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2011 marks the seventy-fifth anniversary of Tennessee Valley Federal Credit Union (TVFCU).  Like 

all credit unions, TVFCU is owned by its members, unlike a bank, which is owned by stockholders.  

TVFCU is the largest credit union in the region with 13 branches.   

Many factors have contributed to the growth and prosperity of Tennessee Valley FCU.  However, 

the most important of these has been and always will be the people associated with it.  To com-

memorate this milestone, their theme for this year is ―75 years of People Helping People.‖  This 

philosophy of people helping people gave birth to the Credit Union Movement, built TVFCU’s 

past, and continues to assure success for the future. 

Those who have served tirelessly since its inception include the first group of 57 charter members 

as well as the more than 90.000 current members; from the first employee, Mrs. Dorothy Wilson, 

to the 250 employees of today, plus the more than 250 volunteers who have served on various 

Credit Union committees.  They truly believed in the self-help philosophy of People Helping Peo-

ple and showed what could be accomplished when people join together for a common cause. 

It was a small group of Tennessee Valley Authority employees who started what was originally 

knows as Chattanooga TVA Employees Federal Credit Union in 1936.  They pooled about $500 in 

resources to help one another attain their financial goals, and all deposits and withdrawals were 

overseen by elected volunteers.  It was a small operation at first, run out of a lockbox kept in t a 

bottom desk drawer of the first employee, Mrs. Dorothy Wilson. R. O. Swisher, Sr. became the 

Credit Union’s first manager in 1954.  His genteel and caring attitude showed the Credit Union 

Movement’s genuine concern for members and established a corporate philosophy which is still 

followed today.  ―No matter what we are working on, we always think ―What’s in it for our mem-

bers? says W. Blake Strickland, president and CEO of TVFCU.  ―Because, we wouldn’t be here 

without our members.‖ 

These members now number over 90,000 thanks to the Nation Credit Union Administration al-

lowing membership guideline expansions in the 80’s and again in the 90’s.  Six years ago, TVFCU 

received a community charter to open its doors to anyone who lives, works, worships, volunteers, 

or attends school in any of the 13 counties in southeast Tennessee and northwest Georgia that 

make up the Southeast Tennessee Economic Development District.  
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TVFCU is constantly looking for new ways to make its members happier and more satisfied.  

TVFCU currently has 13 branches and is planning to open another in March on Highway 58.  Em-

ployees are trained in the highest-quality customer service, and the environment is friendly, pro-

fessional and relaxed.  The TVFCU offers most of the financial services typical of a bank – checking 

and savings accounts, credit cards, loans, online banking and commercial accounts – but often with 

lower rates and fees, as a result of the company’s motivation to service its members above all else. 

Many changes have taken place throughout the years but the one constant has been the incredible 

members’ and their desire to serve one another as well as the entire community.  TVFCU is in-

volved in many community endeavors and thrives on developing partnerships where everyone 

comes out a winner.  These partnerships include but are not limited to the Chamber of Com-

merce, Better Business Bureau, Executive Women International, Junior Achievement, March of 

Dimes, Students Taking a Right Stand, the Riverbend Festival, Partnership, Cranial Facial Founda-

tion and Tennessee Saves just to name a few.  TVFCU also has numerous employees who serve 

on Boards and committees of these various organizations and have received numerous awards for 

their community involvement. 

The future of Tennessee Valley FCU holds many unknowns as technology is constantly changing.  

However, one thing is for sure.  The Directors and Staff are committed to excellence.  The same 

type of fervor which 57 members had in 1936 will be carried forward.  TVFCU will continue to 

question the status quo in an effort to make our financial products and services better for our 

members and their families.  In addition, TVFCU will continue forward with the self-help philoso-

phy of people helping people now and in the future. 
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Tennessee Valley Credit Union has the best activation of any sponsor. From the hands on  in-

volvement with the stage production, to the artwork on the tables, the festival stage is actively 

touched by TVFCU. The massive undertaking of creating the Riverbend Beach destination on the 

festival site  is beautifully coordinated and executed by TVFCU. The promotions coordinated by 

TVFCU leading up to, during, and following the event engage the community with anticipation of 

Riverbend, and enhance the excitement of the festival.  

 
TVFCU helps the festival give back to the community through organizing and implementing the 

fund-raising programs that are tied in with the festival. The post cards and wave card photography 

help to create a personalized souvenir of the festival  that will help extend the festival excitement 

after the festival is over. The Riverbend Beach fans provided by TVFCU help keep festival goers 

comfortable at the event, and also promote the growing social media use for both the sponsor 

and the festival.  

 
Overall TVFCU is great to work with and the Riverbend Festival is thankful to have a sponsor 

with such a complete understanding of how to fully activate their program! 
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TVFCU partnered with Habitat for Humanity to build a house on the festival site during the 

festivals of 2007 and 2008.  TVFCU created a mock branch named the TVFCU Mobile Experience 

to simulate the unique dialogue branches.   

 

Riverbend Beach was created in 2009 and has con-

tinued to be a huge attraction for the next two River-

bend Festivals.  Team Sandtastic from Sarasota Flor-

ida was brought in to create a 230 ton sand sculpture 

featuring the performers each night. TVFCU partnered 

with Chattanooga’s Creative Discovery Museum to 

bring 30 volunteers to work in the creative zone of 

children’s activities at the beach including a fossil dig 

and family photos in front of a beach mural. 

TVFCU partnered with Monteagle Sand and Gravel to provide  the sand for the beach, which is 

later donated to the City of Chickamagua for the community’s recreational ball fields and local 

high schools.  
 

 The TVFCU Mobile Experience transformed into the 

TVFCU Tiki Hut in 2009, where festival goers can walk 

into air-conditioning and register to win one of the trips 

TVFCU gives away each year compliments of the Chat-

tanooga Doubletree Hotel. Also, Allegiant Airlines part-

nered with TVFCU to provide air fair for five to Or-

lando, Florida. News Channel 9 broadcasted from the 

deck of the TVFCU Tiki Hut each night of the festival.  
 

Channel 12 offered a free Riverbend Beach postcard to each fes-

tival goer with the scenic background of the Tennessee River, Coo-

lidge park and the Walnut Street Bridge. These postcards are souve-

nirs that last long after the festival, keeping the Riverbend festival and 

the TVFCU Riverbend Beach memories fresh.  
 

 

 
People that were photographed in front of the beach were handed a 

―Wave Card‖ where they could go look up their photograph by  

visiting - community.tvfcu.com 
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Riverbend Beach fans were handed out which 

included a QR tag and information about the In-

teractive Mobile Website, Beach Chatters,  

at  tvfcuatriverbend.com, where visitors 

could share not only where they were and how 

their experience was going, but  they could also 

upload photographs  to a real-time photo gallery. 

Social media facebook, twitter and foursquare were also included in 

this years Beach Experience.  

 

Stage Sponsorship 2007—2011 
This stage under the walnut street bridge hosts folksy blues, alternative genre type music. Every 

night a TVFCU member was hands on making PA announcements, introducing the performers, 

and assisting the stage manager.  This year TVFCU stage visitors could sign up to win a com-

memorative , autographed surfboard.  The surfboard was signed by all 23 artists that 

performed on the TVFCU stage.  

 
The stage tabletops were painted by the Chattanooga School for 

the Creative Arts. The artwork is later displayed in the Creative 

Discovery Museum, then auctioned off to go towards funding for  

the CCA art department.   

 
ATM sponsorship  of seven ATMs on site, with TVFCU members 

accessing for free. 

 
Philanthropic Tee Shirts  designed by TVFCU’s marketing man-

ager for the more than 100 volunteers that worked at the beach and 

the shirt was also on sale for the public, with half the proceeds 

donated  to the Creative Discovery Museum.  

 
TVFCU  implemented three promotional Riverbend Beach teasers leading up to the River-

bend Festival.   
 WDEF News Channel 12 ran a promotion on their website as a countdown to Riverbend 

Beach to win 100 admission tickets to the Creative Discovery Museum that were 

awarded to 25 winners. 
 WDEF News Channel 12 handed out 2,500 Riverbend Beach fans at five Chattanooga 

Lookouts Games prior to Riverbend.  
 TVFCU partnered with Bi-Lo stores to give away VIP Box seats for a Coke Stage performance 

beginning three weeks prior to Riverbend and ending the first day of the festival. Four winners 

were drawn and awarded two VIP Box seats and two pins.   
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Tennessee Valley Federal Credit Union has been sponsoring a stage and exhibit at Riverbend for 

five years.  The Habitat for Humanity exhibit was sponsored for two years, and the Riverbend 

Beach exhibit was sponsored for the next three years and counting.  

  
Although the sand was donated through a partnership with TVFCU and Monteagle Sand and 

Gravel- 

 TVFCU funded the sand delivery which ran approximately $3,000 .  

 TVFCU pays $9,650 for sand artist ,Team Sandtastic.   

 The TVFCU Tiki Hut deck costs approximately $5000 to build.  

 
The estimated total cash cost to TVFCU for the sponsorship of both the stage and Riverbend 

beach is around $35,000. 
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TVFCU created five goals for the sponsorship with the Riverbend Festival.  

1. Create a destination for festival goers 

2. Create a positive experience during a bad economy by bringing the beach to the community 

3. Encourage creativity within our community 
4. Partner with local businesses and non-profits to create a fun event that also gives back to  the 

community 

5. Reinforce TVFCU’s brand  and reputation as a creative community partner 

 

With these goals in mind they developed three separate components.  

 Return to the community 

 Using the sponsorship to benefit the community 

 More than a sponsorship—Brick and Mortar 

  

TVFCU  goals have been accomplished in all five areas targeted.  

1. Thousands of festival goers flocked to Riverbend Beach.  It was a Riverbend Festival highlight! 
2. People in the community of all ages enjoyed experiencing Riverbend Beach.  This was the first 

time a 230-ton sand sculpture was created in the heart of downtown Chattanooga. 
3. Team Sandtastic was inspiring to the young and old.  All ages of festival goers joined Team Sand-

tastic during their daily sand sculpting lessons.  Creative children’s activities were provided by 

Creative Discovery Museum, in addition to their beach inspired art classes offered in the museum 

during Riverbend. 
4. TVFCU partnered with seven local businesses and non-profits to make Riverbend Beach a suc-

cess.  Once Riverbend Festival was over, the 230 tons of Riverbend Beach sand were donated to 

community recreational ball fields and local high schools.  Half of the proceeds from Riverbend 

Beach t-shirt sales was donated to Creative Discovery Museum (CDM).  In addition, 100 admis-

sion tickets to CDM were awarded to 25 winners and one family won a free beach vacation to 

Florida. 
5. TVFCU created a new attraction at the Riverbend Festival.  It would not have been possible with-

out these community partners.  Once again, TVFCU was in the community creating interactions 

with members and potential members. 
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