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T O D A Y ’ S  A G E N D A

• The Competitive Landscape

• Disruptiive Services and Technologies

• Managing the Technological Revolution

→ How do members choose?
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W H Y D O  M E M B E R S  
C H O O S E ?

C O M P E T I T I V E  L A N D S C A P E

T H E N  A N D  N O W
C O M P E T I T I V E  L A N D S C A P E
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R E S E A R C H  P R E F E R E N C E S
P R O D U C T  S H O P P I N G  

Source: Novarica Bank Shopper Insight Report, 2013
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O N L I N E  O P E N I N G  P R E F E R E N C E S
C O M P E T I T I V E  L A N D S C A P E
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W H Y D O  M E M B E R S  
C H O O S E ?

C O M P E T I T I V E  L A N D S C A P E
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Mirror What does 
this mean for 
your CU?
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W H Y D O  M E M B E R S  
C H O O S E ?

C O M P E T I T I V E  L A N D S C A P E
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H O W  D O  M E M B E R S  T R A N S A C T ?
C O M P E T I T I V E  L A N D S C A P E
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H O W  D O  M E M B E R S  T R A N S A C T ?
C O M P E T I T I V E  L A N D S C A P E
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→ Why the lack of 
trust among 
young adults?

→ What can credit 
unions do about 
it?
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B U T  H O W  D O  C R E D I T  U N I O N S  
S TA C K  U P ?

B U T  H O W  D O  C R E D I T  U N I O N S  
S TA C K  U P ?
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T H E  G R E AT U N B U N D L I N G

Unbundling photo

B U T  H O W  
D O  C R E D I T  
U N I O N S  
S TA C K  U P ?
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T O D A Y ’ S  A G E N D A

• The Competitive Landscape

• Disruptive Services and Technologies

• Managing the Technological Revolution
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T H E  G R E AT U N B U N D L I N G

Unbundling photo

W H O  W A N T S  T O  D I S R U P T  
Y O U R  B U S I N E S S ?
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T H E  G R E AT U N B U N D L I N G

Unbundling photo
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M E M B E R - FA C I N G  T E C H

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S

How should credit 
unions plan their 
member-facing 

technology 
spending over the 

t fi ?next five years?

S T R AT E G Y F I R S T

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S

→ Operational Excellence

→ Customer Intimacy

→ Product Leadershipp
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P E R S O N A L  F I N A N C I A L  M A N A G E M E N T

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S

→ Educational/advice-oriented

→ Rewarding and Fun 

→ Social

→ Mobile

S O C I A L M E D I A

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S

→ Generate Awareness

→ Influence Preference

→ Increase Engagement

→ Provide Support
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P U R E LY M O B I L E  A P P S

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S

→ Location Awareness

→ Augmented Reality

→ Mobile Payments

S T R AT E G Y T H E N  S O F T WA R E

D I S R U P T I V E  S E R V I C E S  A N D  
T E C H N O L O G I E S
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T O D A Y ’ S  A G E N D A

• The Competitive Landscape

• Disruptiive Services and Technologies

• Managing the Technological Revolution

LOW-COST DELIVERY CHANNELS CAN, 
PARADOXICALLY LEAD TOPARADOXICALLY, LEAD TO 

IN THE OVERALL COST STRUCTURE AT CREDIT 
UNIONS.

~ DENNIS CAMPBELL HARVARD BUSINESS SCHOOL

INCREASESINCREASES
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Why?Why?Overall usage rises

along with expectations 

of more options
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TA B L E  S TA K E S
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TOM O R R O W ’ S  TA B L E  
S TA K E S

V E N D O R  S E L E C T I O N
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O B S O L E S C E N C E  V S .  I N N O VAT I O N
M A N A G I N G  T E C H  R E V O L U T I O N

Resource
s

Processe
s

Priorities

W H AT ’ S  AT S TA K E
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Q U E S T I O N S ?Q U E S T I O N S ?
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T H A N K  Y O U !

benr@filene.org

@fileneresearch

facebook.com/fileneresearch


