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PROBLEM DEFINITION
A 2013 Singularity University project, in coordination with Filene, Jumiya, used big data analytics and
found that health and finances were intimately linked. Consumers who exercise regularly, eat well,
rarely drink or smoke are more likely to pay their bills on time and save regularly. (O’Brien, Kallerhoff,
Kineshanko, Richmon, Mohamad, “The Future of Finance: Thoughts for the National Credit Union
Roundtable from Singularity University,” Singularity University, n.d., Web. 20 Apr. 2016.)
Recognizing this relationship, we began investigating how successful Millennials have been at
developing these healthy habits. This is what we found:
•

According to a new Google Consumer Survey, 62% of Americans have less than $1,000 in a
savings account while 21% don’t even have an account. Over 50% of all millennials report
not having a savings or just carrying the minimum balance. Younger millennials (ages 18 to
24) report having a smaller savings account balance of $1 to $4,999 more than other age
groups. Older millennials (ages 25 to 34) follow closely behind. (Krikham, Elyssa. "62% of
Americans Have Less Than $1,000 in Savings, Survey Finds | GOBankingRates."
GOBankingRates. 04 Oct. 2015. Web. 20 Apr. 2016.)

•

Two in five adults are savings less than they were last year. One of the main reasons cited
was the low rates paid on the savings accounts and funds spent on health related expenses.
(Harris Interactive Inc. Public Relations Research, “The 2012 Consumer Financial Literacy
Survey,” National Foundation for Credit Counseling, 2012, Web. 20 Apr, 2016.)

•

Many Millennials find themselves living in food deserts without access to fresh, healthy, and
affordable food putting them at higher risk for obesity. In today’s modern society, highly
processed, cheap foods are often the unhealthiest choice. Additionally, “Obesity is higher in
lower socioeconomic areas,” Dr. Nikhil Dhurandhar said, professor and chairman of
Department of Nutritional Science at Texas Tech. (Perry, Eric. "Millennials Facing Shorter
Life Expectancy Due to Obesity." Scripps Howard Foundation Wire. N.p., 04 June 2015.
Web. 20 Apr. 2016.)

•

Only 27% of Millennials are members of a fitness facility, and many work in industries that
require long periods of inactivity. As obesity trends continue, it is estimated that more than
44% of all adults in every state will be obese leading to a life expectancy decline by as much
as five years. This would be the first time that the offspring would have a shorter lifespan than
that of their parents. (Heller, Matt. "Millennials "Changing the Game" for Fitness Industry."
The Gbrief. Urbaneer Creative, 16 Sept. 2015. Web. 20 Apr. 2016.)

The results were not surprising, but alarming none the less. This leads us to the question of how
might we engage millennial members by helping to develop healthy financial and fitness habits?
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INNOVATIVE SOLUTION
Thrive seeks to address this problem simply by encouraging members to save and workout by paying
a higher interest rate on their savings account when they do both. While there are many products
that look to engage consumers in these healthy habits individually, this will be a unique solution in
that it combines the two behaviors into one experience.
The savings component of this concept is easy for most credit unions; however, very few have any
experience developing or engaging members in physical challenges. We envision partnering with a
wellness platform provider to create an interactive space where members can track their physical
activity using wearable technologies. This would also be the source of independent reporting of
challenges accomplished each month. The information will be incorporated with core data to
determine if the member qualifies for the monthly account benefit.
Thrive will have two member requirements to receive the account benefits:
• Make a minimum monthly deposit
• Complete a certain number of monthly fitness challenges (i.e. Step count or minutes of
activity)
Each credit union will have the ability to set requirements or deposit caps based on their desired
structure. Members who complete these challenges each month will be paid a higher than market
interest rate. Those who don’t will be paid a rate equivalent to a standard prime share account for the
month during which the requirements were not met.
The marketed solution would include the technical programming needed to track the requirements
and pay the benefits, the marketing bundle used to engage members and integration through a
partner site.
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PROTOTYPE
To share our prototype concept, we developed a video that would introduce it to a general audience.
That would be our selling tool to gain member interest and explain the overview of the concept.
We then created a landing page website (Appendix A) for a credit union to create the member
experience. It focuses on getting the member motivated to participate and consolidates the tools to
enroll into one place. The site describes the following:
• What’s it all about?
• How it works?
• Sign up/Login
• Personal Dashboard
• Events Near You
• FAQs
The overview steps to the member process are:

Once a member signs up, they can begin to use their Thrive savings account to make their deposits
and use mostly all fitness trackers to track their fitness progress.
We define fitness trackers as a wearable device (i.e. Fitbit, Garman, Nike, Apple watch, Samsung
watch, or other compatible device) or a smartphone that can be carried in a pocket or holder that has
a fitness app (i.e. Couch to 5k, Nike+, Lose It!, , Map My Fitness, MyFitnessPal or other device
specific like Samsung and Apple).
Data from these devices would be sent to our partner to evaluate if a member made their fitness
challenge. All fitness data would be held by the partner and not shared with the credit union. The
credit union would simply receive a response from our partner with the results for each member
enrolled. A “Y” would mean a member achieved their monthly challenge and an “N: would mean a
member did not achieve their monthly challenge.
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The credit union would store these results in a tracking record (or similar method) on their core
system. The example below was created using a Symitar system:

Calculations would be run monthly to make sure other minimum requirements are met (number of
withdrawals less than 2, monthly deposits calculated and determined if goal met). Then the rate for
the next month would be calculated using rolling 12 month fields.
For example: At end of March, Fitness Achieved Current Mth=Y and Savings Achieved Current
Mth=Y and lookup at previous rates January Rate=0.10% (base savings rate), February Rate=0.75%,
March Rate=0.75%. The calculation would determine that 0.10% was equivalent to Month 1 (sign
up), 0.75% count for 2 months and so 3 months of meeting goals have been met. April Rate would
equal 2.50% using this structure:

Sign Up
Step 1
Step 2
Step 3
Step 4

Month
Month 1
Months 2-3
Months 4-6
Months 7-12
Month 13+

Rate
0.10%
0.75%
2.50%
3.50%
4.50%

If a member misses a monthly goal, the cycle starts back at base savings rate.
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TESTING AND RESULTS
We surveyed 434 individuals to get their take on if the concept of earning rewards for building
financial and fitness habits would be appealing and help make change. While the target audience of
the survey was Millennials, all ages were welcome to take the survey and response ages ranged from
17-67 with a majority of respondents 22-35. The results supported the national findings that while
people are aware of the benefits of working out on a regular basis and that they should be saving
money, 65.42% work out less than twice a week and 30.09% either don’t have an account or don’t
contribute regularly. More respondents had a set fitness goal than a set financial goal. However, if
offered the opportunity to set their own reasonable fitness and savings goal in exchange for a reward
45.73% (198 people) said they would immediately sign up and another 28.87% (125 people) might
sign up. The reward they found the most compelling was a boost in their savings account rate or
other cash award for meeting the goal. Discounts on loans, products or services offered minimal
appeal.
This information was used to develop our solution. When the final concept was designed with the
rewards and tiers, a new survey was created to validate the assumptions as a physical prototype was
not available to pilot to a membership. This survey was open for only one week and generated 115
responses from individuals typically serving in the financial services industry, with the highest
percentage of respondents indicating an annual household salary of $75-$99K, followed by $100$124K.

Key Findings
•
•

•
•
•
•

69% respondents were female and 31% were male
The respondents validated that fitness trackers were a part of everyday life with only 23.7%
indicating they didn’t own some type of fitness tracker and 4.4% of those reporting they were
looking to buy one in the next 6 months
42.6% reported that they save less than $100 per month with 8.7% of those answering they
do not even have a savings account
48.2% reported they either do not work out or only exercise once a week
68.4% indicated they were either very interested or wanted to immediately sign up to use the
service after viewing our concept video
71.3% reported that Thrive would motivate them to save with 31.3% indicating that they
would stay motivated for over 6 months with a program of this design

These findings further validate that Thrive is a concept that could motivate members to meet both
fitness and savings challenges.
See Appendix B for full survey results
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BUSINESS MODEL AND 3-YEAR FINANCIAL PROFORMA
Thrive has the ability to be viable for the owner of the entity, client credit unions, and the membership.
The product provides members an opportunity to be compensated while building healthy habits.
Credit unions will be provided a new opportunity to build loyalty within a segment of the membership
who is in the infancy of their borrowing and wealth building years.
While the benefit of this product will have a long-term, tangible impact to the credit union, the
immediate return may be difficult to calculate. Recognizing this, we have built an institution structure
that will be scalable for all credit unions and easily justified as a marketing expense for engaged
members. We will charge a nominal annual fee to enroll institutions in the product, and a small
monthly fee per active account to maintain reporting and access to a partner platform. While this will
be nominal to the credit union clients, it has tremendous opportunity for scale as additional institutions
are added. A portion of the monthly fee will be shared with the technology provider.
Conservative adoption assumptions were used to develop projections to ensure an accurate picture
of the business operations were created. It is predicted a total of 18 large institutions (100k+
members) would be added over three years. Additionally, limited monthly fees were assumed, and
this should allow for revaluation once the product is available for market. A minimal sales and
support staff will be needed to operate the business as most of the technical expertise will be
outsourced to third party providers. Ideally, ownership of this business could reside with a credit
union who could lease talent to the business to maintain a low cost structure while clients are signed.
Please see the Pro Forma below for additional detail and assumptions.

Thrive Savings CUSO Pro Forma

Annual fee
Monthly User Fee ($1/Mo)
Total Revenue

YEAR 1
YEAR 2
YEAR 3
$ 20,000 $ 50,000 $ 90,000
$ 96,000 $ 360,000 $ 864,000
$ 116,000 $ 410,000 $ 954,000

Development costs
Marketing expenses
Third party platform
Staff
Total Expenses

$
$
$
$
$

Net Profit

$ (23,000) $ 60,000 $ 272,000

30,000
25,000
24,000
60,000
139,000

$
$
$
$
$

40,000
50,000
180,000
80,000
350,000

$
$
$
$
$

75,000
75,000
432,000
100,000
682,000

Assumptions
1) Annual Fee of $5,000 per client will be assessed
2) Monthly revenue will be earned at a cost of $1 per active account during the month
3) Four clients will be active in Year 1, 10 in Year 2, and 18 in Year 3.

COMMENTS, NEXT STEPS, AND CALL TO ACTION
Thrive provides a unique opportunity for credit unions to engage with an important member segment.
The objective was to combine two challenges that are linked with a relationship to create healthy
habits. We believe this product has the ability to build a community within the membership built
around common goals.
Next Steps
Two things need to occur to make this product feasible. First, we need to develop a partnership to
provide the interface and platform for activity tracking. Second, the product needs to be tested to
validate the adoption assumptions and to identify opportunities to develop the prototype functionality
further.
Call to Action
We would like to connect with three credit unions interested in being a part of prototype testing the
concept with their memberships. Please contact Filene for more details.
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Appendix A: Thrive Landing Page
http://taylormurray.wix.com/filenei3
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Appendix B: Final Concept Validation Survey Results (revised 5/2/16)

Age Ranges

Are you male or female?
60+
Female

68.7%

5.2%

45 - 59

39.1%

30 - 44
Male

38.3%

18 - 29

31.3%

< 18

16.5%
0.9%

How much total combined money did all members of your
HOUSEHOLD earn last year?
Prefer not to answer

7.0%
7.9%

$200,000 and up

6.1%

$175,000 to $199,999

4.4%

$150,000 to $174,999

7.9%

$125,000 to $149,999
$100,000 to $124,999

14.9%
24.6%

$75,000 to $99,999
14.0%

$50,000 to $74,999

11.4%

$25,000 to $49,999
$10,000 to $24,999

0.9%

$0 to $9,999

0.9%

On average, how much do you save on a
monthly basis for an emergency/misc?
(Not Retiremnet)

In a typical week, how many days do you
exercise?
5 to 7 days a week

13.2%
38.6%

2 to 4 days a week
Once a week

33.9%

$250+
23.5%

$100-$250
16.5%

$51-100

19.3%

$1-$50
I don't regularly exercise

28.9%
3

Thrive | CONCEPT DOCUMENT | Filene i | Page 10

$0

17.4%
8.7%

Do you own or know someone who owns any type Jitness tracker?
(Check all that apply)
I am planning on buying one in the next 6 months

4.4%
61.4%

I know someone who owns one
I don't own one

23.7%

I own one

52.6%

How likely are you to use or inquire about this type of program?
Sign me up today!

11.4%
57.0%

This looks interesting
I'm undecided

17.5%

Not too likely
No way!

11.4%
2.6%

How long would this program keep you motivated?
I don't
know

28.7%

6+ months

31.3%

4-6 months

14.8%
17.4%

2-3 months
1 month

7.8%

How likely do you feel this program would motivate you to save more?
Sign me up!

3.5%

I think it would help

45.1%

Maybe, I'm not sure

33.6%

Probably not

10.6%
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Not very likely

7.1%

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) nonprofit 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

612 W. Main Street Suite 105, Madison WI 53703 | 608.661.3740

