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The Credit Union Innovation Playbook: Loyalty Innovation Edition a PYMNTS and PSCU collaboration,
delves into credit unions’ investments in loyalty and rewards innovation plans. Each edition homes in
on a specific focus, exploring the differences in how credit union members and leadership prioritize
innovation in four select areas: risk and fraud, digital banking, data and analytics and loyalty strategies.
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The Credit Union Innovation Playbook was done in collaboration with PSCU, and PYMNTS
is grateful for the company's support and insight. PYMNTS.com retains full editorial
control over the following findings, methodology and data analysis.
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Consumers take their loyalty to credit unions (CUs) seriously, but they
can also be fickle about it. PYMNTS’ research suggests nearly four out
of 10 members are likely to leave their current credit unions to explore
banking options elsewhere, for example.

With so many customers willing to switch to competitors, one might
expect CUs to invest in the areas their members most value. Our study
reveals innovation priorities are one of the biggest disconnects between
CU decision-makers and the members they serve, however: 49.1 per-
cent of surveyed members want their credit unions to focus on loyalty
innovations — which include rewards offerings, in-app coupons and
card-based cash-back programs, among other options — but just 29.4
percent of decision-makers say their CUs focused on them during the
past three years.

Why do so few credit unions invest in the very area about which their
members seem to care most?

PYMNTS surveyed more than 2,000 CU members and interviewed over
100 executives at United States-based credit unions for the Credit Union
Innovation Index and Playbook series, a PSCU collaboration.! The Loyalty
Innovation Edition drills into what CUs that invest in loyalty innovation
get right, and how it influences CU-member relationships.

" January 2019 Credit Union Innovation Index. PYMNTS.com. 2019. https://www.pymnts.com/study/credit-union-innovation-index-study-2019/.

Accessed July 2019.

KEY FINDINGS:

1. Nearly four out of 10 CU members
say they would be willing to switch
primary Fls.

We asked members how likely they are to
leave their CUs for other financial institu-
tions (Fls). Our research found that both
39.8 percent of members who want their
CUs to focus on loyalty innovation and
38.6 percent of those who do not report
being likely to switch to competitors.

2. CUs that invest in loyalty innova-
tion are more likely to innovate for

customer-centric reasons.

Surveyeddecision-makers who implement
loyalty innovations are often motivated
by how such plans might affect members.
Thirty percent from CUs that focus on
loyalty innovation build their agendas to
respond to potential members’ needs, for
example, as do 22.2 percent of those from
other credit unions. Meanwhile, 33.3 per-
cent of decision-makers from the former
and 27.8 percent from the latter design
such plans to respond to existing mem-
bers’ needs, and 40 percent and 27.8 per-
cent, respectively, design theirs to meet
changing consumer behaviors.

3. Innovation is faster and easier for
the CUs that prioritize loyalty
innovation.

CU decision-makers who set loyalty in-
novation as a priority list more factors
that make innovation easier, according to
our analysis. They are considerably more
likely to say their personnel’s expertise
contributed to this, cited by 60 percent of
credit unions that prioritized loyalty inno-
vation and 33.3 percent of those at other
CUs. This is followed by IT infrastructures
at 46.7 percent and 23.6 percent, respec-
tively, and budgets at 36.7 percent and
22.2 percent.

Credit unions that focus on deploying
loyalty-focused innovations are demon-
strably faster at bringing innovations
to market than those that do not. Our
research found 53.3 percent of the for-
mer complete innovations in six months
or less, as do 34.7 percent of their non-
loyalty-focused counterparts.

These are just a few examples of the
advantages enjoyed by CUs that make
loyalty innovation a focus, illustrating the
central role it plays in the minds of their
members. In the following pages, we will
explore just how important loyalty inno-
vation truly is to credit union members,
and why the CUs that invest in it choose
to do so.

© 2019 PYMNTS.com All Rights Reserved
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OF SURVEYED CU
MEMBERS SAY THEY WANT

THEIR CREDIT UNIONS TO
LOYALTY INNOVATION? VAR Ral ATION.

Credit union members are known for feeling loyal to their

CUs, more so than consumers from other Fls. It makes

sense, then, that loyalty innovation would be among the Figure 1: CU members’ innovation priorities

areas in which members want their credit unions to invest. Share who would like their CUs to invest in
select innovation areas over the next three years

Our research suggests CU members place the highest
MOBILE WALLETS

value on loyalty innovation, with 49.1 percent of those in 16.0% I
our survey saying they want their credit unions to focus

i i . LOYALTY/REWARDS DIGITAL BILL PAYMENTS
on it. This makes loyalty the most commonly cited area of 497% I 14.6%
innovation, followed by account fraud and theft protection

. . . ACCOUNT FRAUD/THEFT PROTECTION MOBILE REMOTE DEPOSIT CAPTURE

(42.4 percent) and data security innovation (33 percent). 42.4% I 1519
Perhaps unsurprisingly, credit union members who want DATA SECURITY INNOVATIONS CARDLESS CASH

. . . 33.0% I 12.5% I
their CUs to focus on innovating new loyalty and rewards
programs also appear to feel stronger loyalty toward those SPECIAL OFFERS FINANCIAL ACCOUNT ANALYTICS
. . . 25.3% I 2.9% N
institutions than those who do not. Our research shows
10.8 percent of those who do not value loyalty innovation MOBILE PAYMENTS DIGITAL PERSON-TO-PERSON (P2P) PAYMENTS

. y - . 200% I 9.5% N
are “very” or “extremely” likely to leave their current Fls to
bank with competitors, but just 5.1 percent of CU members INSTANT PAYMENTS CONTACTLESS PAYMENTS

. . 19.5% I 8.3% N
who do value loyalty innovation say the same.
BIOMETRIC AUTHENTICATION NONE OF THE ABOVE
18.6% NN 4% I
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Figure 2: CU members’ likelihood of switching or staying with their current Fls
A: Share who are likely to switch Fls, by whether they value loyalty innovation

H Value other attributes

Value loyalty

EXTREMELY LIKELY

46% 1A
2.4%

VERY LIKELY

6.2% 1N
2.6%

9.6%
1n.0%

18.2%
23.7%

61.4%
60.2%

B: Share who cite select reasons they might switch primary Fls

I Value other attributes

Value loyalty

DOES NOT HAVE ENOUGH BRANCH LOCATIONS

26.9% I
372%

CANNOT SOLVE MY PROBLEMS

23.6% I
250%

TOO EXPENSIVE

231% I
23.8%

DOES NOT HAVE ATMs

20.4% I
23.2%

WORRIED ABOUT PERSONAL DATA SECURITY

222% I
22.6%

PAY TOO MUCH FOR OUT-OF-NETWORK ATMs

13.4% I
21.3%
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25.9%
18.9%

13.0%
18.3%

14.4%
16.5%

16.2%
13.4%

15.3%
12.2%

10.6%
12.2%

SOMEWHAT LIKELY
I

SLIGHTLY LIKELY
I

NOT AT ALL LIKELY
[

SERVICES ARE HARD TO USE/INCONVENIENT

DOES NOT PROVIDE SATISFACTORY DIGITAL EXPERIENCES

WORRIED ABOUT MONETARY THEFT

DO NOT TRUST MY FI

ONLINE BANKING SERVICES ARE DIFFICULT TO USE

MOBILE BANKING APP IS DIFFICULT TO USE
|

B Value other attributes

Value loyalty

PROVIDES EASY/CONVENIENT SERVICE

76.3% I
82.2%

TRUST MY FI

78.8% I
82.3%

TRUST PERSONAL DATA SECURITY

55.0% I
66.2%

ONLINE BANKING SERVICES ARE EASY TO USE

s16% I
619%

NO FINANCIAL FRAUD

45.9% I
551%

AFFORDABLE

433% I
56.0%

It is important to note that 39.8 percent of
credit union members who value loyalty in-
novation are likely to leave their current CUs
for competitors, but to varying degrees. Our
analysis found 39.7 percent of those who
value loyalty innovation are anywhere from
“slightly” to “extremely” likely to switch pri-
mary Fls, for example.

Credit union members who value loyalty
innovation and say they are likely to leave
for new Fls tend to cite more reasons for
considering such a switch. Access to bank
branches and high ATM fees seem partic-
ularly influential, listed by 37.2 percent and
21.3 percent, respectively. Just 26.9 percent

12

C: Share who cite select reasons they might stay with their primary Fls

QUICKLY SOLVES MY PROBLEMS

419% I
47.7%

MOBILE APP IS EASY TO USE

34.6% I
419%

WIDE ATM COVERAGE

26.5% NN
32.7%

SWITCHING IS TIME-CONSUMING

23.9% I
30.9%

REIMBURSED FOR OUT-OF-NETWORK ATM FEES

14.6% NN
171%

OTHER

0.0%
0.0%

and 13.4 percent of those who do not value
loyalty innovation say the same.

Members for whom loyalty innovation is a
primary concern also note more reasons to
stay with their primary Fls. They are more
likely to feel satisfied with their CUs for of-
fering less expensive (56 percent) or more
convenient (82.2 percent) services than
those who do not value loyalty innovation.
These figures were 43.3 percent and 76.3
percent, respectively, among the latter
group, suggesting that credit unions look-
ing to keep members loyal would do well to
invest in making their services as accessible
and affordable as possible.

© 2019 PYMNTS.com All Rights Reserved
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INNOVATION MATTERS

CU members constitute a diverse group, but
each has unigue financial needs. This leads
to varying expectations regarding their
credit unions’ loyalty innovation strategies.

Most surveyed CU members say they want
their credit unions to innovate, though not
all who like innovation feel it would compel
them to switch Fls. Our research found 7.3
percent say theirs must innovate or they
would consider switching, while another
59 percent like innovation, but would not
change Fls.

The share of credit union memlbers who
want their Fls to innovate far exceeds that
of those who do not value innovation. Just
3.4 percent of the former in our survey say
they would prefer their CUs not innovate at
all, compared to 76.3 percent who would
like theirs to do so and 17.3 percent who
would be willing to switch Fls if their credit
unions do not.

UNION

These findings suggest that CUs could
improve their standings with members
by innovating, as a far greater portion are
likely to appreciate such initiatives. This is
understandable. Innovating new products
and services can help credit unions strength-
en their ties with members through newer,
faster, more convenient and more secure
banking methods — even if that means
optimizing something as simple as opening
bank accounts.

Moreover, most members who value loyalty
innovation will not leave if their CUs devote
time and resources to loyalty innovation.
Our research suggests they are more likely
to appreciate their credit unions investing
in product and services improvements, but
their innovation-related opinions do not ap-
pear to change by which they believe should
be highest priority. Sixty-one percent of
members at CUs that prioritize loyalty inno-
vation say they like innovation, for example,

Figure 3: How CU members prioritize innovation
A: Share who agree with select statements about
the importance placed on CU innovation

LIKE INNOVATION, DOES NOT CHANGE MY CHOICE OF FI
59.0% I

DO NOT CARE IF MY FI INNOVATES
20.3% I

WOULD CONSIDER SWITCHING Fls IF MINE DOESN’T INNOVATE
10.0% I

WOULD SWITCH Fls IF MINE DOESN’T INNOVATE
73% N

PREFER MY FI NOT TO INNOVATE
34% A

B: Share who agree with select CU innovation importance statements,
by whether loyalty innovation is the highest innovation priority

B Value other attributes

Value loyalty

LIKE INNOVATION, DOES NOT CHANGE MY CHOICE OF FI

571% I
61.0%

DO NOT CARE IF MY FI INNOVATES

213% I
19.3%

but it does not change their decisions about
where to bank. A similar portion (57.1 per-
cent) of those at credit unions that do not
prioritize loyalty innovation say the same.

A small share of CU members actively dislike
the idea of credit union innovation, though.
They represent a tiny portion of our sam-
ple, but their opinions on innovation offer
insights into why some consumers might

WOULD CONSIDER SWITCHING Fls IF MINE DOESN’'T INNOVATE

97% I
10.3%

WOULD SWITCH FlIs IF MINE DOESN’T INNOVATE

76% N
6.9%

PREFER MY FI NOT TO INNOVATE

43% H
2.4%

feel wary about their Fls investing in new
technologies.

CU decision-makers can take several mea-
sures to help overcome these obstacles.
Member outreach efforts can raise aware-
ness about innovation initiatives, includ-
ing how credit unions plan to use them to
address members’ concerns and improve
offered products and services.

© 2019 PYMNTS.com All Rights Reserved
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A MINDSET

Loyalty innovation can help secure credit union members’
satisfaction with their CUs, but our research shows that few
decision-makers consider it to be among their highest pri-
orities. Just 29.4 percent of those surveyed say their credit
unions focused on loyalty innovation during the past three
years, making it the seventh-most common CU innovation
area overall.

The two most common areas on which surveyed credit
union decision-makers report focusing are fraud manage-
ment and real-time payments. Each is an innovation focus
for 71.6 percent of sample decision-makers, followed by
digital wallets (53.9 percent), security and authentication
(48 percent) and person-to-person (P2P) payments (40.2
percent), to name a few.

So, why do so few credit unions invest in loyalty inno-
vation? The answer just might lie in the mindsets of the
decision-makers calling the shots.

Figure 4: CUs’ innovation priorities
Share of CU decision-makers whose CUs focused
on select innovations in the past three years

FRAUD MANAGEMENT
71.6% I

REAL-TIME PAYMENTS
71.6% I

DIGITAL WALLETS
53.9% I

SECURITY/AUTHENTICITY
480% I

P2P PAYMENTS
40.2% I

PLANNING/BUDGETING TOOLS
39.2% I

LOYALTY/REWARDS
29.4% I

CARD TRANSACTION MANAGEMENT
275% I

CUSTOMIZED PRODUCT OFFERINGS FOR CUSTOMERS
21.6% I

OF SURVEYED CU DECISION-MAKERS
SAY THEIR CREDIT UNIONS FOCUSED
ON LOYALTY INNOVATION DURING THE

PAST THREE YEARS, MAKING IT JUST
THE SEVENTH-MOST COMMON CU
INNOVATION AREA OVERALL.

© 2019 PYMNTS.com All Rights Reserved
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Our research suggests decision-makers
at CUs that focus innovation strategies on
improving loyalty and rewards have broad-
er mindsets, favoring innovation and more
member-centric planning than those at
other credit unions. They often design their
innovation agendas with several factors in
mind, and are more likely than decision-
makers from non-loyalty-focused CUs to
say they innovate for their users, members
and consumers.

Thirty percent of respondents from
loyalty-focused credit unions design their
innovation agendas to respond to po-
tential members’ needs, according to our
research, compared to 22.2 percent of the
CUs that do not focus on loyalty innovation.

CREDIT UNION

INNOVATION PLAYBOOK

OF SURVEYED DECISION-
MAKERS AT LOYALTY-
FOCUSED CUs SAY THEY

INNOVATE TO MEET
CURRENT MEMBERS’ NEEDS.

Similarly, 33.3 percent of respondents from
loyalty-focused CUs do so at least in part to
respond to existing members’ needs,
compared to 27.8 percent of the control
group, and 40 percent of the formerand 27.8
percent of the latter design innovation plans
to meet changing consumer behavior.

Conversely, decision-makers at non-
loyalty-focused credit unions are far
more likely to say they innovate to meet
regulatory and compliance requirements
— presumably to avoid legal penalties and
fees — at 38.9 percent compared to 26.7
percent of those at loyalty-focused CUs. In
this sense, the former appears to be more

concerned with cost than its competitors.

These responses show decision-makers at
loyalty-focused CUs are more likely than
others to say their Fls invested in a great-
er number of innovation areas over the

past three years. The only two in which the
non-loyalty-focused credit unions are more
likely to make investments are anti-money
laundering (AML) and authentication.

Figure 5: Factors that CUs take into consideration when designing innovation agendas
Share that cite select factors as motivators for launching innovations

Il Not focused on loyalty

Focused on loyalty

HELPS US FACE COMPETITION

31.9% I
50.0%

ENABLES QUICKER TRANSACTION PROCESSING

375% I
46.7%

BRING MORE SEGMENTED PRODUCT OFFERINGS TO MARKET

19.4% I
46.7%

MAKES US MORE PROFITABLE

417% I
43.3%

HELPS US MEET CHANGING CONSUMER BEHAVIORS

278% I
40.0%

ADDRESSES SECURITY/RISK MANAGEMENT ISSUES

29.2% I
40.0%

ADDRESSES DIGITAL AND MOBILE MARKET CHANGES

52.8% I
36.7%

SEPARATES US FROM THE COMPETITION

33.3% I
36.7%

IMPROVES REPUTATION

34.7% I
33.3%

HELPS US MEET CURRENT MEMBERS’ NEEDS

278% NI
33.3%

HELPS US MEET POTENTIAL MEMBERS’ NEEDS

222% I
30.0%

HELPS US MEET REGULATORY/COMPLIANCE RULES

38.9% I
26.7%

ALLOWS US TO ENTER NEW MARKETS

20.8% NN
26.7%
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Figure 6: A retrospective look at CUs’ innovation priorities

Share that reported focusing on select areas when investing over the past three years

I Not focused on loyalty

Focused on loyalty

FRAUD

52.8% I
80.0%

ANTI-MONEY LAUNDERING

80.6% I
76.7%

MOBILE/DIGITAL PAYMENTS

59.7% I
70.0%

PAYMENT TECHNOLOGY

48.6% I
66.7%

DATA SECURITY

62.5% I
63.3%

Our research found 80.6 percent of these
CUs invested in AML, compared to 76.7
percent that did so in loyalty innovation.
The difference between loyalty- and non-
loyalty-focused credit unions that invested
in authentication is negligible, however, at
30 percent and 30.6 percent, respectively.
It seems those that prioritize loyalty are also
generally more prolific innovators.

Interestingly, decision-makers at CUs that
implemented loyalty innovation during the
past three years are far more likely than
others to say their FIs invested in mobile/
digital payments, anti-fraud efforts, pay-
ments technology, data analytics, know

CREDIT UNION

INNOVATION PLAYBOOK

DATA ANALYTICS

278% NI
53.3%

KNOW YOUR CUSTOMER

250% I
333%

AUTHENTICATION

306% I
30.0%

COMPLIANCE AND REGULATION

26.4% I
30.0%

USER EXPERIENCE

20.8% I
30.0%

CONSUMER ENGAGEMENT

19.4% NN
26.7%

your customer (KYC), user experience and
consumer engagement innovations. Thirty
percent say their credit unions rolled out
user experience innovations during this
time frame, for example, compared to 20.8
percent from CUs with no loyalty inno-
vation histories. Similarly, 33.3 percent of
loyalty-focused credit unions centered on
KYC innovation, compared to 25 percent of
their non-loyalty-focused counterparts.

This suggests that the CUs that prioritize
loyalty innovation are more customer-
centric than others. Moreover, this mindset
appears to affect their ability to implement
innovation plans.

24
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ON SCHEDULE

We cannot definitively say that the credit unions that in-
vest in loyalty innovation will be more successful, of course,
but our research suggests these factors are strongly
correlated. A focus on loyalty innovation can serve as a
strong indicator of innovative success. Decision-makers at
loyalty-focused CUs not only report facing fewer innova-
tion obstacles, according to our data, but also have faster
innovation processes than those at credit unions without
such focuses.

Compliance and regulatory standards impede innovation
processes, though. The former is cited by 54.2 percent
of decision-makers from credit unions that do not focus
on loyalty innovation, but just 30 percent of those from
CUs that do. Decision-makers at loyalty-focused credit
unions report being less encumbered by regulation (33.3
percent), compared to those at non-loyalty-focused CUs
(47.2 percent).

Figure 7: Factors that help and inhibit CUs’ innovation rollouts
A: Share citing select factors making innovation more difficult, by focus on loyalty innovation

Il Not focused on loyalty

Focused on loyalty

COMPLIANCE

54.2% I
30.0%

REGULATION

47.2% I
333%

INABILITY TO FOCUS MANAGEMENT EFFORTS

26.4% IS
16.7%

INABILITY TO ALIGN ORGANIZATION DEPARTMENTS BEHIND EFFORT

250% I
26.7%

WORRY ABOUT FOCUSING ON THE WRONG AREA

15.3% I
26.7%

BUDGET IS NOT LARGE ENOUGH

361% I
16.7%

INABILITY OF TECHNOLOGY INFRASTRUCTURE TO DO WHAT WE WANT

23.6% I
16.7%

INABILITY TO QUICKLY GET A NEW INNOVATION TO MARKET

19.4% I
16.7%

INABILITY OF OUR CORE SYSTEM TO DO WHAT WE WANT

19.4% I
16.7%

INTERNAL PROCESS IS TOO COMPLICATED

8.3% N
6.7%

DIFFICULTY MEASURING OR ACHIEVING EXPECTED ROI

19.4% I
6.7%

INTEGRATION BETWEEN DIFFERENT SYSTEMS DOES NOT WORK WELL

6.9% Il
0.0%

© 2019 PYMNTS.com All Rights Reserved
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B: Share citing select factors making innovation easier,
by focus on loyalty innovation

Il Not focused on loyalty

Focused on loyalty

PERSONNEL, NOT INCLUDING MANAGEMENT

33.3% I
60.0%

MANAGEMENT

40.3% I
43.3%

IT INFRASTRUCTURE

23.6% I
46.7%

SERVICE AND SUPPORT

23.6% I
36.7%

ORGANIZATIONAL STRUCTURE

250% I
40.0%

One factor significantly afflicts loyalty-
focused credit union decision-makers more
than their non-loyalty-focused counterparts:
fear of innovating in the wrong areas. Our
research found 26.7 percent of those at the
former say this worry impedes innovation,
and 15.3 percent of those at the latter feel
the same.

Decision-makers at loyalty-focused CUs also
report having more tools at their disposal to

CREDIT UNION

INNOVATION PLAYBOOK

ABILITY OF PAYMENT TECHNOLOGY PARTNER TO ASSIST

250% I
36.7%

BUDGET

22.2% I
36.7%

ABILITY TO INVEST

250% I
30.0%

CARD MANAGEMENT/PAYMENTS PROCESSING

23.6% I
36.7%

PROCESS USED TO IMPLEMENT NEW PRODUCTS

250% I
20.0%

CULTURE

20.8% NG
26.7%

make innovation easier. They are far more
likely to say their personnel (60 percent), IT
infrastructures (46.7 percent) and budgets
(36.7 percent) help facilitate innovation, to
cite a few examples, than decision-makers
at non-loyalty-focused credit unions. The
latter report 33.3 percent, 23.6 percent and
22.2 percent, respectively, for those attri-
butes.

Figure 8: When CUs tend to launch new products and features
Share that report releasing innovations relative to their competitors

Il Not focused on loyalty

Focused on loyalty

WAIT UNTIL PRODUCTS ARE WELL-DEVELOPED AND UNDERSTOOD,
THEN INTEGRATE THE MOST ACCEPTED

306% I
20.0%

WAIT UNTIL PRODUCTS ARE DEVELOPED, THEN LAUNCH THOSE
CONSUMERS ARE USING

417% I
36.7%

In short, the CUs that invest in loyalty
innovations benefit from consumer-focused
business cultures and infrastructures their
competitors appear to lack. It is perhaps
unsurprising that loyalty-focused cred-
it unions tend to release new products
and features to market faster than their

OBSERVE EMERGING TRENDS, THEN QUICKLY LAUNCH INNOVATIVE
SOLUTIONS

250% I
36.7%

GENERALLY LAUNCH NEW PRODUCTS BEFORE OTHERS

28% A
6.7%

competitors. Our analysis found 6.7
percent of decision-makers at loyalty-
focused CUs generally launch new products
before others, and that 36.7 percent first
observe emerging trends and are quick to
launch innovations shortly thereafter.

© 2019 PYMNTS.com All Rights Reserved
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Figure 9: How quickly CUs implement innovation plans

Time it takes to launch new products and features, in months

 Not focused on loyalty
B Focused on loyalty

2-3
0.0%
3.3% [

4-6
347% I
50.0% IE——

Just 2.8 percent of credit unions that do not
focus on loyalty innovation say they gener-
ally launch new products and/or features
before competitors, and 25 percent say they
observe emerging trends and then launch
innovations.

When asked how quickly they roll out
innovations in absolute rather than rela-
tive terms — in months, rather than com-
pared to competitors’ average pace — CU
decision-makers’ answers indicate that
credit unions focused on loyalty innovate
faster than those that are not focused on it.
Half of them roll out innovations in four to
six months, and 3.3 percent complete them
in as little as two to three. By comparison,

UNION

7-12

54.2% I
30.0%

12-24

1%
16.7%

347 percent of non-loyalty-focused CUs
take four to six months for new products
and features, and none manage to release
them in two or three.

Most non-loyalty-focused credit unions
require more than seven months to launch
new products and features. In fact, 54.2
percent do so in seven months to one year,
while 1.1 percent need between one and
two years. Just 30 percent and 16.7 percent
of loyalty-focused CUs, respectively, took
this much time to complete their innovation
plans. This serves as yet another example of
a correlation between CUs’ focus on loyalty
innovation and their effectiveness in enact-
ing innovations more broadly.

© 2019 PYMNTS.com All Rights Reserved



33

CONCLUSION

Credit union members take loyalty seri-
ously, and their CUs should do the same.
Fewer than one-third of all credit unions
are currently investing in loyalty innovation,
though, despite this being the very area
about which their members care most. This
disconnect may not currently be driving
members away from their CUs, but it does

CREDIT UNION

INNOVATION PLAYBOOK

suggest that many credit unions have an
opportunity to use innovation to improve
member relationships going forward.

CU decision-makers would do well to exam-
ine competitors that already invest in loyalty
innovation to learn how member-centric
mindsets can help improve their innovation
efforts.

The Credit Union Innovation Playbook se-
ries, a PYMNTS and PSCU collaboration,
expands upon some of the key findings
from PYMNTS January 2019 Credit Union
Innovation Index. Our analysts gathered
data from 4,331 respondents in three
subsamples, including CU members, credit
union executives and FinTech executives.

We collected survey response data from a
census-balanced sample of 4,989 American

citizens — 2,087 of them credit union
members — for the consumer portion of our
analysis. We then surveyed 108
decision-makers at U.S.-based CUs
of wvarious sizes, revenues and branch
location counts to obtain an inside look
into what drives credit unions’ innovation
plans. The final component of our analysis
considered response data from 49 American
FinTech executives.
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