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Forward

This document was prepared by the National Young Leaders Committee for the Canadian credit union system, and was released in the first quarter of 2009.  The release of this document will be followed by provincial think tank sessions that will further explore the extent to which we can better position ourselves to enhance member value, and will ask what we can do to enhance our potential for differentiation.  The findings from these grass root discussions will be presented to the Canadian credit union system through a position paper scheduled for release in late 2009.

The National Young Leaders Committee is a committee of the board of Credit Union Central of Canada.  This committee is comprised of 18 young leaders from across the country.  The committee’s vision is to make the credit union system the number one employer for young leaders in the financial services industry in Canada.  The committee is currently focusing on four key strategic goals:  attracting talent, developing talent, retaining talent, and succession planning.  The committee believes that these think tank sessions will serve in engaging young leaders and will assist the system in addressing significant questions relative to the future strategic direction of the system.

The participants in the National Young Leaders Committee are:

Tom Atkins 
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Ron Dau 


Envision Financial, BC 

Jackie Jardine 


NBTA Credit Union, NB 

David Lanphear 

Envision Financial, BC

Sean Lesy 


Synergy Credit Union, SK 

Eloise McCoubrey 

Vancity Savings Credit Union, BC 

Sandra McDowell 

First Credit Union, BC 

Tara McKeown 


Affinity Credit Union, SK 

Terry Moore 


Credit Union Atlantic, NS 

Cory Munden 


Codroy Valley Credit Union Limited, NL 

Nicole Reiniger 


Servus Credit Union, AB 

Serese Selanders (Chair)
Affinity Credit Union, SK 

Beverly Somers 

OMISTA Credit Union, NB

Lisa Stewart 


North Peace Savings & Credit Union, BC 

Malcolm Stoffman 

Hamilton Community Credit Union, ON 

Ryan Visscher


Envision Financial, BC


Gerry Wieler 


Dufferin Credit Union, MB 

Stephanie Wiens 

Assiniboine Credit Union, MB 
Executive Summary
Historically, credit unions have focused on adding value to member’s lives.  This philosophy has served the credit union system well.  Canada has one of the most robust and vibrant credit union systems anywhere in the world today.  We provide significant economic benefit to millions of Canadians and thousands of communities.  This focus on the member has served to create a point of differentiation from other financial institutions in the minds of many consumers.  
As a system, young people should be considering how we can continue to leverage this member first philosophy to identify member needs on a level that our competition does not.  We need to ensure that this serves as a source of continuing differentiation and comparative advantage for all credit unions, regardless of size.  

The goal of this initiative is to garner the input of young credit union leaders across Canada and use that information to put forward a position to the Canadian credit union system in mid- 2009.
The material contained in this document is designed to stimulate thought about “the member experience” and more importantly, prompt young leaders in the credit union system to consider and debate the future direction of our system in an ever-changing world.  The remainder of this document presents a series of questions for you to consider.  Please use it as a tool to document your thoughts leading up to your provincial think tank session. 
Thank you for taking the time to review this material.   We look forward to talking with young leaders in the days and weeks ahead as young leaders from across Canada put forward their thoughts on what the future of the Canadian credit union system should look and feel like from a member’s perspective.

Introduction
The sole purpose of credit unions, and co-operatives generally, is to enhance the lives of their members.  
Unlike competing financial institutions, credit unions have the unique advantage of being able to make our “customer” our primary stakeholder.  This is as opposed to a traditional banking platform where the customer is a secondary stakeholder, or a means to an end, that end being profitability for shareholders.
The betterment that credit unions provide to their members can come about through many avenues.   Whether it be through provision of credit or services, advantageous pricing, ethical and sustainable sales and operating practices, betterment of the communities we operate in, the provision of better advice and member education, or better focused products and services; credit unions started, and today thrive, on the differentiation created by their “member first” focus.

In the early 1900’s access to banking in Canada was limited.  Like-minded people organized themselves locally to create co-operatives or credit unions to provide access to financial services.   Today’s credit unions have grown into a system which employs over 24,000 people, serves more than 5 million members and manages assets in excess of $106 Billion
.  However, the world continues to change.  As a result, credit unions must continue to ask themselves, from a member’s perspective, what do we need to do to add real value to our member’s lives, and differentiate ourselves from our competitors?  

Young leaders should consider new and unique ways on how we can continue to leverage this member first philosophy to identify member needs on a level that our competition does not.  We need to ensure that this serves as a source of continuing differentiation and comparative advantage for all credit unions, regardless of size.

To explore this question further, we have broken this topic down into distinct areas for discussion.   With each area, we will ask you what credit unions can do to add more value to the lives of members.  The objective is to leverage each area in ways that will add value from the perspective of a member.   As you proceed through each of these areas ask yourself, “What would it take to get someone I know to switch to a credit union?”; or alternatively, “What would another financial institution have to do to get me to switch?”.  
We have started the discussion with a general question regarding switching financial institutions.  This should assist in identifying what draws a member to the competition, and subsequently what may be key points that we could build on to attract or retain membership.

Following that, there are five areas of discussion:

1. The Member’s In Branch Experience
2. The Provision Of Service To Members On Demand (Anywhere, Anytime)
3. Strengthening Member 

4. The Impact Of Our People On The Service And Experience That We Provide
5. Enhancing Our Product and Services Offering

 1.  Initial Discussion:  The Big Switch!
The comparison between banks and credit unions has been raging since both competitors appeared in the financial landscape. Size is an obvious differentiator between the two but the real question is: What do people want from their financial institution? What is it that they value? If a financial institutions value proposition doesn’t attract and engage future members it needs to consider a fundamental shift or accept its rapid decline.

A.  What could a bank or financial institution offer you that would cause you to consider switching?

2.  The Member’s In Branch Experience  

Even with the blinding speed of technology, branch expansion remains a critical part of growth strategy for many credit unions. Providing an environment where people can come to ask questions, process transactions and seek financial advice is the hallmark of all financial institutions. Because this is such a high touch point with members and creates powerful perceptions, branches are always looking for opportunities to enhance convenience, service and the overall branch environment, ie: providing TV screens to watch while members are waiting to speak with a service representative.

A.  What can individual credit unions do with respect to the in-branch member experience that would differentiate credit unions from their competitors?

B.  What can credit unions do collectively with respect to the in-branch member experience that would differentiate credit unions from their competitors?

3.  The Provision of Service to Members On Demand (anytime, anywhere)
Credit Unions were the first to develop much of the banking technology that we know today.  We introduced the first debit card.  We were the first to introduce a fully functional internet banking product, giving our members access 24 hours a day, seven days a week.  We were pioneers in developing new technology to serve our members efficiently, while maintaining our personal touch.  Now, these achievements are taken for granted as they are also offered by most other financial institutions.
A.  What can individual credit unions do with respect to the provision of 24/7 access to service that would differentiate credit unions from their competitors?

B.  What can credit unions do collectively with respect to providing 24/7 access to service that would differentiate credit unions from their competitors?

4.  Strengthening Member Relationships 
People Helping People.  Where we know your name.  You’re more than a number.  These three phrases help form the basis of the Credit Union philosophy and the foundation of our system.  We pride ourselves on doing what’s best for our members and try to meet their needs before they even realize they have a need.  We provide them with sound financial advice and offer them the right products at a competitive price - we take care of them. So, why don’t we have stronger relationships with our members?  What more can we do?
A.  What can individual credit unions do with respect to strengthening member relationships that would differentiate credit unions from their competitors?

B.  What can credit unions do collectively with respect to strengthening member relationships that would differentiate credit unions from their competitors?

5. The Impact Of Our People On The Service And Experience That We Provide
The credit union system is building a reputation for being an employer of choice. Competitive pay, combined with sustainable and socially responsible practices make credit unions a unique and attractive option among employers.

Many credit unions and their partner companies are being formally recognized by different sources as top employers.  Assiniboine Credit Union, Conexus Credit Union, Envision Financial, Meridian Credit Union, SaskCentral, Vancity Credit Union, and Windsor Family Credit Union have all recently been nationally recognized as top 100 employers.

However, many banks and other financial institutions are also garnering similar recognitions.  With the demographic shift that is occurring and the war for talent escalating, it is essential for Canadian credit unions continue to strive to differentiate themselves from their competitors.  As we continue to move towards a knowledge and service based economy, attracting and maintaining top talent will likely become a key component in providing value to our membership.
A.  What can individual credit unions do with respect to developing and attracting people that would differentiate credit unions from their competitors?

B.  What can credit unions do collectively with respect to developing and attracting people that would differentiate credit unions from their competitors?

6. Enhancing Our Product and Service Offerings

The credit union system has been an innovator in product and service offerings.  From being the first financial institutions in Canada to offer ATM services to the current entry of many credit unions into a wide array of services from financial planning and the sale of securities to property and casualty insurance and real estate brokerage.

However, other financial institutions appear to be engaging in similar strategies.  The big banks are broadening their product and service offering, while niche players focus on highly specialized products that cater to very specific member needs.  Many credit unions are finding themselves challenged to match or compete with the full array of diverse industry offerings in a timely and economical fashion.   This challenge requires credit unions to make strategic choices around what product and service offerings they will provide, what features those offerings will have and how they will price them.

A.  What can individual credit unions do with respect to their product and service offerings that would differentiate credit unions from their competitors?

B.  What can credit unions do collectively with respect to their product and service offerings that would differentiate credit unions from their competitors?
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