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Notice of confidentiality

This presentation is furnished to you solely in your capacity as a customer of Visa Inc. and/or a participant in the Visa payments system.
By accepting this presentation, you acknowledge that the information contained herein (the “Information”) is confidential and subject
to the confidentiality restrictions contained in Visa's operating regulations and/or other confidentiality agreements, which limit your use
of the Information. You agree to keep the Information confidential and not to use the Information for any purpose other than in your
capacity as a customer of Visa Inc. or as a participant in the Visa payments system. The Information may only be disseminated within
your organization on a need-to-know basis to enable your participation in the Visa payments system. Please be advised that the
Information may constitute material non-public information under U.S. federal securities laws and that purchasing or selling securities
of Visa Inc. while being aware of material non-public information would constitute a violation of applicable U.S. federal securities laws.

Case studies, statistics, research and recommendations are provided “AS IS” and intended for informational purposes only and should
not be relied upon for operational, marketing, legal, technical, tax, financial or other advice. Visa does not make any warranty or
representation as to the completeness or accuracy of the Information within this document, nor assume any liability or responsibility
that may result from reliance on such Information. The Information contained herein is not intended as legal advice, and readers are
encouraged to seek the advice of a competent legal professional where such advice is required. All brand names, logos and/or

trademarks are the property of their respective owners, are used for identification purposes only, and do not necessarily imply
product endorsement or affiliation with Visa.
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Why Loyalty Matters

Understanding The Foundation to Credit Union Growth




Loyalty is the foundation
of credit union

member retention, and
Iastlng success.

The goal of your credit union is to create loyal members, not just satisfied ones.

VISA



Landscape ‘ Opportunities What's Next

Loyal Members Are the Backbone of
Credit Unions

Credit unions play a distinct role with their members. Built on trust, local presence,
and mission-driven service, they offer a relationship-based alternative to scale-

driven financial models.

Even as payments become
increasingly digital, these
human and community-

centered attributesremain
meaningful differentiators
for consumers.
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Landscape Opportunities What's Next

Core Drivers of Member Loyalty

Personalized Service \(;)9 Competitive Products
« Know members by name - Low fees
- Offer customized solutions - Flexible loan options
« Respond to unique needs - Reward programs
Tailored member experiences build trust and loyalty. Attractive rates and offerings keep members engaged.

¥ Emotional Loyalty /\ Rational Loyalty

- Sense of belonging - Competitive rates
- Shared values - Easy access
« Community support - Efficient service

Driven by connection, trust, and community. Based on tangible benefits and convenience.

KEY INSIGHT

Successful credit unions blend both loyalty types.
« Engage emotionally

* Delivervalue ' ©2026 Visa. Allrights reserved. Visa Confidential 8
 Build lasting relationships




Landscape Opportunities What's Next

Cards Are A Critical Growth
And Engagement Battleground

Credit and debit cards are more than payment tools.
They are central to daily engagement, digital
experiences, and long-term customer value.

As consumer expectationsrise, card programs have
become the primary arena where trust is tested,
loyalty is reinforced, and competitive gaps become
visible.

VISA

©2026 Visa. All rights reserved. Visa Confidential 8



Where Credit Unions
Stand Today

Credit And Debit Card Behavior Across The U.S. Payments
Landscape




‘ Overview Opportunities ‘ What's Next ‘

Visa’'s Payment Panel Is The Unique Source of Truth for

Consumers’ Entire Wallet

Visa Payment Panel is an on-going, transaction-level study tracking consumer payments across all payment methods (cash,
check, credit, debit, ACH, etc.), networks (Visa, Mastercard, American Express, Discover), and merchant categories. It
provides a unique, comprehensive view of consumers’ entire wallet and is exclusively available at Visa.
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Overview Opportunities What's Next

Credit And Debit Cards
Continue To Drive

YoY Growth In Credit And Debit Cards (2023)

9% 8.1%

Consumer Spending

6%
5%
4%
Creditand debit cards remain the most widely adopted and 3%
frequently used payment methods among U.S. consumers. 2’1//

Both categories continue to grow year over year, reinforcing o
cards as acritical engine of everyday spending and
engagement across the payments ecosystem.

Credit Volume Credit Transactions Debit Volume Debit Transactions

Source: The Nilson Report, Issue 1257 (2023). U.S. credit and debit card market growth. B YoY Growth (2023)

Credit Card Credit transactions Debit Debit transactions
" Volume Grew increased spendingrose increased

6.8%YOY 801%YOY 409%YOY 605%YOY

VISA Unless otherwise noted, findings reflect Visa proprietary analysis combined with third-party industry sources and i . > F ;
qualitative research. Results may vary by institution. ©2026 Visa. All rights reserved. Visa Confidential

12



Overview Opportunities What's Next

Community Issuers Hold A Small Share Of Card Ownership

While most U.S. consumers carry credit and debit cards, the Credit unions and community banks remain significantly
majority are issued by national and super-regional banks, underrepresented in overall card ownership, limiting their
not community institutions. ability to participate fully in category growth.

Debit Card Ownership by Issuer Type

Own any Credit Cards Own any Debit Cards
Own National Credit Cards 73% Own National Debit Cards 41%
Own Super Regional Credit Cards 25% Own Super Regional Debit Cards 18%
Own Regional Credit Cards 5% Own Regional Debit Cards 8%
Own Community Bank Credit Cards 6% Own Community Bank Debit Cards 13%
9 of U.S. consumers have a credit card from a |$| Credit unions account for 9% of U.S. debit cardholders.

Source: Community Solutions Payment Panel Findings - Debit Card, p. 2. Source: Community Solutions Payment Panel Findings - Credit Card, p. 2.

}ﬂ This gap reflects limited market penetration, not disengagement among existing cardholders - highlighting a significant opportunity for growth.

V’SA Unless otherwise noted, findings reflect Visa proprietary analysis combined with third-party industfy sources and
qualitative research. Results may vary by institution. ©2026 Visa. All rights reserved. Visa Confidential 12



Overview Opportunities What's Next

Younger Consumers Are Underrepresented In
Community-Issued Card Portfolios

Millennials and Gen Z represent a smaller share of credit and This generational imbalance limits long-term portfolio
debit cardholders at credit unions compared to national growth and reduces opportunities to build early, enduring
benchmarks. card relationships with younger consumers.

Generational Distribution of Cardholders by Issuer Type

) Millennials account for 18%
igﬁ s of credit union credit
T — cardholders vs 29%

35% nationally.
30%
25%

20% —m—————————— Gen Z represents 8-9%

15% of credit union credit
10%

cardholders.
5%
0%
Generation Z (18-27) Millennial (28-43) Generation X (44-59) Baby Boomers (60-78)

=) Similar gaps appear in
B Total Credit Cardholders Credit Unions Credit Cardholders Community Bank Credit Cardholders deb|t ca rd Ownership
Source: Community Solutions Payment Panel Findings - Credit Card.

Unless otherwise noted, findings reflect Visa proprietary analysis combined with third-party industry sources and
qualitative research. Results may vary by institution.

VISA o B
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Overview Opportunities What's Next

Credit Union-Issued Cards Are Rarely The Primary
Card In The Wallet

Cardholders at credit unions often carry multiple credit When credit union cards are not top of wallet, spend shifts
cards, yet their credit union’s cardis rarely the primary toward competitors offering stronger rewards, usability,
card used for everyday spending. or digital experiences.

Usage Primary Card P of national bank credit cardholders

Use any Credit Cards 82% 63% — use their card as primary.

Use National Credit Cards 80% 58%

Use Super Regional Credit Cards 55% 23%

Use Regional Credit Cards 44% 14% |$| of credit union credit cardholders
UseCreditUnion CreditCards ~ 49% 2% use their card as primary.

Use Community Bank Credit Cards 41% 12% Source: Community Solutions Payment Panel  Findings - Credit Card, p. 2.

A eracenimberot Credit union U.S. national
f l . cardholders: average:
e credit cards held g

per consumer 3.2 2.9

V’SA Unless otherwise noted, findings reflect Visa proprietary analysis combined with third-party industry sources and ; ! : : ;
qualitative research. Results may vary by institution. ©2026 Visa. All rights reserved. Visa Confidential 15
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Credit Union Card Penetration Has Declined Year-over-Year

Visa's research found that over the past few years, Credit Union's have been stagnant on penetration for both credit
and debit card penetration, resulting in a widening competitive gap.

% Total US Consumer Credit or Debit Card Issued by Credit Unions

50%

] I .

2023 2024 2025

Credit Cards Issued by Credit Unions B Debit Cards Issued by Credit Unions

@ This is most likely due to a mix of competitive, economic, and structural factors.
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V’SA Unless otherwise noted, findings reflect Visa proprietary analysis combined with third-party industry sources and r &«/ﬂ: .2
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Overview Opportunities What's Next

Rewards And Product Desigh Strongly Influence
Primary Card Choice

While trust influences where consumers bank, rewards and “
perceived value largely determine which card they use
most often. Options are important because gives me the ability to maximize

valuel get. | don't want to complicate things.
Gen-X, Ml - Credit Union customer

Source: Community Solutions Qualitative Research Insights, Feb 2025.(P3)

Credit Card Rewards Mix by Issuer Type

. . . Total Credit CreditUnion Non-Credit Unions
Credit Union Credit Cardholders Cards Credit Cards Credit Cards

|S| 42% of credit union \% Only 28% of Base: Credit Union Credit Cardholders () () 515

credit cards are non- credit union Cashback 36% 8% 41%
Cobranded Rewards 20% 2% 29%
15% 24% 11%
Non-Rewards Credit Card 26% 42% 18%

rewards. issued cards offer
cash back.

&) . . Points/Miles
National issuers have a 4

significantly lower share

Source: Community Solutions Payment Panel Findings - Credit Card p.2

VISA Unless otherwise noted, findings reflect Visa propn industry sources and
qualitative research. Results may vary by institutio; ; ©2026 Visa. All rights reserved. Visa Confidential
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‘ Overview Opportunities What's Next

Trust Alone
Is No Longer Enough

Credit Unions are well trusted and
deeply valued by their customers.
However, across ownership, primary
usage, rewards, and generational mix, Go
the data shows a consistent pattern: . . e
strong relationships are not & Values Execution Digital &
translating into everyday card Gap

engagement.

& Human Connection Rewards &

Credit Unions are not challenged by their mission or values.
They are challenged by execution in an environment
shaped by speed, convenience, and digital expectations.

V’ SA ©2026 Visa. All rights reserved. Visa Confidential 17



Strategic
Opportunities

For Growth

Unlock Lifetime Value Through the
Cardholder Lifecycle




Overview Landscape Opportunities What's Next

Clear Opportunities Exist To Strengthen Card Performance

The greatest opportunities exist where relationships and everyday moments intersect:

+Winning primary card status through stronger value propositions

-Improving rewards relevance to drive habitual usage
-Strengthening digital and wallet experiences for speed and convenience

-Engaging younger consumers earlier in their financial journey

V’SA h, ©2026 Visa. All rights reserved. Visa Confidential 19



‘ Overview ‘ Landscape Opportunities What's Next ‘

Unlock Lifetime Value By Driving Stickiness Across The
Customer Lifecycle

Build meaningful

connections at every stage: o

+ Introduce your brand and value proposition
Awareness o ik

+ Promote card benefits and local commitment

Credit unions that prioritize 02 . Createa searrlﬂess onb%arding experience
. TP isition with personalized touches

full funn_el Initiatives not ACQUIS e « Encourage early spend behavior

only retain more members

but also attract new ones,

strengthening their 03 - Develop spend campaigns
competitive advantage in Engagement « Expand merchant categories
the financial services
landscape.
04 + Deliver financial literacy tools T o
« Provide outreach around life moments /7
Loyalty - Hostlocal events R ,
VISA V" -"'Qﬁeﬁe&.VBa Conﬁdentialin - N
Agf‘_f' " 2
../’. s :



Overview Landscape Opportunities What's Next

Four Key Pillars to Support Cardholder

Loyalty
Digital ¢ Community E3 Transpargnt .
Engagement 4\7 Involvement & Communication

Personalized
v Experience

ACTION ACTION ACTION ACTION
Tailor products and Offer seamless online and Communicate openly Supportlocal events and
services to individual mobile banking options. and frequently with causes to build trust.
member needs. members.

©2026 Visa. All rights reserved. Visa Confidential 21




Overview Landscape Opportunities What's Next

In Today’s Market, Personalization Is Everything

75%

of consumers are more likely

to purchase from brands that 0

deliver personalized content! 5 /o
of customers see
targeted promotions as

o atopreasontomakea
71 /0 purchase?

Compared to peer brands

with low personalization

maturity, brands that excel at

personalization are 71% more

likely to reportimproved
customer loyalty3

Sources:

VISA 1. https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
2
3

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/unlocking-the-next-frontier-of-personalized-marketing
https://www.deloittedigital.com/us/en/insights/research/personalizing-growth.html?id=us:2el:3dp:wsjspon:awa: WSJCMO:2022: WSJF Y23


https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html
https://www.deloittedigital.com/nl/en/insights/perspective/marketing-trends-2025.html

‘ Overview ‘ Landscape Opportunities What's Next ‘

Personalized messaging helps credit unions stay competitive
without sacrificing their local, human touch

_ A Sy .
Reinforce the Relationship-Based Drive Engagement and Cross-Sell Support Llfecycle Marketlng Across
Advantage with Existing Customers Generations
Deliver relevant messages that reflect real As national banks compete aggressively for From onboarding and early-month-on-book

needs, life stages, and behaviors rather than acquisition, community banks have a clear engagement to long-term loyalty,
generic offers opportunity to grow by deepening existing personalization enables credit unions to:
relationships—using personalization to « Retain Gen X and Baby Boomers who
identify engaged customers, surface relevant value trust and relevance
products, and communicate at the right « Engage younger generations with
moment digital-first, context-aware messaging

Consumers now expect communications to be timely, relevant, and tailored—especially from institutions they trust with their finances.

VISA
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‘ Overview ‘ Landscape Opportunities What's Next

Practical Solutions To Drive Stickiness

Add a special touch to let members know you're putting them first

i.k

It irthday.... THANK YOU FOR
tYSyouE:),Irt o BEING A VALUEL -
DL VISA' CARDHOLDER! {3

eal"ned it! Enjoy a curated dining P

experience - on us.

You've taken 10+
flights this year!
We're with you when you travel

- make sure you're aware of
your travel benefits!

oY B RS

Use your Visa® card to earn Enjoy exclusive access to one of this
up to 3% cashback joye
season'’s hottest events - on us. .

CLAIM YOUR SPOT

Life-Event Marketing Loyalty Marketing

Scan the QR code or visit
visa.com/XXXX to learn more

SEE ALL THE BENEFITS SEE ALL THE BENEFITS

Trigger-Based Marketing

. Automatically communicate with members « Add a personalized touch with « Show you care with member appreciation
based on triggering events (like a certain number birthday marketing, member events, exclusive dining experiences, and
of flights) to remind them you are there for them anniversary notes and more dedicated branch staff

VISA ©2026 Visa. All rights reserved. Visa Confidential 24



What Success
Looks Like for
Credit Unions

Turning Enablement Into Measurable Growth




Overview Landscape Opportunities m

Loyalty is a Key Piece In Stronger Card Performance

When Credit Unions align strategy, Successful card programs are characterized by:
execution, and enablement, card
performance improves across the metrics

that matter most. [ ] Higherprimary card usage and

With the right focus and support, issuers can — share of everyday spend
strengthen engagement, grow primary
card usage, and build durable relationships

thatdrive long-term value. More active, engaged cardholders
across credit and debit

Stronger digital performancein
mobile, online, and wallet environments

Sustainable growth driven by younger
and emerging segments

©2026 Visa. All rights reserved. Visa Confidential 26



QOverview Landscape Opportunities What's Next

Partnering To Drive Measurable Growth 4 "

S ‘{o.
7 ; - ,
4 E | \\

VR

The opportunity Credit Unionsis clear:

Strengthen primary card relationships, improve digital performance, and & s .‘
compete more effectively for everyday spend. | p A —

Visa partners with issuers to help translate strategic priorities into scalable execution, ..
aligning product, digital readiness, and lifecycle engagement to drive measurable and
sustainable growth.

[ The opportunity ahead is significant
and achievable through focused
partnership.



Visa just released a new white
paper: Empowering Growth
for Community Financial

Institutions

Empowering Growth For
Community Financial
Institutions

Insights, Trends, And Strategies To Compete And Win, In The
Evolving Payments Landscape.

E] Contact Information For A Copy

communitymarketing@visa.com

©2026 Visa. All rights reserved. Visa Confidential 28
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