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The long-term success and existence of your credit union will depend on many factors, including 
the ability to attract and retain younger members.  Ultimately, these members are vital to your 
credit union’s growth and survival. This checklist is designed to assist your credit union by 
guiding you through three stages of planning and providing the resources and examples you 
need to move forward with a youth program. 

For more information about this checklist and the resources provided, call your League member 
relations officer at 941.0556 on Oahu, or toll-free at 888.331.5646 from neighbor islands. 

Stage #1: Awareness 

 Considerations: Resources and Examples: 

 
Is your credit union recognizing the positive 
business and non-business benefits of serving 
youth and young adults? 

 Fulfilling the credit union’s philosophical purpose, 
improving return on investment and growth, and 
creating future members and borrowers. 

 
Is a youth program part of your credit union’s core 
strategy for business growth? 

 Identify short term and long term growth objectives 
(membership, loans and other areas). 

 

Is your credit union board of directors committed to 
investing resources, staff, and dollars to programs 
and services that attract and serve the younger 
market?  

 Support for these programs and services needs to 
come from the top.  They could be viewed as long-
term strategies for bottom-line stability and growth. 

 
Is your credit union aware of the breakdown of its 
membership by age?   

 Have your data processor provide data and 
demographics. 

 Traditionally, members’ peak borrowing years are 
between the ages of 25 and 44. 

 
How is your credit union currently reaching out to 
Gen X and Gen Y age groups?   

 

 Gen X (born 1967-1978) and Gen Y (born 1979-
1990) add up to approximately 51% of our total U.S. 
population. They are your credit union’s potential 
borrowers. 

 Consider the long-term sustainability risks for your 
credit union. 

 Consider sending a survey to targeted age group on 
desired products and services. 

 
Is your credit union focusing on the life cycles of 
your members? 

 List relevant life events that resonate with your target 
market. 

 Focus on these key life events: starting a savings 
account, buying a car, college bound, first credit 
card, getting married, buying a first home and 
bearing children. 

 Review your marketing material. 
 National Youth Involvement Board (NYIB) Youth 

Program ideas: http://www.nyib.org/?page_id=174 
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Stage # 2: Acquisition 

 Considerations:  Resources and Examples: 

 

In keeping with your credit union’s strategic 
planning, which segments of the youth market 
should you focus services and promotional 
endeavors? 

 Check out innovative and up-to-date “youthful” 
resources available to you from the Filene Research 
Institute at www.filene.org.   

 
Is your credit union establishing a youth business 
plan? 

 Include measurable goals, objectives, action 
calendar, budget and benchmarks to ensure 
success. 

 Your credit union may be eligible for NCUA’s 
technical assistance grants (open to low-income 
designated credit unions) to help fund your efforts: 
www.ncua.org. 

 
What current products are already in place that your 
credit union can modify to fit the younger group? 

 Look at what additional products your credit union 
may need to offer, modify current products, and 
review what youth services your competitors and 
peers offer.  

 Update your credit union website, offer online 
banking/mobile solutions, and student share draft 
account with debit card, etc. 

 

What policies and procedures does your credit 
union need to implement or update to accommodate 
new and modified products and services for the 
youth market? 
 
 

 CU PolicyPro – Free through HCUL 

    http://www.hcul.org/governmental-
affairs/cu_policypro/ 

 HCUL InfoSight 

     Remote Banking - Policy 2225 

     Web Site - Policy 2221 

 HCUL HELP Email Forum to ask questions of other 
subscribers for samples 
http://www.hcul.org/member-services/help-email-
forum/ 

 CUNA Compliance File Sharing (sample policies and 
procedures developed & shared by COBWEB 
listserv participants)  
http://www.cuna.org/Compliance/Compliance-File-
Sharing 
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Is your credit union offering and willing to keep a 
website and appropriate technology (for example, 
online or mobile account access, mobile 
applications and social media tools) to serve the 
next generation of members? 
 

 CUNA’s Googolplex program offers different 
websites targeted for young people to enhance your 
current website: http://www.cuna.org/Marketing-And-
Member-Education/Products/Googolplex/ (special 
pricing is extended to credit unions below $20 million 
and below in assets.) 

 REAL Solutions report on engaging young adults 
through social media: 
http://www.realsolutions.coop/solutions/reaching-
youth-young-adults/young-adult-business-plans-
from-filene/credit-unions-and-social-media-
engaging-young-adults 

 Diebold’s Mobile Banking Platform: 
http://www.diebold.com/products-services/atm-self-
service/software/mobile-banking-
platform/Pages/default.aspx 

 CUNA Mutual Group’s Online Lending: 
http://www.cunamutual.com/portal/server.pt?open=5
14&objID=361132&mode=2 

 

Is your credit union providing member education 
outreach programs as a method of connecting with 
youth and young adults, which creates interest in 
the credit union? 

 Financial literacy resources are important to younger 
members, as they want a financial institution that will 
be able to help them. 

 Check out the League’s financial literacy resources: 
http://www.hcul.org/consumers/financial-literacy-
resources/ 

 Put together workshops or presentations at your 
credit union, local schools, libraries or community 
centers. 

 Credit unions can indirectly gain youth membership 
through educating parents/grandparents about the 
importance of personal finance and future finance 
needs. 

 
How can your credit union involve 
parents/grandparents in helping their 
children/grandchildren become members?  

 Encourage and support parents/grandparents to 
participate in programs, products and services that 
will build the financial future of their children and 
grandchildren.  

 Advertise youth specials and events in the credit 
union’s newsletter. 

 
Is your credit union able to partner with community 
organizations, youth outreaches, and other 
programs that young people know and trust? 

 Consider partnering with a school in your credit 
union’s field of membership, sponsoring community 
event, used-car buying seminar, etc. 

 Check out HCUL’s Family Involvement Committee 
Initiatives 

     http://www.hcul.org/initiatives  
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Is your credit union participating in the annual 
National Youth Week sponsored through the Credit 
Union National Association (CUNA) every April? 

 Information available at: 
http://www.cuna.org/Marketing-And-Member-
Education/Member-Events-And-Promotions/Youth-
Week/National-Credit-Union-Youth-Week/ 

 
What can intern(s) tell your credit union about peers’ 
financial service needs? 

 Consider hiring high school or college intern(s) 
through a local school partnership (it’s a great face-
to-face mentorship opportunity for your credit union 
too). 

Stage # 3: Retention 

 Considerations: Resources and Examples: 

  
How will your credit union involve young people in 
ensuring the youth program’s ongoing relevance? 

 Creating an effective youth advisory panel could 
generate and evaluate ideas about new promotions, 
products, services, etc. 

 

Is your credit union using current social media tools 
to communicate with younger members? 
 
 

 Use Facebook, Twitter, YouTube, blogs and 
podcasts to position your credit union as the 
number-one source of financial information for them. 

 Gen Ys love to share content, if you provide them 
with valuable, newsworthy, and relevant information. 

 Yelp is popular business review website used by 
many younger members (Gen Y depends on peer 
reviews). Make sure your www.yelp.com business 
profile is up to date, and review comments about 
your credit union periodically. 

 Credit union marketing guru Mark Arnold has a blog 
dedicated to using social media marketing for 
attracting Gen Y: 
http://blog.markarnold.org/generations/ 

 April 2013 CU Times article regarding credit unions 
using social media: 
http://www.cutimes.com/2013/04/03/credit-unions-
ride-social-media 

 

How is your credit union incorporating financial 
education along with financial products/services to 
fit youth of varying maturity levels? 
 
 

 Check out the League’s financial literacy resources: 
http://www.hcul.org/consumers/financial-literacy-
resources/ 

 CUNA Member Financial Education products: 
http://www.cuna.org/Marketing-And-Member-
Education/Financial-Education/ 

 CUNA’s Personal Finance Initiatives are geared to 
provide credit unions with financial literacy 
resources: www.cunapfi.org 

 FoolProof Consumer Education: 
http://www.foolproofnational.com/hcul/ 

 LendKey Private Student Loans: 
http://www.custudentloans.org/ 
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Has your credit union considered offering 
scholarships, and contests to engage and build 
relationships with schools and/or young people? 
 
 

 CUNA youth materials: 
http://www.cuna.org/Marketing-And-Member-
Education/Member-Events-And-Promotions/Youth-
Materials/Youth-Materials/ 

 National Youth Savings Challenge: 
http://www.cuna.org/Marketing-And-Member-
Education/Member-Events-And-Promotions/Youth-
Week/National-Youth-Saving-Challenge/ 

 Youth Week Celebration Ideas: 
http://www.cuna.org/Marketing-And-Member-
Education/Member-Events-And-Promotions/Youth-
Week/Youth-Week-Celebration-Ideas/ 

 CUNA news article “’Tis the Season for Student 
Scholarships”: http://www.cuna.org/Stay-
Informed/News-Now/CU-System/-Tis-the-Season-
For-Student-Scholarships/ 

 

Are you considering whether a youth lending 
program is appropriate for your credit union? 
 
 

 Michigan Credit Union League’s “Youth Loan 
Manual” 
http://www.mcul.org/files/cucorp/744/file/YLM%2020
09.pdf 

 CUNA has released a book titled “Model Youth 
Program Guide Best Practices and Proven 
Techniques”: http://www.cuna.org/Marketing-And-
Member-Education/Products/Model-Youth-Program-
Guide-PDF/\ (This is an excellent resource that 
provides hands-on “how to” information, resources, 
best practices, checklists, samples, etc.)   

 
Has your credit union ever considered organizing a 
young adult/board member mentor program and/or 
recruiting younger volunteers? 

 Young adults could shadow board members at 
designated meetings and be given an opportunity to 
speak on increasing membership among younger 
members. 

 Enlist the help of current staff and board members to 
recruit or appoint younger volunteers. 

 
What annual measures of success will your credit 
union use? 

 Pay attention to the trend of your credit union’s loan-
to-share ratio in correlation with an increase or 
decrease in the average age of membership. 

 Track youth program graduates into adulthood to 
measure the long-term effectiveness. 
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