
Bo o s t in g  Me m b e rs h ip  
a n d  Lo a n s : Hig h -
Co n ve rt in g  Ca m p a ig n  
St ra t e g ie s  fo r  Cre d it  
Un io n s
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Win n in g  Ca m p a ig n s  
St a rt  Wit h  

Alig n m e n t  Ove r 
As s u m p t io n s
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Firs t , Effe c t ive  Ca m p a ig n s  
St a rt  Wit h
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So lid  Da t a  > Gu t  In s t in c t



Fro m  Ca m p a ig n s  t o  a  
Gro w t h  En g in e

1. Competing in today’s digital landscape takes 
more than impressions.

1. Credit unions need a paid media engine, not 
fragmented one - off campaigns.

1. Audience - first planning beats channel - first 
thinking.
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Th e  Th re e  
Le v e rs  o f 
In c re a s in g  
Pe rfo rm a n c e

Targeting

Creat ive

Product  Offer & Landing page
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Ta rg e t in g  Au d ie n c e s , 
No t  Ch a n n e ls  With  Th e  Rig h t  Da ta

Targeted social Direc t  mail SEM & display Out- of- home Canvass ing Email, s a les , e tc .
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He re ’s  Ho w Yo u  Alig n  Bu yin g  
J o u rn e y With  Ta rg e t in g .

Awarenes s  /  Broad Reach

Interes t /  Focus ed Reach

Product 
Cons ideration

Application

<- De m o g ra p h ic , Ge o - Ta rg e t in g

<- Life  Eve n t , Pre d ic t ive  Mo d e lin g , Be h a vio r/ In te re s t

<- In - Ma rke t  Au d ie n c e , Sh o p p e r Ta rg e t in g , Se a rc h  
Re ta rg e t in g

<- Re ta rg e t in g  ( We b s ite / Ap p  Ac tivity) , CRM Ta rg e t in g   
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Cre a t iv e : Th e  5  
At t r ib u t e s  o f 
Cre a t iv e  Th a t  
Driv e  Ac t io n  

Relevance : address life stages, needs, or 
local context.

Clarity: avoid jargon, make the 
benefit obvious.

Trust : testimonials, community 
ties, or proof points.

Va lu e : m o re  th a n  APR — life s tyle , 
p e rks , m e m b e r b e n e fits .

Urgency: subtle nudges that prompt 
action now.
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Cre a t iv e  Pla y b o o k : 
5  Ad  Ca t e g o rie s  To  
Bu ild  Fo r A Su c c e s s fu l 
Ca m p a ig n

Brand Focused

Product Focused

Interest Rate Focused

Co m m u n it y  Fo c u s e d  Ad s

Education Focused Ads
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Bra n d  Fo c u s e d  Ad  Exa m p le
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Bu ild  t ru s t  & c re d ib ility .



Pro d u c t  Fo c u s e d  Ad  Exa m p le

11

Pro m o te  s p e c ific  p a in  
p o in t / s o lu t io n  .



In te re s t  Fo c u s e d  Ad  Exa m p le
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Hig h lig h t  
c o m p e t it ive  

ra te s .



Co m m u n ity  Fo c u s e d  Ad  Exa m p le
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Sh o w c o m m u n ity  
im p a c t .



Ed u c a t io n  Fo c u s e d  Ad  Exa m p le
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Sh o w c o m m u n ity  
im p a c t .



Cre a te  Th e  “Ma rve l Un ive rs e ” Of Yo u r Cre d it  
Un io n
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http://drive.google.com/file/d/1xewNT0G5wX2o1-eK_7WaIaTIGO2zmZ76/view
http://drive.google.com/file/d/1728IWD0uU6WUndqzHv0Rvgg9oJtfMvQE/view


Im p ro v e  Cre a t iv e  
Pe rfo rm a n c e  By  
Lo o kin g  At  Th e  
Fo llo w in g  Me t ric s :

Top Creative Category 

Top Copy

Top Video Hook (engagement  + 
thumb scroll s top ra te )
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/ NAVIGATE THIS DIGITAL ERA

Wh e re  t h e  Clic k  
Be c o m e s  a  
Co n ve rs io n
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/ NAVIGATE THIS DIGITAL ERA

Avo id  
In fo rm a t io n
Ove rlo a d .
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/ NAVIGATE THIS DIGITAL ERA

Avo id  La c k  Of 
Ca ll To  Ac t io n s .

19



/ NAVIGATE THIS DIGITAL ERA

Avo id  Ge n e ric
La n d in g  Pa g e s
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● Feature reviews and testimonials in 
visible but non - intrusive ways

● Incorporate trust signals above the 
fold so users see it right away 

● Display trust symbols like NCUA 
logos, FDIC, Google Review, etc.

Do : Es ta b lis h  Tru s t  
On  Th e  La n d in g  Pa g e
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● Avoid excessive site - wide 
navigation links on product 
pages

● Limit secondary CTAs to the 
most important action

● Reduce header & footer 
clutter with only the most 
essential links

Do : Min im ize  
Dis t ra c t io n s
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● Capture member data before the 
application

● Use email automations too enabled 
abandon application follow ups.

● Ensure all information you filled out 
on the main website is automatically 
added to the LOS application. 

Do : Ge t  Co n ta c t  
In fo rm a t io n  Fa s t



Ye s , 
Th e s e  Ta c t ic s  
Wo rk…
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Nassau Financial

Deve lop a  landing page  
redes ign  s t ra tegy in  
combina t ion  with  monthly 
A/ B Tes t s  for HELOC & 
Mortgage  landing pages .

Applied Best practices yielded:

● HELOC form convers ion  ra te  
17%

● Mortgage  form conve rs ion  
ra te  10 .3%

● Both were  be low 3% be fore  
redes ign  + t e s t s . 



Ye s , 
Th e s e  Ta c t ic s  
Wo rk…
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Re c a p  o f a
Hig h  Co n v e rt in g  
We b  Pa g e

Improve Visual Hierarchy

Minimize  Dis t rac t ions

High ligh t  Primary Offers

Es ta b lis h  Tru s t Th ro u g h o u t th e  Site

Get Member Information Fast
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Build Out Personalization6

Get Feedback & Improve7



/ NAVIGATE THIS DIGITAL ERA

Th e  Offe r  is  t h e  
Fo u n d a t io n .
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The offer must: 
○ Be compe t it ive  in  your 

marke t  (ra te s , incent ives , or 
bene fit s , minimum depos it s )

○ Align t e rms  with  the  
audience ’s  pa in  point  or goa l

○ Provide  rea l, t angible  va lue  
vs . “gene ric” promises

○ Be s imple  and easy to 
unde rs tand a t  a  glance



/ NAVIGATE THIS DIGITAL ERA

Da t a  Po w e rs  
t h e  En g in e
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● Ensure  measurement  has
○ Analyt ic  programs  a re  correc t ly 

s e tup
○ CRM are  ac t ive ly upda ted and 

mainta ined
○ Clean da ta  keeps  the  engine  

running.
○ Data  ensures  spend is  guided 

by ins ight , not  gues swork.
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● Identify high - intent members before 
they raise their hand

● Segment by demographics, life stage, 
financial goals

● Deliver personalized offers at scale
● Build predictive models to create 

personas, score leads, and 
recommend next product.

Pre d ic t ive  Da t a  in  
Ad ve rt is in g  



To p  Us e  Ca s e s  fo r Cre d it  Un io n s
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Personas

Next Best Product

Direct Mail

Churn Scoring

Which segments exist within my 
member base? 

Understand the attributes that 
distinguish your customer base so you 
can adjust messaging and creative to 

directly address each segment.

What financial product(s) should we 
display next?

Identify the best next product (checking 
account, auto loan etc.) to display to 
existing members and maximize their 
lifetime value. Then add them in email 

series or outreach funnels.

Who should we send                              
mailers to?

As direct mail gains traction, we can 
help identify which prospects or clients 
should receive a mailer to maximize the 

spend.

Which members are                                 
likely to churn?

Score every member on their likelihood 
to churn, then target highest scoring 

individuals in an intervention campaign 
to prevent them from “falling off”.

First Best Product

What financial product(s) should we 
display during outreach?

Score every lead on their likelihood to 
get all the product offerings or product 
categories, then rank the most likely to 

least likely. Then add them in email 
series or outreach funnels.

Data Appends

How do we get better data on our 
customers and leads?

Hydrate customer and lead file with 
identity data sourced from best in class 

vendors.



Alex@missiondisrupt.com
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Ho w  To  Bu ild  A Bu d g e t  
To  Hit  De p o s it  & Lo a n  
Go a ls .

Sig n  Up  Fo r Th e  Gu id e  .

31
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