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CU2.0 

Helping Credit Unions compete 
in the digital age



Why

Constant Threat

Regulation

Fintech

Mergers

Digital

Service First

9



Why

Do what is right

Great. Struggle.

Members first

Return value

Digital Engagement

Story Telling

Digital Trust

AnalyticsGreat brands
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Industry Facts

40% of members close new accounts in first 100 days

Membership is aging 
4842.2

1989 2014 

Biggest crisis since depression resulted 1% market share

CU’s as an industry are sadly mostly irrelevant  - 2000 cus 9% of the market
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How do we change it?

SERVICE?                          Average Satisfaction is                          compared to banks at   87% 79%
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How do we change it?

TRUST? of Credit Unions considered Trustworthy – Banks60% 30%
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How do we change it?

CONVENIENCE? ATMS
COOP = 30,000. Chase = 18,000.   

Branches = Wells 6000+, Shared Branching = 5000+  
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How do we change it?

BETTER RATES?
CU’s are 2.5% better, Credit Cards = 1.3% better, 

Savings = .15% better, Mortgages are equal
Car loans 
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How do we change it?

Conclusion: It isn’t about service, trust, convenience or rates…

SERVICE?                          Average Satisfaction is 87%

BETTER RATES? Car loans 

CONVENIENCE? ATMS

TRUST? of Credit Unions considered Trustworthy60%
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What do members expect?

Your members expectations are not defined by banks!
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What do members expect?

Your members expectations are not defined by banks!
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Great digital 

experiences

1

Recommendations

2

Accessibility

3

Integrated 

Technology

4

Customization

5

Real-time

6



So What is a CU to do?

D Differentiate 

R Repeat and Reinforce

E Excite & Educate 

A Automate

M Motivate
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Differentiate

Digital Analytics 

= 

Desire

Execution 

= 

ITTT

</>

Transaction 

= 

Triggers

Design Data 

= 

Product

Wallet Share 

= 

Depth

`

Profitability 

= 

Fit
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Top 10 Competitors

Paypal
Capital One
JP Morgan
Citibank
Discover
Comenity Bank
Wells Fargo
Bank of America
American Express
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74% 33%

Transaction 

= 

Triggers

Wallet Share 

= 

Depth

`

Fintech

Paypal

Venmo

Intuit

Square Inc.

Target

Walmart

Amazon



Wells Fargo Flow Profile
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Execution 

= 

ITTT

</>
$0

$1,000,000

$2,000,000

$3,000,000

Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17
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Proof from a Credit Union
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Lifetime Value of a member $2000

25 members retained = $50k



CU2 Marketing Automation
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Marketing Automation Success

#Members Targeted #Emails Sent Open Rate Click Rate

Background:

Targeting 2nd Chance members

Using Lifecycle Triggers

Goal: Move a member from lightly 

engaged to fully engaged



So What is a CU to do?

D Differentiate 

R
Repeat and 
Reinforce

E Excite & Educate 

A Automate

M Motivate
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Repeat and Reinforce 

Repeat
Create a unique and 

personalized member 

experience.

content

triggers

Reinforce
Use social media to 

digitally Reinforce 

decisions.

11

rewards
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Which would you pick?
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So What is a CU to do?

D Differentiate 

R Repeat and Reinforce

E Excite & Educate 

A Automate

M Motivate
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Excite

40% of members close new accounts in first 100 days



First 100 days
38

We are not 

delivering…
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Educate

Members want to be knowledgeable

Buyer beware now 

seller beware

In all things 

we trust
We don’t 

want to waste 

our time
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Educate

= Trust 

= Sales

in a one to 

many approach

= Content 

Marketing

Videos

Blogs

FAQ
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So What is a CU to do?

D Differentiate 

R Repeat and Reinforce

E Excite & Educate 

A Automate

M Motivate
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Marketing 

Automation

Automate

Self Service

Online 

Banking

Mobile 

Banking

ATMs

Mobile 

Wallet
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CRM
Contact 

Center

Lending

Branch



So What is a CU to do?

D Differentiate 

R Repeat and Reinforce

E Excite & Educate 

A Automate

M Motivate
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Motivate

REI Way CU Version

Dividend back based 

on purchase value to 

buy more stuff
Patronage Dividend

Training and Trips 

(experiences)
Workshops and Experiences

Return Policies (return 

anything for any 

reason)
Fees, Rate Reset, Skip a Pay

Garage Sale (sell all of 

the return stuff at a 

twice year early 

morning event)

Financial Tune Ups, Special Refinance Sales, Special Investments, Member Car Sales

Make the member feel 

like they own the place
Make the member feel like they own the place
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Summary

D Differentiate 

R Repeat and Reinforce

E Excite & Educate 

A Automate

M Motivate
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Want to get started?

55

Get access to the first 10 ideas

to implement in your credit union 

tomorrow. 

first10@cu-2.com 

Join the FACEBOOK group

https://www.facebook.com/groups/creditunion2.0

info@cu-2.com 

Sign-up for marketing automation 

software and coaching $500 per month

mailto:first10@cu-2.com
mailto:first10@cu-2.com
mailto:first10@cu-2.com


Contact Information
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www.cu-2.com

kdrake@cu-2.com

facebook.com/groups/creditunion2.0



Interesting Fintechs
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PAINT Workshop
58



59
PAINT Workshop



ARTIFICIAL 

INTELLIGENCE 
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FOR

CREDIT UNIONS

Machine Learning Better

Performance
Self Learning

Predictive
What could happen?

Prescriptive
What should we do?

Improve with time 

Accommodate new data

Feature Creation

Thousands of 

outcomes to 

predict

Robust Model Performance
Stable with Population Change

Optimization

Advanced 

Memory 

Optimization 

Libraries

ATTRITION PREDICTION MODEL 
USING AI

Raw Data
Creates thousands of 

variables that may affect 

member Attrition

Machine Learning model 

that auto adjusts 

periodically 

6x More Predictive

& ImprovingWWW.CU-RISE.COM
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N A R M I T E C H . C O M

“The Narmi APIs allow us to move the support 

app functionality into our Oracle CRM which 

was already tightly integrated into many of 

our internal processes and procedures.”

“Data analytics is a very important part of our 

future….access to user generated data like tags is very 

important to us.”

Radius Bank: A Better Financial Institution Because of Narmi

Saving Money: Central Portal of 

Customer Support Messages

Saving Money: Feeding Transactional 

Data into High Risk Decisions

Growing Faster: Account Opening via 

API



CONVERSATIONAL AI
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Use Cases

Financial Services

In order to reduce call volume 
and add in another engagement 
channel for it’s customers, Posh 
easily connects to credit union’s 
core banking platform, along 
with call center software and 
third party systems. PCF 
deployed seamlessly on 
multiple channels.

UtilitiesHealthcare

‘By 2020, over 50% of large to medium sized organizations will have deployed production chatbots’ - Gartner

$



Grain

Grain is making credit inclusive. By providing smart revolving credit 

connected to a user's existing debit card, this mobile app gives an 

untapped market lower rates and protection from predatory practices.

Follow us on Twitter @grain_tech
Join us www.trygrain.com





Break

65



www.cu-2.com/magic-trick

66



Digital Engagement Scorecard
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1. Website Data

2. Email Data 

3. Service Data



Digital Engagement Scorecard
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4. Member Data

5.Totals

6. Ratios



Digital Self Assessment
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Scale

Volunteer (Victim)



Digital Self Assessment
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Impact/Importance



How Fast?
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SharpSpring
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• Inbound

• Outbound

• Lead Scoring

• Nurture Campaigns

• Personalization

• CRM



Digital Service Workshop
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1.Product / Service

2.Personas

3.Member Journey

4.Content

5.Tools

6.Analytics



Personas
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Fears Aspirations

Frustrations Wants

Name:

Gender:

Income:

Profession:

Hobbies:



Journey Mapping
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SEO and Content
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1. PROBLEM WITH STATISTIC 2. SYMPTOMS & CAUSES 3. PERSONAL IMPACT

• • •

4. PROFESSIONAL IMPACT 5. COST OF INACTION 6. PROMISE THEY WANT

• • •

7. PRESCRIPTIONS 8. PAYOFFS 9. NEXT STEPS

• • •



Tools Culture People Speed

Actionable Analytics (SWOT)

• Considerations



Past/Future Exercise

1. Break into teams

2. Make a list of everything that has surprised you in the past 10 years

a) Regulatory Changes

b) World Changes

c) Technological Changes

d) Business Changes

3. Take 10 minutes

4. Pick a spokesperson 
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Past

1. 

2.

3.

4.

5.

6.

7.

8.

9.

10.
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Future Exercise

1. Break into teams

2. Make a list of everything that has surprised you in the next10 years

a) Regulatory Changes

b) World Changes

c) Technological Changes

d) Business Changes

3. Take 10 minutes

4. Pick a spokesperson 
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Future

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
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Stop Doing Exercise

1. Break into teams

2. Make a list of the top things the credit union is focused on today?

3. Take 10 minutes

4. Pick a spokesperson 
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CU Priorities

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
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Discussion on Stop Doing

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
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