Helpful Hints

· Take a good, long look at your current members.  If everyone is the same or similar, it may be time to consider marketing strategies that target different markets.    

· After you know who you have in terms of your membership, consider who you want (or need).  What is your target market?  
· Don’t forget the Baby Boomers.  They are currently the largest market segment and their product needs are changing.  Consider a product mix that addresses their needs.
· Don’t forget everyone ELSE.  Non-baby boomers, including Gen X & Y, are the borrowers of today and the future of tomorrow.  They’ve grown up with computers and the internet, and not surprisingly, they expect a high level of technology and convenience from their financial institutions.  Don’t overlook their needs.  
· Remember:  You will tire of your marketing campaigns MUCH faster than your members will.  For this reason, it is absolutely necessary that your employees be 100% behind your marketing efforts.
· Consider extending your hours or opening for a few hours on Saturday.  There are many, many financial institutions that offer the convenience of extended hours and online services.  How convenient is your credit union?  Consider that question for both current members and the members you’ll need for the future.  
· If your credit union has an email address that fields member questions, assign an employee to make sure that all emails are answered within 24 hours. 
· A major part of marketing is communication.  Make sure your marketing staff is a part of your credit union’s disaster recovery plan.  During a disaster, natural or otherwise, it is imperative that you and your staff be able to communicate with your members regarding the credit union, their accounts, and contingency plans.  
· In today’s busy world, saving time is important to everyone.  Consider convenience services like ATMs, online services and even joining the shared branching network to bolster your convenience factor.  
· It has been scientifically proven that people form relationships with those in their daily paths.  For this reason, employees must understand that no matter where they are, they are representatives of the credit union.  Regardless of the “setting” an employee’s attitude will influences the member’s opinion of the credit union.
· Know your competition.  Several times a year, have one or more of your employees (or even friends) visit area financial institutions as potential customers.  Use that information to field questions from members concerning the marketing and sales tactics that are used by other financial institutions in your area.

· Encourage your members to “Tell a Friend.”  Testimony or word-of-mouth marketing is still incredibly effective, especially in smaller communities.  Make sure your employees treat your members in a manner that causes the member to want to tell others about what great service they receive at your credit union.
· Member Perception/Satisfaction Surveys can provide extremely valuable information.  They can also help you measure how well your marketing plan is working.  

· Get personal.  If a large scale survey is too much, try randomly selecting 20 to 30 people (through your Data Processor) and inviting them to the credit union for coffee and cake.  Put various topics “on the table” for open discussion.  Find out what likes, dislikes, and suggestions these members have for your credit union.  This can prove to be a very valuable marketing tool.
· Don’t give up on your SEGs.  Breaking through the gate keepers has gotten more difficult, but don’t give up.  Cultivating and maintaining contact with your SEGs is vital. 
