Presentation materials and video replay will be provided within one week.

Have questions? Use the questions panel &3 — we'll field them as we go and
during the Q&A recap at the end of the call.

HARLAND CLARKE®

Creating a Successful M&A Transition

Your attendance will be held strictly confidential. Attendees will be anonymous and not visible to one another. Proprietary / Confidential




Agenda

® Insights and trends

® Recent M&A activity

e How account holders are affected

e Importance of effective communications

e Q&A
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Stephen Nikitas, Senior Strategy Director, Harland Clarke

* 30+ years in strategic planning and marketing
e Consultant to banks and credit unions
* Develops strategies and campaigns to grow targeted portfolios

Jim Sewell, Studio Director, Harland Clarke

* 20+ years in the development/production of marketing materials

* Extensive experience in managing creative for M&A programs

* Ensures high-quality creative deliverables and efficient, on-time delivery

Amanda Swift, Vice President of Retail Sales, First Financial Bank

e 17 years with First Financial

* Designs, drives and measures retail reporting initiatives

*  Collaborates with branch staff, regional managers, marketing and other
departments to achieve goals and objectives

‘4 HARLAND CLARKE®

9



Insights and Trends

e 2015 — Another Big Year for M&As

e 2014 — 300+ Bank and 200+ Credit Union M&As

e New regulations and economic drivers are contributing factors to mergers
e Large financial institutions are shedding branches

e Community financial institutions are buying one another

4 Source: SNL Financial ’t HARLAND CLARKE®



Harland Clarke Perspective

Merger communication is more than an obligation —
it’s a critical marketing opportunity

With each piece of communication, acquired account
holders have a close encounter with your brand

Your first communications are some of the most
important you will ever send

’t HARLAND CLARKE’



When do you know you’ve had a successful merger?

When acquired account holders accept your bank as their bank.

How do you get their acceptance?

By making them feel welcomed, valued and assured
in every communication you send. The more you
communicate, the more assured they are.

HARLAND CLARKE’



Bank M&A Activity 2014: Deals and Branches

Averages, Medians and Counts
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Credit Union M&A Activity: Approved Mergers

Credit Union Mergers
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@+ mNumber of approved mergers

Data compiled January 28, 2015
Includes mergers approved from January 1, 2012 through December 31, 2014
Source: National Credit Union Administration
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Effective M&A Communications are Critical

Builds Loyalty & Creates Revenue Opportunities

e Transforms a time of change into a relationship-building opportunity
e Supports stability and creates revenue opportunities
e Delivers benefit-focused messaging

e Provides branches with information and tools to properly
communicate with account holders

e Supports current and rebranding efforts

Stems Account Holder Attrition

e Change creates account holder anxiety
e Attrition rises after M&As

e Turnkey, multitouch communications keep account holders informed and
engaged throughout

t HARLAND CLARKE’



Account Holder Attrition Risk Is Significant During

Merger or Acquisition

e Attrition averages 15-20%, but can be much higher after an acquisition

® 48% had either switched or were likely to do so

B Not likely to switch

¥ Somewhat likely to switch

¥ Likely to switch

" Switchers

*Among surveyed account holders who experienced an acquisition or bank failure ‘

t HARLAND CLARKE’
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Account Holders Are Most Likely to Leave Soon After an

Acquisition Is Announced

After a merger/acquisition is announced, 17% 64% Time before account holders switch
of account holders switch financial institutions financial institutions

B Did not switch any
accounts

B Switched at least 1 21%
account

7% 5%

3%
H = -

I T

Within 1 2-3 months  4-6 months 7-9 months 10 months or
month more

T 1

While some account holders may maintain a banking relationship,

the share of wallet may decrease

‘Jt HARLAND CLARKE’
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How Account Holders Hear About a Merger Matters

Impact of Notification on Intended Attrition
% Definitely or Probably Will Switch

NOTIFICATION FROM OTHER SOURCES
NOTIFICATION FROM BANK

Communication from Advertising Family/FriendCo-Worker News Media Other
Financial Institution

Proactive and frequent communications positively impact retention

’t HARLAND CLARKE’
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It’s the High-Value Account Holders Who Are More

Likely to Leave

70% -
60% -
50% -
40% -
30% -
20% -
10% -

0% -

Number of products by account holder type

m Switchers mwNon-Switchers

1 Product 2 Products 3-5 Products 6+ Products

Overall investable assets!

= Less than $100K = $100K - $500K = $500K or more

Switchers 30% 49% 17%

Non-
Switchers

17%

11%

86% of switchers have more products and higher assets in banks that have been acquired

13

or failed VS non-switchers
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Coordinated Communications are Vital for Successful

Merger and Acquisitions

Advertising

Emplo.yee' ‘L 4.Public Relations
Communlcatlon" \‘

S
i e
e

Prospects .- . / Account

Holders

Acquired
Account

Holders
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Conversion Communication Touchpoints

Pre-Conversion Phase Regulatory Phase

Day 180 Day 120 Day 90 Day 60 Day 45-30 Day 0

Announcement Updated Communication Conversion Notice
Press-release, both Fls’ E-newsletter or letters to Conversion packet
websites, letter/email to customers and employees with outlines new accounts
both FIs’ employees update and important dates
Legal Close Account Opening Conversion Weekend
Press-release, both FlIs’ websites, Dual disclosure during account Acquired data converted
and welcome letter/ opening at branch
email to both FIs” employees
and customers 2"d Update Communication

Reminders of dates and new information
(can segment based on HH value)

15 ’t HARLAND CLARKE’



Communication and Conversion Support

Direct Mail

Merger announcement letters to all
account holders

Welcome letters/brochures to new
account holders

Regulatory disclosure guides
FAQs
Conversion guides

Onboarding of the acquired account holder
with emphasis on welcome and engagement

Check letter for mass reissues

Payment Products

Custom check options

Mass reissues: checks and deposit tickets
Commercial single and duplicate

Branch collateral

Financial forms

Data Analytics and Measurement

16

® Analyze new database for cross-sell and small
business opportunities as well as potential loss

e Define strategy for new footprint and scope of
business opportunity

Contact Center

® In-bound and out-bound call center support

Digital

e All communication channels, flag new accounts
e Vault to manage email archiving for both banks
e SiteAxys™, M&A web strategy

® RegEase™

a @ @

© 2015 Harland Clarke Corp. SiteAxys is a trademark of Harland Clarke Digital. RegEase is a trademark of ‘4 t HARLAND CLARKE®

Harland Clarke. All rights reserved.



Conversion Communication Touchpoints

Integration Phase: Acquire, Engage & Expand

* Engagement Letter * Courtesy Call and * Engagement * Targeted Cross-Sell * Ongoing Cross-Sell
Email Email Letters/Emails Letters/Email
* Post Wel Lett
0s eicome Letter * New Market ° 0pportunity
Acquisition Direct Analysis - Mystery
Mail Shop Surveys

ad
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Communications Touchpoints: Lasting Impressions

Surveys Cards

® Pre- and post-merger satisfaction surveys e Card stock conversion: rebranding or new

e General opinion surveys identity for acquired account

e Employee surveys ® |nstant issue: convert new card holders quickly
Mystery Shop Education Services

® New and existing branches e Unified educational courses

e Opportunities for training and consistency e Online teller training courses

® Online education for account holders

18
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Creative/Messaging

19 ‘4" HARLAND CLARKE’



What Should Your Merger Communications Look Like?

No two mergers are alike
Harland Clarke customizes to each financial institution's needs

Merger A Merger B

20 ‘Jt HARLAND CLARKE’



Award-Winning Creative

48 Creative Awards in 2014
39 Creative Awards YTD 2015 venn | THE REALLIFE, REALTINE

FINANCIAL SOLUTION

. 6 Platinum Hermes Creative Awards
. 2 Platinum MarCom Awards
. 15 Gold Hermes Creative Awards

. 6 Gold MarCom Awards

. 15 Hermes Honorable Mentions

((XFULLNAME)),
Equity
You apply by Aprl 30, 2013. Plus, NO closing costs!

e 5 MarCom Honorable Mentions

* 4 Gold Communicator Awards

e 19 Silver Communicator Awards

e 1Silver Summit Creative Award

* 3 Bronze Summit Creative Awards
e 3 APEX® Awards of Excellence

* 8 Graphic Design USA Awards

21 ‘Jt HARLAND CLARKE’



Creative Best Practices

M&As have a lot of moving parts.
Process and organization tools make
them easier.

e Defining your goals and
creating a timeline

® Choosing the number and
frequency of mail drops and
digital communications

e Gathering information

e Setting expectations with your team
for providing information

e Setting expectations with your team
for reviewing and approving materials

22

ergers & Acquisitions
0-0-00 General
Information

What We Need From You

e materials provided on this and
serve the needs of creating

reviewing th
better able to

Mergers & Acquisitions

orttis form, please cortact your dedicated Cllent Manager. .

_o._e_e.o_; copy e Phone & Web
Development s i o P b 4 acoss

you wouid lika to appaar on yous

1

’ t HARLAND CLARKE
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YourFl
Two Mail Drops

in your fe
1f time allows, making two drops allows you to better vet your maillist and start ducing the size of
ir ith a stand- letter. In the

second drop, this product guide format provides a handsome showcase for your
brand it can also be used after the merger as a leave-behind).

Mail Drop 1
* Envelope
* Letter

OOXXXX. Please

Mail Drop 2
+ Envelope

® Letter

* Disclosure Booklet
* Product Booklet

Format and Version Options
* Disclosure Insert (instead of booklet)
* Product Brochure (instead of booklet)




Well Organized: Webster First FCU/Saugus FCU

What We Learned:

When executed correctly, mergers and acquisitions
can be efficient and effective

| Animportant message for
you from Saugus Federal —

v o of Websie st Fechsal et e

Quick Branch Ruferance 1o ATMs and Drive - Ups

: -l

Well-organized

Followed best practices
(Two drops, format, etc)

Welcome to the new Saugus Federal!

Early engagement by strategist

Assuring and informative messaging

Appealing design package

23 ’t HARLAND CLARKE’



Merger of Equals: Aliant Bank/USAmeriBank

“Aliant is up and running ... everything with the merger went very, very smoothly.”

— Aliant Executive Vice President Russell Thomas in the Alexander City Outlook

@ AliantBank T
e Financial institution underwent re-branding at merger, g ] SAintBak EF
blending the two institutions’ names 1
e Three mail drops (ideal); dual communication to retail TR
and business segments @ AlantBerk

Welcome To An Even
Stronger Aliant Bank!

e Communications stressed improved products, expanded
services, greater financial strength

24 ’t HARLAND CLARKE’



Acquisition of Branches from Larger Financial Institution:

HomeTrust Bank/Bank of America

® One mail drop to retail customers, one to business customers

® (Costs contained by using the same
letter and outside envelope pre-print for both segments

Personal Banking Products
e Package included legal disclosures, abbreviated product and Services Guide

guide, important information sheet and cover letter

® Product guide focused on transitioning accounts only —
no additional product info

e Roll-fold brochure format was a time-efficient solution
for meeting regulatory deadline

ad
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Acquisition of Branches from Larger Financial Institution:

HomeTrust Bank/Bank of America

T “\

HomeTrust Bank
Signing into your new Online Banking profile
(OXFULLNAME1) i
7 4 R Baoonessy ;"hhet th'"t!tis .
November 17, 2014, go istbanking.com {XADDRE at matter to you
[ A—— N
o A B s B T B o i matter to us too.
(any tions charactes wi ba runcsid
nwuuxammmmxmmwmmﬁk&%mw Welcome to HomeTrust Bank!
Banking Log In 15-16, 2014, your 'KEEP EASY
2 Online Banking /ACCOUNT.
For an overview of thi Your accountis) will be moved
ol vdeos
‘hometrustbanking com s November 17, 2014. o leam
Tomiingronine: Eusing. mors, plessa vt the
cca Tansison
Set up your password Rosouros Conterat
e D o PO tbgina ey 2 Mobile Banking WHAT YOU NEED TO KNOW
NmmuTINnnmnnmﬂh g o 1159, v wi o ssted o Do n overvew of this service. Novermber 15-16, your
Yo " Scomparb Homelrus:Sank o
L'f’,‘»m“‘“‘ﬂ”m"‘mnmmﬁ.m"&w\ g TS STME st youiog o Orin kg th bocoring
et vstia sgan Monday, November 175193, (EST
Pmny oot
B sy o R o during the conversion. . o
o comerson vt
i weakand. Your Sccountts HomeTrust Bank [
e Set up your Challenge Questions aftor 10:30 pm., November 14. - P0. Box 10+ Ashavlo, NC 28802.0010
‘Once you enter your new password, you will be
asked 10 5at up your Chalknge Questons: IMPORTANT ENCLOSURES
our /
" g Your account(s) will be moving to
T H Tr Bank this
you have any Yoo g ‘
. guestions or would Servica ine at 800.627:1632 from &:00 2m. to 5:00 pm. (EST) Monday-Friday, or Please review enclosed
o Read and accept Terms & Conditions like assistance: » P information immediately.
Attryou have accepted, - 2
A you o sconped v efors November 172014 i Wolook forward o serving you! L
. Beginning November 17, 204, call g
Log into your NEW account! e e o o T
O Zzzfnmm e bt Stat
e Chsitman, Prosident 3nd CEO
m o HomaTrust Bank
pebnico ——
c . J—
S IMPORTANT ACCOUNT INFORMATION ENCLOSED »))

HOMETRUST BANK PERSONAL BANKING PRODUCTS AND SERVICES

(eI ——r——r——

26
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Branch Acquisition With Business Clients in Same Footprint:

D.L. Evans/ldaho Banking Company

® Two mail drops

1) cover letter with “Important Information” sheet

2) cover letter with comprehensive product booklet
with separate personal and business sections

e Pocket in back of booklet contained legal dlsclosuresw )
and direct deposit change form S B

e “Welcome to More” theme stressed enhanced
products and services

e Indigenous landscape imagery added relevance

Products and

Services Guide
Important information
about the transition of

your accounts from Idaho
Banking Company to

D.L. Evans Bank.

27 ‘Jt HARLAND CLARKE’



Evans Bank

S ——

More Personal Banking Services

(XFullName1))
((XFullName2))
((XFullName3))

‘Online Banking on the go, see page 18. Plan for your long-term financial goals,

see page 19.

Reduce your paper clutter, see page 18.
Save money for future medical expenses,
see page 19.

Purchase a new home or refinance your

John V. Evans, Jr. Reloadable cards are a great companion
for any occasion, see page 19.

leeﬂepfﬂhn’salwayswglnmm,

see page 18.

Going on a trip? Take a Visa® Travel Card
along, see page 19.

Welcome to D.L. Evans Bank.

If you are 50 or better, enjoy the comradery
of our Premier Club, see page 18.

s President and Chief Execuive Offcerof L. Evans Bark. | want o welcome you o our
ankingfemd and an enhanced lveloffnancial somerie

Help the young ones in your family learn
'how to budget their money with a Visa®
Youth Card, see page 19.

1 vou may know,on Sepiember 1, 2014, dabo Barking Company oty merged i
DL Evans Bank. thatis

ILam parculry proud o the s ot it we have b able o heep 21 o e Berking
c compieton o his acquision. /ans became the
largecs commonity bork headquariered i ano. with ol ssses ofore i 311 bilon
and 26 fullservios branches.

and January 19, 2015, and wil require upgrading our existing computer systems. Th]
period.
ad it

P

Wil s00n receive a product guide that will show you how your current prod
servioes wl change o those of D.L. Evans Bank. The otie il proice st on e

More Business
Banking Services

1f you have questions, please contact any of our 12 branches conveniently located in Th
Treasure Valiey area.

w. e

are just some of the new business products and
services you'll enjoy with D.L. Evans Bank.

Sincersly,

BV, En, .

—Better manage your donations and daily opera

—Enjoy services specific to your nes

Milestone Dates

—Deposit checks directly from your desk.
—Give your customer more ways to buy from you.
Jan. 13

—Get easy, secure online account management.

Business
Banking
Products
and Services

More Business Banking Services

Convenient online account management,
see page 30.

Bank when you choose from the
convenience of your business,
see page 30.

Increase the way your customers can pay you
for your services by allowing them touse
their Credit and/or Debit Card, see page 30.

A customized package of financial products
designed for the medical professional,
see page 31.

A full range of free products and services
designed for the employees of our business
customers, see page 31.

A customized package of financial products
dy\ed to support the Non-Profits in our
mmunities, see page 31.

In the following section you will find
more details about the features and
‘benefits of the business banking
products and services.

For additional details on all of our
accounts and services, visit
‘www.dlevans.cam or visit a local branch.

Business Onine Banking users Wit
be personatly contacted by e
DL Evans Bank Cash Management
Department A Cash Management

‘You i receive your new D.L. Evans
Bank Debt Carofs).

Aciivate your new D.L. Evans Bank

‘account transaction history from

‘www glevans.com
Your curen togn Usemame wi be

Direct Deposts o
Your accourt that your routing numoes
has changed.

lowercase ang i e your new
new Onine Banking sysem.
200ut he oiiowng producss: caiing 1-800-552-3808, be processed as epected. Begn using your new naa e mana e Notty any Indviual or company
DL Bvans Bank ged. cumently automatic
outdo not Cargon iy 16,2015, « Your temgorar pay ¥
1t unts aner January 15, 2015, anes £30pm (uST) aswor wil e e st ur gt o Touting number has changed.
a 130 pm (MST). I the meantme. Your Social Secartty Num
¥ Yoegin win  zeraes en s Notty mercharts curenty using your
Depost Payrol 1dano Banking Company Debi Cara e ast wo or three digis o your Deb Card 363 payment method for
Soctl Secarity Numer. During your ecurming b thatyour Dedit Cara
 Remole Depost Capture Priorto samuary 12. 2015, print he st logi, you will be asted fo select s cranged,and provde
¥ transacaion mstory o 2 new pasord them wah your new card numer.
yourcurrent Online Banking. This . e
istory wil not camy over o the new ho e ey roms

‘Online Banking system.

Information il be transferred over.

b

ad
A 4
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Easier the Second Time Around:
First Financial Bank/BOA Branches

Well-organized

Followed best practices (Three drops, format, etc.)

Early engagement by strategist made process more efficient
Utilized digital

Assuring and informative messaging

Appealing design package

Welcome to the
First Financial
Banking Family

Products & Services

Strong, Safe, Secure Fiﬂ Financial Bank Products and Services

Same Faces, Same Hours,

v Same Locations!

We're mlhmmsenem
Py

s 0 . 0
o oy =

m..a.............’:..m.'u'“_mnn..._...w
el e ot e
SeSnaer

"R &
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Amanda Swift, Vice President of Retail Sales, First Financial Bank

e 17 years with First Financial

* Designs, drives and measures retail reporting initiatives

* Collaborates with branch staff, regional managers, marketing
and other departments to achieve goals and objectives

ad
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We Are Ready! You, Harland Clarke and a Successful M&A

® Experienced team of

e Strategists
e Project managers

e Creative directors,
copywriters, designers
& proofreaders

e Print production managers

e Email developers

® Processes and tools to help you
organize and communicate with
your internal teams

31

Person
an(

MourFl
Two Mail Drops

Welcome to the
First Financial
Banking Family

Products & Services

) D. L. Evans Bank
o o .

Products and
Services Guide

Important information
about the transition of
your accounts from Idaho
Banking Company to

D.L. Evans Bank.

HomeTrust Bank
Since 1926

hometrustbanking.com

‘Jt HARLAND CLARKE’



Q&A Wrap Up

Type your question in the questions panel

Stephen Nikitas

Presentation materials and video repla
Senior Strategy Director, Harland Clarke —

will be provided within one week.

Jim Sewell
Studio Manager, Harland Clarke Visit www.HarlandClarke.com/Webcasts
Amanda Swift for this and previous events.

Vice President of Retail Sales, First Financial Bank
www.HarlandClarke.com

m linkedin.com/company/Harland-Clarke

u twitter.com/HarlandClarke
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