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HELLO!
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THANK YOU
FOR JOINING US! Cortney Arnold

Director of Partnerships
Filene Research Institute

Trish DiMaggio-Zander
Partner Engagement Manager

Filene Research Institute

Josh Koepp
Director of Partnerships
Filene Research Ins9tute



GET READY FOR A POLL:

How well do you know 
your organization’s Filene membership?
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FILENE RESEARCH INSTITUTE 
strengthens organiza-ons and the 
people they serve through innova-ve 
research and incuba-on. 

We conduct research, pilot and test new 
ideas, build dynamic communi-es, and 
offer proven and sustainable solu-ons 
that create meaningful impact for credit 
unions and drive posi-ve change for 
credit union members.

How We Work
A B O U T  F I L E N E
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Impact of Filene Membership
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“Filene is a cri,cal resource and industry 
partner, many credit unions rely on their 
research to inform them how best to 
solve cri,cal business challenges and 
opportuni,es. Suncoast Credit Union 
con,nues to invest in Filene’s Center 
of Excellence as it sees the value in 
collabora,ng with the other par,cipa,ng 
credit unions, learning from each other,
the fellows and the collec,ve research.”

KEVI N  J O HNSO N

PRESI DENT  +  CEO
SUNCO AST CREDI T  UNI O N 

&  I NNER C I RCL E SPO NSO R

As of May 2025

A B O U T  F I L E N E



Impact of Our Work
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A B O U T  F I L E N E



Impact of Our Work
A B O U T  F I L E N E
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Top Ten Strategic Issues for Credit Unions
E V E R Y T H I N G ,  E V E R Y WH E R E ,  A L L  A T  O N C E
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Building the workplace of the future

Leveraging technology advances

Attracting & retaining great people

Managing regulatory changes

Navigating the dynamic rate environment

Growing member relationships

Facing the evolution of payments

Differentiating in the competitive landscape

Delivering exceptional member value

Pursuing the scale to succeed



6 Active Centers of Excellence
R E S E A R C H
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Coming Soon!
F I L E N E  C E N T E R S  O F  E X C E L L E N C E
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Payments are central to daily finances and a key link between 
consumers and financial services. Rapid innovations, changing 
behaviors, and rising risks make understanding payments trends 
vital for credit unions to drive growth, enhance member experience, 
stay competitive, and ensure long-term sustainability.

ALL THINGS PAYMENTS
C E N T E R  F O R

Launching January 2026
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GET READY FOR A POLL:
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Which Center of Excellence resonates most 
with your organization’s current strategies?



Reports, Workshops, Toolkits……
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Friction: A Manifesto
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A Brief Science Lesson

FRICTION IS AN OPPOSITIONAL FORCE, HUMANS VS. THE SYSTEMS THEY  
CREATE THE RESISTANCE THAT OCCURS WHEN TWO SURFACES INTERACT  
WITH EACH OTHER. 

It occurs because at the microscopic  
level, no surface is actually  

smooth. And so, of course, friction 
is inevitable. FRICTION is not con-

sidered a “fundamental force” (e.g.,  
gravity) but instead arises from a  

combination of factors including the  
qualities and contamination of surfaces,  

as well as basic adhesion between their  
constituent particles. A variety of causes  

mandates a variety of cures.

PAGE 11 FILENE RESEARCH INSTITUTEFRICTION: A MANIFESTO

You may be interested to know that:

     ➊      When a moving object encounters  
a static one, FRICTION slows its  
movement. Your best employees  
are not reaching their full potential.

     ➋     FRICTION converts kinetic energy  
(work) into thermal energy (heat).  
Sometimes this heat is desirable— 
say, when rubbing materials  
together to spark a flame. A joyful  
challenge can kindle the fires of  
innovation. Other times, the heat  
is unwelcome, and the work is lost.  
So much human effort is squandered.

     ➌     Over time, friction can wear down  
materials. Are your employees tired,  
burned out, mistrustful or cynical? 
FRICTION can lead them to degrade  
until they no longer function properly.  
Consider: lowered productivity,  
disengagement, a lack of attention  
to detail, failure to follow through,  
increased turnover.



Helping with Research
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WHY?
The study is designed to:

o Understand credit unions' innovativeness and social 
innovativeness based on the experiences of members,

o Establish benchmarks for comparison to individual 
credit union participants,

o Understand the drivers of perceptions of 
innovativeness, and

o Learn how to increase credit union innovativeness 
to better serve and retain members. 
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Loyalty, A*rac-veness, and NPS by Innova-on Tiers

78

63

31

83

68

43

89

76
66

Loyalty Brand Attractiveness NPS

Lower Tier CUs (Least Innovative) Middle Tier CUs Upper Tier CUs (Most Innovative)

Credit Union Innovation Impacts Member Loyalty

Source: 2024 Credit Union Innovation Success (Filene) Study.
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Credit Union Performance on Innovation Drivers
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Source: 2023 Filene Credit Union Innova=on Success Study. 
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Impact of Our Work
A B O U T  F I L E N E
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PURPOSE

Help credit unions adapt and grow by creating an 
efficient testing platform for emerging solutions and 
getting answers to the questions that matter most.

Our Focus
F I L A B
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TARGET OUTCOMES

Faster identification and adoption 
of proven solutions that:

Fuel credit 
union growth

Deepen credit union 
impact in communities



Testing History
A B O U T  F I L A B
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P A Y M E N T S  &  D E P O S I T S

AI to Deepen Indirect 
Member Rela>onships 

AI-driven 
Behavioral Banking

GenAI to Improve 
Member Interactions

Debt Repayment 
Round-up Tool

Ac>va>ng the 
Payment Moment

Auto and Home Loan 
Tech Exploration

Primary Member Research 
for Product Design

A R T I F I C I A L  I N T E L L I G E N C E L O O K I N G  P A S T  T H E  H O R I Z O N

Financial Well-Being as 
an Engagement Strategy

Digital Engagement for 
Indirect Members

Exploring Member Interest 
in CU Subscrip>ons

Exploratory Research 
to Guide Branch Design

E X P L O R I N G  N E W O P P O R T U N I T I E SD I G I T A L  E N G A G E M E N T

M E M B E R S H I P  &  
P R O D U C T  G R O WT H

O P E R A T I O N A L  
E F F I C I E N C Y

M E M B E R  
E N G A G E M E N T

S E C U R I T Y  &  F R A U D  
P R O T E C T I O N

Rewards for Savings 
and Account Openings

Credit Card 
Comparison PlaWorm

Influencer Marketing 
to Reach Gen Z

Automating Fraud 
Dispute Resolution

Retirement Planning 
& Education

Biometric Member 
Authen>ca>on 

Ye
ar
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17 SoluSons | 81 Testers



Launching 2025
F I L A B ’ S  N E X T  C H A P T E R
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+

ADVANCING IMPACTDRIVING GROWTH

§ Financial Access & Inclusion
§ Affordable Housing & Homeownership
§ Financial Resilience & Crisis Support

§ Youth & Family Financial Empowerment
§ Sustainable & Equitable Lending

§ Deposit Growth & Revenue DiversificaFon
§ Digital TransformaFon & AutomaFon
§ PersonalizaFon & Data-Driven Insights

§ Payment Technology
§ RegTech, Compliance & Fraud MiFgaFon

Helps credit unions continue their mission of serving 
communities with innovative, people-first solutions.

Gives credit unions the tools, tech, and strategy 
to grow effectively, sustainably, and at scale.

SA
M

PL
E 
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PI
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M
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E 
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The goal of Filene’s Crash Course is to provide recogniFon 
and reward talent, as well as provide credit unions with a 
tool to take their leadership development to the next level.

• Provide rewards and recogni7on for emerging leaders

• Build strategic thinking capabili7es to ensure talent is ready 
for new opportuniFes.

• IdenFfy and enhance unique skills to bring diverse perspec7ves 
to your organizaFon.

• Grow and mo7vate the community towards acFon.

Crash  Course
F I L E N E  C O M M U N I T I E S
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®



DATA-DRIVEN 
MEMBER INSIGHTS

TO ACCELERATE GROWTH

Filene Research 
Institute has launched 
a unique solution 
to help credit 
unions understand, 
appeal to, activate, 
and deepen
relationships 
with members.
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“I really do believe that the [Member Pulse] 
findings could ul;mately be revolu'onary 
for how credit unions message and posi'on 

themselves in the market. […] This could 
really change how we talk about what we 

do and really make a bigger impact with our 
members. By par;cipa;ng you can only add 
to that knowledge base and really liC the 

movement poten;ally.”

RYAN Z I L KER

CHI EF  ST RAT EG Y &  M ARKET I NG  O F F I CER

SO UND CREDI T  UNI O N



Member Pulse Segments at a Glance

HOPEFUL 
HELP-SEEKERS

• Struggle with finances

• Seeking education & guidance to 
improve financial situation

• Want a personal, supportive 
relationship with FI

20% MARKET 
SHARE

COMFORTABLE 
COMMUNITY-SEEKERS

• Financially comfortable

• Not necessarily looking for advice 
or educa?on

• Confident making their own 
financial decisions 

• Value personal connec?on 
& in-person service from FI

21% MARKET 
SHARE

SOLUTION-ORIENTED
SHOPPERS

• Financially secure

• Interested in expert support 
& innovative solutions

• Willing to shop around for the 
best products & services to solve 
their specific problems

23% MARKET 
SHARE

PRESSURED
OPTIMISTS

• Overwhelmed & 
struggling financially 

• Not receptive to advice 
or education

• Often don’t know what they’re 
looking for & feel ambivalent and 
unsure about their finances

23% MARKET 
SHARE

ENTERPRISING 
EXPERTS

• Highly confident & 
feel financially secure

• No interest in receiving advice or 
guidance from others

• Want advanced tools & the best 
value to op?mize their finances 
for themselves

12% MARKET 
SHARE

Based on research with 4700+ credit union members from all 50 states and D.C.



Deposit Product 
Development

USE CASE #1
How can Member Pulse help align specific product 
offerings with member needs?

ENTERPRISING EXPERT

KATIE
37 years old 
$68,000 income

HOPEFUL HELP-SEEKER

A specialized, self-serve product will 
highly appeal to folks like Joseph who 
are confident and financially secure. 
Think top-of-market special money 
market rates and innovative digital 
features.

Enterprising Experts look for 
advanced tools to optimize 
their own finances.

Consider a product that rewards 
saving regularly and helps someone 
like Ka@e save for a significant life 
event. A term product marketed as a 
savings solu@on will resonate well.

Hopeful Help-Seekers
seek guidance to improve 
their financial situation.

JOSEPH
38 years old 
$67,000 income

THE PROBLEM

While demographics can offer 
some insight into member 
needs, it can also be misleading. 
Two members in the same age 
bracket with similar incomes 
may have very different 
expecta-ons when it comes to 
what they want out of a savings 
product—and so the credit 
union should design and 
communicate the value of that 
product very differently.
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We have a shared mission to strengthen the 
financial well-being of as many people as 
possible, which requires meeting people 
where they are. High-quality social media 
and educational content is now table stakes 
for driving member engagement.

Our goal is to make your team's life easier 
by providing ready-to-publish financial 
wellness content monthly.

A Benefit to Help You Scale
F I L E N E  X  H E R M O N E Y
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Creating Communities that Convert
F I L E N E  X  H E R M O N E Y
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START A DIALOGUE DELIVER EDUCATION CREATE CHANGE
§ Meet people where they are 

(like on social) and create hooks

§ Leverage other awareness channels, 
like podcasts

§ A judgement- and jargon-free 
content strategy

§ Know that people come to personal 
finance with ques>ons and problems

§ Curate content around key life events 
(having a baby, buying a home, etc.)

§ Couple content with ac>onable advice 
that builds momentum  

§ Build on mul>-channel approach, 
and target via newslebers

§ Turn information into action with 
accountability partners (like coaches)

§ Create community for connection 
and support via groups and clubs 

§ Personalize with 1:1 sessions

§ Encourages employee adoption 
and advocacy via training



Go-to-Market Social Media Content
F I L E N E  X  H E R M O N E Y
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E V E R Y  M O N T H  Y O U R  T E A M  W I L L  H A V E  A C C E S S  T O :

44  SOCIAL MEDIA POSTS 
READY FOR YOUR LOGO

BEST PRACTICES 
BY PLATFORM

4 WHITE-LABELED 
ARTICLES FOR YOUR S ITE



Impact of Our Work
A B O U T  F I L E N E
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GET READY FOR A POLL:

Is anyone at your organization currently 
participating in, or has anyone participated in, 

any of Filene’s community programs?
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→ The Cooperative Trust
→ Crash/Crash Course
→ i3

→ Inner Circle 
→ FiLab
→ REE

→ HerMoney
→ Not Sure!
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FILENE.ORG
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Membership Benefits
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MEMBERSHIP BENEFITS

INNER CIRCLE

THINKER
Explore cutting-edge research

Access to our full library of  
research reports

Podcasts

Access to members-only webinars

Gain maximum impact as a partner and champion

LEADER
Accelerate insights and innovation

All Innovator benefits, plus:

Best-pricing access to our  
Advisory Services

Become a speaker at one of our 
conferences or event series

Get commissioned research for  
your organization

Member-facing social content 
through HerMoney program

VISIONARY

All Leader benefits, plus:

Access to becoming a community 
sponsor at our events, Think Tank, 
and more

Access to participation in testing 
incubators such as FiLab

Connect through content + communities

INNOVATOR

All Thinker benefits, plus:

Filene Crash Course program

Participate in Filene i3

Exclusive events

Access our incubation benefits

Experience research through action

I N N E R 
C I R C L E V I S I O N A R Y L E A D E R I N N O VAT O R T H I N K E R

Center of Excellence  Sponsor

Community Sponsor or FiLab Sponsor

Host a Crash

Member-facing  Social Media Content

Commissioned Research*

Advisory Services*

Speakers*

Events

i3

Filene Crash

Innovation Study

Webinars

Podcasts + Blogs

Research

* I N Q U I R E  F O R  AVA I L A B I L I T Y  A N D  P R I C I N G

I N N E R  C I R C L E

Variable Donation $250,000+ (CUs)–$500,000+ (non-CUs)*

V I S I O N A R Y L E A D E R I N N O V AT O R T H I N K E R

Credit Unions

A S S E T  R A N G E

$5B+

$50,000

$25,000 $15,000 $5,000

$1B–$5B $15,000 $10,000 $3,000

$750M–$1B $10,000 $7,500 $2,500

$500M–$750M $7,500 $5,000 $1,500

$100M–$500M $3,500 $3,000 $1,000

UP TO $100M $2,000 $1,000 $500

Associations and Strategic Partners

Strategic Partners
$50,000

$25,000 $15,000 $10,000

Associations $15,000 $10,000 $3,000

*Commitment amount  spans multiple years.

B E N E F I T S  B Y  L E V E L

M E M B E R S H I P  L E V E L  P R I C I N G  ( C A L E N D A R  Y E A R  2 0 2 5 )

Your membership connects you to growing,  
innovation-minded credit unions dedicated to  
thinking forward and changing lives.



POST-WEBINAR SURVEY:

Did you find value in this webinar?

Would you like someone from Filene to contact you?
Email engage@filene.org

Include: Org name, Name, Dtle, email, opDonal note
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T H A N K  Y O U !

Q U E S T I O N S ?
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Research Agenda
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P R O J E C T O V E R V I E W

Stablecoin
An interview with fellow Lamont Black about all of the recent activity around 
stablecoin, how it differs from past cryptocurrencies, and what it means for 
credit unions

Future of Payments Consumer-focused look at payments innovations in the U.S.

Global Payments Innovations Exploration of payments innovations from six different countries based on tech 
trends, regulatory environment, and consumer expectations

Alternative Revenue Streams
Highlighting the potential of different types of revenue streams, from those that 
are more tried-and-true (wealth management, insurance) to those that are more 
experimental 

Open Banking Research – View from 
Outside the U.S.

Looking at how open banking has unfolded in other parts of the world, how 
consumers have responded to it, and the impacts to financial institutions, 
especially credit unions

T H E  C R E D I T  U N I O N  O F  T H E  F U T U R E
A

S
 O

F
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.7
.2
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Research Agenda
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P R O J E C T O V E R V I E W

Risk Assessment Tool
A self-service risk assessment tool to give management and boards an 
at-a-glance view of their governance practices along with practice steps 
for how to improve lagging areas.

Board-specific space on filene.org A space specifically for board chairs and directors to get access to curated 
research on filene.org

Mergers Playbook Best practices for preparing your credit union proactively for consolidation

Lessons from Failed Mergers Learnings from mergers that failed in the process

Succession Planning Best practices for board and executive succession planning at heart of 
other big areas of need (assessments, attribute matrix, etc.)

Governance Model Comparison Evaluating different governance models and how to assess what a 
credit union needs

L E A D E R S H I P ,  S T R A T E G Y  &  G O V E R N A N C E
A

S
 O

F
 7

.7
.2
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Research Agenda
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P R O J E C T O V E R V I E W

Gen Z financial headwinds A look at two financial headwinds, overconsumption and online gambling, and how credit unions can 
address these issues with young people

Attitude and Behavior Gaps 
Among Younger Members

An infographic of key attitude-behavior gaps highlighting where younger consumers actions don’t 
always align to their stated beliefs and how credit unions should interpret related research

Next Generation Credit Union 
Benchmarking Survey

Get a baseline for CUs' current approach to younger members on products/services, 
marketing/messaging, and experience/delivery

Financial Services Social Media Engagement 
Analysis (Pepperdine collaboration)

Compare the social media content of CUs, banks, fintechs, and financial influencers to understand 
what content and messaging resonates with whom

Multiculturalism in Younger Generations 
(Coopera collaboration)

Dive into the prevalence of multiculturism in younger Americans and how credit unions can 
understand the nuances of these individuals to serve them in an authentic and meaningful way

Young consumer financial ecosystems View of 18–29-year-olds’ financial ecosystems—FIs, services, timing, motivators, and the overall 
sentiment of their experience

Products and services landscape Compare the branding, messaging, features, and fees of products and services from four large banks, 
popular neobanks/fintechs, and large CUs

Best practice case studies Highlight credit unions who are already innovating on how they attract and retain younger members

Finfluencer Lab Test (FiLab collaboration) Walk CUs through creating an influencer marketing strategy and show how it can be best leveraged 
to reach younger members

T H E  N E X T  G E N E R A T I O N  O F  M E M B E R  G R O WT H
A

S
 O

F
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Research Agenda

Roadmap to Excellence: Understanding Membership Options at Filene

P R O J E C T O V E R V I E W

Early Insights Blog Series Part 1: Designing 
Your Organization for a Digital World

Understand why people, more than technology, determine the fate of successful 
digital transformations and what this means for credit unions.

Early Insights Blog Series Part 2: Crafting a 
Winning Digital Strategy: Essential Insights 
for Credit Union Executives

Understand what a good digital strategy contains and how to build and maintain 
one together for your credit union

Early Insights Blog Series Part 3: Going 
Digital Without Losing Distinction

Learn about several approaches credit unions can use to create unique digital 
experiences that set them apart from big bank and fintech competitors

Design for Digital Benchmarking Survey Credit union executives will be asked to assess the current state of digital in the 
industry to help shape focus areas over the next three years

Design for Digital Podcast Series A podcast series highlighting digital trends and insights, within and beyond the 
credit union industry

D E S I G N  F O R  D I G I T A L
A
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