
Reversing Member Attrition in 
the Digital Age 
Transforming Disengaged Membership into Multi-
Product Members
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When I 
began 
working with 
credit unions
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My life 
changed 
over a cup of 
coffee



4

I envision a future where PFI 
status is the norm, not the 

exception.
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Within membership, certain pockets tend to be 
disengaged

Core Members At-Risk Members Non-relationship Members
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PFI Members

How can we replicate these best practices for 
those who don’t come into a branch?

At-Risk 
Members



Step 3. 
PERSONALIZATION

Step 2. 
TARGETING

Product promotion 
follows member 

need, not the 
absence of the 

product

Work backward from 
the member’s 

timeline, not the 
credit union’s

Conversations 
tailored to the 
person, not the 

product

Step 1. 
TIMING

What makes a conversation inspire trust?
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