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Executive Summary:

Credit union leaders rarely focus on member experience as a standalone initiative. 
Instead, they evaluate it based on its ability to drive growth, retention, referrals, product 
adoption, and member loyalty.

This article explores the connection between member experience and the business 
outcomes CEOs care about most.

Credit union leaders rarely wake up thinking about member experience.

They wake up thinking about growth. Retention. Loan and deposit relationships. Member 
loyalty. Operating efficiency. Competitive positioning. 

In other words, they focus on the metrics that determine whether the institution is thriving 
today and positioned to succeed tomorrow.

That doesn't mean member experience isn't important. In fact, it is one of the most 
influential factors on the outcomes CEOs prioritize. But member experience only gets 
executive attention when its impact on those outcomes is clear and measurable.

For CEOs, the question isn't, "How do we improve the member experience?" The question 
is, "How does improving the member experience help us grow membership, deepen 
relationships, increase loyalty, and strengthen financial performance?"

When viewed through that lens, the connection becomes obvious. Better experiences 
create stronger relationships, and stronger relationships drive the business results credit 
union leaders are expected to deliver.



The Connection Between Customer Experience and Growth

Today's credit union leaders face mounting pressure from digital-first competitors, rising 
member expectations, demographic shifts, and increasing competition for deposits and 
loans. In that environment, member experience is no longer just a service issue. It has 
become a strategic growth lever. 

Here’s how it works, and what it looks like to a credit union CEO:

Better Experiences Generate More Referrals
Due to their local, community-based origins, credit unions have traditionally 
grown through word-of-mouth. Referrals are one of the most cost-effective 
member acquisition channels for many credit unions.

When members get issues resolved quickly, have easy digital interactions, 
feel recognized and valued, and develop trust in the institution, they're more 
likely to recommend the credit union to family, friends, and coworkers. 

The scaling capabilities of the digital age have increased the stakes. While a 
recommendation of an organization can be made visible to thousands of 
people with little effort, a report of a bad experience can just as easily have a 
devastating impact. 

A CEO sees this chain of events as:
Better Experience → Higher NPS/Advocacy → More Referrals → Lower 
Acquisition Cost → Member Growth

Better Experiences Reduce Attrition
Membership growth isn't just about acquiring new members. It's about 
keeping existing ones. A better experience increases loyalty and reduces 
churn.

A poor (or even mediocre) experience leads to dormant accounts, reduced 
product adoption, and a greater likelihood that, given the opportunity, 
members will get their next loan or account elsewhere.

Every member who leaves creates a replacement cost. With acquisition costs 
often approaching $500 per new member, improving retention is one of the 
most cost-effective growth strategies available to credit unions.

A CEO sees:  Higher Retention = Growth Without Acquisition Spend



Better Experiences Increase Product Adoption
Many credit unions members have only a checking account or auto loan with 
the institution. 

A strong experience creates trust, making members more likely to turn to the 
credit union to get their next credit card, mortgage, auto loan, HELOC, or 
investment product.

As members deepen relationships, the strengthened ties make it less likely 
they will leave.

A CEO sees:
Better Experience → Greater Trust → More Products per Member → Higher 
Lifetime Value → Stronger Growth

Better Experiences Help Win Younger Members
This is a major concern for CEOs. For many credit unions, the challenge isn't 
simply acquiring younger members; it's replacing an aging membership 
base. The institutions that fail to create experiences that resonate with 
younger consumers risk long-term membership decline.

Younger consumers don't compare their credit union experience against 
another local credit union. They compare it against:

Chime
SoFi
Capital One
Apple
Venmo
Amazon

Younger consumers increasingly judge financial institutions by the quality of 
their digital experiences — from mobile banking and account opening to 
digital support — rather than by the convenience of a nearby branch.

If account opening is slow, service is inconsistent, or digital channels are 
frustrating, younger consumers won't join.

A CEO sees:
Modern Experience → Younger Member Acquisition → Long-Term Growth



Better Experiences Build Trust During Key Life Events
The moments that create lifelong members are often:

Buying a first car
Purchasing a home
Starting a business
Recovering from fraud
Financial hardship

When a credit union delivers a great experience during memorable, emotion-
filled moments like these, members often consolidate more of their financial 
life there.

A CEO sees:
Positive Life-Event Experiences → Deeper Relationships → Greater Wallet 
Share → Increased Loyalty and Retention

Better Experiences Differentiate Credit Unions
Many credit unions can't outspend national banks on marketing and 
technology.

What they can do is deliver:

Faster service
More personalized support
Better problem resolution
More human interactions

When these are delivered consistently, that experience becomes the 
competitive advantage.

A CEO sees:
Differentiated Experience → Stronger Competitive Position → More Member 
Acquisition and Retention → Sustainable Growth



The table below illustrates how specific member experience improvements translate into 
the growth, loyalty, and retention metrics that matter most in the executive suite.

Member Experience Improvement Growth Outcome

Faster issue resolution Higher retention

Better digital experience More younger members

Consistent service across channels More referrals

Personalized interactions Greater product adoption

Reduced member effort Higher loyalty

Better fraud/dispute handling Increased trust and retention

The Bottom Line

Credit union CEOs see investment in the member experience as either an expense or a 
growth strategy – a box to be checked or an opportunity to get ahead.

Every improvement in the member experience should ultimately connect to a business 
outcome: higher retention, more referrals, deeper product adoption, stronger member 
loyalty, greater trust, or increased acquisition among younger consumers. When those 
connections are visible, investments in member experience become easier to justify and 
prioritize.

The most successful credit unions understand that members don't separate their 
experience from their relationship with the institution. Every interaction either 
strengthens or weakens trust. Every digital touchpoint either makes banking easier or 
creates friction. Every service experience either reinforces loyalty or creates an opening 
for competitors.

That's what a credit union CEO sees when the member experience is delivered well: a 
powerful lever for driving growth, loyalty, and long-term organizational success.
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