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T here is a conversation that is taking place today across the desks 
of CEOs with their Chief Marketing Officers: “If we still use the 
same marketing efforts from before the economy spiraled into a 

recession, how exactly will we differentiate 
our business during the come back?” And 
by the way, there is no increase in your 
marketing budget. 

We are challenged today not only by our 
competitors, but by the lack of consumers 
in the marketplace. This creates a buyers’ 
market mentality that affects us all. Your 
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feel good about buying again. 
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prospects actually think differently today 
than they did before the mortgage crisis. 
No surprise there. So, why are you still 
marketing to them the same way? They 
are not going to just jump at some “special 
of the week” and you can’t catch the eye 
of an otherwise hesitant buyer when you 
look and sound the same way that you 
have for the last five years. It just isn’t 
going to work. If you want to level the 
playing field and gain market share in 
this environment you have to do things 
differently. A smart marketing strategy 
will align your business practices with 
making people feel good about doing 
business with you. Marketing budgets 
aside, the biggest concern for CMOs this 
year is, “How do I get people feeling good 
about buying again?” 

Be Smart
A smart marketing strategy starts with 
identifying specific objectives to focus 
on and keeping all of your operations 
aligned to these areas. Besides providing 
a projected number for loan growth, you 

also have to plan for emotional drivers 
in your strategy and your entire business 
operation must support those efforts. Focus 
on creating an environment that evokes a 
positive experience for the borrower from 
the minute they walk through the door 
or when they visit your online services. 
People will remember how you made them 
feel and they will talk about it with others. 
In my 15 years of credit union marketing, 
the No. 1 reason people join a credit union 
is because of word-of-mouth. Someone 
told them, “go to the credit union and they 
will take care of you.” The experience 
you create for your current and potential 
clients can be powerful. 

A personable and highly professional 
staff is a must! Train every employee to use 

warm greetings, smile, and use the client’s 
name when talking with them. I always 
recommend saying the name three times: 
In the greeting, in the conversation, and in 
the good-bye. You will be amazed at how 
you can immediately capture someone’s 
attention by simply using their name. In 
customer satisfaction surveys, businesses 
that are diligent in using a client’s name 
during their interactions with them will 
score higher ratings than those who do not. 
As easy as this sounds, for some reason 
there is a hesitation by some staff to do 
it. It takes some coaching and follow-up, 
but once all of your employees become 
accustom to this practice it becomes 
standard. Make it mandatory to welcome 
people into your business. As soon as 
someone walks through your doors, they 
should be immediately acknowledged 
and greeted. And it doesn’t stop there; 
clients should feel welcomed by everyone 
they meet at your office or on the phone. 
If an employee is walking through your 
lobby and passes by a client, they should 
always say “hello” and ask if they can 

offer assistance. Don’t ever leave a person 
waiting unattended or unrecognized—that 
is not acceptable.  

Know Your Stuff
Your staff should be able to express 
their in-depth knowledge and high 
level of expertise in a most pleasing 
and comfortable manner. People want 
to know that you are available to assist 
them in any way possible and at every 
step of the process. A loan officer with 
good listening skills and savvy lending 
experience knows how to stay in the 
game, even when they can’t get a direct 
hit. Not long ago, real estate loans were 
used like a magic bullet and loan officers 
could sell them hand-over-fist without 

much effort at all. The magic is gone, 
and people are hurting financially. A 
good loan officer must now diagnose 
a person’s financial condition before 
making any recommendation. They need 
to take extra time to listen to what people 
are saying in order to pick up on clues that 
they can use to help accomplish this. If a 
client is worried about monthly payments 
they will waver on their decision to move 
forward with a purchase. If you see that 
happening, try restructuring their debt 
for more cash flow. Here’s a hint: Many 
consumers fall into the convenience 
trap of financing their purchase where 
they shop. That places them at risk for 
paying a premium rate for their vehicle 
loans and credit card debt. Rates for car 
loans and credit cards are usually lower 
at credit unions and over the last year, 
many credit unions have lowered their 
rates. Today, there’s a good chance that 
you can refinance their car loan to save 
money and lower their payments. When 
you can place more liquidity in the hands 
of your client, you can help them get 
ahead financially; and they start to feel 
good about buying again.

Also, stay on top of local competition 
by surveying rates, looking at websites 
and finding out what other groups are 
offering and then passing that information 
down to the sales team. Read the small 
print in local ads and arm your sales force 
with an understanding of what is out there 
today. Once you know the defense, you 
can create a better offense. You cannot 
assume that just because you have a loan 
application in your hand that you have 
a done deal. Borrowers are shopping 
the competition and you should too. For 
example, if a client cancels a loan approval 
because they were offered a better deal 
someplace else, start asking questions 
like: What are the qualifications for that 
better rate? Are you forfeiting a rebate or 
will you be charged fees that are being 
rolled into the purchase? Take an interest 
and help people to understand the rules 
of financing so that they become a more 
educated consumer. Offer to review a 
write-up made by a competitor. Once you 

break down the differences and calculate 
payment scenarios, you can show them 
that either the so called great deal isn’t 
so great, or it isn’t much of a difference, 
and that’s when you talk to them about all 
of the benefits they get by doing business 
with you. Talk about your personal service 
and your local offices and your other 
relationships with them. Sometimes you 
can get them back; sometimes you won’t, 
but you should always try. And just by 
taking an interest in their situation helps 
to deepen your relationship with them. If 
your sales team isn’t quite there yet they 
will need some coaching. Here are some 
things that you can do to help. 

• Meet individually with each front 
line sales person as well as other support 
groups several times a week. 

• Review what is in their pipeline 
and have them tell you what clients are 
saying to them. 

• Ask how they can best help 
borrowers save money.  

Position your business as a partner 
that is looking out for the best interests for 
your clients. When you help people save 
money, you will not only make a sale, you 
are gaining their respect and their trust; it’s 
a win-win combination. That’s when they 
start to refer you to their family, friends 
and co-workers. By helping borrowers get 
better control of their finances, they start 
thinking about making purchases again, 
and when they do, they come to you for 
financing because they know you care 
about them and that they can trust you to 
help them use credit wisely. 

Now that you have your objectives 
lined up you have to get your message 
out. That isn’t going to happen if your 
advertising looks like it did last year and 
the year before that. At Catholic Parishes 
Federal Credit Union, we looked at our 
advertising from the last few years and 
realized that we lacked consistency in our 
messaging and that our website looked 
stale. Consistency plays a key role in 
building a world-class brand image and 
it is important to keep your look fresh 
and up to date.  

The Board of Directors and CEO, 

Peter Bagazinski, decided to take steps 
to differentiate the credit union in the 
market place by creating a new brand 
that will not only catch the attention of 
new stake holders, but also to clearly 
and consistently communicate our value 
offering to target audiences. With all 
of the competition today, people need 
to immediately recognize your value 
proposition and what you offer. They 
need to know what they can expect when 
doing business with you. Otherwise, your 
message just becomes background noise. 
A Brand Positioning Strategy sets the 
foundation for the messaging that will be 
used in all interactions including clients, 
employees, the media, and advertising. 
In addition to the new Brand Strategy, 
the Board also approved a name and logo 
change. An initiative of this size is too 
large and too important to try and take 
on internally. Hiring a qualified brand 
agency will help you manage the process 
and produce professional results.  

Don’t ruSh
The process of changing the business name 
takes time and thoughtful consideration. 
When going through a name change, you 
don’t want to disenfranchise your current 
group and make them feel as though they 
are being left behind or that they are no 
longer important to you. On one hand, 
you want to open up discussion so that 
you can gain prospective from more 
than a couple of people, and on the other 
hand, if you have too many opinions you 
can easily lose your focus and delay your 
process. 

At our credit union we put together 
a committee to work with the Brand 
Agency. This committee included the 

CEO, members from the Board’s Strategic 
Planning and Marketing Committee and 
the Director of Marketing and Business 
Development. They were directed to 
stay true to the credit union’s core values 
and founding principles as a financial 
cooperative owned by their members. 
The committee was able to streamline the 
process by effectively reviewing multiple 
draft proposals and edits to narrow down 
the focus for the Board. We were able to 
go through various iterations and gain 
consensus that enabled us to move through 
each element and prepare an effective 
proposal for the Board to consider. 

The credit union’s strong Catholic base 
still remains and is seen as the business 
cornerstone. The results are a new name 
(Catholic Vantage Financial) and a 
logo that reflects a more contemporary 
financial services organization.  

According to CEO, Peter Bagazinski, 
he is pleased with the outcome. “We have 
a reputation for doing things that are in 
the best interest of our membership and 
the Catholic community. Those things 
are important to us and they won’t 
change. But we do want people to know 
that we have an expansive array of 
consumer financial products and high 
quality services. We offer the latest 
delivery innovations you’d expect from 
a large bank, except we take the time to 
know you personally. We feel that our 
new name, ‘Catholic Vantage Financial’, 
and our new tag line, ‘where YOU matter 
most’ will tell people who we are, what 
we believe in, and will make us stand 
out above the rest. We keep looking for 
ways that we can grow and provide more 
services to more people. We want to give 
people something to talk about.” ❖
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Position your business as a partner that  
is looking out for the best interests for  
your clients.
“ “
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