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MEMBER MEGAPHONE

INTRODUCTION

At Filene, everything we do starts with research, but research alone doesn’t 
move an industry. It stokes ideas and a select few of those ideas hold the 
potential to be tested for in-market use. 

The i4 Incubator takes promising concepts born in the Filene i3 program 
and actively prototypes them on a small scale before further investment or 
commercialization. That’s how we bring our best ideas to the market.

RESEARCH

Apr 2014
Insight gathered during 

Spring i3 Meeting in 

Montreal, Canada.

Nov 2014
An i3 team presents CUToot 

(original concept name) 

at big.bright.minds. in 

Tucson, AZ.

Apr 2015
Prototype developed  

in conjunction  

with Brett Wooden  

and recruitment begins  

in the i4 Incubator.

Jul 2016
Observations and 

learnings shared  

with credit unions; next 

iteration being developed 

for further testing.

INNOVATION RAPID  
PROTOTYPE

NEXT  
STEPS
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PROJECT HISTORY AND MARKET TRENDS

INEFFICIENT MEMBER REFERRALS

Credit unions want growth but struggle with the cumbersome referral and tracking 
methods that have historically been available. Paper referral programs create 
inefficiencies within the credit union and hassles for the member. And rarely do  
they lead to strong results.

Nationally, credit unions spent an average of $442 to attract each new member in 
2012, according to Callahan & Associates.1 But, during this same period these credit 
union investments resulted in a paltry 2.1% nationwide membership growth rate.

Source: www.creditunions.com/blogs/daily-data/which-state-spent-the-least-to-attract-the-most-net-new-members/



 → Filene i3 innovators developed a unique solution to bring the member referral process  
into the 21st century 

 → A rapid prototype was developed in cooperation with Horsetail Technologies

 → Initial results in the i3 program revealed strong interest in the concept

 → Intrigued, Filene selected CUToot for further testing, renamed it Member Megaphone for  
greater marketability, and brought it into our i4 Incubator

 → Filene worked with Brett Wooden to create a member-facing prototype and recruited credit  
unions to be a part of live testing

PROJECT HISTORY AND MARKET TRENDS

THE STICKY MEMBER REFERRAL PROCESS

PARTICIPATING i4 INCUBATOR CREDIT UNIONS

Belco Community Federal Credit Union — Harrisburg, PA ($456 million assets) 

Community Resource Credit Union — Latham, NY ($77 million) 

Deseret First Federal Credit Union — Salt Lake City, UT ($542 million) 

First Financial Credit Union — Skokie, IL ($71 million) 

Park Side Credit Union — Whitefish, MT ($210 million) 

SCE Federal Credit Union — El Monte, CA ($660 million) 
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 → Credit unions invited current members to use Member Megaphone via satisfaction 
surveys, targeted e-mails, or online

 → For the prototype, the current member created an account on MemberMegaphone.com  
and confirmed their account details prior to making referrals

 → Upon account confirmation, the current member could share their unique referral code 
with friends and family via Facebook, Twitter, text message, or e-mail 

 → As new members joined and shared their referral code, credit unions kept track of the 
codes and matched them to current member data within their core

 → Upon meeting the requirements set by each credit union, the current member and new 
member were given an incentive ranging from $0 to $50

MEMBER MEGAPHONE PROTOTYPE

MEMBER EXPERIENCE
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MEMBER MEGAPHONE PROTOTYPE

MEMBER EXPERIENCE
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MEMBER MEGAPHONE PROTOTYPE

MEMBER EXPERIENCE
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MEMBER MEGAPHONE PROTOTYPE

EMPLOYEE EXPERIENCE

 → Prior to launch, credit unions established a presence on Member Megaphone that 
communicated their brand identity, specific referral incentive, and any required disclosures

 → Credit unions were able to view who signed up on MemberMegaphone.com as well as which 
new members had been referred

 → Automated or manual processes, depending on the capabilities of each credit union, were 
used to pay out incentives to current and new members

 → Reports were generated via Member Megaphone and the credit union’s core processing 
system to track referral rates and account relationships
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Every Filene i3 build cycle and i4 Incubator test begins with a thorough analysis of the 
problem being solved as well as the proposed innovative solution. From there we 
construct concept hypotheses and identify the metrics needed to either validate 
or invalidate these hypotheses.

MEMBER MEGAPHONE

AN i4 INCUBATOR TEST

 

PROBLEM

How might we better manage member referrals 
using today’s technology?

SOLUTION

A referral app to help seamlessly facilitate growth 
through member and employee referrals

HYPOTHESES

1. Member growth will increase  
with use of Member Megaphone

2. New members will participate in  
credit union product and services 

METRICS

1. Measure member growth from t (testing period)  
t-t

1
 and t-t

2
 years

2. Measure member satisfaction

3. Measure new account balances

1. t
1
 = testing period - 1  year

1. t
2
 = testing period - 2 year

DEFINE MEMBER MEGAPHONE



10

MEMBER MEGAPHONE i4 INCUBATOR TEST

PROTOTYPE TEST METHODOLOGY

 → Six credit unions offered Member Megaphone live to current members  
for two to  four months in late 2015 and early 2016

 → Employees encouraged members to create an account on Member Megaphone

 → Filene measured new member growth, average loan and deposit balances, referral rates and 
dug into one credit union’s Net Promoter Score 

 → Members who used Member Megaphone were sent a satisfaction survey after the testing 
period to gauge the ease of use

 → Credit unions provided qualitative feedback every two weeks

 → There was no cost for credit unions or their members to participate in the incubator test 
aside from their incentive and marketing costs
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MEMBER MEGAPHONE i4 INCUBATOR TEST

QUANTITATIVE RESULTS

Without Member 
Megaphone

With Member 
Megaphone

28% % of new accounts 
subsequently closed. 
As of June 21, 2016

7%

% of existing Member 
Megaphone accounts 
created and confirmed

81%

% of participating current 
members who referred at 

least one new member

53%

Average deposit & loan 
balances for new accounts

$512

$2,090

Overall new member 
referral rate

34%
YEAR-OVER-YEAR GROWTH 

IN NEW MEMBERS

Deposit

Loan
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MEMBER MEGAPHONE i4 INCUBATOR TEST

IMPACT OF THE SUPER REFERRER

 → Using Member Megaphone, credit unions were able to determine  
how many new members a current member referred

 → From this data, ‘family trees’ could be developed to show the cascading impact  
of individual members

 → One credit union identified a single current member who was directly responsible for 
referring 22 new members and indirectly associated with 161 new members

 → How can we use this data? Can we increase the number of new members being referred 
by each current member? Is there a ceiling in the typical number of new members a 
current member will refer?

161
NEW MEMBERS
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MEMBER MEGAPHONE i4 INCUBATOR TEST

QUALITATIVE RESULTS

Feedback from credit union employees was generally strong and highlighted 
opportunities for improvement with future iterations of Member Megaphone:

“Impressed, even as a minimum viable product.”

“Sharing key observations and best practices with 
other credit unions was extremely valuable.”

“Tracking and analysis was labor intensive. 
Integration for next iteration is key.”

“Incredible tool but tough to manage  
running on my own at small credit union.  

Very interested in the next iteration.”

“Awesome incentive for referring friends. I love it.”



14

 → Eliminating the account confirmation barrier would improve use by current members

 → While financial incentives and loyalty to the credit union were the primary drivers leading to 
referrals, the tool was seen as an easy way to let current members act on these incentives

 → Member Megaphone requires a marketing effort. Credit unions who built a landing page and 
implemented a solid marketing campaign saw significantly better results 

 → Integrate the system with a core to minimize efforts for credit union staff

 → Ease of referrals paired with appropriate incentives will lead to strong results

 → In addition to generating a significant number of new members, these new members brought 
deposit and loan balances that on average indicate positive account relationships.  
Member Megaphone brought quality along with quantity.

Filene is currently evaluating next steps for further testing and potential 
commercialization of Member Megaphone. Our i4 Incubator results indicate a 
tremendous interest in this system and potential to help credit unions grow new 
members, while creating efficiency. We look forward to sharing the future of 
Member Megaphone with credit unions.

MEMBER MEGAPHONE i4 INCUBATOR TEST

OBSERVATIONS AND NEXT STEPS
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Filene thanks the original innovators who developed,  
built, and tested CUToot/Member Megaphone during  
the 2014 Filene i3 cycle:

 → Brett Wooden, McGraw-Hill Federal Credit Union

 → Kayce Bell, Alabama Credit Union

 → Mary Beth Spuck, TwinStar Credit Union

 → Mark Hamid, FirstLight Federal Credit Union

Filene also thanks CSCU for their generous support  
of the Filene i3 innovation program and D+H for their  
generous support of the i4 Incubator.

Finally, Filene would like to thank Member Loyalty Group  
for their partnership and collaboration with Member Megaphone.

MEMBER MEGAPHONE i4 INCUBATOR TEST
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ABOUT

Filene Research Institute is an independent consumer finance think and do tank. 
We are dedicated to scientific and thoughtful analysis about issues vital to the 
future of credit unions and consumer finance. 

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 2,000 members make our 
research, innovation, and impact programs possible. Learn more at filene.org.
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