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Credit union service for the 
Armed Forces celebrates lending 
over £1million to members
October 2015 saw the launch of Joining 
Forces, a new Credit Union service for the 
Armed Forces.

The arrangement, backed by the Ministry of 
Defence, was launched to tackle problems 
faced by Military personnel who may find 
themselves with limited access to financial 
services, leaving them a potential target for 
high cost credit providers such as payday 
lenders and loan sharks.

The service – provided by three of the UK’s 
leading Credit Unions provides simple savings 
accounts and affordable loans for Service 
personnel straight from their pay. 

It was launched under the Armed Forces 
Covenant, a promise by the nation that those 
who serve or who have served in the Armed 
Forces, and their families, are treated fairly.

Since launching the Credit Union service is fast 
approaching 1,000 members, having lent over 
£1million to date. Members of all three services 
are welcome to join along with veterans who 
are in receipt of a MOD pension.

Why can a Credit Union help, where other 
financial providers may not be able to?

The credit union service for the Armed Forces, 
allows Service personnel to save and borrow 
with repayments straight from their pay. This 

means the risk of lending significantly reduces 
and we may be able to help where others may 
not.

As not-for-profit financial co-operatives, Credit 
Unions are owned and run by our members. 
They will do their utmost to help solve the 
problems faced by our members, whilst at the 
same time ensuring they lend responsibly.

See the case studies below as to how the Credit 
Unions have helped fellow colleagues:

Plane Saver Credit Union

Plane Saver were recently approached by a 
serviceman who found himself in a spiral of 
debt, with a series of high interest Credit Card 
and Payday loans, with monthly repayments 
over £555 at an average interest rate of 244% 
APR. 

They were able to lend to the individual 
responsibly, consolidating his existing debt into 
one manageable repayment straight from his 
pay, leaving the member with a new monthly 
repayment of £301 at a more favorable interest 
rate, meaning he saved £254 per month and 
could get back on track with his finances.

Serve & Protect Credit Union

Serve and Protect recently helped a member 
who had an existing car loan of £5,000 at an 

extremely high rate of interest. After calculating 
the total interest that would have to be repaid 
with their existing loan, it was over £7,000. 

With nowhere else to turn, Serve and Protect 
agreed to consolidate this loan, paying off the 
existing debt and saving the member over 
£6,000 in potential interest.

London Mutual Credit Union

A Warrant Officer with 16 years’ service, 
recently took a London Mutual CU loan as he 
wanted to take a further education course in his 
spare time.  He told us: “The whole joining and 
loan application simple and straightforward, 
and was kept informed all through the loan 
application process.

I am really glad that I’ve found an ethical and 
affordable lender – not for profit – and I’m 
particularly pleased that there are no hidden 
charges and no early repayment fees.  I’m 
repaying the loan direct from salary and I can 
just forget about it, and I’m saving a small 
amount each month as well as repaying the 
loan.”

Learn more about the Armed Forces Credit 
Union service at www.joinignforcescu.co.uk 
or email info@joiningforcescu.co.uk for a 
workplace visit.

Reproduced with kind permission of the Armed 
Forces Credit Union, 09 September 2016

Credit Union services for the Armed Forces. Loans & Savings straight from your pay.
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1,000 new members for Plane Saver!
Plane Saver Credit Union has attracted over 
1,000 new members in one financial year for 
the first time in its history.

The credit union, which serves employees in 
the airline, air transport, protective services 
and engineering industries, has reached this 
significant membership growth milestone since 
the new credit union financial year began on 1 
October 2015 – still with a month to spare!

Since its inception in 1993, Plane Saver has 
developed into one of the largest credit unions 
in the UK, serving over 10,000 members and 
making loans worth over £100 million to date.

Originally founded to provide affordable 
financial services to British Airways staff, the 
credit union has since 2010 expanded its field of 

membership to offer its services to employees 
in a wider range of related sectors.

Plan Saver’s partner employers who recognise 
the value of their staff being able to save 
and repay loans direct from payroll now also 
includes Air Canada, IAG, American Airlines, 
Babcock, Avios and since last year, the Ministry 
of Defence.

Plane Saver Head of Marketing Rob Lovesey 
said: “Achieving this milestone is a clear sign that 
within the current market there is increasing 
demand for the wide range of financial services 
provided by credit unions, particularly within 
the uncertainty surrounding the current 
economic climate.

“In addition, one of the key factors was 

launching with the Ministry of Defence in 
October 2015. It shows the importance of credit 
unions widening their target market, attracting 
new payroll partners to help stimulate both 
membership and loan growth”.

Reproduced by kind permission of Plane Saver 
Credit Union Ltd.  09 September 2016

Confirmation of Merger with West 
Sussex Credit Union
West Sussex and SurreySave Credit Unions 
have decided that in order to ensure the long 
term financial sustainability of the Credit 
Union movement in Surrey and Kingston, 
their members voted in favour of a proposed 
merger between the two credit unions. The 
object is to create a larger, financially stronger, 
merged organisation – the Surrey and West 
Sussex Credit Union.

“We held a Special General Meeting on 8 August 
to vote on the proposal and I am delighted 
to report that our members voted in favour 
of the merger.  As required by the Financial 
Services Authority, this decision was confirmed 
at a second Special General Meeting on 

1 September.” Said David Wright, Chairman of 
SurreySave.

“This is an exciting development.  It will result 
in a well-run, forward looking and dynamic 
new organisation with well-established ethical 
standards and social objectives. It will offer 
high standards of service to a larger common 
bond of just fewer than 2 million with similar 
demographics and economic characteristics.”

The Chair of the newly merged credit union 
will be Jenny King. She has run the West Sussex 
Credit Union since its inception 8 years ago.  She 
will be in touch with members in the next few 
weeks to introduce herself and explain how the 
merger will enable the credit union to maintain 
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the quality and improve the range of services in 
Surrey and Kingston.

David Wright said, “Can I thank you all once 
again for your support and encouragement.  It 
has been your continued faith in our work that 
has made it possible for us to do so much to 
address financial exclusion and deprivation in 
Surrey and Kingston. I plan to serve on the new 
merged Board and look forward to supporting 
Jenny in her mission to create the stable and 
sustainable future that we all seek.”

By West Sussex Credit Union, reproduced by 
kind permission of West Sussex Credit Union 
10 September 2016

Fundraising 
memorial walk 
for George
 
Drumchapel Community Credit Union is 
remembering its former Treasurer with a 
fundraising walk.
Staff from the Glasgow-based credit union are 
walking 26 miles of the West Highland Way 
from Rowerdennan to Tyndrum over two days 
from Friday 23 September – exactly a year after 
the credit union’s Treasurer, George Murray, 
passed away.
George was a familiar face and popular 
volunteer at the credit union for over a decade. 
The staff will be joined by members of George’s 
family for the walk, which is raising money 
for the Beatson Cancer Charity which helped 
George through his illness.
Drumchael Community Credit Union Manager 

Trisha Butler said: “George worked tirelessly 
for the credit union, even during his illness. 
He was a great asset and is missed by staff, 
volunteers and members.
“Work colleagues from the credit union wanted 
to do something in his memory, so along with 
members of George’s family, five of us have 
decided to walk from Rowerdennan up the side 
of Loch Lomond to Tyndrum to raise funds for 
the Beatson Cancer Charity in Glasgow.
“George had raised funds for the charity in 
the past, even acquiring a signed Celtic jersey 
at one auction. Anyone who knew George will 
know that the charity must have meant a lot 
to him as he was most definitely an ardent 
Rangers fan!”
Founded in 1970 as Western Credit Union, 
Drumchapel Community Credit Union is the 
oldest credit union in Scotland. It serves 
2,600 members who have £2.9 million saved 
in their local credit union and are borrowing 
£1.4 million at more favourable rates than are 
available from many other lenders.
By ABCUL, 02 September 2016
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South Bank Credit Union 
moves to new premises

SBCU, the oldest Credit Union in the Tees 
Valley and one of the first ever registered in 
the North East, delivers low cost savings and 
loans to residents of Redcar and Cleveland.

Originally based at South Bank’s Neighbourhood 
Centre, SBCU has now moved to Middlesbrough 
Road where Yorkshire Bank used to be.

Long-standing volunteers were present at the 
cutting of the ribbon of the new Community 

By Dave Stopher, 7 August 2016.  Reproduced 
by kind permission of NEConnected

Bank alongside the Mayor of Redcar and 
Cleveland, Councillor Barry Hunt.

Sandra Smith, project development officer 
at SBCU, said: “I would like to thank all of our 
volunteers who have given their time and 
commitment for the past 26 years to provide 
this valuable service to the community.

“SBCU is a voluntary organisation, but recently 

we appointed our first member of staff in 
December 2015 and today we are proud to open 
our new Community Bank to everyone who lives 
or works within Redcar and Cleveland.”

Cllr Barry Hunt, Mayor of Redcar and Cleveland, 
said: “I was delighted to cut the ribbon for the 
new premises which will provide savings and 
loans to the people of our borough. I wish SBCU 
the best of luck in their new home.”

The Mayor of Redcar and Cleveland Councillor 
Barry Hunt opens the credit union at South 
Bank. Picture by Stuart Boulton.

Kent Savers reaches 3,000 members
Membership of Kent Savers Credit Union has 
passed the 3,000 mark.

The Maidstone-based credit union has reached 
the new landmark just 21 months after signing 
up member number 2,000.

Kent Savers’ 3,000th member is Sharon from 
Marden, who works for Maidstone Borough 
Council. Sharon joined the credit union to get a 
loan to buy a new a car.

She said: "Kent Savers provides a fabulous 
service. I've not got a brilliant credit score, but 
they reviewed my finances carefully and I'm 
happy to say my loan was granted. Now I'm a 
member, I'm thinking of opening a Christmas 
savings account as well. I'm going to make sure 
my friends know about Kent Savers."

Kent Savers Chair Martin Kingman said: “We 
are delighted to welcome new members and 
to have hit this milestone in our development.

“Increasing both membership and the number 
of loans we issue makes Kent Savers Credit 
Union more financially secure and better 
able to help those who cannot otherwise get 
affordable credit when they need it to see 
them through a bad patch.

New member Sharon added "I've been forced 
to use these so-called payday lenders once or 
twice before, but they're so expensive. Kent 
Savers are so much cheaper and their terms 
are flexible in case I need a top-up loan later."

Kent Savers Credit Union was set up in 2010 to 

provide affordable financial services to people 
in the county. Anyone living or working in the 
historical county of Kent – that is the area 
currently administered by Kent County Council, 
Medway Unitary Authority or The London 
Borough of Bexley – can join Kent Savers.

Since January this year, Kent Savers has made 
255 loans worth £530,000, and members now 
have £1.35 million deposited with their credit 
union.

Reproduced by kind permission of ABCUL 
26 August 2016
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ATM attracts members to Dragonsavers

Dragonsavers Credit Union has installed an 
ATM to give the local community easy access 
to their cash.

The credit union, which serves anyone who 
lives or works in the County Borough of 
Rhondda Cynon Taff in South Wales, has set 
up the ATM at its main premises in Treorchy. A 
second free-to-use ATM is set to follow at their 
Tonyrefail branch in early September.

Giving members access to their money when 
they need it has always been a priority for 
Dragonsavers, and bank branch closures in 
the towns where Dragonsavers’ offices are 
based opened a new opportunity to attract 
community members and expand the credit 
union’s services.

Dragonsavers General Manager Christina 
Stoneman said: “The head office in Treorchy 

was like working from the safe house in Harry 
Potter – the only people who knew you were 
there were the ones that knew you were there!

“Having the free to use ATM installed has 
changed all that. We regularly have queues 
six or seven deep, which gives us plenty of 
advertising time to those waiting in line at our 
window”.

As well as providing an important service to the 
community by giving them a place to withdraw 
cash from their bank accounts free of charge, 
the ATM installation also helps strengthen 
the local credit union. Dragonsavers receives 
monthly commission on ATM transactions 
from the ATM operator, and its presence has 
the added benefit of raising the profile of 
the credit union with a valuable advertising 
opportunity on the high street.

Dragonsavers was established following the 
merger of the 5 credit unions in Rhondda 
Cynon Taff in 2003, and has since grown into 
a strong, independent, sustainable enterprise 
with a real community focus.

With members’ savings in excess of £2 
million and loans worth around £1.6 million, 
Dragonsavers has been keen to build on 
its success to date by pushing membership 
growth, which had begun to slow down 
recently. The new ATM has proven a successful 
way of attracting local people to the credit 
union who might not have used any of its 
services before.

Reproduced by kind permission of 
DragonSavers Credit Union, 26 august 2016

Engage 
customer win 
prizes 
As most of you will know, Engage offers 
its customers up to 15% cashback on their 
everyday shopping through the rewards 
program. 

What Engage also offers customers is the 
opportunity to win gift cards and prizes, as well 
as additional cashback simply by transacting 
on their Engage card. Customers are informed 

of these offers through email and it usually 
doesn’t require any effort on their part to be in 
with a chance to win. 

Engages recent winner 

Competition

Spend £30+ in store to be entered into a prize 
draw. 3x winners of £50 New Look gift card

Spend £30 in store to be entered into a prize 
draw. 2x winners of £50 M&S gift card.

By Engage
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The Financial Conduct Authority (FCA), who 
sound very serious and like you shouldn’t 
mess with them, has this week “finalised” its 
guidance for how financial services should 
use social media.

The FCA is basically a financial regulatory body, 
ensuring that firms run with consumers’ best 
interests at heart and provide appropriate 
products and services.

The fact that the FCA has felt the need to 
wade in with its own guidance for social media 
engagement, means that it clearly understands 
the increasingly important role of social 
customer service. 

The FCA recognises that social media are 
powerful channels of communication which 
are of significant value to firms and do not 
want to prevent their use. 

Here we’ll be taking a look at the FCA guidance, 
and looking at the challenges financial service 
providers face on social.

Challenges on social

It’s a difficult balance to maintain. Provide an 

efficient customer service channel/marketing 
channel in a relatively new space that fully 
complies to banking regulations whilst also 
operating in the public eye.

For a firm to operate a social channel there 
takes a massive amount of forethought and 
planning as it’s a highly regulated environment. 
Far more so than other B2C industries. You 
can’t just suddenly announce a discount 
incentive, or a ‘retweet to win’ competition, 
the industry just doesn’t allow it.

Barclaycard spent a whole year in advance 
planning its Twitter account with a dedicated 
team working on it full-time.

There’s also an issue of brand reputation. 
Complaint reporting for social media is the 
same for any other channel. If a customer 
complains by telephone, that complaint is 
recorded and published across the financial 
services sector. This is also true of social 
channels.

When it comes to customer service, banking or 
credit card companies cannot ask for account 
information on social, not even via private or 

direct information. So customers have to be 
directed to a secure email channel. This is of 
course not inherently social, but it does mean 
that a customer can safely provide information 
that will give an advisor access to their account. 

Ultimately these problems are manageable 
though, and shouldn’t be used as an excuse 
not to be on social, after all the argument for 
whether you should be on social or not has 
long since passed. 

Consumers expect your presence on social, 
they will seek you out for immediate enquiries 
there. Social is also the key way to get your 
messages and content heard and shared.

So what does the FCA suggest…

FCA guidance

The FCA’s guidance states that any form of 
communication (including social media) can 
be seen as a financial promotion if it contains 
an invitation to engage in financial activity. 
Therefore all communication must be “fair, 
clear and not misleading”.

By Christoper Ratcliff, reproduced by kind 
permission Econsultancy

Financial industry confirms its rules for 
social media

4 Easy Ways to Improve Your 
Credit Union’s LinkedIn Presence

You may not think of LinkedIn as a go-to 
social media platform like Facebook, Twitter 
and Instagram, but it’s time to think again. 
LinkedIn was designed for businesses and for 
connecting, which makes it important for your 
credit union. According to Statista, at the end 
of 2015 there were nearly 400 million users 
on LinkedIn, which makes it the world’s largest 
professional social network. But how do you 
actually master marketing on LinkedIn? Here 
are four tips on how to elevate your company’s 
page to the next level.

1.    Treat LinkedIn like a marketing vehicle

Numerous businesses use their LinkedIn page 
as an extension of the “About Us” page on 
their website. If you think of your LinkedIn 

page as a marketing and sales tool rather 
than a biography, you’ll be more successful 
in reaching visitors and enticing them to click 
through to your credit union’s website.

2.    Consider what and when to share

When you post content, make sure that it’s 
written the same way you would speak in 
any of your marketing efforts. It should excite 
potential members, influencers in the industry 
and those who might be interested in working 
for you. According to 2015 data from AddThis.
com, the peak time for engagement on LinkedIn 
is on Mondays between 2 – 4 p.m. EST. As for 
what to post, according to Buffer, six out of 
10 LinkedIn users are interested in industry 
insights and 53 percent prefer company news.

3.    Utilize your employees

More likely than not, many of your credit 
union’s employees are already active on 
LinkedIn. If so, make sure their profiles are 
linked to the credit union and that their 
job information is up to date. Encourage 
employees who don’t use the site to create a 
profile. Unlike other social networks, LinkedIn 
users expect employees to contribute to 
conversations about the companies they work 
for, which can be valuable marketing for your 
CU.

 

4.    Promote your page

Building a community and increasing 
engagement on any social network takes 
time, and LinkedIn is no exception. However, 
you can attempt to speed up the process 
by prominently displaying LinkedIn “follow” 
buttons on your credit union’s website as well 
as making your content easily sharable with 
“social share” buttons.

Takeaway

Don’t let your credit union miss out on the 
opportunity LinkedIn provides by focusing all 
of your attention on other social networks.  
According to eConsultancy.com, LinkedIn 
makes up 64% of all visits from social media 
networks to business websites. Facebook 
accounts for 17%, while Twitter is 14%. LinkedIn 
is here to stay, and it’s time for you to connect.

Reproduced by kind permission of BYM Agency, 
23 August 2016
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Lanarkshire Credit Union up for award
Lanarkshire Credit Union has been shortlisted 
for Scottish Social Enterprise of the Year.

The prestigious award, which is organised 
by Social Enterprise Scotland, recognises social 
enterprises that demonstrate excellent vision 
and strategic direction, clear leadership and 
management of the organisation, a high degree 
of customer satisfaction, and clearly evidenced 
social, environmental and community impact.

Contenders for the award must also show 
sustainability in terms of both profit 
and growth, good brand awareness and 
communication outputs, and evidence of 
creativity and innovation.

Lanarkshire Credit Union is one of just four 

social enterprises across Scotland to be 
shortlisted for the most prestigious category 
in the 2016 Social Enterprise Awards Scotland. 
The winner will go on to compete for the Social 
Enterprise of the Year UK award.

Lanarkshire Credit Union’s Financial Marketing 
Co-ordinator Scott Craig said: “We’re honoured 
to have been nominated for such a great 
award. The fact that we’ve been shortlisted 
among three other organisations is such a huge 
achievement for us. The whole credit union has 
been abuzz since the news and we’re hoping 
that all of our hard work pays off in the end.

“We’ve worked hard over the last few years to 
bring a new and innovative approach to our 

services, and being nominated for the award 
has really made us feel confident that we’re 
taking the credit union in the right direction.”

Reproduced by kind permission Belfast 
Telegraph 19 August 2016

Learning 
from the 
World 
Conference
British delegates to the recent World Credit 
Union Conference have been sharing what 
they learned from the event.

This summer’s gathering in Belfast saw the 
highest ever number of British delegates to a 
World Credit Union Conference make the short 
trip to Northern Ireland to network, share 
and learn with over 1,800 fellow credit union 
delegates from 55 countries.

ABCUL has pulled together delegates’ feedback 
into five key things we learned for the British 
credit union movement:

We need to engage and drive young adult 
membership growth

We’ve got to change the way we deliver our 
marketing and our services to attract young 
adults – they are the future of our credit 
unions and younger people are much more 
likely to borrow.

Defending against cyber-crime should be a 
high priority

The scale of cyber-crime and the reports of the 
different ways this is happening are frightening. 
It is not a matter of "IF" we will have to deal 
with a data or system breach but "WHEN", and 
the fact that nearly 90% of all breaches are 
down to human error highlights how we all 
need to be aware of the risks.

Size isn’t everything

Being a minnow amongst the giants of the 
credit union world made no difference when it 
came to the issues that face us today. Sharing 
our successes and challenges is what makes 

credit unions unique. What other industry 
collaborates and shares to this level?

When all is said and done, it’s about how we 
serve our members and the values behind 
everything we do. Whatever our balance 
sheet, employee head count or technology, we 
all operate under the same banner of trying to 
serve members in an ever more competitive 
and challenging environment.

Co-operation is hard – but it’s also vital

It was inspiring to hear what other credit 
union sectors have achieved through working 
together, especially when it comes to the 
services they are able to provide to their 
members as a result. However, every single 
country acknowledged how much better they 
could be at collaborating and reminded us just 
how hard it can be sometimes – yet it really is 
worth it.

We’re part of a global family of credit unions

Whatever differences we do have with our 
colleagues at home or in other countries, we 
share a huge amount in common and the 
willingness of people from around the globe to 
share success and challenges with each other 
reminds us we are part of a global co-operative 
community.

Engage account

@engage_account

W www.engageaccount.com

With thanks to our contributors: Richard Munro 
(Commsave Credit Union), Karen Bennett 
(Enterprise Credit Union), Chris Canham (Hoot 
Credit Union), Kathryn Fogg and Gerard Spain 
(both Pennine Community Credit Union).

By ABCUL, reproduced with kind permission  
07 September 2016
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Poverty strategy sees credit union role
A major report on tackling poverty in the UK 
has highlighted the role credit unions can 
play.

Titled We can solve poverty in the 
UK, the Joseph Rowntree Foundation (JRF) 
offers a plan to end poverty in this country by 
2030. It is the most comprehensive strategy 
of its kind to set out how to solve poverty 
across all groups in the UK, calling for a new 
‘long term deal’ to solve poverty between 
governments, business and the public.

A role for credit unions is identified in 
providing fair and affordable access to credit, 
as well as in helping people to save, budget 
and avoid problem debt.

The strategy encourages employers to provide 
– and promote the take-up of – credit union 
membership as a staff benefit to promote 
saving and access to affordable credit, 
highlighting the ease with which employees 
can save and repay loans direct from payroll.

The full JRF report released with the plan 
– titled UK poverty: Causes, costs and 

solutions – calls for the expansion of credit 
unions’ capacity to provide affordable credit 
through support from employers, local 
government and social investors.

The report also recommends that tackling 
poverty should be an explicit aim in social 
landlords’ business plans and strategies, 
arguing that: “Housing associations could play 
a role in delivering affordable credit to their 
tenants, as part of a wider financial inclusion 
strategy, working with credit unions where 
possible.”

Launching the strategy, JRF Chief Executive 
Julia Unwin said: “Poverty divides communities 
and generations; it harms people’s potential 
and strains families; it drains the public purse 
and holds back our economy. The Prime 
Minister has made a promise to make Britain 
work for everyone and reform capitalism. As 
Westminster reconvenes this week, I urge her 
to deliver on this promise.”

To mark the launch of this significant strategy, 
JRF has teamed up with Big Society Capital to 
work towards raising up to £20m of social 

investment to tackle the ‘poverty premium’, 
whereby people on low incomes pay more 
for goods and services including credit and 
financial products. The initiative will support 
charities and social enterprises to develop 
solutions.

ABCUL Chief Executive Mark Lyonette said: 
“We welcome the JRF’s recognition of the 
role credit unions play in helping alleviate 
hardship and poverty. Credit unions are 
proud to serve people from all walks of life, 
which includes those who may struggle to 
access credit and financial services from other 
providers. The expansion and modernisation 
of Britain’s credit union movement will make 
us even better equipped to provide services 
to people right across our communities.”

Reproduced with kind permission of The 
Credit Union Foundation.  
06 September 2016

Two Cork credit unions are set to merge as 
part of an expansion and growth strategy.

Passage West/Monkstown Credit Union is 
merging with Douglas Credit Union in a move 
that will “secure the long-term future” of the 
credit union for its members, and will result 
in “a stronger financial body with increased 

assets and membership”.

Roy McKnight, chief executive of Douglas 
Credit Union said: “We are thrilled to make 
this announcement about the collaboration, 
which will revitalise, strengthen and enhance 
the services offered to all our loyal members.”

The new credit union will have assets totalling 
more than €70 million, and will have €1 million 
available to lend each month. The growing 
membership currently stands at 20,000.

The merger means members will have access 
to three credit-union offices – Douglas, Passage 
West and Grange – and the membership area 
will scan the breadth of the Douglas road to 
Currabinny and Coolmore, taking in Passage 
West, Monkstown, Shanbally and Ringaskiddy.

Merger trend

Since 2013, ReBo, the credit union restructuring 
board has been involved in 65 completed 
mergers involving 131 credit unions.

According to ReBo, its end-of-November 
board meeting will be the final opportunity for 
merger and cost approval, and documentation 
will be needed in advance of this. Mergers 
must be completed by January 31st, while the 
final date for drawdown of financial assistance 
has been extended until February 28th, 2017.

By Fiona Reddan, 02 September 2016. 
Reproduced by kind permission of the Irish 
Times.

Two Cork credit unions set to merge
Merger comes as ReBo restructuring deadline approaches

The new credit union will have assets totalling more than €70 million, and will have €1 million 
available to lend each month. Photograph: Colin Keegan, Collins Dublin
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Your 'digital Credit Union': How young people 
are being offered loans through Facebook
A group of credit unions have come together in 
a bid to sign up millennials through Facebook.

The move by the 16 credit unions to offer loans 
through social media is set to be expanded as 
it has proved so successful.

The institutions are using Facebook to boost 
their lending by offering fast-approval loans to 
the tech savvy people in their 20s and 30s.

The initiative counters persistent criticism that 
credit unions have failed to move with the 
times, and are increasingly only used by older 
people.

Overall, credit union lending has fallen to 
such low levels it was recently described by a 
group that advises the Minister for Finance as 
"dismal".

Millennials - those who have reached 
adulthood since 2000 - are thought to be the 
least likely to engage with credit unions.

Now credit unions, including those in 
Tipperary; Dundrum, Co Dublin; Naas, Co 
Kildare; Tullamore, Co Offaly, and Co Galway, 
seem to have cracked how to attract much-
sought-after millennials.

The 16 credit unions have some 800,000 
members between them.

They are now calling their new foray into 
offering loans to millennials on social media 
their "digital branches".

Some of the credit unions that were the first 
to adopt the new approach are seeing digital 
lending accounting for 10pc of new loans.

Key aspects of the new digital lending involve 
30-second qualifying assessments online, 

and prompt phone calls back from lending 
officers to those filling out the online forms at 
appointed times.

The project has been pioneered by the Solutions 
Centre, a voluntary grouping of credit unions 
aimed at developing new financial products 
for consumers in areas including investments, 
pensions, mortgages and financial protection.

Kevin Johnson of the Solutions Centre 
explained that credit unions taking part in the 
new digital loan plan have had to make radical 
changes to their own rules.

These include getting rid of the criteria that 
people have to be members of a credit union 
for three months before they qualify for a loan.

Mr Johnson said that research conducted for 

the Solutions Centre by iReach indicates that 
57pc of people would prefer not to meet a bank 
or credit union employee when being assessed 
for a loan. He said strict lending assessments, 
required by regulators, still apply but much of 
the process can now be done online.

"The pilot project that was run earlier this year 
delivered very strong results and there are 
now 16 credit unions rolling out this service," 
said Mr Johnson, who is also chief executive 
of the Credit Union Development Association 
(CUDA).

Under the successful pilot project, close to 
half of those who took out a loan had never 
borrowed from a credit union before.

By Charlie Weston, reproduced with kind 
permission The Independent

Guide for 
councils to back 
credit unions
A new guide launched at the Co-operative 
Party Conference shows councils how to 
support the growth of credit unions.

The new guide, published jointly by the Co-
operative Party and ABCUL, sets out practical 
ways in which local councils can support the 
strengthening and expansion of credit unions 
in their local area.

The guide features examples of best practice 
including:

•   Providing payroll deduction facilities to 
council staff, making it easier for them to save 
and repay loans;

•   Working in local schools to encourage 
financial literacy and good saving habits;

•   Helping local residents adapt to paying their 
rent under Universal Credit by providing rent 
guarantees to local social landlords;

•   Support from local councils through the use 
of deferred shares or changes in procurement 
procedures.

The guide has been produced in response to 
concern among local councillors about people 
taking on unsustainable levels of debt through 
the use of high cost lenders, as well as wanting 
to help people deal with changes to their 
benefits and tax credits.

Cabinet Member at Haringey Council Cllr Joe 
Goldberg said: “We hope this guide will be 
useful to councillors who want to know how 
they can support their local credit union. In 
Haringey we have helped our credit union 
grow as a viable alternative in the marketplace 
by offering a subordinated loan. We also 

worked with them to ensure every secondary 
school starter in Haringey was offered a free 
£20 credit union account.”

ABCUL Head of Policy & Communications 
Matt Bland spoke at the launch of the guide at 
the Co-operative Party Annual Conference in 
Cardiff on 10 September, along with Cabinet 
Member for Social Justice, Inclusion and 
Policy at Preston City Council Cllr Matthew 
Brown and Cardiff & Vale Credit Union Chief 
Executive Leanne Herberg (all pictured).

Matt Bland said: “There is fantastic work 
happening across the country. There is much 
to be gained by working closely as councils 
can provide investment and access to 
residents, and in return credit unions provide 
much needed access to financial services and 
help councils deal with issues such as welfare 
reform.”

By ABCUL, reproduced with kind permission, 
12 September 2016
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6 Mobile  
Website Designs 
to Inspire Your 
Credit Union
You’ve probably heard it too many times to 
count. “Your website should be optimized for 
mobile devices.” Well, now more than ever, 
businesses are focusing on creating impactful 
mobile websites. With Google continuing 
to update its algorithm to favor responsive 
websites, it’s important to make your credit 
union’s mobile site the best it can be.

If you’re looking for design inspiration, here are 
six brands that we think absolutely nailed it:

Financial: Community America Credit Union

     

Even though many financial institutions 
offer apps, a mobile website is still crucial. 
Community America Credit Union’s mobile 
site is functional and convenient. The readable 
font, large buttons and easy-to-find rates make 
maneuvering this site simple. All of the things a 
user can do on Community America’s desktop 
site can be accomplished on the mobile 
version. That’s smart banking.

 

Tech: Typeform

     

Typeform is a tech company with one goal: to 
“make forms awesome.” While their desktop 
website is great, their mobile website is the 
star of the show. Rather than keeping complex 
design elements from their desktop site, such 
as animations and videos, they removed them 

for mobile and made the site simpler. It was a 
smart move that pays off enormously.

News: Buzzfeed News

     

Buzzfeed is known for viral content, which 
makes its website design pivotal. The 
developers have taken great pride in creating a 
smooth experience for the site’s fast-paced, on-
the-go readers. Upon arriving at the Buzzfeed 
News mobile site, you’ll be greeted with the 
newest articles, which are displayed in an easy, 
collage-like format utilizing large images that 
are easy to tap with your finger.

 

Fashion: Nike

     

When it comes to good design, Nike never 
fails to impress, and its mobile website is no 
exception. By allowing its products to do all 
of the talking, Nike is able to send powerful 
messages to its consumers. The photos are 
large. The copy is impactful. All of these 
elements add up to a smooth and innovative 
mobile website.

 

Travel: Airbnb

     

The founders of Airbnb are design graduates, 
and it shows. Airbnb uses large, attractive 
photos of various travel destinations around 
the world to encourage people to visit those 
places. For a website with a pretty complex 
premise, the simple fonts and easy-to-click 
buttons make for a convenient and pain-free 
mobile experience.

Entertainment: NBC

     

NBC is home to some of television’s most 
popular shows, and with that in mind, the 
pressure was on to create a place for fans 
to watch their favorite shows on the go. 
Thankfully, NBC came through. Its mobile 
website is extremely easy to navigate with 
readable copy, large photo banners and a 
simple menu. Finding clips from your favorite 
show has never been easier.

Takeaway

When designing your credit union’s mobile 
site, remember to keep it simple. Include 
the most important features while ensuring 
that your page is easy to navigate and has a 
welcoming feel. A mobile website is no longer 
a luxury, it’s a necessity. Make sure that yours 
is fully optimized and ready to go.

Reproduced by kind permission of  BYM 
Agency, 16 August 2016
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New payroll partnership with Council

City of Wolverhampton Council 
staff now have easy access to their 
local credit union thanks to a new 
payroll deduction partnership.
The council has joined forces 
with Wolverhampton City Credit Union (WCCU) 
to enable staff and elected members to benefit 
from ethical financial services directly via the 
council payroll.

Not only can council employees now make 
regular deposits to their savings accounts 

direct from their salary, but the credit union 
will also help them access low-interest loans 
which can be repaid in affordable instalments 
straight from their monthly pay.

Leader of Wolverhampton City Council Cllr 
Roger Lawrence (pictured on the left with 
WCCU Manager Matt Goulding) launched the 
new payroll deduction scheme at the credit 
union’s counter in the Civic Centre on 13 
September, saying: “As a long-standing credit 
union member, I fully support the ethical 
values of Wolverhampton City Credit Union.

“At a time when more people than ever are 
experiencing stress from money worries, the 
credit union provides affordable, low-interest 
loans. By helping our employees to save 
directly from their salaries, the council is also 
helping to build financial resilience in the city.”

Founded nearly 15 years ago, Wolverhampton 
City Credit Union serves almost 8,000 members 
who live or work in the WV postcode areas of 
Wolverhampton and South Staffordshire.

Credit union manager Matt Goulding said that 
WCCU planned to broaden its membership 
through more payroll deduction schemes with 
local employers. “These schemes have been a 
big success in the UK, supported by such major 
employers as British Airways, BAE Systems and 
the NHS. We hope that more employers in 
the city will recognise the scheme’s value as 
an employee benefit that helps to reduce the 
money worries of the city’s workforce.”

By Wolverhampton Credit Union, 14 September 
2016

Can credit unions become disruptors?
There are two types of disruptive innovation, he 
explained. The first one enables new entrants 
to target consumers at the bottom of the 
market and climb their way up. This happened 
in the automotive industry in the 1920a, when 
the Duisenberg, an expensive car at the time, 
faced competition from Ford, which offered 
an affordable alternative, disrupting the whole 
manufacturing market. In the 1970s, Ford was 
itself disrupted by the very inexpensive Honda 
Civic, came in at the bottom of market and 
worked its way up. Later, the Honda Accord 
was in turn disrupted by the Kia Optima.

“That’s one way of disruption. Now we 
also have big bang disruption, which is an 
innovation that from moment it enters the 
market it is better and cheaper than the 
products and services it competes with. It uses 
new technology in the internet, cloud-based 
computers and computing devices, competing 
immediately rather than starting at bottom 
and working their way up,” explained Mr 
McElhenie.

An important moment in this process is crossing 
the chasm, moving from early adopters to 
early majority. “They need to cross that chasm 
as innovators,” he said.

He also highlighted how it is important for 
board members or leaders of credit unions to 
decide on whether to adopt innovations early 
on. “You don’t have much time to test out 
and see how technology works. The big bang 
technology disruption means you don’t have 
much time – by the time you make decisions 
your competitor has already adopted it. The 
decision time you have now is compressed. 
The competition is becoming hot.”

Successful innovation does not necessarily 

have to be technological innovation. It 
can also mean business innovation, added 
Mr McElhenie.

Many players already are trying to disrupt 
the financial retail industry, including Google, 
Walmart, Costco, Moven and PayPal. The latter 
is considering using bluetooth technology to 
enable customers that have the PayPal app to 
pay for products by verbal agreement. When 
they walk into a store, the app sends a message 
at the point of sale display and someone 
behind the register can greet the customer by 
first name.

 “Every financial service disruption company is 
based on convenience, eliminate the pressure 
of applying for loans, or the need to check 
credit scores, and the ease of transaction. How 
easy are you making it for your members to get 
a loan?”

Apple Pay is one potential disruptor. “[Apple] 
gets access to so many consumers through 
iTunes,” said Mr McElhenie. “They have access 
to more people than any other organisation 
around”

 “These disruptors are starting to form 
partnerships. These companies are very clear 
about target markets – millennials. This is the 
group most likely to use mobile technology.

 “If you are not optimised for mobile, you are 
losing members and sales,” he added. “Go to 
your credit union website right now. Is your 
website easy to navigate? First impressions are 
the most important – if it’s not easy to navigate 
through and easy for them to do banking 
online, you are losing members.”

According to Mr Habib, 57% of mobile users 
will abandon a website if it takes more than 

three seconds to load.

“As we transform to more channels, we can 
lose sight of the window of opportunity that 
we have with members to have that face 
interaction with them. 88% of American adults 
say they need a physical branch location to 
go to as well – so although more and more 
members want the convenience, 88% still want 
to do business in physical branch – that’s your 
window of opportunity to interact with those 
members.”

 He also advised credit union members to 
distinguish between sustaining and disruptive 
technologies, being able to adapt quickly 
based on research and what is coming on the 
market place.

“What can you do to remain relevant to 
millennials?” he asked delegates.

Mr Habib encouraged credit union leaders to 
analyse whether they were prepared to defend 
their credit union’s position versus a disruptive 
bank and to examine whether their value 
proposition would still resonate with members 
ten years from now.

By Anca Voinea, reproduced by kind permission 
of The Cooperative News. 15 July 2015
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Long Island Credit Union 
Opens Paperless Branch
The $2.5 billion, Westbury, N.Y.-based Nassau Educators Federal Credit 
Union is getting ready to open a 2,000-square-foot digital location 
with interactive video teller machines, which is a prototype for future 
branches.

NEFCU’s virtually paperless 13th branch, located in Bay Shore on Long 
Island, is set for its official Sept. 29 inauguration. The digital location, 
which did have a pilot run during the summer, will have no tellers onsite 
and is about half the size of its older branches.

By Roy Urrico, 16 September 2016. Reproduced by kind permission of  
.......

The 
Decision 
Maker 
Disrupt ...  For the 
future of credit unions
As we look at the future of the credit union 
industry (or the entire retail financial sector for 
that matter), it’s pretty clear that innovation is 
going to be one of the main driving forces of 
sustainability and relevance.

For example, smartphones have transformed 
the phone from an audio connecting device 
to one of the most interactive and powerful 
delivery channels available to members. 
Innovation in phone technology is not only 
redefining its own industry, it’s forcing others 
(like the financial services industry) to redefine 
how they do business.

You might be thinking that your credit union 
doesn’t have the resources to be Apple. If that’s 
the case, remember that in the beginning, 
Apple didn’t have a lot of resources either. 
What the company had was imagination, 
passion, and a different way of doing things. 
So what kind of innovation can credit unions 
participate in? Any kind they can imagine.

Innovation is simply one of four things:

1.  Discovering a new way of doing something.

2.  Taking an existing product/service and 
giving it new uses.

3.  Reframing a problem or an issue.

4.  Reorganizing the same information in 
another way.

Traditionally, innovation was thought to 
occur in a linear fashion.  It started with a 
manufacturer of innovation and ended with the 

user. Then Harvard Business School professor 
Clay Christensen proposed that there are 
non-linear or disruptive ways to innovate. By 
improving a product or service in unexpected 
ways, this type of innovation helps create a 
new market or value network and eventually 
disrupts an existing market or value network. 

Traditional innovation favours the incumbent 
provider or a product or service. Disruptive 
innovation, however, can be anybody’s game.

For disruptive innovation to happen, leaders 
have to be open to new and unconventional 
ideas. Rather than fostering a climate of “how 
do we make a better widget” your organisation’s 
climate has to embrace challenges to the status 
quo that ask questions like “why do people use 
a widget and what if we gave them something 
else instead?” A group of researchers from MIT 
found that leaders who are open to disruption 
were more than likely to see an increase in 
creative innovation by their employees.

Here are three basic strategies from 
Christensen on how organizations can produce 
disruptive innovation.

1.  The back-scratcher approach.

Look for ways to offer a better solution to a 
problem that consumers have. Is there an 
itch that isn’t being scratched or that could 
be scratched in a more satisfying way? This 
type of innovation is most effective when 
competition in the market is either fragmented 
or otherwise deterred from responding to your 
approach. FedEx and instant messaging are 

both examples of back-scratcher innovations.

Credit unions: What problems do your 
members have? What solution can your credit 
union provide to this problem?

2.  The extreme makeover.

This type of innovation occurs when products 
or offerings are reimagined to become more 
affordable to a low-end market. Often, there is 
little competition to serve the market segment 
in question. In finding ways to rework offerings 
in a way that serves a lower-end market, 
companies may also find themselves with a 
product that displaces traditional competitors 
in other segments. One example of this type of 
innovation is the $3,000 Nano car developed 
by Tata industries.

Credit unions: What do you offer to your lower-
end market? A rebuilding checking account? Or 
offer a loan product to the C and D paper where 
the loan rate decreases based on longevity 
of on-time payments? What do you currently 
offer that could be re-packaged?

3.  The bottleneck buster.

Consider how you can use new technology 
or a different approach to remove a previous 
constraint to market growth. With this type 
of innovation, consumers are no longer 
excluded from the market because they lack 
skills or access.  Blogs and other forms of self-
publication are an example of this bottleneck 
busting innovation.

Credit unions: How can you use technology to 
improve your processes? What constraints or 
obstacles limit your growth and how can you 
overcome them?

Credit unions need leaders who are open 
to innovation, cultures that support it and 
channels that deliver it effectively. If you aren’t 
comfortable with disruptive thinking, find 
other leaders within your credit union who are 
and encourage them to speak up. By cultivating 
a culture that encourages disruptive thinking 
and channels it into improving your credit 
union, you’ll develop a sustainable strategic 
advantage.

By Anne Legg (Thrive) by OnApproach.com on 
14 March, 2016
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Daniel Burns from Canada has 
been elected Chair of the World 
Council of Credit Unions.

The Canadian 
Credit Union 
Association delegate, 
who has been 
involved in credit 
unions for 20 years, 
formally took office 
at the World Council’s 
Annual General 
Meeting which was 
held during last 
month’s World Credit 

Union Conference in Belfast. He replaces the 
USA's Anne Cochran as Chair.

Daniel Burns is a lawyer, accountant and 
entrepreneur. He holds degrees in economics 
from the University of Western Ontario, in law 
from the University of British Columbia and in 
business from the University of Toronto. He 

completed the Summer Programme for Co-
operative Studies at the University of Bologna 
in 2002 and earned a global executive master's 
degree in business administration from 
St.Gallen University in 2008.

He is an experienced corporate director in 
the fields of financial services, investment 
management and insurance. In addition to 
serving on the board of Vancouver-based 
Central 1 Credit Union, he also served as 
director of Coast Capital Savings Credit Union, 
The Co-operators Group Limited and Addenda 
Capital. He was also chair of the National 
Legislative Committee at Credit Union Central 
of Canada.

Two other new board members were elected 
at the AGM; Martha Durdin, also from 
the Canadian Credit Union Association, and 
George Ototo from Kenya Union of Savings 
and Credit Co-operatives. The World Council’s 
Executive Committee for the year ahead sees 
the new Chair joined by First Vice Chair Patrick 

Jury from the USA, Second Vice Chair Brian 
McCrory from Ireland, Secretary Manfred 
Dasenbrock from Brazil, and Treasurer Bruce 
Foulke from the USA.

Accepting the nomination as Chair, Daniel 
Burns said: “Our work has just begun. We now 
have a global message which we must take 
to the world organisations that can and may 
determine our common futures.

“I have never felt better about World Council’s 
ability to affect positive change for the global 
movement than I do now; and I could not be 
more pleased and honoured to contribute as 
Chair for the next year.”

The World Council of Credit Unions is the apex 
body which supports and advocates on behalf 
of the global credit union movement, and 
ABCUL is the World Council’s British member.

By ABCUL, 16 September 2016

New World Council Chair elected

New mobile app 
for credit union 
professionals
The World Council of Credit Unions (Woccu) 
has launched an app to help credit union 
professionals from across the world to engage 
with each other.

The app enables users to create a profile 
and connect it with their other social media 
profiles. In addition, they will be able to 
follow colleagues and send messages to each 
other by using the app. By sharing articles and 
making comments they can also earn points. 
The top app user by December 2016 will win 
a conference registration to the World Credit 
Union Conference in Vienna, Austria.

Around 43% of the world’s population now uses 
a smart phone. Earlier this year, Woccu also 
launched an app for its annual conference in 
Belfast, which helped delegates communicate 
and share resources, pictures and information 
from the event. The conference looked at 
the increasing role of mobile technology and 
how devices can be used to improve member 
relationship and engagement.

“We understand that people have limited 
time and money to attend conferences and 
dig through the Internet for information,” said 
Brian Branch, president and chief executive of 
Woccu.

“That is why we created the Woccu app; to 
bring credit union professionals to a space 
where they can network and drive the 
conversations that need to happen to advance 
the movement.”

Article by Anca Voinea in The Cooperative 
News, 26 September 2016
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