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PROBLEM DEFINITION
How might we learn more about our millennial members so that credit unions could offer
them relevant products and services?
Millennials are the future! It’s a fact. With competition in the financial industry space growing and
expanding through multiple channels, credit unions now more than ever need to find proactive
ways to stay relevant. Credit unions need to know their members better than the members know
themselves. However, knowing the members is not enough; credit unions must be preemptive in
providing products and services to millennials that fits their short and long-term goals. Credit
unions have an opportunity to utilize the trust that members bestow onto them, by matching
their future wants and desires into relevant products and services at the right time in their life
cycle.
A cause for concern?
The Millennial Disruption Index identified Banking as the MOST at-risk industry for disruption.
When 71% of millennials would rather go to the dentist than listen to what Banks are saying,
credit unions have a problem. We’ve got to communicate differently if we don’t want to lose this
demographic. Where would they go? One third of millennials don’t believe they need a bank at
all. 73% would be more excited about a new financial service from Google, Amazon, or Apple
than their own national bank. Now, that’s a problem!
Why should we care?
Millennials make up 25% of the US population at 83.1 million, making this generation larger than
the Baby Boomers. Over the next several decades, they stand to inherit $30 trillion. However,
only 16% of millennials belong to a CU compared to 20% of the rest of the population. There is
huge potential to grow our membership. Even if credit unions get what we’ve been getting, that’s
another 3.3 million members.
How can we help?
There’s no shortage of information about what is different about millennials. A consistent theme
found is that millennials want experiences personalized to them. The ASK solution does that,
simply by ASKing them. A survey of 200+ millennials showed that 79% were willing to respond
to questions ASKed thru digital channels.
What’s in it for you?
What would credit unions do with this information? Wouldn’t you love to know when a millennial
was planning to buy a car or home? Whether their tendency is to be a saver or borrower? By
tailoring your marketing and sales campaigns to target what’s relevant to them, you’re much
more likely to be listened to.
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INNOVATIVE SOLUTION
ASK - Acquire- Social- Knowledge is a solution that can connect with millennial and nonmillennial members through a mobile device channel so that credit unions can better understand
their needs and then offer relevant products and services to meet their short and long-term
financial service goals.
Millennials are a generation often targeted for engagement, however the word “engage” is a
vague and loaded buzzword, thus is more related to targeting an enemy with a laser cannon
than establishing a trusted personal financial relationship. There is no need to “engage” them.
Millennials chose to establish a membership with your credit union and want to thrive or, at
minimum, do more with their financial savings. They engaged you first, want to contribute and
are highly motivated, productive and insightful when creative boundaries are relaxed.
Gallup, Inc. recently found that millennials have a higher share of wallet with their primary bank
than any other generation. And when banks connect with millennials, they gain a serious boost
in wallet share: Fully committed millennials have a 23% greater share of wallet than actively
non-committed millennials. This boost in wallet share is significantly higher than the 13% of Gen
X and 17% of Baby Boomer consumers.
Most organization’s method to capture member needs is often too structured, face-to-face or
paper-based, and therefore is not attractive to millennials.
It is now time to just ASK them!
The ASK solution is a unique mobile device solution that is designed to ask questions that are
tailored to each millennial’s individual needs to Acquire a better understanding of what they
want through a Social but secure channel connected to your existing mobile banking application
which will afford better Knowledge of what services credit union millennial members are
seeking.
ASK was designed to use the channel most commonly used by millennials – mobile – packaged
in a succinct and entertaining format that allows for self-selection. The interface affords the
member the ability to participate in customizable questionnaires with rewards, to see how others
have responded and share on social media, ability to build out individual profiles over time, from
which the credit union can target specific offers to members based upon their responses.
It is not the intention of ASK to stop efforts to “engage” millennial members. Rather, ASK
differentiates itself by taking a different approach to “reach out” to millennial members on their
unique terms in a channel which they are the masters to establish a stronger relationship and
have better data to serve them.
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PROTOTYPE
ASK is designed to be fully integrated into participating credit union’s mobile applications and
will therefor look and act very different depending upon how the individual credit union
implements the solution. For this reason a full working prototype was not built.
The i3 Boston Rebels Team built a simple, clickable model in Balsamiq® Mockups to allow us
and potential partners to better understand the possibilities of the application and to help
educate each other on the merits of the idea. The team also built mock mobile banking screens
to show what possible implementations could look like. Examples of both are below.
This is the main
screen shot of the
Balsamiq® clickable
prototype
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This is an example of what
an ASK question could look
like in an actual mobile
banking application

TESTING AND RESULTS
Prior to building a prototype, we conducted surveys to validate the assertions behind the
business problem; “One third of millennials don’t believe they need a bank at all…How might we
learn more about our millennial members so that credit unions could offer them relevant
products and services?”
Two surveys targeted credit union professionals and millennial members (age 18-34) to
determine the differing perspectives between financial services producer and consumer and the
gaps that may exist. It is through this nexus ASK is intended to create a robust “prosumption’
environment in which a credit union (producer) will be able to collaborate with millennial
members (consumer) to produce and deliver products and services of value.
INSIGHTS FROM SURVEY
The survey results confirmed the need and opportunity for credit unions to better connect with
millennial members through a delivery channel already utilized by most credit unions and
favored by millennials, mobile devices.
§

74% of millennials utilize their mobile banking app daily or weekly however CUs do not
appear to be using this channel to gain more information about their member’s needs.

§

79% of millennial respondents indicated no issue with occasionally being asked survey
questions through a mobile device channel. In contrast, CUs are sourcing aggregated
broad data from core systems and 3rd parties rather than directly trying to connect with
each member.

§

64% of millennials were interested in social aspect of seeing other’s responses to survey
questions.

§

A majority of millennials were not solely motivated by monetary incentives to participate
in survey, but also appreciated “just being asked” and the opportunity for their
participation to result in a charitable donation by the CU.

§

95% of CUs responded that they were actively trying to engage millennials yet only 27%
of CUs surveyed create individual profiles. Based upon research and survey, there is an
opportunity to connect with millennials through the mobile device channel.

MILLENNIAL SURVEY QUESTION SUMMARY
§

How often do you access your financial institution’s mobile banking app?
- 74% - Daily and Weekly
- 17% - Never

§

Would you be willing to answer a survey question from time to time - something like: “If
you won $5,000 in the lottery what would you do? Pay down debt? Buy a car? Go on
vacation? Save it?
- 79% - Yes
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§

How often would you be willing to answer a quick question through your mobile banking
app?
- 19% - Once a day
- 39% - Once a week
- 34% - Once a month

§

Would you be interested in how other people answered a survey question?
- 64% - Yes

§

What would interest you to answer survey questions? (Multiple choices)
- 41% - A charitable donation
- 54% - Just ask - I appreciate that you are trying to get to know me better
- 72% - A drawing for a cash prize or gift card

§

How likely are you to share the question of the day on Facebook?
- 51% - Unlikely

§

Would you be interested in seeing quick tips on how to save money or make more
money?
- 58% - Yes

CREDIT UNION SURVEY QUESTION SUMMARY
§

Does your CU currently build individual profiles of its members? (Examples of profile
items might include home owner, number of children, financial goals, 5 year major
purchases lists etc.)
- 72% - No

§

How do you currently gather profile information about our members? (Multiple choices)
- 73% - In-branch interview
- 73% - Analytic derived from core data
- 67% - Analytic purchased form 3rd party providers
- 20% - Online survey

§

How often do you survey your members to update profile information?
- 60% - Ad-hoc
- 0% - Weekly
- 7% - Monthly

§

What percentage of your members use online/mobile banking as their only contact with
your CU?
- 11 - 20% of Membership - 35%
- 21 - 30% of Membership - 22%

§

What percentage of your current membership is made up of millennials (age 18 - 34)
- 11 - 20% of Membership - 41%
- 21 - 30% of Membership - 45%
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§

Is your CU actively trying to engage millennials?
- 95% - Yes

§

What percentage of your Members uses online banking?
- 41 - 100% - 55%

§

If a tool existed to allow your CU to easily gather specific information on your individual
millennial Members, would that interest you?
- 100% - Yes

BUSINESS MODEL AND POTENTIAL MARKET
The ASK business model is centered on its ability to deepen credit union member relationships
and product usage. The target for this product is credit unions that desire more personal
information from their members, who would normally not provide through other channels and
interactions.
The concept is centered on a smartphone app that is obtained from various sources and used to
obtain necessary information to segment and target market appropriate products and services
to the membership. The ultimate value proposition for the concept is increased loyalty through
additional products and services obtained through market knowledge.
For the purpose of this app, there would be some cost associated with core interfacing and/or
data extraction. In addition, the app would need to be supported by a backend data repository.
The market currently does not hold a comparable product that gives the ability to obtain the
personal information that feeds back to the credit union. The majority of credit unions, based on
survey information are currently obtaining information from their members to create profiles
through in-branch interviews and analytics derived from core systems and/or 3rd party
providers.
There are roughly 6,500 credit unions in the United States, serving 100 million members. There
are roughly 300 credit unions in Canada, serving over 5 million members. The ASK app would
be marketed to credit unions as either a stand-alone product offering or an addition to the
existing Mobile banking platform. ASK could be offered in a “white label” format to be rebranded for each credit union buyer.
FINANCIAL IMPLICATIONS
The upfront investment required of a mobile banking vendor, or individual credit union would
consist of coding to add the survey button into their mobile app, hosting the ASK survey
question database, and file maintaining the core with individual data responses. We recommend
making it part of the mobile app (definitely) with the functionality extending to tablet and desktop
(ideally). While mobile banking vendors are the ideal target to implement this profile building
mechanism, in-house systems, or customization are also viable directions to proceed.
Digital solutions already provide a myriad of ways to file maintain the core, from address
changes to stop payments and more. Additionally, targeted campaigns based on stored data
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from the core are commonplace. Therefore, it shouldn’t be difficult to write code to file maintain
the core.
As far as utilizing the stored information, this should pose little additional expense since most
credit unions are adept at pulling information out of their core for targeting marketing
campaigns.
Due to the variability of how ASK is implemented, we believe it is premature to assign a
financial proforma at this time.
INTEGRATION CONSIDERATIONS
As discussed in the problem definition and testing section, research indicates that millennials
are very willing to answer survey questions, especially for the chance to win a prize. Therefore,
while ASK will provide a sample set of survey questions, the timing and prize packets will be left
up to individual credit unions.
With mobile quickly becoming the go-to channel, we believe integrating with existing mobile and
online banking provides the best option for engagement and ease-of-use. Please reference the
prototype section for an example of integration within a mobile banking application.
COMMENTS, NEXT STEPS, AND CALL TO ACTION
We believe the key to this innovative solution involves key stakeholders: credit unions and
software vendors to participate in the support and development of the ASK application. With
reasonable investment of time and resources, ASK will be available to credit unions. There are
additional steps needed prior to development:
§
§
§
§

Develop sample survey questions
Prepare info sheet to get the survey results from a testing phase for guidance in setting
the timing of survey questions and the setting of appropriate incentives.
Discuss the addition of a survey mechanism with online banking/mobile banking
providers.
If enhancement opportunities within mobile and online banking vendors are not possible,
consider in-house or application developer to write custom code.

We invite any and all credit unions to be part of this application through ongoing feedback to the
Filene Research Institute. In addition, we invite vendors related to software development to
assist in the future integration process of ASK.
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ABOUT FILENE
Filene Research Institute is an independent, consumer finance think and do tank. We are
dedicated to scientific and thoughtful analysis about issues affecting the future of credit unions,
retail banking, and cooperative finance.
Deeply embedded in the credit union tradition is an ongoing search for better ways to
understand and serve credit union members. Open inquiry, the free flow of ideas, and debate
are essential parts of the true democratic process. Since 1989, through Filene, leading scholars
and thinkers have analyzed managerial problems, public policy questions, and consumer needs
for the benefit of the credit union system. We support research, innovation, and impact that
enhance the well-being of consumers and assist credit unions and other financial cooperatives
in adapting to rapidly changing economic, legal, and social environments.
We’re governed by an administrative board made up of credit union CEOs, the CEOs of CUNA
& Affiliates and CUNA Mutual Group, and the Chairman of the American Association of Credit
Union Leagues (AACUL). Our research priorities are determined by a national Research
Council comprised of credit union CEOs and the President/CEO of the Credit Union Executives
Society.
We live by the famous words of our namesake, credit union and retail pioneer Edward A. Filene:
“Progress is the constant replacing of the best there is with something still better.” Together,
Filene and our thousands of supporters seek progress for credit unions by challenging the
status quo, thinking differently, looking outside, asking and answering tough questions, and
collaborating with like-minded organizations.
Filene is a 501(c)(3) not-for-profit organization. Nearly 1,000 members make our research,
innovation, and impact programs possible. Learn more at filene.org.
“Progress is the constant replacing of the best there is with something still better!”
—Edward A. Filene
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