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What Factors are Related to Credit Union Success? 

Introduction 

This paper presents the factors that contribute to credit union success. It starts with the 

definition of a credit union and continues with a brief history of how and where credit unions 

originated. Next, is an evaluation of how successful credit unions are run, compiled from interviews 

of 20 Chief Executive Officers or Branch Managers of various credit unions in Indiana. Then 

- follows a review of what 29 members of different credit unions felt were important in a credit union. 

The major factors that are important to success are identified from the point of view of managers and 

consumers. 
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What Is A Credit Union? 

A credit union is an organization of people, the field of membership, who combine their 

money to provide each other with ready access to credit. Credit unions do not consider themselves 

an industry, but a movement because they exist to help improve the average person's life by 

encouraging thrift and wise use of credit. Credit unions have three distinct characteristics as follows: 

their organizational structure, their operational structure, and their overall goal (Witzeling, 1993). 

The organizational structure of a credit union is unique. The people in the field of 

membership are known as members or shareholders because they own a portion of the credit union. 

They are all related by some common bond, such as a particular industry, company in which they are 

employed, or a community in which they live. A credit union's board of directors is made up of 

shareholders that have been elected by other members. These people volunteer their time in order to 

make operational decisions regarding the credit union. These decisions have consequences that will 

directly affect the board and members. This is unlike many large corporations where the 

stockholders may be miles away and have no direct stake in the company and its operations. 

A credit union's operational structure is democratic. This means each shareholder gets one 

vote regardless of the size of his deposit. This rule came about so that everyone within a credit 

union has equal power. This helps the credit union to make decisions that will benefit all of the 

members, not just a select few that may have more money. This also helps to uphold the very reason 

credit unions were created, to extend credit to those who could not afford it from other financial 

sources. 

Credit unions' overall goals differ from those of many other businesses. Credit unions want 

to focus on a personal side of finance. Many credit unions use slogans such as 'Not for Profit, but for 

Service' or 'People, not Profit' to promote this specific goal. Not-for-profit does not mean that a 
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credit union does not earn profits after deducting normal operating expenses, but that this money is 

given back to the shareholders by way of higher dividends on share (savings) accounts and 

certificates of deposits (CD's) or lower interest rates on loans. Credit unions also are widely 

involved in social and community programs to improve the quality oflife. For example, many credit 

unions have a specific charity or cause that they will help raise money for throughout the year by 

having different fundraisers. 

All of the above ideals are expressed in each credit union's mission statement. A generic 

mission statement that could be applicable to all credit unions follows: 

"The mission of the credit union is to provide and promote the use of a variety of financial 

services which feature particular BENEFITS and ADVANTAGES over those generally available 

from other banking sources ... with the specific intent of helping members gain some particular 

measure of PERSONAL FINANCIAL SUCCESS." (Witzeling, 1993) 

The History of the Credit Union 

The first credit union anywhere was opened in 1864 in Germany by Friedrich Wilhelm 

Raiffeisen. (CUN A Mutual, 1991) Raiffeisen believed in cooperatives and saw cooperative credit 

as a means of combating the bad economy. His credit union was based on some of the same 

principles as today's credit unions: democratic controls, equal rights to members, volunteer 

operation, and minimum participation levels. 

Such cooperatives grew rapidly in Europe, but took until 1909 to reach the United States. At 

this time, parishioners of St. Mary's Church in Manchester, New Hampshire, decided they wanted to 

form a credit union. During this time, the first law was passed concerning credit unions, opening the 

doors for further development. Edward Filene was instrumental in getting this law passed and 
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continued to lobby for credit unions and their creation for many more years. In 1916 he helped 

organize the Massachusetts Credit Unions Association (MCUA) whose purpose was to aid existing 

credit unions in Massachusetts and help form new ones (CUNA Mutual, 1991; Witzeling, 1993). 

Credit union growth was slow until the 1920's when Americans began earning more 

disposable incomt:, but not so much that they were willing to pay cash for major purchases. This 

increase in demand for loanable funds was a stepping stone for the credit union growth. Since banks 

and other financial institutions were still charging so much for their services that the small savers 

and borrowers were unable to qualify, credit unions stepped in and gained the support of these 

people. In 1920, Filene hired Roy Bergengren to head MCUA (CUNA Mutual, 1991; Witzeling, 

1993). Bergengren aided in starting up 19 new credit unions in a very short time. Filene and 

Bergengren created the Credit Union National Extension Bureau (CUNEB) in July 1921, to help 

promote credit unions on a national scale. 

Bergengren set four goals for the increased growth in credit unions. First, get the necessary 

laws. Second, organize credit unions. Third, form leagues. And fourth, form a national 

organization. Within the next thirteen years he spoke out in support for credit unions and by 1930, 

32 states ha~ credit union legislation and 1,100 credit unions were up and functioning (Witzeling, 

1993). The Depression of 1929 slowed the growth of most financial businesses, but credit unions 

continued to grow at a higher rate due to their focus on people with average, or even below average, 

incomes. 

In 1934, Franklin Roosevelt signed a law permitting credit unions to be chartered at a federal 

or state level (CUNA Mutual, 1991). In 1935, the Credit Union National Association (CUNA) was 

created in Wisconsin, with Roy Bergengren as the manager. As credit unions grew, so did the need 

for insurance of the money. In 1935, CUNA Mutual Insurance Society was developed. By 1941, the 
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number of active credit unions reached almost 10,000. Their growth was halted during World War 

II due to the legal restrictions placed on their development but continued after the end of the war. In 

1953, CDNA decided to go worldwide with a World Extension Division-later called CDNA 

International (CDNA Mutual, 1991). 

Recently the number of credit unions has been increasing; however, they are facing some 

complaints and legislation brought on by many banks. In 1982, the National Credit Union 

Administration (1\CUA) issued a policy enabling credit unions to accept new employee groups into 

their field of membership. This stemmed from their interpretation of the Federal Credit Union Act 

in response to the changing economic society. Bank associations filed a large number of lawsuits 

throughout the 80's and 90's trying to get the NCUA policy overturned and to limit the size of credit 

unions. They believed granting this privilege to credit unions destroyed the "level playing field" of 

competition and favored the credit unions. In 1996, one of these cases concerning AT&T Family 

Federal Credit Union was finally heard in the Federal Court of Appeals. The Appeals Court ruled in 

favor of the NCUA and AT&T (Glassburn, 1998). However, when the decision was handed down to 

the Federal District Court for implementation, bankers added a request for the whole policy to be 

declared unlawful. On October 25, 1996, the judge of the District Court issued a nationwide 

injunction that prohibited credit unions from not only adding new employee groups but from adding 

new members from employee groups in their field of membership. On December 24, 1998, the 

Federal Court of Appeals decided that credit unions could be prohibited from adding new employee 

groups, but should still be allowed to add new members from already existing employee groups. On 

April 1, 1998, the House of Representatives voted 411-8 in favor of the credit unions, stating they 

may continue to grow in members and may accept new employee groups. Credit unions now await 

the Senate's decision on the bill; however, it is expected to pass through the Senate also. The House 

5 



.-

-

believed that credit unions needed to add new members in order to remain on the "level playing 

field," since their structure is so different from banks, and banks in size still dwarf them. 

So what is it that makes credit unions so popular among people today? How have credit 

unions been able to withstand the economic changes and remain a successful entity? A review of 

articles about credit unions indicates that customer satisfaction, convenience, low fees, automation, 

and the number of services are keys to credit union success. 

Credit Unions and Success 

Customer Satisfaction 

The American Banker (1991; 1992) reviewed the difference in service between banks and 

credit unions and the overall satisfaction of the respective customers. In 1991, it found that 66% of 

bank customers were very satisfied with their service, while 78% of credit union members were very 

satisfied. In 1992, these ratings had dropped to 57% for banks and 77% for credit unions. A more 

recent survey conducted by the American Banker (1996) shows that all of the financial institutions 

have declined in their approval ratings. Credit unions experienced the largest drop, although they 

remain ahead of the banks. Some changes that have been made to keep customers happy have been 

the addition of overdraft protection on checking accounts, and statements that are easy to understand 

and that contain information on all of the accounts and loans in the individual's possession. 

Satisfaction with a financial institution is influenced in large part by the quality of service 

that each individual receives. The more personal service of credit unions stems from the fact that 

credit unions tend to be smaller, share a common bond among members, and do not give large, 

international loans, allowing a friendlier atmosphere. Those that run the credit unions see service as 

the most important factor related to credit union success. For example, the ability of a member to 
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talk with the CEO without getting the "run around" as well as the extra mile that may be taken to 

ensure that the member feels like a part of the credit union, not just a deposit, is the basis on which 

credit unions were built. 

Convenience 

According to the American Banker Consumer Survey of 1989, branch location was the 

number one aspect people looked at when choosing a financial institution. The importance of 

location was due to the desire for convenience and speed in today's society. In 1991, banks 

outranked credit unions in convenience, while in 1992, credit unions were seen as slightly more 

convenient because they are often located near the place of employment of the credit union sponsor 

group and they hold hours that accommodate the employees in that group. 

Automation 

In the 1989 American Banker Association survey, ATMs were ranked significantly lower 

than branch location as related to customer satisfaction. Although the rankings were slightly higher 

for automation for the under 40 age group compared with the over 60 age group, personal service 

and brick-and-m011ar branches were still more important to customer satisfaction. ATMs also were 

more important to city dwellers than to those in rural areas, but, once again, below service and 

location. The low ranking for A TM availability has been attributed to the fact that people take them 

for granted. It is assumed that every financial institution will have them. 

Fees 

The American Banker Association (1991) dealt with free checking in another survey. 

According to the survey, eight out often people believe that checking should be free with a 

minimum balance. A poll taken by the Credit Union Executive in 1996 showed that only 67% ofthe 

credit unions still offered free checking. This, in addition to an increase in fees charged by credit 
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unions, was seen as a major cause for the drop in the approval rating in 1996. With low interest 

rates, tight credit, and rising service charges of the time, people do not want the added expense of 

service fees. Both surveys also showed, however, that credit unions were still a better deal for the 

people because they did not rely as heavily on fees as did other financial institutions. Therefore, 

credit union fees tended to be lower. 

To deal with customer reaction to fees, many financial institutions have created what is 

referred to as package checking. With this, each checking account caters to each individual's needs. 

They also are allowing the required minimum balance to include all of your accounts, checking, 

savings, retirement accounts, etc. This allows people to maintain the free checking, gain interest, 

and have all of the accounts available to them. In addition, many financial institutions have created 

special packages for senior citizens under the belief that those over 55 hate fees, although the 1996 

American Banker Association survey showed no significant difference between any age group. 

Services Offered 

In 1997, the Credit Unions Executive cited many changes evolving in credit union services. 

These included establishing Credit Union Service Organizations (CUSO), developing second

generation web sites, and creating outreach programs. CUSO's aid credit unions in providing 

services such as mortgage lending, financial advice on investing, and leasing/buying options on a 

variety of items to their members at a small price. Additional services have helped to bring more 

business to credit unions because people can get many things done at once. New and improved web 

sites will enable people to apply for loans or other accounts available on-line and to be approved 

within 24 hours. They also will serve as an educational tool in allowing individuals to learn more 

about their credit union and what services are available. In member outreach programs, a credit 

union employee calls members to inform them personally of any upcoming promotions or increase 
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in rates. Agents also would be responsible for monitoring each member and introducing each 

individually to services that may be of particular interest to the member. The primary goal of the 

addition of these services is to further satisfy the member. 

Factors Related to Credit Union Success 

Based on these previous findings, it is expected that credit union members are most 

concerned with the quality of service, the convenience of the credit union, the rates they receive, and 

the number of services available to them. The quality of service is expected to be important because 

the Midwest culture values friendliness above technology. Convenience should be important 

because with the high-speed lifestyle oftoday's society, members want to get everything done at 

once. Rates are expected to be important because the area is predominately middle class, so most 

individuals are concerned with their money and how it is being spent or invested. The number of 

services should be important because having everything in one place would be much more 

convenient for today's busy lifestyle. 

CEOs of the credit unions are expected to place importance on the quality of service, training 

and high employee morale as related to service, and the number of services offered. Personal service 

is the core of credit unions. It is the philosophy which credit unions boast of in their mission 

statements and mottoes. Training and employee morale should be important because happy 

employees are more efficient and willing to go the extra mile than those who do not enjoy their job. 

Training is vital in handling members' requests and problems effectively. The number of services is 

important because more services make the credit union more attractive to all members. 

With the onset of the Supreme Court case, many credit unions halted growth. However, few 

shut down. The credit unions continued to fight the banks and plead their case with the Supreme 

Court. If the Supreme Court rules against the credit unions, there is a variety of options that credit 
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unions would fact:. Most credit unions should opt to file for a state charter or community charter 

because converting to a savings and loan or bank would not allow them to live by the credit unions' 

beliefs. For succe:ss in a changing legal environment, it is expected that credit union CEOs will 

consider changing to local charters in order to continue to serve their members' needs. 

Methodology 

Sample 

This study used information from Chief Executive Officers and members of credit unions in 

central Indiana. These credit unions varied in size, industry association, and environment. The 

average size oftht: credit union was $126 million in assets and 24,000 members. 

Data Collection: CEO 

Twenty CEOs were randomly chosen from an Indiana Credit Union League directory. 

Personal interviews and telephone interviews were used to collect the CEO information. The CEOs 

were informed of the reason for the interview and were asked if they would like to participate. The 

set of questions that was asked to each CEO may be found in Appendix A 

Each interview started out with the basic demographics of the CEO, such as gender, age, the 

length of time as CEO, and previous experience in banks, credit unions, savings and loans, or a 

regulatory agency. The CEO's were then asked their credit union's size in assets and members and 

the growth in each of these areas over the past year (1996-97). They also were asked what services 

were offered by their credit union. They were asked whether they used in-house or outside training, 

what their main training focus was, and if they were satisfied with their training program. They 

were then asked how they promoted employee morale. The next question dealt with what they felt 

was the most important factor in running a successful credit union. The last question asked them 
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what their plan was to combat a Supreme Court decision against them, should it occur. 

Data Collection: A1ember 

Twenty-nine members also were chosen at random. Surveys were handed out at two 

schools, a factory, and two credit unions to anyone who belonged to a credit union and agreed to 

participate. Members were simply asked to fill out a survey anonymously on what aspects they felt 

were important in a credit union. (See Appendix B) The first section of the survey was constructed 

ofyes/no questions. In the second section of the survey, the members were asked to rate the 

importance of a number of aspects of credit unions. 

Variables 

The goal was to see what factors were associated with credit union success. Dependent 

variables measuring credit union success were the asset size in dollars and member size of the credit 

union and the growth rate of assets and members of the credit union. Independent variables 

expected to relate to credit union success were quality of service, rates offered, convenience, and 

upkeep of facilities. The competence of the staff, staff efficiency, personalized and friendly service, 

level of communic:ation with credit union management, problem handling procedures, and input 

opportunities, measured the quality of service. The rates offered included those on savings and 

checking accounts, CDs, IRAs, and loans. Convenience was measured by location, speed of service, 

access other than directly with a teller, the number of services available, and the treatment of 

children and pets. The upkeep of the facilities included maintenance of parking lots, buildings, 

lobbies, restrooms .. and landscape. 

Data Analysis 

Means and correlation were calculated for the interview and survey data. A multiple 

regression analysis was run on CEO responses, credit union services, and CEO demographics. 
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The results of these tests follow. 

Results 

Credit Union Size and Growth Rate 

The average size of the credit union was $126 million in assets and 24,000 members. The 

average growth rates were 8% in assets and 23% members. 

CEO Sample 

The average CEO age was 41-50. Sixty percent of the CEOs interviewed had previously 

worked at a credit union. The average time in their current position was 10.4 years. 

Credit Union Services 

Of the services listed, all credit unions had CDs, IRAs, auto loans, home equity loans, and 

personal loans. Cl.ose behind were credit cards (95%), ATMs (90%), second mortgages (95%), 

Internet access (80%), and telephone access (95%). Most had debit cards (75%), safety deposit 

boxes (60%), and first mortgages (70%). Savings bonds (15%) and CUSOs (45%) were the only 

services that few offered. 

Personnel Policies 

One hundred percent of the credit unions used in-house training and 75% added some 

outside training. Some of the focuses of these training programs were service (95%), accuracy 

(80%), and cross selling (45%). Some of the different morale programs used were having open lines 

of communication between employees and management (85%), reimbursement of higher education 

(75%), providing good benefits such as healthcare and wages (60%), having pitch-ins or dinners 

(55%), and merit-based bonuses (40%). 

When it came to combating a negative Supreme Court decision, 40% would go to a state 
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charter and 20% would go to a community charter as their first step. The remaining 40% were credit 

unions that were already state or community chartered. These credit unions were not being attacked 

at this time. Converting to a savings and loan institution was not popular because it would cause the 

credit unions to lose their tax-exempt status and force them to move away from their current beliefs. 

(See Table 1 in Appendix) 

CEO Perspective of Credit Union Success 

The main factor contributing to success was the number of services offered. This one factor 

was significant at the one-percent level for each of the regression tests done on the four factors 

defining success. The age of the CEO and whether or not they had been in another credit union prior 

to their current position also was significantly related to the success of a credit union in regard to 

their size in assets and members. 

Credit unions that promoted employee morale by money or having a high level of 

communication experienced a higher growth rate than those using the other methods mentioned. Of 

the factors that the CEOs saw as contributing most to their success, service and management were 

the most significant. (See Table 1) 

As expected, credit unions that were larger, in terms of assets and members, offered the most 

services. The CEOs of the larger credit unions listed management and service as factors for credit 

union success. These credit unions also tended to have older, more experienced CEOs. Experience 

in savings and loans institutions was the most significant variable in determining the number of 

members in the credit union. (See Table 3) 

Fifty-two percent of the variance in the size in assets and 49% of the variance in the size in 

members is explained by the regression equation. Nineteen percent of the variance in growth in 

assets and 38 % of the variance in growth in members was explained by the regression equation. 
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These equations were significant at the 5% level. (See Table 3) 

Member Sample 

The average number of years that the members surveyed had belonged to a credit union was 

12 years. Of the people who took the survey, 60% also received services from a bank. 

Belonging to a Bank and Credit Union 

The main reason given as to why members chose to patronize banks was convenience. When 

asked about the differences in banks and credit unions the following five responses were given most 

frequently: Credit Unions had more personal service, better rates, lower fees, more convenience, and 

better A TMs. (See Table 2) 

Members Perspective of Credit Union Success 

Quality of service (1.614) composed of staff competence (1.207), efficiency (1.241), 

personal service (1.414), friendly service (1.414), level of communication (1.862), problem 

handling procedures (1.448), and input opportunities (2.714) was most important to members. 

Rates offered (1.725) were of second importance with savings rates (1.357), loan rates (1.407), 

and checking rates (1.577) more important than CD rates (2.0438) and IRA rates (2.238). 

Convenience (2.109) was of third importance with the speed of service (1.643), number of 

services (1.720), number of tellers (1.759), branch location (1.821), and ATM location (1.885) 

more important than access by phone (2.107), access by computer (2.522), and convenience for 

children and pets (3.417). Upkeep (2.3558) was ofleast importance. It was composed of 

maintenance of the parking lot (2.269), building (2.423), lobby (2.423), landscape (3.077), and 

restrooms (3.087) .. (See Table 2) 
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Comparison of CEO Perspective and Member Perspective 

CEO and member responses were very similar. Members valued fast, efficient, friendly 

service and the mo main foci of training programs, according to the CEOs, were service (95%) and 

accuracy (80%). ~inety-five percent of the CEOs also thought that service was the most important 

factor in running a successful credit union. Members felt that telephone and computer access were 

not as important as the personal service at brick-and-mortar branches. CEOs also felt this because 

only 35% ofthem rated keeping up with technology as an important factor in credit union success. 

Members enjoy having many services at one place for convenience and 80% of the CEOs ranked 

keeping up with new products as vital in credit union success. 

Discussion 

The age and experience of the CEO is important to credit union success. Those CEOs that 

are older have seen and done more in the finance world, as well as the social world. The added 

experience may have enabled them to secure appointments to head larger credit unions. However, 

experienced CEOs also understand their members and can better help them with their problems. If 

these CEOs have had experience in other credit unions, they may also have greater familiarity with a 

breadth of practices than those who have never worked anywhere else. The better a CEO can handle 

problems or changes, the happier their members will be and the more they will use the credit union. 

Good management has a great impact on the success of credit unions. Good management is 

essential in the success of any business. These CEOs must know how to properly cater to their 

current members, solicit new members, and manage credit union finances in order to continue to 

offer the low priced service that is the backbone of a credit union. Keeping up with technology and 

products are relevant to service. CEOs see good service as not only personal and friendly, but also 
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being there to provide the members what they want, therefore keeping up with the changes in the 

world and within their movement. 

Many of the members that were surveyed patronize banks also because of the hours or 

services, such as different types of loans or more commercial account opportunities banks provided. 

These people did not give banks all of their business, however, because they enjoyed the personal 

service, better ratf:S, and the absence of fees in the credit union. However, credit unions have been 

increasing the number of services offered in recent years to make credit union more attractive to 

more people. The credit unions that experienced the higher growth, in assets and members, did so 

because they continued to add more services. These credit unions also employed CEOs with a 

savings and loans background. CEOs with savings and loans experience have a better understanding 

of the new additional services that credit unions offer, most importantly first and second mortgages; 

therefore, growth rates can continue to increase. (See Table 3) 

The importance of the number of services to the success of a credit union can be seen in both 

the CEO questionnaires and the member surveys. People want convenience, they want everything in 

one place, and therefore those credit unions that have more services are going to be more successful. 

Of course, it is to be expected that the larger credit unions will probably have more opportunity and 

more funds to offer more services. Many of the services that most but not all of the credit unions 

had, such as debit cards and first mortgages, are on the rise now that they are becoming more 

popular. The lack of safety deposit boxes is due to the amount of space they would require. Savings 

bonds are not in large demand from credit unions so they do not see any need to issue or redeem 

them. CUSOs are a new concept that will probably become a part of many more credit unions in the 

future. 

The number of services was important to the members. However, their surveys showed that 

16 



-

--

the most important factors were the quality of the service and available rates. Although the 

members want convenience, they would prefer to have a friendly atmosphere and to be known by 

their name, not by a number. The type of service one receives when doing business at a credit union 

will either keep members coming back or cause them to find other means to do their financial 

business. Members want speedy and efficient service, but most of all they want friendly, 

personalized service during their transactions. They also want to know that any problems they may 

face will be handled quickly and with a smile. 

The members ranked personal and friendly service above improved technology as being 

related to credit union success. Apparently, people nowadays still prefer that one-on-one contact 

over computer access. Computer access importance may be rising due to the technological changes 

of the world, but in this sample, it is still overshadowed by the need for human contact. People 

expect their finances to be in the best hands, human hands where they can see the transaction, not 

mechanical hands where a power outage may lose the whole thing. Members do value their time, 

rating the speed of service as important. They also enjoyed having a voice in how the credit union 

was run, valuing the communication between themselves and management. 

Rates on loans and savings accounts are very important to members, but those on CDs, IRAs, 

and checking accounts are not as important. This may be because very few checking accounts earn 

interest any more and with the creation of other, more profitable investment instruments, such as 

mutual funds, CDs and IRAs are no longer in great demand. However, savings accounts and loans 

are familiar and utilized by most everyone. Overall, members in this sample felt that service and the 

rates on the servic{:s they use most were the most important factors to running what they would deem 

as a successful credit union, the very idea upon which the credit union is supposed to be based. 

There may be some variations in the above data due to factors not considered in this study 
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and the size of the samples used. The average size of the credit unions in this sample may be 

slightly exaggerated because there were a few very large credit unions compared to some relatively 

small ones. The size of the city in which the credit union is located and the organization to which 

they cater may also have affected the results. For example, it would be expected that a credit union 

within a large city supported by a national factory would be larger and probably have more services 

than one in a rural area catering to a small school system. Due to time and resource restrictions, 

relatively small samples were used for the CEO and member surveys. Those surveys conducted by 

the American Banker consisted of over 1,000 adults each. 

Conclusion 

Credit unions must be well managed by their CEO and board in order to continue to offer 

services at a low cost to their members. Management is also essential in effectively dealing with 

problems, whether it be with members, employees, or the credit union itself. CEOs that were older 

and had previously worked in a credit union tended to be employed by larger credit unions at this 

time. These CEOs may have had experience handling problems in the past that could aid them in the 

present. They may know better how to keep their current members happy and how to recruit new 

members. 

Many of the CEOs thought that an important benefit to working in and running a credit union 

as compared with other businesses is the ability to communicate and share outside of their own 

credit union. For example, many said they, on more than one occasion, have been faced with a 

situation that they were unsure about so they called a CEO of another credit union to see if they had 

been in the same position and if so, how it was handled. Most agreed that the lack of competition 

between credit unions allowed for each credit union, in and of itself, to be successful due in part to 
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the opportunity to receive advice from other credit unions. Most of the credit unions that have failed 

have done so due to the failure of their main sponsor group, such as factories closing down or being 

bought out, not because of poor management. 

The key finding of this study is that credit union members favor the personal, friendly 

service over the improved technology. The "going that extra mile" concept was mentioned by many 

of the CEOs and members as vital to a successful credit union. Being called by name and treated 

with respect were more important to members than getting the transaction done quickly. 

Convenience is important to the members surveyed and A TMs are more important than previously 

found. However, in this group of people associated with Indiana credit unions, quality of service 

remains the key to credit union success. 
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- Appendix A 

Your Name & Title: 
Name of your Credit Union: 
Sex: M F Age: under 31 31-40 41-50 51-60 over 60 
(Used for statistical purposes) 

How long have you worked in this particular position for this Credit Union? 

Have you ever worked in a bank? If yes, how did it differ? 

What is the current size of your Credit Union with regards to each of the following: 
$ of assets: 
# of members: 

What was last year's growth in each of the following: 
$ of assets: 
# of members: 

Which of the following services do you offer? (Check all that apply) 
Debit cards Loans 
Credit cards Auto 
A TM MortgagelHome Equity 
CD Personal 
Savings Bonds 
IRA 
Safety Deposit Boxes 

Phone access 
Computer access 
CUSO 

What type of train ing program/ background do you require of all of your employees? 
How long? What is the main focus? 

Are you satisfied with this program? If not, why? 

How do you ensure high employee morale? 

What are the main factors that you attribute to the success of your, or any other, Credit Union? 

If the Supreme Court rules that Credit Unions must have a closer tie within their field of 
membership, do you see this having an effect on your Credit Union? If yes, how are you going to 
handle it? If no, why? 
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AppendixB 

How long have you been a Credit Union member? 

Do you also belong to a bank? Why or why not? 

If yes, is your experience with the Credit Union different? How? 

How important are each of the following to you of a Credit Union 
I =very important 2=important 3=neutral 4=unimportant 5=very unimportant NA=not applicable 

Number of services available 
Personal, individualized service 
Friendly service 
Rates on:Loans 

Savings Accounts 
CDS 
IRAs 
Checking Accounts 
Other _______ _ 

Location of: Branches 
ATM 

Access to account by: Phone 

Speed of service 
Efficiency of service 

Computer 
Other ___ _ 

Procedures used to handle problems should they occur 
Number of tellers available 
Competence of staff 
Maintenance of each of the following 

Building(s) 
Lobby 
Parking Lot 
Restrooms 
Landscape 

Opportunity to have an input on operational decisions 
Level of communication maintained by your Credit Union 
Convenience for children and pets 

(suckers, balloons, play area, dog biscuits, etc.) 

Additional comments: 

12345NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345NA 
12345NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345NA 
12345NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 

12345NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 
12345 NA 

Please list anything that you feel is important that was not listed above or expand on any ideas from above 
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Table 1 CEO Interview Results - Variables Mean Standard Deviation 

Demographics 
Gender (11 males, 9 females) 1.45 0.51 *Age was coded into 5 groups 
Age* 3.35 0.745 1=under30 
Length of time in current position (years) 10.425 8.162 2=31-40 
Previously worked in a bank 40% 0.503 3=41-50 
Previously worked in a savings and loan 15% 0.366 4=51-60 
Previously worked in a regulatory agency 15% 0.366 5=over60 
Previously worked in a credit union 60% 0.503 

Size in assets(millions of dollars) $126.82 $120.17 NOTE: All questions with no 
Size in members 24513 22968 specified unit for answer 
Growth in assets (%) 8% 5.662 were yes/no questions with 
Growth in members (%) 23% 72.795 1=yes,2=no 
Services provided 

Debit cards 75% 0.444 
Credit cards 95% 0.224 
ATM 90% 0.308 
CD 100% 0 
Savings Bonds 15% 0.366 
IRA 100% 0 
Safety deposit boxes 60% 0.503 
Auto Loans 100% 0 
First mortgage 70% 0.47 
Second mortgage 95% 0.224 

- Home equity 100% 0 
Personal loans 100% 0 
Internet access 80% 0.41 
Phone access 95% 0.224 
CUSO 45% 0.51 

Number of branches 5 4.234 
In-house training 100% 0 
Outside training 75% 0.444 
Training focus: Accuracy 80% 0.41 
Training focus: Service 95% 0.224 
Training focus: Cross-selling 45% 0.51 
Satisfied with training program 70% 0.47 
Boost morale with Merit-based bonus 40% 0.503 
Boost morale with Reimbursement for education 75% 0.444 
Boost morale with Benefits 60% 0.503 
Boost morale with Communication 85% 0.366 
Boost morale with Pitch-ins, dinners 55% 0.51 
Success Factor: ServicEl 95% 0.224 
Success Factor: Technology 35% 0.489 
Success Factor: Management 50% 0.513 
Success Factor: New products 80% 0.41 
Supreme Court Action: State Charter 40% 0.503 
Supreme Court Action: Savings and Loan 0 0 
Supreme Court Action: Community Charter 20% 0.41 
Supreme Court Action: Not Applicable 40% 0.503 - 22 



Table 2 Member Survey Results -
Variables Mean Standard Deviation 

Years as Credit Union Member (years) 12.17 10.04 
Also belong to a bank (% yes) 65.50% 0.484 
Reasons for Joining A Bank* 

Convenience 1.063 0.25 
Rates 1.875 0.342 

Differences in Banks and Credit Unions 
Personal Service 1.313 0.479 
Rates 1.118 0.332 
Fees 1.118 0.332 
Convenience 1.235 0.437 
ATM 1.059 0.243 

Importance of:** 
Quality of service (avg) 1.614 

Competence of Staff 1.207 0.412 
Efficiency 1.241 0.435 
Personal Service 1.414 0.568 
Friendly Service 1.414 0.568 
Level of Communication 1.862 0.693 
Problem handling procedures 1.448 0.506 
Input Opportunities 2.714 0.897 

Rates offered (avg) 1.725 
Savings Rates 1.357 0.559 - Loan Rates 1.407 0.572 
Checking Rates 1.577 0.703 
CD Rates 2.048 0.973 
IRA Rates 2.238 1.091 

Convenience (avg) 2.109 
Speed of Service 1.643 0.621 
Number of services 1.720 0.649 
N umber of tellers 1.759 0.577 
Branch Location 1.821 0.819 
A TM Location 1.885 0.993 
Access by phone 2.107 1.133 
Access by computer 2.522 1.082 
Convenience for children and pets 3.417 0.974 

Upkeep (avg) 2.656 
Maintenance of parking lot 2.269 0.778 
Maintenance of Building 2.423 0.758 
Maintenance of Lobby 2.423 0.758 
Maintenance of Landscape 3.077 0.744 
Maintenance of restrooms 3.087 0.9 

* Reasons and Differences sections were coded by 1 =yes, 2=no 
**Importance section was coded by 1 =very important, 2=important, 3=neutral, 

4=unimportant, 5=very unimportant - 23 
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Independent Variables 

Number of Services Offered 

Success Factor: Management 

Success Factor: Service 

Age of CEO 

Previously worked in S&L 

Morale Booster: Benefits 

Adjusted RII2 

F (significance) 

*p<.1 
**p<.05 
***p<.01 

****p<.001 

Size in Assets ($) 
Beta 

0.479** 

-0.091 

-0.3* 

0.436** 

0.059 

-0.079 

0.526 

11.529**** 

ITable 3 Multiple Re9ression Results I 

Dependent Variables 
Size in Members Growth in Assets ($) Growth in Members 

Beta Beta Beta 

0.732**** 0.485** 0.477*** 

-0.366** -0.233 0.011 

0.005 0.3 0.058 

0.108 0.244 -0.053 

0.321* -0.299 0.666*** 

-0.156 0.125 -0.227 

0.491 0.193 0.387 

10.169**** 5.548** 6.058** 
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