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Send your emerging leaders to the CUES Advanced Management Program 
from Cornell University. In just nine months, they will:

 Understand what it takes to be a successful executive by exploring eight C-suite roles

 Learn directly from top Ivy League faculty

 Be ready for advancement when the opportunity arises 

  Earn their Certifi ed Credit Union Executive Manager (CEM) designation and an Executive 
Certifi cate in Management and Leadership from Cornell University and CUES

Looking to Fill Your Leadership Pipeline?

Class starts July 10—don’t wait, 
register your future leaders today 
at content.cues.org/amp! 

Take advantage of early bird pricing! Save $400 when you enroll before June 1.
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Is your credit union
a well-oiled machine?
Take your governance skills up a notch and help your board be their best.
With an all-new workshop session for each seminar, new and seasoned directors alike 
will gain valuable insights to help their credit union thrive.

Director Development Seminar
July 30–August 1, 2024  |  Monterey, CA
Take a highly interactive dive into best practices for the boardroom while earning 
up to 20 CPE credits. Plus, we’ll explore the four pillars of good governance and learn 
how to transition your board’s mindset from oversight to futurist. 
Register at content.cues.org/DDS.

Supervisory Committee Development Seminar
July 30–August 1, 2024  |  Monterey, CA
Learn to turn this critical committee into a strategic asset while earning 
up to 15.5 CPE credits. You’ll leave with a complete understanding of 
your role in protecting your credit union’s bottom line and future.
Register at content.cues.org/SCDS.
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LET’S CONNECT

Comments, suggestions and letters 
can be sent to theresa@cues.org.
LINKEDIN: Theresa Witham
INSTAGRAM: tawitham

Help Members With 
Financial Wellness 
This Month and All Year

A bit of history about this month: It was started 20 years ago by the National Endowment for 
Financial Education in 2004. This year has a theme of “Inform, Inspire, Ignite.”

We hope to inform you with two features about financial wellness this month. In “Don’t Focus 
on Members’ Past Mistakes,” p. 30, writer and credit union advocate Keith Kasmire shows how 
credit unions can help members improve their financial literacy with a formula that combines 
techy tools and education. 

Equally important is coming from a place of empathy and understanding. People at all income 
levels make financial mistakes. According to the annual Financial Health Pulse survey from the 
Financial Health Network (finhealthnetwork.org), more than one in five households in the U.S. 
spent more than their income in 2023.

“Nobody wants to go to their CU and have an hour-long conversation about how crappy they 
are at saving money,” says Parker Graham, founder/CEO of Finotta (finotta.com), a personalized 
financial guidance platform provider. “We are humanizing finances and making it a whole lot 
more about the emotions … and why people make decisions versus a slap on the wrist because 
you spent $300 at Starbucks last month.”

Offering tools to help members budget and manage finances not only serves a need but can also 
help turn unengaged members into engaged ones. In 2019, consumer research platform Attest 
(askattest.com) surveyed adults in the United Kingdom and found that the majority of people 
under age 30 used some sort of app to help them budget. For those who did, 59% used them once a 
month or more, with 18% saying they used a budgeting app a few times a week and 14% used one 
every day (tinyurl.com/7xr2227r). 

Find a second article by Kasmire online at cumanagement.com/0424genzwellness. In this article, 
he writes about Gen Z’s preferences for financial education and digital tools. 

“The explosion of ecommerce, explosion of digital banking technologies, explosion of things 
like buy now, pay later, taps and swipes, and subscription payments is causing disaggregation, 
leaving consumers to feel less and less secure in their financial wellness,” says Carrie Stapp, SVP/
marketing at PSCU/Co-op Solutions (pscu.com), a CUESolutions provider based in St. Petersburg, 
Florida. “Where the opportunity is for credit unions is to bring that aggregation back and focus 
on financial wellness tools that help members get to those long-term goals.”

You can find financial literacy and education resources from NCUA to share with members at 
ncua.gov/consumers/financial-literacy-resources. Also check out the Financial Health Network’s guide 
about building financial management budgeting products and tools (tinyurl.com/24m3hu9s). 
In addition, several CUES Supplier members offer programs and resources to improve financial 
literacy, including:

• Currency’s It’s a Money Thing (currencymarketing.ca/money-thing)
• iGrad’s resources for schools and lenders (igradfinancialwellness.com) and employers (enrich.org)
• Inclusiv’s Pathways to Financial Empowerment program (inclusiv.org/initiatives/

financial-empowerment)
• Stukent’s Personal Finance Simulation (stukent.com/high-school/mimic-personal-finance)

What resources would you add to this list? Let me know!What resources would you add to this list? Let me know!

Theresa Witham
VP/Publications & Publisher

HOW IS YOUR CREDIT 
UNION CELEBRATING 
FINANCIAL LITERACY 
MONTH?

YOUR THOUGHTS

>> Email your answer to 
theresa@cues.org. 

It’s time to celebrate National Financial Literacy Month!



Give Your Board a Competitive Edge 
CUES Governance Leadership InstituteTM I
June 9–12, 2024  |  content.cues.org/GLI

Focus on issues at the organizational level; explore 
how highly effective credit union boards operate, so 
you can implement the best practices they employ.

CUES Governance Leadership InstituteTM II : 
Emerging Technologies
June 12–14, 2024  |  content.cues.org/GLI2

Explore how emerging tech can enhance board performance 
and provide a competitive advantage for your credit union. 

Register today and learn directly from esteemed Rotman faculty! 
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THE WORKFORCE 
HAS CHANGED, 
BUT THE 
NEED FOR AN 
EFFECTIVE 
MANAGEMENT 
TEAM REMAINS 
THE SAME.
BY DIANE FRANKLIN

COVER STORY

Keeping pace with rapid changes in the 
economy and � nancial services industry is a 
challenge for today’s credit unions. CUs need 

to be agile in responding to the competition. They 
must stay current with technology, elevate their ser-
vice levels to satisfy members and be diligent about 
compliance issues. This requires a strong, talented 
workforce—but the workforce itself has big ques-
tions that CUs can’t ignore: where employees will 
work, how they will work, how they will interact 
with peers and leaders, and how they can develop 
skills to match the changing nature of their jobs.

“Workforce challenges are constantly evolving,” 
says Stacey Collins, SPHR, CCXP, chief experi-
ence officer of $437 million Dutch Point Credit 
Union (dutchpoint.org), based in Wethersfield, 
Connecticut. “It’s a fluid situation. We need to 
continuously respond to whatever the next work-
place challenge may be.”

The workforce underwent a major transition at 
the onset of the pandemic, with remote and hybrid 
models becoming firmly entrenched and trans-

forming organizational dynamics. “For a long time, 
workforce management—how we attract talent, 
develop talent and manage the employer/employee 
relationship—was very traditional,” says Collins, 
an experienced credit union leader whose diverse 
career in operations, business strategy and talent 
development spans more than 20 years. “Then 
COVID happened, and it shook everything up. It 
gave people the opportunity to experience different 
ways of working. It was a great experiment that we 
could have never pulled off without a pandemic.”

In the post-pandemic world, workforce dynamics 
are shifting again. “Now, the challenge is trying to 
determine, ‘What does normal look like?’” Collins 
says. “It’s not uncommon for the pendulum to 
swing from one extreme to the other as people try 
to find a new center for their organization.”

DOING MORE WITH LESS
It’s important to understand the context in which 
workforce challenges are occurring. Jesse Meschuk 

Building a Better Bench
Helps CUs Sail Forward



 CUmanagement.com  CREDIT UNION MANAGEMENT 11

(jessemeschuk.com), a Los Angeles-based HR expert and human 
capital advisor with 20-plus years of experience, cites two major 
factors affecting credit union staffing models: 1) the rise in com-
petition from big banks, fintechs, online lenders and others, and 
2) recent feedback from consumers, which suggests that credit 
unions are falling short in meeting rising expectations for digital 
technology and convenience.

“Both of these factors have created a push for CUs to do more 
with less,” Meschuk says. “Employees are experiencing increased 
demands and feeling pressure to be much more efficient with their 
time, but that hasn’t necessarily led to increased staffing levels.”

Staffing shortages make employees feel overworked and under-
appreciated, leading to burnout, poor job performance and even 
higher turnover rates. To avoid these consequences, Meschuk 
advises credit unions to ensure they have adequate staffing levels 
to meet the requirements of the organization.

“I also recommend investigating how you can help employees do 
their work more efficiently with technology,” he says. “What kind 
of automated systems would make their jobs easier? How can they 
efficiently access information to make decisions more quickly? 

“You can also help employees become more efficient by 
stripping out unnecessary demands on their time, like excessive 
meetings, reporting or bureaucracy that are getting in the way 
of what they need to do.”

Meschuk notes that many jobs at credit unions are getting harder 
and more complex, citing regulatory burdens and the use of data 
analytics as two areas that need greater attention and expertise. 
“A lot of credit unions need to augment their leadership team by 
adding capabilities that they might not have right now—whether 
it’s adding people on the compliance and legal side or investing in 
more technology-related and data science-related leadership.”

However, Meschuk is quick to point out that staffing addi-
tions are needed not just in tech and data science leadership, but 
across the board. “Credit unions need broad capabilities at all 
levels of the organization.”

MANAGING CHANGE
One of today’s greatest workforce challenges is the need to become 
more proficient at managing change. A traditional change model 
is the top-down approach. “Top-down change leads to predictabil-
ity in the change process, which can reduce resistance because the 
employees understand the expected changes,” says Deedee Myers, 
Ph.D., MSC, PCC, CHIC, founder/CEO of CUESolutions provider 
DDJ Myers, an ALM First Company (ddjmyers.com), Phoenix.

However, the very predictability of this model is also a dis-
advantage—it lacks flexibility, minimizes strategic and critical 
thinking, and reduces the opportunity to accommodate unique 
challenges faced in the change effort, says Myers. 

FOR C-SUITE, HR

“Change management is best assessed and executed from an orga-
nizational, team and individual perspective versus just one layer,” she 
notes. “This perspective often means starting at the member-facing 
level in the organization, assessing the needs to aspire to the highest 
level of service, and identifying and committing resources, including 
training and development, which are required to fulfill that aspira-
tion. The mid- and executive-level structure is determined once 
decision-makers align on the front-facing team members’ needs.”

Consistency in communication is a success factor in creating 
positive change in today’s workforce, Myers adds. “Before any 
significant change, the CEO and leadership team [would] do well 
in consulting with the communication strategist on the messag-
ing and timing for internal and external announcements and the 
pace and cadence to follow within the organization.”

Myers’ colleague, Darlene Dumont, Ph.D., LSSBB, stresses the 
importance of guarding against ineffective change management. 
“Understanding a culture’s change readiness is paramount in the 
approach and pace leaders need to take in implementing chang-
es,” says Dumont, director of organizational development services 
at DDJ Myers. “Have the infrastructure in place to keep the pulse 
on the organization, establish a psychologically safe environment 
with trust and transparency, and work with HR and marketing to 
create a strategic cascading communication and training plan—
before, during and after the change.”

Credit union leaders need to become more adept at change man-
agement, Meschuk agrees, especially in the case of major changes 
such as a digital transformation or the aftermath of a merger.  “A 
proper change management process requires you to thoroughly 
think through the changes and educate your workforce on what 
those changes are—why you’re doing them, when they’re coming 
out, and what the benefits are for them and the membership,” he 
says. With good communication, “your employees will buy into the 
changes. They’ll be excited to tell your members, ‘Hey, we made all 
these enhancements, and they’re going to be great.’”

THE IMPORTANCE OF DEVELOPING SKILLS
Meschuk additionally stresses the importance of upskilling employ-
ees to keep pace with change. “This requires [forethought] about 
bringing your employees along as your business changes. If you 
don’t do that, they’ll end up being left behind,” he says. “It also puts 
a premium on making sure that, at the leadership level, you have 
the right succession-planning process in place. As your organiza-
tion grows or reinvents itself, you have to have the right leadership 
bench to move things forward.”

As organizations develop and change, it’s important they have 
employees who have—or can develop—the skills to take on new 
roles. “More and more within the learning and development 
industry, people are talking about creating skills-based organiza-

“It’s a game of Tetris in my head all day long. I’m trying to 
figure out how I can best coordinate and connect the right 
people to get the work done.” 

– Stacey Collins



12 CREDIT UNION MANAGEMENT APRIL 2024

COVER STORY BUILDING A BETTER BENCH HELPS CUS SAIL FORWARD

tions (tinyurl.com/deloitte-skillsorg),” says Lesley Sears, VP/consulting 
services for CUES (cues.org/cuesconsulting). “And one of the foun-
dational elements of this is shifting from a job description-based 
approach to a skills-based approach.”

The skills-based approach is more conducive to career pathing, 
which helps identify a way for employees to progress in the organi-
zation by assessing their current skills and helping them develop 
additional skills that will take them to the next level. “In that way, 
development becomes much more personalized to the individual 
employee,” Sears explains.

Myers advises credit unions to evaluate their organizational 
competency, capacity, commitment and efficacy to ensure that 
existing employees have the right skills and mindset to fulfill the 
needed change. 

“Credit unions are at a stage in their life cycle to expect and de-
serve higher-order thinking in assessing, analyzing, creating and 
executing sustainable organizational change,” she says. “It does, 
however, take resources that may require a higher investment of 
time, energy and budget than what the organization historically 
has practiced.”

Learning and development should be prioritized at all levels to 
ensure that skill sets are progressing. Unfortunately, Sears notes, mid-
level managers often get overlooked in these learning opportunities.

“Management training is more critical now than ever,” she says. 
“The pandemic put organizations through a lot of changes, and 
what I see a lot of now is management—specifically at the middle 
management level—‘struggling,’ I think, is a fair word. They’re 
trying to identify the best way to manage a post-pandemic work-
force. Now, more than ever, managers need a helping hand from 
leadership, and from learning and development, to understand 
how to best engage with this new workforce.”

Among the most important topics for managers to learn about 
are good communication skills. “That’s the bottom line of good 
management—good communication,” Sears says. “Managers need 
to connect with their employees, understanding their needs, their 
desires, what they’re looking to achieve, and then providing them 
with the tools, the training and the resources to get them there.”

Myers also stresses the importance of putting more focus on mid-
dle management. “Midlevel managers are in professional and per-
sonal development crises,” she says. Many managers are desperately 
seeking mentoring and development opportunities for critical and 
strategic thinking skills—but balancing professional development 
time against daily priorities is a challenge. Furthermore, “resources 
to develop people are constrained and underqualified.”

A good strategy, according to Myers, is to involve supervisors of 
front-line staff and midlevel managers in some part of the strate-
gic planning dialogue. She notes that it can be an exciting learn-
ing opportunity. “Hearing their member-facing or back-office 
support perspective is valuable to developing strategic initiatives 
to fulfill the organization’s vision,” she says. “I hear from these 
front-facing midlevel professionals that being asked for their 
insight and perspective goes a long way toward them being seen 
and feeling valued. They see this as a vital retention tool.”

THE DISPERSED WORKFORCE
Another major challenge of workforce management is the dis-
persed nature of where people work. As an example of the pendu-
lum swing that Collins mentioned earlier, an increasing number 

Understanding workforce challenges is the first step to over-
coming them. Darlene Dumont, Ph.D., LSSBB, director of 
organizational development services for CUESolutions pro-
vider DDJ Myers, an ALM Company (ddjmyers.com), Phoenix, 
identifies several common challenges and offers solutions for 
how to counter them: 

• Employee burnout, caused by too many changes 
at too fast a pace: Put a priority on change readiness 
and managing change effectively. Equip your staff with 
the resources and development skills to be successful.

• Misalignment of people skills and roles/respon-
sibilities: Since processes, roles and responsibilities 
change over time, update them regularly to align with 
the organizational design and members’ needs. Do a 
strategic workforce analysis annually and in conjunc-
tion with significant changes such as new products/
services, IT systems and M&A.

• Lack of robust training and development 
plans: Create a robust plan that aligns with mem-
bers’ needs. Develop a competency model with a road 
map for onboarding, developing to the next level and 
backup/succession planning.

• Broken processes: Don’t keep using ineffective, 
decades-old processes simply because “that’s the 
way we have always done it.” Root out and eliminate 
process waste.

• Outdated rewards and recognition systems: 
Update systems to align with the skills and behaviors 
you want to promote. Whom you promote/reward (or 
don’t) sends the message of what the rest of the orga-
nization should do.

• High turnover: Develop effective ways to retain criti-
cal people—both monetary (compensation, incentives, 
supplemental executive retirement plans, etc.) and non-
monetary (development, promotion, challenge, direct/
indirect recognition).

Addressing Common  
Workforce Challenges
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of employers are issuing post-pandemic mandates 
requiring workers to return to the office. IBM is 
one of the latest mega-sized companies to tell its 
managers, as a recent Bloomberg headline puts 
it, to “move near an office or leave the company” 
(tinyurl.com/yahoo-ibmoffice).

“Many employees are having a hard time with 
these mandates because through COVID, they ad-
justed their schedules or perhaps they even moved 
to lower-cost locations, and now they have to come 
into the office,” Meschuk says. “Either they have 
to move back or find another job locally where the 
opportunities aren’t as good.”

Unfortunately, return-to-the-office mandates 
may be putting employers on the opposite side of a 
workplace benefit that their employees don’t want 
to give up. “I can understand why there has been a 
swing from ‘Work wherever you want’ to ‘Now we 
want people in the office,’” says Collins. “There is so 
much change in the workforce that I believe these 
executives are trying to nail down at least one piece 
they can control, especially if it helps them better 
measure productivity.”

However, Collins doesn’t see a need for credit 
unions to jump on the “return-to-the-office” 
bandwagon, especially if hybrid/remote work ar-
rangements have been effective for their organiza-
tions. “There’s not a one-size-fits-all strategy,” she 
says. “The key is to determine what works best for 
your organization. I feel fortunate in our industry 
that the stakeholders we are serving are our mem-
bers and our fellow employees.”

Meschuk observes that retaining remote/hybrid 
options is a low-cost way for organizations to dif-
ferentiate themselves as employers. “Credit unions 
may not be able to offer the same salary levels or 
bonuses as fintechs and other employers that are 
leveraging equity. But what they can do is offer a 
more flexible work environment, and that’s worth 
something to many employees.”

Collins concedes that having people in differ-
ent places creates challenges in communication. 
“I think that’s where some of us struggle because 
we have to be more planful, thoughtful and 
intentional about what we’re doing. When you’re 
looking at a distributed workforce, an important 
consideration is, ‘How do we ensure that people 
stay connected and feel like they belong?’”

Fortunately, technology has helped solve—or at 
least mitigate—this issue, allowing employees to 
easily connect with one another via emails, text 
messages, intranet communications and virtual 

meetings. “We seem to be able to find each other,” 
Collins says. “The key is to be present and visible. 
As leaders, we should be modeling that.”

Connecting with one another also can be accom-
plished more effectively by breaking down silos 
with an emphasis on team cross-organizational 
collaboration. At Dutch Point CU, putting people 
together to address organizational priorities is a 
one of Collins’ top priorities.

“I’m a system thinker,” she says. “I tell people it’s 
a game of Tetris in my head all day long. I’m trying 
to figure out how I can best coordinate and connect 
the right people to get the work done. And how am 
I as a leader translating our vision and tying it to 
our goals and objectives? As you’re putting together 
your people strategy, it’s important to determine 
how you can leverage the abundance of talent that’s 
available in the marketplace to accomplish those 
things aligned with your purpose.”

EMPLOYEE WELL-BEING
The pandemic called into focus another important 
workforce challenge—the need to address employee 
wellness. “COVID kicked off a new perspective on 
workforce wellbeing with a focus on employee se-
curity and psychology safety,” Sears says. “Because 
COVID ushered in a new style of working, employ-
ers had to become intentional on engagement.”

Though it’s been four years since the pandemic 
struck, Sears urges employers to ask themselves: 
“Are we still being intentional with our engage-
ment?” She explains, “From a people-practices per-
spective, it’s important they continue to do those 
things that promote employee wellbeing.”

Collins also stresses the importance of helping 
employees with wellness issues. “Credit unions are 
very good at thinking about the financial wellness 
of our members, but we also need to spend time 
on the financial wellness of our employees,” she 
says. “We know how finances have an impact on 
individuals’ personal wellbeing. So, what can we 
do for our employees to help alleviate their finan-
cial concerns so that they’re not distracted and 
worried by such things? What would that mean 
for their productivity? Those are the types of day-
to-day challenges that I feel we as employers can 
neutralize so that employees can feel safe and more 
confident while at work.”   

FOR C-SUITE, HR

“Midlevel managers are in professional and 
personal development crises.” 

– Deedee Myers
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CREDIT 
UNIONS ARE 
FOCUSING ON 
SUSTAINABILITY, 
AMENITIES FOR 
MEMBERS AND 
EMPLOYEES, 
AND HUB-TO-
HUB BRANCH 
MODELS.
BY AMY FREED 
STALZER, CAE

BRANCH DESIGN

As digitization of credit union products and 
services has grown over the last 20 years, in-
branch transaction activities have declined, 

triggering a reduction and reenvisioning of branch 
and of� ce space that continues unabated. 

Transactions currently are averaging approxi-
mately 5,600 a month at free-standing credit 
union branches, down from 11,900 a month in 
2018 before the start of the COVID-19 pandemic, 
according to recent research by CUES Supplier 
member Bancography (bancography.com), Birming-
ham, Alabama. (The study of Bancography clients 
involved approximately 330 branches from more 
than 20 different institutions based in the Mid-
west, Northeast, Northwest and Southwest regions 
of the United States; transactions were from 
2022 and 2023.)

Credit unions are adopting a number of design 
and build trends to ensure the best and most effec-
tive use of their branch and office facilities—from 
sustainable building designs and amenity-rich 
spaces to updating their branch distribution model.

Technology and digitization are the through-
lines across all of these trends. It is essential that 
credit unions always consider virtual channels 
and technology enhancements when designing 
and updating their facilities.

SUSTAINABILITY GOES MAINSTREAM
In the face of the relentless force of climate 
change, more companies are adopting sustain-
ability initiatives, reports sustainable business 
strategist Andrew Winston in a recent article for 
Harvard Business Review (tinyurl.com/msymejfh). 
Sustainability in business may now even be 
considered mainstream—a “must-do, not a nice-
to-do,” he writes.

With their eye on the “E” of ESG (environmental, 
social, governance, cumanagement.com/0623esg), 
many credit unions are showing leadership in the 
areas of environmental stewardship and thought-
ful corporate citizenship by prioritizing sustain-
ability initiatives for their facilities.

For example, last year, $4.7 billion Truliant Fed-
eral Credit Union (truliantfcu.org), Winston Salem, 
North Carolina, completed a major 742-panel 
solar installation on the roof of its new Hanes 
Mall Operations Center. Formerly a Macy’s retail 
store, the repurposed three-story facility has been 
adapted to utilize 51,000 square feet of rooftop 
space—about the size of a football field. 

“Just as we work to be good stewards of our 
members’ finances, Truliant is committed to doing 
the same for our environment,” says Truliant FCU 
President/CEO Todd Hall, CCE, a CUES member.

3 Facilities Trends 
for 2024

Truliant FCU renovated this 
former Macy’s retail space 
into a new operations center.
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 “Rooftop solar panels are just one of several sustainability initia-
tives in place at our operations center that help to move corpo-
rate social responsibility forward locally.” 

Completed last spring, the Truliant FCU solar installation 
is expected to produce 485 megawatt-hours of electricity by the 
end of its first year of operations. The organization tracks its so-
lar data, and at the time of this writing in mid-February 2024, it 
had already produced 352.47 MWh of power, the environmental 
benefit of which is 545,785 pounds of carbon dioxide emissions 
saved or 4,123 trees planted.

Credit unions also can consider a range of smart building 

FOR C-SUITE, OPERATIONS

technologies to gain cost and energy savings 
while improving the quality of the work expe-
rience for members and staff. Last year, for in-
stance, $2.8 billion Credit Union of Colorado 
(cuofco.org), Denver, completed an installa-
tion of floor-to-ceiling smart windows at its 
headquarters to create a healthier and more 
enjoyable environment for its employees.

Smart windows technology uses artificial 
intelligence to automatically tint in response 
to the sun and other variables, maximizing 
natural light and outdoor views while optimiz-
ing employee comfort. According to studies 
from smart window vendor View Inc. (view.
com), this window technology reduces eye-
strain and headaches by more than 50% and 
increases productivity by 14%. 

Sustainable design elements that reduce 
overtime costs and energy use—such as LED 
lighting upgrades, high-efficiency heating and 
cooling systems, and daylight sensing and au-
tomation features—are mandated for new com-
mercial buildings in some U.S. states, including 

California with its Green Building Standards Code (https://dgs.
ca.gov/bsc/calgreen). But even if a credit union is located in a state 
without such mandates, it may find that sustainable design op-
tions are much more accessible or “baked in” to facilities design 
than they used to be.

“Most manufacturers integrate sustainability in some way 
during their fabrication processes, so no longer do you have to 
hunt and search for who’s using sustainability practices, who’s 
practicing net-zero, who’s using green or sustainable design, or 
even who’s utilizing a life-cycle analysis methodology,” says certi-
fied LEED Green Associate Jessica Kreger, senior project designer 

at CUES Supplier member New-
Ground (newground.com), Chesterfield, 
Missouri. Whether sourcing paint, 

Credit Union of Colorado installed energy-efficient smart windows at its headquarters  
to maximize natural light and optimize employee comfort. (Photo source: View Inc.)

The 742-panel solar installation on the roof of Truliant FCU’s operations 
center is both energy-efficient and environmentally friendly.
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BRANCH DESIGN 3 FACILITIES TRENDS FOR 2024

carpet, wallcoverings or lighting, environmentally friendly prod-
ucts are readily available today, she adds.

CUES member Brice Yocum, CCE, CSME, president/CEO of 
$323 million Tucoemas Federal Credit Union (tucoemas.org), 
Visalia, California, recommends that credit unions take environ-
mental concerns into consideration when evaluating facilities to 
ensure they meet the needs of members, staff and the surround-
ing community. 

“At Tucoemas, we serve a predominantly agricultural-centric 
community, in a persistent poverty county,” Yocum says. “Tulare 
County, where we serve, is over 60% Hispanic, with a lot of 
individuals employed in blue collar and agricultural jobs, work-
ing outside. What research shows is individuals like that are hit 
harder by climate change than other, more affluent areas.” 

Early in the process of redesigning its facilities, Tucoemas FCU 
hired a design-build firm to develop a plan for a new branch and 
revamped headquarters that would operate in a sustainable man-
ner. As a result, the new branch has solar that offsets about 80% 
of its energy use, as well as low-flow water fixtures. The CU has 
reduced overall water usage by about 40%, including using native 
plantings and ground covers chosen for their low need for water. 

The Tucoemas FCU flagship branch achieved LEED Gold cer-
tification in 2021. As part of the certification journey, the credit 
union was awarded points for implementing such energy-efficient 
features as installing solar and using reclaimed materials in flooring. 

One of the most popular green initiatives that emerged as part 
of this process was creating space for plants and trees inside the 
branch. “When you come into our branch, you see a wall of 
vegetation, and those plants are all alive,” Yocum says. 

“The use of real plants does a number of things, from creating 
a space that’s beautiful to look at and feels good to improving air 
quality for the health for our employees. Things like that can be 
not only physically beneficial to your team but also emotionally 
beneficial for your team’s mental health,” he adds.

Tucoemas FCU’s lobby and reception area are welcoming with lots of natural 
light, live trees and a wall of live plants. They also include amenities to engage 
visitors, such as an “Expresso Teller” station (right).

CREATING 
EXPERIENCES 
THROUGH 
AMENITY-RICH 
SPACES 
Ultimately, sustain-
able operations and 
aesthetically pleas-
ing design are not 
mutually exclusive, 
and in fact they offer 
many cross-benefits. In addition to Tucoemas FCU’s quest for 
sustainability, “we also did our very best to make the new branch 
as beautiful and as attractive of a building as we possibly could,” 
says Yocum, to increase engagement and feelings of belonging 
among credit union employees, the members they serve and the 
wider community in Tulare County.

“You can do some of these really amazing, cool sustainable things 
and still be beautiful, functional and affordable,” he notes. “We 
want our members to come in and feel like, ‘I love belonging to 
Tucoemas,’ the same way we also want our employees to come in 
and feel like ‘I love being employed at Tucoemas.’”

Enhancements to the beauty and accessibility of the Tucoemas 
FCU facilities include an eye-catching outdoor mural and an at-
tractive and welcoming community center room available for use 
both by members and the public. 

“We allow members and community members to use that 
[community center] space for free, so maybe a local nonprofit 
that doesn’t have its own space gets to come into our building 
and have their meetings, strategic planning sessions or train-
ing sessions there,” Yocum says. “This building now not only 
belongs to us but belongs to our community—not just our 
members, but anyone who really needs to use it. That creates a 
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whole new level of engagement and purpose 
for the credit union.”

These days, it’s not enough for employers 
to just put in a break room to make their em-
ployees happy in the spaces where they work. 
Kreger of NewGround describes spaces that 
inspire engagement and feelings of belonging 
as being “amenity-rich” for employees and 
members. “Anytime I go to a grand opening 
and I hear the staff say, ‘I love this space, 
I love coming into work every day,’ I’m like, 
‘Yes, we did it! We nailed what’s important.’”

Whether people come into the office full-
time or on a hybrid schedule, “it’s important 
that we create spaces, whether it be at a head-
quarters or at a branch, that speak to them. 
We want people to feel excited when they 
come into their space,” Kreger says. 

Mixed-use spaces such as café areas, living 
room-type areas with couches and booth 
areas can make both staff and members feel 
more comfortable, while other spaces like 
mothers’ rooms, exercise rooms and medita-
tion rooms can be deeply valued and appreci-
ated by employees. 

Some of NewGround’s clients have gone big with creative 
amenities, such as staff “speakeasies” or golf simulators, but 
Kreger notes that such spaces are “not necessarily for every-
body.” Instead, the amenities a credit union chooses to offer 
should be demographic-dependent and study-driven. 

Digitalization also can have a powerful impact, not only on 
enhancing facility design but also fostering connections to the 
local community and streamlining marketing and communica-
tions initiatives, Kreger explains. For example:

• $942 million Greater Texas Credit Union (gtfcu.org), 
Austin, integrated technology into its facilities as a way to 
enhance the environment. Digital graphics on the wall tie 
into the CU’s “Continuous Community Impact” board, 
which displays donations made to help the local commu-
nity and members.

• $683 million 1st Choice Savings and Credit Union (1st 
choicesavings.ca) in Lethbridge, Alberta, Canada, used a mix 
of technology and design to bring the local community 
together, celebrating the heritage of the farming commu-
nity and connecting members through a cup of coffee and 
a curated entertainment space. 

 “We have certain markets and demographics where people 

FOR C-SUITE, OPERATIONS

“No longer do you have to hunt and search for who’s using 
sustainability practices, who’s practicing net-zero, who’s 
using green or sustainable design, or even who’s utilizing 
a life-cycle analysis methodology.” 

– Jessica Kreger

want to come in and connect, and talk and chat,” Kreger says. 
“It’s that human interaction that helps to create ties. For some 
markets, the human interaction is face-to-face, and for some, 
it’s seeing someone live on a screen.”

EMERGING HUB-TO-HUB BRANCH  
DISTRIBUTION MODEL
As technology continues to draw transactions online, some credit 
unions are looking to strategically downsize their branch net-
works while improving the services and member experience at 
those branches that remain.

For example, in the Fall 2023 issue of the Bancology newsletter 
(bancography.com/bancology), experts at Bancography reported on 
an emerging trend where some credit unions are transitioning from 
a “hub-and-spoke” branch distribution model to a “hub-and-hub” 
strategy by pruning smaller “spoke” branch facilities and replacing 
them with electronic alternatives (tinyurl.com/yc63dtdz)

Traditionally, spoke branches have offered more limited services 
compared to hub branches, with cost-efficiency in mind. In the 
hub-and-hub model, each credit union member has the ability 
to access the full range of services at any physical branch they 

Greater Texas Credit Union has integrated art and technology into its  
facilities, including displaying digital graphics and murals on the wall,  
as a way to enhance the environment. (Photo source: NewGround)
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BRANCH DESIGN 3 FACILITIES TRENDS FOR 2024

may walk into. The hub-and-hub model offers a 
smaller network of facilities spaced much farther 
apart; every branch can independently fulfill all 
service requests either through on-site personnel 
or remote staffing assistance. 

A growing number of credit unions are installing 
interactive teller machines—where members speak 
with remote tellers through a video interface—to in-
crease staffing remotely at existing hubs, or in some 
cases, to entirely replace former spoke branches.

Bancography Director of Retail Staffing Jamie 
Eads sees clients installing ITMs at branches 
and in drive-through lanes to allow members 
to perform more complicated transactions than 
they’d normally do at an ATM. This also frees up 
tellers inside the branch to perform other duties. 
For example, she notes, “I can put $600 in cash 
in the machine, and I can tell [the remote teller], 
‘I want you to put $500 in checking and $100 
in savings.’ … The ITM tellers located at the call 
center can handle that.” 

Eads also notes that in urban environments with a 
lot of pedestrian traffic, branches are going “cash-
less” by relying on ITMs to handle all cash trans-
actions while the in-house staff focuses solely on 
other services like loans and opening accounts.

Since the introduction of ITMs may trigger staff 
redeployment or reductions at branches, it’s becom-
ing more important for staff to be trained as univer-
sal agents, Eads says. Such training prepares them to 
meet the needs of all members walking in the door.

“Most of the clients I’ve talked to on the credit 
union side, if they’re not already doing universal 

1st Choice Savings and Credit Union mixes technology and design to celebrate the heritage 
of its local farming community and bring members together. (Photo source: NewGround)

agents, they’re cross-training their people in hopes 
that they will do that in the future,” she reports. 
“There are fewer and fewer tellers in the world, 
so you’re hiring a more well-trained, well-versed, 
highly cross-trained employee, and you’re compet-
ing with other institutions for that talent.”

Kreger agrees. “With the hub-to-hub approach, 
you have to have the right individuals in that 
location,” she notes. “If technology allows, you 
could also have staff in a remote-assist role with 
the use of digital technology.

“If I’m a farmer and I need to speak with my 
lender or send documents to them, but I don’t 
necessarily have good cell signal or Wi-Fi to 
scan, send or fax, then I could go into a smaller 
hub to be taken care of either in person or re-
motely,” Kreger says. “Technology allows us  
to gather information faster and have expedited 
service from the time we walk in the door to 
when we walk out the door.”

Ultimately, decisions about which branch dis-
tribution model is more appropriate are market- 
and demographic-dependent and will vary from 
institution to institution, both Eads and Kreger 
note. But as Bancography’s findings show, credit 
unions optimizing both the physical and virtual 
elements of a hub-and-hub model can potentially 
achieve more cost-effective, full-service market 
coverage than a hub-and-spoke model.   
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WITH THE 
PLETHORA 
OF PAYMENT 
OPTIONS 
AVAILABLE 
TODAY, IT’S 
CRUCIAL FOR 
CREDIT UNIONS 
TO DECIPHER 
HOW THEY 
CAN THRIVE 
WITH SMART 
STRATEGIES.
BY CELIA SHATZMAN

SPECIAL REPORT: PAYMENTS

From swiping and tapping to using an app and 
even writing checks, there are plenty of ways 
credit union members can make payments. 

While the methods may evolve, no matter which 
option they use, payments are still a primary growth 
engine for credit unions—and that isn’t changing 
any time soon. Neither is the reliance on credit 
cards. The simple fact that the majority of payments 
continues to flow through and around credit cards 
is incredibly critical for credit unions. Each credit 
union must have a strong strategy to ensure they’re 
players not only in the credit and debit card world 
but in the payments space as a whole. Industry ex-
perts share how credit unions can achieve just that. 

PUTTING A PLAN IN PLACE
Taking an inquisitive approach, especially when 
it comes to payment trends and what technolo-
gies are needed to modernize a credit union’s 
current offerings, is how CUES Supplier member 
Envisant closely collaborates with credit unions. 
That’s why they see themselves as an extension 
of their credit unions’ teams. That’s no different 
when it comes to the payments space.

“We start by looking at a credit union’s geographic 
location, number of members and member demo-
graphics,” says Anthony Mondello, AVP/sales for 
Envisant (envisant.com), Naperville, Illinois. “These 
are critical in determining if a technology will be 
widely adopted by their member base. For example, 
a credit union with a younger demographic would 
likely see a higher adoption rate for reloadable 
prepaid cards and a stronger interest in promotions 
that emphasize virtual and tokenized cards that can 
be easily loaded to a mobile wallet.”

Envisant also considers a CU’s team size and 
their current workload to suggest solutions that are 

realistic for their bandwidth, weighing whether 
they would benefit more from in-house operations 
or partnerships that will ease the burden of opera-
tions that present a challenge to smaller teams. 

When digging into the payments space, Envisant 
first looks at a CU’s current portfolio metrics 
to see what is lacking. If transactions per card 
are low, they will work with the credit union on 
promotions to help drive more usage. “When our 
portfolio team sees a low penetration into overall 
membership, we will look at their card program 
holistically and make recommendations to improve 
adoption,” Mondello says. “Envisant has a growth 
plan that is designed to help bolster all aspects 
of a card program, including marketing, but 
sometimes it is necessary for a credit union to 
also employ a product suite that will have a per-
manent effect on its overall performance.”

For example, Envisant recently helped a client 
grow its credit program by working on a variety of 
strategies, such as adjusting the rate on its cards to 
be more in line with the marketplace. Promotion 
campaigns, complete with marketing materi-
als, were also introduced, and a popular balance 
transfer promotion was made into a continuously 
running offer. The result was a more than 25% 
increase in total credit card revenue.

Envisant also works with a strong set of fintech 
partners to help connect credit unions with more 
advanced technology options. “Fintech partner-
ships offer incredible benefits for credit unions 
through self-service tools, automated processes 
and AI technology that help credit unions serve 
members more effectively while alleviating time-
consuming routine tasks for staff,” Mondello says.

Their strategies begin with helping credit unions 
understand where they stand among their peers. 
“We then offer solutions that empower them to 

Payments Plan
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Arizona. “We believe that consumers may not be aware of new 
payment options for them. It’s pretty straightforward in terms of 
primary focus, which is continuing to be on cards.” Credit and debit 
cards continue to be the primary way consumers prefer to pay, and 
it’s what they understand best. “Candidly, that’s where most of the 
revenue comes from for the credit union,” DeSanctis says.

When alternatives like ACH, FedNow, wire and real-time pay-
ments start to become options for credit unions with small and even 
medium-sized businesses, they’ll have those conversations, since 
those are starting to gain traction. “Things like ACH and real-time 
payments are disrupting the legacy solutions, like checks specifical-
ly, and other more manual processes,” DeSanctis says. “The reality is 
that real-time payments aren’t necessarily materially different than 
what is enabled with ACH today. The difference between getting 
your money in three days versus getting it today seems like a lot, but 
most businesses are structured around that and can support it. They 
don’t have the urgency of funds, especially when you start thinking 
about consumer payments. The gas company doesn’t need my $37 
today. As long as they know it shows up in their account in two days, 
it’s not a big deal. Real-time payments are a very small piece of an 
overall massive payment ecosystem.”

The biggest change in payments has been the digital wallet space, 
which continues to grow rapidly. “That’s the most disruptive to our 
credit union clients because their cards now get buried behind an 
Apple Pay logo or a PayPal logo, especially online,” DeSanctis says. 
“When members use Apple Pay, the credit card becomes much more 
of the plumbing than the front facade of the house. You’re behind 
the walls instead of front and center with your brand and logo.”

That’s an example of how relationships with credit union mem-
bers have changed—it makes driving engagement more important 
than ever. “There are also the generational challenges of younger 
members not necessarily wanting to come to a branch and being 
digital-first, digital native members,” DeSanctis says. “There 
are projects that we can do with our clients to help them map the 
next phase and drive those behaviors and those results to not nec-
essarily win in the payment space but stay competitive. There’s so 
much headwind. I think the thing that gets missed specifically in 
payments is that it is at the center of the banking relationship.”

CREDIT CARDS ARE KING
Payments are incredibly critical to the future of CUs, which is 
why Brian Scott, EVP/chief growth officer at CUESolutions pro-
vider PSCU/Co-op Solutions (pscu.com), St. Petersburg, Florida, 
always emphasizes to CU clients that it’s not just how their 
members pay, but also what mechanisms they use to pay. “There 
are a lot of opportunities that come out of payments, whether it 

compete,” Mondello says. “Our goal is always to create a program 
that will be beneficial to a CU’s members as well as its bottom line.”

Another way Envisant serves credit unions is through fraud 
management. “This includes informing our clients about new 
fraud trends and products as well as reviewing authorization 
reports for fraudulent activity,” Mondello says. “Our fraud team 
also collaborates with clients to write and recommend rules and 
strategies customized to their needs.”

STRATEGY IS KEY
It is important to start with a comprehensive payments strategy, says 
Shanon McLachlan, president of Credit Union Solutions at CUES 
Supplier member Jack Henry (jackhenry.com), Monett, Missouri. 
“All CUs should have a payments strategy. We’ve talked to a lot of 
CUs that have strategies about what they want to deploy, in what 
sequence and such. But they may not have gone through all the op-
tions” and thought about all the bigger implications of their choices. 
In response to that challenge, “we’ve set up a team that will work 
with a CU, specifically on payment strategies to maximize what it is 
they’re trying to achieve.

“It’s not just about payments strategy itself,” McLachlan contin-
ues. “What is their open banking strategy? What is their fintech 
strategy? What is it that they want to deploy?”

When it comes to real-time payments strategy, McLachlan 
stresses the need to turn on Receive for FedNow and The Clearing 
House’s RTP. When he asks credit unions about top challenges, 
“the majority of them are going to tell you, ‘We’re trying to get 
some deposits.’ And then we turn around and ask, ‘Do you have 
Receive on for one or both networks? Why not?’ To have Receive, 
there’s not a risk. The risk is on the send side,” he says. “Because 
if you have a member … who is looking for those services and you 
don’t have it, they’re going to send their deposits somewhere else. 
… As our clients have enabled Zelle or RTP or FedNow, the money 
coming into the institution is greater than the money leaving 
the institution on those rails.” It’s coming from a lot of gig work 
activities. “So they want that money now, and they need to be 
able to do something with it.”

MEET MEMBERS WHERE IT MATTERS
With the multitude of payment options available to CU members 
today, it’s all about meeting member demand. As a result, the focus 
remains on credit cards. “We’re not necessarily pushing any par-
ticular products or solutions. Rather, we look at what the member 
demand is,” says Tony DeSanctis, senior director/payments at CUE-
Solutions provider Cornerstone Advisors (crnrstone.com), Scottsdale, 

FOR OPERATIONS, MARKETING

“When members use Apple Pay, the credit card becomes 
much more of the plumbing than the front facade of the 
house. You’re behind the walls instead of front and center 
with your brand and logo.”

 — Tony DeSanctis
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Celia Shatzman has penned stories on topics ranging 
from beauty to fashion, finance, travel, celebrities, 
health and entertainment.

MORE ON 
PAYMENTS

Delay Deploying Instant 
Payments at Your Own 
Risk 
(cumanagement.com/ 
013024blog)

Consumers Turn to 
Unregulated Buy Now,  
Pay Later Plans 
(cumanagement.com/ 
011824bnpl)

With FedNow, Every 
Depository Institution Can 
Offer Real-Time Payments 
(cumanagement.com/ 
121923fednow)

Top 5 Merchant Payments 
Trends 
(cumanagement.com/ 
1223elanwhitepaper)

Hold Onto Your Wallets 
(cumanagement.com/ 
1223wallets)

is data or a significant amount of income for the 
CU, among others,” Scott says. “That’s why you 
see a lot of companies really focused on payments 
right now, because if you get the payments, you 
get a lot of the other pieces of a relationship.”

To help credit unions make the most of that data, 
PSCU/Co-op Solutions takes a closer look at the 
different methods their members are using in the 
payments space. “There are a lot of moving pieces 
and things happening, and we want to make sure 
that we’ve helped credit unions optimize all of their 
payment strategies, both from profitability and 
member convenience perspectives,” Scott says. 

It’s ideal when credit unions want to focus on 
making payments easier for their members. “That 
means they recognize payments lead to everything 
else—those that use their credit and debit cards 
more with the CU also use digital banking more,” 
Scott says. “Payments drives usage of all the other 
products, not vice versa.” That is where PSCU/Co-
op Solutions can help in the space: They’re guid-
ing CUs to examine member usage and optimize 
each of those channels.

PSCU/Co-op Solutions taps their consulting arm, 
Advisors Plus (advisorsplus.com), to help craft specific 
strategies for each of their clients because every 
audience and scenario is different. All memberships 
are unique in how they spend and pay—even where 
they shop has great differences regionally. “Some 
parts of the country don’t have Walmart, so you can’t 
say that all you need is a strategy for how your cards 
get used at Walmart. If you don’t have Walmart, 
that’s not effective,” Scott says. “It’s also looking 
at the socioeconomic status in general of a credit 
union’s membership. Are they more apt to be using 
an Amex card or a Capital One card? And how do you 
create products that compete effectively with each of 
those different competitors based on the socioeco-
nomic status of your membership in general?”

Another factor to consider is the flow of money, 
including from where deposits are coming and 
to where they go out. By seeing what other pay-
ments companies’ members are using to make 

transactions, you can determine who the com-
petitors are and create a strategy around that.

Coming up with a strategy is only part of the equa-
tion, because execution is key. “Being able to take a 
recommendation and drive it all the way down to 
implementing that strategy is critical,” Scott says. 
“A great example of this is a lot of credit unions do a 
pretty good job of marketing; they bring in applica-
tions, but then they may decline 50-60% of the  
applications that come in. So, how do you implement 
a strategy around that, which says we can still ac-
cept those applications, just under different criteria? 
It could be higher interest rates or introducing an 
annual fee. While many CUs are averse to charging 
annual fees, when you look across the market, a lot 
of consumers are OK paying annual fees if they get 
a good rewards program along with it. With this in 
mind, it is up to us to push and actually help imple-
ment that strategy to ensure a CU feels comfortable 
that it can compete with Capital One, Chase, Amex 
and others. It just takes our attention and actually 
doing the work ... to get them there.”

There’s lots of buzz about other payment methods 
growing and taking over the space. “Some of the 
other ways to move money, those end up being 
cost centers,” Scott says. “If we can help avoid the 
cost and turn the payment into a revenue channel, 
that’s where we need to focus. Members are going 
to continue making payments and moving money 
through Zelle, Venmo and soon FedNow, among 
other options, and you want to be in those chan-
nels. But if you can guide members to the places 
where it’s most effective for the CU, that’s turning  
a cost into a revenue channel.”

Ultimately, in the payments space, it still comes 
down to the popularity of credit cards for credit 
unions. “Credit unions can use a credit card as a 
budgeting tool, as a charge card and as a source of 
earning higher income,” Scott says.   

“Members are going to continue making 
payments and moving money through Zelle, 
Venmo and soon FedNow. ... If you can guide 
members to the places where it's most effective 
for the credit union, that’s turning a cost into a 
revenue channel.”

 — Brian Scott

SPECIAL REPORT: PAYMENTS
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The compound annual growth rate for the 
global fintech market is expected to reach 
above 14% according to the “Fintech Market 

Size & Share Analysis—Growth Trends & Forecasts 
(2024-2029)” report from Mordor Intelligence (tiny 
url.com/3fpm5wcy). Credit unions can harness the 
power of this growing market by partnering with 
fintechs to enhance product offerings and member 
engagement while improving operational efficiency. 

The options for fintech partnerships can seem 
endless, and often the most important benefits they 
provide go far beyond the obvious ones. Exploring 
the possibilities can provide inspiration and a clear 
understanding of the real-world advantages of fin-
tech partnerships for both credit unions and their 
members amid an increasingly digital landscape.

Here’s a list of fintechs helping credit unions solve 
some of their top challenges. 

RenoFi (renofi.com/credit-unions), for example, is 
a renovation financing platform that enables credit 
unions to offer home equity loans based on the 
home’s after-renovation value. This allows members 
to have more funds at their disposal for making 
home improvements, increasing both home value 
and their own quality of life. The platform’s online 
self-service tools also make the renovation journey 
and loan application process fast and convenient.

Nickels (nickels.us), a fintech offering a suite of 
credit card-related products, helps members tackle 
the credit card debt they may have with the big 
banks. It also includes the tremendous advantage 
of helping CUs identify and connect with members 
most likely to benefit from debt consolidation loans 
and other products or services. 

Harness (harnessfi.com) teams up with CUs to 
help analyze and leverage member-spend data to 
create personalized card engagement programs that 
are easily implemented at scale. This includes pro-
viding members the option to round up their debit 
and credit transactions to donate to local charities. 

AviaryAI (helloaviary.ai) brings credit unions the 
technology for AI outbound voice agents that engage 
with members and automate particular experiences. 
The value credit unions derive from this platform is 
an enhanced member delivery channel, increased 

member engagement and the ability to cross-sell 
additional products and services. It also frees em-
ployees from the time-consuming task of making 
outbound calls so they can focus on completing 
other assignments in an accurate, timely manner. 
AviaryAI’s proprietary, private large language models 
also ensure partners stay compliant while leveraging 
the latest AI innovations.

Clutch (withclutch.com) helps credit unions create 
a near-frictionless experience for members who 
want to digitally open deposit accounts, apply for 
loans and refinance debt they may have elsewhere. 
Operationally, these accounts and loans can be pro-
cessed much more quickly and efficiently by staff as 
Clutch helps gather the necessary information in a 
smooth fashion, fully automates the fraud detection 
and ID verification, and ultimately funds loans and 
accounts seamlessly in the same session.

In closing, the multiple benefits of fintechs are 
quickly making them integral to the future of the 
financial industry. Many fintechs are willing and 
eager to partner with credit unions and support 
their member service goals. 

It’s worth taking time to research and critically 
evaluate the value to be gained from each unique 
fintech beyond those obvious on the surface 
level. It will help in effectively discerning which 
fintechs are a justified investment that will help 
your credit union meet its present and future vi-
sion for member service. 

Achieve your vision.

Doug Williams is VP/product development and strategy 
for CUES Supplier member Envisant (envisant.com). 
He brings 20 years of experience in the area of financial 
services with a broad background that includes com-
mercial credit analysis, consumer lending and execu-
tive leadership as well as developing and formulating 
strategic plans. In his current role at Envisant, Williams is 
responsible for identifying, evaluating and implementing 
new products and services across business units.

EXPLORE 
THE MANY 
POSSIBILITIES.
BY DOUG WILLIAMS
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While credit unions share a fundamen-
tal goal of enabling financial security, 
stability and freedom for their mem-

bers, many don’t have a clear strategy realizing 
that goal. With the many challenges in today’s 
financial services industry as well as the econo-
my, these well-intended credit unions have been 
distracted from their noble mission. 

Financial health is challenging, anxiety-inducing 
and elusive for every generational segment —from 
boomers to Gen Z. According to a survey by North-
western Mutual, money is the dominant source of 
stress for 44% of Americans. If your credit union is 
ready to renew its commitment to fostering finan-
cial health, here are seven steps you should consider. 

1. Start with the foundation of financial 
health: payments. Missed and late payments, 
punitive late fees and service charges, high inter-
est rates and declining credit scores are common 
barriers to financial health. While there’s no silver 
bullet, offering modern, flexible, digitally accessible 
payments is the place to start. As the leading finan-
cial transaction, payments are key to good financial 
management. The ability to make real-time pay-
ments improves cash flow by controlling the exact 
date and time funds leave the payment account, 
providing payment confirmation, avoiding late fees 
and service charges, and protecting credit scores. 
The journey to members’ financial health should 
start with payments and evolve based on your busi-
ness strategy and member needs. 

2. Do a culture check. Ensure financial health 
is a common thread in every face-to-face and virtual 
interaction. Even routine transactions can identify 
financial needs and provide opportunities to im-
prove a member’s financial position. Small changes 
in daily interactions can organically connect mem-
bers with meaningful solutions and resources. 

3. Use the “easy” button. Evaluate your current 
operations to identify easy tweaks that will improve 
the financial health of your members—opportuni-
ties like changing your fee structure to reduce or 
eliminate overdraft and foreign ATM fees, or reduc-
ing interest rates to make your credit card program 
more cardholder-friendly and give your cards top-of-
wallet, -app and –mind status. 

4. Go shopping. Investigate which solutions are 
available to assist in better financial management —
solutions like PFM, overdraft privilege, sweeps, and 

automated financial literacy and coaching. Then, 
ensure you are optimizing their functionalities and 
motivating user adoption. 

5. Decide if fintechs are friends or foes. It’s 
no surprise that an impressive array of innovative 
fintechs are laser-focused on building solutions to 
improve the financial well-being of consumers and 
businesses, forcing you to make a strategic decision. 
Will they be your disenfranchising foe or your em-
bedded fintech friend? 

6. Embrace open banking. Migrating to open 
technology is an operational prerequisite. An open 
platform is plug-and-play, providing you with con-
trol over who you partner with, which solutions you 
integrate and when. Open banking provides unprec-
edented levels of operational agility, flexibility and 
efficiency and enables quick introduction of highly 
curated, scalable, differentiated financial services. 

7. Mind the clock. People trust traditional finan-
cial institutions more than fintechs, largely based 
on the perception that they’re more accessible and 
willing to resolve fraud-related issues. If you decide 
fintechs are your competitive foes, today’s trust will 
erode as more consumers and businesses are swayed 
by brand allure and big-budget advertising. 

To help diverse consumers and businesses 
achieve lasting financial security, you must be 
ready, willing and able to invest in the tools and 
partnerships that help members: 

• clearly understand their near- and long-term 
financial position; 

• aggregate and digitally manage their finances; 
• consistently make good financial decisions; 
• plan for expected and unexpected life 

events; and
• define and reach attainable financial goals. 

Jack Henry provides the technology and ser-
vices that strengthen the connections between 
financial institutions and individuals and reduce 
barriers to financial health. We’re ready, willing 
and able to help you plan and execute a payments 
strategy that supports the financial health of your 
members. Learn more at: tinyurl.com/JH-help.

Dennis Jones, senior marketing manager at CUES Sup-
plier member Jack Henry™ has more than 42 years of 
experience in the financial services industry, including 
the last 20 at Jack Henry where he currently supports all 
payment solutions. 

7 STEPS TO 
HELP IMPROVE 
YOUR MEMBERS’ 
FINANCIAL 
WELLNESS 
BY DENNIS JONES 
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THE STAKES 
COULDN’T BE 
HIGHER. CREDIT 
UNIONS MUST  
DO A GOOD 
JOB ON SUCH A 
HIGHLY VISIBLE 
SYSTEM CHANGE.
BY CLIO SILMAN AND 
CHRIS MILLER

DIGITAL TRANSFORMATION

It’s among credit union teams’ worst night-
mares: The digital banking conversion that 
was designed to improve the member experi-

ence fails—locking users out of their accounts, 
not showing balances, making wire transfer 
features inaccessible.

It happened to a $25 billion bank in the Mid-
west. It happened to a prominent credit union in 
the Southeast. And it will happen again.

For a project that is arguably the most visible 
one a financial institution will ever pursue, the 
stakes couldn’t be higher, especially now. In the 
fallout of Silicon Valley Bank’s collapse in 2023, 
consumers became on edge. We’re living in a 
world where trust can snap overnight, and social 
media has no off-hours. For credit union teams, 
this means it’s more critical than ever to main-
tain member confidence.

A credit union can change its lending system. 
It can change its core system. But when it changes 
its digital banking system with all the connected 
ancillary systems, it’s messing with users’ cheese—
where they go to log in to their digital banking 
platforms—and this has the biggest impact.

At Cornerstone Advisors, we’ve seen some 
stuff go wrong (and right). So here are three best 
practice boxes to tick to help ensure your digital 
banking system conversion doesn’t turn into a 
nightmare.

1. NEGOTIATE WITH YOUR VENDOR  
ON THE SUPPORT THEY’LL PROVIDE.
When your credit union is choosing a vendor, 
don’t be coy. Drill into the ways the company will 
support the project.

3 Tips for Heading  
Off a Digital Banking 
Conversion Nightmare

MORE ON DIGITAL 
TRANSFORMATION

Manage Fintech From 
Both the Bottom Up 
and the Top Down 
(cumanagement.com/
podcast159)

Tech in ‘24 
(cumanagement.com/ 
1123tech24)
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Clio Silman is a managing director and implementation practice 
leader, and Chris Miller is a senior director in the delivery channels 
practice at CUESolutions provider Cornerstone Advisors (crnrstone.
com), Scottsdale, Arizona.

There’s no room for gray areas when it comes to who does 
what and when. For example, if the vendor says it will offer 
“enhanced” call center support on go-live day, clarify what 
“enhanced” means. Eliminate fluff language like “you’ll have 
it” and clearly define in the contract what will happen and by 
when. Likewise, credit union leaders will want to understand 
what users can and can’t do on the new system. The goal is to 
offer better functionality and service, not worse.

Also, set a realistic timeline for a go-live date. At a minimum, your 
credit union will want to be working nine to 12 months to intro-
duce a new digital platform, and that’s only if you are working with 
an out-of-the-box provider. Plan 20 months if you’re using a robust 
software development kit that will require heavy customization.

The lead time will also help you train employees on the new 
layout and features, so they’ll be prepared to answer the inevitable 
user questions. 

2. OVERCOMMUNICATE TO USERS.
Spoiler: Nobody is reading the snail mail you sent them about 
your credit union’s upcoming changes.

The new system will be different—different logins, changed pass-
word requirements, special multifactor authentication procedures, 
changes to browser settings, etc. When end-users are confused and 
frustrated—and they will be—it’s impossible to communicate too 
much to them about the changes.

So, tell them in advance of the impending upgrade and then 
remind them again—and detail if it will involve limiting 
certain kinds of transactions for a time. Inform them of the 
upcoming change across all your channels (website, mobile 
app, social media).

Also, plan to staff up your call center for at least a week after the 
digital implementation. Even if everything goes well, expect an in-
coming flood of phone calls and emails. If nothing else, users may 
see that something changed and inquire why. The person staffing 
the secure messaging channel may need to plan to spend all day 
answering queries too.

Your credit union will also need to monitor social media over the 
go-live period, day and night, to respond to people’s questions and 
concerns as well as to provide updates. Depositors fleeing SVB in 
response to tweets demonstrated just how quickly social media can 
lead to a disaster for a financial institution. Be proactive on social 
media so that negative commentary from disgruntled users won’t 
elude your credit union.

3. TEST ACROSS ALL CHANNELS AGAIN AND AGAIN.
Your members aren’t behind the CU’s firewall. So, it’s important 
to test the digital experience in the manner they would use it.

Test not just by device (mobile, desktop, tablet, etc.) but also by 
device type (Apple, Android, etc.). Watch out for features that break, 
like a wire transfer not sending. Trust us, it happens.

Also, don’t just test to be sure the system works … test to try 
to break it. Can you try to log in more than X times and not get 
locked out? Can you initiate a transaction above a set threshold? 
Run these experiments.

Finally, verify whether your credit union’s core technology 
can handle the load of your users logging into their accounts. 
Here, consider whether you are moving from a legacy digital 
provider using a batch process where added login volume 
wouldn’t hinder core traffic to now using a real-time digital 
provider that calls every interaction then and there and may 
fail to, say, send a payment as a result.

Pro Tip: As part of your testing, run a pilot. And no, running 
a pilot for one day or the same day as the go-live date doesn’t 
count. (Yes, we’ve seen this happen.) Instead, try running a 
pilot with friends and family for a couple of months to discover 
real-life issues—i.e., missing accounts, improper account link-
ing or failing money transfers—that can be resolved ahead of 
your live conversion. 

You’ll find things. For instance, one client discovered its 
digital implementation required users to authenticate on their 
computers first. The problem? Many were trying to log in with 
the mobile banking app rather than a desktop browser, and 
they kept trying, locking themselves out of their accounts. A 
bad decision led to a population of users who couldn’t even see 
their account balances. Make sure you have the right project 
governance in place to be able to pull the trigger and stop unex-
pected things from happening.

SO WHAT?
If your credit union’s strategic objective is to improve users’ 
digital banking experience but you don’t do a good job execut-
ing against it, you will be delivering a negative impact to your 
members. Along your journey down the digital transformation 
path, never lose sight of the value of your people. The caliber of 
resources involved in an implementation and the level of atten-
tion they devote to the project can truly make it a success.

So, whether you are pursuing a new digital platform to improve 
the member experience or to replace a sunsetting platform, make 
sure you use all your available resources to provide users some-
thing better than they had before.   

FOR C-SUITE, OPERATIONS

Along your journey down the digital transformation path, never 
lose sight of the value of your people. The caliber of resources 
involved in an implementation and the level of attention they 
devote to the project can truly make it a success.
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CREDIT UNIONS 
MUST OFFER 
AUTOMATED 
FINANCIAL 
TOOLS AND 
PROMOTE 
ENGAGEMENT 
IN ADDITION 
TO OFFERING 
EDUCATION.
BY KEITH KASMIRE

FINANCIAL WELLNESS

There is ethical high ground in our society 
built around wealth and good credit—and 
a corresponding guilt trip associated with 

having lower income, budget challenges and 
money problems. 

In Colonial times, we jailed folks in debtor’s 
prison. Today’s society finds ways to punish without 
incarceration. An intentionally slippery slope that 
compounds errors can perpetuate and amplify 
consumer missteps in ways that combine to create 
second-class citizens who pay higher insurance 
rates, can’t get certain jobs, and endure a repeated 
one-two punch of penalizing fees and double-digit 
borrowing rates—only to be wooed by the seduction 
of pay-here car dealers and payday lenders offering 
help “even if you’ve been turned down elsewhere.” 

Credit unions must understand the psychology of 
financial health—how the forces of self-image and 
self-esteem can work against the consumer’s self-
interest and how CUs may hold the digital and hu-
man keys to a better financial future for members.

WORRIES AT ALL INCOME LEVELS
There is no denying that low-income households 
face special challenges, but financial worries can 
affect anyone. “Financial stress knows no income 
level,” says Parker Graham, founder/CEO of Finotta 
(finotta.com), a personalized financial guidance 
platform provider. In fact, some say that financial 
wellness is less about how much money you have 
and more about how your brain quantifies things. 

“We’ve … studied the psychology of how people 
look at their financial situation,” says Carrie Stapp, 
SVP/marketing at PSCU/Co-op Solutions (pscu.com), 
a CUESolutions provider based in St. Petersburg, 
Florida, “and we found two different psychological 
approaches to managing finances, one being what 
we’re generically calling ‘the budgeter.’ 

“The budgeter is very focused on compartmen-

talizing their money,” Stapp explains. “They’re 
naturally good at financial discipline. On the flip 
side, we’ve got the non-budgeters that don’t look at 
things [in a] compartmentalized [way]. They look at 
their money as a lump sum. 

“It’s not a discipline issue,” she emphasizes. “It’s 
not a wealth issue because we studied it across dif-
ferent wealth tiers. It really, truly is just the way that 
you see the world versus the way I see the world.” 

It doesn’t help anyone that today’s tap-and-click 
commerce makes it easy to overspend, which can 
trigger feelings of guilt and shame in this culture 
that reinforces the virtues of fiscal responsibility. 

“We see some stats that back up the impact that 
debt has on individuals’ mental health,” says Brian 
Gunn, chief revenue officer for EarnUp (earnup.com), 
San Francisco, a provider of software that automates 
bill-paying by pre-allocating the member’s pay-
check. “A financial crisis mushrooms into a mental 
health crisis. Being behind on your credit card pay-
ments starts to have secondary consequences and 
impacts other aspects of the consumer’s life. A lot 
of the time, ‘What am I going to do?’ ends up being 
[answered by] taking on additional debt.”

And there are plenty of profit-motivated players 
who are all too happy to bombard distressed 
consumers with offers designed to target their 
vulnerabilities. Second chances and new start offers 
spring eternal from predatory lenders and debt 
elimination scammers who offer pie-in-the-sky “free 
money” to people who may be too desperate to care 
about the fine print or the financial implications 
beyond their immediate crisis. What can CUs do?

OFFER EDUCATION + AUTOMATION
CUs have been leaders in developing financial educa-
tion programs for consumers. They have worked in 
schools and communities, preaching the ministry 
of sensible spending habits, prudent borrowing and 

Don’t Focus on
Members’ Past 
Mistakes
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Longtime credit union advocate Keith Kasmire lives  
in Virginia.

“Take the shovel out of their hands and give them 
a ladder to climb out of the hole they’ve dug.” 

— Parker Graham
responsible behavior regarding money. But those 
interested in helping others with their financial well-
being are starting to recognize that curricula and 
learning resources can’t stand alone. 

“A lot has been done on the education side, which 
is a great start, but adding automation tools helps 
both the member and CU succeed,” says Gunn. 

Stapp agrees: “We can’t affect free will in terms of 
how a consumer is going to act. What we can do is 
provide them with the tools that fit within today’s 
lifestyle that make adhering to budgets easier.”

CUs often arrive late to the party in the sense that 
members already have bills and loans by the time 
we meet them. Providers like EarnUp help members 
living paycheck to paycheck by locking in automated 
bill payments before the member gets paid, allocat-
ing funds so consumers don’t get jammed up at the 
end of the month. “We’re trying to wrap our arms 
around the problem and give the CU member a tool 
that can really help them chip away at that debt,” 
Gunn says. In addition, weekly or biweekly auto- 
debit directly to the member’s loan obligations can 
accelerate amortization, kicking the member’s prog-
ress towards financial well-being into a higher gear.

Finotta offers mobile solutions to credit unions 
that seek to go beyond the mechanics of house-
hold budget allocation and apply the psychology 
of positive reinforcement to shape behavior. Users 
earn points, badges and rewards in an interactive 
approach that mimics themes from video games. 

“Nobody wants to go to their CU and have an 
hour-long conversation about how crappy they are 
at saving money,” says Graham. “We are human-
izing finances and making it a whole lot more about 
the emotions of finances and why people make 
decisions versus a slap on the wrist because you 
spent $300 at Starbucks last month. … Much of the 
technology out there is backward-looking. You did 
this wrong; you did this wrong; you did this wrong. 
And at a certain point, nobody wants to hear that.”

Graham says we need to stop focusing on mistakes 
in the past and start providing prompts that will 
encourage the next good decision. “Take the shovel 
out of their hands and give them a ladder to climb 
out of the hole they’ve dug,” he says.

BUILD ENGAGEMENT AND TRUST
“Credit unions need to get serious about the 
things they can control right now,” Stapp says, 
pointing out that credit unions have the member 

accounts but not the consumer utilization. 
“Credit unions have built the relationship around 

lending,” she explains. “Ask anybody why they do 
business with credit unions, and the best rate on 
loans is probably going to be the major theme.” 

Members may have opened a credit union 
account to satisfy eligibility requirements for a 
loan, but the account is a passive engagement. 
“The most important thing that I think CUs can 
do is get really serious about how to get that daily 
engagement of the consumer,” Stapp contends.

Increasingly, that daily engagement will come 
from consumers who depend on financial wellness 
tools like account dashboards on mobile devices. 
Consumers want all their account information in 
one place. They want budgeting tools. They want 
easy-to-understand graphics that track their spend-
ing, net worth and credit scores. And some are even 
spending money for subscription services. Quick 
online research shows Everydollar charges $17.99/
month, Lending Tree up to $36/month, and Rocket 
Money $4-$12/month. If consumers perceive that 
much value, this could be a real opportunity for 
CUs positioning themselves as trusted advisors.

However, unlike other financial services, this is 
an all-or-nothing proposition. While consumers 
may have a car loan from their CU, a credit card 
from a bank and a checking account somewhere 
else, few will need more than one digital app on 
their mobile device devoted to money tracking  
and personal financial dashboards. 

Credit unions have significant equity in terms 
of trust and a reputation for member advocacy. 
The future challenge may likely be to translate 
their value proposition from offering the lowest 
rates and fees into being the most trusted choice 
for consumers who will rely on handheld access 
to their digital pocketbooks to control their 
financial wellness. 

“How do you make sure that, regardless of where 
that member goes, digitally you are a competitor 
in that space?” Graham asks. One answer may 
be when consumers start choosing credit unions 
not just for better rates but because they provide 
the tools, navigational guidance and guardrails 
that allow people to maintain a positive financial 
self-image and a confident outlook about money 
matters and their financial future.   

FOR ALL READERS
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CUES NEWS

Strengthen your contributions to your credit union as you work through an intense 
curriculum focusing on board performance during CUES Governance Leadership Institute 
this June 9-12 in Toronto.

Discover how to balance healthy debate and diversity with consensus building while 
learning from the renowned faculty at the Joseph L. Rotman School of Management. You’ll 
gain a thorough understanding of key subjects, including:

• strategy leadership development,
• effective board and management communications,
• risk management,
• negotiations,
• influencing change and
• succession planning.

Continue the learning at Governance Leadership Institute II: Emerging Technologies, 
June 12-14. Artificial intelligence, blockchain and data analytics are playing a significant 
role in the financial services market. As a result, board members are tasked with making 
critical decisions regarding the various types of technology a credit union deploys. 

Join us for an in-depth look at how emerging technologies can optimize board 
performance and give your credit unions a distinct edge in a competitive marketplace. 

Those who successfully complete CUES Governance Leadership Institute I will 
earn the prestigious Certified Credit Union Director (CCD) designation. Maximize your 
learning from Rotman faculty when you stay the entire week and register for both CUES 
Governance Leadership Institute I and II and gain the added distinction of earning the 
Advanced Certified Credit Union Director (A.CCD). Learn more and register at cues.org/
gli and cues.org/gli2.

CUES Virtual Classroom sessions and 
all program playbacks are free to CUES 
members. Learn more at cues.org/events. 

Online 
Learning

To advertise, email westonk@cues.org or carlak@
cues.org or visit cues.org/advertise. CUES members, 
partners and Supplier members are noted in bold. 
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jackhenry.com
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AD INDEX 

APRIL 1–OCT. 31 
School of Business Lending™

APRIL 9 
CUES Virtual Roundtable:  
Employee Resource Group Community

MAY 14 
CUES Virtual Roundtable:  
Emerging Leaders Community

JUNE 11 
CUES Virtual Roundtable: Board 
Liaison Community

JUNE 18  
CUES Quarterly Leadership Connection: 
CUES Learning Portal Course—Making 
Decisions

JULY 9 
CUES Virtual Roundtable:  
Human Resources and Learning & 
Development Community

JULY 10, 2024-APRIL 1, 2025 
CUES Advanced Management Program 
from Cornell University

Governance Leadership Institute™ 
Focuses on Board Performance

From Basics to Best Practices,  
CUES School of Business Lending™  
Equips CUs for Success 
Credit union leaders looking to unlock the immense growth potential of a business 
lending program can turn to CUES School of Business Lending (cues.org/sobl), happening 
online April 1-Oct. 31. 

One of CUES’ longest-standing professional development offerings, this program is facili-
tated by Jim Devine, founder, chairman and CEO, and Bob Hogan, founder, president and 
COO, of Hipereon Inc.—the same experts who train state and federal examiners. Attendees 
learn the ins and outs of business lending, including innovative growth strategies and prac-
tices, ways to set a program up for maximum profitability, potential pitfalls to avoid and 
unique risk considerations for differing industries. 

Throughout the 30-week class, attendees learn from a combination of self-paced 
lectures, quizzes, case studies and live Zoom discussions covering: 

• accounting basics,
• cost/volume/profit analysis,
• capital budgeting techniques,
• tax return analysis,
• balance sheet, income statement and cash flow analysis and projections,
• industry sector risks, and
• growth and management strategies.

Attendees will also benefit from a cohort-style program, making it easy to network 
and form connections with classmates during the live sessions and in a private online 
community. Learn more about CUES School of Business Lending and register now at 
cues.org/sobl.



2024
LEARNING & EVENTS CALENDAR

Dates and locations are subject to change. For pricing options, visit cues.org/Events.

MAY 2024

CEO Institute II: Organizational 
Effectiveness

Johnson School of Management
Cornell University May 5–10 cues.org/INST2

JUNE 2024

Governance Leadership Institute™ I
Governance Leadership Institute™ II: 
Emerging Technologies

Rotman School of Management
University of Toronto

June 9–12
June 12–14

cues.org/GLI 
cues.org/GLI2

JULY 2024

CEO Institute III: Strategic
Leadership Development

Darden School of Business
University of Virginia July 28–Aug 2 cues.org/INST3-Summer

Director Development Seminar Monterey, CA July 30–Aug 1 cues.org/DDS

Supervisory Committee 
Development Seminar

Monterey, CA July 30–Aug 1 cues.org/SCDS

AUGUST 2024

Execu/Net™ Big Sky, MT Aug 18–21 cues.org/EN

DECEMBER 2024

Directors Conference Nashville, TN Dec 8–11 cues.org/DC

Board Liaison Workshop Nashville, TN Dec 8–9 cues.org/BLW

2024 ONLINE PROGRAMS

School of Business Lending™ April 1–Oct 31 cues.org/SOBL

CUES RealTalk! Series TBD content.cues.org/RealTalk

CUES Advanced Management Program from Cornell University July 10, 2024–April 1, 2025 cues.org/AMP

Board Liaison Workshop Aug 6–8 cues.org/BLW

It’s not too late—register for School of Business Lending (cues.org/SOBL) today!

FEATURED EVENT

Supervisory Committee Development
& Director Development Seminars
Monterey, CA • July 30–Aug. 1, 2024 • cues.org/SCDS & cues.org/DDS

Committee members—attend CUES’ Supervisory Committee Development 
Seminar and learn how to turn the supervisory committee into a strategic 
asset and watchdog for your credit union. Board members—attend Director 
Development Seminar and learn how to transition your board’s mindset from 
oversight to futurist. These programs occur simultaneously in beautiful 
Monterey so your governance team can easily attend both together.
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2-MINUTE TALENT DEVELOPMENT

We all know about the “feedback sandwich,” the idea that you 
start a feedback session with a compliment, move to the area of 
concern, then end with another compliment. But some experts 
are saying it’s time to take the feedback sandwich off the menu.

Why doesn’t this traditional approach work every time? Some 
leaders find that the area that needs improvement gets lost between 
the compliments. Another problem is that some people hear the 
compliment, brace themselves for the negative they know is 
coming, and end up not hearing or believing the compliment!

Researchers have proposed other strategies that may help you 
successfully talk with an employee about what they’re doing well 
and also get them to embrace the need to improve in some areas. 

Managers and leaders must succeed in their efforts to give feed-
back because higher levels of feedback are associated with 89% 
greater thriving at work, 63% more engagement and 79% higher 
job satisfaction, according to research co-authored by Christine 
Porath, Ph.D., a tenured professor at Georgetown University’s 
McDonough School of Business (tinyurl.com/ym6s35nj).  

“People who receive more feedback are also 1.2 times more likely 
to stay with the organization” adds Porath, the author of Master-
ing Community: The Surprising Ways Coming Together Moves Us from 
Surviving to Thriving (tinyurl.com/masteringcommunitybook).

So, what can you do to give better feedback, the kind that will help 

Jimese Harkley, JD, CUDE, SPP, CCE, is VP/membership for CUES.

Leave a comment at cumanagement.com/032924blog.

“It does something for you when you know you have someone that 
believes in you, trusts you and perhaps more importantly, someone that 
wants the best for you. And that … has transcended into my professional 
and my personal life because it’s given me the extended confidence that 
I felt was missing.”
Jamie Keith, manager/member services at $50 billion SECU (ncsecu.org), Raleigh, North Carolina, in “How Being an AACUC Chapter 
Officer Aids Personal and Professional Development”: cumanagement.com/0224leadershipmatters

How Was That 
Constructive Feedback?
BY JIMESE HARKLEY, CUDE, J.D., SPP, CCE

your team members grow—and in turn make your credit union a 
better organization? Here are five ideas you can try, based on the 
above article from Greater Good Magazine from the University of 
California at Berkley. 

1. Instead of the feedback sandwich, use radical candor, 
as described in Radical Candor: How to Be a Kick-Ass Boss Without 
Losing Your Humanity by Kim Scott (tinyurl.com/bookshop-boss). 
Show that you care personally—by acknowledging others, listen-
ing attentively and thanking people—while at the same time 
challenging a certain behavior directly.

2. Put the feedback into context. Briefly describe the specific 
situation in which the behavior of concern took place. Also, de-
scribe why you’re giving this feedback. For example, you might be 
hoping it will make the person’s efforts to do a task more successful. 

3. Choose the timing of when you give feedback and be 
selective about where you give it. Try to give feedback as soon 
as possible after the event. You might also set up a feedback session 
for success by asking whether someone is ready to hear feedback. 
Getting their buy-in may aid their ability to take in and act on what 
you say. In addition, giving negative feedback in a private setting is 
typically better than doing so in front of a group.

4. Non-verbal communication is just as important 
as what you say out loud. Research from Marie Dasborough 
(tinyurl.com/4xt6nyw4) found that people who received positive 
feedback accompanied by negative emotional signals (e.g., a frown) 
reported feeling worse about their performance than participants 
who received negative feedback accompanied by nods and smiles.

5. Be open about your own need for feedback. Adam Grant 
suggests in this article (tinyurl.com/23y94ax6) that you level the 
playing field before giving feedback by saying something like, “I’ve 
grown a lot from managers’ and friends’ feedback, and I’m trying to 
pay that forward,” or “Now that we’ve worked together, it would be 
great if we could help each other improve by providing feedback.”

Get more tips on giving feedback effectively through Harvard 
ManageMentor (cues.org/hmm), a benefit of CUES Unlimited and 
Unlimited+ membership (cues.org/membership). The offering 
includes not only the “Feedback Essentials” course but also 39 
others, including “Coaching,” “Developing Employees” and 
“Team Management.”



For more than 35 years, D. Hilton Associates has 
specialized in designing customized compensation and 
benefits programs that attract and retain talent. Using 
our proprietary knowledge of executive compensation 
and SERP / Split Dollar strategies, we are uniquely 
positioned to help your credit union build an effective 
retention and succession program.

To learn more about our compensation and benefits 
evaluation services, contact John Andrews:

800.367.0433 ext. 124   /   john@dhilton.com

Your executive team 
is being courted.

75% of credit unions report a significant 
increase in job offers to their senior team.

A strong compensation and benefits program 
is your best succession defense.

www.dhilton.com



The Premier Fintech Solutions Provider  
for Credit Unions

PSCU and Co-op Solutions have combined, creating the leading fintech solutions 
provider for credit unions. With a full portfolio of solutions from PSCU and Co-op, 
our combined company is well-positioned to enable credit unions to compete in 
the ever-changing market, adapt to the rapid pace of innovation and meet the 

evolving preferences of the modern member.

Learn More at PSCU.com/Combination


