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Can You Hear Me?

• We are audio broadcasting so please plug in your headphones or 
computer speakers to listen in.

• If your audio is choppy or slow, you may wish to dial into the 
teleconference:

• Telephone: +1 646 558 8656

Webinar ID:  858 7640 1520

Passcode: 572193



Slide Link

Today’s slides can be found online at:

http://bit.ly/2022-5-4-memberloyalty

http://bit.ly/2022-5-4-memberloyalty


We Encourage Questions

Use the 

Questions Box
located on the bottom of your screen to 
type your comments or questions.



Tell Us What You Think!

Please take our post-event survey. We 
value your feedback!



▪ Original research was to find the most effective gauge of loyalty, closely correlating 
with an organization’s growth/profitability.

▪ In 79% of case studies, likelihood to recommend question best aligned with 
growth/repeat purchases
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ORIGINS OF NET PROMOTER SCORE

Background

KEY FINDINGS
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Net Promoter Research

KEY FINDINGS

*https://www.medallia.com/net-promoter-score/
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$422B 

credit unions

24M

8.5M

160+

assets

members

surveys



Best in Class

Minimum
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75th Percentile

Median

Average
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Let’s validate this

KEY FINDINGS

*https://www.medallia.com/net-promoter-score/



Analysis Details
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▪ Year-end NCUA 5300 data for all CUs with assets over 
$100M (referred to as industry)

▪ Member Loyalty Group’s (MLG) Q4 Relationship 
Survey benchmarks were comparison basis for loyalty 
performance

▪ Participants were split into thirds – top/mid/lower 
performers – based on their YE performance

▪ Wide range of financial metrics were analyzed, 
including segmenting the data a variety of ways (by 
assets, # of members, etc.)

▪ Only key highlights are included for today’s discussion

▪ Key question: Is there a connection between loyalty
and financial performance?
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Loyalty Leaders reap the 
economic benefits that come 
from a member-centric focus  
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Earnings Metrics
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Loyalty Leaders yield 22% higher ROA than Lower Performers
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Loyalty Leaders yield 10% more net income per member, compared to Lower Performers
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Loyalty Leaders have a stronger control on operating expenses
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Loyalty Leaders have been able to keep efficiency ratios lower over the past year
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Loyalty Leaders have lowered fees to be more in line with the industry; very little 

differentiation among loyalty groups
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Loyalty Leaders continue to yield more “other income,” primarily from sold first mortgages
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Very little differentiation in yield on loans
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Cost of Funds is only slightly higher
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Loyalty Leaders tend to have the lowest net interest margin
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Helping the bottom line Not helping the bottom line

▪ Lower operating 
expense/efficiency ratios 
(higher productivity)

▪ Stronger earnings from other 
income

Earnings Summary

▪ Lower net interest margin

▪ Fee income per member is more 
in line with the industry
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For Loyalty Leaders to yield such strong ROA and Net Income per 

Member, there has to be more to the story…
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Asset Quality
$
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Lower Performers were more impacted by delinquency during the pandemic
D

e
li
n

q
u

e
n

c
y
 R

a
ti

o



26

Loyalty Leaders experienced the lowest charge-off ratios
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Loyalty Leaders have more liquidity, driven by a surge in deposit growth
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Growth & 

Product Participation
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Loyalty Leaders had nearly 2x the growth rate of low performing CUs
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Loyalty Leaders received 27% more referrals from their members; 

16% more referrals from Promoters alone

* 2021 MLG Relationship Survey: How many referrals have you made in the past 12 months?
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1 in 4 members from Lower Performing CUs not all that satisfied with their 

current relationship – providing a glimpse into retention

*MLG Relationship Survey: How likely are you to maintain your relationship with the credit union?
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Loyalty Leaders experienced 21% higher loan growth in 2021
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Higher performing CUs have much more accounts per member
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Nearly 3 out of every 4 members from Top Performing CUs have a checking account
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Helping the bottom line Not helping the bottom line

▪ 2x member growth

▪ Stronger WOM referrals and 
retention

▪ Higher loan growth

▪ Stronger product participation 
(credit card, checking accounts)

Growth & Product Participation Summary

▪ Potential costs to service these 
increased products/services –
but we know operating expenses 
are lower

▪ Acquisition costs – but Loyalty 
Leaders receive WOM 
marketing.
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With strong growth and product participation metrics, Loyalty Leaders are 

maximizing the profitability from the relationships they have with their members 

(interchange income, fees, etc.)



16% more referrals

Stronger product participation 

(mortgage, checking, credit card)

27% more referrals overall; 2x 

member growth for top performers

Lower operating/efficiency ratios, 

lower charge-off ratio

Loyalty Leaders have a higher NPS, therefore, more Promoters
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How does asset size 

impact this analysis?
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Higher assets seems to yield stronger ROA
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*Member Loyalty Group participants only
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Higher assets seems to earn more net income per member
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Economies of scale come into play with larger asset groups
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Larger asset sizes only have a slight advantage in member growth
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Asset mix for the various performance groups – take note of the similarities for top and lower 

performing groups

Over $3 Billion $1 – $3 Billion < $1 Billion
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Tenure with MLG’s robust Voice of the Member program is more indicative of success –

82% of Top Performer group has been on MLG’s VOM program for 4 or more years

Mid/Lower Performers Top Performer Mid/Lower Performers Top Performer Mid/Lower Performers Top Performer



Questions?

jforeman@memberloyaltygroup.com


