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Overview of Organization

Navy Federal Credit Union (NFCU) is a not-for-profit organization
owned by the members of the credit union. Their mission is to put
their members’ financial success first and lead using service-minded
approach. NFCU has over 15 million members and 25,200 employees
and strives to provide accessible, trustworthy financial services to
military personnel and their families.

Objective Of Plan

Our strategic plan Project Shine a Light is aimed at enhancing Navy
Federals’s CSR operations by implementing programs to address
issues that are often overlooked. We focused on issues that lay in Research Methods
existing youth financial literacy education, the Transition Assistance
Program (TAP), and local ecosystems. Integrating these elements into
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Navy federal Credit Union
Location in Reston, VA

NFCU’s CSR will allow the company to enhance their brand reputation,
build loyalty with their customers and partners, and create positive SECONDAR
impacts on society beyond profit. DATA DATA
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Overview of NFCU'’s Current CSR Initiatives

Navy Federal currently has three key CSR initiatives: A partnership
with United Service Organizations (USO, promotes financial wellness
education among military members), No Plate Left Behind (combats "
food insecurity), and Making Cents (a digital banking program). Navy O.lWO-YS Q member
Federal's CSR gives members direct value through improved financial

education, community support, and targeted programs.

“Once 0. member,
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Findings And Conclusions of the Study

FINDINGS

Significant gaps in student financial confidence, particularly
in investing, taxes, and debt management.

High school finance teachers report low engagement and
retention in traditional financial literacy education due to
limited real-world application.

A lack of accessible, long-term financial
practice tools for students.

CONCLUSIONS

School administered personal finance courses are
insufficient and an alternative is necessary.

Insufficient personalized, post-transition
financial support for veterans.

Minimal youth engagement in sustained environmental
restoration efforts.

Our development of a financial literacy program should
include kid-approved stimulating and engaging online and
in-person simulations

A free app/web based literacy program will allow for the
greatest impact on youth and build loyalty with parents.

A long-term program that provides individualized support to
veterans during their vulnerable transition is necessary.

By incentivizing youth to “adopt a plant” through our game-
like financial literacy program they will improve youth
environmental engagement.

Deep alignment with target market: military communities

Expansive member participation and volunteer opportunities

Heavily catered to military communities
Not enough focus on communities outside of DoD-adjacent groups
Lack of environmental focus

Expand partnership for financial literacy to other communities beyond military members
Implement sustainability/environmental initiatives

Proposed Strategic Plan

NATIVE ROOTS VA

THE FINANCE
QUEST

With feedback directly from
students and finance teachers,
The Finance Quest is an
interactive financial literacy
game-like app that educates
youth financially through
engaging and understandable
material.

TRANSITION TO
THRIVE

Transition to Thrive’s mission is
to help veterans through their
transition from the military with
personalized and long-term
support until they feel both
financially stable and educated.

EXPAND EMPLOYEE
ROLES

The financial literacy and
transitional programs will be led
by employees at NFCU.
Employees from the finance
department are encouraged to
volunteer their time to make a
real impact on their community.

Native Roots VA aims to combat
the negative impacts of invasive
species by planting native
species all across Virginia with
the help of environmental
specialists and youth
engagement from The Finance
Quest.

2 | NFCU




Costs Associated with Proposed Strategies

Total Year 1 Project Investment: $146,400
AN

)

This figure will drop significantly after Yea'r
one due to a nonrecurring cost: The
Finance Quest's app development.
Maintenance of the app is notably less
expensive and will help boost the ROI
percentage after Year one.

Project Shine a Light is projected to generate $113,000-
$134,000 in annual value through cost avoidance from
reduced missed payments and revenue preservation from
improved member retention.

Year 1:
Net Profit

ROI = X 100

Investment

($134,000 - $146,400)

X 100

$146,400

= -8.47%

Net Profit ($) vs. Year
300000

200000

100000 Break-even Point

Net Profit ($)

-100000

-200000

Cumulative Returns ($) and Net Profit ($)
B Cumulative Returns ($) M Net Profit ($)
600000 ROI%:
ROI%: 1.75%
ROI%: 0.83%
-8.47%

400000

200000 ROI%:
-100%

-200000

App downloads: 1,000+

Course completions: 70%+

Quiz improvement: +30% from baseline
Chatbot usage: 3+ interactions/user
Parent satisfaction: 85%+

Certification earned: 75% of users

Participants: 50+ per event

Employee volunteers: 15+

Student engagement and mastery score:
average 75%

Parent feedback: 80% positive

Repeat participation: 50%

Veterans enrolled: 1,000/year + 10% yearly
increase

Budget plans created: 90%

Emergency savings created: 70%

Missed payment reduction: -25%

Member retention: 85%

Satisfaction Score: 4.75/5

Trees/plants planted: 1,000/year + 10% yearly
increase

Student adopters: 1,000 + 10% yearly increase
Environmental Experts monthly approval that
the project is fostering postive change in
ecosystems

Volunteer hours: 1,000+

Student eco-awareness increase: +40%

Proposed Metrics And Timeline

Months 10-12

1. Official app launch

2. Start planning Bring
Your Kid to Work Day
Event

3. Collect stakeholder
feedback

4. Publish Year 1 Impact
Report

Months 7-9

1.Test Al chatbot & collect feedback

2. Host first Native Roots VA planting
events

3. Begin Adopt-a-Plant program

4.Continue veteran financial
counseling

Months 13-15

1. Start student-feedback surveys
on The Finance Quest

2.Improve chatbot personalization

3. Start Transition to Thrive
feedback surveys

4.Expand Native Roots VA sites
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	1.Student Financial Literacy Gaps and Confidence Deficits
	Primary survey data collected from 65 high school students (grades 9–12) revealed consistent gaps in students’ financial understanding and confidence, particularly in areas requiring long-term planning and real-world application. The three financial topics students identified as most challenging were: Investing and the stock market (17 votes), taxes (15 votes), and loans/debt management (13 votes).
	Below are the questions and results from our survey that provided us with key insight on students strengths and weaknesses. Questions 1-4 are asked on a 1 (worst) to 5 (best) scale.
	How confident are you in opening and managing a bank account on your own?
	How prepared do you feel to manage student loans responsibly?
	How well do you understand insurance deductibles, premiums, and pay stubs?
	How confident are you in filing a basic tax return?
	Would you be interested in some some sort of game/app to learn about personal finance?
	Have you ever taken a personal finance course in school?
	Findings:
	Students rated on average a 3.12 confidence level in opening and managing a bank account on their own.
	Students rated on average a 2.77 in preparedness to manage student loans responsibly.
	Students rated on average a 2.71 in their understanding of insurance deductibles, premiums, and pay stubs.
	Students rated on average a 2.02 confidence level in filing a basic tax return.
	78.5% of respondents said that they would be interested in some sort of game/app to learn about personal finance.
	The majority of surveyed students (56.9%) had previously taken a personal finance course at school.


	2.Low Engagement and Retention in Traditional Financial Education
	Interviews with LCPS personal finance teachers revealed consistent barriers to student engagement and long-term retention. Teachers noted that many students view personal finance as unimportant because its real-life relevance feels distant, often 5–10 years away. As a required CTE course, it is frequently deprioritized, with students focusing on other academic commitments. Edith Hamilton, an LCPS personal finance teacher, explained that “many students aim to just get by” rather than truly master the material, especially when alternatives like AP Economics or virtual courses are available. Teachers also reported that students often forget financial concepts soon after completing the course, suggesting that current instruction emphasizes short-term exposure rather than lasting skill development. However, all the educators interviewed unanimously agreed that interactive simulations, games, and real-world scenarios—particularly long-term budgeting simulations—are far more effective than traditional lectures in improving understanding, retention, and appreciation of real-world financial consequences, especially for kids.
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	“NFCU has a service aspect and is a not-for-profit entity, and our motive in all this is to create healthy interactions, pull resources, and value members. Members own NFCU, which means that they loan money to each other, which provides lower rates because through giving money to each other, every member is a shareholder/owner of the credit union.” - Bridget Courtney, Program Manager
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	HOW DOES NFCU BUILD TRUST AND LOYALTY WITH ITS MEMBERS?
	“Through service delivery, decades of service 90 that is years old, an unending growth curve, and a history built on creating products and prices that help clients. Additionally, our customers are not being ‘nickel and dimed’; we are very competitive and give prime rates.”  - Brian Pendleton, AVP


	B. CONCLUSIONS BASED ON THE FINDINGS
	These findings directly informed the development of the proposed strategic plan, ensuring that each recommended initiative addresses a documented need supported by research and stakeholder input.
	Insufficient personalized, post-transition financial support for veterans.
	Significant gaps in student financial confidence, particularly in investing, taxes, and debt management.



	Conclusions
	A lack of accessible, long-term financial practice tools for students.
	Low engagement and retention in traditional financial literacy education due to limited real-world application.
	Minimal youth engagement in sustained environmental restoration efforts.
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	#nfcucares: Navy Federal has core values that emphasize how they prioritize their members. This hashtag aligns with their values in an overarching way.   #futurefinancepros: One key difference between our program and other financial literacy initiatives, is that the kids that complete our program will be so proficient in finance topics that they will be able to teach others and apply their knowledge in a banker-customer relationship. #financialliteracy: Since the purpose of The Finance Quest is to ensure financial literacy within children, using this hashtag emphasizes the importance by filtering it under other posts that also aim to fulfill this goal. #smartlearningtech: We are creating an app and using an AI chatbox. Using this hashtag shows that technology is being used to contribute to the benefit and learning process of the kids.
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	ROI =                       X 100
	Total Year 1 Project Investment:
	The total investment for Project Shine a Light is $146,400, while the estimated annual return is $134,000 by all the initiatives combined. Year one does result in a temporary loss, as the returns do not cover the full investment. However, since Project Shine a Light produces consistent annual returns, the cumulative revenue will increase each year. By the beginning of year two, the cumulative returns will be $134,000 and the net profit will be -$12,400; therefore, soon after (Year 1.09) Project Shine a Light will exceed the original investment and break the project even.
	Navy Federal will then begin to  produce a positive net-profit starting in year two and onwards. Since it is a not-for-profit credit union, returns at NFCU are defined by:
	Member value retention
	Loyalty of members
	Operational efficiency
	Minimize costs
	Maximize productivity
	Cost avoidance
	Proactiveness
	Prevent future expenses/price increases
	ROI%: -100%
	ROI%: -8.47%
	ROI%: 0.83%
	ROI%: 1.75%
	ROI percentages will also continue to increase each year thereafter, demonstrating a strong financial performance and true social impact of Project Shine a Light. Given NFCU’s non-for-profit nature, all profits will be reinvested into Project Shine a Light to cover annual costs and improvements.
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