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Employees bring your brand to life. Make sure
their actions and words reflect the right image.

By Lin Grensing-Pophal

redit union marketing

departments work hard to
develop communication materials
that present a consistent image for
members and potential members.
But members are not the only
audience credit unions communicate
with. Another important audience
is the employee audience—current
and prospective. Ensuring messages
sent to members and employees
are consistent and aligned is key to

building a strong credit union brand.
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“It's amazingly important that the recruitment brand and the customer-facing
brand are aligned,” says Mike Schultz, a professor in the marketing department

at Babson l{_};:]lcgg (weww, rabson. ediy and the author of Pi'il_.f'(:ssmrurf Services
Marketing (Wiley, 2009). Schultz is also co-founder and president of Wellesley
Hills Group (www.whillsgroup.com) in Framingham, Mass.

“& brand is what the customer thinks about the credit union. It’s a credit union’s
job to then create the impression they want the customer to have, This is what sets
them apart and gives them an identity in the market.”

Credit unions can spend millions of dollars attempting to create that impres-
sion, he says. But the strongest impressions are made by people, says Schultz.
Unfortunately, too many managers think of branding as a graphic design
and media outreach effort, he says. It is much, much more than that,
Developing a strong brand requires consistency between every aspect of
the member experience—not just what the credit says that it does in its
marketing communications, but how it really performs during customer
interaclions,

Because credit unions are service organizations that don’t deliver a
tangible product, people become a critical part of the brand experience.

The service nature of credit unions extends the need for consistency beyond marketing
and HR to the entire credit union, says Sonya McDonald, VP/sales and marketing at $3.7
billion/312,477-member Randolph-Brooks Federal Credit Union (www.rbfow.org), with 917
full-time equivalents in San Antonio and Austin, Texas.

“I don't think you can really establish the brand unless everybody is on board,” she says.
“While marketing does the advertising portion of it, you have to have not only HR, but
operations and your back-office people involved. Everybody has to understand what the
brand is and what you stand for. Marketing may put it on paper or on a billboard, but we
have to live that brand through employees.

“We always joke that, in our organization, everybody is a marketer—we say it tongue in cheek,
but we actually mean it. Everybody in this credit union represents the credit union brand.”

But, HR is a critical player in that process, McDonald points out. “HR is the first opportu-
nity for new employees to understand who we are and what we stand for.”

Steve Swanston, EVP/business development for CUES Supplier member John M. Floyd
& Associates (www JMFA.com), a credit union consulting firm based in Baytown, Texas,
agrees. The external brand communicated by the credit union is important, says Swanston,
but the internal brand is “as important for long-term success.” Employees, he says, could be
considered “internal clients.” “You want them to be raving fans of the credit union as much
as you want your members to be raving fans of the credit union,” he says.






