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CU INDUSTRY LANDSCAPE
 Spending habits of U.S. 

Consumers are 
changing

 Payment vehicles are 
changing

 In 2015, card-based 
systems are projected 
to have a 58.55% share
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CU INDUSTRY LANDSCAPE
CSCU Averages

Metrics Dec-09 Dec-10 Var. # Var. %

Total Accounts 2,317,001 2,268,504 (48,497) -2.09%

% Accounts Billed 60.2% 60.7% 0.50%

Total Outstandings $ 4,148,720,561 $ 4,143,967,299 $    (4,753,262) -0.11%
% Accounts with Finance Charges 65.6% 65.4% -0.25%

Average Balance $                3,055 $                3,079 $                  24 0.79%

Total Volume (YTD) $ 6,848,160,149 $ 7,391,221,957 $ 543,061,808 7.93%
Usage 5.9 6.5 0.64 

Volume per Billed Account $                4,909 $                5,371 $                462 9.41%

Total Revenue (YTD) $    430,343,769 $    421,550,982 $    (8,792,787) -2.04%

Finance Charge Revenue per Billed Account $                   264 $                   267 $                    3 1.14%

Interchange Revenue per Billed Account $                      70 $                      76 $                    6 8.57%

Fee Revenue per Billed Account $                      19 $                      16 $                   (3) -15.79%

Total Revenue per Billed Account $                   352 $                   359 $                    7 1.99%

Credit Unions are starting to see some recovery!



CU INDUSTRY LANDSCAPE

 Added pressure from regulatory reform
• A direct hit to Non-interest Income 

 Larger issuers are back on the prowl
• 2Q2010 – solicitations were up 83% (838M) from the offer 

volumes a year ago
• Only 9% don’t offer rewards
• Their target…..higher quality borrowers

 Historic opportunity with increased publicity!



“ … I T HINK  T HE  UNIT E D S TAT E S
OF  A ME R IC A – A L L  OF  Y OU

S HOUL D S TA R T  L OOK ING  INTO
C R E DIT  UNION C R E DIT  C A R DS

A ND DO A B A L A NC E  T R A NS F E R .”
A QUOT E  F R OM S UZE OR MAN,
F INANC E  G UR U, DUR ING  HE R
P E R S ONAL  AP P E AR ANC E  ON

T HE  L AR R Y K ING  L IV E  T E L E V IS ION
S HOW L AS T  DE C E MB E R
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C ompetitive P roduc t

• A competitive program is a pre-requisite for a 
strong penetration
 Know your local and regional competition’s product

 Your member’s credit files help you identify your real 
competition

 Review solicitations
 Rewards

 Travel Point Redemption Level
 Points Expiration?  

 Competitive APR 



P enetration

• How many of your members carry your card?
(does your BOARD carry your card?)

 Average credit union penetration = 14%
 CSCU top average 27.6%
 Well trained staff that know your product 

features inside and out are crucial
 Implement pre-approval strategies across all 

other loan requests
 Competition for members…solicitations are on 

the rise!



R ewards
• Rewards programs are crucial to Competitive Product
 Statistics show that issuers can achieve an additional 

2.5 - 3 transactions a month more per active account 
with rewards

 ScoreCard study showed impressive results when 
comparing programs with rewards vs. programs 
without:
 17% higher average account growth
 37% higher volume per account
 20% higher average balance
 18% higher total revenue per account

 According to a recent VISA study, Reward programs 
drive increased usage and volume

Card Type Average Ticket Monthly Transactions Monthly Avg Spend

Non-rewards $72 6.5 $446

Rewards $78 11.3 $886



OP E N G R OUP  DIS C US S ION
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