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INTRODUCTION  
If there is a ray of sunshine cutting through this dark economic storm, it is the credit union movement. The 
massive financial bailouts, the unconscionable greed of Wall Street, the devastating mortgage crisis and the 
subsequent rise in unemployment have millions of Americans wondering who they can trust and where they 
can turn for their financial needs. Credit unions are quickly emerging as the safe haven for consumers 
betrayed by their banks and investment firms. A self-serving point of view? Maybe. But, standing by a 
philosophy that is 100 years old this year, credit unions are poised like never before, to substantially increase 
their market share with a value proposition that looks better than ever. We are people helping people and if there 
was ever a time for a simple, honest and trustworthy business model, that time is now.  

The successful alignment of our brand promise to our brand identity will not happen by itself. It is imperative 
that our industry take advantage of this unique, albeit unfortunate, opportunity to educate members about the 
philosophy of the credit union movement, the benefits of being a credit union member and the value of “full 
cooperation” with a credit union.  

As an industry, we have not been successful in clearly differentiating ourselves from banks and other financial 
institutions. In fact, most consumers – even credit union members – do not know the inherent differences 
between a bank and a credit union. It is time that we make those points of difference not only clear, that we 
unabashedly leverage them to create positive differentiation between ourselves and the competition ala Blue 
Ocean¹.

Costco, Sam’s Club and other organizations, to which members belong, have been successful in 
communicating their “membership benefits” and the value of belonging. Credit unions need to step up and 
more proactively do the same thing. Our values are unmistakable; now we need to ensure that our 
member/owners not only understand them, that they take advantage of them and develop the relationships 
for which we are all seeking. 

EXECUTIVE SUMMARY  
Friends & Benefits is a program that provides members with a personalized statement that summarizes the 
value of the member’s relationship with the credit union. The report displays, for the member, what he has 
saved or earned above and beyond what he could have expected at another financial institution.  

The objective of Friends & Benefits is to demonstrate that the credit union offers the overall greatest value 
to the member. The credit union may not always have the lowest loan rates in every category, nor may it 
always have the highest deposit rates in every category, but in viewing the entire relationship plus the value-
added service that credit unions are known for, the member will clearly see that he has made the right 
decision to entrust his financial needs to the credit union. A by-product of the benefits statement is the ability 
to earn more of the member’s business down the road.  

In addition to bringing in more of his business, we are gaining his trust and loyalty. This will translate to 
increased word of mouth marketing, such a powerful tool in our service-oriented industry.  

Friends & Benefits is an affordable, yet completely customizable program that will generate positive and 
actionable results for credit unions who implement the strategy.  
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OPPORTUNITY  
The current state of the economy has created a unique opportunity for credit unions, one that must be acted 
upon quickly. Even the recent concerns with U.S. Central and the NCUSIF can be spun positively as we unite 
to assist one of our own from our self-insured insurance fund. Credit unions are already beginning to see an 
inflow of deposits from consumers who have lost their shirts with the banks and investment firms. They are 
running for cover and credit unions are the protective umbrella for the storm. We need to be well-positioned 
to capture as much of this business as possible.  

The Friends & Benefits statement demonstrates the value, validates the member’s decision-making 
competence and paves the way for a deeper, more profitable relationship. In an easy-to-read format, the 
member can quickly see that his money is being well cared for and will understand for himself that bringing 
more of his financial business to the credit union can only mean more money in his wallet and a greater peace 
of mind.

ENVIRONMENTAL SCAN 
Many companies have recognized the power “telling it like it is” by spelling out the value of membership to 
their respective clientele.  The following examples show how companies are showing their members what 
smart consumers they are:  

Sam’s Club 
The Annual Savings report included on the consumer’s Membership Renewal statement summarizes savings 
for the previous 12 months. Consumers can easily quantify and track the value they receive from their 
membership. 
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Grocery Stores
Supermarket chains are printing a per occurrence, or year-to-date savings total at the bottom of a receipt to 
remind consumers why it is a smart decision to shop there.  

CUNA—Membership Benefits Report 
The CUNA Membership Benefits Report generates a generic report that demonstrates the general value of 
being a credit union member. Using figures derived from industry averages, a prospect or current member 
can see the difference between a bank and a credit union. National and State-wide Benefits Reports are 
available on CUNA’s website at: www.cuna.org, search Membership Benefits (your state’s name). 

For a small fee, a credit union may order a customized report that compares their rates and fees to those of 
banking institutions within the same state. In general, this comparison is helpful, but does not define the 
specific value that an individual member receives based on their usage of the credit union.  

SOLUTION 
ACE 416 set out to develop an affordable marketing tool that would validate, in a compelling manner, the 
value of being a credit union member. The objective is for credit unions to use this tool, not only to gain the 
trust and respect of the member, but to earn more of his business as well.  

Pursuant to a proof of concept member survey, the Illinois-based Alliant Credit Union developed and piloted 
their version of the Friends & Benefits statement, called Alliant Advantage, with a targeted group of 
members.

Navy Federal Credit Union also implemented a version of the Friends & Benefits statement by developing 
customized mailings which detailed how much members could save by refinancing their vehicle with Navy.   

MEMBER BENEFITS 
The benefits members will clearly experience and remember are:  

� Increased confidence in their decision to be a credit union member 
� Peace of mind that their finances are in good hands 
� Real savings from overall lower loan rates; higher deposit rates 

CREDIT UNION BENEFITS 
Credit unions will benefit from doing what we do best, people helping people:

� Opportunities to deepen the relationship and share of wallet with existing members  
� Opportunities to attract new and meaningful memberships 
� Alignment of the credit union’s brand promise with its brand identity 

TARGET MARKET 
Alliant Credit Union  
Alliant Credit Union employed the following criteria for their Alliant Advantage statement:  

� Members with a credit score of 700+ 
� Members with five or fewer services at Alliant 
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� Members with at least one of the following anywhere: 
� Auto loan $10,000+ 
� Bank card with balance of $2,000+  
� Home equity loan with a balance of $10,000+ 
� Mortgage loan with a balance of $100,000+ 

The initial mailing was sent to approximately 40,000 members, separated into two groups as follows: 
� 35,000 members that meet the above criteria and have total deposits of at least $1,000 at Alliant 
� 5,000 members that meet these criteria AND have less than $1,000 in deposits at Alliant  

Navy Federal Credit Union  
Navy Federal Credit Union developed a very successful program that focuses on highlighting the savings 
members can realize by switching their existing auto loans to the credit union. For this program, they use the 
following criteria to refine their target market: 

� Members with an existing auto loan at another financial institution 
� Members who could save at least $20 per month by refinancing at Navy Federal  

This program mirrors the Friends & Benefits concept of presenting members with a highly personalized 
statement of value. 

Additional Target Market Recommendations 
When developing this project, ACE 416 determined that credit unions could use this tool to target several 
markets. When considering a target market, the team determined that credit unions interested in the Friends 
& Benefits program answer the following question:

What segment of your membership would benefit most from receiving this statement? Examples include: 
� Young members ages 18-34 
� Single-service households 
� Members with tenure of 3 years or more who could benefit from a deeper relationship with the credit 

union.

OPERATIONAL AND OTHER CONSIDERATIONS 
ACE 416 has identified several operational considerations that must be taken in to account as credit unions 
develop their own Friends & Benefits programs.

What is the most effective comparison data for your credit union? 

� Published rates from local competitors or services, such as DataTrac, can provide general comparison 
information to showcase the benefits members receive based on the products they currently have with 
your credit union. Will you compare based on local, regional or national rates? 

� Credit bureaus can provide specific information about individual member’s loans held outside of your 
credit union. This provides the opportunity to outline the member’s potential savings if they transfer 
these loans to your credit union. 

How will you provide additional offers to members? 
� While costly, we recommend using credit bureau data.  
� Another alternative is to market products that members do not have with the credit union and 

summarize the average member savings for those individual products. 
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Be sure to include applicable disclosures with product offers. 
Develop a mechanism for effectively demonstrating intangible benefits.  
Develop an “explanation” for the occasion when a member is not saving on a particular product or service at 
the credit union.  

Manage the cost of the program to align with the credit union’s marketing or business development budget. 

PROOF OF CONCEPT  
The test phase of Friends & Benefits, a proof of concept survey, clearly reveals an appetite for our service.  

Alliant Credit Union Results 
Sixty nine percent of the survey respondents reported a very positive reaction to the Alliant Advantage 
Statement. 

When asked if the statement revealed that they could save/earn more by choosing Alliant’s products and 
services, 70% of the respondents said the value of the statement was even greater. 
(Please see the Appendix A for more survey results.)  

Farmers Insurance Group Federal Credit Union 
While response to the survey was low, FIGFCU members were also agreeable to a Friends & Benefits
program. 

Nearly 40% of the respondents were receptive to the idea of the statement. 

The favorable response jumps to 61% of members that felt the value of the statement would increase if it 
showed ways the member could save/earn more money. 
(Please see Appendix B for more survey results.)  

Navy Federal Credit Union  
Navy Federal Credit Union deployed an offer to members with an existing auto loan at another financial 
institution and posted these results: 

� Mailed to over 56,000 members 
� Received 1.96% response rate 
� Booked $19,404,580 in new and used auto loans  

The success of this campaign has been attributed to the inclusion of the specific savings a member could 
realize by switching their auto loan to Navy. 

GETTING STARTED 
Credit unions who want to implement a Friends & Benefits program at their shops should consider the 
following to ensure an effective and efficient execution: 

� Develop the objective for your credit union’s specific needs.  
� Determine the target market that best aligns with your program’s objective.  
� Determine your points of comparison, i.e. credit bureau data or national credit union member 

averages.  
� Determine external sources for researching financial product/service usage by your target market. 
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� Based on your objective, determine whether your Friends & Benefits statement will be limited to a 
comparison, or will you offer additional products and services within the statement. 

MARKETING TACTICS 
Please refer to Appendix C for samples of the printed pieces deployed by Alliant Credit Union and 
Navy Federal Credit Union 

FINANCIAL PRO-FORMA 
ACE 416 is awaiting official results from the Alliant Advantage pilot. Below is a summary of the costs and 
breakeven analysis of this pilot:. 

� Mailing to 38,000 members 
� Cost per piece (all expenses included) is $1.70 
� At Alliant’s yields and cost of funds, they need to generate $900k in loans to breakeven. Yield and 

COF will vary by credit union. 

PROJECT TEAM 
Filene i3 is a creative group of insightful and energetic credit unions professional who develop new ideas, 
innovate, and implement for the benefit of the credit union system. Please visit filene.org/home/innovation
or email innovation@filene.org to learn more. The team members who developed this idea are: 

Thomas Bowen 
K.C. Councils Federal Credit Union 
College Park, MD  
teb@kccfcu.org

Musette Bracher 
GECU
El Paso, TX  
musette.bracher@gecu-ep.org

Susan Brooks 
Navy Federal Credit Union 
Winchester, VA  
susan_brooks@navyfederal.org

Laura Campbell 
Farmers Insurance Group Federal Credit Union 
Los Angeles, CA  
lcampbell@figfcu.org

Rebecca Secor 
Member Loyalty Group 
Kenosha, WI  
rsecor@memberloyaltygroup.com

Frank Weidner 
Alliant Credit Union 
Chicago, IL  
fweidner@alliantcreditunion.com

RESOURCES
 ¹ Blue Ocean Strategy, W. Chan Kim and Renée Mauborgne  
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APPENDICES
Appendix A -Alliant Credit Union proof of concept survey responses: 

Have you ever estimated the dollar amount that Alliant’s interest rates earn for you 
on deposits and save you on loans as compared to the rates of other financial 
institutions? 

Total
Yes 54% 
No 46% 
Base: 83  

Alliant is thinking of developing a Member Benefits Statement which would show 
members how much they earn on their Alliant savings accounts and how much 
they save on their Alliant loans as compared to the standard rates found at other 
financial institutions. This statement would be mailed to members annually. What 
is your initial reaction to this idea? 

 Total 
5 = Very positive 48% 
4 21% 
3 = Neutral 26% 
2 2% 
1 = Very negative 3% 
Mean 4.07  
Base: 86  

If the Member Benefits Statement also showed you what you might earn or save if 
you switched deposit or loan accounts from other financial institutions to Alliant, 
would that increase or decrease its value to you? 

Total
5 = Strong Value Increase 34% 
4 36% 
3 = No Change 30% 
2 0% 
1 = Strong Value Decrease 0% 
Mean  4.04  
Base: 83  

How would you prefer to receive a Member Benefits Statement?

Total
Printed and Delivered via Mail 49% 
Online through a Secure Website 26% 
Both mailed and online 13% 
No Preference 12% 
Base:  85  
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Appendix B - Farmers Insurance Group Federal Credit Union proof of concept research results: 

FIGFCU is thinking of developing a Member Benefits Statement which would 
show members how much they earn on their FIGFCU savings accounts and how 
much they save on their FIGFCU loans as compared to the standard rates found at 
other financial institutions. This statement would be mailed to members annually. 
What is your initial reaction to this idea? 

 Total 
5 = Very positive 25% 
4 31% 
3 = Neutral 44% 
2 0% 
1 = Very negative 0% 
Base: 16  

Please comment on your initial reaction to this idea.   

The information would just be duplicate reporting, in my opinion... 

Sounds great 

You can do that but my local bank pays more interest on savings than you do. And I 
made my last loan with you when you restricted, lowered availability and abolished credit 
opportunities for agents 

Great help to determine your own financial needs. 

If the Member Benefits Statement also showed you what you might earn or save if 
you switched deposit or loan accounts from other financial institutions to 
FIGFCU, would that increase or decrease its value to you? 

Total
5 = Strong Value Increase 19% 
4 50% 
3 = No Change 31% 
2 0% 
1 = Strong Value Decrease 0% 
Base: 16  

How would you prefer to receive a Member Benefits Statement?

Total
Printed and Delivered via Mail 33% 
Online through a Secure Website 19% 
Both mailed and online 25% 
No Preference 19% 
Base:   16  
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Appendix C —Samples 
The following pages contain samples of the Alliant pilot statement- “Alliant Advantage” and the Navy 
Federal Credit Union mailings. 

Navy Federal Credit Union 
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Appendix C —Samples- Continued 

Alliant Pilot Statement – “Alliant Advantage”- Page 1 
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Appendix C —Samples- Continued 

Alliant Pilot Statement – “Alliant Advantage”- Page 2 
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Appendix C —Samples- Continued 

Alliant Pilot Statement – “Alliant Advantage”- Page 3 
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Appendix C —Samples- Continued 

Alliant Pilot Statement – “Alliant Advantage”- Page 4 


