
Member Onboarding for More Meaningful Relationships

Onboarding is an often-underutilized strategy in the member 
development timeline. The first 30 to 90-day period is prime time for 
developing the value of the relationship. Onboarding is the process 
of acknowledging your newest members, providing them 
with useful information, and opening the door to additional 
products and services. Without a well-defined onboarding strategy, 
you’ll miss out on important growth opportunities. Develop and evolve 
your own approach, but whatever you do, don’t leave your members on 
an island after they’ve joined. Welcome them to the family, because 
this will help with retaining those members down the road.
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The first 90 days following the 
acquisition of a new customer 

represents the best opportunity to 
solidify and grow the relationship.1
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You should plan out your Onboarding schedule after the Welcome communication. Find a balance for communicating 
to new members on a regular interval and avoid inundating your audience. In developing your plan, consider 
personalized, multi-channel communications … including email, direct mail, online banking messages 
… to be sure you’re reaching your intended target. You can use your communications to explore satisfaction with the 
new relationship, their preferred communication channels, products they currently use, and when they expect to need 
certain products such as mortgages or auto loans.2 A sample of a basic Onboarding schedule looks something like this:

Early on, avoid the temptation to reach the “primary financial institution” goal. That’s too much too soon for the typical 
member. Remember, this is the relationship-building stage.3

Research simple automation tools from reputable vendors if you haven’t already invested in a Marketing Automation 
Platform (MAP) – these platforms can help you schedule and send emails to members during the Onboarding process.
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Having good member data ensures that you’re delivering the right message at the right time. The data gathered 
can include everything from learning “why” the new member joined your credit union, to demographic information, 
to making sure you have their correct contact information. Data validation sets up any Onboarding program 
for success and is the first step in creating a meaningful communication interaction with your new members. 

1. Gather and listen to the data

3. Build a schedule and automate

Your first opportunity to make an impact is the Welcome communication and immediacy is key. 
This communication should be sent to the new member within the first week to establish a positive dialog. It 
can be used to validate the member’s contact information, thank them for becoming a member, deliver helpful 
information and to set member experience expectations. 

The Welcome communication is a reinforcement that the new member has made the right decision to join your 
credit union. It’s your “feel-good” interaction, so make it personal.

2. Say hello
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Gathering feedback is an opportunity to learn more about how your new members view you … they joined your 
credit union for a reason, so the “sales” process has done its job. Offer multiple engagement and response 
channels, along with forums to provide feedback. Ask their opinion, because your members will surely give it … 
and use those responses to tailor services and future communications. In return, speak to them in a 
straightforward, no-nonsense way that takes their experience and their point of view into consideration.

4. Get feedback and use it

You’ve done the leg work, and the research suggests that credit unions who implement a robust 
Onboarding program will cultivate a more meaningful and profitable member relationship. The fact is 
that keeping a member is easier and less expensive than acquiring a new one ... and onboarding is your first and best 
opportunity to do so. Forbes cites that it can cost five times more to attract a new customer, than it does to retain an 
existing one.4

Focus on keeping things simple — you may even want to begin with a pilot onboarding program to track progress and 
work out the kinks. Always put yourself in your member’s shoes, think about their needs and how you can improve 
their day with your products and services. And then make it part of your onboarding program!

The financial needs of your members change over time and onboarding is your opportunity to set yourself up for 
success later on. According the Accenture, the annual churn rate of new banking customers is about 20-25% during 
the first year – half of which don’t make it past the first 90 days after opening their accounts.5

6. Start with a pilot

Like any good relationship, communicating on a consistent basis over the initial “honeymoon” period offers 
the opportunity for the perception (and hopeful reality) of two-way communication. Be sure that your 
communications are cohesive within the Onboarding experience, as well as within the overall brand experience. 
Your member feels more grounded and in touch with you as the institution and the brand when 
they are hearing “one voice” throughout all member-facing communications. 

Create an Onboarding experience that reflects the member experience with your credit union. It should be 
simple and easy, not overwhelming or confusing. Emulate your brand and most of all, make it personal and 
valuable to the member.

5. Be consistent
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Sources:
1 https://www.cuinsight.com/getting-started-right-foot-onboarding-strategies-increase-member-engagement.html
2  https://news.cuna.org/articles/113408-bring-new-members-onboard
3 https://www.creditunions.com/blogs/industry-insights/6-ways-to-build-a-better-onboarding-program/
4 https://www.forbes.com/sites/jiawertz/2018/09/12/dont-spend-5-times-more-attracting-new-customers-nurture-the-existing-ones/#611f37985a8e
5 https://thefinancialbrand.com/68371/banking-customer-acquisition-attrition-growth-strategy/

As your members progress through their decision-making journey, providing the right information and offers at the 
right time can begin your long-standing, needs-based relationship. To move them in this direction, we look to the data 
once again. Data-driven marketing builds the relationship with the member perspective in mind and makes it easier 
for them to stick with your credit union over the long run. Onboarding is the gateway to sticky services like 
online banking, and it makes the relationship easier for the customer. Use your data to educate members on 
additional products and services that fit their life stage and lifestyle. As your members get more comfortable with the 
relationship, they will come to expect and depend on your timely and helpful guidance – making them more receptive to 
retention efforts down the road.

You can start by identifying your most engaged and profitable audience and tracking them through the Onboarding 
process. Note their behavior and product-buying decisions and let that inform the next iteration of your program.

7. Create stickiness
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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.
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