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talk to members. Com-
munication has gone from 
monologue—bill stuffers 
and generic messages—to 
dialog. Dialog means you 
approach members from 
a clear and differentiating 
position in much the same 
way a friend would.”

Creating a brand 
involves what Mathes 
calls “a brand map pro-
cess,” planning a branding 
strategy much the same 
way you would a journey. 
“Along the way, we ‘mine 
for gold,’ digging for the 
little nuggets that set a 
credit union apart.”

Those nuggets might be 
an interesting history or 
great longevity. “You’re 
trying to get away from cli-
chés like, ‘We know every-
body’s name,’” he says.

Mathes cites Com-
munity 1st Credit Union, 
Shoreline, Wash., as a  
successful brander. The 
$120 million asset credit 
union started out serving 
postal employees before 
obtaining a community 
charter six years ago.

“When I did a brand 
strategy for them, I dug 
into their postal heri-

tage and came up with a 
simple, appealing reference 
to their past and present: 
‘First Class Banking,’ ” he 
says. “That image built on 
the connotations every-
body has in mind when 
it comes to ‘first class,’ 
whether it’s a hotel, airline, 
or level of mail service.”

With the brand map 
process, employees fill in 
a workbook asking such 
things as:
u Their perception of the 
credit union;
u Adjectives describing 
the credit union;
u A comparison to brands 
from other aspects of their 
lives; and
u What they see as unique 
or unusual about the 
credit union.

“Generally, it takes four 
to six weeks to deliver a 
brand map,” Mathes 
explains. “Our core deliv-
erable is brand position-
ing, a plan for how they 
differentiate themselves 
via a clear, well-defined 
image. That image has to 
resonate internally and 
externally. When it does, 
everything flows from 
there.” 

Resources
u �Bancography, Birmingham, Ala.: 205-251-3227 or 
bancography.com.

u �CSS strategic alliance provider: Intuit Financial Services, 
Calabasas, Calif.: 888-344-4674 or ifs.intuit.com.

u �Raddon Financial Group, Lombard, Ill.: 800-827-3500 or 
raddon.com.

Online banking has become a must-have for consumers to 
handle their finances and run their economic lives. But online 
banking as we know it has become irrelevant, says Albert Ko, 
senior vice president of consumer solutions at Intuit Financial 

Services (formerly Digital Insight), a CUNA Strategic Ser-
vices (CSS) strategic alliance provider.

Ko’s statement makes sense once you look at Intuit’s lat-
est consumer online banking experience. It’s a lot like look-
ing at the dashboard in a luxury car—every instrument is in 
a convenient, logical position, and every action that a driver 
(consumer) might want to take has been anticipated.

“The screen presents real, actionable insights and capa-
bilities across a credit union member’s financial picture,” 
says Ko. “It’s akin to the Amazon.com experience but in  
a banking context. Online banking knows who you are, 
organizes your transactions, and gives you the tools to 
make informed financial decisions.”

The online system allows members to manage their 
finances across the spectrum—checking, savings, bill pay, 
investments—from one place. This allows credit unions to 
“take advantage of the incredible databases of information 
they have about their members and be able to offer ser-
vices and products at opportune times,” Ko says.

Some offers produce gratifying results. “We have a built-
in TurboTax feature where credit unions can help fill in tax 
documents automatically, and where members can keep 
a running track of their tax liabilities,” says Ko. “In credit 
unions that are now using this system, 94% of users opt to 
deposit their tax returns in that credit union.”

With Intuit’s online banking, consumers experience:
u Account tracking. Consumers can see checking, sav-
ing, mortgage, and other transaction histories for five, 10, 
14, or more days.
u Transfer feature. This is intuitive and easy to use, 
which Ko says encourages greater use of online banking.
u Where the money goes. This is a running account of 
expenditures by type, such as groceries, entertainment, 
and so on.
u Make a payment. The bill-pay feature, which uses a 
check metaphor, is powerful and satisfying, says Ko.

“Users instinctively understand how to use the payment 
function and actually think of it as a check,” he says. “It’s 
a feature that will do a lot to get many more people using 
online banking and bill pay.”

Other features credit unions can offer are tax tracking, 
alerts and reminders, investment and loan tracking, and 
spending goals.
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