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How does your CU compare?
Get the full report by registering with Finalytics.ai – and  see how all  top 50 Credit Unions rank. Visit Finalytics.ai, or click here.

Based in San Francisco, Finalytics.ai is led by a team of 
experts in the fields of retail banking, fintech, digital 
experience design and web analytics. We use AI-driven 
personalization to help credit unions leverage real-time 
behavioral data across channels to better understand and 
serve their members.

As human interaction in-branch declines year over year, 
digital commands an ever-expanding share of the consumer 
touch. The Finalytics.ai platform doesn’t just collect 
member data and share it back. Our platform helps credit 
unions continue to do what they’ve always done best: 
providing a relationship-based, high-touch service. That 
means listening and acting on member needs.

https://finalytics.ai
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This year, we expanded our report from the twenty largest 
credit unions to fifty to create a more holistic view of the 
industry landscape. Of the original twenty, only a handful 
have undergone complete redesigns of their marketing 
sites since our last review. Most of those top twenty have 
not redesigned their sites in over three years — a lifetime 
in digital.

However, the concern is not that these sites look 
outdated, but rather that their stagnation is a sign that 
the organizations behind them have not prioritized their 
digital strategy. In the past, credit unions could get away 
with this because their members had lower expectations. 
That has changed, as both digital natives and seasoned 
members now rely on technology more than ever before.

The COVID-19 pandemic generated a new urgency 
around meaningful digital transformation. Trends in digital 
banking accelerated as members turn to digital channels 
for information and everyday tasks. As noted in this year’s 
report, financial institutions have responded in a variety of 
ways with varying degrees of success.

We hope you will find this report enlightening and helpful 
in charting a course to better serving your members during 
this difficult time and beyond.

Inside you will find a snapshot of key 
industry trends and a heuristic review 
and ranking of the user experience of 
the largest 50 credit unions by asset 
size in the United States.

Inside This Report 2021

01 Introduction  : Inside This Report

Introduction

How does your CU compare?
Get the full report by registering with Finalytics.ai – and  see how all  top 50 Credit Unions rank. Visit Finalytics.ai, or click here.

https://finalytics.ai
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01 Introduction  : NCUA Top 50

Finalytics.ai takes an annual deep dive into the largest Credit Unions in America 
by asset size to analyze digital experiences across the industry.

Navy Federal Credit Union $132 B
State Employees’ Credit Union $46 B
PenFed Credit Union $26 B
BECU $26 B
SchoolsFirst Federal Credit Union $23 B
The Golden 1 Credit Union $16 B
First Technology Federal Credit Union $14 B
America First Credit Union $14 B
Alliant Credit Union $13 B
Randolph-Brooks Federal Credit Union $13 B
Suncoast Credit Union $12 B
Mountain America Credit Union $11 B
Digital Credit Union $10 B
Security Service Federal Credit Union $10 B
Bethpage Federal Credit Union $10 B
Star One Credit Union $10 B
Vystar Credit Union $10 B
Alaska USA Federal Credit Union $10 B
San Diego County Credit Union $9 B
Lake Michigan Credit Union $9 B
American Airlines Credit Union $9 B
Teachers Federal Credit Union $8 B
Patelco Credit Union $8 B
ESL Federal Credit Union $8 B
Logix Federal Credit Union $8B

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25

OnPoint Community Credit Union $8 B
Delta Community Credit Union $7 B
Pennsylvania State Employees Credit Union $7 B
ENT Credit Union $7 B
GreenState Credit Union $7 B
Citizens Equity First Credit Union $7 B
United Nations Federal Credit Union $7 B
Police & Fire Federal Credit Union $6 B
Wings Financial Credit Union $6 B
Idaho Central Credit Union $6 B
Desert Financial Credit Union $6 B
Redstone Federal Credit Union $6 B
Hudson Valley Credit Union $6 B
Redwood Credit Union $6 B
Eastman Credit Union $6 B
Wright-Patt Credit Union, Inc. $6 B
Space Coast Credit Union $6 B
Bank-Fund Staff Federal Credit Union $6 B
DFCU Financial $6 B
Michigan State University Federal Credit Union $6 B
Bellco Credit Union $5 B
Members 1st Credit Union $5 B
Landmark Credit Union $5 B
Kinecta Federal Credit Union $5 B
Midflorida Credit Union $5 B

26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50

How does your CU compare?
Get the full report by registering with Finalytics.ai – and  see how all  top 50 Credit Unions rank. Visit Finalytics.ai, or click here.

Source: NCUA, September 2020.*

*

https://finalytics.ai


7 |    THE 2021 CREDIT UNION DIGITAL EXPERIENCE REPORT

Our primary focus in this report centers 
on the public marketing site of each 
Credit Union. Our focus on asset size 
allowed us to review the Credit Unions 
with the most resources. Additionally, 
we evaluated areas of the digital 
experience such as online account 
origination, SEO, and web analytics.

What We Reviewed

See the individual sections for details 
on the criteria for each category.

• User Experience

• Analytics & SEO

• Key Features & Functionality

• Visual Design & Branding

• Content

• Digital Marketing

01 Introduction  : Our Approach

Our Approach

A rating of 3 is considered good: the site is meeting basic 
standards for best practices. 4s are extremely rare and 
reserved for sites that exceed expectations. 5s are reserved 
for outstanding innovators. None of the sites we evaluated 
reached that level.

RATING SYSTEM

METHODOLOGY

We assembled an inter-disciplinary team in UX, Design, 
Content, and Analytics to conduct a heuristic evaluation of 
each credit union’s site. We scored them according to best 
practices in the categories listed at left. These scores 
include both quantitative and qualitative criteria and reflect 
our analysis of the sites during a specific snapshot in time*. 
In reviewing the sites, we aimed to be honest, fair, and 
consistent.

Other opinions may vary, and we understand that organizations continuously update 
their sites, and may have already evolved since our evaluation.

*

How does your CU compare?
Get the full report by registering with Finalytics.ai – and  see how all  top 50 Credit Unions rank. Visit Finalytics.ai, or click here.

https://finalytics.ai
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2.66

2.93

02 Results & Findings  : Digital Experience Winners

Digital Experience Winners

The following Credit Unions achieved the highest 
average scores across categories, earning their 
place as digital experience leaders.

Overall, they demonstrate a strong 
commitment to providing their members 
with the experience, features, and 
aesthetic they deserve.

PenFed Credit Union 2.39
Idaho Central Credit Union 2.39
BECU 2.36
OnPoint Community Credit Union 2.35
Mountain America Credit Union 2.3
First Technology Federal Credit Union 2.29
Digital Credit Union 2.28
Suncoast Credit Union 2.26
Bethpage Federal Credit Union 2.26
Delta Community Credit Union 2.18

6
7
8
9
10
11
12
13
14
15

16
17
18
19
20
21
22
23
24
25

Navy Federal Credit Union 2.12
Randolph-Brooks Federal Credit Union 2.10
Members 1st Credit Union 2.10
Teachers Federal Credit Union 2.09
Lake Michigan Credit Union 2.07
Midflorida Credit Union 2.07
Eastman Credit Union 2.06
Space Coast Federal Credit Union 1.99
Landmark Credit Union 1.99
ESL Federal Credit Union 1.98

Dig Deeper
Get the full report by registering with Finalytics.ai – and get the background and details on all 50 CUs. Visit Finalytics.ai, or click here.

2.51

2.47

2.44Desert Financial
Credit Union

https://finalytics.ai
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02 Results & Findings  : User Experience

User Experience

The user experience (UX) of the banking sites we reviewed ran the gamut; from modern 
mobile-first designs, to dated, non-responsive sites.

We evaluated each site on the following criteria:

• Responsive display

• Site architecture

• Navigation

• Friction

• Scanability

• Layout and organization

• Calls to action / Customer journey

• Micro-interactions (bonus point)
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02 Results & Findings  : User Experience

The purpose of a site’s information architecture and navigation 
is to make important content as easy to find as possible. As 
tempting as it may be to get creative, users arrive with a set of 
expectations and norms. They scan the navigation and headings 
looking for familiar words and if they don’t see them, they may 
move on or feel frustrated.

This year we noticed more active verbiage such as Spend, Save, 
and Borrow in the primary and secondary navigation labels. Sites 
that use standard product nouns (e.g., Checking & Savings, Home 
Loans) still outnumber all other naming conventions. Audience-
based navigation, such as Personal vs Business, came in second 
in terms of overall adoption.

WHAT’S IN A NAME? THE IA OF BANKING

More than half the sites (26) display a login box in the body of 
the Homepage. However, these login boxes take up valuable real 
estate and often are not well optimized for mobile.

Surprisingly, on two credit union sites the only way to access online 
banking is from the Homepage. This creates friction for existing 
members that are browsing other pages, forcing them to return to 
the Homepage any time they want to access their accounts.

LOGIN TREATMENT

All but one site we reviewed made information related to 
COVID-19 easily accessible.

It is clear that many credit unions were unprepared for an 
emergency in terms of the digital experience.

Crisis communication should be prominent, transparent, and 
sitewide. Several credit unions either lacked a sitewide alert 
module, or found themselves repurposing modules and 
templates that were not intended for this purpose.

COVID-19 EXPERIENCE
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02 Results & Findings  : Analytics & SEO

Analytics & SEO

All Credit Unions surveyed apply a combination of 
Google Analytics, ad tracking, retargeting tracking 
and more to gain a complete understanding of 
user behavior.

We evaluated each site on the following criteria:

• Onsite search

• Domain authority

• Page load times

• Personalization

• Geo-targeting

• Keyphrase targeting

• WCAG accessibility

This will not only guide improvements to 
the experience, but also be the foundation 
for custom micro-segmentation.

3.14

2.78

Alliant Credit 
Union 2.86

3.02

3.12

Wings Financial
Credit Union

Patelco Credit 
Union

Bethpage Federal 
Credit Union
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02 Results & Findings  : Analytics & SEO

Making improvements on the digital channel requires a complete 
view of the prospect or member funnel. Without this integration 
of data, credit unions are not able to assess a complete picture of 
the user’s digital journey.

Critical to viewing the complete digital journey is tracking the full 
user click-path — from public website, to product application, to 
online banking. Only 17 credit unions surveyed implemented full 
digital journey tracking. Two-thirds of credit unions surveyed did 
not have the right tracking implemented to view this journey.

DIGITAL JOURNEY TRACKING

Organic search engine optimization is a critical element to credit 
union stability, growth, and digital dominance. Strategies to 
improve SEO include on-page content optimization targeting 
specific non-branded phrases, off-page linking, technical factors 
such as desktop page speed and AMP, and UX considerations 
concerning layout and styling.

Of the top 50 credit unions surveyed, there were no strong 
performers in non-branded SEO. Many of the organizations have 
made moderate efforts to attract traffic from search engines, but 
many lag in areas like mobile page speed and SEO-driven 
content marketing.

SEO

ANALYTICS

Nearly 100% of Credit Unions surveyed have analytics tools 
in place. These include web analytics, advertising analytics, tag 
containers, CRM analytics, and 3rd party analytics tools. This is a 
major improvement from previous years, which saw significantly 
lower adoption rates.

However, CUs that are making data-driven decisions to improve 
the digital channel require significant customization of their web 
analytics. Only 17 credit unions surveyed, or 34%, had highly 
customized analytics.
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However, there is still room for improvement, 
especially when it comes to a consistent design 
system across digital channels and beyond.

02 Results & Findings  : Visual Design & Branding

Visual Design & Branding

We evaluated each site on the following criteria:

• Typography

• Color palette

• Illustration / Infographic

• Iconography

• Imagery

• Video / animations

• Consistency

As expected from top Credit Unions, the 
visual design quality overall was high.

Teachers Federal 
Credit Union
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02 Results & Findings  : Visual Design & Branding

“Design Systems are always evolving, and the way you share 
and encourage adoption of new iterations will evolve along 
the way as well.” 

– Diana Mounter, design systems manager at GitHub4

A Design System is a single source of truth that groups all the 
brand elements; enabling teams to design, realize and develop 
a product or experience. Imagine building blocks of reusable 
elements that are updated in a singular location. These 
components can be managed in tools such as InVision DSM, 
Adobe XD, or within your content management system (CMS).

Credit unions with Design Systems benefit from a consistent 
look and feel on all UI elements on various pages, micro-sites, 
and online banking platforms. 

DESIGN SYSTEMS

COLOR

Color increases brand recognition by 80%1. One study 
found that 90%2 of first impressions online are based 
on color alone.

It’s no surprise that forward-thinking organizations are 
spending more money and time choosing the colors that 
best represent their brand. In this year’s assessment, colors 
like yellow, orange and red were more popular than in 
previous years. According to color psychology2 these colors 
represent, optimism, friendliness and excitement. Larger 
financial institutions tend to use cool colors like green and 
blue; which signify health, growth, dependability and trust3.  
Many credit unions have wisely used color and branding to 
further differentiate from legacy financial institutions. 

1  https://neilpatel.com/blog/psychology-of-color-and-conversions/

2 https://apiumtech.com/blog/key-statistics-colors-affect-sales-consciously-unconsciously/

3 https://neilpatel.com/blog/the-definitive-guide-to-creating-high-converting-landing-pages/

4 https://www.invisionapp.com/inside-design/guide-to-design-systems/
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For this evaluation, we focused on what we 
believe to be the most important features for 
users on both desktop and mobile.

Members today have high expectations for 
the tools they use online. We see more and 
more credit unions offering digital payment 
services to compete with emerging FinTechs 
like Venmo for wallet share.

02 Results & Findings  : Key Features & Functionality

Key Features & Functionality

We evaluated each site on the following criteria:

• Online account origination

• Mobile check deposit

• Live chat

• Find a branch / ATM

• Search

• Calculators

• Peer-to-peer payments

• Product comparison

Bethpage Federal 
Credit Union



18 |    THE 2021 CREDIT UNION DIGITAL EXPERIENCE REPORT

02 Results & Findings  :  Key Features & Functionality

Digital wallets have become standard for the top 50 CUs. 
Forty-seven of the 50 offer digital wallets.

Three offer Apple Pay only, while 43 offer the trifecta of Apple, 
Google and Samsung Pay. The next most common options are 
Fitbit and Garmin Pay with 11 each. 

However, it is often difficult for users to find information about 
which wallet services are supported. In a time when contactless 
payments are now considered essential, findability is key.

DIGITAL WALLETS ARE NOW STANDARD

68% of the CUs we surveyed offer peer-to-peer payment 
options, reflecting the increasing popularity of this feature.

Peer-to-peer payments have increased in popularity since our 
last report. 34 out of the 50 CUs surveyed offer some form of 
person-to-person payment, not counting wire transfers. 14 credit 
unions mentioned Zelle by name,, while unnamed or branded 
payments and Popmoney roughly tied for second place at 9 and 
8 CUs each.

PEER-TO-PEER PAYMENT

DIGITAL FEATURE DESCRIPTIONS

A Credit Union’s website is the entry point for digital banking 
members. However, the reviewed websites varied greatly in 
the level of detail presented on digital features offered.

Forty-four of the fifty CUs have evident ways to find digital 
banking features from the top navigation. However, the majority 
are not doing a great job of explaining digital features in an 
engaging way. In some cases, some of the less standard features 
aren’t listed, such as smart speaker skills or PFM. 

Standard digital features for all fifty include Bill Pay, Mobile 
Payments, and Mobile Deposits.
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This is an opportunity for credit unions to really 
shine and engage members, or suffer from a lack 
of distinction.

02 Results & Findings  : Content

Content

• Home page content quality 
and key tasks represented

• Product pages content 
quality, integration and 
cross-promotion

• Original financial 
education content

• Content hub

• Content density

• Content freshness

• Content variety

• Supporting content

• Blog

One of the primary reasons users visit any 
website is to engage with its content.

We evaluated each site on the following criteria:

3.11

2.89First Tech Federal 
Credit Union

Delta Community 
Credit Union

Suncoast
Credit Union 2.89

2.67

2.56
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02 Results & Findings  : Content

52% (26 out of 50) of sites cross-promote FinEd resources 
on their product pages.

Only half of credit unions promote related financial education 
content on their product pages. Often FinEd content is siloed in 
its own section or blog, and can be difficult to find. Many credit 
unions have a deep commitment to providing financial 
education to their communities, such as visiting local schools 
and offering in-person seminars. 

However, that commitment doesn’t always translate to the 
digital experience. Cross-linking between products and FinEd 
articles ensures that visitors can find relevant information in the 
context of their needs.

CONTENT IS SILOED

HOMEPAGE CONTENT

Credit Unions offer attractive rates, therefore it’s no surprise 
that Rates information featured prominently on 62% of the 
homepages we surveyed.

This year, we found content related to the COVID-19 tied for a 
close second place with Product Features. Many sites promoted 
information about COVID-19 in the “hero” area below the 
header. It also appeared frequently in modules used for news 
or community content.

Credit unions are finding new ways to use existing modules to 
feature different types of content. The featured content ranged 
from COVID-19 scams to branch updates and relief programs 
and services.

COVID-19

PRODUCT FEATURES

RATES

ONLINE/MOBILE BANKING FATURES

BRAND STORY/VALUE PROPOSITION

FINANCIAL EDUCATION

32

31

31

30

23

21

BANK BENEFITS 20

NEWS 18
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Many sites were structured by their key audiences: personal, 
business, and wealth management – but did little to cross-
market related products. Although we found little evidence 
of personalization on the sites we reviewed, it’s possible the 
Credit Unions surveyed are engaging in personalization 
within their online banking platforms.

02 Results & Findings  : Digital Marketing

Digital Marketing

• Effective cross-sell/up-sell 
of products and services

• Key customer segments 
are addressed

• Evidence of personalization

• Social media used to drive 
campaigns

• Special offers

Most Credit Unions are lagging in 
personalization – which should no 
longer be considered an emerging 
feature or trend, but an essential part 
of any digital marketing strategy.

We evaluated each site on the following criteria:
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02 Results & Findings  : Digital Marketing

While many organizations are seeking personalization, we 
only found seven CUs that seem to exhibit some level of 
personalization.

While this category is difficult to assess, the vast majority of 
CUs seem to present the same content despite geolocation or 
recent product searches.

PERSONALIZATION

While majority of CUs (47) identify some level of segmentation, 
we only found nineteen that represented well their defined 
segments within their website.

More than 60% (31 CUs), refer to their customer segments 
within the navigation (e.g., Personal, Business, Commercial). 
The rest organize their websites around products, reflecting a 
product-focused experience that isn’t necessarily centered 
around members or their specific needs.

SEGMENTATION

CROSS-SELLING

The majority of credit union websites surveyed did not cross-
sell products anywhere within the public digital experience. 
Additionally, only a handful of CUs give a holistic story about 
how various products can serve their members. 

The resulting message is that most CUs are focused on 
products rather than member needs.



Industry Trends
& Insights
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03 Industry Trends & Insights  : Global Digital Transformation in Banking

The Global Future The Digital Present

Global Digital Transformation in Banking

In various markets like Europe and Asia, fintech 
banks or neobanks have gained a significant 
foothold in markets primarily dominated by a few 
large banks. In the UK, neobanks like Revolut, 
Monzo, Starling, and Monese still have a small 
share of the market.

However, they attract up to four times their share 
of new to market customers, particularly for those 
that are 25-34 years old.1 Additionally, open 
banking regulations, such as the EU’s PSD2 and 
the UK’s OBIE, have increased pressure on legacy 
banks to rethink banking models.

Luckily for legacy U.S. banks and CUs, they have 
not had to contend with such pressure – yet.

Every day, consumers encounter increasingly 
frictionless digital experiences from the likes of 
Amazon, Apple, Google, Disney, and Netflix.

Members compare their Credit Union experience 
not just to banks – but to tech giants. Today, the 
pressure to rethink banking models is coming from 
outside the industry.

The largest banks have taken note and build 
customer-driven digital experiences that give them 
an edge. Bank of America receives more check 
deposits through their mobile app than through 
their vast branch network. The result is not only 
increased satisfaction, but also cost reduction.2

In last year’s JD Power U.S. Retail Banking Advice 
Satisfaction Study, they noted that the big bank 
segment is leading overall customer satisfaction over 
regional banks – primarily due to digitally delivered 
advice (e.g., website, mobile app and email).

The study is indicative of the leading position that 
large banks have taken in digital transformation 
within the U.S. market.3

1 Gerard du Toit and Katrina Cuthell, As Retail Banks Leak Value, Here’s How They Can Stop It, Bain & Co, November 18, 2019

2 Taylor Nicole Rogers, “Bank of America finally sees mobile deposits surpass in-person transactions,” The Street, July 16, 2018

3 JD Power, Big Banks Raising Customer Satisfaction with Effective Digital Advice Tools, J.D. Power Finds, February 6, 2020
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In recent years, the promise of Artificial Intelligence (AI) has come to fruition across industries. 
While financial services organizations have used AI and algorithms to drive many fraud prevention 
and underwriting routines for well over a decade, the next evolution of AI will be a significant 
growth-driver as it achieves the dual goals of providing leading-class member experience and 
improved operational efficiency.

03 Industry Trends & Insights  : Artificial Intelligence

Member Experience Operations

Artificial Intelligence

The shifting consumer preference towards 
digital has challenged banks and Credit Unions 
to find new ways of engaging their members
and members through automation in servicing, 
marketing, and even in augmenting person-to-
person interactions. AI can leverage member 
data to provide meaningful and personalized 
interaction that outpace service at branches.

Bank of America’s virtual assistant Erica is said 
to already have over 10 million users and over 
100 million client requests.4

Other industries are leveraging AI to drive digital 
engagement improvements – contributing to 
ever-increasing customer expectations.

Netflix is developing an AI platform that creates 
personalized movie trailers based on the 
streaming histories of individual viewers.5 Car 
companies are building platforms using computer 
vision, voice recognition, and AI to determine 
whether a driver is tired or distracted. The system 
then adjusts to the thermostat, radio, and can 
engage a conversational agent.6

Leveraging the abilities of AI to decipher and derive 
meaning from large volumes of data will be key in 
improving operational efficiency.

The aggregate potential cost savings for FIs from AI 
applications is “estimated at $447 billion by 2023, 
with the front and middle office accounting for $416 
billion of that total, per Autonomous Next research.”7

The potential that AI offers does require that Credit 
Unions rigorously restructure their data practice.

The ability to strategically tap into structured and 
unstructured data will be key to leverage AI in its 
current and future forms. A realized AI future cannot 
exist with the data reality we see across the industry.

4 Donna Fuscaldo, Bank Of America’s Virtual Assistant Now Has More Than 10 Million Users, Forbes, December 11, 2019

5 Deloitte, Tech Trends 2019: Beyond The Digital Frontier, 2019

6 Deloitte, Tech Trends 2020, 2020

7 Eleni Digalaki, The impact of artificial intelligence in the banking sector & how AI is being used in 2020, Business Insider, December 17, 2019
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Financial services thought-leaders often discuss the “platformification” of banking. We view 
platformification not as a single trend – but as two separate yet intertwined concepts that will 
shape the future of financial services. Bank-as-a-Service (BaaS) and the rise of low-code, 
cloud-enabled platforms.

The Bank-as-a-Service (BaaS) model positions the financial service company at the center of 
an ecosystem of partners. At once, financial services organizations are moving away from on-
premises technology in favor of cloud-enabled platforms.

03 Industry Trends & Insights  : Platforms  :  BaaS

BaaS

Platforms

The BaaS trend is generally attributed to new open 
banking regulations. However, proponents of this 
new model of banking also come from the more 
digitally-forward legacy banking organizations such 
as Spain’s BBVA and Denmark’s Danske Bank. 
Further, consumers already are accustomed to 
accessing financial services from new players 
outside of the traditional industry.

Under a BaaS model, banks and Credit Unions 
make the proposition that they will be a one-stop 
shop for all financial needs—and affiliated products.

For instance, DBS in Singapore runs the largest 
direct seller-to-buyer car marketplace in the 
country. Stateside, CapitalOne offers online vehicle 
listing and tools to immediately prequalify buyers 
for financing. In the small business space, Danske 
Bank integrates third-party services such as cloud 
payroll provided by Zenegy.8

An ecosystem marketplace is a natural extension to 
activities that CUs already offer. Many of the Credit 
Unions in this year’s report have partnerships with 
the car buying service TrueCar. Other CUs offer title 
services, insurance, and wealth management. 
However, these are presented as disparate 
experiences and not part of cohesive relationship-
based service for members.

8  Gerard du Toit and Katrina Cuthell, As Retail Banks Leak Value, Here’s How They Can Stop It, Bain & Co, November 18, 2019
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03 Industry Trends & Insights  : Platforms  :  The Cloud

The Cloud

Platforms

The platformification of IT, or Software-as-a-
Service (SaaS), is the next stage in the evolution 
of cloud computing. The SaaS model frees up CU 
technology staff from managing on-premises 
infrastructure to focus elsewhere.

Cloud-enabled SaaS providers take on system 
administration tasks including patching, backups, 
database management, and security. SaaS-driven 
low-code and no-code platforms further allow 
CUs to focus on building member-focused digital 
experiences without large teams of developers.

SaaS low-code platforms can give financial 
institutions the freedom to move away from 
identical or cookie cutter digital experiences 
offered by just a handful of large bank technology 
companies that drive many current “me-too” 
digital strategies.

Credit Unions should be able to design and deploy 
digital experiences that are unique to their market, 
their target members, and their charter.

A well-defined digital transformation strategy 
focused on member-needs, enabled by data, and 
leveraging BaaS and cloud-enabled models is the 
formula that will carry Credit Unions into the present 
and onto the future.
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Digital banking adoption 
continues to drive 
customer satisfaction.

45% of US consumers use digital 
tools to research banking products. 
33% purchase them digitally.1

1  Bain/Dynata Retail Banking NPS Survey, 2019

A functionality gap has 
developed between the 
largest financial institutions 
and all others.

03 Industry Trends & Insights 

45% 62% 44%
62% of US mobile banking users 
are highly satisfied with their 
banking provider.2

44% of value-added mobile 
banking features are offered by 
smaller banks’ mobile apps. The 
“big four” banks offer 89% of the 
same features.3

2 McKinsey Banking Journey Pulse Benchmark, 2019 3 S&P Retail Banking Mobile App Review, 2020
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03 Industry Trends & Insights 

Consumers increasingly use 
digital tools to research and 
purchase banking products
Source: Bain/Dynata Retail Banking NPS Survey, 2017 and 2019

A digital-only banking 
purchase often garners 
greater customer loyalty 
than a human-only purchase

Source: NPS Prism: US Consumer Banking and 
Wealth Management Study, 2019
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03 Industry Trends & Insights 

Frequency of mobile-app 
usage for deposit products 
in 2019, by percentage
Source: McKinsey Banking Journey Pulse Benchmark

Average number of value-added 
mobile banking features on apps 
by bank size

Value-added mobile banking features:

• Access account statements
• Add bill payees
• Apple watch app
• Apply for loans
• Budgeting tools
• Card rewards information
• Cardless ATM
• Credit score information
• Chat or chatbot

Source: S&P Retail Banking Mobile App Review

• Open deposit account
• Biometric login options
• Other language options
• P2P payments
• Picture bill pay
• Schedule branch appointment
• Travel notification
• Turn card on/off or report lost
• View balance without logging in
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03 Industry Trends & Insights 

73% of US consumers use digital 
banking products – a 10% increase 
from pre-pandemic levels.3

COVID-19 has generated 
unprecedented adoption of 
digital banking products.
As physical branch locations 
decline, more members seek 
advice from digital channels 
than ever before.

36% 73%
Six consecutive years (2014-2019)
of declining aggregate branch counts.
Every year, the net close in the US
was over 1,000 branches.1

1k
36% of US consumers today 
access financial advice from 
digital tools. Only 38%2 of 
consumers report accessing 
financial advice in-person.

2   J.D. Power, February 20201   Bancography’s Outlook 2020 McKinsey Banking Journey Pulse Benchmark, 2019,
and Williams Mills Agency Survey, April 2, 2020

3
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03 Industry Trends & Insights 

Digital banking usage for deposit 
products, by percentage 

Digital visits at community, regional, and national financial institutions 
across the US over the previous 6 months
Source: Finalytics.ai Google Search Analysis, April 20, 2020

Source:  * McKinsey Banking Journey Pulse Benchmark
** Williams Mills Agency Survey, April 2, 2020

% Change in product visits
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03 Industry Trends & Insights 

Six consecutive years of declining aggregate US branch counts
Source: Bancography’s Outlook 2020: Industry Trends and Challenges Ahead

Bank channels consumers use to get financial advice
Source: J.D. Power, February 2020
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04 The Future

Digitally. Intelligently. Forward.

With all the inherent benefits of digital—scale, speed, accuracy, 
automation, and reach—its clear that organizations that apply digital 
strategies will accelerate their growth plans. A comprehensive digital 
strategy addresses three functional layers of the organization: the 
business layer via improved insight, the execution layer in the form of 
operational effectiveness, and the delivery layer via the customer 
experience.

Tech cycles continue to drive the pace of innovation. New technical 
capabilities being marketed today rapidly set the customer’s 
expectations of tomorrow. Financial institutions have been playing 
catch-up to challenger banks for several years now. When incumbent 
credit unions are merely capable of executing their digital strategies 
at a pace that simply reaches parity to startup challengers; it becomes 
clear that some wisdom would be a valuable asset. To paraphrase an 
oft-overused quote by hockey giant, Wayne Gretzky, its time that 
banks develop a sophisticated level of customer intelligence that 
enables them to “play where the puck is going to be, rather than play 
where the puck already is”. This is where this wisdom comes to bear.

Without better customer intelligence, legacy organizations can’t 
deliver better experiences in a timely manner. In terms of customer 
satisfaction, NPS and VOC are only part of the picture. These trailing 
indicators are explicit statements of satisfaction – not necessarily an 
accurate assessment.

A more holistic approach seeks to complement what members say 
with what they do. It’s likely that organizations are tracking some 
level of member behavior across digital channels, but it’s less likely 
that they’ve got the capacity or know-how to do anything meaningful 
with that data. Truly valuable insight comes when the business can 
predict issues and thereby shortcut the NPS-correction curve. This is 
where machine learning comes into play. AI is no longer fantasy. The 
tools already exist for non-data scientists to deploy predictive models 
of customer satisfaction via a drag-and-drop interface.

Organizations that monitor multiple indicators, such as social 
sentiment, channel behaviors, contact center reports, VOC surveys, 
as well as NPS will be well positioned to leverage AI for the delivery 
of service excellence at scale.

CRAIG MCLAUGHLIN
CEO, Finalytics.ai

“Real-time digital member 
engagement will continue to 
be a key focus for financial 

organizations in 2021.”

Craig’s expertise in Digital Banking 
and Digital Business Strategy has 
earned him a reputation as an 
innovative leader in Silicon Valley’s 
ever-evolving FinTech space. Craig 
holds a BSBA from San Diego State 
University and an M.S. in Information 
Systems & Web Technology from 
Hawaii Pacific University.
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04 The Future

Dig Deeper

Predicting what the future of financial services will look like may be 
impossible, but there’s no doubt it will be digital. The only safe bet is 
to invest in developing a fluid organization – able to react quickly and 
intelligently to technological, economic, and cultural change.

Evaluate your digital strategy to ensure it gives you continuous insight, 
operational effectiveness, and allows you to deliver value to your 
members in any way they engage with you.

If you have any questions about this report, or would like to discuss 
how we might work together, please reach out to us.

Call us
415.426.3636

Email us
hello@Finalytics.ai

How does your CU compare?
Get the full report by registering with 
Finalytics.ai – and see how all top 50 
Credit Unions rank.

Visit Finalytics.ai, or click here.

https://finalytics.ai


AI FOR OPTIMIZATION, ACQUISITION, 
& ENGAGEMENT




