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Kickstarting Your Credit Union’s CRM Journey:
A Comprehensive Guide

Why CRM is a Strategic Priority for Credit Unions

Credit unions have always stood apart by putting people over profit. But as member needs
evolve and service channels multiply, maintaining that level of personal connection across
the organization has become increasingly complex.

This is where CRM comes in—not as another system to manage, but as a foundational
strategy to unify teams, streamline operations, and strengthen every member interaction.

A modern CRM helps your credit union bring member data, touchpoints, and workflows
together in one place—creating visibility where it didn’t exist before. It allows marketing to
deliver timely, relevant outreach. It gives lending teams tools to manage pipelines and
follow up with confidence. It helps frontline staff see the full picture when a member calls,
clicks, or walks into a branch. And it gives leadership the insight to make more informed
decisions.

This guide is desighed to help you start—or restart—the internal conversations needed to
evaluate CRM as a strategic initiative. You’ll find practical guidance on:

e What questions to ask across departments

e Who should be part of the CRM conversation

¢ How to map your member journeys and system dependencies
e What pitfalls to avoid in vendor selection

e Howto build a business case and get an internal buy-in

It’s vendor-neutral by design, but it reflects what credit unions have learned the hard way:
the most effective CRM solutions are those built for your industry, delivered by a partner
who understands your world, and capable of driving results without years of customization
or third-party workarounds.

This isn’t just about software—it’s about setting your credit union up to serve members
more intelligently, more personally, and more effectively at every step.



Section 1: Kickstarting the Conversation - What Questions to Ask

Before you evaluate CRM solutions, it’s important to pause and reflect: where can a
smarter approach to data, workflow, and member engagement truly move the needle? Use
these prompts to align cross-functional teams and uncover where transformation is
needed most:

e What are our biggest pain points in serving or growing member relationships today?
e Where are we duplicating effort or working across disconnected systems?
e Which teams rely most on member data—and how do they access it now?
e How are we handling onboarding, service, marketing, and lending follow-ups today?

o Whatwould it look like if we could deliver the “next best offer” to every member
proactively?

The goalisn’t just to buy software- it’s to build a connected, proactive, and personalized
member experience. These conversations help you uncover the gaps that CRM can close—
and set a foundation for lasting impact.

Section 2: Mapping the Member Journey

Before evaluating CRM functionality, it’s critical to understand how your members move
through their financial relationship with the credit union. Mapping out key member
journeys helps you identify experience gaps, redundant steps, and moments where a CRM
can add real value.

Here are a few example journeys to start with:

e New Member Onboarding:
A member opens an account online but never sets up digital banking or funds the
account. Does anyone follow up? A CRM can trigger automated welcome emails,
flag incomplete onboarding, and assign outreach to a branch or contact center rep.

e Auto Loan Application:
A member applies for a car loan through your website. They get conditional approval
but fall out of the process. Is the lending team notified? Does the CRM track pipeline
status and automate reminders to complete documents?



e Credit Card Cross-Sell: A loyal member has a checking account and auto loan but
no credit card. Has marketing been alerted? Can the system recommend a credit
card based on credit data, demographics, or spending patterns?

o Digital Channel Enrollment: A new member joins in-branch but never downloads
the mobile app. Can your CRM detect that gap and prompt a personalized push or
follow-up call to help them get started?

e Service Issue Resolution: A member calls about a disputed charge, chats online
later, then walks into a branch. Do your teams know it’s the same member and see
the interaction history? A CRM should unify those touchpoints and streamline
follow-up.

¢ At-Risk Member Retention: A member hasn’t logged in, made a deposit, or used
their card in 90 days. Can your CRM flag disengagement early, segmentthem into a
“save” campaign, and route outreach to a frontline employee?

As you map each journey, note every touchpoint—branch visits, contact center calls,
mobile app activity, emails, form submissions, etc.—and the systems involved (core, LOS,
OLB, marketing tools, ticketing systems). This helps expose where handoffs break down,
where visibility is limited, and where CRM-driven automation or visibility could improve
both the member and staff experience.

Section 3: Understanding Your Systems & Gaps

Before selecting any CRM platform, it’s essential to understand the current state of your
technology ecosystem and how information flows across departments and member
touchpoints.

A CRM is only as valuable as the data it can access—and in most credit unions, that data
lives in multiple systems that don’t always talk to each other. Mapping your ecosystem will
help uncover the integration gaps, data silos, and process friction that a CRM needs to
address.



Step 1: Inventory the Systems That Touch Member Data

Start by building a system map. For each area of your credit union, list the platforms that

store or process member information. Examples include:

Core System: The source of truth for accounts, balances, transactions, and
member IDs (e.g., Symitar, DNA, Keystone)

Loan Origination System (LOS): Manages loan applications, underwriting, and
approvals

Online/Mobile Banking (OLB): Where digital engagement happens—logins, alerts,
transfers, bill pay

Card Management System: Tracks card activity, limits, fraud flags, and rewards

Call Center System: Often a separate telephony or ticketing platform used by MSRs
and agents

Marketing Automation Platform: Used to send emails/texts and track engagement
(e.g., Mailchimp, HubSpot, Salesforce Marketing Cloud)

Spreadsheets and Access Databases: Still widely used by teams for lead lists,
referrals, or tracking outreach

In-Branch Tools: Lobby management, appointment scheduling, tablet-based
forms, teller systems

Step 2: Identify Where These Systems Don’t Connect

Most credit unions struggle with data silos—key info is trapped in systems that don’t sync

in real-time or at all.

Examples:

A loan officer approves a mortgage in the LOS, but marketing doesn’t know the
member is a homeowner—so they still receive a first-time homebuyer campaign.

A member enrolls in digital banking, but the call center can’t see that, and re-sends
outdated instructions.

A teller enters a member request in the core, but there’s no visibility into the ticket
for follow-up staff.



e A marketing team builds a campaign list based on account data from the core, but
has to manually export and clean it each time because it doesn’t sync with their
email platform.

These disconnected experiences create manual work, missed opportunities, and
frustration for staff and members alike. CRM should solve that—but only if it integrates
natively with these systems.

Step 3: Prioritize Integrations That Will Deliver the Most Value

You don’t need to integrate everything on day one—but the integrations you do prioritize
should unlock meaningful value, eliminate manual work, and deliver immediate visibility to
your teams. This is where CRM can shift from “just another system” to the central nervous
system of your member experience.

Start by identifying the critical systems your staff use every day to serve, engage, and grow
member relationships—and make sure those are connected from the beginning.

Examples of high-value integrations:

¢ Core System: For real-time access to account balances, product holdings, contact
information, and transaction history—without needing to switch systems.
Why it matters: This turns your CRM into a true Member 360 platform. MSRs can
instantly see what products a member has, how they’re using them, and what might
come next.

e LOS: Surface loan pipeline activity directly in CRM so frontline staff and lending
teams can track progress, follow up, and stay aligned.
Example: When a member submits a loan app, your CRM can trigger timely follow-
ups, gather missing documents, or notify the team when the loan is funded.

o Digital Banking: Pull in behavioral signals like logins, feature adoption, mobile
usage, or transaction patterns to drive personalized outreach.
Why it matters: If a member hasn’t logged into online banking in 30 days or never
set up bill pay, your CRM can flag them for outreach or drop them into a re-
engagement campaig

¢ Cards: Segment members based on spend, transaction types, or engagement—
then trigger offers or education to increase usage or retention.
Example: If a member has a credit card but rarely uses it, your CRM can trigger a
rewards reminder campaign or suggest a balance transfer.Marketing Platform: So



you can build smart segments and automate multi-channel journeys triggered by
real events (e.g., opened a new account, submitted a loan app)

o Telephony or Call Center Software: Allow inbound member calls to “screen pop”
with member info, recent interactions, open cases, and next best actions—before
the callis even answered.

Result: Reduced average handle time, better service quality, and a more
empowered frontline team.

A strong CRM vendor should offer pre-built connectors or robust APIs to make these
integrations straightforward. If they don’t:

¢ Expect custom development costs
e Prepare for longer implementation timelines

o Anticipate limited functionality (e.g., batch uploads instead of real-time sync)

Pro Tip: Ask vendors to demonstrate how their integrations work—not just if they exist.
Seeing a real-time core balance lookup or a triggered follow-up from the LOS tells you more
than any spec sheet. AVOID doing business with those that require 3 party integrations
and “packages” to fill the gaps. What begins as a single CRM purchase turns into a web of
contracts and dependencies. You’ve got the vendor, the implementation partner, and
maybe even a middleware provider to handle integrations with your core, LOS, or digital
banking platform that the implementation partner did not have available. That’s three
separate entities trying to work in sync on one of the most important systems in your
member engagement stack. When something breaks—or worse, when something doesn’t
get built—who owns it? Who fixes it? Who’s accountable? Fingers get pointed and things
grind to a halt.

It gets more concerning when you step back and realize that these platforms often weren’t
even designed for financial institutions to begin with. They serve broad industries—
healthcare, manufacturing, pharma, higher ed—and credit unions are just one slice of the
pie. So, when a multinational corporation like Johnson & Johnson is also on the platform,
whose roadmap gets prioritized? Who gets the engineering resources? Spoiler: it’s not your
credit union with a 5-person IT team and no dedicated developers.



Step 4: Expose Manual Workarounds That Drain Time

Where are your teams cutting and pasting between systems? Emailing spreadsheets?
Calling other departments for updates?

Real-world examples:

¢ Branch employees enter onboarding data into one system, then re-key the same info
into a separate referral tracker

¢ Marketing builds campaign audiences by exporting core data, importing into Excel,
filtering, then uploading to email software

¢ Lending managers manually pull pipeline reports each week to update leadership
o Contact center reps flip between 4+ screens to answer a basic member inquiry

These inefficiencies not only drain time—they also introduce errors and make it hard to
scale. A CRM should become the hub that surfaces relevant data and automates routine
steps, not another spoke in the wheel.

Step 5: Define Your Integration Philosophy

When it comes to integrating systems with your CRM, there’s no one-size-fits-all approach.
Some connections will need real-time, bi-directional data sync, while others might only
require nightly batch updates. The key is to define your integration philosophy early—
before you evaluate CRM platforms—so you can prioritize what matters most and avoid
unnecessary complexity (or surprises post-purchase).

Here’s what to consider:
What Data Needs to Flow into the CRM Automatically?

Not all data is equally valuable—or equally urgent. But for your CRM to power intelligent
engagement, it needs timely and accurate access to key member data.

You should determine:

e What datais needed to build a 360° member profile?
(e.g., account balances, products held, loan applications, contact history)

e What data is required for key workflows or campaigns to run smoothly?
(e.g., marketing triggers based on digital banking logins or loan status changes)



What does staff need at the point of contact to serve a member effectively?
(e.g., open tickets, pre-approvals, last interaction notes)

Examples of must-have automated data feeds:

New account or member creation from the core

Loan application submission and status updates from LOS

Contact center interactions and case history

Marketing engagement data (email opens, link clicks, unsubscribes)

Digital banking logins, inactivity flags, device type

Without this data flowing automatically into CRM, you risk stale insights, broken workflows,
and frustrated staff.

What Needs to Update in Real-Time vs. Batch?

Some data loses value if it’s delayed. Other data is fine updating once a day.

Your integration philosophy should answer:

What decisions or actions require real-time information?

Where is it acceptable—or more efficient—to rely on scheduled batch updates?

Real-time examples:

A teller pulls up a member profile and needs to see up-to-the-minute account
balances

A service rep answers a call and needs to see the current status of a loan app

A member clicks a link in an email and should immediately be dropped from that
campaign and added to a new one

A payment is made and needs to instantly update an open collections or servicing
case



Batch examples (daily/nightly):

Historical transaction history
Email open/click data synced from your marketing platform
Monthly FICO score updates or external data refreshes

Deep analytics synced for reporting purposes

Understanding this distinction helps you prioritize which integrations require robust APIs or
streaming data—and which can be handled with batch ETLs, SFTP drops, or middleware

jobs.

Which Systems Remain the “System of Record”?

Just because the CRM centralizes data doesn’t mean it becomes the master system. You’ll
want to determine:

Where is the “truth” stored for each type of data?
For example, your core system is the system of record for account balances and
transactions. The CRM may display this data but shouldn’t be the source of truth.

Where does data entry originate, and where should edits be made?
If a member’s phone number is updated in the CRM, should it sync back to the
core? Is that allowed? Or should core updates only flow one-way?

Typical scenarios:

Core = system of record for account data
LOS = system of record for loan applications

CRM = system of record for notes, follow-up tasks, marketing segments, service
tickets

Clarifying this avoids data integrity issues, duplicate records, and confusion down the line.

Expose Manual Workarounds That Drain Time

Where are your teams cutting and pasting between systems? Emailing spreadsheets?

Calling other departments for updates?



Real-world examples:

Branch employees enter onboarding data into one system, then re-key the same info
into a separate referral tracker

Marketing builds campaign audiences by exporting core data, importing into Excel,
filtering, then uploading to email software

Lending managers manually pull pipeline reports each week to update leadership

Contact center reps flip between 4+ screens to answer a basic member inquiry

These inefficiencies not only drain time—they also introduce errors and make it hard to

scale. A CRM should become the hub that surfaces relevant data and automates routine

steps, not another spoke in the wheel.

Who Owns Each Integration—and What Happens When Something Breaks?

CRM integrations are not “set it and forget it.” Things change: APIs fail, fields get renamed,
vendors update their systems.

You need to define:

Who owns each integration (vendor, your IT team, third-party partner)?
Who monitors them for errors or latency?

What’s the SLA if something fails—especially for mission-critical data?
How quickly can issues be diagnosed and resolved?

Do you have sandbox/test environments to validate changes before pushing to
production?

If you rely on third-party implementation partners, accountability can become fuzzy when

something breaks. The vendor may say, “That’s a partner-built integration—we don’t
supportit.” That’s why your integration strategy should heavily weigh direct vendor-
delivered integrations and support. - Advice is to avoid CRM providers that operate in this
model of partner implementations and bolt on packages.

Pro tip: Ask vendors early in your evaluation:

What integrations do you offer natively, out of the box?

Which ones require custom builds or middleware?



e What happens if one fails—who do | call?

¢ Why doyou require additional packages instead of OOTB?

Pro Tip: Your CRM is only as powerful as the data it can access. Defining clear integration
priorities, setting expectations around data flow, and establishing ownership for each
connection isn’tjust a technical exercise—it’s what enables the CRM to deliver
meaningful, connected experiences.

This isn’t backend plumbing. It’s a strategic foundation. Get it right, and your teams gain
real-time visibility, automation, and insight. Get it wrong, and you risk siloed systems,
frustrated staff, and missed opportunities to serve your members better.

The most successful credit unions treat integration as an essential part of CRM planning—
not an afterthought. They prioritize systems that eliminate swivel-chair operations, surface
the right context at the right time, and ensure that every team is working from a shared view
of the member. That’s what turns a CRM from a tool into a true engine for growth and
service.

Section 7: How to Pitch CRM Internally

Getting buy-in for a CRM isn’t just about features—it’s about framing the initiative as a
strategic enabler that touches every part of the credit union. Leadership teams care about
outcomes: growth, efficiency, member satisfaction, and risk reduction. A well-positioned
CRM conversation should show how the platform supports those goals across
departments, not just marketing or IT. The more clearly you can connect CRM to the credit
union’s mission and metrics, the more traction you’ll gain.

To make the case to leadership, connect CRM to strategic outcomes:
* Improve member retention

* Increase product-per-member

* Reduce onboarding and service friction

* Enable proactive, personalized outreach

¢ Unify teams around the member

Pro Tip: Emphasize that CRM is not just a marketing or IT tool—it’s infrastructure for growth



Section 8: Sample Use Cases To Share With Executive Team

A modern CRM platform isn’t just a tool—it’s a strategic asset that touches nearly every
corner of the credit union. From onboarding and lending to marketing and service, the right
CRM can orchestrate member journeys, eliminate silos, and empower staff with real-time
insights that drive better decisions and stronger relationships.

The use cases below highlight how a purpose-built CRM translates into measurable
outcomes: more efficient operations, deeper member engagement, and greater lifetime
value. These aren’t future-state concepts—they’re real capabilities credit unions are
deploying today to compete and grow in a digital-first world.

Onboarding

Automate a multi-step onboarding journey the moment a new member joins. Trigger timely
emails, SMS reminders, or outbound calls that welcome them, guide them through digital
banking enrollment, and introduce relevant products—without relying on manual tracking.

Lending

Give your team full visibility into the lending pipeline, from application to funding. Track
pre-approvals, automate follow-ups, and manage referrals across branches or
departments—all while capturing notes, documents, and activity history in one place.

Member Service

Equip your frontline staff with everything they need at the moment of contact. See the full
interaction history, open service tickets, and current product holdings in a single view—so
members never have to repeat themselves and issues get resolved faster.

Marketing

Build dynamic segments using real-time behavioral and product data. Launch automated
campaigns that are timely, personalized, and relevant—whether it’s promoting a new
HELOC to homeowners or sending reminders for members nearing CD maturity.

Retention

Proactively identify members at risk of attrition using key signals—low balances, digital
inactivity, or declining engagement. Assign follow-up tasks, personalize outreach, and run
save campaigns designed to re-engage and retain high-value relationships.



Section 9: The CRM Evaluation Checklist

Once internal alignment starts to take shape, it’s time to evaluate vendors. But before
diving into demos and pricing sheets, it’s critical to step back and ensure your team is
aligned on what matters most. The checklist below isn’t just a procurement tool—it’s a
strategic filter to help you separate what sounds good in a sales pitch from what will deliver

long-term value. Use it to guide internal discussions, compare platforms, and hold vendors

accountable to your credit union’s specific needs.

Do we have a clear business case? Expect questions like - What problems are we
solving—and how will we measure success? Your goals might include increasing
product penetration, improving service SLAs, or reducing member attrition. Align on
these early.

Have we mapped key member journeys? Understanding the touchpoints, friction,
and data handoffs in onboarding, lending, service, and retention will help you
evaluate whether a CRM is truly fit for purpose.

Are all departments aligned on goals? CRM isn’t a marketing or IT tool—it affects
service, lending, operations, and leadership. Ensure buy-in from each function
before moving forward.

Do we have leadership sponsorship? Executive support turns a CRM project from
“optionaltech” into a core strategic initiative. Identify your internal champion early.

Are we considering total cost (not just licensing)? Look beyond price per user. Factor
in implementation, integration, support, training, third-party tools, and long-term
ownership costs.

Does the vendor provide native CU workflows? Avoid platforms that require heavy
customization or third-party “credit union packages” to function. Pre-built, CU-
specific journeys will accelerate your time-to-value.

Who handles implementation—vendor or partner? Partner-led models can lead to
inconsistent results and limited accountability. Direct delivery by the vendor
reduces risk and ensures better alignment.

Are integrations included or custom-built? Ask for specifics: Are connectors to your
core, LOS, and OLB out-of-the-box or billable add-ons? Can they demonstrate real-
world success with your tech stack?



¢ Canwe pilot or phase deployment? A phased rollout—by department, branch, or
region—lets you prove value, gather feedback, and build internal momentum before
scaling.

Section 10: Final Thoughts

CRMisn’t a one-time project—it’s a long-term strategy to align your people, processes, and
technology around the member. Done right, it becomes the connective tissue that links
your teams, unifies your data, and enables your credit union to deliver consistent,
proactive, and personalized experiences at scale.

The right solution will do more than consolidate systems—it will elevate every interaction.
It will help your teams anticipate needs instead of reacting to them. It will reduce silos,
automate what should be automated, and empower your staff with the insights they need
to serve members more intelligently.

But transformation doesn’t start with software. It starts with clarity—about your member
journeys, your internal gaps, and the outcomes you want to achieve. This guide was built to
help you structure that conversation and give your teams the tools to lead it with purpose.

If you walk away with one takeaway, let it be this: CRM is not a line item in your budget—it’s
infrastructure for growth. It’s how credit unions compete, differentiate, and most
importantly, stay true to their mission of people helping people.



