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redit unions (CUs) have pulled out all the dig-
ital stops during the pandemic, but they are
still facing challenges when it comes to giv-
ing members exactly what they want. This
is especially true for CUs’ efforts to win over young-
er members. Many are looking to strike the right tone
and offer products and services that can appeal to mil-
lennials and Generation Z consumers — no mean feat
for an industry with members who are 47 years old on
average.

Research also suggests that credit unions’ broad appeal
among older consumers does not necessarily translate
into banking success with members” adult children. One
study of more than 500 credit union members ages 65

and older found that a majority have children who have
chosen not to bank with their parents’ CUs, and only 9 per-
cent of respondents recommended their credit unions to
their children. This means that counting solely on existing
members to help them organically boost membership is
not a feasible solution for most credit unions.

Reaching younger generations will instead require in-
novations that are geared toward the unique needs of
consumers from those age groups. Research shows that
investments in digital transformations are necessary
to help credit unions reach these consumers as many
seek products such as virtual wealth management tools,
real-time loan approvals and robo-advisers to give them
the financial access they crave. PYMNTS' Credit Union
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Innovation Study found that implementing cutting-edge
innovations is necessary — even for existing members and
especially for those from younger age brackets. Thirty
percent of millennials and 31 percent of bridge millen-
nials, those ages 33 to 43, who bank with credit unions
say they would be “very” or “extremely” likely to switch to
financial institutions (Fls) that offer more innovative prod-
ucts and services.

There is no silver bullet to ensuring that credit unions
will see success across generations, and CUs must ex-
amine the demographics they are targeting to determine
which digital strategies make the most sense for them.
Those that fail to make onboarding seamless and provide
digital-first experiences, however, risk seeing their poten-
tial and existing members look for banking relationships
elsewhere.

AROUND THE CREDIT UNION SPACE

Recent research shows that credit unions have their work
cut out for them when it comes to winning and retaining
younger members. One survey found that just 42 percent
of millennial and Generation Z consumers in the United
States said they were loyal to their primary Fls, where-
as 52 percent of all respondents said the same. It also

identified a disconnect between the services certain in-
stitutions offered and whether consumers believe the
institutions offered them, with only half of students be-
lieving that CUs offered student loans, for example. These
findings strongly suggest that credit unions and other Fls
will have to work harder to attract and retain these con-
sumers compared to those from other demographics.

Credit unions saw more than their fair share of hardship
in 2020, but there were a few bright spots as well. A quar-
terly report from the National Credit Union Administration
(NCUA) showed that commercial lending and mortgages
were strong as interest rates hit historic lows. Lending
ended the year with a 5 percent growth rate while the
loan-to-share ratio fell by more than 10 percentage points
year over year in Q4 2020. The report also stated that,
despite branch closures, deposits rose by almost 20
percent year over year during the same period as more
members saved their funds during the health crisis.

The health crisis has also prompted a notable spike in
mergers and acquisitions, with CU mergers increasing
from 25 in Q1 2020 to 34 in Q3. The trend is likely to
continue as acquisition prices remain low and small-
er credit unions look for buyers to help them stave off
pandemic-related challenges. There are also indications
that many credit unions will look to merge with banks or
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FinTechs rather than fellow CUs as many feel that merg-
ing with another credit union will fail to help them reach
digital consumers and remain innovative.

For more on these stories and other CU headlines, read
the Tracker's News and Trends section (p. 10).

SERVICE CREDIT UNION ON TAKING THE DIGITAL
INITIATIVE TO ATTRACT YOUNGER CONSUMERS

Research shows that pulling in younger members has
been a challenge for many credit unions, in part because
CUs have historically been reluctant to invest in the tech-
nologies essential to winning them over. There is no
single step that CUs can take to address this issue, but
carefully considering cost-effective digital innovations
and better tailoring their messages could be part of the
solution, Dan Clarke, senior vice president of member
experience at Service Credit Union, told PYMNTS during
a recent interview. In this month’s Feature Story (p. 7),
Clarke weighs in on how credit unions can turn to partner-
ships and push past their risk-averse nature to embrace
the technologies younger consumers crave.

DEEP DIVE: HOW DIGITAL STRATEGIES CAN HELP
CUs REACH CONSUMERS ACROSS GENERATIONS

CUs have their work cut out for them as they try to attract
younger consumers. Research revealed that older mem-
bers who are largely satisfied with their credit unions
still fail to recommend them to their adult children, and
younger consumers are also eager for more innova-
tive digital offerings. Almost one-third of millennial and
bridge millennial CU members would be willing to leave
their CUs for Fls that offer more innovative products and
services, and this fact cannot be lost on credit unions
as they strive to update their digital approaches. This
month's Deep Dive (p. 14) explores the struggles credit
unions confront as they reach out to younger members
and why focusing on specific digital technologies is likely
to bring them more success.

WHAT'S INSIDE

—XECUTIVE

INSIGHT

WHAT ARE SOME OF THE CHALLENGES CREDIT
UNIONS FACE WHEN IT COMES TO ATTRACTING AND
RETAINING YOUNGER MEMBERS? WHAT TOOLS AND
TECHNOLOGIES CAN HELP?

“Younger generations are digital natives who grew up
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%

Share of credit union
members who are “very”

or “extremely” interested
in using contactless
credit cards

48% 86%

Portion of CU members Portion of credit unions
whose interest in touchless that invested in mobile
payments has increased innovations in 2020
since the pandemic began

36% 21%

Share of credit union Portion of credit unions
members who would be that invested in peer-to-
at least “somewhat” likely peer payments in 2020
to switch to a new primary

Flto access touchless

payments
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t is no secret that credit unions tend to appeal to

consumers from older generations, with members

being 47 years old on average. CUs around the

world have worked hard to lower this number by at-
tracting younger consumers, though — and with good
reason. Millennials spent $1.4 trillion last year — more
than any other generation. Despite eagerness to appeal
to this desirable demographic, however, many credit
unions are still coming up short.

Dan Clarke, senior vice president of member experience at
Portsmouth, New Hampshire-based Service Credit Union
(SCU), recently told PYMNTS that he knows the problem
well. SCU was established in 1957 to support U.S. mili-
tary personnel and their families and it has 51 branches
in New Hampshire, North Dakota, Massachusetts and on
U.S. military bases in Germany.

Clarke said credit unions shoulder some blame for failing
to adequately explain their benefits to prospective mem-
bers, especially younger consumers who are just starting
to find their financial footing.

81©2021 PYMNTS.com All Rights Reserved

“Teenagers certainly wouldn't know the difference be-
tween a credit union and [a] bank,” he said. ‘I don't believe
the credit union industry as a whole has done a good job
[of] educating the public. It's been a tough haul.”

This is not the only challenge CUs face, either. Clarke
explained that competition for younger consumers has
become particularly fierce as more FinTechs launch daily,
relying on their reputations as technology-focused institu-
tions to find favor among this demographic.

‘I don’t think you can go five minutes without [seeing] a
new FinTech app that you can download,” he said. “One
that's catered to young customers.”

OVERCOMING TECHNOLOGICAL CHALLENGES

Competing with FinTechs and other digitally savvy Fls
means that credit unions will have to get innovative, espe-
cially as the younger consumers they are targeting value
and expect technologies that can help them bank digitally.
This has become even more crucial during the pandemic
as consumers of all ages avoid brick-and-mortar branches.



https://www.americanbanker.com/creditunions/news/credit-unions-turn-to-digital-outreach-as-membership-growth-slows
https://www.kasasa.com/articles/generations/gen-x-gen-y-gen-z
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Many CUs have struggled to stay up to date with the latest
technologies despite these considerations. Clarke said
that they tend not to rush toward digital transformation
and are instead used to taking more measured approach-
es to such innovations.

“Certainly, credit unions are not known for their high-end
technology as a whole, so you don't see a lot of cred-
it unions on the cutting edge of technology,” Clarke said
about online banking capabilities. ‘I mean, as far as even
dial-up banking, going back to the mid-'90s, it was a big
deal for credit unions.”

CUs also tend to be risk averse and more conservative
than other Fls because they hold members’ money, he
said. This means their approaches are often different
from those of banks beholden to shareholders as the
latter expect to see a return on their investments when
certain stock prices rise or when companies are sold or
merge.

“Credit unions are actually using their members’ money,”
Clarke said. “The last thing that we would want to do is
make a very bad investment decision, because that would
impact our ability to offer our members a good dividend
rate or a good loan.”

CUs therefore must carefully consider the benefits of cer-
tain technologies before they invest in them. Outreach
efforts must also hit the mark as failure to notify potential
or existing members about these new tools and what they
offer could undercut their usage.

“Are people going to use it?" he said. "How do we get the
word out? I'm still amazed at how many people don't real-
ize that credit unions offer mortgages.”

FINDING WHAT WORKS FOR YOUNGER CONSUMERS

Taking note of the technologies that younger consumers
seek is the first step toward helping CUs reach new de-
mographics. Clarke noted that these consumers value
the ability to do almost everything on their phones, and

he said that SCU is trying to meet this need with a mobile
banking experience that allows members to accomplish
tasks that would normally be handled in person at brick-
and-mortar branches.

Partnerships can also help credit unions tout their of-
ferings and benefits to potential members, he said. SCU
recently signed on as a sponsor for the University of New
Hampshire's athletics program, for example. The credit
union also has a branch at the university that is intended
to help it build membership among younger consumers,
and it previously offered free pizza on Fridays at events
that allowed students to learn more about the advantages
of opening accounts with CUs and to enter contests for
unique prizes, such as dormitory room makeovers.

Credit unions that are eager to buck their demographic
trends are working to appeal to younger consumers as
they bring their operations into the future. Rather than re-
lying on baby boomers and other long-term members to
get the word out for them, CUs must invest in the technol-
ogies and outreach efforts that can help them curry favor
with younger generations in an increasingly digital world.

© 2021 PYMNTS.com All Rights Reserved | 9
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PSECU LEVERAGES SOCIAL MEDIA TO REACH
POTENTIAL MEMBERS AT COLLEGES

Credit unions have long sought to appeal to young-
er demographics, but their outreach efforts have hit
snags during the pandemic — particularly due to limited
in-person interactions on college campuses. One recent
survey found that CU membership is not being passed
from previous generations to younger consumers, and
digital banking and online outreach are often not enough
to get them to join.

Some CUs are examining whether a new channel can
help them bring in younger members. The Pennsylvania

10 | © 2021 PYMNTS.com All Rights Reserved

State Employees Credit Union (PSECU) has announced
it is currently using social media as its primary way to
reach college students, for example. The Harrisburg-
based CU operates ATMs and financial education
centers at more than 20 campuses across the state,
with many locations also acting as recruitment hubs for
students. The 475,000-member CU recently shifted its
strategy to launch a social media-based pilot program
that features campus ambassadors, hiring 30 students
to serve in these roles. Chris Rhine, PSECU’s university
development manager, said the initiative represents a
“21st-century version” of its old system of allowing in-
terns to discuss their positive experiences on campus,
offering greater flexibility now that students are harder
to reach.


https://flarecredit.com/loans-bad-credit-online-credit-unions-turn-to-digital-outreach-as-membership-growth-slows-credit-union-journal-fintech-zoom/

JUST 42 PERCENT OF YOUNGER CONSUMERS
REPORT BEING LOYAL TO THEIR PRIMARY Fls

New research shows that credit unions must keep key
generational banking trends in mind as they prepare their
customer outreach efforts. One survey found that young
consumers are less likely to be loyal to their primary fi-
nancial institutions, yet they are also less likely to want to
switch to another bank or CU simply to access its technol-
ogy offerings.

Just 42 percent of millennials and Generation Z consum-
ers said they were loyal to their primary Fls compared to
52 percent of overall respondents. There is something
of a consumer disconnect regarding the loan products
offered by certain institutions, according to the report,
with only half of current and former students saying that
they believed CUs offered student loans. This suggests
that credit unions and other Fls will have to work harder
to both attract and retain these consumers compared to
those from other demographics.

The study also noted key differences in how consumers of
different genders viewed loyalty to their Fls, with 54 per-
cent of women describing themselves as loyal customers
compared to 49 percent of men. Only one in five consum-
ers cited technology as a motivation for changing banks,
moreover, despite many FlIs’ efforts to focus on mobile
banking and technology. Fifty-seven percent of respon-
dents instead said they would switch Fls for lower fees
and higher interest rates while 39 percent cited customer
service as a reason to make the change.

ALMOST ONE-THIRD OF MILLENNIALS, BRIDGE
MILLENNIALS WOULD LEAVE THEIR CUs FOR Fis
THAT INNOVATE

Other research shows that keeping sight of the moving
target of innovation is important to CUs" survival, es-
pecially in recruiting younger members. The February
PYMNTS Credit Union Innovation Study found that, while

NEWS & TRENDS

CU members say mobile technologies are useful, many do
not consider them to be innovative. Getting the innovation
angle right is critical for CUs as the study revealed that 22
percent of all members would consider switching to com-
peting financial institutions if their CUs did not innovate.
This trend is even more pronounced among younger con-
sumers, with 30 percent of millennial and 31 percent of
bridge millennial credit union members saying they would
bank with competitors offering more innovative products
and services.

There is one area in which credit unions have maintained
a particularly notable lead on their competition, however:
88 percent of all members say that they are highly satis-
fied with their CUs compared to 81 percent of traditional
bank customers. This suggests that credit unions would
do well to continue focusing on their customer experience
initiatives, even as they roll out innovations, which can
help them win new members while keeping them engaged
for the long haul.

NCUA'S 04 2020 REPORT OUTLINES SEVERAL
BRIGHT SPOTS FOR CUs DESPITE TOUGH YEAR

Credit unions faced numerous pandemic-driven hard-
ships in 2020, but recently released data reveals several
bright spots closing out Q4 2020. The NCUA's most re-
cent quarterly report showed that commercial lending and
mortgages were strong as interest rates hit historic lows.
Lending ended the year with a 5 percent growth rate while
the loan-to-share ratio fell by more than 10 percentage
points compared to Q4 2019. It also stated that, despite
branch closures, deposits rose by almost 20 percent year
over year during the quarter as more members saved their
funds during the health crisis.

© 2021 PYMNTS.com All Rights Reserved | 11
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The pandemic’s negative financial effects were clearly
visible, however. Credit union membership fell slightly in
2020, with the addition of 4 million new members down
from 4.2 million the year before. Total membership at the
end of 2020 was 124 million. Net income in Q4 2020 also
dipped 14.9 percent year over year, showing that CUs will
have to make up ground as they introduce innovations to
help them bounce back this year.

CREDIT UNIONS MODIFY REPOSSESSION
STRATEGIES, OFFER MEMBERS AID DURING
PANDEMIC

Credit unions have faced no shortage of hardships during
the pandemic, but this has not prevented CUs from tak-
ing steps to support their members during the crisis.
One recent survey outlined measures that credit unions
across the U.S. have been taking to help keep their mem-
bers afloat, including fee refunds, deferrals, emergency

12 | © 2021 PYMNTS.com All Rights Reserved

loans and other forms of support. The study’s key find-
ings revealed that almost 70 percent of CUs have slowed
or stopped the repossession of assets during the crisis.
More than one-quarter also said they declined to fore-
close on homes if the members in question noted facing
financial hardship related to the pandemic.

The survey found that credit unions also opened up more
avenues for aid to help struggling businesses and con-
sumers. Most of the CUs polled said they have offered
low-interest emergency loans and either waived or refund-
ed deposit fees, and many also provided counseling to
help members boost their financial health.

CREDIT UNION MERGERS AND ACQUISITIONS LIKELY
TO CONTINUE RISING IN 2021
The pandemic is prompting big shifts in credit unions’

merger and acquisition plans, and some of these chang-
es are likely to persist well into this year. The number of


https://www.creditunions.com/blogs/industry-insights/how-credit-unions-helped-members-during-covid-19/#ixzz6ocXmdYqI

credit union mergers rose from 25in Q12020 to 34 in Q3,
and this trend is expected to continue as acquisition tar-
get prices remain low and smaller CUs look for buyers to
help them weather the crisis’s hardships. There are also
indications that many credit unions will look to merge with
banks or FinTechs rather than with fellow CUs. Research
shows that many credit unions do not believe that merg-
ing with another CU will give them the technology they
need to remain innovative as more consumers bank dig-
itally. Credit unions are therefore turning to Fls or credit
union service organizations that can offer them access to
these tools.

SURVEY: 87 PERCENT OF SMALL FIRMS THAT
APPLIED FOR LOANS FROM CREDIT UNIONS ARE
SATISFIED

Credit unions are hitting the mark with their small busi-
ness lending strategies during the pandemic, according
to recent research. The Federal Reserve's Small Business
Credit Survey revealed that 87 percent of small to mid-
sized businesses (SMBs) that applied for loans, credit
lines or cash advances from CUs last year reported be-
ing satisfied. SMBs' satisfaction with small banks' lending
followed at 81 percent while big banks and online lenders
lagged at 68 percent and 43 percent, respectively.

Small business lending represents an area in which credit
unions could continue to play to their strengths, especially
as SMBs are likely to seek more assistance to combat the
pandemic’s financial impacts. Fifty-three percent of re-
spondents expected their 2020 sales revenues to dip by at
least 25 percent, and 88 percent said their sales had not
yet returned to their pre-pandemic levels.

NEWS & TRENDS

PPP LOAN RECIPIENTS GIVE CUs MIXED REVIEWS ON
OVERALL SERVICE

Small business lending might be a bright spot for cred-
it unions, but that same Fed survey found that Paycheck
Protection Program (PPP) loan recipients’ views were a bit
more nuanced. Recipients gave mixed reviews to credit
unions and banks, with FinTechs receiving lower marks.
Forty-six percent of respondents who applied for PPP
loans through credit unions reported being satisfied while
29 percent were neutral and 22 percent were dissatisfied.
Community development financial institutions led the
pack with a satisfaction rating of 70 percent.

Satisfaction rates also seemed to be influenced by wheth-
er small businesses received the loan amounts for which
they applied. Sixty-three percent of credit union PPP bor-
rowers said they received the total loan amounts they
requested, compared to just 47 percent of those who ap-
plied through online lenders.
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UNIONS CAN

MEET THE INNOVATION
NEEDS OF MEMBERS
ACROSS GENERATIONS

inancial institutions have spent many years

pursuing consumers who are becoming more

digitally focused while also working to retain

long-term customers. The pandemic is add-
ing urgency to both efforts as Fls look to shake off
the economic slump, but research shows that certain
Fis, especially credit unions, are still falling short of
meeting members’ innovation expectations. Failure to
provide the tools that members want could be keeping
some Fls from reaching key demographics.

14 | © 2021 PYMNTS.com All Rights Reserved

The stakes are particularly high for CUs. PYMNTS'
February Credit Union Innovation Study found that the
failure to innovate is members’ most commonly report-
ed reason for being unhappy with their credit unions. CU
members are three times more likely than those who are
not members to be displeased with their FIs because they
have neglected to provide the latest technologies, in fact.
The study also revealed that 10 percent of all dissatisfied
members say their CUs do not provide ample online bank-
ing capabilities compared to just 3.3 percent of non-CU
members who say the same.


https://securecdn.pymnts.com/wp-content/uploads/2021/02/PSCU-Credit-Union-Innovation-Study-February-2021.pdf

Figure 1:
Why some consumers are dissatisfied with
their primary Fis

Share citing select reasons for their dissatisfaction,
CU members versus non-CU members

Slowness to innovate new products and services
17.0% N
57%

Complicated interactions
15.2% .
5.9%

Insufficient online banking capabilities
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High fees
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Bad data security
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High rates
71%
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Slow transactions
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Lack of trust

4.5% 1
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Insufficient mobile banking capabilities

4.4% W
3.7%

Need to visit a branch office too often
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2.4%

Complicated bill pay service

3.0% W
3.2%

Other
10.9%
10.2%

Source: PYMNTS Credit Union Innovation Study
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DEEP DIVE

Even more dismaying is that the problem appears to be
growing as a greater share of members reported being
more dissatisfied with their CUs’ lack of modernization
last year than they did in 2019. The results point direct-
ly to the problem CUs face: They must better meet the
demands of their customers to keep existing members
happy and grow membership, especially among younger
consumers.

APPEALING TO YOUNGER MEMBERS

Credit unions are trying several strategies to win over
younger consumers, but recent data suggests that they
cannot rely on the membership of existing members’ chil-
dren. Sixty percent of respondents to one survey of more
than 500 credit union members ages 65 and older said
their children chose not to bank with their CUs. Only 9 per-
cent of respondents had recommended their institutions
to their children despite many having long-term relation-
ships with their credit unions. The results of a separate
FICO study were similarly discouraging, with polling indi-
cating that millennials tend to end their relationships with
CUs as they leave their parents’ homes. The study noted
that roughly 20 percent of consumers younger than age
25 use credit unions, while just 10 percent of those ages
2510 34 do the same.

The picture is a bit rosier when it comes to retaining mem-
bers from older generations, however. Sixty-eight percent
of respondents to the survey of members 65 and older
reported banking with their credit unions for more than a
decade, suggesting deeper bonds and greater loyalty. The
founder and CEO of one digital banking services provid-
er said that eliciting such loyalty from younger customers
would ultimately require CUs to offer innovative products
and services, such as real-time loans and mobile-based
investing solutions.

Another study of almost 700 FI customers uncovered
that churn within the sector is expected to increase to 22
percent in the next few years, up from 12 percent prior to

© 2021 PYMNTS.com All Rights Reserved | 15
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Figure 2:
How CUs' recent investments compare to their members’ innovation interests

Share of CUs that invested in select innovations in the past three years versus share of
members who are highly interested in them
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the pandemic. About 75 percent of those who indicated
being interested in leaving their FIs for other institutions
were Generation Z consumers or millennials, further illus-
trating why it is important for credit unions to offer digital
tools in addition to the competitive interest rates and low-
er fees that are considered hallmarks of the CU member
experience.

WHY THE RIGHT DIGITAL ACCESS IS KEY

Credit unions are known for focusing on customer service,
and members tend to be more satisfied than the custom-
ers of traditional banks. This does not mean that CUs can
rest on their laurels, however, as innovation remains a
driving force behind members’ decisions to seek out alter-
native Fls. This is especially true for younger generations,
with the Credit Union Innovation Study finding that 30 per-
cent of millennial and 31 percent of bridge millennial CU
members would be highly likely to leave their credit unions
for competitors that have more innovative offerings.

Recent research is also shedding light on just what credit
unions must do to meet these expectations. One survey
found that 79 percent of U.S. consumers believe a com-
plete digital experience is a fundamental consideration
when selecting an Fl, especially during the pandemic.
Choosing Fls that offer digital and mobile banking access
is a particularly crucial concern for customers, including
more than 84 percent of those ages 18 to 54. Younger re-
spondents also noted that CUs and banks must replace
branches with digital services.

DEEP DIVE

PYMNTS' Credit Union Innovation Study also highlighted
a peculiar disconnect between the innovations that cred-
it unions are launching and those their members wish
to see. Seventy percent of CUs have invested in mobile
banking capabilities, for example, even though only 40
percent of members are interested in them. On the other
hand, members’ interest in real-time payments innova-
tions indicates an area of unmet demand as 29 percent
of members are interested in these innovations but only
15 percent of credit unions have invested in them. These
gaps show that reassessing and realigning their innova-
tion agendas to meet members’ needs could help CUs
foster more loyalty and engagement in the long term.

Another answer to keeping younger members engaged
could come from social media. Some enterprising credit
unions are following younger consumers onto the sacial
media channels they prefer, including newer platforms
like TikTok. Myrtle Beach, South Carolina-based Carolina
Trust Federal Credit Union recently began experimenting
with the platform in an effort to draw younger members
and lower the average age of its membership base, which
is currently between 50 and 55.

Digital innovation is the name of the game for credit
unions, regardless of which demographics they are aim-
ing to win over. They must pay careful attention to their
strategies to ensure that they are hitting the mark, howev-
er, especially when it comes to younger members. Rolling
out real-time payment capabilities, digitally focused en-
gagement initiatives and savvy social media outreach
efforts could be what it takes to reach these members
and keep them loyal for years to come.
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https://securecdn.pymnts.com/wp-content/uploads/2021/02/PSCU-Credit-Union-Innovation-Study-February-2021.pdf
https://www.cutimes.com/2020/04/30/digital-transformation-in-the-covid-19-age/
https://securecdn.pymnts.com/wp-content/uploads/2021/02/PSCU-Credit-Union-Innovation-Study-February-2021.pdf
https://www.americanbanker.com/creditunions/news/credit-unions-need-younger-members-can-tiktok-help
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ABOUT

PYMNTS.com

PYMNTS.com is where the best minds and the best content meet on the web to
learn about “What's Next" in payments and commerce. Our interactive platform is
reinventing the way in which companies in payments share relevant information
about the initiatives that shape the future of this dynamic sector and make news.
Our data and analytics team includes economists, data scientists and industry an-
alysts who work with companies to measure and quantify the innovation that is at
the cutting edge of this new world.

PSCU, the nation's premier payments CUSO, supports the success of 1,500 cred-
it unions representing more than 5.4 billion transactions annually. Committed to
service excellence and focused on innovation, PSCU’s payment processing, risk
management, data and analytics, loyalty programs, digital banking, marketing,
strategic consulting and mobhile platforms help deliver possibilities and seamless
member experiences. Comprehensive, 24/7 year-round member support is provided
by contact centers located throughout the United States. The origin of PSCU's mod-
el is collaboration and scale, and the company has leveraged its influence on behalf
of credit unions and their members for more than 40 years. Today, PSCU provides
an end-to-end, competitive advantage that enables credit unions to securely grow
and meet evolving consumer demands. For more information, visit www.pscu.com.

We are interested in your feedback on this report. If you have questions or comments, or if
you would like to subscribe to this report, please email us at creditunion@pymnts.com.
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DISCLAIMER

The Credit Union Tracker®, a PSCU collaboration, may be updated periodically. While reasonable efforts are made to keep
the content accurate and up to date, PYMNTS.COM: MAKES NO REPRESENTATIONS OR WARRANTIES OF ANY KIND,
EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS, ADEQUACY, OR RELIABILITY
OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE OF THE INFORMATION OR THAT THE
CONTENT WILL SATISFY YOUR REQUIREMENTS OR EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” AND ON AN
"AS AVAILABLE" BASIS. YOU EXPRESSLY AGREE THAT YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS.
COM SHALL HAVE NO LIABILITY FOR ANY INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL
WARRANTIES WITH REGARD TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND
FITNESS FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW
THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY. PYMNTS.
COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY, INTERRUPT,
OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT WITH OR WITHOUT NOTICE.

PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL NOT BE LIABLE
FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES FOR LOST PROFITS, LOSS
OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT, WHETHER SUCH DAMAGES ARISE
IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW, OR OTHERWISE, EVEN IF PYMNTS.COM HAS
BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR INCIDENTAL OR
CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE
DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS, AFFILIATED AND RELATED
COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE DIRECTORS, OFFICERS, MEMBERS,
EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS, LICENSORS, AND ADVISERS.

Components of the content original to and the compilation produced by PYMNTS.COM is the property of PYMNTS.COM
and cannot be reproduced without its prior written permission.

The Credit Union Tracker® is a registered trademark of What's Next Media & Analytics, LLC ("PYMNTS.com”).
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