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Blueprints for Innovation

Ideas, InnovatIon, ImplementatIon  

What is Filene i³?    

Filene i³ (Ideas, Innovation, Implementation) is committed to strengthening 
the credit union system through the development of new products, services, 
and business models. The work is accomplished by a team of insightful and 
passionate executive-level volunteers who are supported by their individual 
credit unions to drive innovation that benefits all. 

The objectives of Filene i³ include:

•	 Develop	and	implement	new,	innovative	ideas.
•	 Provide	a	forum	for	cooperation,	collaboration,	 

 professional development, and industry succession planning. 
•	 Act	as	ambassadors	for	change	and	innovation.

Filene i3 members assembled in Berkeley, CA to present their latest ideas (October 2010).
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When you hear the word innovation, it’s easy to imagine charismatic, 
creative, and possibly eccentric folks spontaneously coming up with 
world-changing ideas. What about the word adventure? This spells 
a crazy, zestful group of individuals with no sense of planning taking 
a perpetual ride on an adrenalin rush train. In reality, the practice 
of innovation is structured and deliberate. And the most successful 
adventures combine a balance between preparedness and embracing 
the unknown.

In 2010, the financial services industry adventure 
continued to unfold as consumers re-thought their 
own financial travel plans. Leadership teams addressed 
preparedness by setting aside assessments and 
provisions. Risk assessments became the organizational 
GPS system. The unknowns were well documented and 
addressed. The only thing that remained was anxiety 
toward the unknown.

This year’s Filene i3 innovation travelog has 18 notable 
entries. Seven concepts were born during our first 
innovation round. We asked our i3 program members 
(representing both the U.S. and Canada) to work 
in teams and sent them off to innovate with very 
few boundaries—just come back with a great idea 
that they’ve tested in the marketplace. Once again, i3 
members faced the unknowns and delivered a range of 
ideas including a loan feature that rewards members for 
timely payments (see page 86).

In the second round, we structured eight collaborations 
with partners outside of credit unions, which led to a 
new adventure in innovation at Filene. The prerequisite 
was that they shared our philosophy of identifying 
consumer pain points and a desire to develop solutions. 
Two examples: 

•	 Corporation for Enterprise Development 
(CFED) was working on several consumer-
focused financial solutions that needed labs for 
testing. 

•	 Several student and worker cooperatives had real-
world problems to solve. 

We connected talent from CFED and other related 
organizations to our i3 talent and used the credit union 
system as a laboratory for experimenting with ideas that 
would help consumers. See the results throughout this 
idea catalog, and learn more about the idea partners 
who were involved on page 98.  

Note from the Author
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There are seven guiding principles that help 
cooperatives put their values into practice, and the sixth 
of these states: “Cooperatives serve their members most 
effectively and strengthen the cooperative movement by 
working together through local, national, regional and 
international structures.”  Focusing on such a specific 
target market might be called fishing in your own 
backyard, but I would call it good business. Members 
of cooperatives and the cooperative organizations 
themselves by their very natures would be receptive to 
the credit union mantra of “people helping people.” 
You’ll see several ideas throughout the catalog that 
feature this theme.  

There are five ideas where we’ve indicated an update. 
Notice the time stamps here. It’s impressive to see that 
credit unions are, despite the aversion to uncertainty, 
actively implementing these ideas and continuing to 
bring innovation to consumers. There’s a remarkable 
entry on page 22 where Charmain Hanners wins the 
second $100,000 prize offered to Michigan credit 
union members. The adventure continues with a 
number of states lined up to find a way to offer this 
program to their consumers.

To punctuate this travelog, I’ll share my encounter 
with one man who I feel really “gets it” and has a way 
of spurring others to take a fresh look at what they are 
doing or how they are doing it. Bruce Kirby is such 
a person. I met Bruce at an industry conference in 
Winnipeg, and he immediately impressed me with his 
determination to explore—with preparedness! He’s 
an adventurer and author, photographer and speaker, 
known for taking the road less traveled. 

Bruce has this top five list of things related to preparing 
for an adventure that I’ve interpreted liberally (thanks, 
Bruce) toward the practice of innovation in the 
financial services industry: 

5)  Everything seems worse from a 
distance. 

It’s easy to think that the challenges that lie ahead are 
insurmountable. But each person has the opportunity 
to make a list of the challenges and unknowns and 
address them one by one. You’ll find that the list is 
shorter when you actually write it out.

4) Start now and keep going.
This is another way of saying that the journey of a 
thousand miles begins with a single step. Innovation 
is not once-and-done—it requires sustained effort by 
everyone involved to keep momentum high. And more 
important, moving.

3) The second day sucks.
It’s always a high to embark on a new initiative. The 
first day of school, launching a new diet (well, maybe 
not so much), a store’s grand opening—these are all 
exciting events. But the next day, reality sets in and the 
hard work begins.

2) Fear is a compass.
Oftentimes we ignore our gut. But humans have 
an extraordinary capacity to assimilate great, often 
disparate amounts of information and synthesize it into 
a focused response, like flight or fight. We have to train 
ourselves to listen to that internal radar that helps us set 
course. Having some fear means we’re moving forward.

And number one is …

Blueprints for Innovation
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Introduction

1) Ignore the bozos.
Along the way, you’ll encounter plenty of naysayers. 
In the spirit of taking a chance and trying something 
new, you have permission to not let them derail your 
efforts. It’s natural for people to line up to shoot down 
innovation and change. 

As you look ahead and map out your innovation 
adventure, I hope you’ll thumb through this idea 
catalog and commit to implementing at least one idea 
that fits with your travel plans. I hope you’ll call on 
Filene—your think and do tank. Your membership 
dollars have built a solid innovation framework—one 
designed to be a beacon and embrace the unknown. We 
look forward to collaborating.

®
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Build Wealth  |  Savings Exchange

Consider also this paradox:

•	 Only 52% of households now own a retirement 
savings plan. 

•	 Of the more than 50 million households that did 
contribute to a retirement plan, only 5.9 million 
claimed the Saver’s Credit they were due.2

THE OPPORTUNITY

The current structure of retirement incentives within the U.S. tax code 
does little to help those who have the fewest resources. The majority of 
the nation’s $367 billion in asset incentives helps households earning 
more than $80,000 a year.1 While the 60% of American taxpayers making 
less than $48,000 share shy of 3% of these benefits, the top 1% of 
households, whose average income exceeds $1.25 million, receives more 
than 45% of the subsidies.

Big n umbe rs!

1 Build Wealth and Reward Savings: Expand the Saver’s Credit (H.R. 1961), http://cfed.org/policy/policy_agenda/savers_credit_expansion_one_pager.pdf.  
2 Ibid. 

http://cfed.org/policy/policy_agenda/savers_credit_expansion_one_pager.pdf
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Low- and middle-income consumers are the primary 
target market for the Savings Exchange program. 
Individuals in small employee groups without an 
opportunity to save through an employer program are 
of the greatest need. A simple and inexpensive way to 
generate leads is to train front-line staff to pre-screen 
potential participants as part of conducting daily 
transactions. 

A secondary target market is small business services 
clients, community organizations (such as churches), 
or select employee groups within the credit union’s 
field of membership.

MARKETING

The Savings Exchange program could offer education 
on completing a tax return and filing for the Saver’s 
Credit. This program could partner with the IRS 
Volunteer Income Tax Assistance Program (VITA)
or Corporation for Enterprise Development (CFED) 
Self-Employment Tax Initiative (SETI)for tax-related 
questions.3,4

OPERATIONAL AND  
OTHER cONSIDERATIONS

3 Internal  Revenue Service, http://www.irs.gov/taxtopics/tc101.html. 
4 Corporation for Enterprise Development (CFED), http://www.cfed.org/programs/seti. 

THE SOLUTION

The Savings Exchange is a two-pronged approach that 
addresses both the product and the support system to 
boost retirement savings and help members claim the 
Saver’s Credit they have earned. 

The product is an automated IRA-designated club 
savings account with a low minimum balance of $10 
specifically designed to take advantage of the Saver’s 
Credit. The club account will have the option to 
convert to a higher-yielding IRA certificate once it 
has reached a certain balance. Members will have the 
ability to automate this savings through direct deposit 
offered through an employer. 

For the support system, think Weight Watchers® 
for developing healthy financial behaviors. At a 
Savings Exchange meeting, participants “weigh in” 

with savings and then receive on-going motivation, 
support, savings tips, videos, and encouragement 
from savings coaches. They track their progress, goal 
achievements, and milestones on a savings guide map.
 
Sponsoring organizations for the Savings Exchange 
may be employers for “at work” programs, clubs, or 
churches in local communities. These organizations 
will have access to www.savings-exchange.com (under 
construction) for lesson plans, additional support, 
videos, or downloads. Each sponsoring organization 
will have pre- and post-tests available for participants 
to gauge their general financial knowledge and earn 
rewards for achieving savings goals. One key metric 
for the success of the program is the number of 
participants who successfully claim a Saver’s Credit on 
their tax return. 

http://www.irs.gov/taxtopics/tc101.html
http://www.cfed.org/programs/seti
http://www.savings-exchange.com
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Build Wealth  |  Savings Exchange

Through local chambers of commerce, select employee 
groups, and community organizations, the i3 team 
interviewed and surveyed business owners and 
employees across the U.S. regarding the program. 
When asked about Savings Exchange:

•	 11% liked the program as described. 
•	 An additional 17% liked the program but think 

it needs some changes to fit their specific needs. 
•	 61% stated they understood the program as 

described. 
•	 Those who indicated they did not understand 

the program had questions regarding the Saver’s 
Credit and the specific benefits to the employee 
or employer. 

•	 Topics considered most beneficial were 
budgeting, avoiding payday loans, preventing 
fraud, learning savings habits, and understanding 
credit. 

PROOF OF cONcEPT

•	 Modest return on investment.
•	 Satisfaction of supporting a cooperative economy 

and cooperative sustainability.
•	 Contribute to the local community.

MEMBER BENEFITS

•	 Increase deposit dollars.
•	 Deepen member relationships through  

new products.
•	 Support cooperative movements on local, 

regional, or national levels.
•	 Improve reputation for contribution to  

the community.

cREDIT UNION BENEFITS
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5 Internal Revenue Service Form 8880: Credit for Qualified Retirement Savings Contributions, 2009. 
6 Build Wealth and Reward Savings: Expand the Saver’s Credit (H.R. 1961), http://cfed.org/policy/policy_agenda/savers_credit_expansion_one_pager.pdf. 

DEMYSTIFYING THE SAVER’S cREDIT

Under current law, low- and middle-income taxpayers may claim a Saver’s credit 
on their tax returns of up to $1,000 ($2,000 for couples) if they contribute to 
retirement savings plans. The actual amount of the credit is based on their income, 
amount contributed, and credit rate. For example, using the table below, someone 
who is head of household with an income of $25,000 and contributes $1,500 to a 
retirement plan would qualify for a Saver’s credit of $300 ($1,500 contributed times 
20% credit rate). Someone married filing jointly making $30,000 who contributed 
$2,000 to a retirement account would earn a Saver’s credit of $1,000 ($2,000 
contributed times 50% credit rate). And their spouse would be eligible for an 
additional $1,000 credit. 

On April 2, 2009 H.R. 1961: Savings for American Families’ Future Act of 2009 was 
introduced in congress. This bill would amend the Internal Revenue code of 1986 
to include the following:

•	 Expand the availability of the Saver’s Tax credit to additional middle-income work-
ing families by raising the income eligibility for families from $55,500 to $65,000.

•	 Match 50% of the first $1,000 of savings for families ($500 for singles).
•	 Automatically deposit matching funds into designated personal retirement ac-

counts by using account information listed on IRS tax filings through IRS form 8888.
•	 Index contribution limits for inflation.

The bill has been referred to the House committee on Ways and Means to be 
deliberated, investigated, and revised before going to general debate.6

Saver’s Credit Rates by Tax Filing Status and Adjusted Gross Income5

CREDIT RATE (%)

INCOmE TAx FILING STATUS

mARRIED  
FILING jOINTLY

HEAD OF 
HOUSEHOLD

SINGLE, mARRIED 
FILING SEPARATELY, 
OR QUALIFYING 
WIDOW(ER)

50 Up to $33,000 Up to $24,750 Up to $16,500

20 $33,000–36,000 $24,750–27,000 $16,500–18,000

10 $36,000–55,500 $27,000–41,625 $18,000–27,750

No credit Over $55,500 Over $41,625 Over $27,750

U.S. taxpayers use Form 8880 to figure the amount, if any, of their Saver’s Credit.

http://cfed.org/policy/policy_agenda/savers_credit_expansion_one_pager.pdf
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Build Wealth  |  Savings Exchange

The i3 team recently secured funding from the 
National Credit Union Foundation to help bring 
the Savings Exchange program to scale. This grant 
supplements an endowment of seed money from the 
Filene Research Institute and is endorsed by CFED. 
The funds will help finalize all of the materials for the 

program including passbooks, instructions, financial 
literacy materials, games, and presentations. 

1 Contact Filene at innovation@filene.org to 
participate in a 2011 pilot.

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

sAVINGs eXCHANGe

Kim Pate, CFED, Washington, DC; Tamela Meade, American Airlines Federal Credit Union, Fort Worth, TX; Jon Reske, UMass Five College Federal Credit Union,  
Hadley, MA; Jackie Edwards, Connexus Credit Union, Rothschild, WI; Alison Wolf, FAA Credit Union, Oklahoma City, OK

http://filene.org/home/innovation
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Build Wealth  |  Retirement Bonds

1 Bureau of Labor Statistics, Automatic Enrollment in Savings and Thrift Retirement Plans, March 2009, http://www.bls.gov/opub/ted/2010/
ted_20100915.htm. 

RETIREMENT 
BONDS

Employees of small businesses that do not provide 
company-sponsored retirement plans find themselves 
facing a dilemma. They know they should be saving, 
they even want to save, but the barriers to entry can 
be steep. With no access to a company retirement 
plan, no other options offered through the employer, 
and often an inability to meet the opening deposit 
minimums with traditional financial institutions, 
individuals are neglecting this important financial 
foundation. 

This presents an unprecedented opportunity for 
financial institutions to help consumers set up 
regular savings plans for retirement and other needs. 
However, credit unions are being flooded with more 
deposits than they are able to lend out. How can 
they support and encourage members’ savings habits, 
in particular long-term retirement savings, without 
incurring negative impact on their own balance 
sheets?

THE OPPORTUNITY

While many of today’s headlines focus on financial problems such as 
credit card debt and mortgage foreclosures, the next looming issue could 
easily be caused by a lack of planning for retirement. Low- to moderate-
income individuals and those who work for small businesses are likely to 
be particularly hard hit. 

Percent of workers with automatic enrollment in a savings and thrift retirement plan,  
by establishment size and wage quartile, private industry, March 2009

Employees at firms with 100 or more workers were almost three times more likely than those in smaller firms  
(1–99 workers) to have an automatic enrollment provision in their savings and thrift retirement plan. Also, while  

21% of private industry workers in the highest wage quartile had employers that automatically enrolled employees in  
their company’s savings and thrift plan, only 11% of workers in the lowest quartile had this option available.1

Source: U.S. Bureau of Labor Statistics.
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http://www.bls.gov/opub/ted/2010/ted_20100915.htm
http://www.bls.gov/opub/ted/2010/ted_20100915.htm
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THE SOLUTION

The U.S. Treasury currently offers an I-Bond with 
an interest rate that reflects the combined effects of 
a fixed rate and a semiannual inflation rate. Credit 
unions can assist members in purchasing the bonds 
and encourage use of an active checking account for 
periodic direct deposits to the bond. The initiative 
could focus on igniting membership interest in 
savings bonds as a low-cost entry point for longer-
term savings with off-balance-sheet options.

To attract new savings, the credit union may offer a $5 
matching direct deposit contribution to the I-Bond for 
those months that the member qualifies with: 

•	 12 consecutive months of direct deposit of at 
least $25.

•	 Ongoing monthly deposits of at least $25.
•	 Maintaining an active checking account with the 

credit union in good standing. 

While this solution is built on the existing I-Bond 
product, there is a companion investment option 
currently in the conceptual stage dubbed the R-Bond, 
a retirement-oriented version of the I-Bond.

PROOF OF cONcEPT

Nikkei Credit Union ($87 million, Gardena, CA) 
piloted the I-Bond with the TreasuryDirect® online 
option. Without TreasuryDirect they would have had 
to invest in the initial set-up for systems to support 
purchases and redemptions on-site. To get started, 
they used training material from the TreasuryDirect 
website http://www.treasurydirect.gov. 
Their employees reacted positively to learning about 
an alternative savings solution for members in the 
low-interest-rate environment. However, there were 
many implementation challenges. Notably: 

•	 Employees do not have access to the login 
process or account screens for training purposes. 
TreasuryDirect provides a toll-free telephone 
number for inquiries, as well as online customer 
service that are purported to be helpful.  

•	 The I-Bond purchase procedure, while secure, 
is lengthy and cumbersome. The initial set-up 
cannot be completed in one sitting. After 
requesting a login username and password, 
the member must wait for USPS letter that 
includes an access card with a decoder. The 
login and password data are sent in separate 
email communications. Finally, armed with all 
three pieces, the member uses the access card to 
determine the code that corresponds with the 
coordinates shown the on the screen. Members 
need to be web savvy and organized to open their 
TreasuryDirect accounts.

Ideal targets for the R-Bond are low- to moderate-
income individuals who work for small businesses that 
do not offer company-sponsored retirement plans. 
Information could be distributed through employers, 
community spaces, and community and social services 
partnerships. 

MARKETING

One challenge is that credit unions cannot readily 
monitor the acceptance rate for savings bonds. The 
only way to see if members are participating is to 
produce a report that shows ACH withdrawal data 
that includes the “TREASURY DIRECT” caption. 

OPERATIONAL AND  
OTHER cONSIDERATIONS

In many respects, it seems like it might be easier to have the credit union not act as an intermediary, but that 
is offset by the benefit of building member relationships and positioning the credit union as a full-service, one-
stop shop for all financial needs.

yike s!

http://www.treasurydirect.gov
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DNA OF AN I-BOND   

•	 Savings made easy through direct deposit. 
•	 Secure retirement. 

MEMBER BENEFITS

•	 A way to assist savers without growing the 
balance sheet. 

•	 Build on reputation as a trusted financial advisor.

cREDIT UNION BENEFITS

1 Visit the TreasuryDirect website at http://
www.treasurydirect.gov for frequently asked 
questions, training materials, and other relevant 
information.

2 Train staff and develop a marketing plan. 

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

2 TreasuryDirect, http://www.treasurydirect.gov/indiv/products/prod_ibonds_glance.htm. 

retIreMeNt boNDs

C.J. Presto, Baxter Credit Union, Vernon Hills, IL; Jeanne Denton, Nikkei Credit Union, Gardena, CA; Julie Cosgrove, Affinity Plus Federal Credit Union,  
St. Paul, MN; Diane Browning, WISER, Lewisburg, WV; Linda Garboczi, (formerly) AmeriCU Credit Union, Rome, NY; 

Features
Purchased Electronically 
via TreasuryDirect

PapeR-Bond Certificates 

Current Rate 0.74% through April 30, 2011

minimum Purchase $25 for a $25 I-Bond $50 for a $50 I-Bond 

maximum Purchase  
(per Calendar Year)

$5,000 $5,000 

Denominations
Purchase to the penny for $25 
or more

$50, $75, $100, $200, $500, 
$1,000, and $5,000 

minimum Term of Ownership 1 year

Interest-Earning Period 30 years

Early Redemption Penalties
Before 5 years, forfeit 3 most recent months’ interest.  

After 5 years, no penalty.2

http://www.treasurydirect.gov
http://www.treasurydirect.gov
http://filene.org/home/innovation
http://www.treasurydirect.gov/indiv/products/prod_ibonds_glance.htm
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Build Wealth  |  2 Grand Plan

2 GRAND PLAN 

Filene fellow Peter Tufano of Harvard Business 
School explains, “These figures include more than 
just the unemployed or lowest income households. 
There is widespread financial fragility with a 
significant number of seemingly middle-class 
consumers extremely vulnerable to sudden financial 
emergencies.”

This sobering news presents a prime opportunity for 
financial services institutions to address this need for 
emergency savings. 

THE OPPORTUNITY

“Half of all U.S. consumers would struggle to meet an unexpected 
financial crisis like sudden car or home repairs or minor health-related 
expenditures,” according to a 2009 international study conducted by TNS 
in association with Harvard Business School and Dartmouth college.1  
A similar percentage of respondents indicated that they would not be 
able to come up with $2,000 within 30 days if needed for an unexpected 
expense. 

1 TNS Finance Personal Risk Assessment and Risk Literacy Survey, http://www.tnsglobal.com/news/news-013687D2297C48ABAA42E77FAAA91356.
aspx. 

THE SOLUTION

Enter the 2 Grand Plan, a creative solution that 
combines savings with borrowing to make sure 
emergency cash is available when needed most. Credit 
union members demonstrate responsibility by setting 
up regular deposits to a savings account to build 
a financial base. Then if an emergency occurs, an 
affordable rate loan is made available so the savings 
plan is not disrupted. The maximum loan amount is 

twice the savings balance or $2,000, whichever is less. 
For example, if a member has saved $500, the credit 
union will loan up to $1,000. The savings balance is 
held so no funds may be withdrawn until the loan is 
repaid. This helps secure the loan and mitigate risk 
to the credit union, while providing members an 
alternative to high-interest payday loans. 

Save $200 and we’ ll len d you $400!Need $400 for car repair?

http://www.tnsglobal.com/news/news-013687D2297C48ABAA42E77FAAA91356.aspx
http://www.tnsglobal.com/news/news-013687D2297C48ABAA42E77FAAA91356.aspx
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Many consumers are either unsure about how 
much they should be saving on a regular basis or are 
overwhelmed with the many decisions to make and 
options to choose from. As a result, they tend to put 
off the decision to save. The 2 Grand Plan provides a 
specific first step toward responsible savings behavior. 
The target market includes all individuals who need 
and want to start a savings plan, in particular those 

with a household income less than $125,000. Women 
are a key target: 95% are financial decision makers, 
and 84% of married women are either solely or jointly 
responsible for household financial decisions. The 
primary marketing message emphasizes building a 
$2,000 safety net in case of emergency.2 

MARKETING

The 2 Grand Plan is easy to implement using existing 
deposit and loan products. Participating credit 
unions should set their own parameters for acceptable 
emergency expenses, such as:

•	 Vehicle repairs. 
•	 Medical or dental bills.
•	 Prescriptions. 
•	 Funeral expenses. 
•	 Travel to take care of a sick relative.
•	 Repair of home heating or cooling system. 
•	 Paying a bill to prevent disconnection of utilities.

OPERATIONAL AND  
OTHER cONSIDERATIONS

2  Financial Experience & Behaviors Among Women, 2010−2011 Prudential Research Study, www.prudential.com/media/managed/Womens_Study_
Final.pdf.

What if  

a pool of  

 emergency funds 

were available  

from tapping  

community  

partners? 

www.prudential.com/media/managed/Womens_Study_Final.pdf
www.prudential.com/media/managed/Womens_Study_Final.pdf
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•	 Build savings.
•	 Increase ability to borrow.
•	 Experience the peace of mind and confidence 

that comes from having funds available for an 
emergency. 

MEMBER BENEFITS

•	 Increase deposit and loan balances.
•	 Build membership base through attraction and 

retention of households.
•	 Improve community relations by serving the 

underserved. 

cREDIT UNION BENEFITS

1 The 2 Grand Plan has not been piloted, but 
interested credit unions can easily get started by 
setting up a savings account type and specifying 
the loan parameters. 

2 Implement a targeted marketing plan.

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

2 GrAND plAN

Linda Garboczi, (formerly) AmeriCU Credit Union, Rome, NY; Charlie Roberts, State Department Federal Credit Union,  
Alexandria, VA; Jeanne Denton, Nikkei Credit Union, Gardena, CA; Toni Montgomery, AmeriChoice Federal Credit Union,  

Mechanicsburg, PA; Earl Hodgkins, (formerly) Carter Federal Credit Union, Springhill, LA

2GRAND
PLAN
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Prize-linked Savings

Congratulations are in order for Charmain Hanners, 
the 2010 $100,000 grand prize winner of the 
Michigan Credit Union League (MCUL) Save 
to Win program. This Alpena Alcona Area Credit 
Union credit union member earned entries into the 
drawing simply by making savings deposits of $25 
or more. Now, thousands of Michigan savers are 
gearing up to participate in the 2011 program. 

Save to Win is a Prize-linked Savings (PLS) program 
that uses the same psychology as a lottery by 
enticing savers to participate in a game of chance 
with every deposit made. Incremental prizes 
keep momentum high and lead up to the award 

of a substantial grand prize. It is a no-lose game 
that encourages a saving culture while making it 
exciting.

PLS programs have a 300-year history in countries 
around the world. Since 1956, the United 
Kingdom has successfully sold premium bonds with 
the excitement for a chance to win big cash prizes 
in lieu of dividends. As a relatively new product 
in the United States and with 57% of adults 
spending $53.2 billion playing the lottery each 
year, credit unions have a unique opportunity to 
lead the charge in attracting new savers and helping 
Americans build assets through PLS.1

THE OPPORTUNITY

WINNING THE 

SAV INGS j AckpOT

The 2009 inaugural grand prize winner, Billie June Smith, has been a credit union member for over 50 years. She received her $100,000 prize in February 2010.

1 North American Association of State and Provincial Lotteries, http://www.naspl.org/index.cfm?fuseaction=content&PagelD=41&PageCategory=38.
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WINNING THE 

SAV INGS j AckpOT

RESULTS

Based on the research of Peter Tufano (Harvard 
Business School professor, Doorway to Dreams Fund 
(D2D) founder, and Filene Research Institute fellow), 
a collaboration was formed between Filene, D2D, 
and the MCUL to develop a PLS product. In June 
2008, Filene and D2D received a grant from the 
Center for Financial Services Innovation’s Nonprofit 
Opportunities Fund to design and launch a pilot. 
From there, Save to Win was born. 

With the help of eight Michigan credit unions, Save 
to Win was successfully launched in 2009. The results 
yielded several important findings that are shaping the 
future of PLS:

•	 Strong demand for PLS accounts exists among 
credit union members.

•	 PLS products can attract financially vulnerable 
consumers and positively impact their saving 
levels.

•	 The offer of prizes can attract lottery players and 
has the potential to redirect lottery consumption 
into savings.

•	 Certain PLS product features appear to attract 
first-time savers.

•	 Certain prize structure designs hold the potential 
to motivate individuals to save consistently.

Download the full 2009 results report online at  
www.filene.org.

The 2010 Save to Win program has grown to include 
36 Michigan credit unions and is an innovative 
example of credit union collaboration with results 
that truly impact Michigan members. The average 
PLS account balance is over $1,300 and 50–60% 
of the accountholders are first-time savers. Joanna 
Smith-Ramani of D2D said, “That’s enough savings 
to make a difference in someone’s life. If they have an 
unexpected car repair, now they will be prepared and 
can still make it to work.”

In 2011, the MCUL wants to bring additional scale 
to the program by aiming for 70–80 Michigan credit 
unions to participate.

Participating 
Credit Unions

PLS Accounts 
Opened

Savings 
Deposited

2009 8 11,666 $8,560,382

2010 36 16,833 $28,160,463

DEVELOPMENTS

The most widely known game of chance is a lottery 
and, generally, most states prohibit privately run 
lotteries. However, there is a provision in Michigan 
law, as well as in other states, that allows for “savings 
promotion raffles.” D2D is working with state officials 
and credit unions to help bring about needed policy 
changes to pave the way for a national rollout of PLS. 
Find out where your state is in the process and contact 
D2D to support the effort.

ATTENTION cREDIT 
UNIONS:

Your state laws may already be 
established to offer a PLS program 
(see map at right). 

contact D2D or the McUL to get 
started.

Doorway to Dreams Fund 
(877) 642-3167 
www.d2dfund.org 

Michigan credit Union League 
(800) 262-6285 
www.mcul.org No activity

Working on policy change

Have existing laws (some with restrictions)

PRIZE-LINKED STATUS BY STATE

Gre at !

http://www.filene.org
www.d2dfund.org
www.mcul.org


24

Blueprints for Innovation   |  Section 1

Savings Revolution

The Savings Revolution got its impetus from a 
2007 i3 project at GECU ($1.7 billion, El Paso, 
TX). Its successful 2007 Savings Challenge spurred 
an i3 team to adopt the idea and help implement it 
on a national scale. Savings Revolution programs 
have since swept the country from Connecticut 
to California, with more than 30 credit unions 
participating to date. 

The Savings Revolution is like NBC’s “Biggest 
Loser” television show applied to personal finance. 
It uses a wide range of approaches including 
personalized planning and coaching to help credit 
union members reduce their debt, increase their 
savings, and gain control of their money, just as 
“Biggest Loser” contestants reduce their caloric 
intake, increase exercise, and gain control of their 
health.

The Savings Revolution is composed of two parts:

1 The Savings Challenge is a credit union–
sponsored contest that features families competing 
to achieve debt reduction and savings goals, while 
publicly chronicling their stories. One family 
ultimately wins a grand prize. 

2 To help these families, as well as others who are 
following the program on their own outside of 
the contest, there is a suite of online tools that 
allow participants to set goals and track results 
with the encouragement of family, friends, and 
the credit union.

Results are consistent with national trends showing 
that people are borrowing less and saving more. As 
supported in a report by economic research firm 
McKinsey Global Institute, “This new financial 
sobriety makes sense for individual households.”1 

THE OPPORTUNITY

1 McKinsey Global Institute, “Will US Consumer Debt Reduction Cripple the Recovery?” March 2009, http://www.mckinsey.com/mgi/reports/pdfs/
us_consumers/MGI_US_consumers_full_report.pdf. 

FuElING SAV INGS & 

DEBT REDucT ION

http://www.mckinsey.com/mgi/reports/pdfs/us_consumers/MGI_US_consumers_full_report.pdf
http://www.mckinsey.com/mgi/reports/pdfs/us_consumers/MGI_US_consumers_full_report.pdf
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RESULTS

Wright-Patt Credit Union ($1.9 billion, Fairborn, 
OH) is in its third year of its Savings Revolution 
program, called the Savings Race. Members involved 
in the Savings Race have become enthusiastic credit 
union ambassadors and have accomplished life-
changing results. The Savings Race 2 families achieved 
a total net worth change of $110,000. Combine 
that with the families from the Savings Race 1, and 
Wright-Patt has helped its members improve their net 
worth by over $250,000. The resulting positive press 
coverage has contributed to an increase in community 
brand recognition, up 12% over the past 18 months. 

Educators Credit Union ($1.2 billion, Racine, WI) 
is also going strong with its third season of Savings 
Challenge. The results from the first two seasons are 
significant:

The Credit Union Association of New Mexico is a 
newcomer to the Savings Revolution. The Savings 
Challenge New Mexico is a collaboration among five 
credit unions sponsoring 11 families throughout 
the state. The program began in June 2010 and will 
run for 11 months. Currently, the top two families 
have already reduced their debt by 2% and have 
accumulated savings for the first time in their lives. 
Kathy Darwin, the program facilitator, says, “So far, 
our biggest success has been that we planted a seed 
of financial education with 11 families and their lives 
will be different at the end of 11 months. That truly 
is the credit union way of people helping people 
and members trusting the credit union for financial 
advice.”

cREDIT UNION AND MEMBER BENEFITS

Everyone is a winner in this challenge because all who 
commit to the program end up with an improved 
balance sheet. Danielle Chatfield-Beres, one of the 
original i3 team members, said, “I have spent 17 
years in credit union roles solving member problems. 
The Savings Revolution challenged me to provide a 
framework for members to instead have their own 
set of financial tools. It has been rewarding to see 
members progress from one state of a financial life to 
another.”

The Savings Revolution not only positions the credit 
union as a trusted source for financial education, but 
also:

•	 Increases brand awareness in the community.
•	 Develops skills in credit union employees to 

provide differentiated service.
•	 Drives savings product penetration through goals 

versus rates.

cALL FOR cREDIT UNIONS

Over the past three years, credit unions have taken 
advantage of the flexibility to customize the original 
Savings Revolution project and have created new 
versions that include a college edition, an online 
play-at-home kit, and a “Where are they now?” 
follow-up. It has proven to be scalable for all sizes of 
credit unions or in collaboration with state leagues 
and chapters.

Filene is interested in celebrating successes and 
capturing best practices from Savings Revolution 
programs. Sponsoring organizations are encouraged to 
submit results to innovation@filene.org.

Visit http://filene.org/home/innovation 
for more information.

T hat ’s r ig ht , 

ove r a qua rte r of a 

    m i l l ion dol la rs!
Debt 
Reduction

Savings 
Increase

Credit Score 
Increase

Season 1 $49,302.10 $21,739.71 448 points

Season 2 $106,252.41 $34,480.97 427 points

innovation@filene.org
http://filene.org/home/innovation
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cREDIT uNIONS WITH SAV INGS cHAllENGES

• C on n e x Fe de ra l C re d it Un ion
• GECU
• A+ Fe de ra l C re d it Un ion
• C ommun ityA me r ic a C re d it Un ion
• E Fe de ra l C re d it Un ion
• Educ ators C re d it Un ion
• J ama ic a Pol ic e C oope rat i ve C re d it Un ion
• Wr ig ht-Patt C re d it Un ion
• A moco Fe de ra l C re d it Un ion
• KEM BA F in an c ia l C re d it Un ion
• Flor id a C omme rce C re d it Un ion
• Forum C re d it Un ion
• Summ it C re d it Un ion
• Van tage C re d it Un ion
• C e n t ra l Oh io C hapte r of C re d it Un ion s
• C re d it Un ion A ssoc iat ion of New M e x ico
•
•
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SIGNAL
THE OPPORTUNITY

It’s an astonishing prediction. Simply living to full life expectancy will 
disable an estimated 65–75% of Americans.1 They will need help 
managing benefits and understanding asset growth limits, so their 
benefits stay intact. Given the complexities of disability benefits, which 
include policy variations from state to state, varying benefit qualifications 
for different disabilities, and other factors (such as veteran status), 
consumers have to go to multiple websites and agencies to determine 
their benefit levels and asset limits. It is confusing, time-consuming, and 
frustrating—and the margin for error is great.

THE SOLUTION

Signal is a one-stop information website that helps 
consumers navigate the complexities of disability 
benefits and asset building. Consumers or their 
caregivers can key in information to determine benefit 
levels and limits. They will be able to use this credible 
resource to calculate specific benefit amounts, allocate 
savings, and educate themselves, without a huge 
time investment and the margin of error that comes 
from going to multiple sites and trying to record and 
compile the information. 

Signal includes:
•	 Calculator. The online calculator will provide 

benefit estimates. Keying in certain trigger 
information will cause a pop-up box to appear 
to guide users to an appropriate agency or online 
resource, depending on the identified need. 

•	 Helpful tips. The site will be equipped with 
tabs that summarize the latest state and national 
regulations and resulting impacts on consumers.

•	 Links to correct agency contacts. Site visitors 
will be able to connect directly to the correct 
agency to answer specific questions.  

•	 Opt-in notification to financial institution. 
Once limits are computed or guidance 
administered through the drop-down box, 
users will be able to click on a link to share 
information with their credit union. Credit 
union staff can follow up to establish savings 
plans and set up an asset limit alert system, as 
well as address additional needs.

Wow!

1   Disabled Sports Eastern Sierra, http://www.disabledsportseasternsierra.org/volunteer_dow_20071122.html.  

http://www.disabledsportseasternsierra.org/volunteer_dow_20071122.html
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MARKETING

Of the estimated 55 million people in the United 
States with disabilities, 73% are heads of households, 
58% own homes, and 48% are principal shoppers 
controlling over $220 billion in discretionary income. 
Currently there are over 1.8 million individuals with 
disabilities who receive social security payments but 
do not have an account with an insured bank or credit 
union.2

Targets would include members of the disabled 
population, as well as their family members and 
caregivers. Tactics for reaching this unique group of 
consumers include: 

•	 Reaching out to disability groups, hospitals, 
disabled veterans, and others to conduct 
demonstrations of Signal and providing an 
overview of how they can build assets. 

•	 Distributing brochures about Signal to 
organizations to share with their members and 
writing articles and emails for organization 
communication pieces.  

•	 Starting an asset-building club of Signal savers 
who meet each month to help one another 
navigate the challenges of disability benefits. 

Although member and deposit growth has been 
strong for credit unions during the recent economic 
downturn, it is understood that retaining sources 
of low-cost funds will be problematic when interest 
rates begin to rise in the future. The statistics are 
compelling regarding the number of unbanked 
individuals with disabilities and the assets available 
to credit unions. Maintaining healthy margins in the 
future means positioning credit unions to tap into 
these valuable members and this source of low-cost 
funds.

OPERATIONAL AND OTHER 
cONSIDERATIONS

2 Real Economic Impact, http://www.realeconomicimpact.org/Asset-Development-Community/The-Business-Case.aspx. 

The i3 team conducted a limited online survey of 
individuals with a disability and their caregivers on 
the value of the Signal concept. Participants were 
asked to provide feedback about the website prototype 
and to rate the value and ease of navigation based 
on a 1-to-5 scale where 1 (fair) was the lowest score 
and 5 (super excellent) was the highest. Overall, the 
feedback was favorable, with one respondent noting 
that it would be helpful to have available “links to 
community resources that help with asset building, 
life planning, micro boards, person-centered planning, 
futures planning, estate planning, special needs trusts, 
guardianship, etc.”  

•	 The survey respondents felt the look, feel, and 
navigation of the website were good to super 
excellent with an average score of 3.86.  

•	 The same was also true for the respondents when 
they offered feedback about the value of the 
information to build assets.  

•	 Importantly, the value of the online calculator 
tool received the strongest feedback, where 
respondents generally felt the tool was excellent; 
it had an average score of 4.14.

PROOF OF cONcEPT

http://www.realeconomicimpact.org/Asset-Development-Community/The-Business-Case.aspx
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•	 Improves peace of mind by offering individuals 
the ability to make educated decisions about 
building assets without jeopardizing their 
benefits. 

•	 Greater awareness/positive perception of credit 
unions by this target group. 

•	 Differentiator among other financial institutions 
in the marketplace.

•	 Opportunity to build collaborative relationships 
with agencies and their representatives. 

MEMBER BENEFITS

•	 Deeper relationship and affinity with members.
•	 Increase loan volume.
•	 Potential to expand with fee-generated tools– 

85% of original survey group indicated they 
would be interested in further assistance.

cREDIT UNION BENEFITS

GETTING STARTED

1 The Signal is a large and complex program. 
Interested credit unions should contact 
innovation@filene.org.

Visit http://filene.org/home/innovation 
for more information.

mailto:innovation%40filene.org?subject=
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sIGNAl

Jason Peach, West Community Credit Union, O’Fallon, MO; Ginger Salt, (formerly) Truliant Federal Credit Union,  
Winston-Salem, NC; Kelley Parks, (formerly) Call Federal Credit Union, Richmond, VA;  

Jenny Casselman, Greater Nevada Credit Union, Carson City, NV; Kim Pate, CFED, Washington, DC

3 Corporation for Enterprise Development (CFED), IDA Basics, http://cfed.org/programs/idas/ida_basics. 
4 Corporation for Enterprise Development (CFED), Find an IDA Program Near You, http://cfed.org/programs/idas/directory_search.

HOW DO IDAs FIT IN?

Individual Development Accounts (IDAs) are special savings accounts that match 
the deposits of low- and moderate-income people. For every dollar saved in an 
IDA, savers receive a corresponding match, which serves as both a reward and an 
incentive to further the savings habit. Savers agree to complete financial education 
classes and use their savings for an asset-building purpose, typically restricted to: 

•	 Purchasing a first home.
•	 Pursuing post-secondary education.
•	 Starting or expanding a small business.

IDAs are offered through partnerships between financial institutions (such as banks 
and credit unions) and local nonprofit organizations, or program sponsors.3

credit unions may find IDAs to be a complementary product to Signal that will 
also appeal to their targeted consumers with disabilities. IDA programs are not 
commonplace; for example, in Wisconsin there are only six active programs.4 It could 
be a competitive advantage for your credit union to be the first to market with an IDA 
program in your community.  

http://cfed.org/programs/idas/ida_basics
http://cfed.org/programs/idas/directory_search
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DIGGING OuT OF A 

DEBT AVAlANcHE
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THE BIG  
PAYOFF LOAN

Today, lenders are far less willing to help someone 
consolidate credit card debt given increased credit 
losses.5 That door has closed, so to speak, for a 
number of borrowers. Additionally, the prospect of 
trying to repay a significant amount of credit card 
debt can be daunting, especially for individuals who 

do not understand how to best apply excess funds 
when making payments (lowest balance, highest rate, 
equal amounts across the board, etc.). In some cases, 
this simple decision about how to repay debt can be 
the difference between success and failure. 

THE OPPORTUNITY

There is overwhelming evidence that consumers are drowning in debt. 
In the fourth quarter of 2008, 13.9% of consumer disposable income 
serviced credit card obligations.1 The average outstanding credit card 
debt for households with a credit card stood at $15,788.2 Applying an 
average overall market interest rate of 16.79% and a monthly payment of 
2% of the balance, it would take approximately 45 years to repay the total 
amount owed and the interest paid would be over $35,000!3,4   

1 U.S. Congress’ Joint Economic Committee, “Vicious Cycle: How Unfair Credit Card Company Practices Are Squeezing Consumers and Undermining 
the Recovery,” May 2009.

2 Calculated by dividing the total revolving debt in the U.S. ($852.6 billion as of March 2010 data, as listed in the Federal Reserve’s May 2010 report 
on consumer credit) by the estimated number of households carrying credit card debt (54 million), http://www.creditcards.com/credit-card-news/
credit-card-industry-facts-personal-debt-statistics-1276.php. 

3 Credit Card Monitor, October 15, 2010, http://www.indexcreditcards.com/credit-card-article-archives/credit-card-interest-rates-monitor-
october-15-2010.html. 

4 Board of Governors of the Federal Reserve System Credit Card Repayment Calculator, http://www.federalreserve.gov/creditcardcalculator. 
5 Office of the Comptroller of the Currency Survey of Credit Underwriting Practices 2009, http://www.occ.gov/publications/publications-by-type/

survey-credit-underwriting/index-survey-credit-underwriting.html. 

yikes!

http://www.creditcards.com/credit-card-news/credit-card-industry-facts-personal-debt-statistics-1276.php
http://www.creditcards.com/credit-card-news/credit-card-industry-facts-personal-debt-statistics-1276.php
http://www.indexcreditcards.com/credit-card-article-archives/credit-card-interest-rates-monitor-october-15-2010.html
http://www.indexcreditcards.com/credit-card-article-archives/credit-card-interest-rates-monitor-october-15-2010.html
http://www.federalreserve.gov/creditcardcalculator
http://www.occ.gov/publications/publications-by-type/survey-credit-underwriting/index-survey-credit-underwriting.html
http://www.occ.gov/publications/publications-by-type/survey-credit-underwriting/index-survey-credit-underwriting.html
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THE SOLUTION

What if a credit union offered an unsecured 
consolidation loan that mitigates credit risk, while 
creating a member-friendly repayment plan for overall 
debt reduction? The Big Payoff Loan is a solution 
that helps credit union members responsibly “chip 
away” at their credit card debt through structured 
repayment. 

Using the debt snowball concept, the borrower 
transfers a percentage of his/her unsecured debt to a 
12–18 month personal loan at a low, fixed interest 
rate. When the borrower successfully pays down this 
portion of the debt, the credit union may advance 
additional funds to pay down another portion of the 
debt. This cycle repeats itself until all debt is repaid. 

The target market for the Big Payoff Loan is 
individuals with $2,500–15,000 in card debt, a desire 
to pay off debt in its entirety, sufficient cash flow to 
meet monthly payment amounts, and a positive credit 
history of repaying similar loan balances. Referrals 
would come from front-line lending staff. 

Participating credit unions may leverage free 
marketing materials designed and provided by i3 to 
reach members via traditional marketing channels 
(statements stuffers, branch signage, websites, and 
mass media). 

MARKETING

Parameters of the program to be finalized before going 
to market include: 

•	 Maximum term (12–18 months recommended). 
•	 Minimum/maximum loan amounts ($1,000–

2,500 recommended).
•	 Application fee.
•	 Interest rate.
•	 Underwriting criteria.
•	 Requirements for initial or ongoing credit 

counseling, coaching, and/or budgeting.
•	 Terms for additional advances beyond the initial 

funding. 

Note that as with any unsecured obligation, the Big 
Payoff Loan carries risk for the credit union. However, 
that risk is somewhat mitigated as the credit union 
assumes only a small portion of the overall debt, and 
therefore has less exposure than with a traditional debt 
consolidation loan should the borrower default.  

OPERATIONAL AND OTHER 
cONSIDERATIONS

GETTING A SNOWBALL ROLLING

With a debt snowball plan, a borrower puts all excess funds 
towards their smallest debt balance until it is fully repaid, 
while making minimum payments on other balances. 
After the smallest balance is repaid, the full amount 
that was being paid toward that balance is then paid, or 
“snowballed,” toward the next lowest balance, in addition to the current minimum 
payment. This cycle is repeated until all debt is repaid. The debt snowball concept 
works because the consumer quickly reduces the number of accounts outstanding 
and feels as though progress is being made. 

Great!
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•	 Inexpensive and easy-to-understand method of 
repaying credit card debt.

•	 Quick reduction in the total amount owed, 
creating a sense of accomplishment.

•	 Improved credit rating. 

MEMBER BENEFITS

•	 Quick and easy implementation.
•	 Minimal credit risk in exchange for maximum 

member benefit. 

cREDIT UNION BENEFITS

Unitus Community Credit Union (Portland, OR, 
$832 million) ran a limited pilot in the spring 2010 
under the name the Ultimate Payoff Loan offering a 
7.99% fixed rate. Employees and members referred 
directly by a loan officer were eligible. An analysis of 
the 10 funded loans found that:

•	 The average balance at origination was $2,903. 
•	 The average credit score rose from 666 at time 

of origination to 697 over the course of the 
approximately six-month pilot. 

•	 There were no delinquencies or charge-offs. 

According to Paul Kirkbride, i3 team member and 
vice president of credit services at Unitus, one of the 

significant lessons learned during the pilot was that 
“We lost a number of prospects (a majority, if I had to 
guess) through the budgeting process, as the program 
requires the borrower pay more towards unsecured 
debt than they’re paying today; this was not always 
feasible due to overspending or underemployment.” 
However, “We landed at least two auto refinances 
[from other institutions], as we clearly identified 
savings.” A success story is that one member has 
already received a second advance, having met the 
criteria by paying off her first advance and reducing 
her overall debt as agreed, while most are scheduled 
for a second advance in the spring of 2011. 

PROOF OF cONcEPT

1 Download marketing materials, budget 
spreadsheet, interview guide, and generic loan 
documents.

2 Determine product parameters and set up on 
credit union systems.

3 Develop and execute marketing and training 
plans. 

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

tHe bIG pAyoFF loAN

Tamela Meade, American Airlines Federal Credit Union, Fort Worth, TX;  
Paul Kirkbride, Unitus Community Credit Union, Portland, OR; 

Jane Kennedy, Utilities Employees Credit Union, Wyomissing, PA;  
Chris Phillips, Land of Lincoln Credit Union, Decatur, IL

http://filene.org/home/innovation
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Virtual Finance

The Huffington Post headline says it all: “Credit 
Unions Must Win Young Consumers.”1 The author 
opines that while credit unions’ survival requires 
that they attract younger consumers, they are not 
taking action quickly enough to do so.  Although 
no silver bullet, Virtual Finance presents a unique 
approach to youth member acquisition that marries 
state-of-the art technology with the fun of online 
gaming. 

It was a big, bold idea in 2007 when an i3 team first 
explored providing financial education inside an 
immersive 3D environment. Now it is a reality that 
is garnering international attention.

Thwakk, Inc., a company founded by two i3 team 
members (Scott Moriarty and Charlie White), has 
transformed Virtual Finance into a comprehensive 
platform with multiple business applications. Their 
3D financial education game called Mo’doh Island 
(http://www.modohisland.com) is designed to 
walk teens through a lifetime of financial decision 
making, from buying a car to selecting a career, 
planning for an education, renting or purchasing 
real estate, budgeting, and saving for the future. 
It’s housed online at Thwakk’s secure data center, 
providing an online world where virtual residents 
can explore, meet other residents, socialize, 
participate in activities, travel, and create and trade 
virtual property and services with one another. 

THE OPPORTUNITY

1  The Huffington Post, “Credit Unions Must Win Young Consumers,” July 12, 2010  
http://www.huffingtonpost.com/robert-rubin/credit-unions-must-win-yo_b_640534.html 

SIMulAT ING REAl-
lIFE cHOIcES IN A 
3D V IRTuAl WORlD

http://www.modohisland.com
http://www.huffingtonpost.com/robert-rubin/credit-unions-must-win-yo_b_640534.html
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PROOF OF cONcEPT

In April 2010, Virtual Finance was tested with beta 
clients to help finalize this first generation version.  
These early adopters experienced high demand for 
the platform and continue to develop the future 
possibilities.  
 

The prototype was overwhelmingly accepted 
by teachers in the classroom. “I have never seen 
my students more engaged than I have with this 
platform,” reported Nick Weber, teacher at Holmen 
High School, Holmen, WI. Among initial players, 
71% indicated they would play again at home and 
would refer a friend. 

cREDIT UNION AND MEMBER BENEFITS

Implementing Mo’doh Island helps credit unions 
bridge the gap from financial education to member 
acquisition. The reasons to consider Mo’doh are 
numerous: 

•	 Mo’doh includes a complete package of 
educational resources for schools to incorporate 
into their personal finance curriculums. 

•	 Sponsoring Mo’doh provides an entrée for credit 
unions not only to teens, but to their educators 
and parents as well. 

•	 Business integration possibilities allow credit 
unions to position products, rates, and services 
within the simulation.  

•	 There are multiple channels for interacting with 
community members, and expanding the credit 
union’s reach beyond existing members through 
outreach and classroom facilitation. 

•	 Mo’doh is supported with robust data analytics 
that provide insight into the users’ experiences. 

Mo’doh is an easy way for next-generation 
consumers to become comfortable with financial 
transactions via a familiar format that they enjoy. 
What users experience as game play within Mo’doh 
is simultaneously building life-long financial skills 
through multiple learning techniques of seeing, 
hearing, and doing, while learning from their mistakes 
in a safe environment. 

NEW DEVELOPMENTS

Mo’doh Island was featured at FinovateFall 2010, a 
demo-focused conference in financial technology. 
Since the presentation (available at http://www.
finovate.com/fall10vid/thwakk.html), Thwakk has 
gained attention from both Consumer Reports and 
Reuters and has fielded inquiries from Europe, Asia, 
and Canada. Under development is a Canadian 
version, planned for release in spring 2011. 

Credit unions pursuing a youth strategy may find just 
the right solution with Mo’doh. There is unlimited 
opportunity for growth with this emerging Internet 
technology—by the end of 2011, there will be nearly 
700 million active users inside virtual worlds.2

Visit http://filene.org/home/innovation 
for more information.

2  Kzero Worldswide, http://www.kzero.co.uk/blog/?p=3836.

http://www.finovate.com/fall10vid/thwakk.html
http://www.finovate.com/fall10vid/thwakk.html
http://filene.org/home/innovation
http://www.kzero.co.uk/blog/?p=3836
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Debt in Focus®

A 2008 poll conducted by creditcards.com revealed 
that 80% of adults are reluctant to talk openly 
about their credit card debt with someone they just 
met. This poses a challenge for credit unions: How 
can they help members who are struggling with 
debt if the members aren’t willing to discuss their 
situations?1 

Enter Debt in Focus, a sophisticated, yet simple 
solution that breaks down the barriers that prevent 
consumers from seeking financial guidance. This 
online financial assessment tool:

•	 Is completely anonymous.
•	 Is written in easy-to-understand language. 
•	 Provides a summary of the user’s debt totals, 

ratios, and estimated budget.
•	 Delivers a personal action plan to help members 

take control of their finances.

THE OPPORTUNITY

THRIF T IS THE NEW BlAck

1 Creditcards.com, Poll: Credit Card Debt, The New Taboo Topic, http://www.creditcards.com/credit-card-news/talk-about-credit-cards-the-new-
taboo-1276.php. 

1 North American Association of State and Provincial Lotteries, http://www.naspl.org/index.cfm?fuseaction=content&PagelD=41&PageCategory=38.

i3  ide a goe s b ig

w it h ove r 200 c re d it un ion s 

c u rre n t ly im p leme n t in g !

http://www.creditcards.com/credit-card-news/talk-about-credit-cards-the-new-taboo-1276.php
http://www.creditcards.com/credit-card-news/talk-about-credit-cards-the-new-taboo-1276.php
http://www.naspl.org/index.cfm?fuseaction=content&PagelD=41&PageCategory=38
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PROOF OF cONcEPT

Generously funded by Ent Federal Credit Union 
($3.0 billion, Colorado Spring, CO), Debt in Focus 
began taking shape in late 2008. Xceed Financial 
Credit Union ($726 million, El Segundo, CA) helped 
with the design, while Centra Credit Union ($896 
million, Columbus, IN) and America First Credit 
Union ($4.9 billion, Riverdale, UT) were first to 
pilot the program with their members. Encouraged 
by the initial member response, Debt in Focus was 
beta tested at 288 North American credit unions from 
March 2009 through March 2010. 

Participating credit unions link to a customized, 
branded version of Debt in Focus from their websites. 
The number of website hits, as well as anonymous 
information about users, is tracked at the credit 
union level by a centralized reporting system. Usage 
stats during the beta test exceeded expectations and 
feedback from beta testers confirmed the market need 
for such a tool: 

•	 “Thanks for being so proactive in providing me 
this financial assessment. I had never put my 
financial picture on paper, or the computer, and 
really looked at my situation before.”  
— America First Credit Union member

•	 “Great tool. To not be embarrassed by your 
personal financial situation having to talk to 
someone is a great thing.” 
— Ent Federal Credit Union member

RESULTS

Debt in Focus user data yields interesting insights 
into the consumers who are attracted to this type of 
program, which would be useful to credit unions in 
providing loan products to meet their needs: 

•	 Users have an average total debt load of over 
$112,000, with a debt-to-income ratio  
around 23%.

•	 Their household incomes average over $55,000.
•	 35% have not reviewed their credit score in the 

past 12 months. 

In addition:

•	 Nearly 45% of users are under age 35.
•	 Nearly one in four indicates that their primary 

financial institution is a bank.

Debt in Focus is reaching the most sought after 
market in financial services: consumers in their prime 
borrowing years who crave trustworthy financial 
guidance and can be lured away from competing 
banks. Could this be credit unions’ ticket to attracting 
the elusive young adult segment? Debt in Focus users 
certainly fit this profile.

cALL FOR cREDIT UNIONS

With the support of the i3 team and beta credit unions, 
several enhancements were made to Debt in Focus to 
improve functionality. In addition, the development 
team completed the trademark registration, selection 
of a secure data server provider, and a thorough security 
assessment. 

An updated Debt in Focus was made available to the 
credit union system in April 2010. Since that time, over 
200 credit unions have subscribed, helping push the total 
usage to date of Debt in Focus to over 250,000 visits.

Filene Research Institute members enjoy a discounted 
rate (in addition to a small set-up fee). Installation is 
quick and easy, with most credit unions functioning in 
less than one week. For more information, visit http://
www.filene.org/debtinfocus and view the “Thrift 
Is The New Black” video that provides a complete 
overview of the product. 

Partnerships helping thousands of 
consumers get access to free financial 
guidance:

REAL Solutions 
Texas credit Union League 
credit Union Association of New 
Mexico 
New Jersey credit Union League

Visit http://filene.org/home/innovation 
for more information. 

http://www.filene.org/debtinfocus
http://www.filene.org/debtinfocus
http://filene.org/home/innovation
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Notes
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In addition, despite high expectations for college, 
lower-income families are less likely to accumulate 
college savings than higher-income families. Some 
92% of parents believe that it is “likely” their child 
will receive a higher education, but only 32% of 
parents making less than $35,000 a year are actually 
saving for their child’s college.3  
 

User-friendly account options, especially if combined 
with incentives, can provide encouragement for 
families to save. Many education savings products, 
such as 529 plans—a type of tax-advantaged college 
savings plan authorized by Section 529 of the Internal 
Revenue Code—have traditionally been housed with 
investment companies and have an elaborate process 
for account opening that lacks the convenience of gift 
choices such as gift cards, checks, cash, etc.  

THE OPPORTUNITY

For the first time in generations, young adults in the United States are 
no longer attaining post-secondary education at a higher rate than 
their parents.1 For students in low-income households, the challenge of 
obtaining a college degree is especially difficult. Families making less 
than $20,000 a year face an average cost burden of at least 44% of their 
annual incomes for four-year public universities, even after factoring in 
grant aid.2 

1 Ryu, M. (2008). Minorities in Higher Education 2008: Twenty-third Status Report. Washington, DC: American Council on Education.
2 Advisory Committee on Student Financial Assistance. (2008). Mortgaging Our Future: How Financial Barriers to College Undercut America’s Global 

Competitiveness. 
3 Sallie Mae. (2008, August). How America Pays for College 2009: Sallie Mae’s National Study of College Students and Parents. Conducted by Gallup. 

Reston, VA: Sallie Mae. 

credit unions are known for 
collaboration. Why hasn’t this been done 
before? It seems obvious. With rising 
costs and multiple healthcare delivery 
challenges on the horizon, perhaps the 
time is ripe. 
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GoalMine’s available marketing materials are 
designed to target credit union members who have 
limited means, have children in their households, 
and have established savings accounts but may be 
looking for better terms or different investment 
options.  

MARKETING

Participating credit unions will receive reports from 
GoalMine with details of membership goals. Data 
mining and developing a consumer contact plan will 
allow the credit union to take full advantage of the 
information to expand member relationships. 

OPERATIONAL AND 
OTHER cONSIDERATIONS

THE SOLUTION

GoalMineTM provides the means for credit unions to 
engage with the college savings marketplace through a 
new and innovative portal that:  

•	 Simplifies the college saving process by using an 
accessible and familiar instrument: a gift card.  

•	 Lets friends and family help people save by using 
powerful online social networking tools.

•	 Provides a state-of-the-art and easy-to-use website 
that provides marketing and customer insight 
opportunities.

As trusted community financial institutions, credit 
unions are in a prime position to promote and 
capitalize on increased college savings activity  
among lower- and moderate-income members by 
providing access to easy-to-use, appropriate savings 
tools and products. 

THE POWER BEHIND GOALMINE

Gratio capital is a San Francisco–based asset management company spearheading 
a movement to provide consumers access to simple and low-cost tools that will 
help them achieve financial goals. In addition to traditional mutual fund offerings, 
Gratio has introduced the GoalMine product in an effort to make investing affordable, 
understandable, and social.
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•	 Low, $25 minimum initial investment (not the 
$2,500 industry average).

•	 Possible to purchase and give mutual funds on a 
convenient gift card.

•	 Socially networked, with fundraising features that 
allow users to track and share progress online and 
solicit help from friends and family.

MEMBER BENEFITS

•	 Platform for first-ever retail gift card approach to 
investing.

•	 Low barrier to participate—no need to start a 
relationship with a broker.

•	 Opportunity to leverage customer data for cross-
marketing of other products, such as mortgages, 
loans, transaction accounts, and more.

•	 New revenue streams from gift card sales and 
GoalMine referrals.

•	 Gifting model can boost young customer 
acquisition efforts as older members buy cards for 
younger family members.

cREDIT UNION BENEFITS

A GoalMine pilot was launched at Metro Credit 
Union ($44 million, Springfield, MO) and People 
for People Credit Union ($1.2 million, Philadelphia, 
PA) in November 2010. The credit unions targeted 
youth members, newborn to 18, through direct mail 
offers and social networking sites. Metro Credit 
Union kicked off the program at a Veggie Tales 
Premier Event at a local theater. The pilot will run 
through November 2011 and will be evaluated at that 
time. Lisa Ebisch, marketing consultant, explains the 
premises of the pilot by noting, “Recent targeted focus 
group studies indicate that parents feel a significant 
need to find products and services for their youngsters 
that will encourage savings for key future financial 
needs and enhance their investments.” 

PROOF OF cONcEPT

1 Contact Filene at innovation@filene.org to 
participate in a 2011 pilot. 

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

GoAlMINetM

Mike Kenzie, Patriot Federal Credit Union, Chambersburg, PA; Bob Morgan, NorthCountry Federal Credit Union, South Burlington, VT; Jane Kennedy, Utilities Employees 
Credit Union, Wyomissing, PA; Paul Ebisch, Assemblies of God Credit Union, Springfield, MO; Leigh Tivol, CFED, Washington, DC
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80 
million 
Boomers

78 
million Gen-Ys

(Millenials)

46 
million 

Gen-Xers

AT TRAcT ING THE VAluA BlE

GEN-X M ARkET 
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UMATTER

Today, as they turn 30–45 years old, Gen-Xers find 
themselves peaking in their careers, accumulating 
net worth, and making major life cycle purchases 
(such as homes, cars, etc.). They are also developing 
savings habits for kids’ college educations and future 
retirement. However, they often remain untargeted 
by financial institution marketing programs that 
have focused on larger target groups. There is an 
untapped opportunity to offer exclusive and value-
added services to this demographic, betting on their 
future high net worth potential. 

THE OPPORTUNITY

In 2008, a Time magazine story titled “Gen-X: The Ignored Generation?” 
looked at this often-forgotten demographic group.1 These 46 million 
individuals born from 1965 to 1981 are sandwiched between 80 million 
baby boomers (born from 1946 to 1964) and 78 million Gen-Ys, or 
Millennials (born from 1982 to 2000). A Google search offers proof: There 
are pages of articles and academic studies on Boomers and Millennials, 
but relatively scant information on the characteristics of Gen-Xers. Author 
John Ulrich explains, “‘Generation X’ has always signified a group of 
young people, seemingly without identity, who face an uncertain, ill-defined 
(and perhaps hostile) future.” 2   

1 Time, http://www.time.com/time/arts/article/0,8599,1731528,00.html. 
2 GenXegesis: Essays on Alternative Youth (Sub)Culture, Andrea L. Harris, http://books.google.com/books?id=v10ZUR_Ca3EC&pg=PA3&lpg=PA3&

dq=john+ulrich+generation+x&source=bl&ots=_hFXstlOXK&sig=wZF2WNe90qk2WxP_oUfglZav3QI&hl=en&ei=yPvyTLPfLMicnAfAhtTjCg&s
a=X&oi=book_result&ct=result&resnum=2&ved=0CBoQ6AEwAQ#v=onepage&q=john%20ulrich%20generation%20x&f=false.

http://www.time.com/time/arts/article/0,8599,1731528,00.html
http://books.google.com/books?id=v10ZUR_Ca3EC&pg=PA3&lpg=PA3&dq=john+ulrich+generation+x&source=bl&ots=_hFXstlOXK&sig=wZF2WNe90qk2WxP_oUfglZav3QI&hl=en&ei=yPvyTLPfLMicnAfAhtTjCg&sa=X&oi=book_result&ct=result&resnum=2&ved=0CBoQ6AEwAQ#v=onepage&q=john%20ulrich%20generation%20x&f=false
http://books.google.com/books?id=v10ZUR_Ca3EC&pg=PA3&lpg=PA3&dq=john+ulrich+generation+x&source=bl&ots=_hFXstlOXK&sig=wZF2WNe90qk2WxP_oUfglZav3QI&hl=en&ei=yPvyTLPfLMicnAfAhtTjCg&sa=X&oi=book_result&ct=result&resnum=2&ved=0CBoQ6AEwAQ#v=onepage&q=john%20ulrich%20generation%20x&f=false
http://books.google.com/books?id=v10ZUR_Ca3EC&pg=PA3&lpg=PA3&dq=john+ulrich+generation+x&source=bl&ots=_hFXstlOXK&sig=wZF2WNe90qk2WxP_oUfglZav3QI&hl=en&ei=yPvyTLPfLMicnAfAhtTjCg&sa=X&oi=book_result&ct=result&resnum=2&ved=0CBoQ6AEwAQ#v=onepage&q=john%20ulrich%20generation%20x&f=false
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Since Gen-X members are active online and adept in 
the use of social media, UMatter features a template 
website that use a Skysa Web 2.0 media bar to 
enhance the experience with integration with multiple 
applications, such as Facebook, Twitter, Flickr, 
YouTube, and RSS feeds. Leveraging social media 
channels is a key marketing tactic, supported by a 
2008 Forrester study that found Gen-X tends to use 
technologies that support their lifestyle needs, such as 
online banking and online shopping.5 

A companion tactic is eliciting referrals from key 
existing members who are initially attracted to the 
package of benefits and want to share the savings 
with their network of friends and colleagues. Through 
this combination of word-of-mouth marketing and 
social media, UMatter is designed to grow virally 
via the preferred communication methods of this 
demographic and to remain exclusive. 

MARKETING

While the customization and integration of the social 
experience is sophisticated, its template form should 
prove easy enough for anyone with basic knowledge of 
HTML to implement within a few hours. 

The more challenging component of UMatter is 
the program design itself, ensuring the products 
and services offered meet the needs of this unique 
demographic.

OPERATIONAL AND OTHER 
cONSIDERATIONS

THE SOLUTION

UMatter (working title) is a bundle of service 
discounts targeted directly at Gen-X that is designed 
to increase the number of products per household 
and attract new members through a referral program. 
By identifying and seeking out this neglected 
demographic group and helping them create a 
prosperous future, credit unions will find a ready-
made market eager for their services. Participating 
UMatter members could also earn higher levels of 
benefits with the more referrals they make, which 
would appeal to those with a what’s-in-it-for-me 
attitude.3 

Credit unions should establish their own requirements 
for participating in UMatter, as well as the rewards. 
While program design can be accomplished by 
selecting various products and services the credit 

union already offers, the real success in the program 
lies in the ability to zero in on what Gen-Xers really 
value. As a group, they may be characterized as: 

•	 Acutely sensitive to the prices they pay and the 
value they receive in return. 

•	 Always looking for a discount or shortcut. 
•	 Evaluating a transaction on the basis of the value 

it appears to offer. If it doesn’t offer the right 
value, they will take their business elsewhere.

•	 Impressed by marketing skills that enable an 
institution to make its best case quickly and easily 
to busy consumers.

•	 Less likely to trust good intentions or a well-
designed institutional process and more likely 
to trust bottom-line incentives and personal 
accountability.4  

3 Suite101, http://www.suite101.com/content/veterans-baby-boomers-gen-x-gen-y-and-gen-z-a185353. 
4 The School Administrator. (2010, January)  Vol. 67, No. 1, “Meet Mr. and Mrs. Gen X: A New Parent Generation,” http://www.aasa.org/

SchoolAdministratorArticle.aspx?id=11122. 
5 BizReport, http://www.bizreport.com/2008/07/whats_the_difference_between_gen_x_and_gen_y.html#. 

BINGO!

http://www.suite101.com/content/veterans-baby-boomers-gen-x-gen-y-and-gen-z-a185353
http://www.aasa.org/SchoolAdministratorArticle.aspx?id=11122
http://www.aasa.org/SchoolAdministratorArticle.aspx?id=11122
http://www.bizreport.com/2008/07/whats_the_difference_between_gen_x_and_gen_y.html#
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The Filene i3 team conducted a survey of Gen-X 
members and prospects from Assemblies of God 
Credit Union ($102 million, Springfield, MO), 
Baxter Credit Union ($1.4 billion, Vernon Hills, 
IL), Xceed Financial Credit Union ($726 million, 
El Segundo, CA), FAA Credit Union ($466 million, 
Oklahoma City, OK), and First South Credit Union 
($364 million, Bartlett, TN) to assess their interest in 
such a program and the desired benefits. Significant 
findings included:*

* multiple answers allowed

•	 74% of the 698 respondents were somewhat 
interested, interested, or very interested. Of these, 
16% were very interested.

•	 81% said they would be somewhat likely, likely, 
or very likely to refer a friend, with 18% very 
likely.  

•	 Of the proposed benefits, 76% were interested 
in loan discounts and cash prizes, 71% were 
interested in free ATM transactions worldwide, 
and 59% were interested in a free credit report.

PROOF OF cONcEPT

1 Assess the organization’s readiness in terms 
of qualified personnel, as well as cultural 
willingness to support a “private banking”–type 
of program. 

2 Determine Gen-X needs, the benefits to be 
awarded, and the referral levels necessary to 
achieve them.  

3 Identify key potential members with the 
minimum account qualification to be early 
adopters who will then fuel the program with 
referrals. 

4 Develop a marketing plan, customize 
marketing materials, and implement the online 
components.

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Exclusivity and value-added services.
•	 Access to credit union benefits normally reserved 

for high-net-worth members.

cREDIT UNION BENEFITS

•	 Deposit and loan growth.
•	 Member expansion, retention, and acquisition.
•	 Pipeline to fuel future growth. 

UMAtter

Paul Ebisch, Assemblies of God Credit Union, Springfield, MO; Mark Coudriet, Xceed Financial Credit Union, El Segundo, CA; C.J. Presto, Baxter Credit Union,  
Vernon Hills, IL; Alison Wolf, FAA Credit Union, Oklahoma City, OK ; Yolanda Draine, First South Financial Credit Union, Bartlett, TN
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BLAcK STAR 

U.S. credit unions, seemingly a natural source for 
cooperative financing, have only done so on a limited 
basis. Restrictions capping business loans at 12.25% of 
assets have resulted in credit unions holding only 5% 
of all small business loans. Credit unions are asking 
Congress to raise the cap to 25%, which, according to 
CUNA chief economist Bill Hampel, would make $25 
billion in loans available over three years.1

Further, lending institutions in general have a hard 
time fitting a cooperative entity into their standard 
lending practices. An article in the Canadian monthly 
newspaper The Dominion does an excellent job of 
describing the gap between lenders and co-ops:

“Securing financing is a challenge for any new 
business, but if you happen to be a cooperative 
it’s particularly difficult,” says Lynne Markell, 
Government Affairs Policy Advisor with the 
Canadian Co-operative Association (CCA). 
“Traditional lenders don’t understand co-ops 
and there is a large dependence on members to 
provide the initial capital.”

Traditional lending institutions seek applicants 
that are low-risk, high-return. Formally or 
informally, lenders impose a set of conditions 
upon those seeking financing to ensure they are a 
“desirable” investment. By requiring a particular 
kind of business plan, management structure, 
or certain profit margins, lenders can influence 
cooperatives seeking financing to conform with 
traditional notions of how businesses are run. 
What is desirable from the perspective of the 
lender may not be desirable for the cooperative 
members, or the values they are trying to 
maintain.

Cooperatives seeking to build an organization 
that redistributes resources and decision-making 
to their members or their community are faced 
with the awkward situation of seeking funds from 
institutions that will steer them towards values 
opposed to their own.2

THE OPPORTUNITY

The brewpub Black Star co-op (Austin, TX) had a problem. To get their 
space built out and open to the public, while anticipating cash flow 
challenges during the first months of operations, the pub and brewery 
needed financing. Soon. Even after two rounds of fundraising through 
member-investor shares and a bank loan for equipment, they anticipated 
a need for a line of credit to carry them through unexpected liquidity 
crunches. But they found, as have many cooperatives, that lending 
institutions struggle with financing their ventures.

1 USA Today, Credit Unions: Lift Cap on Small-Business Loans, March 1, 2010, http://www.usatoday.com/money/economy/2010-03-01-
creditunions27_ST_N.htm. 

2 The Dominion, Financing the Cooperative Movement For Better or Worse? April 5, 2010, http://www.dominionpaper.ca/articles/3270. 

http://www.usatoday.com/money/economy/2010-03-01-creditunions27_ST_N.htm
http://www.usatoday.com/money/economy/2010-03-01-creditunions27_ST_N.htm
http://www.dominionpaper.ca/articles/3270
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There are two specific target markets for this product:

1.  Cooperatives, either established or in a start-up 
capacity, that would secure financing from their 
credit union with support from their co-op 
member-owners. 

2.  Cooperative members as a continuation of their 
investment in the financial operations of the 
cooperative. Pledging funds for their cooperative 
should make it possible for the cooperative to 
borrow at a less-than-prevailing interest rate, 
resulting in lower operating costs.

The share-secured loan would be promoted to 
both groups via the credit union website as well as 
with in-branch signage and promotional materials. 
Direct networking with cooperative leaders is also an 
important strategy. 

MARKETING

THE SOLUTION

The answer for Black Star was to find a way to 
structure the financing that would reduce the lender’s 
risk while ensuring the co-op got the funding it 
needed through a share-secured line of credit at a 
credit union. Secured lending isn’t new, but the twist 
is that the shares (certificates of deposit) pledged 
belong to the co-op’s members. Here’s how it works. 
A co-op member joins a credit union and opens a 
certificate at the current market rates. The deposited 
funds are then designated as collateral for the co-
op’s line of credit. The member accepts and signs a 
disclosure that their funds on deposit would be at risk 
if the co-op were to default on their loan.

The major operational issues are focused on the ability 
for the credit union to have:

•	 Data processing and/or record-keeping systems to 
accommodate pledging of one member’s shares to 
another’s loan. 

•	 Staff adequately trained to provide education to 
both potential and existing members as well as 
those managing the cooperative to explain and 
cross-sell the product. 

•	 Lenders fully prepared to handle the disclosure 
to the cooperative member placing funds into 
a term deposit and the risk associated with 
potential loan defaults.

OPERATIONAL AND OTHER 
cONSIDERATIONS

  Interestin g –  
 in dividuals puttin g  
 up their money to build   their own cooperative – like a member share  
 at a credit un ion !

BLAcK STAR cO-OP  
AT A GLANcE

Black Star set out to be the nation’s 
first cooperatively owned brewery 
and pub, establishing an alternative 
business model for brewpubs and 
helping to expand the cooperative 
movement into new and innovative 
areas. After years of planning, hard 
work, and fundraising, it marked its 
grand opening on December 10, 2010 
following a soft opening in September. 
To date it has over 2,500 members 
and it has raised more than $475,000 
in member-investor shares. 

What if credit un ion s 

could grow members  

at the same pace as  

their cooperative  

counterparts do?
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A test was launched with Black Star and A+ Federal 
Credit Union ($810 million, Austin, TX) with the 
idea of a share-secured line of credit. The concept was 
familiar as A+ currently offers share-secured loans 
to its members. Credit union chief executive officer 
Kerry Parker and senior vice president of lending (and 
new i3 member) Sharon Gaugler came to believe that 
structuring the cooperative loan in this fashion would 
sufficiently reduce the risk to the credit union for a 
loan that ordinarily would be a challenge to the credit 
union’s underwriting criteria. 
 
 

Gaugler and her team prepared the disclosures 
and loan product details with the appropriate 
legal and compliance reviews, met with Black Star 
representative Steven Yarak to work out the terms of 
the line of credit, and began the effort to offer the 
CD product. Black Star has been accepted as a select 
employee group of A+, and product discussions are 
continuing. 

Additionally, Melissa Hoover, executive director of 
the United States Federation of Workers Cooperatives 
(USFWC), has expressed interest in options to market 
the CD-secured line of credit for other cooperatives 
nationwide.

PROOF OF cONcEPT

1 Visit www.why.coop to find cooperatives located 
in your credit union’s field of membership and 
contact to build relationships. Why Co-op? is a 
collaborative website that connects cooperatives 
of all sectors. This i3 idea is currently under 
development with support from the National 
Cooperative Business Association (NCBA) with 
an expected launch date in early 2011.

2 Modify underwriting criteria and loan disclosures 
as needed. 

3 Develop and implement staff training and 
marketing plans. 

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Connects cooperative members with credit 
unions that support and share cooperative 
principles.

•	 Contributes to the success of a cooperative that 
they support and patronize. 

cREDIT UNION BENEFITS

•	 New member growth through members of the 
cooperative, as well as the cooperatives’ business 
accounts. 

•	 Increased deposits and loans.
•	 Fee and interest income.
•	 Reduced lending risk for the line of credit with 

the co-op CD as collateral.

blACK stAr

C.J. Meyers, Teachers Federal Credit Union, Farmingville, NY; Yolanda Draine, First South Financial Credit Union, Bartlett, TN; Steven Yarak, Black Star Co-op, Austin, TX;  
Dawn Collins, Mt. Lehman Credit Union, Mt. Lehman, BC; Charlie Roberts, State Department Federal Credit Union, Alexandria, VA

www.why.coop
http://filene.org/home/innovation
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1 Volunteering in America 2010: National, State and City, Corporation for National and Community Service, Office of Research and Policy Development, 
Washington, DC, June 2010, http://www.nationalservice.gov/about/role_impact/performance_research.asp#VIA_2010. 

2 Canada Survey of Giving, Volunteers, Statistics Canada, Ministry of Industry, & Participation, 2009, www.statcan.gc.ca/pub/71-542-x/71-542-
x2009001-eng.pdf. 

3 Corporation for National and Community Service, http://www.independentsector.org/volunteer_time. 

On a broader scale, citizens across North America 
contribute in excess of 10 billion hours of volunteer 
time to causes of all types. This commitment of time 

and energy contributes in excess of $200 billion to 
local economies and makes a considerable difference 
in communities across the Continent.

In this time of economic crises and global recession, 
volunteerism has become one of the most recognizable 
initiatives in North America.

THE OPPORTUNITY

A 2010 i3 survey of 524 college students from the college Houses 
cooperatives in Austin, TX garnered 60 responses that revealed: 

•	 	90%	currently	or	have	in	the	past	volunteered	for	a	charitable	
organization or community event.

•	 	84%	volunteer	to	make	an	impact	on	their	campus	or	community	
and 80% volunteer to serve a cause close to their heart (multiple 
answers allowed). 

United States1  (2009 Data) Canada2  (2007 Data)

Number of Volunteers 63.4 Million 
(26.8% of adult population)

12.5 Million 
(46% of adult population)

Volunteer Hours 8.1 Billion Hours 
(2.45 Hours/Week/Volunteer)

2.1 Billion Hours 
(3.23 Hours/Week/Volunteer)

Value of Contribution $169 Billion $43 Billion

Credit Union Volunteerism Not Available 276,000 Hours 
59% of employees involved as part of 
workweek3

http://www.nationalservice.gov/about/role_impact/performance_research.asp#VIA_2010
www.statcan.gc.ca/pub/71-542-x/71-542-x2009001-eng.pdf
www.statcan.gc.ca/pub/71-542-x/71-542-x2009001-eng.pdf
http://www.independentsector.org/volunteer_time
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SO MANY cHOIcES

How does a credit union go about 
selecting the qualifying volunteer 
opportunities? Many credit unions 
already have a history of supporting 
particular nonprofits/charities,  
and would welcome having a  
way to increase their role. Other  
options include participating in  
the Volunteer Match Program  
(www.volunteermatch.org) or 
through the HandsOn Network 
(www.handsonnetwork.org). 
Both are nationwide programs 
with demonstrated successes in 
providing volunteer opportunities 
to over 145,000 nonprofits. To 
qualify for VolunTIER rewards, the 
volunteer work must be done at a 
project listed on the credit union’s 
VolunTIER web page.

Community-minded young adults, a desirable credit 
union target market, will naturally be drawn to 
VolunTIER. Connections at the organizations that 
are benefiting from the volunteer efforts would be 
leveraged to promote the program and attract new 
members to the credit union. Credit unions would 
also implement traditional marketing plans that may 
include in-branch merchandising and communication 
through customary channels (member newsletters, 
statement stuffers, etc.). 

MARKETING

THE SOLUTION

With 90+ million members to draw on, credit 
unions are uniquely positioned to spur even further 
volunteerism with an innovative program that tracks 
and rewards volunteer contributions. 

Members participating in the credit union’s 
VolunTIER program can earn rewards for every hour 
of volunteer work they complete at an approved 
charity, up to 100 hours of volunteer work per year. 
The VolunTIER program is a way to thank members 
who, through their demonstrated commitment, 
inspire others to engage in volunteer service. 

Credit unions will have the ability to choose 
appropriate reward tiers and incentives based on 

the level of volunteerism, allocated among these 
categories: 

•	 Free services.
•	 Discounts on credit union products.
•	 Fee waivers.
•	 Credit union logo merchandise.
•	 Charitable donation.

VolunTIER would have a dedicated website featuring 
program information, volunteer registration and 
reporting, organization profiles and volunteer 
opportunities, and success stories. The credit union 
may host social functions and awards ceremonies to 
build community among its corps of volunteers.
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A growing body of academic and market research 
suggests Millennials (individuals born between the 
years of 1982 and 2001) are civic-minded and socially 
conscious. Consider the results of a 2006 survey of 
1,800 13–25-years olds that found:

•	 80% of survey respondents volunteer, either 
weekly, monthly, or once or twice a year. 

•	 61% are worried about the state of the world and 
feel personally responsible to make a difference. 

However, the survey also revealed that these youth 
volunteers feel as though there is something important 
and vital missing from their efforts. As a generation 
that expects immediate gratification and feedback, 
Millennials need to learn about and/or see an 
immediate benefit from their actions to feel that they 
are “making a difference.”  

This was confirmed by the i3 College Houses 
Cooperatives survey that showed 86% of students 
would seriously think about joining a credit union that 
offered a program of this nature, with 28% saying they 
would definitely join. 84% said they’d be more likely 
to volunteer based on the ability to receive rewards. 
Student answers revealed their motivations for 
volunteering. When asked, “What comes to mind 

when you think of volunteering?” a sampling of 
responses included:  

•	 “Social fabric. We must consider our community 
valuable and take care of one another.” 

•	 “Helping others out, being a part of the 
community.”

•	 “Giving people what they need, not what you, as 
an outsider, think they need.”

•	 “Making a difference where I can.”
•	 “Helping others. Giving back to the community. 

Being socially responsible. Thinking outside 
yourself.”

PROOF OF cONcEPT

VolUNtIer

Shelly Berryman, SchoolsFirst Federal Credit Union, Santa Ana, CA; Eric Dillon, Servus Credit Union, Edmonton, AB; Louise Delaney, Salmon Arm Savings and Credit Union, 
Salmon Arm, BC; Alan Robinson, College Houses Cooperatives, Austin, TX; Mark Coudriet, Xceed Financial Credit Union, El Segundo, CA

GETTING STARTED

1 Develop credit union–specific program 
parameters, including the eligible volunteer 
opportunities, award tiers, and incentives. 
Consider surveying local members of the target 
market to get feedback and buy-in.  

2 Develop a budget and marketing plan. 
3 Create the program website and collateral 

materials.

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Rewards commensurate with the amount of time 
and energy contributed to charitable causes.

•	 Recognition by the credit union.
•	 Networking/socializing opportunities with other 

civic-minded individuals. 

cREDIT UNION BENEFITS

•	 Reward tiers and prizes customized to fit the 
available budget. 

•	 Relationship-building and increased member 
retention.

•	 Attract a younger target market. 

4 The 2006 Cone Millennial Cause Study, http://www.solsustainability.org/documents/toolkit/2006%20Cone%20Millennial%20Cause%20Study.pdf. 

http://filene.org/home/innovation
http://www.solsustainability.org/documents/toolkit/2006%20Cone%20Millennial%20Cause%20Study.pdf
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cU LAUNcH

Start-up business owners would add that in 
addition to more money, time, and people, access to 
professional resources specific to their needs would 
positively impact their success rate. They would like to 
talk to someone who’s been in their shoes (or rather, 
in their field) before to help avoid some of the pitfalls 
and gain insight into best practices to help them 
succeed.

A Filene i3 survey of 75 business owners offers 
supporting evidence. Respondents noted that in 
addition to better financing options, they would 
like access to expertise in the areas of marketing, 
accounting/bookkeeping, web design/technology, and 
connecting with others in their particular industry. 

THE OPPORTUNITY

Starting a business is risky: 3 of 10 new firms fail within the first two years 
and 5 of 10 fail within five years.1 Major factors in a firm’s survivability 
include an ample supply of capital, being large enough to have 
employees, the owner’s education level, and the owner’s reason for 
starting the business.2

1  U.S. Small Business Administration Office of Advocacy, The Small Business Advocate, August–September 2009,  
http://www.sba.gov/advo/aug-sep09.pdf. 

2  U.S. Small Business Administration Office of Advocacy, The Small Business Advocate, October–November 2008,  
http://www.sba.gov/advo/oct_nov08.pdf. 

http://www.sba.gov/advo/aug-sep09.pdf
http://www.sba.gov/advo/oct_nov08.pdf
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THE SOLUTION

CU Launch matches up businesses and their needs 
with credit union volunteers who can make a 
difference, creating a customized and consultative 
support system in areas such as:

•	 Strategic planning (business plan/project 
planning, balance sheet).

•	 Third-party vendor screening.
•	 Writing (grant application, copywriting).
•	 Human resources.
•	 Accounting.
•	 Public relations.
•	 Marketing services (graphic design, advertising, 

campaign strategy).
•	 Information technology.
•	 Legal services.

CU Launch is predicated on building a pool of 
volunteers who will make a time commitment to help 
those in need of assistance. This is a natural fit for 
credit union members and employees, many who are 
already active volunteers in their communities.

The primary target market for CU Launch is small 
start-up businesses with limited access to marketing, 
bookkeeping, and technology. Credit union members 
and employees with documented areas of expertise in 
these areas are also needed to execute the concept.

A successful program to connect to business owners 
may include: 

•	 Participation in trade fairs and chamber of 
commerce events.

•	 Developing relationships with small business 
incubators, community colleges and universities, 
government agencies that support small 
businesses, and centers of influence, such as 
accountants and attorneys. 

Additional efforts toward attracting existing and 
prospective members to CU Launch include:

•	 Creating a Launch Pad Resource Center inside 
branches.

•	 A social marketing approach with Tweets, web 
banners, blogs, FaceBook page, YouTube video, 
and email blasts. 

•	 Generating buzz by offering The Big Idea 
Challenge, a contest to create awareness among 
members and potential members about the 
credit union’s business service offerings and its 
commitment to entrepreneurship. See the i3 
concept The Big Idea at www.filene.org for more 
information about these challenges. 

MARKETING

With any professional relationship, an important 
consideration is ensuring there is a shared 
understanding from both parties (the business owner 
and the credit union volunteer) on the expectations 
of the relationship. Although CU Launch offers more 

of an informal mentoring and coaching experience, 
the arrangement should include mutually agreed-
upon goals, tactics, accountabilities, timeline, and 
additional resources to be contributed. 

OPERATIONAL AND OTHER cONSIDERATIONS

In 2008, an i3 team developed The 
Big Idea, a concept that includes The 
Big Idea Evaluator, which is a tool to 
evaluate business readiness. Once 
a start-up business has completed 
the Evaluator and lined up financing, 
participation in cU Launch is a logical 
next step for securing additional 
resources to help them get off the 
ground running—in the right direction.
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Canada’s Servus Credit Union ($10.1 billion, 
Edmonton, AB) was on board for an early pilot 
of CU Launch. Working with the Lloydminster 
Chamber of Commerce and an entrepreneurial/
community development group called Community 
Futures, Servus developed relationships with three 
small businesses (none existing credit union members) 
to provide mentoring services. One business has 
since moved its relationship to Servus. While on 
a small scale, the pilot showed promise that small 
businesses are interested in getting more value from 
their financial partners and a credit union can use CU 
Launch to position itself as a trusted source of advice 
and expertise. Servus is continuing to explore the 

partnership with the Chamber of Commerce in hopes 
of growing the program. 
 
Kelley Parks, i3 member and entrepreneur, formerly 
with Call Federal Credit Union ($348 million, 
Richmond, VA), donated marketing/web expertise to 
women’s clothing store Chi’s Boutique of Winston-
Salem, NC. Catherine Itterman, owner, expressed her 
appreciation of the advice and mentorship, “I am at 
the verge of tears with excitement and am at a loss 
for words (which is rare)… Thank you doesn’t quite 
express the gratitude that I feel.” Actual success of the 
new website design will be measured over time with a 
year-to-year comparison of hits. 

PROOF OF cONcEPT

1 Recruit volunteer mentors with specific expertise 
from credit union staff and membership.

2 Connect with the small business community to 
identify owners who could most benefit from the 
service. 

3 Conduct a limited pilot to capture learning and 
modify program as needed before rolling out on a 
larger scale.

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Achieve their dream of starting a successful 
business.

•	 Customized advice and mentorship. 
•	 Access to tools and resources. 

cREDIT UNION BENEFITS

•	 Point of differentiation from other financial 
institutions.

•	 Access to potential lucrative small business 
market. 

•	 Staff and member growth and satisfaction 
through volunteering.

•	 Public relations opportunity resulting in positive 
perception by regulators and legislators.

CU lAUNCH

Eric Dillon, Servus Credit Union, Edmonton, AB; Brandon Riechers, Royal Credit 
Union, Eau Claire, WI; C.J. Meyers, Teachers Federal Credit Union, Farmingville, NY; 

Ginger Salt, (formerly) Truliant Federal Credit Union, Winston-Salem, NC; Kelley Parks, 
(formerly) Call Federal Credit Union, Richmond, VA 

http://filene.org/home/innovation
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The Leap

An October 2009 survey of 6,000 people in 10 
countries shows widespread global concern for the 
environment: 

•	 68% of respondents feel that it is becoming more 
unacceptable not to make efforts to show concern 
for the environment.

•	 83% of people are willing to change 
consumption habits if it can help make the world 
a better place to live.

This is affecting their views of companies they 
choose to patronize: 

•	 59% have a better opinion of corporations that 
integrate good causes into their business no 
matter why they do so. 

•	 66% believe that it’s no longer enough for 
corporations to merely give money away, but that 
they must integrate good causes into their day-to-
day business.1

Credit unions that enjoy a position of trust 
with their membership can only enhance 
their reputations with a commitment to pro-
environment and sustainability efforts.  

One easy way is through an i3 innovation called 
The Leap. This interactive website helps members 
become more green by highlighting how to save 
green in the wallet by making good choices and 
taking advantage of money-savings and eco-friendly 
options offered by their credit union. Members are 
encouraged to stop just thinking about going green 
and take action.

THE OPPORTUNITY

1 Edelman goodpurpose™ Consumer Study, http://www.edelman.com/news/ShowOne.asp?ID=222. 

AN EASy WAy TO GO GREEN 

http://www.edelman.com/news/ShowOne.asp?ID=222
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cREDIT UNION AND MEMBER BENEFITS

As a springboard for credit unions to both enhance 
their own green initiatives and also connect with 
socially responsible consumers, The Leap:  

•	 Promotes thrift, as members learn new ways to 
save by making smart eco-friendly choices.

•	 Is easy to implement with a simple link from the 
credit union’s website

•	 Can be customized with links to a credit union’s 
own green products and services.

cALL FOR cREDIT UNIONS

Since the early prototype was unveiled in September 
2009, The Leap has been further refined and is 
ready for implementation. Filene is now recruiting 
credit unions to implement a customized version 
of The Leap prior to Earth Day on April 22, 2011. 
Marketing materials will be provided. Next up:

•	 A Canada-specific version of The Leap is in the 
planning stages.

Interested in the Leap? 
•	 Check out www.theleapforgreen.com. 
•	 Contact innovation@filene.org to get involved. 

Visit http://filene.org/home/innovation 
for more information.

http://www.theleapforgreen.com
mailto:innovation%40filene.org?subject=
http://filene.org/home/innovation
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1 International Co-operative Alliance, http://www.ica.coop/members/member-stats.html.  

Cooperatives are significant economic contributors 
to national economies:
•	 Canadian maple sugar cooperatives produce 35% 

of the world’s maple sugar production.
•	 In the United States, more than 30 cooperatives 

have annual revenue in excess of $1 billion. 
In 2003, the top 100 U.S. cooperatives had 
combined revenues of $117 billion. 

•	 In addition, approximately 30% of farmers’ 
products in the U.S. are marketed through 3,400 
farmer-owned cooperatives.

It’s clear how vital cooperatives are to the world 
economy, and consumers enjoy significant benefits 
from their successes. However, it can be challenging 
for co-ops to obtain traditional financing because 
their business structure is often unfamiliar to 
lenders. The prospect is made even more difficult 
if their balance sheet is not strong and/or they lack 
reserves for unexpected expenses. 

Case in point: Co-ops, such as ICC Austin, which 
provides affordable housing for students at the 
University of Texas, often find themselves looking 
for creative solutions to the financing conundrum.  

THE OPPORTUNITY

Large segments of the population support cooperatives:

•	 	More	than	800	million	people	around	the	world	belong	to	
cooperatives.

•	 	In	Canada,	1	in	3	individuals	is	a	member	of	a	cooperative	(33%).	

•	 	In	the	United	States,	1	in	4	individuals	is	a	member	of	a	 
cooperative (25%). 

cO-OPERA 

cOOPERATIVES 
cREATE AND MAINTAIN 
EMPLOYMENT:

•	 cooperatives provide over 100 
million jobs around the world, 20% 
more than multinational enterprises.

•	 In canada, cooperatives and  
credit unions employ over 160,000 
people (comparable U.S. figures 
not available).1 

http://www.ica.coop/members/member-stats.html
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EVOLUTION OF A STUDENT HOUSING PROBLEM

Icc Austin’s general administrator, Brian Donovan, found that traditional financial 
institutions were hesitant to loan to cooperatives. He also had a hunch that this problem 
was systemic for all cooperatives. When he started collaborating with a Filene i3 
team, they had a conversation about timeshares that led to discussing state voucher 
programs for college tuition. They also reviewed a canadian option called a Registered 
Education Savings Plan.2

considering programs that allowed people to save now for tomorrow’s education 
expenses then begat the question:  What if Icc Austin sold vouchers at today’s prices 
for future rentals? Answer: They would get an immediate infusion of cash and renters 
would get protection for anticipated price increases due to inflation. Seemed like a win-
win. So why didn’t the i3 team go forward with developing this idea? They discovered 
that the costs of co-op housing actually got cheaper over time and did not increase 
with inflation, thereby removing any incentive for future renters to pre-pay. With this 
source of funding shown not to be viable, the team began considering other options, 
which culminated in the proposed co-Opera concept.

THE SOLUTION

Co-Opera sets up a mechanism for one cooperative to 
borrow from another on their own terms. Co-Opera 
would help facilitate the process, protecting the 
cooperatives, and providing third-party help when 
needed. Potential lending co-ops and credit unions 
could identify potential borrowing co-ops in their 
region or within their field of interest by sorting the 
database by type, geographic location, need, size, etc.

Bringing Co-Opera to market would require extensive 
collaboration by stakeholders that would include: 

•	 Filene i3 team.
•	 International cooperative organizations.
•	 Industry-specific cooperative organizations.
•	 Credit unions.
•	 Individual co-ops.

Co-Opera may be built out as its own, stand-alone 
site, or as one component of the Why Co-op? site. 

OPERATIONAL AND OTHER 
cONSIDERATIONS

There are many hurdles to clear before bringing Co-
Opera to fruition, including development costs, legal 
issues, competition, and mitigation of lending risk.

MARKETING

The target market for the Co-Opera website is 
established cooperatives looking to lend funds as 
an investment or established cooperatives requiring 
financing for various projects. The primary tactic 
is leveraging the wide distribution network of 
cooperatives, their members, and organizations that 
work with co-ops, such as the NCBA, Canadian 
Co-operative Associations (CCA), National 
Cooperative Bank (NCB), North American Students 
of Cooperation (NASCO), U.S. Federation of Worker 
Cooperatives, Credit Union National Association 
(CUNA), and Filene. 

2 Canada Revenue Agency, Registered Education Savings Plans (RESPs), http://www.cra-arc.gc.ca/tx/ndvdls/tpcs/resp-reee/menu-eng.html. 

http://www.cra-arc.gc.ca/tx/ndvdls/tpcs/resp-reee/menu-eng.html
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•	 There are several peer-to-peer lending sites, most 
notably Kiva and Prosper, that were reviewed by 
the i3 team as models for a platform specific to 
co-ops and credit unions. 

•	 Many credit unions are familiar with business 
lending credit union service organizations 
(CUSOs). These entities could prove to be 
valuable liaisons in the lending process as 
providers of expertise in loan origination, 
underwriting, documenting, and servicing loans 
generated through the program. 

•	 Both the NCBA and CCA have expressed 
support of the concept.

PROOF OF cONcEPT

•	 Borrowers procure financing from other 
cooperatives that understand their unique 
business model and issues.

•	 Lenders can invest additional capital to receive 
a higher rate than they might earn from other 
investments. 

•	 Mechanism put in place to facilitate the 
application process, analysis, and servicing of 
loans.

PARTIcIPATING cO-OP 
BENEFITS

•	 Grow business loan portfolio. 
•	 Fee income. 
•	 Prospective new relationships with other 

cooperatives and the members. 
•	 Serve consumer needs via partnerships with  

other cooperatives. 

cREDIT UNION BENEFITS GETTING STARTED

1 Further development of the website is 
predicated on securing the support of a national 
cooperative association that would fund and 
oversee the development, as well as help to 
promote it to the various cooperative sectors. 

2 Interested credit unions and other parties are 
encouraged to contact Filene to get involved.

Visit http://filene.org/home/innovation 
for more information.

Co-operA

Matt Henry, Elevations Credit Union, Boulder, CO; Josette Gauthier, Alterna Savings, Toronto, ON;  
Domenic Vinci, Interior Savings Credit Union, Kelowna, BC; Chris Phillips, Land of Lincoln Credit Union,  

Decatur, IL; Brian Donovan, North American Students of Cooperation, Austin, TX

http://filene.org/home/innovation
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MI-cOOP

Sadly, there are a number of obstacles in obtaining 
traditional financing on a manufactured home, 
specifically when the borrower is unable to afford a 
significant down payment. Private mortgage insurers 
have all but abandoned the first-time buyer market  
for manufactured housing. And without private 
mortgage insurance, most lenders require a 20%  
down payment. A survey conducted by the i3 team 

of Filene-member credit unions showed that only 
18% of respondents currently offer financing in 
excess of 80% loan-to-value (LTV). Additionally, 
these purchases are often treated more like personal 
property (such as a car) than real property, which 
results in higher APRs, increased fees, and shorter 
terms (to mitigate depreciation risk). 

THE OPPORTUNITY

For over 17 million Americans, the path to the American dream 
includes a manufactured home (also known as a mobile home). With 
an average cost in 2009 of roughly $63,000,1 today’s manufactured 
housing offers an affordable entry into home ownership. This low price, 
relative to a site-built home, underscores how manufactured housing 
can help more families build assets and achieve affordable housing.  
A consumer protection program implemented in 1974 by the U.S. 
Department of Housing and Urban Development (HUD) that develops 
and enforces construction standards helps potential homeowners buy 
with confidence.2

1 U.S. Census, www.census.gov/const/mhs/mhstabavgsls.pdf. 
2 U.S. Housing and Urban Development, Manufactured Home – Consumer’s Guide, http://www.hud.gov/offices/hsg/ramh/mhs/prod01.cfm. 

THE SOLUTION

MI CO-OP (working title) is a private mortgage 
insurance product that enables borrowers to purchase 
manufactured homes with limited down payments. 
This program would be possible through a partnership 
with DGU Insurance Associates, LLC, which will 
provide the private mortgages insurance. MI CO-OP 
allows credit unions to reach an underserved market, 
thus expanding their product mix and portfolio of 
profitable loans. 
 
 

A key component to creating this financing option 
is mitigating the real and/or perceived risk associated 
with higher LTV manufactured home loans. This will 
be accomplished in two ways: 

1)  Limiting coverage to loans made in a 
cooperative or not-for-profit manufactured 
home community, where the likelihood 
of repayment is greater than that of a 
traditional park. 

2)  Securing funds from a grantee to pay the 
insurer’s deposit premium. pM I for home loans  

= MI cO-Op for  

manufactured hom
es

www.census.gov/const/mhs/mhstabavgsls.pdf
http://www.hud.gov/offices/hsg/ramh/mhs/prod01.cfm
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The search for manufactured housing is generally 
dominated by young families looking for affordable 
housing and semi-retired or retired people wanting to 
downsize. Information provided by the Manufactured 
Housing Institute (MHI) states that 29% of retirees 
reside in manufactured homes.4 The manufactured 
home industry believes that this percentage will increase 
as the baby boomers continue to age. Given the recent 
economic downturn, the number of people choosing 
manufactured housing will most definitely grow.

Participating credit unions should develop 
relationships with their local cooperative or not-for-
profit manufactured home communities, as well as 
manufactured home builders. Representatives of those 
organizations will be the primary source of referrals as 
they deal with existing and potential homeowners on 
a daily basis.

MARKETING

MANUFAcTURED 
HOUSING GOES cO-OP 

A cooperative manufactured home 
community is one that is purchased 
by the collective residents of the park, 
thereby forming a cooperative. Less 
than 2% of the nation’s roughly 50,000 
manufactured home communities 
are structured as cooperatives. 
From a lending perspective, these 
communities are generally considered 
more secure than a traditional land-
lease private park, as owners are 
invested in the land, as well as the 
overall success of the cooperative. A 
2006 study by the University of New 
Hampshire also found that homes in a 
cooperative community have a higher 
price per square foot and are on the 
market for fewer days when placed for 
sale.3

3 The Carsey Institute at the University of New Hampshire, Building Value and Security for Homeowners in Mobile Home Parks: A Report on Economic 
Outcomes, www.delawareonline.com/assets/pdf/BL9594117.PDF. 

4 Manufactured Housing Institute, http://www.manufacturedhousing.org. 

PRODUCT SPECIFICATIONS

•	  credit union provides a traditional 80% LTV first mortgage.

 º Purchases, no cash-out refinances, and home improvements are allowed.

 º Must have a fixed-rate for at least 5 years from inception.

 º Longer amortization is preferred to keep the payments affordable. 
•	 credit union provides a second mortgage up to 95% LTV.

 º DGU will insure the second mortgage at $2.70 per $1,000 (paid monthly).

 º Maximum loan amount $50,000.

 º Maximum 15-year amortization.
•	 Member requirements.

 º Must contribute 5% cash down and closing costs toward purchases.

 º Meet credit eligibility requirements defined by the credit union and DGU.

 º Meet income verification and debt-to-income requirements.

•	 Single-family detached manufactured homes less than 15 years old. 

www.delawareonline.com/assets/pdf/BL9594117.PDFhttp://
http://www.manufacturedhousing.org
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OPERATIONAL AND OTHER 
cONSIDERATIONS

Credit unions participating in MI CO-OP should be 
knowledgeable about manufactured home lending, 
have the ability to process loans in-house (versus 
outsourcing), be located in proximity to a cooperative 
community, and have an outside sales team to 
cultivate relationships with the cooperative.

corporation for Enterprise Development (cFED) with their I’M HOME (Innovations in 
Manufactured Homes) initiative has been working since 2005 to ensure that families 
who purchase manufactured housing receive the same treatment and benefits as 
owners of any other type of home. One of their key program goals is to improve the 
financing options available to borrowers, either by making conventional mortgage 
financing available for manufactured housing or improving personal property lending in 
situations where mortgage financing is not feasible.5 By partnering with the credit union 
system, cFED hopes to achieve national scale with a competitive fixed rate financing 
option.

GETTING STARTED

1 Contact Filene at innovation@filene.org to 
participate in a 2011 pilot.

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Home ownership in a cooperative or not-for-
profit community.

•	 Favorable and affordable loan terms with a lower 
down payment. 

cREDIT UNION BENEFITS

•	 Reduced risk exposure based on the private 
mortgage insurance.

•	 Loan growth and potential for new memberships. 

5 Corporation for Enterprise Development, I’M HOME Program, http://cfed.org/programs/manufactured_housing_initiative/im_home/focus_areas_and_
goals/. 

MI-Coop

Paul Kirkbride, Unitus Community Credit Union, Portland, OR; Lisa Randall, Vermont Federal Credit Union, Burlington, VT; Kasey Wiedrich, CFED, Washington, DC;   
Brandon Riechers, Royal Credit Union, Eau Claire, WI; Corey Bowes, OMISTA Credit Union, Moncton, NB

mailto:innovation%40filene.org?subject=
http://cfed.org/programs/manufactured_housing_initiative/im_home/focus_areas_and_goals/
http://cfed.org/programs/manufactured_housing_initiative/im_home/focus_areas_and_goals/
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60-DAY LOAN 
GUARANTEE

At the same time, economic conditions have led 
to increased savings and less borrowing.2 This puts 
financial institutions in a predicament: How can they 

lend out these excess funds in a responsible way to 
members who may be leery about borrowing again? 

THE OPPORTUNITY

The catastrophic events over the past few years have greatly diminished 
consumers’ trust in financial institutions. Fortunately, credit unions 
have consistently outperformed their peers in this regard. A 2009 
cUTS Performance Marketing survey revealed that 88% of credit union 
members trust credit unions more than banks. Danielle King, associate 
director at Kelton Research and researcher for the cUTS study, noted, 
“credit union members who have both credit union and banking accounts 
feel more trusting toward credit unions. These members also feel that 
credit unions adhere to a higher level of ethics.”1

1 CUTS Performance Marketing study, February 2009, www.cutspm.com/media/doc/Credit_Union_Business_Article.pdf. 
2 Creditunions.com, Too Much Cash. An Enviable Dilemma?, http://www.creditunions.com/article.aspx?articleid=3863. 

THE SOLUTION

Thus the 60-Day Loan Guarantee was born, giving 
members an opportunity to borrow funds and 
essentially “return” the loan and get a refund of the 
interest paid, regardless of the reason. The premise is 
that by starting with a foundation of trust and adding a 
guarantee, members will feel further connected to their 
credit union and ultimately do more business with the 
institution. 

Unlike any offer in the marketplace, the “money 
back guarantee” is a visible, tangible way of standing 
behind a financial services product. Members can 
trust that they are getting a competitive loan rate and, 
if they find a better deal elsewhere, have the flexibility 
to exit the transaction in a short time without 
financial risk.

www.cutspm.com/media/doc/Credit_Union_Business_Article.pdf
http://www.creditunions.com/article.aspx?articleid=3863
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Both current and potential members may be 
candidates for the 60-Day Loan Guarantee. They may 
be targeted through traditional channels such as direct 
mail, website banners, branch posters, newspapers, 
radio, and television, as well as from staff referrals. 

MARKETING

Don’t implement the 60-Day Loan Guarantee in this 
format … It simply didn’t work!

OPERATIONAL AND OTHER 
cONSIDERATIONS

It’s all about taking a chance on something new, 
failing forward, and capturing learning. 

The Filene i3 team conducted three pilots to gauge 
support for the 60-Day Loan Guarantee. UMass Five 
College Credit Union ($316 million, Hadley, MA) 
did a direct mail campaign in February 2010 targeting 
600 qualified members. Half received a standard loan 
offer, while half received information about the loan 
guarantee. Unfortunately, the test did not result in 
any responses from either the control group or the test 
group. The team’s interpretation is that the trend of 
caution with regard to borrowing seems to not only be 
continuing, but may in fact be strengthening.

West Community Credit Union ($126 million, 
O’Fallon, MO) did a similar pilot with the 
expectation that there would be a better response rate 
to the offer with the guarantee than the offer without 
it. They mailed approximately 8,000 pieces, half with 
the guarantee and half without. Unfortunately, there 
were no responses from the targeted group. Although 

overall loan demand was low during this time, this 
demonstrated that the loan guarantee did not cause an 
increase in loan applicants.

NorthCountry Federal Credit Union ($296 million, 
S. Burlington, VT) piloted the guarantee loan 
program from January 15–March 15, 2010 on auto, 
other secured, and unsecured loans. The pilot was 
marketed via the credit union website and with 
branch displays. During the two-month period they 
generated more than 110 loans with the interest 
refund guarantee.

Loan officers surveyed all borrowers at closing to 
gauge their opinions of the program and received 
103 responses. In summary, the program reinforced 
trust that was already present, but the feature was not 
an important factor in the decision to borrow from 
NorthCountry. It reinforced the existing decision and 
was appreciated by the membership, but did not have 
an appreciable effect on changing behavior.

PROOF OF cONcEPT

0 2 4 6 8 10

The clarity of the terms and conditions

The impact of TRUST for this financing offer

The importance of this offer as...

The availability of this offer impacting the...

The impact to the borrower decision

Survey Results

 NorthCountry Federal Credit Union Borrower Survey.

Only one borrower drew on the guarantee after 
refinancing with another financial institution and 
received the interest refund. Therefore, the “return 

rate” was less than 1% and the feature did not have an 
adverse effect on NorthCountry.

  Don’t try this!
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The 60-Day Loan Guarantee idea started by 
looking at member trust and how credit unions 
can leverage that strength to help members borrow 
with confidence while spurring loan growth for 
the institution. While the pilots did not document 
significant consumer response, this Filene i3 team is 
on to something—making the credit union mantra 
of “people helping people” tangible and actionable. 
Credit unions are invited to capture the learning from 
these pilots and continue to identify opportunities to 
build trust within their membership. 

1 Conduct surveys or focus groups with members 
to identify trust gaps.

2 Consider engaging members to co-design 
products with credit union staff. 

3 Pilot and beta test early, so you can fail fast, 
recover, and test again. 

GETTING STARTED

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Increases trust.
•	 Provides flexibility.
•	 Reduces buyer’s remorse.

cREDIT UNION BENEFITS

•	 Builds and leverages trust with membership.
•	 Is a differentiator among other offers in the 

market.
•	 Builds loan volume.

60-DAy loAN GUArANtee

Jon Reske, UMass Five College Federal Credit Union, Hadley, MA; Jason Peach, West Community Credit Union, O’Fallon, MO;  
Bob Morgan, NorthCountry Federal Credit Union, South Burlington, VT; Julie Cosgrove, Affinity Plus Federal Credit Union, St. Paul, MN;  

Jenny Casselman, Greater Nevada Credit Union, Carson City, NV

http://filene.org/home/innovation
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BE ’N BIZ FUND

•	 As of 2008, small businesses employed 
approximately five million individuals in Canada, 
or 48% of the total private-sector labor force.

•	 Small businesses created about 70,000 private-
sector jobs in 2008, accounting for over 50% of 
all jobs created in Canada. 

•	 Between 1998 and 2008, small firms accounted 
for 36% of all jobs created, on average, in the 
private sector.1

In the U.S., small businesses: 

•	 Employ half of all private sector employees.
•	 Accounted for 65% (or 9.8 million) of the 15 

million net new jobs created between 1993 and 
2009.2 

However, research confirms that young entrepreneurs 
face real and perceived barriers to financing their 
business ideas. A 2010 survey commissioned by the  
Filene i3 team found that the top five barriers to 
business financing cited by the 500 participants in the 
18–30-year-old demographic are:

1) Lack of substantive credit history (58%).
2) Inadequate business plan presentation (54%).
3) Lack of collateral (48%).
4) Insufficient revenue/profitability (43%).
5) Lack of experience (42%).

The same study provided evidence that credit unions 
have a significant opportunity to educate and inform 

young people about credit union products and 
membership benefits:

•	 Nearly 45% of youth surveyed were unaware that 
credit unions offer business loans. 

•	 8% would likely consider a credit union for small 
business lending, with 32% neutral.3 

THE OPPORTUNITY

A significant portion of economic growth in local communities is the result 
of small business owners turning their vision into reality. According to 
Industry canada: 

1 Industry Canada. Key Small Business Statistics. July 2009, http://www.ic.gc.ca/eic/site/sbrp-rppe.nsf/eng/h_rd02395.html.
2 United States Small Business Administration Office of Advocacy, www.sba.gov/advo/stats/sbfaq.pdf. 
3 Filene Youth Study. Fresh Intelligence. March 19, 2010. 

WHAT IS A “SMALL” 
BUSINESS? 

Industry canada uses a definition 
based on the number of employees. 
Goods-producing firms are considered 
“small” if they have fewer than 100 
employees, while for service-producing 
firms the threshold is 50 employees. In 
the U.S., the SBA Office of Advocacy 
defines a small business as having 
fewer than 500 employees, although 
the definition used in government 
programs and contracting varies by 
industry (see www.sba.gov/size).

http://www.ic.gc.ca/eic/site/sbrp-rppe.nsf/eng/h_rd02395.html
www.sba.gov/advo/stats/sbfaq.pdf
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THE SOLUTION

Be ’N Biz Fund is designed to provide young 
entrepreneurs with greater access to funding to start or 
expand a business. Credit unions have an opportunity 
to leverage the fund to increase youth membership and 
awareness of the credit union ownership difference. 
With higher customer service satisfaction ratings 
than banks,4 credit unions can build on these new 
relationships and establish young entrepreneurs as life-
long members.

Be ’N Biz Fund requires credit unions to provide 
an initial investment to be used to fund loans for 
entrepreneurs ages 18–30. Many entrepreneurs need 
modest sums to explore different markets, build an 
initial product, or achieve other milestones prior to 
attaining larger amounts of capital. Be ’N Biz Fund 
could provide the level of financing required by the 
majority of young entrepreneurs; the average loan 
amount required by this demographic is $10,300.5 

Funding amounts available are envisioned to range 
from $1,000 to $15,000.  

Under current design, participating credit unions will 
hold shares in the fund, and will play a role on the 
fund’s board of directors and loan review committee. 
Loans will be administered by local credit unions, to 
ensure ongoing direct contact with the entrepreneurs. 
Integral to the success of the fund is the establishment 
of a mentoring component. To overcome some of 
the traditional funding barriers, providing access to 
business planning support, industry knowledge, and 
guidance will be vital.

The components of the Be ’N Biz Fund would include 
the fund structure, loan requirements, loan selection 
process, and credit guidelines. Complete product 
specifications are available in the full Filene i3 idea 
concept document, available at www.filene.org. 

Be ’N Biz Fund is designed for youth entrepreneurs 
ages 18–30 with a desire to start or expand a business. 
Electronic channels such as e-statements, social 
networking sites, text messaging, and web links can be 
supplemented by traditional marketing channels such 
as in-branch posters and mailed advertisements. To 
develop awareness within local communities, referrals 
should be sought from secondary schools, colleges, 
and universities, as well as economic development 
agencies and local youth organizations. 

MARKETING

OPERATIONAL AND OTHER 
cONSIDERATIONS

Establishing the Be ’N Biz Fund in different 
jurisdictions may require regulatory research and 
approval. 

A 2006 comprehensive global study on youth 
entrepreneurship concluded, “The lack of adequate 
start-up finance is one of the most prominent (at least 
talked about) impediments to young people seeking to 
create their own business.”6 Succinctly stated by one 
young Australian entrepreneur, “Young people aren’t 
short on passion or guts, they’re short on cash.”  Young 
entrepreneurs are at a disadvantage when applying 
for funds due to a variety of factors including lack of 
collateral, limited business experience and skills, and 
credit scoring requirements. As a result, a significant 
number of start-ups are funded from informal sources 
such as family, savings, or personal contacts. The Global 
Entrepreneurship Monitor estimates that 99% of all 
businesses are funded by informal investors instead of 
with classic venture capital.7 Clearly there is a market 
for alternative financing options for start-up businesses. 

PROOF OF cONcEPT

4 American Customer Satisfaction Index, Scores by Industry, http://www.theacsi.org/index.php?option=com_content&task=view&id=18&Itemid=33. 
5 Fresh Intelligence. 
6 International Labour Organization, Stimulating Youth Entrepreneurship: Barriers and Incentives to Enterprise Start-ups by Young People, Ulrich Schoof, 

2006, www.ilo.org/youthmakingithappen/PDF/WP76-2006-Rev.pdf. 
7 Ibid.

http://www.filene.org
http://www.theacsi.org/index.php?option=com_content&task=view&id=18&Itemid=33
www.ilo.org/youthmakingithappen/PDF/WP76-2006-Rev.pdf
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GETTING STARTED

1 Determine the interest of other credit unions for 
participating in a regional youth entrepreneur 
fund and establish the funding commitment 
levels. 

2 Establish a volunteer board of directors from 
participating credit unions, community 
organizations, the business community, and 
educational institutions.

3 Establish a loan review committee from 
participating credit unions.

4 Solicit applications from existing members 
by marketing to a young demographic and 
generating referrals through local economic 
development agencies and youth organizations.

Visit http://filene.org/home/innovation 
for more information.

MEMBER BENEFITS

•	 Decreased risk of loan rejection due to alternative 
credit guidelines.

•	 Access to funding for higher-risk ventures and 
members.

•	 Financial guidance and advice from their local 
credit union lender.

cREDIT UNION BENEFITS

•	 Attraction and retention of youth members.
•	 Improved and increased understanding of 

cooperatives and credit unions among youth 
demographic.

•	 As young entrepreneur businesses mature, 
ongoing capital requirements may be financed 
through mainstream lending products at the 
credit union.

•	 Build on the credit union reputation as a trusted 
local financial institution for members at all 
stages of their life.

be ‘N bIz FUND

Josette Gauthier, Alterna Savings, Toronto, ON; Dawn Collins, Mt. Lehman Credit Union, Mt. Lehman, BC;  
Corey Bowes, OMISTA Credit Union, Moncton, NB; Louise Delaney, Salmon Arm Savings and Credit Union,  

Salmon Arm, BC; Domenic Vinci, Interior Savings Credit Union, Kelowna, BC

See  
THE BIG IDEA  
at filene.org for  

contest ideas too.

http://filene.org/home/innovation


Blueprints for Innovation   |  Section 5

86

AuTOM AT Ic REWARDS FOR

T IM Ely pAyM ENTS



87

Borrow Responsibly  |  Lift

LIFT

Consumers become frustrated when they are unable 
to obtain the published rate at their financial 
institution and believe it is unfair that they may 
pay higher rates even if they have always paid a 
particular institution on time. In a survey conducted 

at SchoolsFirst Federal Credit Union ($8.3 billion, 
Santa Ana, CA), members frequently commented that 
they felt financial institutions should base the rate on 
their individual relationship and payment history, not 
external credit ratings.

THE OPPORTUNITY

A consumer credit score can range from 300 to 850, but only 20% of 
today’s population has a score 780 or higher.1  In today’s tight credit 
market, a borrower often needs a score of 750 or higher to be considered 
a good credit risk and obtain the advertised, favorable “as low as” rate. 
For the 40% of consumers with scores below 690, it can be difficult to get 
credit under any terms. Under current financial institution pricing models, 
even if they are successful, the debt will cost more—possibly in excess of 
twice the interest rate paid by an individual with a better score. 

1 Equifax, FICO® Score Ranges, https://help.equifax.com/app/answers/detail/a_id/21/noIntercept/1/session/L3RpbWUvMTI5MTA5NjA1MC9zaWQvYWt
4WmdqZ2s%3D.

https://help.equifax.com/app/answers/detail/a_id/21/noIntercept/1/session/L3RpbWUvMTI5MTA5NjA1MC9zaWQvYWt4WmdqZ2s%3D
https://help.equifax.com/app/answers/detail/a_id/21/noIntercept/1/session/L3RpbWUvMTI5MTA5NjA1MC9zaWQvYWt4WmdqZ2s%3D
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In addition to rewarding consumers 
for desired behaviors, what if Lift has the 
potential to reduce operating expenses 
for the financial institution, as well? 

like
a loan feature  
that bolts on .

Automated member 

notif ication s too!

The target market for the Lift loan feature is any 
member who applies for a consumer loan and is, 
based on lending criteria, offered a rate other than the 
lowest rate available to qualified borrowers. Credit 
unions of all sizes can benefit from this program as it 
builds member loyalty and shows the organization is 
committed to doing what it can to reward members 
for desired behaviors. 

A suite of marketing materials is currently available 
from Filene, including a logo, brochure, web landing 
page, member letter, and newsletter article.

MARKETING OPERATIONAL AND OTHER 
cONSIDERATIONS

Lift will have a financial impact on interest income, 
albeit small in relation to the benefits. According 
to calculations done by SchoolsFirst Federal Credit 
Union, the financial impact on a $12,000 secured 
loan over a 48-month term that receives three rate 
reductions is approximately $152.

THE SOLUTION

Credit unions have the opportunity to address this 
consumer pain point with Lift: Lower Interest For 
Timeliness. This unique loan enhancement provides 
members the opportunity to reduce their interest rate, 
pay their loan off faster, and reduce the amount of 
interest paid. While the initial loan rate is based on 
credit score, members are rewarded with a lower rate 
simply by making their monthly payment on time—
each year they pay on time until the end of the term.
Lift can be added to any qualifying consumer loan by 
using the Lift Administration Application. This multi-
tiered web-based tool is customizable by the credit 
union to configure all the necessary components for 
automating the administration of Lift. The credit union 

may set parameters such as:

•	 Annual rate reduction percentage.
•	 Floor rate on loan.
•	 Rate change frequency.
•	 Maximum number of  

times the rate is  
allowed to reduce.

•	 Number of late  
payments allowed  
before disqualification.

•	 Grace period on payments.
•	 Maximum rate reduction.

The Lift Administration Application also features an 
automatic notification tool that communicates through 
the credit union’s e-mail server to send updates, 
congratulations, and encouragement to participating 
members.
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like
a loan feature  
that bolts on .

lift 
function ality
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SchoolsFirst Federal Credit Union offers a program 
similar to Lift called the Timely Repayment Incentive 
Program (TRIP). The TRIP program provides 
qualified borrowers the opportunity to earn an interest 
rate reduction per year for timely payments. Once 
12 consecutive payments have been made on time, 
the rate is reduced by 0.50%. This continues through 
the life of the loan or until the floor rate is met. Each 
time a rate reduction occurs, a congratulatory letter is 
mailed to the member. 

A survey was sent to 7,929 SchoolsFirst members 
who are currently earning an interest rate reduction 
on their loan, to which 920 responded. Key findings 
included:

•	 Members with the loan feature had 1.84 
additional products and/or services above other 
members.

•	 84% of members responding to the survey were 
very likely to consider SchoolsFirst for additional 
loans.

•	 91% of members responding to the survey 
indicated they were willing to remain current on 
their loan to receive the interest rate benefit.

Comments included:
•	 “This feature is great! I have been working very 

hard over the last seven years to rebuild my credit 
and this is a great way to be rewarded for my 
efforts. In this economy everything helps and 
knowing I will pay less over time is huge.”

•	 “I received a letter telling me about this feature 
when I had successfully finished the first year 
on a two-year loan. Hearing about my success 
in paying on time was a delightful treat when it 
resulted in benefits on my loan.”

•	 “I think this feature is great. For those of us who 
have made credit mistakes in the past and/or 
suffered from financial setbacks due to job loss 
or illness, it is frustrating dealing with rejections 
and high interest rates as we work to improve 
our credit history. It takes a very long time to 
repair past credit mistakes, and to have a program 
like this that recognizes our efforts and rewards 
good payment habits and behaviors is very 
encouraging. Overall, it gives me yet another 
reason to love my credit union, and to remain a 
loyal member.”

PROOF OF cONcEPT
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lIFt

Mike Kenzie, Patriot Federal Credit Union, Chambersburg, PA; Lisa Randall, Vermont Federal Credit Union, Burlington, VT; Matt Henry, Elevations Credit Union, Boulder, CO; 
Shelly Berryman, SchoolsFirst Federal Credit Union, Santa Ana, CA; Jackie Edwards, Connexus Credit Union, Rothschild, WI

GETTING STARTED

1 Contact Filene at innovation@filene.org to 
participate in a 2011 pilot.

Visit http://filene.org/home/innovation 
for more information. 

MEMBER BENEFITS

•	 Tangible rewards for positive payment behaviors. 
•	 Automatic rate reduction with no action required 

other than timely payments. 
•	 Confidence and hope that they can build up their 

credit score while reducing debt. 

cREDIT UNION BENEFITS

•	 Reduced collection efforts and costs. Encourages 
members who are chronically 30–60 days late to 
pay on time.

•	 Increased member loyalty and referrals.
•	 Increased participation in direct deposit and 

automatic payments.

mailto:innovation%40filene.org?subject=
http://filene.org/home/innovation
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New i3 members

FILENE i3 WELcOMES NEW MEMBERS

Robert Chavez 
EVP & COO  
Sandia Laboratory Federal  
Credit Union  
($1.5 billion, Albuquerque, NM)

“Resourceful, Hard-working, 
Competitive”

Carlene Frimer 
Corporate Trainer 
United Communities Credit Union 
($568 million, Essex, Ontario) 

“Intuitive, Witty, Insatiable”

These 18 credit union executives will embark on a two year journey 
during which they will contribute their talents on innovation teams. 
They join the ranks of over 110 transformational leaders who have 
generated innovations for the credit union system during their tenure 
on i3. 

Meet our new members and see how they describe themselves in 
only three words.

David Birky 
VP of Strategic Development  
Interra Credit Union 
($550 million, Goshen, IN)

“Honesty, Integrity”

Paul Farmer 
Innovation Officer 
Veridian Credit Union 
($1.7 billion, Cedar Falls, IA) 

“Push the envelope”

Chris Chippindale 
VP of Enterprise Initiatives 
Ent Federal Credit Union
($3.07 billion, Colorado Springs, CO) 

“Focused, Factual, Discerning”

Sharon Gaugler 
VP of Lending 
A+ Federal Credit Union  
($780 million, Austin, TX)

“Driven, Dependable,  
Self-motivated” 
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Lisa Palma 
Entrepreneur and former
VP of Member Services  
TruStone Financial Federal  
Credit Union 
($650 million, Plymouth, MN)

“Intuitive, Thoughtful, Intelligent” 

Joni Walker 
SVP 
Missoula Federal Credit Union   
($328 million, Missoula, MT) 

“Sassy, Optimistic,  
Well-accessorized”

Shannon Huot 
Marketing Manager 
Educators Credit Union  
($1.2 billion, Racine, WI)

“Adventurous, Passionate,  
Dedicated” 

Nick Talley 
Assistant VP Branch Lending 
Chetco Federal Credit Union  
($372 million, Brookings, OR) 

“Intelligent, Focused, Determined”

Lauren Vance 
VP of Strategic Development  
& Product Delivery  
Christian Financial Credit Union 
($242 million, Roseville, MI) 
“Conceptualizer, Driven,  
Connector”

Kathy Martin 
SVP Development & Support 
Directions Credit Union 
($536 million, Sylvania, OH) 

“Fun, Approachable, Insightful”

Michael Hostetler 
Senior Marketing Manager 
Finance Center Federal Credit Union 
($402 million, Indianapolis, IN) 

“Inquisitive, Reflective,  
Ambitious”

Betsy Sommers 
VP of Staff Development
Seasons Federal Credit Union 
($120 million, Middletown, CT) 

“Passionate, Determined, Kind”
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New i3 members

New i3 members enjoying their first meeting, Berkeley, CA (October 2010).

Corina Watts 
Senior Manager, Marketing 
University Federal Credit Union  
($1.2 billion, Austin, TX)

“Energetic, Goal-oriented,  
Inquisitive” 

Stacie  
Wyss-Schoenborn 
VP of Member Solutions 
BECU   
($9.1 billion, Seattle, WA) 

“Humor, Perseverance,  
Communicator”

Derrik Wynkoop 
VP of Retail Delivery 
Hudson Valley Federal Credit Union 
($3 billion, Poughkeepsie, NY) 

“Compassionate, Dynamic, 
Educator”

Michael Warrell 
SVP of Member Service 
Smart Financial Credit Union  
($455 million, Kingwood, TX)

“Ambitious, Flexible, Team Player” 

tHe New i3 MeMbers 
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MEASURE:  
A Guide to ROI for Innovation

MAXIMIZE:  
A Guide to Building a  
Culture of Innovation

DISCOVER:  
A Guide to Identifying  

Innovation Opportunities 

BUILD: A Guide to Developing a 
Portfolio of Ideas and Experiments

INNOVATION RESOURcES

practical tools for developing

your innovation efforts.
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Innovation Publications

Save to Win Debt in Focus

Raise Your HandThe Leap

at www.filene.org

products and programs

ready to implement.
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Kim Pate is CFED’s Vice President for External Relations. She oversees innovation@
cfed, an effort to accelerate the evolution of the next generation of effective strategies to 
expand economic opportunity. She also coordinates strategic partnerships and communi-
cations across CFED priority areas of work - asset building, entrepreneurship, Tribal, state 

and local economic development and affordable home ownership. Kim is an attorney who has specialized in representing 
the interests of low-income women, families, Native Americans and disadvantaged communities. She has been a public 
speaker, trainer, technical assistance provider and writer on issues affecting economic opportunity for fifteen years. Her 
work at CFED enables her to conceptualize and provide leadership to initiatives for low-income people with the goal of 
improving their economic futures and promoting lasting change.

Leigh Tivol spent her entire career in the asset-building field, and has nearly fifteen years of policy and program 
experience in asset generation and protection, affordable housing, and community development.  Currently, Leigh over-
sees CFED’s work in the area of savings and financial security, including matched savings accounts and other strategies 
that enable low-income children and adults to build assets.  She also contributes to CFED’s work in state-level assets 
policy.

Kasey Wiedrich is a program manager in applied research and innovation at CFED. Her work focuses on the I’M 
HOME initiative as well as research on asset building and financial security.  Prior to joining CFED, Kasey worked for the 
City of New York as a policy analyst for the Department of Citywide Administrative Services and a research assistant at the 
Department of Housing Preservation and Development. 

Alan Robinson served as CFO for College Houses Cooperatives May 1991 – April 1999 
and returned as General Administrator in March 2002.  Alan also serves on the Board of Directors 
of Campus Cooperative Development Corporation(CCDC).  CCDC helps develop campus coopera-
tives in the U.S. and Canada.  He also serves as Chairman of the Kagawa Fund, which provides 
loans to new and existing housing cooperatives in the U.S. and Canada.

Brian Donovan has been the general administrator for the University of Texas Inter-Cooperative Council, Inc. 
since September of 2005.  He is the vice president of the development arm of the North American Students of Coopera-
tion, NASCO Development Services.  Brian is also a trustee for the Kagawa revolving loan fund used for cooperative 
development. He is active in several local non-profit organizations.

Steven Yarak founded the Black Star Co-op in January of 2006, and it quickly became his full-
time occupation. An avid beer enthusiast, he had the good fortune to start drinking beer in Belgium, a 
nation smaller than Maryland, which produces over 1,000 different beers!  In addition to his work with 
Black Star, Steven also serves on the Board of the US Federation of Worker Co-operatives.

Diane Browning currently serves as Rural Retirement Project Coordinator 
for WISER (Women’s Institute for a Secure Retirement). Diane’s innovation, U.S. 
R-Savings Bond, entails working with the U.S. Treasury to issue a new type of savings 
bond – a Series R-Bond – tailored to the needs of workers saving for retirement.  She 
is the Founder and former President of Appalachian By Design (ABD), which devel-
oped a home-based machine knitting industry in mid-Appalachia. 
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