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Coming Out of COVID:  
The Future of Credit Unions
We experienced a “Black Swan” event in 2020. The pandemic was an event 
that was totally unexpected and has fundamentally changed our view of the 
world. The pandemic has changed how we work, how we interact with others, 
how we identify and deal with risks, how we employ technology, how we shop 
for services, and how we think about our future. As we begin to emerge from 
the pandemic restrictions, now is the time for reflection on some fundamental 
questions. For this Spring issue of the NACUSO Focus, we asked our Platinum 
and Gold Partners to answer three questions:

•	 What	makes	you	concerned	for	the	future	of	credit	unions?

•	 What	are	you	optimistic	about	for	the	future	of	credit	unions?

•	 What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

We hope you enjoy their insight and invite your thoughts on how your credit 
union/CUSO/organization is meeting the challenges posed in this newly defined 
world. We will share them with fellow members. It is a time to collaborate. We 
are stronger together. Send your thoughts to Connect@NACUSO.org.
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continued

What	makes	you	concerned	for	the	future	of	credit	unions?

The pandemic accelerated an already prominent trend of consumer expectations 
for frictionless, instant, and secure financial transactions. Today, there is a disjointed 
landscape where financial institutions are not benefiting from the volumes of 
transfers because of digital wallet providers. As a result, sometimes credit unions 
are on the exterior of the mobile money movement ecosystem. Unfortunately, this 
financial disintermediation also includes deposits as consumers are starting to move 
payroll, tax refunds, stimulus payments, etc., directly into their digital wallets. 

This is not insignificant—roughly 4 in 5 Americans used mobile payment apps before 
the pandemic, including Venmo, Cash App, Apple Pay, and PayPal (February 2020 
Nerdwallet survey). Of course, throughout the pandemic, use of digital wallets 
soared, and digital wallet spending is now predicted to nearly double by 2025 to 
$10 trillion. This displacement leads to the loss of payment revenue for credit unions.

What	are	you	optimistic	about	for	the	future	of	credit	unions?

Credit unions have deep relationships with their communities and much more 
contextual data available to truly understand their members than any of the new 
players out there. Although many of the money transfer apps are great to use, if 

Coming	Out	of	Covid	Q&A

Alacriti	
By Kristen Jason,  
Sr. Product Marketing Manager

Kristen is responsible for product marketing at 
Alacriti while staying abreast of industry trends. 
She offers over 15 years of marketing experience, 
including 6 years of experience in financial technology 
and payments. Kristen holds a Bachelor of Science in both 

Psychology and Business Administration from Florida A&M University and 
a M.B.A from the University of Central Florida.

 
 
 
 
 

Modern 
solutions	are	

now	within	reach	
because	they	

are	now	within	
budget.
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there is a problem, the customer service just 
isn’t there. So one advantage they have is 
highly customer-centric and personalized 
technology. If this were ten years ago, the 
lack of competitive technology for members 
would have been an insurmountable problem. 
However, with cloud-based solutions at the 
forefront, modern solutions are now within 
reach because they are now within budget. 

Also, many challenger banks or non-bank 
competitors are able to thrive because 
they are not beholden to the same rules 
and regulations as banks and credit unions. 
Eventually, it can be expected that the laws will begin to evolve to include newer 
business models. Credit unions are already compliant with capital requirements, 
reporting requirements, etc. Recently, a major mobile payment service app had a 
300% increase in fraud. Their customers reported extreme difficulty with reaching 
a human customer service representative. These are the types of incidents that 
compliance can prevent. 

What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

In order to compete today, credit unions need to embrace the new standard 
of hyper-personalization and customer-centricity. Traditionally, the cost of the 
technology to compete with challenger banks and digital wallet providers has been 
a barrier for credit unions, particularly smaller credit unions. They’ve had to rely on 
a combination of various vendors, payment, or money movement providers. That 
is no longer necessary. We offer an affordable and simplified money movement 
solution, Orbipay Unified Money Movement Services, for credit unions that provides 
everything needed for a modern payment experience. That means whether a 
member is paying a loan, funding a new account, or doing an A2A transfer, they 
have a consistent, convenient experience and modern interface. 

https://www.alacriti.com/unified-money-movement-services/

  

Money movement, every possibility.
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continued

What	makes	you	concerned	for	the	future	of	credit	unions?

For smaller credit unions, there will likely be challenges in keeping up with the 
member demands for a robust digital experience in all aspects of their financial lives 
– banking, investments, financial planning, insurance and service issues. 

What	are	you	optimistic	about	for	the	future	of	credit	unions?

Credit unions excel at focusing on their members and their members’ financial 
needs and goals. This type of banking and financial services member experience will 
benefit credit union growth.

Coming	Out	of	Covid	Q&A

Ameriprise	Financial	 
Institutions	Group

By Chris Melton, National Director of  
Business Development

Chris began his 25-year financial service career as an 
independent advisor with what is today Lincoln Financial. After 
building a successful financial planning practice, Chris was asked to 
join Magna Bank in St. Louis as President of Magna Investments – a 
Registered Investment Advisory Firm. Chris was recruited to become 

President and CEO of Old National Banks Wealth and Trust Group based in Evansville, 
Indiana. As banks and credit unions expanded their wealth management groups into 
retail investments, Chris joined LPL in 2008 as VP, Regional Director of Financial 
Institutions Business Development, where he remained till 2018. In 2018 as Ameriprise 
moved into the Financial Institution space, Chris joined  Ameriprise as National 
Director of Business Development for Ameriprise’s Financial Institution Group.   

 
 
 
 

Credit unions 
excel	at	

focusing	on	their	
members	and	

their	members’	
financial	needs	

and	goals.
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What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

At Ameriprise Financial, our focus is on the relationship between the financial 
advisor and their client -- your member. There is a special channel within Ameriprise 
called Ameriprise Financial Institutions Group that is dedicated to supporting 
financial institutions and their unique requirements of operating such programs.

We offer a robust support system and are ready to work alongside a program’s 
leadership to plan and deploy the necessary resources to meet your strategic goals 
for growth. Additionally, we provide an outstanding member/client experience 
and offer a full range of products and solutions, including personalized advice, 
investment solutions and leading digital capabilities.

Ameriprise Financial and NACUSO are not affiliated. Investment advisory products and services 
are made available through Ameriprise Financial Services, LLC, a registered investment adviser. 
Securities offered by Ameriprise Financial Services, LLC. Member FINRA and SIPC.

https://www.ameriprise.com/

Not Federally Insured    No Financial Institution Guarantee    May Lose Value



Coming	Out	of	Covid	Q&A 
CommStar	Credit	Union	

By David A. Jezewski, CEO 

CommStar Credit Union announced the 
appointment of their Director of Business 
Development, David Jezewski, CCUE, CCUV, 
CUBLP, as CEO in 2017. An Elyria native, Elyria Catholic 
graduate, Wright State University alumnus, 2010 honor graduate 
of Credit Union National Association Executive Management School 

at the University of Wisconsin and U.S. Army veteran, Jezewski brings more than 19 
years of credit union experience to the position. He served as CommStar’s Director 
of Business Development, where he specialized in community development and 
economic growth, employer relations, strategic planning and business lending. He 
previously served as Chairman of CommStar’s Board of Directors for 10 years.

What	makes	you	concerned	for	the	future	of	credit	unions?

Quicksand. Credit union quicksand for me is the biggest threat for the future. The 
slow, methodical strangulation of free-thinking vs regulatory fear. The loss of 
the message of community support and importance of personal ownership 
of the institution. Allowing less than 1% of the current membership wipe away 
50,60,70,80+ years of history and member performance. The blind eye of Boards 
toward executive personal enrichment of merger proposals. Governing bodies 
allowing consolidation of CU’s and liquidation for “ease” over solving hard issues 
to support survival. Members waning view of CU relevance. Lack of NEW CUs with 
fresh opportunities to serve. Safety, safety, safety as the lazy battle cry of net worth 
and camel ratings and insurance funds. These things are grabbing the feet of the 
engaged and slowly sinking them into submission. Fewer and fewer throwing the 
vines out and pulling us out or marking the danger zones.

continued
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What	are	you	optimistic	about	for	the	future	of	credit	unions?

Agility. Targeted solutions. Doing the work, smarter. Reviving the most cliché’d of 
sayings of: Back to the basics and You do you. It may have taken a pandemic to 
thrust that into CU’s leaders’ faces – but here we are. Serve and use data tools to 
serve efficiently. Solve problems you didn’t create. Stay agile as the mega’s wallow 
in their own arrogance and solution “box building” menus for their sake. Shout the 
biggest advantage that should really matter to all – ownership has its reward and 
that reward is an equal voice.

What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

Building bridges for FOM success. Put ego aside and look at ways to take mutual 
advantage of expertises in other FOM credit unions for mutual member benefit. 
Drive decisions thru data analysis and community engagement. Consider how 
transparency can build trust with strangers. Take more educated chances with 
people and less dictation from regulators narrow paths.

www.commstar.org

8
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Coming	Out	of	Covid	Q&A

CO-OP	Financial	Services

By Matt Kardell, Chief Revenue Officer

Matt Kardell is Chief Revenue Officer of CO-
OP Financial Services, a payments and financial 
technology provider to credit unions. Matt joined 
CO-OP in 2017, the same year he became a member of 
the NACUSO Board of Directors. Prior to CO-OP, Matt was 
Senior Vice President and General Manager (SVP/GM) of STAR 

Network Relationship and Sales at First Data Corporation. He is a veteran of the 
payments and financial services industry with more than 25 years in high-performing 
revenue-generation and business development roles.

What	makes	you	concerned	for	the	future	of	credit	unions?

Whether it was a major life stage event or a daily transaction, members used 
to frequently visit a physical branch. That was simply the way of life, and those 
interactions cemented life-long loyalty and engagement.  

Now, with the acceleration of digital interaction across the entire scope of an 
individual’s life – from car buying to grocery shopping–credit unions have to 
reimagine their business model.

As consumers changed their daily habits to reflect the new reality of COVID-19, they 
began relying even more on digital-first brands. And, those brands are fulfilling their 
needs very well. In fact, 30 percent of banking customers surveyed in 2021 by CO-OP 
and EY reported having their primary financial relationship (PFR) with a fintech firm. 

Notably, consumers’ bifurcation of their financial relationships is reflected in several 
KPIs across the movement. Loan volume has been trending down since 2015, and 
CUNA economists expect credit union earnings to fall in 2021 as the low interest rate 
environment continues to squeeze interest margins. Now, the path to growth is to 
become more a part of a member’s lifestyle by enabling seamless and secure digital 
payments – a daily interaction with members that will lead to PFR status. 

continued
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What	are	you	optimistic	about	for	the	future	of	credit	unions?

Reimagining cooperative financial services for the digital era is no easy 
undertaking and requires investment. However, the movement is well on its way 
to transformation thanks to strong collaboration, not only between credit unions 
but also with a series of credit union-centric technology providers and consulting 
partners who understand what it takes to succeed with digital-forward members.  

Years ago, visionary credit union leaders, including those I’m fortunate to work 
alongside at CO-OP, recognized the opportunity to expand credit unions’ digital 
capabilities to draw more members closer to the movement. Since that time, we 
have seen credit unions really lean in with great urgency to reengineer the member 
experience through a digital lens. They are working with CO-OP to launch new digital 
payments mechanisms, like Zelle, contactless plastics and digital card issuance; use 
data for new insights about their member needs; reengineer loyalty programs for a 
hyper-personalized experience; and seamlessly connect otherwise disparate financial 
apps through API strategy. It’s been exciting to witness the enthusiasm around 
technology implementation, mainly because we understand credit unions are doing it 
all for the ultimate benefit of the member’s financial well-being.   

I’m also optimistic about the proprietary research we partnered on with 
EY this year. After studying the potential for credit unions and their 

partners to cooperatively thrive in a digital era, the research 
proposed an adjustment of product mixes to offer desirable 

lifestyle banking features. As an example, by offering a 
high-valued digital banking feature for free, or by offering 

both a high-valued feature and a standard feature for 
free, EY expects credit unions can grow relationships 
with existing members by as much as 23.5 percent. 
What’s more, they can grow PFR with members who 
consider a fintech their primary provider by as much 
as 27.6 percent. 

That’s a significant increase that will not only drive 
engagement, but certainly growth from a numbers and 

a bottom-line perspective. Those prospects make me 
extremely optimistic about the future of the movement. 

We	are	
urging the 
movement	to	
shift	–	from	a	
focus	on	life	stage	
moments,	like	
buying	a	house,	to	
lifestyle	moments,	
like	buying	gas	
or	paying	the	
babysitter.	

continued
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What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

After several years of investment, rapid technology 
implementation and strategic guidance, we are taking 
the next step toward helping credit unions transform. 
We are urging the movement to shift – from a focus 
on life stage moments, like buying a house, to lifestyle 
moments, like buying gas or paying the babysitter. 

Payment products, like contactless, P2P and mobile 
wallets, are rising to the top as a key solution set for 
credit unions to focus on for greater PFR with more 
members. That’s because payments represent 80 percent 
of a consumer’s interaction with their financial institution. Here again, it’s about being 
there for the everyday lifestyle moments, not just the occasional life stage ones. 

Credit unions have a lot of room to grow in payments. The CO-OP/EY study 
found that among current credit union members, just 34 percent have contactless 
payments with their credit union, while 45 percent have it with a fintech provider. 
Similarly, 31 percent of members use P2P payments with their credit union, while 44 
percent use P2P payments from a fintech provider. Just 29 percent use their credit 
union’s mobile wallet as compared with 43 percent that use a fintech’s wallet service.

What does this amount to? A full $500 billion in incremental interchange revenue 
is up for grabs in the next five years if the credit union industry leans in fully to 
payments strategy.

To help credit unions earn PFR with more members, CO-OP is investing heavily 
in an advanced payments ecosystem that enables fast expansion of a credit 
union’s digital capabilities, specifically around owning more of a member’s lifestyle 
moments. I invite my colleagues to attend the ongoing THINK 21 Virtual Series of 
events, which can be accessed at co-opthink.org/events/think-21.

https://www.co-opfs.org/
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Coming	Out	of	Covid	Q&A

CU*Answers
By Randy Karnes, CEO

Since 1994, Mr. Karnes has been CEO of 
CU*Answers, a credit union-owned CUSO 
that provides core processing, consulting, 
management, and technology services. An active 
participant in the credit union industry since 1985, Mr. 
Karnes currently serves on the Boards of Xtend and eDOC 

Innovations and formerly served on the Board of Callahan and Associates for many 
years. Mr. Karnes has an infectious vision and drive for bringing credit unions together 
to explore the power of collaboration in entirely new ways. His enthusiasm for 
imagining and building new credit union business models has been helping to change 
the way many credit unions will approach serving members now and in the future.

What	makes	you	concerned	for	the	future	of	credit	unions?

The constant weight put on the people who will credit unions to survive, sustain 
efforts, and to believe in the future. 

And I am not talking about the professionals or the paid stakeholders—not even me. 
I am talking about everyday leaders who step up and push our organizations to do 
the job. They do it in the face of pressure, difficult economic times, and community 
challenges, and not based on the personal financial motivations of “everyone” that 
challenges the mission, the appropriate designs, the need for compliance, or the 
need for credit unions at all. Professionals who push for the right reasons but add 
weight either way. 

They do it almost in spite of us all. And their patience, hope, and will to keep pushing 
back is not endless. So my concern is that we as professionals do not approach the 
support for these people’s efforts with the balance, creativity, and respect for their 
drivers as artfully as we can. It’s just business to us, just best practices to us, just us 
earning a living. It’s far different and harder to maintain for both the volunteer and 
the virtual owner searching for their community’s best options. 

continued
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My concern is we are killing the “owner” inside of every credit union member today. 
And it will not end well.

What	are	you	optimistic	about	for	the	future	of	credit	unions?

My optimism lies with the “human spirit” that is in us all. We believe that our 
communities need new solutions. We believe that local is the best place to start 
new initiatives that count on people as the capital. We believe that volunteers are 
a resource. We believe that we have to forge relationships as the bond for problem 
solving. We believe we are the catalyst to securing our families’ and communities’ 
futures.

As people, we are naïve enough, glorious in our faith to try it again, and steadfast in 
our faith that solutions are not beyond our reach.

My optimism is based on 
the rest of us, the paid 
professional at every level 
of our system who respond 
to the “human spirit” of 
our community consumer-
owners and find new or 
old ideas again and find 
the passion to reward 
that spirit before it’s too 
late. I worry not about the 
competitive scales that so 
many press on the credit 
union industry, for I have 
hope that we will once 
again focus on the local, 
community standards that 
should drive us. People are 
why I am optimistic.

continued
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What	is	your	company/CUSO	focusing	 
on	that	can	help	credit	unions	succeed	in	
the	future?

Disruption and striving to ensure we consider how 
to disrupt the status quo whenever possible. Reset 
the market’s expectations for price, profit, and “it’s 
just business.” Redefine business at the most basic 
level: price and return. Ensure access by opening 
doors and remind credit unions that cooperatives 
were designed to manufacture solutions and own 
the rights of production as manufacturers. Reset 
the expectation of bending the future to the needs of consumers as manufacturers. 
Get it done by shared execution. We strive to remind credit unions that once 
empowered by access, fueled by the right price, and armed with the resources of 
many to execute, we can drive the value of the cooperative ideals to new heights.

We do it via operational technology and network designs. But we hope what we do 
is far more: adding confidence to the minds of credit union designers, manufactures, 
and leaders who leverage all of our skills and theirs.

https://www.cuanswers.com/
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Coming	Out	of	Covid	Q&A

CUNA	Mutual	Group
By Rob Purtell, Senior Vice President,  
B2B Sales

Rob Purtell is Senior Vice President of Credit 
Union Sales at CUNA Mutual Group, where he 
leads a talented team of professionals committed 
to helping credit unions and their members thrive. 
Since joining CUNA Mutual Group in 1999, Purtell has held 

a variety of positions in Compliance, Marketing, Product Management and Sales. 
In his most recent role as Vice President of Customer Success, he oversaw the 
implementation and fulfillment of CUNA Mutual Group’s full suite of solutions at 
credit unions nationwide. Prior to CUNA Mutual Group, Purtell served in roles ranging 
from Sales, Marketing and Engineering at Rockwell Automation and Speed Queen. 
Purtell holds a bachelor’s degree from University of Wisconsin and is a recipient 
of CUNA Mutual Group’s highest honor – the Values In Practice (VIP) Award for 
Integrity. Outside of work, Purtell serves on the Board of Directors at the Filene 
Research Institute, a non-profit focused on credit union and consumer finance 
innovation and research.

What	makes	you	concerned	for	the	future	of	credit	unions?

My concern is that credit unions could take their foot off the gas in terms of 
digital transformation initiatives. You can see that being easy to do, given the 
rapid adoption of online and mobile banking over the past year. There could 
be a temptation to celebrate the win and move on. That’s not going to fly with 
millennials, Gen Y and Gen Z. Digital transformation is never done; it’s a constant 
cycle of iteration and evolution. Consumers across most persona segments expect 
apps and experiences to be continuously improving with new features, more 
predictive capabilities and new opportunities to connect their financial solutions to 
other aspects of their digital lives. 

continued
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continued

What	are	you	optimistic	about	for	the	future	of	credit	unions?

The future has never been brighter for credit unions. Given greater access to 
information and the experiences of their parents and grandparents, younger 
generations are financially savvy in a way prior generations perhaps were not. They 
also tend to be pickier about the companies and communities they want to be a 
part of. A recent survey of millennials showed 83 percent want businesses to align 
with their values; 62% favor products that show off their political and social beliefs. 

Today, who you bank with says a lot about your values and beliefs. This represents 
a huge growth opportunity for the movement. The philosophical and social 
responsibility of “people helping people,” which has been steadily in place within 
our industry for decades, resonates in a distinctive way today – in the midst of 
a global pandemic and cries for social justice. Credit unions that leverage this 
preference for values alignment have a lot to gain in terms of membership growth 
and engagement. 

At the same time, most of the young people credit unions are looking to bring into 
the movement are digital natives. They have an expectation around product and 
service delivery that is fast, intuitive, hyper-personalized and continuously improving.  

What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

We are taking a human-centered 
approach to digital solution 
development to help credit unions 
stay ahead of member expectations. 
One recent example of human-
centered design at work is the 
digital lending solution launched by 
AdvantEdge Digital, a CUNA Mutual 
Group company that offers a suite of 
SaaS solutions to help unlock credit 
unions’ digital potential.  

At CUNA Mutual Group, we believe a brighter 
financial future should be accessible to everyone.

16



For more than two years, the AdvantEdge Digital team worked to build a digital 
lending solution that reflected credit union values like transparency, inclusion and 
social responsibility … without sacrificing an ounce of the elegant, personalized and 
intuitive experiences borrowers expect. 

Because human-centered design is an iterative process during which builders 
focus on user needs in every single phase of design, the development of the 
platform hinged on context and empathy. Our team achieves this through a set of 
investigative and generative research methods with special emphasis on one-to-one 
conversations with users typically leading the research. 

Throughout the design of the digital lending solution, our team worked hand-in-
hand with some of the industry’s most progressive credit union lending teams and 
their borrowers. With their continual feedback, the team built, beta tested and 
piloted its way through multiple versions – and a pandemic – to bring the solution 
to credit unions. It’s live now and achieving terrific results, significantly reducing 
application times for borrowers and dramatically decreasing loan abandonment 
rates. We’re excited to now offer the new lending solution, which addresses multiple 
consumer loan types, to the industry and have several credit unions in pipeline. 

   

https://www.cunamutual.com/
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Coming	Out	of	Covid	Q&A

Finn AI
By Don Bergal, Head of Growth

Don Bergal is Head of Growth at Finn AI, 
responsible for expanding conversational 
AI chat at US credit unions and banks. 
He was formerly CMO at Avoka, a leader in 
banking digital customer acquisition. He has a 
30 year success record as a technology executive 

across FinTech, IT infrastructure, collaboration and telecom. Don holds an 
engineering degree and MBA from Harvard Business School.  

What	makes	you	concerned	for	the	future	of	credit	unions?

As 2020 changed the way consumers did their banking, the focus on advanced 
digital interaction with their financial institution became more important than ever. 
It’s no secret that the largest national mega-banks have IT and digital budgets that 
dwarf CUs (and most other banks as well). Subsequently the digital experiences 
being delivered by some large banks are pretty impressive. 

So my concern for Credit Unions is how they find ways to hold their own in a 
digitally competitive world. Finding the balance between universal digital tools 
and personalized, local solutions will be the key.  CUs will need to work with best-
of-breed vendors, using off-the-shelf products, that match or exceed what the big 
banks produce. Managed services and CUSO shared services give CUs a way to use 
R&D that someone else has already funded. My belief is that members want to keep 
their business with their local credit unions, but they also want to love to do their 
banking with them.

What	are	you	optimistic	about	for	the	future	of	credit	unions?

Even in these remote-only times, I’ve seen credit unions stay connected to their 
communities and deliver great digital service. I’m a member of two CUs and each 
showed a great example. 

continued
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One was “watching” my digital application for a 
mortgage refinance, and called me personally to 
recommend a better option, which I took. And 
that is an institution I haven’t physically visited in 
25 years, even though I have 5 accounts there, so 
it shows that being near a branch isn’t necessary 
to stay connected. 

My other CU in my current city responded 
immediately to a local tragedy with messages 
to members and links for a matching donation 
fund for victims. With a click, members made 
matching contributions for the CU’s charitable 
collection. The local institution used its agile 
digital capabilities to show great support for the 
community in need. 

What	is	your	company/CUSO	focusing	on	
that	can	help	credit	unions	succeed	in	the	
future?

Finn AI builds conversational AI chatbots 
for Credit Unions to improve their members’ 
experience. With the shift to mobile, online and 
using chat contact centers, automated chat 
provides a concierge that helps members navigate 
and find the resources they need. Built specifically 
for Credit Unions, Finn AI tightens the connection 
between members and their CU by making them 
successful in their remote engagement.  

  
 

https://www.finn.ai/
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Coming	Out	of	Covid	Q&A

Mastercard
By Cosku Cobanoglu,  
VP/Account Management 

Cosku Cobanoglu is a VP at Mastercard 
US Issuer Sales Organization and currently 
manages affiliate issuer relations. Before 
assuming account management role, he has 
managed core payment products and pricing in High 

Growth European markets. Prior to Mastercard, Cosku has had more 
than 10 years of management consulting experience mainly in telecoms, technology, 
and retail sectors. 

What	makes	you	concerned	for	the	future	of	credit	unions?

Credit unions, especially local ones, have enjoyed being the last mile connection to 
many consumers in delivering various financial products. Digital transformation is 
changing the nature of this local and affiliate connections and already challenging 
credit unions. We believe we should do our best in supporting credit unions to 
transform in a timely and efficient manner to serve contemporary expectations.

What	are	you	optimistic	about	for	the	future	of	credit	unions?

As we see a generational shift to Y, Z generations – we are glad to see they are 
considered on their contribution to their community and society. We believe this 

philosophy of giving back to 
community is a key characteristic 
of credit unions and this aligns well 
with Mastercard’s motto of “Doing 
well by Doing Good.” Credit unions 
are key pillars in financial wellbeing 
and support of our society, and this 
fundamental proposition will be 
extended in younger generations 
by new channels and new products.

continued
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What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

Our focus during the past few years has been to support digital transformation of 
our credit union partners with products like “digital first,” “click-to-pay,” and to help 
them deal with the increasing challenges of online fraud. Our AI solution, Nudetect, 
and Ethoca’s claims management solution are key to fighting fraud.

We are also working to align with and support the strengths of credit unions to 
deliver value propositions; one example we would like to highlight is delivering 
rewards to cardholders of local credit unions who shop locally.

https://www.mastercard.com
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Coming	Out	of	Covid	Q&A

Nymbus	CUSO
By John Janclaes, President

For more than 30 years, John Janclaes has 
successfully led strategic growth initiatives 
for financial services organizations, dedicating 
most of his career to the credit union movement. 
He is a highly regarded industry innovator, advocate 
and connector. As President and CEO of Partners Federal 

Credit Union, John led five-fold growth. Today, Partners serves 180,000 members, 
manages $2.1 billion in assets and is ranked in the top one percent of credit unions 
nationwide. In 2021, John was named president of Nymbus CUSO, which is dedicated 
to partnering with credit unions to break through barriers to growth with innovative 
technology, people and process solutions.

What	makes	you	concerned	for	the	future	of	credit	unions?

Credit unions are facing a concerning and increasingly significant threat from 
new banking alternatives. With growing options for managing their money—from 
nimble, specialized neo banks to behemoth global brands like Starbucks, Google 
and Amazon—consumers are seeking very specific value from financial products 
and services. They no longer feel tied to one financial institution to meet all their 
needs, compounding the loyalty challenge at a time when, for the second year in a 
row, credit unions fell behind banks to an historic low on the American Consumer 
Satisfaction Index (ACSI).

Over the last year, credit unions quickly innovated through crisis to find ways to 
empower people and enable legacy systems to keep meeting member needs 
through extraordinary upheaval. But as we move forward, innovating to maintain 
isn’t enough. Now is the time to innovate for growth by delighting members, forging 
deeper connections and creating new revenue streams—with crisis-level urgency 
and speed. 
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For many credit unions, limited budgets, 
resources and vision make this growth 
mandate daunting and even seemingly 
impossible, threatening the progress of 
the credit union movement. To move 
ahead and thrive, we must access 
our unique foundational values of 
collaboration and exceptional member 
service to reimagine possibility.

What	are	you	optimistic	about	for	the	future	of	credit	unions?

I’m bullish about the possibilities for credit unions to redefine how we grow into 
the future. In fact, I believe there has never been a better time than now to break 
through barriers. Today, credit unions have access to the same data techniques, 
technology and partners that our challengers do. Combined with our unique 
strengths, we can leverage all that we have access to and fuel next-level growth.

I am particularly optimistic about the opportunities in niche banking. Through data 
and insights, credit unions can create new revenue streams with hyper-targeted 
products and services that meet the specific, unarticulated needs of member 
segments while delivering the personalized experiences and differentiated value 
credit unions are known for. The niche concept is a familiar one for credit unions. 
We are the original niche financial institutions and are well positioned to use niche 
banking to deepen our reach and propel our growth.

And, importantly, through the unique collaborative structure of CUSOs, no credit 
union has to do it alone.

What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

Nymbus CUSO provides a new blueprint for growth that empowers our partners to 
achieve:

•	 Membercentricity. Through a sophisticated, data-driven approach to 
identifying niche member segments and understanding their needs, credit 
unions can deliver hyper-targeted products and services that delight members 
and generate new revenue streams.

continued
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•	 Speed	to	Market.	With sophisticated technology, 
people and processes to ease the burden of 
implementation, any credit union can quickly and 
continually go to market with valuable products 
and experiences.

•	 Scalability. Access to a complete, fully integrated 
ecosystem of banking applications; open API 
for integrated systems expansion; unified digital 
marketing services; and banking support specialists 
to eliminate the cost and time of hiring means 
scaling on your terms. 

Through accountable, strategic partnership, Nymbus 
CUSO moves past yesterday’s approaches to solve the 
thorny challenges of today and tomorrow. Our supportive 
structures empower credit unions of any size to innovate 
for growth—no matter what the future brings.

 

https://www.nymbus.com/cuso/
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Coming	Out	of	Covid	Q&A

Origence/CU	Direct
By Phil DuPree, Chief Revenue Officer

Phil DuPree is the Chief Revenue Officer 
at CU Direct. Phil leads the automotive 
vision and oversees all strategic planning, 
direction, and development of CU Direct’s 
automotive solutions, encompassing both product 
and market expansion. He also oversees the sales 

division, including consumer and mortgage lender SAAS sales, which have 
a nationwide presence.

What	makes	you	concerned	for	the	future	of	credit	unions?

Although the country is certainly opening back up, the lingering impact of COVID 
remains. COVID accelerated the digital transformation for lenders, and credit unions 
have the opportunity to fast-track digital technology to be competitive with new 
fintech options that have entered the marketplace. 

New online car buying services like Carvana and Vroom, as well as other new auto 
retailing models, are causing disruption and shifts in the car buying experience 
within the industry. Credit unions should look closely at these newer entrants and 
evaluate options to partner with these organizations to serve members and capture 
lending opportunities. 

What	are	you	optimistic	about	for	the	future	of	credit	unions?

A strong automotive sales market, coupled with a strengthening mortgage lending 
market, provides credit unions with a real opportunity for lending growth and 
increased market share in 2021. Larger credit unions continue to create awareness 
and more market recognition for the credit union industry as a whole, opening new 
opportunities to gain member growth.
  
Credit unions always have, and will continue to provide, a better financial solution for 
members and consumers that is unmatched by other financial institutions. Finally, 

continued
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CUSOs remain a vital way for credit unions to join together to find new ways to 
successfully compete in the marketplace.

What	is	your	company/CUSO	focusing	on	that	can	help	credit	unions	
succeed	in	the	future?

Credit unions are recognizing the need to adopt new technology to meet consumer 
expectations and improve the overall lending experience—or risk the consequences 
of an evolving marketplace. We remain committed to improving both the lenders’ 
user and borrower experience by using innovative technologies that leverage 
extensive marketplace research, needs, voice of the member and data driven results.  

We’ve introduced the Origence Mortgage Origination Platform, which allows 
lenders to replace the traditional POS, LOS & CRM mortgage stack with a single, 
fully integrated platform that covers the entire lending life cycle. Lenders also have 
the option to tap into the platform’s modular capabilities and integrate Origence 
anywhere in the mortgage tech stack to make the biggest impact to your lending.

We continue to advance CUDL, our best-in-class indirect lending platform and 
dealer network, providing consumers with credit union financing options across the 
nation. CUDL remains the largest credit union indirect automotive lending network, 
connecting 1,100 credit unions to 15,000 auto dealerships nationwide.

We also continue to develop new partnerships with industry leading companies, 
with the goal to help better position credit unions for success now and in the future.

https://www.cudirect.com 
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PSCU
By Jeremiah Lotz, Managing Vice President 
of Digital and Data 

Jeremiah Lotz directs PSCU’s initiatives 
to empower the company’s Owner credit 
unions with innovative and engaging payment 
solutions. With a focus on creating exceptional 
digital experiences based on data-driven intelligence, 

Lotz leads an experienced team dedicated to delivering PSCU’s data 
science, analytics and digital experience solutions. He also manages the strategic 
relationships PSCU forges with leading payments technology providers to ensure 
Owners have access to world-class platforms and solutions that build profitability 
and loyalty.

Digital	Drives	Consumer	Preference	Now	and	Into	the	Future

From daily interactions to how members shop, dine out and travel, the COVID-19 
pandemic has made a lasting impact on credit unions and their operations. After 
such an unprecedented year, what do we foresee for the state of credit unions as we 
look to the future?

The shift to digital, which was further accelerated by the COVID-19 pandemic, is here 
to stay and should be at the forefront of all credit union initiatives. Credit unions not 
addressing this shift are likely to experience attrition as members choose instead 
to conduct routine banking activities with big banks, Fintechs or other financial 
institutions that provide the digital services and solutions they now expect. The 
financial services marketplace is crowded, with innovation playing a key role in who 
succeeds. Credit unions not willing to prioritize and invest in digital solutions and 
other payments innovations will ultimately fall short of member expectations. Now 
is the time for credit unions to focus on the strategies and solutions that will allow 
them to serve evolving member needs to achieve sustained growth.

When innovating on behalf of their members, credit unions should leverage one of 
their most valuable assets: trust. According to the PSCU/PYMNTS.com February 
2021 Credit Union Innovation study, 64% of credit union members consider how 
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much they trust their financial institution when selecting where to bank. Thirty-two 
percent of all satisfied credit union members say trust is the single most important 
reason they feel satisfied with their banking experiences, making 2020 the third 
consecutive year of the Innovation Study in which trust was the primary satisfaction 
driver among credit union members. 

The good news is that the credit union industry is primed and ready to act with 
the “people helping people” philosophy at the heart of everything they do. Credit 
unions are prepared to leverage the opportunities digital solutions provide not only 
to members, but also to credit union employees. Many of these innovations lead to 
greater efficiencies, allowing credit unions to focus on what really matters to their 
members. Take inventory of current offerings, prioritize investments and build a 
strategy that puts digital innovations front and center.

In order to help our Owner credit unions realize success in this area, PSCU has 
enhanced our digital-first strategy, allowing us to continue to invest in infrastructure, 
technology and solutions to help our 1,500 Owner credit unions remain competitive 
and grow. In 2020, we produced more than 6.8 million new contactless plastics – the 
most significant volume in the credit union space – and that was just the beginning. 
So far this year, 64% of all cards ordered have been contactless and we have already 
eclipsed more than half of our last year’s total contactless volume. 

We have also expanded our digital offerings through our DX suite of solutions, 
allowing members to access their accounts from mobile phones, desktops, tablets 
and more, whenever they desire. We launched PSCU’s Digital Issuance, which 
creates seamless, uninterrupted payment experiences and enables cardholders to 
continue transacting digitally, even in the absence of their physical card, via push 
provisioning to the three major digital wallets (Apple Pay, Google Pay and Samsung 
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Pay). And, to further support our credit unions’ team 
members, we have continued to expand our Member 
Insight and QuickAssist solutions to optimize the tools 
needed to manage and service their card portfolios, even 
in a remote environment.  

We continue to upgrade PSCU’s best-in-class, cloud-
native digital banking platform, Lumin Digital, which 
features seamless integration to a wide variety of PSCU 
and other platform tools and capabilities, including card 
services, rewards management and data analytics, to provide 
an outstanding member-centric experience. PSCU is also rolling out 
Installment Payments, a buy now, pay later solution that provides members 
the freedom to budget as needed and have more control over their finances, which 
is important given the increased demand for this convenient payment option.

PSCU is committed to making continued investments to help credit unions meet 
the evolving needs and expectations of members now and in the future. We believe 
we will continue to see trends like this affect industry competition, impact overall 
consumer behavior and drive member preferences. A square focus on technology 
and digital solutions will be a key driver of credit union success.

https://www.pscu.com/
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