Pepperdine Case Study Brings Cutting-edge Marketing Strategies to Xceed Financial  
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XCEED BENEFITS FROM NEW MARKETING STRATEGIES
THANKS TO PROMISING PEPPERDINE CASE STUDY   

MBA Students from Pepperdine University Help Credit Union Go Cutting-edge  
El Segundo, Calif. (June 30, 2010) ─ In the first quarter of 2010, Xceed Financial Credit Union was the subject of a case study conducted by up‑and‑coming business students at the Graziadio School of Business and Management located on Pepperdine University’s campus in Malibu. Through the Education2Business (E2B) Applied Learning Program, full-time MBA students and faculty worked directly with Xceed, the chosen partner company, to identify strategic and marketing issues facing the credit union and then developed solutions.
Student groups were each assigned to one segment of Xceed’s corporate members. The groups conducted a market analysis and developed a marketing plan to penetrate these select employer groups (SEGs).

In April at the Malibu campus, six student teams presented their final marketing plans to Xceed executives in a high-pressure setting. After showcasing their final results, each team was further challenged to think-on-their-feet and support their data via a “Q&A” session. Finally, the students spoke one-on-one with the credit union’s executives, receiving constructive feedback.
By presentation time, though, the students were used to working in tough conditions. From the beginning of the case study, teams faced major challenges in devising how to acquire their research data from the credit union’s SEGs. They implemented many sophisticated and creative techniques, such as using social media channels like Facebook and LinkedIn to distribute surveys to the SEG employees (members and non-members).
The teams also exhibited undaunted resourcefulness in reaching out to their corporate client segments that spanned large companies (more than 500 employees), mid-size firms (100 to 500 employees), small businesses (less than 100 employees), and technology companies. The students made onsite visits to interview the HR liaisons or socialize in the company lobby, passing out surveys to employees during their lunch breaks. By doing so, teams upped their relationships with the SEGs and achieved deeper penetration with their marketing surveys.
Student teams also did well in working with, and sticking to, a fixed budget for their proposed marketing tactics. Key strategic recommendations in their presentations discussed ways to potentially enhance the Xceed website, use different channels and tactics to increase member engagement, and develop campaigns to create more credit-union awareness among non-members.
Derek Podobas, the Graziadio School professor who taught the case-study class, says, “This [case study] gives the students an opportunity to understand and prepare for the challenges they would potentially face with any project in the real world and at the same time have a solutions-oriented mindset.”
Final case presentations reflected a startling thoroughness of research by each team in acquiring primary and secondary data for the project. And the students’ use of visual data (such as comparison charts and graphs) as part of the presentations showed a clear understanding of competitor analysis as well as some financial analysis. This level of comprehension is remarkable given that when Xceed executives made their first visit to the campus, only one student in the class of more than 30 knew what a credit union was.
“Until now, they had never had a credit union participating in this E2B program,” says Xceed product analyst Neha Marfatia. “It was impressive to see the students learn about a completely new industry in the short span of three months.”
Xceed was chosen for the case study after Marfatia and the company’s senior vice president Kathryn Davis expressed interest in the program to its director Doreen Shanahan. The program director is more than pleased with what Xceed brought to the table. “We really appreciated the detailed feedback provided to each team by the attending executives, especially the CEO, at the end of every presentation,” says Shanahan.
Xceed executives have already started looking into some of the case-study marketing ideas. “Most recommendations relating to marketing strategies are feasible, practical, and possible to implement in the near future,” says Davis.

Xceed Financial Credit Union has experienced significant growth and expansion during its four decades of existence. The organization’s latest goal is to cultivate a deeper understanding of segmentation variables and needs, then develop marketing strategies to further increase membership by five percent over the next three years. To that end, the timing for this case study couldn’t have been better because the credit union’s member base is aging (average age of a member is 48 years). As members mature, they will eventually draw down on their savings, resulting in the need to attract younger members, ages 30 to 40. Xceed stands to benefit greatly from youth-infused marketing strategies designed to reach this new demographic.   
     Overall, the inaugural case study has won Xceed’s favor and approval. In fact, Xceed President and Chief Executive Teresa Freeborn was so impressed by the level of talent and effort demonstrated by the Pepperdine MBA students that she doesn’t want it to end. She says, “We are looking forward to continuing this partnership with Pepperdine University through its Education2Business program, participating in the school’s upcoming fall semester on another exciting project with a new MBA class.”
###
About Xceed Financial Credit Union

Headquartered in El Segundo, Calif., Xceed Financial Credit Union is a federally chartered workplace credit union that focuses on meeting the needs of businesses and their employees throughout the United States. The credit union started in 1964 as Scientific Data Systems Credit Union and later became Xerox Federal Credit Union in 1970. A new name and brand identity were launched in 2008 to reflect its expanded field of membership and new business model. Xceed delivers personal banking and financial literacy directly to “select employer groups” (SEGs) and is proud to help more than 74,000 members realize their dreams. Xceed Financial has more than $764 million in assets and 15 Financial Centers in six states.
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