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How can we attract Northern Kentuckians to GE Credit Union? 
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Client: Carolyn Davis (Marketing Manager at GE Credit Union)

Marketing Problem: How can we attract Northern Kentuckians to GE 
Credit Union (i.e., what speaks to them)?

    Research questions:  

1. What do Northern Kentuckians care most 
about when it comes to their finances?

2. How do we educate those who may not 
be familiar with credit unions?

3. What community or outreach involvement 
should we look in to being apart of to 
attract members?

4. What features about the credit union 
appeal to them most?

5. What are they most interested in when it 
comes to their financial institution?

6. How can we position our products to 
relate to their wants and goals?
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Methodology 
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1. Results based on direct, undisguised, structured, and human observations of 33 #392rookies (67% 
female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.

2. Results based on experience interviews (N = 24, MAGE = 28) with 8 prospective customers from 
Generation Z (50% female, MAGE = 17), 8 from Millennial generation (50% female, MAGE  = 24), and 8 from 
Generation X (50% female, MAGE  = 43) on November 22 through 24, 2018. 

3. Results based on a sample survey (N - 600, 61% female, 26 years old) conducted between December 4 
and December 10, 2018. Frequency analysis across generations conducted in Excel. Analysis and 
reporting done by Dr. David Raska.

Observations Interviews Sample Survey
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Demographic Profile of Analyzed Segments 
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●  Ages of 3-21 years old
● Highest level of education is 

somewhere in college
●  The portion of the population 

that is over 15 years old work 
mostly part time jobs. The older 
bracket of this generation (20 
to 21) might work full time.

● Single
● No children 
● Income is about $20,000
● Race of Caucasian, African 

American, Asian American, etc.
● May be looking to attend NKU 

in the future! 
● Male dominant generation 

● Ages 19-27
● Most educated generation. 

Most have a college degree
● Single
● No children.
● Income of $24,973.
● Race of African American, 

Caucasian, Asian American, 
etc.

● Very diverse generation 
● Students at NKU and some 

#392rookies
● Most are male 

● Ages  27-34 years  old.
● Typically receive  college 

degree,  but  increasing  
number obtain  through  online  
means.

● Getting married  later  in  life 
than earlier  generations.

● Few have 1-2 children 
● Income of about $40,000 to 

45,000 
● Mostly Caucasian, African 

American 
● Full time  job
● Grad students and Alumni of 

NKU 
● Male dominant 

● Ages 35-53
● High school completed, 

some completed college 
● Income roughly $50,400
● Caucasian, African American, 

Asian American, etc.
● Full time career
● 2-3 children
● Married 
● Proud NKU Alumni
● Mostly women 

Generation Z Younger Millennials Older Millennials Generation X
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Banking Behaviors of Four Generations
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Generation Z Younger Millennials Older Millennials Generation X

● 85% have a checking account
● Top 3 Banks Used: Fifth Third, 

Chase, and Other.
● 4% current bank 5 years or less
● 13% do in-person banking 1 or 

more times a week
● 8% use ATMs 1 or more times a 

week
● 54% use online services 1 or more 

times a week
● 71% use mobile app 1 or more 

times a week
● 46% said they were very satisfied 

with their bank
● They like how there bank is close 

to home and receives money fast.
● They would like higher interest for 

saving accounts

● 98% have a checking account
● Top 3 Banks Used: Fifth Third, 

Chase, and Other.
● 7% current bank 5 years or less
● 10% do in-person banking 1 or more 

times a week 
● 15% use ATMs 1 or more times a 

week
● 68% use online services 1 or more 

times a week
● 88% use mobile app 1 or more times 

a week
● 54% said they were very satisfied with 

their bank
● They like the customer service and 

the services offered.
● Would change the price of late fees.

● 100% have a checking account
● Top 3 Banks Used: Fifth Third, 

BB&T, Other
● 27% current bank 5 years or less
● 12% do in-person banking 1 or 

more times a week
● 17% use ATMs 1 or more times a 

week
● 73% use online services 1 or more 

times a week
● 82% use mobile app 1 or more 

times a week
● 50% said they were very satisfied 

with their bank
● They like the customer service and 

location. 
● They would like later hours and 

more ATM locations

● 99% have a checking account
● Top 3 Banks Used: Fifth Third, 

BB&T, Other
● 56% current bank 5 years or 

less
● 17% do in-person banking 1 

or more times a week
● 27% use ATMs 1 or more 

times a week
● 70% use online services 1 or 

more times a week
● 70% use mobile app 1 or 

more times a week
● 48% said they were very 

satisfied with their bank
● They like the customer 

service.
● Many said they wouldn’t 

change anything.
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Insights on Credit Unions of the Four Generations
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Generation Z Younger Millennials Older Millennials Generation X

● 67% Have heard about 
GECU before

● 16.7% Have never heard 
about GECU before

● Top 3 credit unions: 
Kemba Credit Union, 
Commonwealth Credit 
Union, L&N Credit Union

● Top insights regarding 
credit unions: Great 
customer service, bank 
adopted from parents.

● “looking for a friendly and 
welcoming bank to 
introduce into the 
financial world.”

● 46.8% Have heard about 
GECU before

● 38.8% Have never heard 
about GECU before

● Top 3 credit unions: Navy 
Federal Credit Union, CinFed 
Credit Union, and L&N Credit 
Union

● Top insights regarding credit 
unions: Low interest rates, 
Small banks, Friendly 
customer service, student 
loans.

“Looking for a bank that helps with 
my student loans and helps me 
understand them.”

● 47.2% Have heard about of 
GECU before

● 42.8% Have never heard about 
GECU before

● Top 3 credit unions: America 
First Credit Union, Navy 
Federal Credit Union, Kemba 
Credit Union

● Top insights regarding credit 
unions: Do loans, low interest 
rates, Low fees.

● Looking for a bank that can 
help me save money for 
retirement.”

● 33.7% Have heard about 
of GECU before

● 58.6% Have never heard 
about GECU before

● Top 3 credit unions: 
Kemba Credit Union, L&N 
Credit Union

● Top insights regarding 
credit unions: Don’t know 
much about them, Low 
interest rates.

● “Looking for a bank that 
can help me start saving 
for retirement.”
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How are our potential clients feeling during the survey? 
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Methodology: Results based on a 
sample survey (N - 944, 67% female 
average 32 years old,) conducted 
between December 4 and December 
10, 2018. Frequency analysis across 
generations conducted in Excel. 
Analysis and reporting done by James 
Brown.

When asked how are you doing today 43% of of the Gen X said they are going great, while only 33% 
of Millennials Y said they were doing great. An overall of 33% of the total (n=944) reported saying 
they're feeling great. 
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Which bank does our potential clients use?
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Methodology: Results based on a 
sample survey (N - 944, 67% female 
average 32  years old) conducted 
between December 4 and December 
10, 2018. Frequency analysis across 
generations conducted in Excel. 
Analysis and reporting done by James 
Brown.

Our potential clients use a wide variety of different banks with 25% of Gen Xers using Fifth Third and 
24% of Millennial Y’s using them as well. Surprisingly, 37% of our total potential clients selected other 
for the bank they use. 
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How often do you use the mobile app for your bank?
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Methodology: Results based on a 
sample survey (N - 944, 67% female 
average 32  years old) conducted 
between December 4 and December 
10, 2018. Frequency analysis across 
generations conducted in Excel. 
Analysis and reporting done by James 
Brown.

Millennials (older-82%, younger-88%)  have the tendency to use a banks mobile app more than 
any other generation. An overall total of 78% (n=944) of all generations said they use the mobile 
app once a week or more.
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How happy are customers with their current banks?
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 
average 32 years old) conducted 
between December 4 and December 
10, 2018. Frequency analysis across 
generations conducted in Excel. 
Analysis and reporting done by Adam 
Clements

GECU has great potential to make lifetime connections with customers that are just starting their 
financial lives. In the Young Millennials demographic alone there are 222 respondents who were not 
“very satisfied”.

According to data analyzed in 
Wordle, some of the major 
reasons people like their 
current banks are:
● Convenience
● Service
● App
● Low Fees
● Locations

According to data analyzed in 
Wordle, some of the things 
people would change about 
their current banks are:
● Fewer Fees
● Closer Locations
● More ATMs
● Better Phone Service
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What do our respondents know about Credit Unions?
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 
average 32 years old) conducted 
between December 4 and December 
10, 2018. Frequency analysis across 
generations conducted in Excel. 
Analysis and reporting done by Adam 
Clements

Based on the data provided, Gen Z and Younger Millennials lack even a basic knowledge of what a 
credit union offers, which provides GECU a basic framework for their early efforts in Highland 
Heights. A great starting point would be to increase awareness about the membership 
requirements, with only 35% of Gen Z and 33% of young millennials knowing that GECU provides 
memberships free of charge.
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What do our respondents know about Credit Unions? (Cont.)
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Adam Clements.

Again, for the groups of Gen Z, as well as Younger and Older Millennials,It appears that they simply 
aren’t aware of most of the perks and benefits of joining a credit union (Less than 50% yes 
responses for every question but one for all three mentioned demographics). Paired with the 
previous graph, GECU can utilize this information to understand that there’s much work that needs 
to be done in educating the community on why Credit Unions are great. 
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Five Most Important Credit Union Benefits
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Methodology: Results based on a 
sample survey (N - 944,67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Kelly Salerno.

The most important benefit is they are as safe and secure as banks with 68% total. ‘Secure and safe as 
banks’ benefit was the least important to Gen Z (50%) but the most important to Older Millennials (71%).
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Five Least Important Credit Union Benefits 
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Kelly Salerno.

The least important benefit is that customers are called members with 27% total. Gen Z seemed 
to care about this benefit the least out of all the generations with only 21%. 
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Most Important Community or Outreach Involvements 

15

Methodology: Results based on a 
sample survey (N - 944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Kelly Salerno. 

The most important community cause/outreach involvement was mental health and social services 
with 73% total. For Q66, the majority of people who added their own important cause in “Other” 
box put 2nd Amendment Rights.  
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Least Important Community or Outreach Involvements
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Methodology: Results based on a 
sample survey (N -944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Jennifer Wilson

Looking at the overall total of the sample size the least important cause is Immigration with 31% 
total. For each generation individually, the least important cause is Immigration as well.
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Preferred Delivery Method of Information
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Jennifer Wilson

The least preferred method is a one-to-one session at home with 14% total while the most preferred 
method is information on the website with 84% total. Other methods include app, phone call, and radio.
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How Often Do You Use Any of the Social Media 
Platforms Listed Below?
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 32 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Jennifer Wilson

LinkedIn is used the least used platform with 6% total (in terms of daily use) while Facebook is the 
most used platform with 75% total. Other social media platforms used include Reddit and Tumblr.
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Five Most Important Financial Goals
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 
32 years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Kyle Smiley.

Saving has all generations worried being roughly 87% the most important financial goal compared to 
saving for college which is also seen to be higher having 78% of students.
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Five Least Important Financial Goals
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Methodology: Results based on a 
sample survey (N - 944, 67% female, 
32 years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Kyle Smiley.

15% of people are worried about saving up for a boat/RV/motorcycle, which is the least important goal, 
as compared to saving for vacations which has 40% of people worried about being able to pay for.
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How Likely Are You to Switch Your Current Bank to GECU?
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Methodology: Results based on a sample 
survey (N - 944, 67% female, 32 years
old) conducted between December 4 and 
December 10, 2018. Frequency analysis
across generations conducted in Excel. Analysis 
and reporting done by Kyle Smiley.

Younger Millennials are 37% likely to switch from their current bank to GECU while the other 
generations are on average around 33% as likely to switch their current bank.
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Would Like to Receive More Information About GECU?
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Methodology: Results based on a 
sample survey (N - 600, 61% female, 26 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Caroline Winstel

22% of Gen X and 19% of Younger Millennials were willing to share their emails unlike the 10% of Gen 
Z.; therefore, Younger Millennials and their parents (Gen X) are willing to learn more about GECU.
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How Likely Is It You Would Consider Switching From Your 
Current Bank to GECU?

23

Methodology: Results based on a 
sample survey (N - 600, 61% female, 26 
years old) conducted between 
December 4 and December 10, 2018. 
Frequency analysis across generations 
conducted in Excel. Analysis and 
reporting done by Caroline Winstel

At 22% or greater, the following 
statements are correlated to 
respondents’ likelihood to 
switch: 

● “Credit unions make investing in 
stocks easy / accessible for all.”

● “Credit unions provide free 
mobile banking (apps).”

● “Credit unions invest heavily in 
innovation/new product 
development.”

● “Credit unions focus on 
guiding/mentoring their members 
through every stage of their 
financial lives.”

The younger the respondent, the more likely they are to switch.
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Sample survey: Summary of major insights
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Methodology: Results based on direct, undisguised, structured, and human observations of 33 #392rookies (67% female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.

How can we attract Northern Kentuckians to GE Credit Union?
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Sample survey: Synthesis of insights
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By providing Young Millennials a way to learn financial literacy and helping Older Millennials create a thriving environment for their family, GECU can become a 
valued community partner in ensuring dreams come true. 

How can we attract Young and Older Millennials to GECU? 

Research questions Young Millennials Older Millennials
What do Northern Kentuckians care most 
about for their finances?

Young Millennials are surprisingly looking most interested in saving for 
retirement (82% reported “very important), followed by saving in general 
(70% reported “very important”)

Older Millennials foremost concerns are both saving in general (87% reported very important 
and saving for a home (81% reported very important) 

How do we educate those who may not be 
familiar with credit unions?

Young Millennials first preference for communication is website (88% 
reported “Yes”) followed very closely by email and social media (81% and 
75% reported yes, respectively.)

Older Millennials are best reached primarily by using website (85% reported “yes”)  and 
secondarily through email (76% reported “yes””).

What community or outreach involvement 
should we look in to being apart of to attract 
members?

The causes that really resonate with Young Millennials are mental health 
(80% reported “very important”) followed closely by college education, 
financial literacy and women’s rights. (77%, 72%, and 72% respectively)

The two causes that would best serve to attract Older Millennials are mental health (72% 
reported “very important”) and K12 education (72% reported “very important”)

What features about the credit union appeal 
to them most?

The most important feature for young millennials is secure and safe banks 
(65% reported “a great deal of importance”), along with lower fees and no 
annuals fees for cards. (63% and 62% respectively)

Similarly to Young Millennials, the most appealing feature for Older Millennials is secure and 
safe banks (71% reported “a great deal of importance”) followed closely by no monthly 
maintenance fees (67%), lower checking fees (66%), and easy online banking (66%)

What are they most interested in when it 
comes to their financial institution?

According to data sampled from a text submission, the most common 
interests from all of  our respondents were convenience, service, app 
functionality, low fees, and many locations. 

According to the aforementioned data sampled from text submissions in the survey, the most 
common interests from all of our respondents were convenience, service, app functionality, 
low fees, and many locations. 

How can we position our products to relate to 
their wants and goals?

GECU needs to ensure that they never make Young Millennials feel like 
they’re spending any money that they don’t need to. ATM fees and 
checking fees are a huge no (63% and 62% reported this was of great 
importance) and providing services that help them feel like they’re paving 
the way for their financial future. (72% reported financial literacy for the 
community was “very important”)

GECU has to create an environment for Older MIllennials that makes them feel as if they have 
a resource to help them provide for their new family. This demographic has a vested interest 
in procuring funds to buy a house (81% reported “very important”) and would like to see 
GECU doing good in the community for the benefit of one their top priorities, their kids. (72% 
reported they felt GECU helping with K12 in the community was very important.) 

Bottom line insights While most Young Millennials are worried for the future, their chief concern is the status of 
their money in the now. Their insistence that they’re worried about saving in general coupled 
with their want for lower checking fees,  less annual fees for cards, and bank security show 
that they’re committed to keeping their hard earned money. By leveraging this demographic’s 
excitement for teaching financial literacy and continually providing educational content through 
social media and email, GECU can become a valued partner in helping them save their money 
in the present moment. 

Older and Younger Millennials have many of the same basic concerns, and can be reached in the same way (email, 
social media) but their overall goals are vastly different.The largest differentiation between Young and Older 
Millennials is the addition of the house and kids element. Much of this demographic is starting to have children, and 
as a result appropriate housing for a family as well as a vested interest in their kid’s education are major day to day 
concerns. GECU can position itself as a bank that can help you build the dream family environment by removing fees 
from ATMs so you don’t have to pay to enjoy family time. They could also partner with local school districts to show 
this demo that they’re ready to invest in local youth. Essentially, the message should revolve around empowering a 
great family environment. 

Methodology: Results based on a sample survey (N - 944, 67% female, average 32 years old) conducted between December 4 and December 10, 2018. Frequency analysis across generations conducted in Excel and Wordle. 
Analysis and reporting done by Adam Clements
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Observations: Data Spreadsheet
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Unit Female Long hair Notebook White top Drink Stickers NKU Engaged

1 0 0 0 0 0 0 0 1

2 1 1 0 0 0 0 1 1

3 1 1 1 0 0 1 1 1

4 1 1 1 0 1 1 1 1

5 1 1 1 0 1 1 1 1

6 1 1 1 0 0 0 0 1

7 0 0 1 0 1 1 0 1

8 0 0 1 0 1 0 0 1

9 0 0 1 1 1 0 0 1

10 1 1 1 0 1 0 0 1

11 1 0 1 0 0 1 0 1

12 1 1 0 0 0 0 0 1

13 0 0 0 0 1 0 0 1

14 0 0 1 0 1 0 0 1

15 0 0 0 0 1 0 0 1

16 0 0 1 1 0 0 0 1

17 1 0 1 0 1 1 0 1

18 1 1 0 0 1 0 0 1

19 0 0 0 1 1 1 0 1

20 0 0 1 0 0 0 1 1

21 1 0 1 0 1 1 0 1

22 1 1 0 0 0 1 0 1

23 1 0 0 1 1 1 0 1

24 1 0 0 0 1 0 0 1

25 1 0 1 0 0 0 0 1

26 1 0 1 0 1 1 1 1

27 1 0 1 0 0 1 1 1

28 0 1 1 0 0 1 0 1

29 1 1 1 0 0 1 0 1

30 1 1 1 0 1 0 0 1

31 1 1 1 0 1 1 1 1

32 1 0 1 0 1 1 0 1

33 1 1 0 0 0 0 0 1

Male 11 9.1% 63.6% 27.3% 63.6% 27.3% 9.1% 100.0%

Female 22 59.1% 68.2% 4.5% 54.5% 59.1% 31.8% 100.0%

Total 33 42.4% 66.7% 12.1% 57.6% 48.5% 24.2% 100.0%

Methodology: Conducted and analyzed results of direct, undisguised, structured, and human observations of 33 #392rookies (67% female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.
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Observations: Comparing males and females graph
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Methodology: Results based on direct, undisguised, structured, and human observations of 33 #392rookies (67% female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.

#392Rookies would be attracted to GECU if they were involved in NKU and the community while offering 
simple financial products and services that benefit their education and overall health.  

— 68% of females and 64% of males 
have notebooks or laptops and are 

100% engaged in class —

How can we attract #392rookies to GE Credit Union?

Female ( n = 22)
Male ( n = 11)
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Observations: Synthesis of insights
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Methodology: Results based on direct, undisguised, structured, and human observations of 33 #392rookies (67% female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.

#392Rookies would be attracted to GECU if they were involved in NKU and the community while offering 
simple financial products and services that benefit their education and overall health.  

How can we attract #392rookies to GE Credit Union?

Research questions Answers

What do Northern Kentuckians care 
most about for their finances?

68% of females and 64% of males use either laptops or notebooks, which indicates that they care about their education. When it comes to 
finances, they are looking for a financial institution that will offer them low interest rates on student loans in order to attain an education. 

How do we educate those who may 
not be familiar with credit unions?

100% of #392Rookies are engaged in class; therefore, coming into schools and universities to teach about the benefits and services of credit 
unions would be a step in the right direction in order to educate those who are unfamiliar. 

What community or outreach 
involvement should we look in to being 
apart of to attract members?

32% of females display stickers or wear NKU apparel showing off their school pride and love for NKU, which is a sign that GECU should 
invest in community involvement at NKU and in Highland Heights, a college town on the rise.

What features about the credit union 
appeal to them most?

As mentioned above, the #392Rookies are students who care about their education and are actively engaged in class. Features that would 
appeal to students include that it’s free to open a checking account and the low balance minimums and interest rates on loans. 

What are they most interested in when 
it comes to their financial institution?

When looking at the interest of males, 27% wear white tops and only 27% have stickers on their laptops as opposed to females who only 4% 
wear white tops and over 59% have stickers on their laptops. This tells us that male #392Rookies are more simplistic than the females and 
need a simple financial institution. 

How can we position our products to 
relate to their wants and goals?

55% of females and 64% of males have drinks when they come to class indicating they want to stay hydrated and healthy. Although only 
27% of males have stickers on their laptops and 59% of females, GECU could offer promotional products such as stickers and cups along 
with deals at local gyms as well as promotions for funding their education. 

Bottom line insights #392Rookies from Northern Kentucky care about their education, including financing for it with low interest rate student loans and are actively 
engaged in classes willing to learn more about the benefits and services of credit unions. The females care about NKU and take pride in their 
school, while the males care about a simple financial institution and all of them collectively care about their health. 
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Methodology: Results based on direct, undisguised, structured, and human observations of 33 #392rookies (67% female) in their classroom at 10:00 am and then at 2:00 pm on Tuesday, November 20, 2018.

6%
of #392rookies 
used a notebook 
for taking notes

49
%used stickers on 

their laptops or 
other accessories

5%
had a  drink 

container 

How can we attract #392rookies to GE Credit Union?
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Methodology: Results based on experience interviews (N = 24, MAGE = 28) with 8 prospective customers from Generation Z (50% female, MAGE = 17), 8 from Millennial generation (50% female, MAGE  = 24), and 8 from 
Generation X (50% female, MAGE  = 43) on November 22 through 24, 2018. 

Gen Z is looking for flexibility and ease of use, while Older Millennials & Gen Xer’s would be attracted to GECU if they offered convenient products and services to help them pay off debts and invest for their future. 

How can we attract Northern Kentuckians to GE Credit Union?

Research questions Gen Z (n = 8, M AGE = 17) Millennials (n = 8, M AGE = 24 Gen X (n = 8, M AGE = 43)

What do Northern 
Kentuckians care most about 
for their finances?

From Interviewing both a male and female from Generation Z, I 
discovered that when it comes to their finances they care most about 
being able to save up money. They want a savings account that will give 
them incentives to save money. 

They care most about paying off debts,  look for low interest 
rates whenever they do have to take out a loan. Also want 
to make sure they are maximizing their 401k and IRA 
accounts by earning more on what they deposit.

“I care most about making sure I have financial security both now and for the 
future.” – Jenni, 46
“Access to cash and being able to know it’s safe and earning a reasonable rate 
of return” –John, 51

How do we educate those 
who may not be familiar with 
credit unions?

Gen Z would like to be educated by online methods, primarily using 
social media platforms. “You can educate those who are not familiar with 
credit unions by informative advertisements on TV or social media such 
as Facebook or Instagram or Twitter” -Cory, 18

They are pretty unfamiliar with credit unions, so there is a lot 
of room for education. They recommend going to local 
middle and high schools to teach financial literacy and 
familiarize students with credit unions. “I’ve always had the 
view that it’s just another type of banking and am not 
familiar with the benefits of a credit union over traditional 
banking.” – Kim, 31

Knowing what credit unions are out there and what it takes to be an eligible 
member. Also how they are different from a traditional bank when it comes to 
processes and benefits.

What community or outreach 
involvement should we look 
in to being apart of to attract 
members?

They suggest that community involvement should be done through 
helping hurricane victims that were recently affected. “You could look into 
being involved with hurricane victims by sending volunteers to help or by 
donating money. I think if I saw a bank that focused on more things than 
just making money then I would be more likely to signup for an account 
because it shows that they care” - Shelley, 18

They suggest reaching out to businesses and city councils 
and asking to come in and present. They feel like credit 
unions are a more localized solution that some other 
banking so getting involved in their local community events 
to drive that local message would be another idea.

“I typically don’t look to community outreach to pick my banking needs. Their 
involvement in one wouldn’t influence me one way or the other.” – Jenni, 46
“Sponsorship of local youth sports and advertising at high school football 
games” – John, 51

What features about the 
credit union appeal to them 
most?

“I am not super familiar with credit unions but I know that they do have 
lower rates because they are member owned so that is something I 
would be interested in with a credit union” -Shelley, 18

They need to be more familiar with credit unions, but of their 
current knowledge the feature of being member owned 
rather than a board of directors appeals to them.

They find it appealing that they have traditionally been able to offer better rates 
for car loans and better interest rates on CDs and other investments, as well as 
the fact that they are member owned vs corporate entities, so they work for the 
members not some CEO ‘s bonus.

What are they most 
interested in when it comes 
to their financial institution?

ONline banking is a popular way of doing banking business and that is 
what the Gen Z  prospects seem to want most.  “I am most interested in 
online banking since I do most of my daily activities on the internet 
anyway. I don’t want to have to go into a branch to do banking”
-Cory, 18

They are all about convenience when it comes to banking. “I 
want to be able to manage it all online and have convenient 
ATMs to withdraw from without a fee. My bank is available 
even in most places I vacation. Of course, trusting the 
financial institution and knowing my money is safe is also 
important.” – Aaron, 35

“Offering competitive rates as well as ease of use and assess to money.  Must 
be able to pay online and have access to ATMs.” –Jenni, 46
”Solvency, being financially stable, and excellent customer service so that I am 
seen as a person, not a number.” – John, 51

How can we position our 
products to relate to their 
wants and goals?

The best way to position the products towards Generation Z consumers 
would be to provide them with easy access to online banking and online 
banking functionalities and to also provide higher interest rates and 
incentives for saving money in a savings account. 

They need something from a credit union that they are not 
already getting through their current bank or other financing 
options including saving time and money as well as benefits 
in relation to their financial needs.

Position them towards long term goals and target younger people through their 
parents.  Offer programs for newly 18 for developing credit especially with 
those whose parents are already members including competitive savings and 
loan rates.
They also feel as though they should model after successful credit unions like 
Kemba.

Bottom line insights Through the two interviews with one female and one male from 
Generation  it can be concluded that they want a financial institution that 
provides easy online banking high interest incentives for savings 
accounts and gives back to the community and providing such products 
would increase the likelihood of them becoming members. 

Older Millennials in Northern Kentucky are generally 
unfamiliar with credit unions, and therefore need to be more 
educated. They care about paying off their debts, while 
saving for the future with the need for convenience.  

Gen Xer’s in Northern Kentucky care about their financial security both now and 
in future years as well as that of their children, who are reaching early 
adulthood. They also care about convenience as well as customer service of 
not just feeling like a number. 
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Methodology: Results based on experience interviews (N = 24, MAGE = 28) with 8 prospective customers from Generation Z (50% female, MAGE = 17), 8 from Millennial generation (50% female, MAGE  = 24), and 8 from 
Generation X (50% female, MAGE  = 43) on November 22 through 24, 2018. 

How can we attract Northern Kentuckians to GE Credit Union?
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Methodology: Results based on an experience interview with the client, Carolyn Davis (Marketing Manager, GE Credit Unions) on December 6, 2018. 

With the anticipated growth of GE Credit Union in the next several years, our client will be happy to know how to market to Northern Kentuckians in order to 
grow business even more. Taking advantage of the Highland Heights location with NKU in the backyard, our client wants to figure out how to get students to 
make the switch. She wants GE Credit Union to be a valid option to consider when choosing a bank, and one day become the “Skyline Chili of local credit 
unions.”

What deliverable would make your client happy?

Research questions Answers

What does your client love about GE 
Credit Union?

Even though Carolyn stumbled upon this job, she had previous experience working for non-profit organizations and loves that aspect of 
GECU. She loves her new CEO and the employee benefits as well as the financial literacy and knowledge she has gained with working there, 
which she finds extremely important.

If your client could change one thing 
about GE Credit Union, what would it 
be?

They are currently going through many changes at the time, but one thing she would love to see is a change in the awareness and perception 
of GECU in the area.

What hopes does your client have for 
GE Credit Union by year 2023?

In the next year they are doubling their number of branches, so knowing her CEO, she said, she is hoping they increase the number of 
branches to 20-30. She would also love to see GECU become a valid option in comparison to PNC or 5/3 and would love for people to think 
of GECU as the Skyline of local credit unions.

Who is your client like (i.e., character, 
interests, values, worries, and sources 
of happiness)?

Carolyn is newly married as of 7 months ago, she loves her cat and dog, loves spending time with family and traveling, but wants to travel 
more. She also loves baking and eating Nutella. 

What type of insights would make the 
client happy in your final client 
deliverable?

She wants to know what speaks to people in NKY to make them want to switch as well as the type of messaging content and trigger words 
to make the switch. She said, “It’s generally hard to get students to switch.”

Why did the client approach 
#392rookies and not a professional 
agency?

With NKU being in the new location’s backyard, she wanted to take advantage of the college area. She wants to hear from personal 
experiences, which will give her invaluable data and feedback from students and those in NKY.

How excited is your client about your 
final deliverables?

Carolyn could not be more excited to gain insights from our final deliverables in order to suggest changes to implement in marketing to the 
Northern Kentucky, Greater Cincinnati area. 

Bottom line insights With the anticipated growth of GE Credit Union in the next several years, our client will be happy to know how to market to Northern 
Kentuckians in order to grow business even more. Taking advantage of the Highland Heights location with NKU in the backyard, our client 
wants to figure out how to get students to make the switch. She wants GE Credit Union to be a valid option to consider when choosing a 
bank, and one day become the “Skyline Chili of local credit unions.”
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Methodology: Results based on an experience interview with the client, Carolyn Davis (Marketing Manager, GE Credit Unions) on December 6, 2018. 

What deliverable would make your client happy?
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