Chapter 6

MARKETING
WITH PURPOSE



Many credit unions invest considerable time discussing marketing, yet relatively few begin by asking a more fundamental question:

What story are we trying to tell?

Marketing is often viewed as advertising, promotions, social media, or branding. While those activities are important, they represent only
the visible expression of something much larger. The strongest marketing strategies begin with a clear understanding of who the credit
union serves, what it stands for, and why its work matters within the community.

For small and mid-sized credit unions, marketing should never be about competing with larger institutions on advertising budgets.
It should be about communicating purpose, building trust, and demonstrating value in ways that resonate with the members and
communities they serve.
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What We're Seeing Across the Country

During strategic planning sessions, leadership teams
frequently express frustration that potential members do not
fully understand the credit union difference. Yet in many cases,
the challenge is not awareness alone. It is clarity.

Many organizations attempt to appeal to everyone, resulting in
marketing that feels generic and hard to distinguish from
that of banks or other financial institutions. At the same
time, communities continue to evolve. New residents,
younger consumers, immigrant families, entrepreneurs, and
underserved households often have little familiarity with the
cooperative model or how a credit union can help them achieve
their financial goals.

The organizations experiencing the strongest growth have
responded by becoming much more intentional. They clearly
define their target markets, build authentic community
relationships, and align their messaging with the needs and
aspirations of the people they hope to serve. Rather than
promoting products alone, they communicate purpose, impact,
and the value of membership.
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What Purpose-Driven Marketing Organizations Do Differently

The most effective credit union marketing strategies begin
long before an advertisement is created or a social media post
is published.

Successful organizations understand who they are trying to
reach and invest time learning what those members value,
what financial challenges they face, and how the credit
union can make a meaningful difference in their lives.
Their messaging reflects those insights consistently across
every member interaction.

These credit unions also recognize that marketing extends
far beyond the marketing department. Every employee,
every branch interaction, every community partnership,
and every lending decision contributes to the organization’s
reputation and brand.

Perhaps most importantly, they measure success by more
than impressions or website traffic. They evaluate whether
their marketing strengthens relationships, increases trust,
supports strategic growth, and relnforces the organization’s
mission within the community.
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Perspective

YCUP has had the privilege of partnering with HopeSouth Credit Union for many
years on strategic planning, field-of-membership expansion, and successful grant
development initiatives that have supported the credit union's continued growth
and community impact. Throughout that journey, we have watched HopeSouth
intentionally align its mission, strategy, member experience, and community
relationships to build a brand that reflects both its purpose and its values.

We have also collaborated with Bo McDonald and the team at Your Marketing
Company (YMC) on strategic planning engagements, growth initiatives, and credit
union transformation efforts across the country. Through that partnership, we have seen
firsthand how intentional marketing, authentic storytelling, and a clearly defined brand
strengthen both organizational performance and community impact.

One of the greatest benefits of working alongside both HopeSouth and YMC has been
observing that meaningful growth rarely begins with a marketing campaign. It begins
with leadership teams that clearly understand who they serve, why they exist, and how
every member interaction reinforces the organization's promise to its community.
The strongest brands are built by aligning strategy, culture, member experience, and
community engagement around a common purpose.

The accomplishments highlighted in this chapter belong to the leadership team at
HopeSouth Credit Union and to the many credit unions that have embraced YMC's
philosophy of purpose-driven marketing. We invited Bo to contribute to this playbook
because his work reinforces an important lesson we have consistently observed
throughout our consulting engagements: effective marketing is not about creating a
better advertisement. It is about building an organization that consistently delivers on
its promise to its members and communities.




Case Study: HopeSouth CU $38 million
HopeSouth Credit Union

demonstrates an important
lesson for small and eso uth
mid-tier credit unions.

Sustainable growth s Credlt union
rarely created through
marketing campaigns alone. Growth happens when a
credit union clearly understands its identity, consistently
communicates its purpose, and builds authentic trust within
the communities it serves.

Located in one of the most economically challenged regions in
the country, HopeSouth Credit Union has intentionally positioned
itself as more than a financial institution.

The credit union has built its strategy around financial inclusion,
community presence, and relationship-based service for
working-class and underserved households. Rather than
competing directly with larger financial institutions in terms of
size or advertising budgets, HopeSouth focused on becoming
deeply connected to the people and communities it was
created to serve.

Like many small credit unions, HopeSouth faced familiar
industry pressures. Competition for loans and deposits
continued to increase. Member expectations evolved rapidly.

Digital marketing became more crowded and expensive. At the
same time, many consumers had little understanding of what
made a credit union different from a bank or fintech provider.

The organization recognized that simply promoting products,
rates, or convenience would not create meaningful
differentiation. Members needed to understand not only what
the credit union offered, but why it existed and how it could
improve their financial lives.

This led to a more intentional approach centered around
storytelling, visibility, and community connection. Rather than
relying primarily on traditional advertising, HopeSouth focused

YOUR CREDIT UNION PARTNER PLAYBOOK 2026 & 2027

on highlighting real member experiences, local partnerships,
financial empowerment, and the credit union’s unique role in
the community. Marketing became less about transactions
and more about relationships, trust, and belonging.

Importantly, the messaging reflected the realities of the people
the credit union serves. HopeSouth intentionally positioned
itself as approachable, community-centered, and mission-
driven. Its communication strategy aligned closely with the
broader work the credit union was already doing in community
development, financial education, and outreach.

This consistency mattered.

Members increasingly saw the credit union not simply as a
place to conduct transactions, but as a trusted local organization
invested in the long-term well-being of the community.
The result was stronger engagement, deeper relationships,
improved visibility, and greater alignment between the credit
union’s mission and its growth strategy.

2025 HOPESOUTH CU PEER PERCENTILES

® ©® O @

LOAN GROWTH MEMBER GROWTH AVERAGE LOAN YIELD
PERCENTILE PERCENTILE PERCENTILE PERCENTILE

WITH ONLY 10 EMPLOYEES,

8&% HCU DEMONSTRATES HOW INTENTIONAL
AND PROFESSIONAL MARKETING SUPPORTS

PROFITABLE, ORGANIC GROWTH.
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Alignment in Action

HopeSouth's growth strategy extends beyond awareness
and community visibility. The credit union has also
demonstrated how small operational and marketing
adjustments can produce meaningful results when they are
aligned around member needs. One example involved the
credit union’s Visa Credit Card program. The card itself
offered a competitive rate, but early marketing efforts focused
primarily on the product and its features. The campaign
highlighted the card's 10% APR and positioned the offer

around the rate itself.

While the product was strong, the message remained
transactional.

After reviewing performance, the creative approach shifted.
Instead of leading with the rate, the campaign focused on a

frustration many members experience:
“l just need to pay more..."

“..alower rate.”
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It your credit card balance
barely moves,
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and start seeing proaress.
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Transfer your
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The product did not change. The rate did not change.
Only the message changed.

The revised campaign acknowledged a reality facing many
consumers. They were making monthly payments but felt
little progress was being made due to high interest rates and
revolving balances. Rather than promoting a product feature,
the campaign spoke directly to a financial challenge members
were already experiencing.

The results were meaningful. After a period of little to no
growth in credit card production, the credit union began
generating new card relationships as members responded
to a message that reflected their circumstances rather than
simply advertising a rate.

The lesson extends well beyond credit cards. HopeSouth has
seen similar results through community-centered storytelling,
mission-driven communication, and intentional audience
targeting. During one recent 30-day period, the credit
union generated 34 new members and more than $354,000
in new loans tied directly to those new relationships.

Perhaps more importantly, leadership continues to evaluate
operational processes that influence growth. By identifying
friction points, improving follow-up opportunities, and aligning
marketing with member experience, the credit union has
created a more effective growth system.

Marketing did not create HopeSouth's growth. Alignment
created HopeSouth's growth. Marketing simply helped
identify opportunities, communicate value more effectively,
and remove barriers that were preventing growth.
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YCUP has had the opportunity to observe firsthand HopeSouth's
intentional partnership with YMC and the strategic discipline
behind the credit union’s growth efforts. Through professional
marketing, targeted outreach, and strong alignment among
lending, mission, and member engagement, HopeSouth has
achieved extraordinary growth in members and loans while
strengthening long-term financial sustainability.

Importantly, the credit union has used this growth not simply
to improve performance metrics, but to better tell the story of
the members and communities it serves. That clarity of mission
and intentional community focus helped position HopeSouth as
South Carolina's first CDFI-certified credit union and contributed
to its remarkable history of CDFI grant and award success.

HopeSouth's experience also reinforces an important strategic
reality for small credit unions. Effective marketing is not about
appearing larger than you are.

It is about clearly communicating who you are, why you matter,
and how you create value for the communities you serve.

Many smaller institutions already possess the qualities consumers
are searching for:

« Authenticity « Local Relationships

» Accessibility « Community Trust

The challenge is not whether those strengths exist. The challenge
is whether the organization communicates them consistently
and intentionally.

HopeSouth Credit Union demonstrates how mission, storytelling,
and community identity can become powerful drivers of long-term
relevance and growth.

HOPESOUTH FCU CDFI GRANT AWARDS

Year Program Award Amount
&) 2024 CDFI-TA $300,000
2022 CDFI-ERP $500,000 A
2021 CDFI-TA $125,000 Total CDFI
&) 2021 CDFI-RRP $1,826,265 Grants Awarded
2018 CDFI-FA $500,000 $3.35M+
B 2013 CDFI-TA $99,995
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Professional Insights: Perspective from Bo
McDonald, CEO, Your Marketing Company (YMC)

For many small and mid-tier credit unions, marketing has
historically been viewed as a support function primarily
focused on advertising, promotions, or community events.
In today’s environment, that approach is no longer enough.
Marketing is increasingly connected to growth, relevance,
member engagement, and long-term sustainability.

Consumers now evaluate financial institutions differently
than they did even a few years ago. Members are exposed
to constant digital advertising, national financial brands,
fintech platforms, and highly personalized online experiences.
In this environment, generic messaging disappears quickly.
Small credit unions cannot compete by simply spending
more money on advertising. They must compete by creating
stronger and more authentic connections.

The most effective marketing strategies begin with clarity.
Credit unions must understand whom they serve, what challenges
those members face, and why the organization matters
within the community. Institutions that attempt to market to
everyone often struggle to create meaningful differentiation.
The organizations building stronger momentum are usually the
ones willing to define their identity more intentionally.

Authenticity matters more than polished corporate messaging.

Consumers, particularly younger households and underserved
communities, are increasingly drawn toward organizations
that feel approachable, trustworthy, and human. Credit unions
possess a natural advantage in this area because they
were originally built around relationships, service, and local
connection. However, many institutions fail to communicate
those strengths effectively or consistently.

Strong marketing is not created solely through logos, taglines,
or advertising campaigns. It is reinforced through the full
member experience. Every interaction contributes to the
organization’s brand, including:
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« How staff engage with members

« How financial education is delivered

« How the credit union appears within the community

« Whether members feel welcomed, understood, and valued.

This is especially important for credit unions serving working-
class households, underserved communities, immigrant
populations, and rural markets. These members often respond
more strongly to organizations that demonstrate empathy,
accessibility, and genuine community commitment than to
highly polished corporate advertising. Modern marketing also
extends well beyond member acquisition.
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Sustainable growth occurs when marketing supports
onboarding, relationship development, product usage, financial
education, and long-term engagement. High-performing
organizations align marketing directly with strategic planning,
operational priorities, and community development efforts.

For small credit unions, relevance can no longer be taken for
granted. It must be built intentionally through visibility,
consistency, trust, and authentic community connection.

Marketing is no longer simply about promoting products.
It is about communicating purpose in a way that strengthens
relationships and supports long-term organizational growth.

HopeSouth is far from an isolated example. Through YCUP's
work with small and mid-tier credit unions across the country,
we continue to see a consistent pattern among many of
YMC's clients: intentional, professional marketing aligned with
strategy can produce meaningful organic growth, stronger
revenue performance, and deeper member engagement.

Chapter 6: Strategic Questions for Leadership Teams

YOUR

Who are we uniquely positioned to serve, and does our
marketing clearly communicate that?

Would someone unfamiliar with credit unions understand
our purpose after interacting with our organization?

How effectively are we building trust and relationships
within the communities we hope to serve?

Are we promoting prod 5, Or are we communicating the
value and impact of membership?
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For YCUP, these institutions provide important real-world
validation that effective marketing is not reserved for large
financial institutions with massive budgets. When approached
strategically and consistently, professional marketing is
both attainable and highly impactful for small credit unions.
Purpose-driven organizations understand that marketing is
not simply about visibility. It is about clearly defining who
the credit union serves, communicating value effectively,
and building long-term relevance within the communities
that matter most.

Key Takeaways

« Marketing is the outward expression of your mission and culture.

« Authentic relationships are more valuable than advertising alone.

« Purpose-driven organizations build stronger brands and
stronger communities.

» Every employee contributes to the member experience and
organizational reputation.

« Growth is strengthened when marketing reflects genuine
community needs.

Looking Ahead

Purpose-driven marketing naturally raises a broader question:
how does a credit union ensure that its mission extends beyond
messaging and becomes part of its business strategy? The
next chapter explores how community development, financial
inclusion, and mission-focused initiatives create lasting value for
both members and the organization.

Sources

« CDF| Awards Database
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