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Auto loan market share
Credit unions, banks, and finance companies 
dominate the auto-lending sector, controlling 
97% of total loans. Credit unions’ auto loan 
market share is on the rise: It reached 31% in 
September 2022, up from 28% in September 
2021.

“ FINANCIAL WELL-BEING FOR ALL means 
giving everyone the opportunity to  
THRIVE FINANCIALLY.”

Alison CARR

Credit Union

Directors
The financial well-being opportunity

Credit unions take pride in their leadership on finan-
cial inclusion. Diversity, equity, and inclusion (DEI) 
are in our roots as financial cooperatives and explicit 
in our commitment to improving financial well-being 
for our members and communities.

Over the past several years, credit union leaders 
have placed increased strategic focus on employee 
and member financial well-being. A people-first 
strategy provides strategic solutions to many of the 
challenges credit unions face, including sustainability, 
growth, and talent acquisition and retention.

Financial well-being for all means giving everyone 
the opportunity to thrive financially. More than 60% of 
credit union members and employees are struggling 
financially, according to the Financial Health Network. 
A study from the organization reports “the majority 
of struggling households lack access to effective 
daily financial systems, find it challenging to weather 
financial setbacks due to limited liquid savings and 
credit options, and are not well-positioned to pursue 
long-term financial goals.”

Credit unions have long supported members’ 
financial health and well-being through access to 
affordable lending products, higher savings rates, 
and financial education and counseling. However, in 
recent years, the financial services landscape has 
changed dramatically.

Access to financial products and services, from 
basic banking products to retirement advice, has 
become fragmented across a confusing array of 

providers that includes traditional financial insti-
tutions, online banks, fintechs, and technology 
companies such as Amazon and Apple.

Adding in changing demographics and economic 
trends, credit unions must adopt a holistic approach 
to creating greater financial inclusion, improving 
the financial health of employees, members, and the 
communities we serve. Financial inclusion is imper-
ative to credit unions’ long-term growth and  
sustainability.

By 2044, people of color will constitute the majority 
of the U.S. population, according to U.S. Census 
Bureau estimates. To remain relevant and compet-
itive in this rapidly changing marketplace, credit 
unions must be intentional about reaching and 
serving increasingly diverse populations. This means 
taking stock of current organizational culture and 
demographics.

Where will your credit union’s membership fit 
within that growing U.S. population? Every credit 
union must determine if the organization’s “why” is 
improving members’ financial well-being and whether  
it’s committed to that goal.

More credit unions are reorienting their business 
models and realigning their organizations to focus 
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on members’ financial well-being. The percentage of 
credit unions focused on DEI jumped 23% from 2019 
to 2021, according to the 2022 CUNA issues brief, 
Credit Unions Enthusiastically Embracing Diversity, 
Equity and Inclusion: Results from the CUNA Annual 
Membership Survey. Based on this information, CUNA 
estimates that roughly 80% of credit union members 
belong to a credit union on a DEI journey.

But credit unions aren’t alone in this approach. Big 
banks and fintechs increasingly use financial inclusion 
and financial well-being as a marketing message as 
well.

Among the ways board members can ensure their 
organizations are committed to the “why” of financial 
well-being:

 »Review the credit union’s strategic plan to ensure it 
includes financial inclusion.

 »Ensure that policies and procedures for recruiting 
board and committee members call for the diversity 
needed to support the ideas, education, and experi-
ence of current and potential members.

 »Create member advisory groups to broaden repre-
sentation and diversity of thought, and to strengthen 
your leadership team.

 »Ensure you have access to the tools and resources 
needed to engage in discussions around financial 
inclusion.

 Another consideration: Elected officials care about 
deepening financial inclusion for diverse and under-
served populations. Credit unions must be able to 

tell their story and show meaningful and measurable 
impact and results.

In that spirit, consider these questions:
1. What should everyone experience at a credit 

union?
2. What should no one ever experience at a credit 

union?
3. What aspects of financial inclusion are the most 

important to address?
4. Does your current organizational structure 

support or hinder financial inclusion?
By creating greater awareness, aligning awareness 

with action, and engaging people at all levels, credit 
unions can create and benefit from a more diverse 
and inclusive workforce. This will lead to a more 
diverse, inclusive, and loyal membership.

Financial inclusion challenges credit unions to 
adopt a more holistic approach to improving the 
financial health of employees, members, and the 
communities we serve. It’s not a stand-alone under-
taking--rather these efforts are infused into the 
everyday work credit unions do.

The goal is for your members to feel that positive 
energy and passion when they walk through your 
doors and have a consistent experience every time 
they interact with you.

ALISON CARR is chief strategy officer at Your Credit 
Union Partner. Contact her at alison@yourcupartner.
com.

Committed to the community

Carlos Ruiz’s role at Google serves him in his position 
as a board member at $1 billion asset Seattle Credit 
Union, not by tapping into Google’s technology cul-
ture but by integrating his role in working with Black 
and Hispanic populations.

Q: How did you become involved in credit unions?

Ruiz: I was introduced to Seattle Credit Union (SCU) 
President/CEO Richard Romero. He was looking to 
diversify the board, and I immediately connected with 
his vision for the credit union, focus on development 
within low-income communities, and the credit union 
model overall.

Q: How does your job inform your board service?

A: I work for Google, where I lead the team charged 
with creating opportunities for underrepresented and 
historically marginalized students at historically Black 
colleges and universities, and colleges and universi-
ties recognized as Hispanic-serving institutions. This 
fits perfectly with the work I do as a board member 

for SCU, where we focus on creating opportunities for 
members of these communities. Both the Black and 
Hispanic communities need support in many areas.

Q: What’s most rewarding about being a credit union 
board member?

A: I love serving within the community and learning 
directly about the help they need, then communicat-
ing that to Richard because I know he and his team 
also find this work rewarding. Meeting our members 
and their communities where they are is something 
that is part of the DNA of everyone at SCU.

Q: What are SCU’s top strategic imperatives?

A: Our overall strategy can be broken down into two 
main areas: providing a great experience for our mem-
bers, and serving underbanked and under- 
resourced communities. We are fortunate that there 
are many opportunities to address both simultane-
ously. Many of our members have listed our dedica-
tion, commitment, and intentionality to serve as a 
reason for joining SCU.

 »Read the full interview at news.cuna.org/directors

Carlos Ruiz is dedicated to service at his  
job and in his board role.



Master your role as a  
credit union board member

CUNA

Credit Union Board
SCHOOL: INTRODUCTION & DESIGNATION

 cuna.org/bsid

©
 C

re
d

it
 U

ni
o

n 
N

at
io

na
l A

ss
o

ci
at

io
n 

20
23

All board members can benefit from attending this event, whether it’s 
to learn more about the basics or to demonstrate their dedication and 
commitment to their role.

Choose one of two learning tracks: 

Introduction: Come away with all the foundational knowledge necessary to 
know in a board role through a step-by-step curriculum. 

Designation: Dive deeper into the requirements of your role and work to 
earn your prestigious Credit Union Board Member (CCUB) designation. 

INTRODUCTION: 
JUNE 12-14, 2023   
SAVANNAH, GA 

CUNA Members save $200  
through April 12, 2023 

DESIGNATION: 
JUNE 12-16, 2023    
SAVANNAH, GA 

CUNA Members save $200  
through April 12, 2023

CUBS23_AD.indd   1CUBS23_AD.indd   1 2/3/23   10:53 AM2/3/23   10:53 AM



Adapt strategic plans with 
insights from current industry 
trends 

CUNA

Trends Into Action
eSCHOOL (RECORDED)

 cuna.org/trendseschool
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Credit union leaders will gain a deeper understanding of four key industry 
trends they need to know as they engage in strategic planning, including:

• Advocacy 

• Compliance

• Cryptocurrency 

• Data

Register today to prepare your credit union for upcoming industry trends 
and impacts. 

AVAILABLE UNTIL    
SEPT 11, 2023

TIA22_AD.indd   1TIA22_AD.indd   1 10/13/22   1:02 PM10/13/22   1:02 PM



The composition of noninterest income 
(NII) has changed for most credit unions 
over the years, and board members 
should know the role this form of revenue 
plays in their institutions, says Steve Rick, 
board chair at $4 billion asset UW Credit 
Union in Madison, Wis., and CUNA Mutual 
Group chief economist.

Rick says two primary sources 
comprise NII:

1. Fee income, which includes 
charges on accounts, ATM transactions, 
overdraft/nonsufficient funds fees, and 
credit cards.

2. Other income, including interchange 
income, unconsolidated income from 
the operation of credit union service 
organizations, income earned on sales 
of mortgages to the secondary market, 
and dividends earned from the National 
Credit Union Share Insurance Fund.

But fee income as a percentage of 
average assets has fallen from a high of 
0.87% in 2007 to 0.45% in 2022, according 
to Rick.

Among the most-discussed reasons 
for this drop is the reduction or elimi-
nation of overdraft and nonsufficient 
funds fees by many credit unions. On 
Dec. 1, 2021, the Consumer Financial 
Protection Bureau issued a press release 
citing financial institutions’ reliance on 
overdraft and nonsufficient fund fees, 
although such fees were 19% lower at 
credit unions than at large banks.

Other reasons for the pressure on fee 

income are technology and compe-
tition, Rick says. 

“Online banks and fintechs are 
upping the ante for credit unions,” 
he says. “The online model is 
more efficient from an operational 
perspective. If an online competitor 
or the bank down the street can 
offer the same services with fewer 
fees, there’s more pressure for 
credit unions to lower their fees.”

At the same time, “other income” 
has risen from a low of 0.41% in 
2007 to a high of 0.93% in 2021 
before dropping to 0.65% in 2022. 
The primary reason for both the 
rise and recent drop in other 
income can be attributed to fewer 
mortgage sales to the secondary 
market, Rick says.

“In recent years, more credit 
unions began selling mortgage 
loans to the secondary market to 
achieve income,” he says. “But in 
the past year, the Federal Reserve 
has significantly raised interest 
rates. Credit unions are no longer 
gaining those revenues earned on 
mortgage sales.”

The Federal Reserve raised rates 
seven times in 2022 and once in 
2023 as of February, increasing the 
federal funds rate from 0.25% to 
4.75%.

Rick expects mortgage lending 
to remain cool in 2023 amid the 
high-rate environment and the 
prospect of a recession. “There’s 
likely to be a bit of slowdown in 
consumer purchases of big-ticket 
items in the next six to 12 months,” 
he says.

On a relative basis, NII is 
becoming a more important part 
of credit union balance sheets, 
according to Rick. In 2022, NII 
accounts for about 28% of overall 
credit union gross revenues, up 
from 20% in 2007.

But Rick says there’s a disparity 
among credit unions in their NII 
composition. “Increasingly, it’s 
the larger credit unions that offer 
mortgages and have the flexibility 
to eliminate overdraft fees,” he 
says. “Smaller credit unions can’t 
always offer the services that large 
credit unions do to offset the loss of 
fee income.”
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Understanding noninterest income

Steve Rick explains changes to this 
essential revenue source.

March 2023

  CUNA advocacy resources: 
cuna.org/advocacy

  CUNA economics and  
statistics: cuna.org/economics

  CUNA board and committee 
solutions: cuna.org/board

  Certified Credit Union 
Board Member designation:  
cuna.org/ccub

Resources

In recent years, more 
credit unions began 
selling mortgage loans to 
the secondary market to 
achieve income. 

Steve Rick

“

“
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Be a better board member: 12 steps

Board members at four credit unions and a strate-
gic planning adviser offer their thoughts on how to 
become more effective in this role.

Phyllis Ford, board chair at $204 million asset 
XCEL Credit Union, Bloomfield, N.J.; Tim Harrington, 
president at TEAM Resources; Courtney Jones, 
director at $1 billion asset Community 1st Credit 
Union, Ottumwa, Iowa; Doug Mah, board secretary 
at $4.7 billion asset WSECU, Olympia, Wash.; and Pat 
Tollefson, director at $823 million asset Corporate 
America Family Credit Union, Elgin, Ill., share these 
insights about improving board service:

1. Join the asset/liability management committee. 
You’ll learn the business of the credit union, 
including financial controls and the levers to turn to 
adjust operations.

2. Know your values. Know who you are and 
where you come from, as well as the lines you’re 
unwilling to cross.

3. Be purpose based. Find your credit union’s 
specific purpose within the people helping people 
motto. Once you do so, you’ll attract both members 
and board members who want to be part of your 
mission.

4. Demand services with digital age appeal. Young 
consumers have a digital baseline for their financial 
partners. That means being able to open an online 
account within 10 minutes and responding even more 

quickly to mobile loan applications.
5. Share your skill set. Board members are chosen 

for what they can contribute. Sharing those talents 
enriches the board and the credit union.

6. Trust but verify. Knowing your management 
team will help build trust. At the same time, 
board leaders must ask questions and challenge 
management until they understand everything 
presented for approval.

7. Make strategic planning mandatory. Strategic 
planning sessions provide an opportunity to hold 
open conversations with staff and other board 
members, gain valuable insights, examine data, and 
benefit from an outside consultant’s assistance.

8. Practice gratitude and mindfulness. Doing so 
allows you to cope with stress, increase your effec-
tiveness, and retain your optimism and sense of 
purpose. 

9. Listen. Educate yourself and ask questions at the 
board meeting or afterward. If you have an opinion, 
share it. If not, stay quiet and listen so you can 
contribute in the future.

10. Ask for a mentor. Having a mentor with board 
experience makes it easier to ask questions about 
how and why the credit union operates.

11. Embrace training. Attending training and 
conferences will help you understand what’s ahead 
and contribute to board discussions. 

12. Seek younger perspectives. If your credit union 
wants to attract younger members, recruit young 
professionals for the board.

Attending training and conferences will help you  
understand what’s ahead and contribute to board  
discussions.

Know your values, embrace training, and seek 
younger perspectives.
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