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Recouping New Member Costs Hinges on Time, Devotion
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The Rundown

MICHELLE A. SAMAAD

msamaad@cutimes.com

he first 90 days after

a new member signs

on have taken on new

meaning as the in-

dustry continues to experience
slowed membership growth.

That time frame is especially

crucial if the member’s entry came

through an indirect loan. Behind
the scenes, the expenses to build
on those new relationships have
become more scrutinized as credit
unions seek out solutions that of-
fer more long-term return on their
investments.

For several years, the $970
million AmeriCU Credit
Union underwent a few
transitions in its quest
to find an efficient and
a realistically applica-
ble model to keep new
members engaged with
more products and ser-
vices, said Timothy “Tab”

Rightmyre

“You don't want to
throw everything at
the wall and see what
sticks, said Rightmyre.

Rightmyre, coordinator of mar-
keting analysis and product de-
velopment at the Rome,
NY.-based cooperative.
“There are a lot of stud-
ies out there that say the
first three months are the
most important part of
any relationship. When
it's new, everything is all
warm and fuzzy,” Right-

myre said. “What you don’t want
to do is have the member relations
adviser throw a million products
at [new members]. You don’t want
to throw everything at the wall and
see what sticks.”

After working with another
vendor, AmeriCU went back to
Deluxe Corp. in 2007 to utilize the
company’s call center program.
Known for its checking services,
the St. Paul, Minn.-based firm
also has a service that contacts
new members to gather feedback
on how their relationship is going
with the credit union.

Rightmyre said while market-
ing is tailored by demographic,
talking with AmeriCU’s MRAs
helps to pinpoint custom solu-
tions. Members that make the vis-
it into the credit union’s financial
centers to have that discussion
are rewarded with a $25 gas card.

Members who have new mort-
gages or have joined online are the
prime contacts. Rightmyre said in-
direct auto loan borrowers make
up the majority of calls. As the case
with many in the industry, on the
indirect side, once a member has
made that final car payment, they
tend not to do any more business
with the credit union.

AmeriCU is bucking that trend.
The percentage of indirects that
took out a Visa card or a mortgage
has increased, Rightmyre said. Of
its active auto indirect loan mem-
bers, 45% have additional prod-
ucts and services with the credit
union. Management is confident
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‘We hear more and more businesses talking about
the experience rather than sales. We focus on the

experience, Givens said.

that Deluxe’s OnBoarding pro-
gram can provide more oppor-
tunities to increase that percent-
age, he offered.

Still, fostering new member
relationships takes time and the
fruits of labor most likely will not
ripen for up to two years, Right-
myre pointed out.

“You'll probably have a CFO
upset with you because you're
not going to see a return in the
first six months. It's going to take
some time.”

AmeriCU shopped around to
ensure it would find the most ef-
ficient program, Rightmyre said.
Ultimately, Deluxe won out be-
cause of the staff’s strong people
skills. Some employee changes at
the creditunion led to some major
overhauls initiated by Rightmyre,
who felt the feedback program

was a bit too scripted. Deluxe was
open to shifting gears and making
modifications, he said.

From a back office perspec-
tive, Deluxe recognizes that credit
unions are looking for ways to add
value to members, said Susan
Eick, vice president of program
innovation, research and devel-
opment at Deluxe. A 2010 acqui-
sition of Cornerstone Customer
Solutions, a direct marketing firm,
helped the company build a cus-
tomer acquisition and growth
program even more. In-
centives are included to
bring in new members.
Depending on whom the
targets are, Eick said De-
luxe can measure on the
back end so that a credit
union can ultimately mea-
sure its own ROL.

“Sometimes we lose sight of
the fact that a program may do
a good job of bringing clients
in but not anchoring them. We
want to help get the fat out of
traditional marketing programs,’
Eick explained. “We want to help
credit unions hone in on who
their best members will be.”

More than 50 financial institu-
tions ranging from the very small
to $2 billion in assets are using
the acquisition and growth pro-
gram, Eick said. Deluxe is also
doing more on the back office
end through its regulatory com-
pliance and fraud and security
programs.

“Compliance is what keeps
people up at night. Right
now, there are larger ini-
tiatives from the govern-
ment that will impact
larger credit unions but
the smaller ones are still
concerned that it will
someday trickle down to
them,” Eick said.

The $455 million Mazuma
Credit Union has been with De-
luxe for at least 13 years, said Rob
Given, president/CEO of the Kan-
sas City, Mo.-based cooperative.
Over that time period, the credit
union has been a participant in
the company’s collaborative fo-
rums aimed at bringing in new
services beyond checking.

Givens was a part of the 2004
which
both credit unions and commu-

collaborative included
nity banks. Debbie Baumann,
vice president of operations at
Mazuma, is serving on the current
collaborative. Mazuma was in-
volved in the creation of Deluxe’s
Welcome Home Toolkit and did a
needs assessment for small busi-
ness services.

“We hear more and more busi-
nesses talking about the experi-
ence rather than sales” Givens
said. “We focus on the experience.’

Check sales remains Mazuma'’s
primary relationship with Deluxe.
Givens said the company’s call
center program has helped to up-
lift revenue and give members a
much better experience. Services
such as net promoter score sur-
veys were previously outsourced
to other vendors. They have since
been moved to Deluxe.

In cash-strapped, assessment-
laden times, credit unions are
continuing to look for ways to
shore up their back office often
with scaled down budgets. Select-
ing the right vendor to make it all
happen remains a critical piece to
not only protect the credit union
but ensure that ROI is attainable,
some experts advise.

“Over time, we've modified our
processes. We've outsourced our
[request for proposals] to profes-
sionals,” Givens said. “The NCUA
says you should be doing a good
job of vetting vendors. That’s
always been important” H
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