now wants to reform
the federation body that serviced it prior
to times of conflict. Growth is imperative
to reaching this goal.

The WOCCU representatives and
CUFA staff also made a 12-hour return
trip over a winding, bumpy road to visit
Lanamona credit union in the far west.
Lanamona is working hard to increase its
membership under the strong leadership

ofits president, Domingas dos Santos.

Lanamona’s initial members started
saving informally as a group in 2002, but
it was not officially recognised as a credit
union until 2008. Its most recent financial
report shows that membership has grown
to 334 (289 of whom are women), with
combined savings of $19,348.

Branch and Cifuentes were welcomed
with music, dancing and a special cultural
presentation as a sign of respect. The
credit union also opened up its financial
records and demonstrated its operational
practices. An important aspect of the visit
was to inspire and motivate members
to continue their focus on savings
mobilisation.

It was a great pleasure for Branch to
present dos Santos with a motorcycle
donated by Ken Mutton, of Swan Hill
Credit Union, and John Paine, of Family
First Credit Union, in recognition of
Lanamona reaching membership and
savings goals set during a CUFA board
visit to Timor-Leste in May. In three
months, membership increased 32.5 per
cent and savings 34 per cent.

On behalf of her organisation, dos
Santos said she was overcome with
gratitude for the Swan Hill and Family
First credit unions’ generous support. The
motorcycle will be used to visit members
living some distance from Lanamona who
don’t have their own transport to travel to
make regular savings deposits and loan
repayments.

- Benjamin dos Santos is a project officer and
Catherine Drummond is CUFA international
projects supervisor.

“Branch and Cifuentes were
welcomed with music, dancing and
a special cultural presentation as a

sign of respect.”




The power

Join forces with Allianz and take your business to an exciting new level. We currently work with mutual
financial institutions across Australia, helping them to maximise their insurance revenue. Tap into our
wealth of experience in the mutual industry.

Talk to your Allianz State Manager today.

NSW - Jeff Low (02) 8258 5455 QLD - Matt Bowden (07) 3023 7898
VIC - Simon McLean (03) 9224 3983 SA/WA — Mike Gambell (08) 7420 8839
General Manager, Financial Institutions — Michael Winter (03) 9224 4088
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A rewarding relationship
for you and your members

Call the Alliances and Distribution team at Bridges
on 02 9028 1000 to arrange a meeting.

Bridges. ASX Participant. AFSL No 240837
Part of Australian Wealth Management

Over 170 referral partners can't
be wrong

Make sure you're not missing out. Broaden

the range of services you offer; partner with
Bridges and enhance the relationship you have
with your members.

Why Bridges?

National coverage — wherever your
members are, we're there too

Bridges is national. With over 65 offices around
Australia and 180 planners, we can help your
members wherever they are across Australia.

Experience — help your members
get more out of life

The right advice can make a real difference.
Bridges can help each and every one of your
members, regardless of their age or stage

in life, by implementing strategies to suit their
individual circumstances and to help them
realise their goals.

Understanding — not only the
needs of your members, but your
business as well

Bridges is one of Australia’s largest national
financial planning firms. Established over

25 years ago, Bridges is the referral partner

of choice for over 170 non-bank financial
institutions and professional service firms across
Australia. We understand your requirements
and those of your members. Depending on your
wealth management approach, we can support
a variety of business models to encourage
retention of existing members and to attract
new members to help your business grow.
Together, we can achieve success.

Retain your competitive edge...
with the right partner

Make sure you're not missing out. If you're not
with us, call today to make an appointment and
find out how Bridges can help you.

VB
Bridges

financial advice makes a difference

WMA-2237
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