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It’s harder to create a great CU 

�  Board members have incentives to not push 
too hard (i.e., if it fails the regulator comes 
after or bans them) 
 

�  Incentives for a CEO is to get big because 
salary is tied to asset size.  Fastest way for 
that is a merger.   

 
�  If it really takes off you get better bonuses/

retirement but never get a piece of the 
equity.  



Scope of Study 

�  At or near double digit organic growth for 
more than a decade and above peers 
 

�  Looked for medium, large and very large 
credit unions 
 

�  Across three countries 
 

�  With different value propositions. Either 
product innovation, operational efficiency or 
customer intimacy.  
 



Choose One to Excel At 

Value 
Proposition 

Operational 
Efficiency 

Customer 
Intimacy 

Product 
Innovation 



�  Value Proposition (VP): Customer Intimacy 
 

�  Start up in 2000 to $450M in assets  
 

�  CAGR:  59%  - no mergers 
 

�  As others move to automated screening of 
loans IC Savings focuses on story lending 
 
 



�  VP: Product Innovation 
 
�  CAGR: 7.5% - No mergers since 2002 

 
�  Growing membership 7x faster than other Canadian 

CUs while keeping same branch foot print. 
 

�  Having something unique to offer and tell it in 
an interesting way 

�  You’re the Boss MortgageTM 
 



  

�  VP: Operational Efficiency 
 
�  CAGR: 14% - no mergers or new branches in 15 

years  
 

�  Moved from competing on relationships to 
operational efficiency 
 

�  53% cost to income ratio 
 



  

� VP:  Customer Intimacy 
 

� Spending down its capital 

� CAGR: 7.2% 
 

�  58% of income comes from fees (pursues 4 
sources of income) 
 

  St. Louis Community  
   Credit Union 



   bankmecu 

� VP: Product Innovation 
 
� CAGR: 11.75% 

 
� Sustainable banking 

 
� Carbon off sets for every auto and home 

loan 
 



� VP: Operational Efficiency 
 
� CAGR: 19%  

 
�  $234M in 2000 & $2.1B in 2013 – no mergers 

 
� Staffing model tied to efficiency  

 
�  37% cost to income ratio 

 



Findings: How to Execute 
Baseline Requirements for Organic Growth 
 
•  Stability in staff and board 

•  Focus on executing the plan instead of 
mergers 
 

•  A target market (field of membership) has to 
be large enough to allow for growth  
 

•  Strategy defines your niche. Embrace that 
your not for some consumers. 



Findings: How to Execute 

Top-Level Requirements for Organic Growth 
 
•  Systems that force the CU to focus and perform 

year after year. 
 

•  Staff truly understand what they are 
responsible for, who makes which decisions and 
are given the information needed to fulfill their 
responsibilities.         



 Commonalities in Case Study 

� CEOs generally came from inside. 
� While prudent, they did not have lazy 

capital. 
� Brokered deposits. 
�  Incentive systems seems to reinforce 

behavior rather than create it. 
� All had failures but had confidence to keep 

moving. 
�  Few, if any, mergers.  



Systems to Force Focus & 
Reinforce Behavior 

�  University of Iowa Community Credit Union:  
A staffing metric model that drives staffing levels 
and multiple heads of lending that drive loan 
volumes.  

 
 
�  Coast Capital Savings: Entrepreneurial board, 

detailed measuring and reporting on targets 
versus actual performance.  



Systems to Force Focus & 
Reinforce Behavior 

�  bankmecu: Very strong staff engagement in the 
reduction of the internal carbon footprint and 
mechanisms to reduce the impact of the assets it 
finances.  
 
 

�  IC Savings: An entrepreneurial founder and CEO 
with a focus on relationships and an understanding 
that many of his own relationship are tied to the 
success of the endeavor.   
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