
In the financial sector, and with credit unions in particular, we 
understand that statistic translates to acquiring new members  
is more expensive than persuading current members to 
make additional purchases. Or…retaining members is more  
cost-effective than finding new ones.

Your current members are a wealth of information. From helping 
to develop profiles and personas, to gathering first-hand product 
feedback, current members often hold the key to improving 
strategies for cross-selling products and services beyond what you 
may already be considering. This type of awareness and intelligence 
can also give you insight into acquiring new members.

We have developed a series of best practices that can help you build 
on member intelligence, create more value and nurture loyalty.

lifecycle marketing

Pay attention… 
a lot of attention… 

to your current members. 
The probability of selling to an 

existing member is 60-70%. 
The probability of selling to  
a new member is 5-20%.1
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The starting point should also be the end point … your members. When you commit to answering the needs of 
your members, you can exceed their expectations. And since members are the lifeblood of the institution, the 
opportunities are nearly endless and always available. From top to bottom, across all products and services, the 
member perspective should be the driving force for strategic development. 

Begin with the member data you have acquired and verify its accuracy. From there, whatever program you build 
will be rooted in a true assessment of your current member base.

1. Take steps to develop a member-centric environment

Find ways to engage your members. Provide feedback mechanisms and don’t be afraid to ask questions – and answer 
the tough ones. You should always choose to engage in conversations about your products and services. This input is 
extremely valuable, so don’t let these conversations go unaddressed. It’s important that your members know you’re 
paying attention and how you respond will be part of the overall customer experience. Outlets for customers can 
include community feedback message boards, member surveys, and real-life one-to-one interactions in the branch. 

There are times when customer feedback may not be easily translatable into actionable information. This 
“unstructured data” can be logged, reviewed and shared with your internal team. Reviewing this feedback can 
bring the team closer to the member experience and help them identify common themes including benchmarks for 
satisfaction as well as churn.3

3. Engage with members on a personal level

Have you ever heard of a credit union not knowing who their members are? It happens more often than you 
think. Take the initial step of an in depth look at who is joining a credit union in your market and why … how 
do they make purchasing decisions … and what do they expect out of the relationship? Keep it simple to start 
and you will find a wealth of helpful planning data. The more you learn about your current members, the better 
you’ll be able to communicate with them on their terms. When you learn what the member relationship means 
to them, you can begin helping future members make the same buying decision.

Highly satisfied members purchase 2X as many products as unsatisfied members, so your 
investment in member satisfaction can have a profound effect on your bottom line,” says 
Ashley Harbaugh, a marketing manager for Hitachi Solutions. “It’s vital to identify the most loyal and 
profitable members who can drive revenue at your credit union.2

2. Analyze your current members’ purchasing behavior

 “  “
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The member experience includes every touchpoint a member or prospect has with your credit union. Start by 
mapping out all of the major touchpoints from when a prospect first inquires to when a member decides to leave 
(and even after that). This can provide you with some insight into where you can shore up your member experience.

Think about assigning a dedicated resource to this process, along with the continuous monitoring of the member 
experience. This position can play a key role in determining what’s ailing customers and crafting needed 
messaging focused on improving customer relationships.

(Look to automation technology to assist in your efforts.)4

4. Map out your member experience

While the understanding of what a credit union can offer compared to the “big” banks has expanded greatly, many 
members may still be unaware of the full scope of what a credit union can bring to the table. There are also members 
who have joined the credit union based solely on a single product purchase, like a car loan or home loan. They may 
even have been third party purchasers. In any event, these members are likely to respond positively to an educational 
approach. The best way to approach this possible challenge is to continue to educate members on the unique benefits 
of your institution. Support your efforts to educate members with a library of helpful information on your website and 
consider a proactive member education campaign to increase awareness.

The truth is, studies have shown that consumers want more contact from their financial institutions, not less. The 
catch, of course, is that those communications need to be advisory in nature and offer genuine value.6

6. Educate members about your products

Your communication to members should be cohesive – from the time they are developing a list of credit unions 
to consider, throughout the life of their membership, and beyond. Set the standard, and make every outlet 
adhere when creating your member-facing communications. Your members (and your prospects) should always 
recognize your communications in tone, appearance, content and attitude.

From the CEO Guide to Customer Experience, understanding the customer journey “means paying attention 
to the complete, end-to-end experience customers have with a company, from their perspective.” 
Developing cohesive member communications is an easily-implementable way to ensure a better member 
experience.5

5. Speak with one voice

 “  “
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About Gain:  We’re a direct, digital and data-based marketing communications agency that brings 
the people-perspective back into credit union lifecycle marketing. Click here to learn more. 

Want to talk shop?  Contact James at james.sweeney@hellogain.com.
©2020 Gain, Inc.

Whether you are talking to your individual members or those who are small business owners, credit unions are 
positioned uniquely to serve the needs of the member. While the typical banking relationship is transactional, 
credit unions should seek to provide relationships with more value by impacting the daily lives of members. 
Financial education programs can strengthen relationships with current members and attract new audiences, 
because they serve the greater good and demonstrate an investment in the community. The goal should be to 
become a resource that members can trust for helpful, accurate and timely information.

Local, regional, and national credit unions are adding to the financial literacy movement in droves, and the reason 
behind the growing trend makes perfect sense. Credit unions are designed to give consumers a different way to 
bank, based on establishing a relationship with members in which they are part owners of the financial institutions, 
not stockholders.7 Financial literacy, retirement planning, budgeting and money management, student and youth 
savings programs – all of these can have long-term impact.  

7. Become an advisor, not just a seller
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