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How can your credit union 
best reach out 
to members ages 18 to 25?
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Justin H., APG FCU

When I began to write this essay and started thinking how people who are my age and a little older can best be reached by credit unions, I was a little worried.  As I thought about the enormity of the options that are available in today’s digital world I have to admit that I felt a little overwhelmed.  This however was only part of what I believe the true meaning of the question is trying to achieve.  It would be too easy to simply list the electronic means for credit unions to communicate information to members falling into the 18-25 year old range.  I believe that part of the response has to include and explain what information can be provided and over what electronic medium.
Having grown up literally in the digital age there are many ways to communicate electronically to the 18-25 year old members. One has to remember that members in this age group have used computers since they were quite young.  When members use these electronic gadgets and communication methods, they expect them to be reliable, intuitive, and provide the means necessary to communicate be it with people, credit unions, or other entities.  To that end, credit unions must continue to provide easy access to their websites which can be reached via a computer and Internet connection or, reached through use of sophisticated phone systems such as iPhone and Droid.  Once connected, the website needs to be professional looking but easy to follow.  These sites require web-based interfaces that are intuitive yet easy to use and must provide easy access to the large amount of financial information and services that credit union members seek.  In addition, credit union web sites must be organized with easy to follow links to account information, online advice, forms, calculators, interactive displays, online tutorials, and other pertinent information.  Another key feature that should be provided is the ability to communicate not only via email but with online chat.  Having this capability will enable users to directly communicate with a credit union adviser and allow them to retain the back and forth messaging for use later on.  It also enables the credit union member and representative to clearly communicate the request or issue that needs to be addressed.  Using a telephone often results in lost or misinterpreted information or an inadvertent lost call.
Credit unions should be able to send automatic/instant message alerts to a member’s Blackberry, iPad, iPhone, or other digital device notifying members about account activity to include when checks clear and monies are deposited; there is a low credit balance; or any unauthorized access to members’ accounts have occurred.  These automatic alerts empower members to take action and work hand-in-hand with the credit union representatives to rectify any situation in an expedited manner.
Credit unions need to provide members with money management tips, investing tips, or any other related information using the latest communication mechanisms including Facebook, Twitter, LinkedIn and BlogSpots.  The posts to BlogSpots for example can be sent to credit union members virtually around the globe.  This requires a clean user interface and the latest toolkits providing the very latest in web technology.  LinkedIn is technology that would enable members to contact credit union representatives, the experts in the finance and banking matters, when they have questions or need advice.  Each of these technologies promote communication, some instantaneously so that the credit union members can remain informed and current with the latest the credit union has to offer.  Credit union members falling in the 18-25 year old range are used to having easy and immediate access to information.  Because of our very busy lifestyles and hectic schedules I believe we are an impatient group when it comes to technology and communication.  Quick access and communication is very important to us.

In conclusion, the ability to communicate in the digital world using all means possible enables credit union members in this age range to stay connected to our credit union no matter where we are or the time of day.  This is important given the fast paced society that we live in.  It is comforting to know that credit unions value our input and continue to strive to meet our needs.
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Christy L., Mid-Atlantic FCU
The “Age of Poverty” would appropriately describe the life of today’s young people. Those who don’t attend college are starting out in low-paying jobs, often living with parents just to get by. College students meet people from all over the world; we are unique in that we have different interests, majors, and maybe even different tastes in food, but united in that we are all desperate for cash.  College costs often exceed $40,000 per year, textbooks for a single semester could cause a fatal heart attack, and let’s face it – dorm food gets old fast and we would give anything for an extra $20 to buy a pizza. So, why should credit unions try to attract such poverty-stricken students?  We may be poor now, but our potential is limitless. Someday the “Age of Poverty” will give way to the “Age of Success,” and most of us will remain loyal to our original banking institution. 

Credit unions can attract these ‘future successes” by appealing to their interests. One item essential to a college student is food. When the only food available is mediocre dining hall food where the same food is served day after day, students will do anything for a change.  At my college, many clubs hand out flyers that include free beverages and pizza if students attend their information sessions. Students drawn in by the food often find an interest in what the club is offering.  Our library offered a cookie and coffee break during exams that over 75% of the student body attended. Credit unions could attract young members by attending key local college events such as orientation or exam study break sessions, offering coupons for a free pizza if a student signs up for a checking account.  My own brother applied for his first credit card while in college just because that particular company offered free pizza.  


Athletic events are another staple of life for college students and other young people. Many of us played sports in high school, and continue that passion by participating in adult recreational or college intramural sports. Intramurals offer every imaginable sport in coed or in unisex team, and even tournaments. Every one of my friends has participated in an intramural sport. Winners are often provided with prizes, and more specifically a champion t-shirt that is provided by a local sponsor. The sponsor’s name/logo is on these t- shirts, which students wear religiously, and is also featured all over the intramural website. It could not be missed that credit union was so supportive of an activity that college students love participating in.

Credit unions need to attract young people through marketing, but they also need to provide services that young people need. My credit union offers many services that are attractive to young people – lower ATM fees, scholarships, and a website full of tips for buying that first car or obtaining insurance.  However, they could do more. For example, expanding low or no cost ATM services would be of great value.  I know of students who attended an out of state school and switched to a local bank simply because they didn’t want to pay the outrageous ATM fees.  Surveying young members, maybe again with a coupon reward for filling out the survey, or adding a young ‘board member’ would help credit unions keep in touch with today’s youth and identify services that are needed.

Finally, credit unions need to communicate these services to young people.  Credit unions should take full advantage of the electronics that are so popular with young people, utilizing text messages or advertising on popular websites.  If surveyed, I would know that at my school a main way to communicate with students is through flyers on what we know as the “library bridge.” Most students must pass over the library bridge several times daily traveling to classes.  It can be annoying to have flyers shoved in my face, but I never fail to read the flyer. Perhaps, it is because the nearest trash can is fifty feet away, but that extra fifty feet allows time to read it.  Surveying students can help credit unions understand the best ways to reach them. 
Young people are simple to please.  We are still developing and learning to become adults, which means learning to manage money. Soon we will be in the real world and have careers and families and hopefully big paychecks!  Taking time to understand us now, in our ‘Age of Poverty’ will have big payoffs in the future.
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Rachel P., SECU

My generation is different from other generations because of the way we use social media.  If a company, bank, credit union or other organization wants to get the attention of today's 18-to-25 year olds, it needs to attract us by using the ways that we communicate with one another.  

18-to-25 year olds don't know a lot about investing or saving money.  Many of us have never taken a serious financial course.  We don't know as much as our parents about how to spend our money carefully, what makes a good offer, or how to budget.  Even though we don't like to ask our parents for advice about spending our money we will listen to them when they recommend professionals that can give us advice.  

Like all generations, we like free offers.  We have a lot to buy and we're not in a position to make a lot of money so any organization that offers monetary incentives gets our attention.

We'll appreciate your organization more if you use the technology that is available today in the ways that we use this technology.  It’s important to us to use our technology instead of having to go out of our way to do things like managing money.

If a credit union wants to reach my generation, it should consider four things.

1) Over 500 million people use Facebook and over 100 million people view YouTube.  There's also Twitter, Groupon and for young professionals there are sites like LinkedIn to introduce us to credit unions.  We don't look at print advertisements so you should not use those to try to reach us.  A lot of young adults are confused about everyday financial issues.  We don't know how to create a budget. How do we save money for big expenses?  What do interest rates mean (like when buying a car)?  What are closing costs and rental costs?  How do we balance a checkbook?  What different savings plans are available and what are the different interest rates we can get from each plan?  You could set up a Facebook page or a LinkedIn page that explains who you are, what you offer and where you are located.  You could create short (not long or complicated) YouTube videos that explain simple financial concepts.  You could send monthly text messages and Twitter tweets telling people about financial products and new events (like Groupons and YouTube videos).

2) Most of the 18-to-25 year olds won't really take financial management seriously until we need to start paying our own way.  If we are in college, we will still rely on our parents and summer jobs for the money we need.  Although we don't want our parents telling us what to do with our money, credit unions should reach out to the parents that are customers to tell their children to pay attention to what the credit union has to say.  Encourage the parents to point their children to the web pages, Facebook pages and LinkedIn pages to find out more.

3) Free offers to join and stay in credit unions always get our attention.  Offer a small amount of money to open a checking account.  Don't charge ATM fees.  Offer free checking.  Give young adults a gift card if we are a customer for a certain amount of time.  You could create a Groupon that for example offers a small amount of money off of the price of a car if someone gets a loan from you in the next 30 days.

4) Once we are customers, use the technology that we use to make us happy customers.  Online banking is big, especially if you can supply an iPhone or iPad application that lets us transfer money and check balances from any location.  When we have questions about our account or questions about financial issues with which a credit union could help us, a live question and answer chat or text service through our phones and PCs would be great.  If you work with other companies where we live, let us sign up for notices about new restaurant openings, about companies announcing sales (clothing, cars, technology, etc.) and about special occasions like Valentines Day flowers and Christmas gifts.

In conclusion, if you want to reach 18-to-25 year olds, attract our attention through social media, have our parents recommend you, make free offers, and give the advice to which we will pay attention, and provide ways for us to manage our money using the technology that fits our lifestyle.
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Emily W., Freedom FCU

I like that I can use mobile phone banking and the Internet to check my account balances, verify transactions, and see my statements.  The technology of today makes banking very convenient.  My job has direct deposit, I use my branch's ATM for cash, and I can go online at my convenience for my banking needs.  However, I do believe it is important for me to be able to go into the branch and be able to speak to someone with whom I trust to give me sound financial advice.  It is nice to see a smiling face and talk with a pleasant person who knows me and will treat me with respect.  I don't want the tellers trying to sell me something every time I come in like the banks seem to do.  My credit union may recommend things for me, but they don't do it in a pushy way.  The way to reach out to me is through the web site, an email, a text message, or a Facebook news feed.  This way I can look over the information at my convenience and ask questions directly if needed.

The best thing my credit union offers is a college student checking account where everything is free.  I like that I can do an unlimited number of transactions with my debit card and don't have to worry about keeping a minimum balance or other requirements to avoid fees.  I really like that I can set up text message and email alerts if my balance gets low.  Another nice thing is my credit union does not charge me fees for using the ATM since they are part of a large network.  High school students, college students, and people entering the work force usually don't have a lot of money and don't want to spend it on fees to use their own funds.

I am very fortunate to have family members that work in the finance field.  They have been able to educate me a little on banking and managing my finances.  As I prepare to graduate in June, I realize that many of my friends and classmates do not have this benefit.  I think it would be great if someone from the credit union took time to go to the high schools and speak to the students about checking accounts, saving money, and even getting loans.  Many of my friends don't understand the difference between a debit card and a credit card.  I have seen them get confused when they are asked "Debit or Credit."  They don't understand how and when money gets moved in and out of their accounts.  I believe it would be a great benefit to account holders and the financial institutions if people had a better understanding of how the banking system works.  In an economy that is still in a recession, educating consumers about managing their finances would help improve business and get our country back on its feet.  Providing students in the high schools some basic knowledge and understanding could go a long way and save everyone time and money.

What can my credit union do for members 18 to 25?  Educate them when they are 15, 16, and 17.  Reach out to the high schools in the community.  Educate students on good banking practices. Teach them how to manage a checking account. Talk to them about the importance of good credit.  I believe you may find that you will have members for life.  A long-term relationship with members is the foundation of a successful credit union.
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Daniel W., HEW FCU

Young adults between the ages of 18 and 25 are really just getting started in their journey towards managing their finances and understanding the benefits of good long term financial practices. A credit union can significantly support its younger members by arming them with tools to help them be successful; primarily by sharing and enhancing its products and offerings. There are three key ways a credit union can reach out to its members: (1) online chat, (2) Facebook and other social media, and (3) newsletters and workshops.

Online chat

Retailers are now offering online chat as a method of drawing in its customers and making staff available to answer questions. This has also become fairly popular in the banking world. Young people are often on the go; moving from class to class, studying, or attending school based sports and activities. It would be great to have the option of quickly sending a message, via mobile device or computer, to membership services to resolve problems, answer questions, or provide balance inquiries. This is useful for the young adult just starting their career as well. It may not be convenient to call membership services; computer communications has quickly become a trend among young adults. This option would not only appeal to the younger audience but also provide a viable option to members of all ages.

Facebook

Social media is a method of allowing people to communicate quickly and also provides a quick method for sales and marketing. Imagine the credit union now offers lower rates for new auto loans. Many of its members may not view the credit union home page periodically to see changes in services. A social media channel would provide a great method of communication that the credit union could socialize with its members. The credit union could create an account, send requests for members to join, send mass email communications, and update its page with any key real time information to share with the members. This method is not new to many people and would quickly become a way for the credit unions to keep its members informed.

Newsletters and Workshops

Rather than establish hardcopy newspapers that utilize paper and have to be mailed, a credit union could explore methods of communication through online newsletters. These could be in the form of email letters or an ad through social media. The newsletters would be helpful in providing information such as the winners of this scholarship. It could also be used to be the starter facilitator for the workshop. Young adults are in need of guidance and financial planning and useful information surrounding this topic never gets old! Credit unions can hold virtual financial planning workshops, rather than just sending the information in a newsletter. Young adults need interaction and a virtual workshop is an excellent way of providing something that many of us are used to; online communication. Technology is advancing and moving and young adults are moving with it. Sample topics for the virtual workshop could include: managing debt after college, establishing credit, managing finances do’s and don’ts, and saving wisely. These topics would address many things that we, the 18 and over crowd, are not thinking of; such as how to effectively manage our finances after college.

Products and Services

Young adults need guidance on how to establish credit. It would great if the credit union had a way to provide the member a “learning or provisional” period where they could apply for a credit card with an expiration date. The point of doing this would be to allow the member to study how the card is used, how financed charges are accrued, and learning his or her spending habits. The card would expire at a designated time period and the member would be provided an opportunity to apply for a truly established version of the card after a period of time.

The Future

With the state of the economy, loss of employment, and the housing market being in flux, financial planning and management is essential for the young people of today. Obviously, we are the future and need help from businesses to get us on the right path to success. The banking industry is key in driving us toward progress and achievements in school and in our careers.
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Elizabeth B., First Financial FCU

Credit unions provide a service similar to that of banks; however, due to the fact that credit unions focus more on service than on profitability, such institutions are perfect for young adults as they enter college and also as they exit college and enter the “real world.” In order to attract these younger members, it is important to advertise in the most prominent locations possible. Yet the question still remains: where would you find these potential members between the ages of 18 to 25? You would find them on college campuses, at the mall, at the movies, at sporting events, and even on facebook. These desired members are typically friends and co-workers of young adults of about the same age. Thus if one young adult is influenced by an observed advertisement, the news will spread and new members will be discovered. 

In order to reach these young adults, college campuses should be inundated with credit union advertisements— posters and flyers around campus, advertisements in the campus newspaper, and representatives showing what the credit union has to offer. If a credit union representative sets up a booth on college campuses during orientation, hundreds of potential members would be reached. An offer of a free credit union draw string backpack or a raffle ticket for the chance to win a new television or iPhone would be enough to entice most college students to sign up for a membership. In fact, these representatives could set up booths at local malls and movie theatres, or even at amateur and professional sporting events in order to sign up new members. Credit union representatives could hand out credit union pens to colleges, local businesses, and community hot spots in order to spread the word about the credit union to teens and young adults. 

Another way to advertise the credit union to young adults ages 18 to 25 would be to create competitions on college campuses and in workplaces. College students who lived on campus in the dormitories could participate in a credit union door-decorating contest in order to help spread the news of all of the benefits that credit unions have to offer. An incentive could be offered for the student who created the most innovative and informative door. A further incentive to the winning student would be to have a picture of their winning door framed and placed for display in all of the local credit union offices.  Also, a competition could be created offering a small cash incentive to see which member can persuade the most friends, family, and co-workers to sign up for the credit union. 

Expanding the range of credit union members can also be done through sponsorship and community outreach. Community members enjoy participating in and being a part of any organization that gives back to the community. Therefore, the credit union could sponsor community events and teams. Hosting a “taco night” or a “wing night” at a college campus, sponsoring community basketball, baseball, and football teams, or even donating an object to a local church bingo could have the potential to sign up an overwhelming number of possible members. 

A more modern approach to attracting new young adult members would be to integrate technology with the credit union. Having each local credit union create a page on facebook would be one way to spread the news and benefits of credit unions as a whole. Members could “become a fan” of the credit union or even “like” a status that mentions one of the functions of the credit union. Such a simple and inexpensive advertisement would reach thousands of young adults. In addition, the credit union could create an application for the iPhone or the Droid that would allow members to check the status of their account with the simple click of a key. With the advancement of technology in today’s society, these technological advancements of the credit union would be the perfect way to entice technologically savvy new members. 

As the credit union expands, the benefits of this institution will also be given the opportunity to expand. New members are the key to the future success of credit unions. As local credit unions reach out to find new members, they must remember that these members are out there ready to become a part of the new credit union trend. Potential members must be made aware of this new trend through creative, innovative, and technological advertisements provided by local credit unions.      
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“People wanna go online and check out their friends, so why not build a website that offers that. I'm talking about taking the entire social experience of college and putting it online.” –Mark Zuckerberg from The Social Network. 

Mark Zukerberg, the creator of Facebook, realized that the “millennial” generation, aged 18 to 25, who qualify as young adults or college students, has the power to do whatever they want without any parental consent and have become more independent. The power of social media has strengthened the ability to interact and seek information online. For the credit union, this is beneficial and an opportunity as it gives this generation the ability to make decisions financially. As the power of technology becomes more advanced, young adults are lethargic to traditional communication such as newspapers, magazines, and print media, stuff that our parents would be familiar with. 


This being said, the best way to reach out to the age group of 18 to 25 is through social media. Social media is so potent that businesses now hire their employees through LinkedIn, a business-oriented social networking site. According to Erik Qualman of the Socialnomics blog, social media is the number one activity on the web and the highest Facebook user age group range from 18 to 25. Social media is accessible, easy to use, fast, and fresh for young adults. 

Not only is this the best way to reach out to this age group, but also benefits the credit union itself. Once people start seeing the specific credit union and its benefits on Facebook, Twitter, and/or YouTube, they start talking to other people who engage others to join in which is “word-of-mouth” advertising. The average young adult spends 15+ hours a week on the Internet (imagine the young adult on social media reading about the credit union). 

The credit union should use specific social media that the average young adult uses everyday such as Twitter and Facebook. They should hire a “Social Media Specialist” to research and update Facebook and Twitter pages so the age group is always informed about the credit union they are using. On Twitter, they should release the most updated information and benefits they offer. On Facebook, they should create a “fan page,” where Facebook users can “like” it. Other Facebook users will see that action on their “news feed,” clicking on the credit union fan page, “liking” it as well (word-of-mouth advertising). This makes the credit union aware and responsive to the age group. The use of blogs is also beneficial. What one says about the credit union (positive or negative) has an immense impact on others. What the credit union should not do is reach out through the use of newspapers or magazines. This age group does not have time to sit down and read. We like fast and easy. Social media is fast interaction between businesses and people. 

As a public relations (PR) major, I feel that social media is the best way to reach out to members because not only do I fall into that age group, but I too am constantly checking my Twitter and Facebook for promotions to my favorite clothing stores or internships around Baltimore. I can honestly say that I do not read newspapers as my father does. Not only is the world changing, but so is our form of communication. In PR jobs, they look for employees who are “social media savvy,” to reach out to the young age group. My generation is so powerful and technologically advanced that with an updated blog from Tumblr or tweet from Twitter, we can control other opinions, changing their perspective on a brand or business. What our peers and family members say affect our decisions. At school, everything is provided online such as lectures, textbook readings, and assignments. When my roommates and I hear something in the news, we automatically rely on Facebook and Twitter (social media) to further our knowledge and curiosity. 

Back then, the social media, Facebook used to be a fad, everybody wanted to get an account just to join in on the fun, but today, it is a revolution, all ages, demographics, and gender have it, for promotional and job related reasons. If Facebook was a country, it would rank number four in the world (according to Erik Qualman of the Socialnomics blog). With a click of a mouse, young adults can easily access information about the credit union. So why wouldn’t you use social media?
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Christa H., FRB FCU

Credit unions offer its members a great opportunity to save, spend, and borrow money more wisely, which is important to all members but especially to those members that are age 18-25.  This is because we are some of the newest members entering into the world of banking and finance.  Also, it is during this time that most of us are entering the work force for the first time, and are just beginning to have real funds with which to work.  Sadly, the commercial banks’ focus appears to be solely about making higher profits, so they tend to prey on us by charging us exorbitant ATM fees, overdraft protection fees, and transfer fees.

Therefore, there are four important ways that credit unions could best reach out to young adults (age 18-25), including:  1) offering totally free checking accounts with no or low fees, 2) discouraging lengthy loans and lending practices, 3) encouraging electronic payments over cash, and 4) building up savings through innovative spending strategies.  First, credit unions could best reach out to young adults, by offering totally free checking accounts with no ATM fees as well as fee forgiveness on a certain number of overdraft protection and transfer fees, since fees quickly eat away at the little money we have.

Secondly, credit unions could offer financial education to young adults on understanding personal credit, making loans payments on time (or even paying off loans completely, where possible), building wealth through saving with compound interest, understanding monthly statements, and even balancing checkbooks.  Perhaps YouTube videos could be posted thus lowering education costs.  Since, these young adults are infatuated with thoroughly using the latest technologies like Facebook, Twitter, and instant messaging on cell phones and iPhones, credit unions should look to utilizing these technologies and even newer technologies (as they evolve and mature) to educate them on and to promote sound savings, lending, and credit reporting issues.

Third, all of us young adults love to shop so we don’t need help in that area, however credit unions should look to provide us debit cards to allow us to do most of our shopping this way rather than with cash.  This step alone would allow us to carry much less money on us and lower the threat of our being attacked due to theft.  It would also allow us to better visualize how we are regularly spending our money when we receive our monthly statements.

Lastly, credit unions could best reach out to those members that are age 18-25 by encouraging savings.  It is estimated that other countries routinely save up to 40% of their annual incomes, while Americans generally save no more the 10% of their annual incomes, with those in the 18-25 year old age range saving only 3% of their annual incomes!  Anyone who truly understands finances knows that investing involves money and time.  Even though members who are age 18-25 don’t make as much as they will make in wages and salaries later in their lives, they generally have one commodity that older members don’t have, and that is time.  So, credit unions should offer and strongly encourage that these younger members open a savings account that is coupled with their totally free checking account (mentioned above), which would automatically save some of their money for them.  For example, they could have a savings account that has the change automatically deposited for every debit card transaction (calculated by rounding up to the nearest dollar), or they could have a savings account that has $1 automatically deposited for every debit card transaction.  Either way, this would jump start these young adults to begin saving their money.

In closing, if credit unions are serious about reaching out to those members that are age 18-25, they should offer totally free checking accounts while lowering or abolishing bank fees, discourage lengthy loans, encourage electronic payments rather than cash, and build savings through innovative spending/saving strategies.  Some credit unions, including my credit union offer some of these features, while other credit unions may offer other features.  My recommendation is that all credit unions should offer all of these features to encourage young people to see credit unions for the positive resource that they really are to each of us.  In time, this would no doubt help us young adults to see credit unions as our partner and not as our enemy to good finance, resulting in our avoiding payday loans, check cashing services, and other nefarious financial entities.  Thank you for your consideration.     
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“Young and Free”

Reaching out to the 18 to 25 year old members is great way to help solidify the future of credit unions in the Maryland/DC area. This targeted group is the next generation that will be needing banking services.  The 18 to 25 year old members will be purchasing cars and homes, getting married and entering the work force.  What a great time for young people discover the services offered by credit unions.  Traditional banks have had their troubles the last few years.  Fees are on the increase, customer service has suffered and credit unions have been seen as a flight to safety.  Interest rates offered at credit unions are lower for loans and credit cards and higher for deposits.  Credit unions are not-for-profit and owned by its members.  There are no stockholders to satisfy and fewer taxes to pay.  Profits are funneled back to the credit unions in the form of free services, higher interest on deposits and lower loan rates.  What an opportunist time to promote the services of credit unions to the 18 to 25 year old members and also to potential members.  

A great way to reach out to the 18 to 25 year old members would be to mirror what other regions in the country have already implemented.  Credit Unions in eight North America regions have a successful “Young and Free” program.  The program is open to the 18 to 25 year age group and is currently available in Mississippi, Alberta, Texas, South Carolina, Alabama, Tennessee, Ontario and St. Lewis.   The program offers special services to the targeted group and, in addition, each region sponsors a contest to select a spokesperson to represent the credit unions in that region.  The spokesperson serves for one year.  Members relate to a spokesperson in their age group and contact the spokesperson with credit union questions.  Social sites, such as “Facebook” are used to communicate.  Additionally, the spokesperson makes region-wide appearances to promote credit unions to current and potential members.  More information can be obtained from the www.youngfreehq.com web site.  Newsletters, visits to high schools and colleges and an ad campaign directed to the targeted group, could get the word out to members and at the same time attract new members.  Since the “Young and Free” program is working and successful elsewhere why not imitate a similar program for the Maryland/DC region.  Start-up ideas can be obtained by contacting some of the regions with the program and learn what has worked best for them.  Take notes of the successes and failures other regions have experienced. Additionally, current credit union members in the Maryland/DC targeted group could be contacted for their ideas.  Members will become much more excited about credit unions if they can become involved and be part of the decision making process.  Excite one member about the services of credit unions over traditional banking institutions and, through word-of-mouth, many others will be reached.  To further reach out, sponsor a pizza party and invite a sample of 18 to 25 year old members for a sit-down discussion on what credit unions offer and to allow the young people to express their views, perceptions and needs. 

As an 18-year old and freshman in college, I have learned a lot about credit unions by writing this essay.  Credit unions have a lot to offer.  I love pizza and hope to see a “Maryland/DC Young and Free Program” in the near future.
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Is There a Credit Union App for My I-Phone?

I am a high school senior, my iPhone 4G is my life.  Only because my mother insists, I hand write thank -you notes, even though my grandmother says she is fine with a text message, if the gift is under $20.   

The best way for my Credit Union to reach out to members 18 to 25 years old is to use our technology.  Credit Unions already know that we are learning how to be economically independent.  For most of us, our attitudes towards saving and spending have been molded by our parents.  I don’t need my Credit Union to teach me those lessons.
I have had a Credit Union savings account since I was young.   I've been pretty good about contributing birthday and Christmas checks and part of my summer lifeguarding paycheck.  The IRS used direct deposit to send my tax refund to my account.  I saved enough to open a Certificate of Deposit when my Credit Union offered a special deal for teenagers.  I just let it sit in my account and renew each year and accrue interest.  When I get the monthly statement in the mail, I rarely open it. When, I do, I am glad to see how much I have saved, but truthfully, I don’t track my withdrawals carefully.

I plan to attend a large state university this fall.  I’m both excited and nervous.  My parents are covering tuition and room and board.  I’m responsible for my personal expenses.   I have to buy a laptop computer, figure out the best deal on textbooks, and have some cash for food when the cafeteria is closed.  I am entering the real-life world of budgeting.  
As a young adult in college, I need help with planning and monitoring my expenses.  If my Credit Union wants my attention, they will have to text message or e-mail me, or have an App I can download to my I-Phone.   Don’t try to “friend” me on Facebook.    I would use a Credit Union App that helps me assign dollar amounts to expense categories (books, food, and gas) and continuously monitor expenditures.  I don’t want to log onto the Credit Union web site to look at my account. A monthly statement sent in the mail just doesn’t work for me. I want advanced notice on my spending habits.  Am I over-spent on food, do I have some money left in my textbook account?   
I hope to graduate college in 4 years, when I am 21 years old.  I’m sure my car will need to be replaced by then.  I will need information on the best way to finance an automobile.  What is the best rate I can get, how long should I finance.  It is unlikely I would walk into my Credit Union and discuss this with the customer service representative.   By then the I-Phone 10G might be my hand-held device.  Apps will be even more sophisticated and available.  I would hope there would be a Credit Union App that lets me make the best decision about financing and making monthly payments, and even pre-approve me for a loan.

I’m glad I became a Credit Union member as a child; I learned some financial discipline by putting a gift check in my savings account rather than cashing it.  It’s been more difficult as a teenager to save as much because I have to pay for gas, prom tickets, and fast food.  I need all the help I can get to stay on track in college with a closely watched budget for my hard-earned money.

$1,000 Scholarship Winner

Cassandra P., Market USA FCU

Credit Unions, as with other business, need to look towards the things that mean the most to people of this age bracket, technology such as social media, games, and music. Each of these areas is being used in new ways, causing many other advertising opportunities to become extinct.  

The iPod has become the new boom box; it is carried on almost everyone and pumps into his or her cerebellum for hours a day. Any deals that would increase their playlist without decreasing their bank accounts would capture their attention. The iPod has taken hold over the average drivers commute. They no longer need to pay outrageous money for satellite or HD radio nor are they confined to basic broadcasting. They are able to purchase a basic adapter for any car make/model and listen to their playlists, which can contain thousands of songs, for their entire commute. This is causing most radio advertising to play to deaf ears. 

Gaming systems, such as the XBOX and PS3 have expanded their reach as well. No longer do people have to pay for classes in this gym or that. Instead, they have a one-time charge of a video game to get a personalized in-home work out. In addition, these platforms have evolved to encompass steaming video sites, such as Netflix, which saves people thousands a year in movie and cable costs. This impact the televised commercials that now no one is watching. Many companies find a way to become associated with these platforms by way of free gaming weekends, or promoting new and upcoming games. 

Lastly, the every expanding world of social media, this is possibly the biggest impact on this age group. People who once used these platforms to simply stay connected with old friends are now utilizing these to their advantage. Facebook and Twitter are not only associated with college kids any longer. Entire families use these as a way to stay connected throughout the day. Many people have friends, family, and coworkers on their pages. With the multitude of available application downloads, many have access to these sites via their cell phones and check in throughout the day. Many businesses post their own profiles on these tools and offer sweepstakes for people to “like” their pages and random other deals for people that participate in their weekly trivia. 

Flexibility and adaptability are key factors when trying to reach the youngest demographic. Though many of the above-mentioned topics are mainstream today, their popularity in upcoming years still remains to be seen. A company of the future needs to understand that the days of advertising in only one outlet are gone. People are crossing boundaries at an accelerated rate and technology is a monster that knows no bounds.

$1,000 Scholarship Winner

Daniel R., Freedom FCU

Engaging young adults is one of the hardest things to do, simply because those who try rarely go the whole way necessary in order not only to engage them, but to keep them engaged.  For example, the age group least likely to vote in an election is the group aged 18 to 25.  People simply don’t know how to appeal to them.  The answer, however, is simple:  offer them something that they can do from the comfort of their technology.  This is why, in order to engage this age group, a credit union must utilize the Internet, among various outreach programs, as to go to young adults and pull them in.

Perhaps the best way to reach out to young adults in this generation is by the constant use of the various social networks.  The one advantage of the social network is that one can instantly send out information to thousands of people, all for free.  And not only does the information get out, it is viewed as more approachable and therefore more desirable by its intended audience.  This all boils down to one result:  it is more likely to be read.  This single fact is the most important of them all.  A credit union can send out as much information to as many people as it likes, yet, if it is not read, such was simply a giant waste of time.  If one cannot get to its audience, the message doesn’t matter one iota.

This is why Facebook is the best means of relating to today’s generation.  If a credit union has a profile on Facebook, it can use this as an outlet for all of its information.  It can also put up trivia and random facts as well as other miscellaneous fun tidbits, all designed to entertain “friends” and keep them coming back to check out what is new.  It is not enough to just have the profile.  There needs to be some draw which will keep constantly bringing people in to view it.  Short entertaining videos, quizzes, and quotes will keep people coming, wanting to see what the latest uploads are.

Interactive pages always bring in people, for, when online especially, people like having something to do.  Also, young people are often willing to do things for a few dollars.  For this reason it might be a good idea to have various contests and competitions once or twice a month with small little prizes of iTunes gift cards or cash.  This would keep bringing people back to the Facebook page or the website, and would pull young adults into further constant contact with the credit union.

On a different note, people between the ages of 18 and 25 are often just beginning to discover what it is to be on one’s own.  They are trying to figure out the various means of taking control of their lives.  This can often be daunting and overwhelming, especially with regards to taking care of one’s money.  By having designated individuals there to help introduce members to the ins and outs of independent banking and credit, credit unions can take away part of the confusion that new members experience.

To accomplish the same ends, credit unions could also have new membership classes, held once a month, which would show people how to properly take care of their money, as well as to explore the various ways of interacting with the credit union.  And here it comes full circle with the virtual components already proposed.  The credit union, either on its website or Facebook page, could post videos which could, at least in time, work in place of these classes.  In addition to being informative, these videos would be more accessible, and therefore more enticing, to new members.  

Technology is the face of the future.  To be able to capture the potential of the internet is to be able to have the ability to reach this generation as well as the generations to come.  For this reason, a credit union trying to reach members between the ages of 18 and 25 should put its resources into developing its presence on the Web.  By having an up to date website full of interactive content, as well as a well-padded Facebook page, the credit union will be able to better engage its young adults as well as thrive well into the future.
