
The small steps you take today toward a digital-first approach 

will have a ripple effect throughout your credit union tomorrow 
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Survival mode. Those two words described the scene at many 

credit unions in the early days of the pandemic as they scrambled 

to continue business during stay-at-home mandates and adjusted to 

closed branches and call centers and employees working from home. 

Many credit unions rushed to enable members to receive services and 

get help through their digital branches.

But not every credit union was scrambling. Advia Credit Union, 

headquartered in Parchment, Michigan, was able to handle a surge 

in support calls and chats because it had already implemented self-

service digital tools for members and a knowledge base to keep 

employees updated with accurate information. Advia Credit Union 

didn’t miss a beat. 

Although that reactive urgency has largely waned, COVID-19 has been 

a wake-up call for those credit unions that have been slower to adopt 

a digital-first strategy. During the pandemic, members have gotten 

accustomed to digital experiences, and many won’t return to face-to-

face even when they can. Digital service delivery is here to stay. 

As they look forward, credit unions increasingly recognize that they 

must prioritize their members’ digital experience or risk alienating or 

losing members. Credit unions don’t want to be caught flat-footed 

again but want to build a durable digital strategy that puts member 

experience first. 



4 Steps Credit Unions
Should Take to Prioritize  
Member Experience  

The good news is that no matter where you are on your digital journey, you 

can significantly improve member experience with a few tools. Start with 

technologies that are fast to deploy and easy to manage, like an FAQ widget, 

chatbot or member support center. From there, add more digital capabilities 

like live chat at your own pace. 

But don’t be surprised if you decide to move more quickly toward digital self-

service and AI-assisted digital engagement than you initially anticipated. Many 

credit unions discover that the return on investment when they improve the 

member experience is so dramatic that they are eager to expand digital even 

further. 
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These four steps deliver a significant  

bang for your buck. 

1. Go after the low hanging fruit first for quick wins. 

Perhaps one of the most important things that credit unions can do for 

members is simply keeping them informed. “In times of crisis, consumers 

turn to their financial service providers for guidance and reassurance,” 

reports Filene Research Institute.1 

In the same report, Filene adds that AI based-chatbots are one of the next 

top opportunities for digital financial services. 

The goal is to offload as many transactions to digital self-service that 

make sense for a quick ROI. If your most pressing point of failure is 

a clogged phone queue, then first provide self-service options for 

members’ most frequently asked and straightforward questions to reduce 

call volume or use the IVR to offer immediate assistance via chat. 

Go beyond static FAQs with member engagement tools that deliver 

accurate and up-to-date information 24/7. Start with easy-to-answer 

questions and as you learn more about the types of information members 

crave, expand your answers. 

Don’t be afraid to have some fun and let your credit union’s brand 

personality shine through in your responses. Be engaging and impart 

humanness into your digital interactions with members. 

However, members may not ask questions the way you think they will. 

Even the most sophisticated member might ask “What’s the number on 

the bottom of the check?” rather than calling it a “routing number.” If 

members ask a question but it’s not in “bank-speak,” they’ll be frustrated 

when they can’t get an answer. The self-service system implodes. 

Ask employees for the different terms that members use when asking for 

help. This is also an area in which AI-powered analysis is critical since AI 

can, over time, understand what members are asking no matter how they 

ask the question. 

needs to do their job, such as the customer relationship management 

(CRM) system, provides agents with answers from within the applications 

they work in. 
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2. Look at new digital channels and escalation paths.

Perhaps one of the Improve member experience by letting members 

decide how they want to interact. Decorah Bank and Trust, headquartered 

in Decorah, Iowa, proactively offers digital channels as an option. “People 

want choice,” notes Decorah’s Digital Banking Officer Ben Wells. “Many 

prefer to login and go right to chat so they can multitask as they wait to 

get their questions answered.” 

The key is that members are in the driver’s seat and select the channel 

that suits their needs the best, explains Joli Hensley, Manager of 

Digital Channels, Advia Credit Union. “Every member wants to interact 

differently. Members who want to use self-service can do so easily and 

without friction, freeing our agents up to interact with members who want 

to connect with a human.” 

One choice that members should always have is to speak directly to 

a live agent if they want. While this may seem counterintuitive, giving 

members easy access to agents actually alleviates pressure on agents. 

Members, even older ones, are typically more digitally sophisticated than 

credit unions give them credit for. Although Advia Credit Union makes it 

painless to speak to an agent, 75% of members select digital self-service. 

At Decorah, the deflection rate is 80%. 

You can also choose to automatically escalate and triage complex 

requests directly to agents. 
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3. Empower employees. 

It’s likely that your employees are more stressed than 

ever. Not only are they having to navigate working from 

home, but they are having to field more member inquires 

as a result of the pandemic. And, since they are isolated, 

they lack direct face-to-face collaboration with colleagues 

and may not be confident that the information they do 

have access to is up-to-date. 

Employees are desperate for access to accurate, 

consistent information that they can then share with 

members. 

At Suncoast Credit Union in Tampa, Florida, an internal 

bot keeps 1,000 employees up to date with information at 

their fingertips. Prior to implementing its AI-powered bot 

Ellie, a branch teller or contact center agent who didn’t 

know the answer to a member question would submit a 

ticket to the internal support team and wait an awkward 

three to five minutes for a response. 

With an AI-powered knowledge base, Suncoast 

employees can answer members’ questions instantly, 

confident that they are giving members the correct 

response, regardless of whether they are among 

colleagues in the call center or working from their kitchen 

table at home. 

When used in conjunction with a member-facing chatbot, 

the AI can “listen” after the handoff to a live agent and 

suggest relevant responses and information from the 

knowledge base. The bot also ensures a seamless 

experience and reduces agent frustration by providing 

the agent with the full context of the member’s initial 

inquiry so they don’t have to ask members to start over. 

INVESTING IN INNOVATION  |  5



4. Take simple steps to optimize your digital-first strategy. 

A dashboard that allows you to view member engagement metrics to 

identify issues and then fix them is vital for continuous improvement. In 

addition to a big picture view of your digital engagement, the dashboard 

should allow you to drill down and analyze member experience across 

digital channels. This allows you to identify areas in which agents need 

more training or support. 

The dashboard should be easy to use. A cumbersome or complicated 

process that requires a data scientist to understand is less likely to get 

used. 

Another important form of content feedback comes from agents. If an 

agent can’t find the answer to a member question—or if they are getting 

multiple questions about the same issue—the agent can follow a process 

to inform the administrator, creating a closed feedback loop. A closed 

loop that incorporates feedback from both the member and the agent 

gives you a more accurate view of your member experience. 

As you optimize, incorporate agent feedback about what is working and 

isn’t working. Ask them what they need to perform better, whether they 

are at a physical worksite or working from home.

Lastly, it is important to set optimization goals. For example, perhaps 

begin with 30% of support calls answered by a chatbot and measure 

your progress, making changes to the bot as you go. Many credit 

unions quickly achieve a deflection rate of 85% or higher. Even a small 

percentage increase in the number of deflections can have huge financial 

impact.
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Conclusion 

The benefits of digital engagement have been clear for some time, 

and recent events have only highlighted how important it is for 

members and agents to have access to accurate information however 

they choose to consume it. Credit unions with a scalable, remotely 

accessible digital engagement platform can provide members and 

agents with up-to-date information no matter where they are or how 

often the information changes. 

Credit unions that continue to grow will be those that invest in digital 

engagement that gives members a better overall experience, with 

shorter wait times and more consistent service.

About Bold360 by LogMeIn 

Bold360 is an AI-powered digital engagement solution helping 

business deliver superior customer experiences and improve 

employee productivity. Our suite of products enables your business to 

deliver high-quality self-service, personalized human support, or the 

right combination of both, across any digital channel or device. For 

more information, visit www.bold360.com. 
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