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WHO & WHY
Know your 
audience & 
experience

WHEN
Discover 
when they 
are receptive

HOW & WHATMake it real

Boosting Member 
Engagement



Playing “Guess WHO?” 
particularly in digital is risky & costly.
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Know your 
audience & 
experience



“Guess Know WHO & WHY?” 
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Know your 
audience & 
experience

Leveraged existing internal data Behavioral segmentation survey of ~3k CU 
members

Consumer financial motivations studyQuantitative lending consumer experience & 
preferences research

I have no one 
else's income 

but my own to 
rely on. 

Meh. I just don’t 
trust or need 

those options.

Financial 
decisions and 

insurance make 
my head spin.

I don’t want my 
wife & kids to be 
burdened with 

debt.

I’m good taking 
risks and nothing is 

going to me 
happen anyway.

Anything I can 
do to protect 

myself from the 
unknown is good.



Who elects payment protection?
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The most significant differences between 
borrowing members who elect (credit insurance or 
debt protection) and those who don’t are markers 

of financial resiliency.

Electing PP 
Borrowing 
Members 

Non-Electing 
Borrowing 
Members 
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45
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40
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64
%

35
%

MALE FEMALE CHILDREN 
PRESENT IN HH

HIGH SCHOOL 
TO SOME 
COLLEGE

COLLEGE TO 
GRAD SCHOOL

TruStage & Epsilon Consumer Research 2023
TruStage purchase data 6.1.2017 - 5.31.2022
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Leveraged existing internal data



59%

35%

31%

34%

10%

28%

1%

3%

Recently
Obtained

Loan

Looking
for New

Loan

Through the car dealership Directly from a 
financial institution

Online from a 
financial institution Other

Base: 382

Base: 296

What consumers SAY they will do, isn’t always 
what the actually do.
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Quantitative lending consumer experience & 
preferences research

Consumer Lending 
Preferences Study
WHAT do consumers 
experience, expect 
and prefer?
March 2023 - Study of over 1k 
consumers

 Age 25-75

 Make the main decision or 
share decision in loan 
decision making

 Obtained an auto, 
personal, or home equity 
loan in the past 12 months 
- OR -looking / planning to 
get in the next 6 -12 
months



Perceptions of getting a loan online vs. in person

Base 2023 (Total qualified) 1,121

Answers all the questions you may have

Provides the best customer service

Provides the most accurate information

Can fully complete from beginning to end

Can get the best loan type for your needs

Provides information on insurance options

Is the easiest to meet your needs

Is the fastest way to get a loan

Allows you to get the best loan rates

Saves information to easily update and change options

Is the best way to compare options

57%

55%

36%

35%

33%

32%

32%
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31%
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39%
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52%

35%

36%

13%

13%

19%

20%

19%

20%

29%

37%

22%

42%

42%

Better in person Equally good Better online directly

Members have different perceptions about what is better done in person 
online and often believe either is equally good when obtaining a loan.
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Quantitative lending consumer experience & 
preferences research



8 in 10 consumers have one or more concerns about ability to make their 
loan payment.
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Concern with ability to make a loan payment Top 2 Total

Unexpected expenses that come up 58%

Concern of car repair costs being too high 50%

Life event/change in household 44%

Concern about getting sick or injured & unable to make payments 41%

Concern about a market crash and losing value in investments 37%

Concern about dying and leaving debt to others 33%

Concern about vehicle losing value (depreciation) 32%

Concern of theft or car damage and the impact to car value 31%

Concern of theft or car damage & impact to make loan payments 31%

Concern about losing a job 31%

Concern of natural disaster costs (e.g., flooding, storm damage) 27%

20%

17%

12%

13%

12%

11%

9%

9%

10%

12%

9%

37%

33%

32%

28%

24%

22%

23%

23%

21%

19%

19%

21%

22%

25%

21%

23%

21%

24%

23%

23%

22%

24%

13%

15%

19%

23%

20%

22%

23%

24%

25%

22%

27%

8%

13%

11%

15%

20%

25%

20%

21%

21%
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22%

Very 
concerned

Somewhat 
concerned Neutral Not very 

concerned
Not at all 

concerned

Base 2023 (Total qualified)  n=1121

TruStage & Epsilon Research, 2023 Consumer Lending Preferences Survey, March 2023

Quantitative lending consumer experience & 
preferences research



Reasons for focusing on ‘monthly payment amount’ 2023
Base (total qualified who selected ‘monthly payment amount’) 575

It is easier to know if I can handle the monthly payment 58%

Most of my bills and payments are monthly so keeps it easier to track 41%

Is just habit of how I look at expenses (on a monthly basis) 28%

I know what monthly amount I can afford, but don’t know the total 
amount I can afford 28%

To keep my monthly payment amounts similar to what I currently pay 
now 26%

Has the biggest impact on my day to day 27%

Can think of other things to reduce costs on a monthly basis so it 
balances out 16%

Other 1%

Monthly payment is a key decision factor due to fit with how most consumers 
conduct their day-to-day lives.
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Quantitative lending consumer experience & 
preferences research



8 in 10
consumers have 

concerns about the 
ability to make their 

loan payment

6 in 10
consumers would 
be interested in 

payment protection 
if made aware

50%
of consumers didn’t recall being offered 

protection during a recent loan

Members find relevance and are 
interested in lending protection options, 
when they are aware.
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Quantitative lending consumer experience & 
preferences research



Perception Statements –  Financial Well Being Credit Union 
Members

Credit Union 
is Primary 
Financial

Would Elect 
PP In Future

I am concerned about having enough money for the future. 61% 62% 75%

I don’t have anyone else's income or wealth to fall back on in case 
of a mishap (such as job loss or health issues). 54% 55% 63%

Compared to other people I know, I’m pretty capable to handle a 
financial hit. 48% 45% 36%

I have a person or people who depend on me financially. 46% 46% 52%

I am working on ways to improve my credit. 44% 44% 64%

Compared to other people I know, I have more everyday 
expenses that make it difficult to save much. 25% 26% 41%

11

6 in 10 members are concerned about having enough money for the future.
Nearly half don’t feel they are as capable as others to handle a financial hit.

Proprietary and confidential. Do not distribute.

Consumer Financial Motivations Study, September 2023 | N = 2602 Q5. Please indicate how much you agree or disagree with each of the following statements. (please select one for each)
Options: Strongly Agree, Somewhat Agree, Neutral, Somewhat Disagree, Strongly Disagree |  Percentages derived from T2B = Top Two Box

Members are more concerned about 
more things…

Consumer financial motivations study
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Nearly 8 in 10 members 
are concerned about 
inflation impacting 
everyday costs.

6 in 10 are concerned 
about
• Own or family’s health 

changing
• Unexpected 

expenses 
• Rising interest rates

Proprietary and confidential. Do not distribute.

Consumer Financial Motivations Study, September 2023 | N = 2602 Q7. 
How much of a concern do you have with each of the following 
impacting your financial status? (please select one for each) 
Options: Very concerned, Somewhat concerned, Neutral, Not very 
concerned, Not at all concerned | Average % & Elect PP in Future 
averages selected by those who answered in top two boxes.

How much of a concern do you have with 
each of the following impacting your 
financial status? 

Credit 
Union 

Members

Credit 
Union is 
Primary 

Financial

Would 
Elect PP 
In Future

Inflation impacting everyday costs 77% 78% 83%

My or my family’s health changing 62% 63% 69%

Unexpected expenses that come up 61% 62% 71%

Rising interest rates 60% 61% 72%

Car repairs being too high 53% 55% 68%

A market crash and losing value in 
investments 49% 47% 46%

Life event/change in household 46% 47% 58%

Getting sick or injured and not being able to 
keep up with payments 44% 46% 58%

Theft or car damage 33% 35% 46%

Dying & leaving debt to others 30% 32% 46%

Losing a job 26% 26% 34%

Vehicle losing value 18% 20% 28%

Consumer financial motivations study
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6 in 10 (64%) credit 
union members have 
experienced some type 
of negative financial 
difficulty. 

Situations impacting 
credit score & medical 
debt being the most 
common.

Proprietary and confidential. Do not distribute.

Consumer Financial Motivations Study, September 2023 | N = 
2602 Q6. Which of the following, if any, has ever happened to 
you? (please select all that apply | Elect PP in Future averages 
selected by those who answered in top two boxes.

Which of the following has happened to you? 
(Select all that apply.)

All Credit 
Union 

Members

Credit Union 
is Primary 
Financial

Would Elect 
PP In Future

Experienced a situation that impacted your credit score 30% 31% 43%

Had medical debt 29% 30% 40%

Had a financial setback due to losing a job 24% 23% 29%

Net: Missed a payment 20% 22% 34%

Had a financial setback due to illness or disability 19% 21% 29%

Was not approved for a loan that I applied for 19% 20% 30%

Other financial difficulties 17% 18% 25%

Missed a loan payment 15% 17% 25%

Missed a credit card payment for multiple months 14% 15% 24%

Experienced a time when the insurance I had was not 
enough 12% 12% 18%

Had a negative experience when applying for a prior loan 12% 12% 20%

Was impacted financially by a natural or weather disaster 
(e.g., flooding, storms) 9% 8% 12%

Had a vehicle repossessed 7% 8% 14%

Was denied a type of insurance that you wanted (e.g., life 
insurance due to a pre-existing condition) 6% 7% 9%

None of these 25% 25% 15%

Consumer financial motivations study
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“Guess Know WHO & WHY?” 
Know your 
audience & 
experience

DOS
• Ask
• Know data accuracy 
• Share actionable insight
• Ongoing process

DON’TS
• Assume
• Ignore data biases
• Seek to confirm strategy
• One-and-done effort



Playing “Guess WHERE, WHEN & HOW?” 
particularly in digital is risky & costly.
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P H A S E DISCOVERY LEARN DECIDE APPLY 
PURCHASE

OWNERSHIP  
CLAIMS

PAYOFF  
REPURCHASE

Stage Unaware Interest Vehicle 
Consideration

Financing 
Consideration

Vehicle 
Decision

Financing 
Decision

Loan 
Application

Vehicle 
Purchase

Ongoing 
Ownership Claim Event Loan Payoff

Decide 
Repurchase 

on New Loan

Touch Point 
Opportunities

Create informed decisions through E2E multitouch & multi channel experience.

Auto Loan Consumer Journey

Discover 
when they 
are receptive



Learning/Testing with UX Research
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Discover 
when they 
are receptive

Know Guess WHERE, WHEN & HOW?” 

• Prototyping – UserTesting.com - 
Methods and Results

• Incremental Changes and 
Measurements

• A/B Testing – Methods and Results



Finding the Moments of Receptivity 
within the Loan Application …

Unsure

Intrigue

Worry

Burden

Skeptical

Fatigue
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Discover 
when they 
are receptive

TruStage, Internal Data, 2021



Example: Finding Moments of 
Openness

Emotions
• Borrowing is a stressful 
• Applying is overwhelming

Experience
• Form filling is a mode
• Switching to reading is hard
• Just want to be done
• Knowing the end is important
• The review page is where they 

become more open
Proprietary and confidential. Do not distribute. 18

Placement Feels Clicks

Within Loan Form N/A

Below Loan Form 2-8%

Just Before Review 25-30%

On Review Page 40-45%

After Submission N/A

TruStage, Internal Data, 2021-2022

Discover 
when they 
are receptive
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Product displayed BELOW LOAN FORMProduct displayed ON REVIEW PAGE

TruStage, Internal Data, 2022

Example: Finding Moments of 
Openness – UserTesting.com

Discover 
when they 
are receptive



Leads to Improved Sentiments
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Product displayed BELOW Loan Form
Product displayed on Review Page

Discover 
when they 
are receptive

TruStage, Internal Data, 2022
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Example: Isolating Change

Workflow 
Redesign 

Initial Launch1

2% engagement

Visual Redesign2

8% engagement

3

44% engagement

I’m interested

Make it Real
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23.9%

34.9%

Loan Dollars Protected

46.1%
52.1%

Loans Protected

13% Increase 46% Increase

TruStage Lending Media Program May 
Campaign Results: 5/1/2023 – 6/28/2023

Value of Advertising Payment Protection

co
nt

ro
l

co
nt

ro
l

te
st

te
st

Example: A/B Testing – Lending 
Media Program Make it Real
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Example: Words & 
Context Matter

“Oh, pregnancy 
could cause a 

disability. That could 
happen to me”

“I’m younger and pretty 
healthy…this could be 
good for my parents.”

Make it Real
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W. Edwards Deming

Without data, you're just another 
person with an opinion.
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WHO & WHY
Know your 
audience & 
experience

WHEN
Discover 
when they 
are receptive

HOW & WHATMake it real

Boosting Member 
Engagement
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Know Your 
Audience
Use the data you have 
& get what you don’t, 
to understand the 
realities of the members 
you’re trying to reach

Make it easy
• Clear call to action
• Consistent to access, find & get 

questions answered
• Multiple steps & some complexity 

is ok – unnecessary, redundant, 
and overly complicated is not

Educate
Educate early & 
throughout the 
journey – right 
place, right 
way, right time

Get Relevant
Make tangible connections 
to how your product or 
service helps financial well-
being through messaging & 
timing

Boosting
Engagement.



https://www.trustage.com/business/insights/understanding-customers/lending-preferences-survey

https://events.trustage.com/discovery2023-on-demand 

Find More

Lending Consumer Insights Whitepaper
Discovery On Demand
Contact us or your TruStage Representative

Thank you!

Questions?



Q&A



Know Your Audience’s Needs & Concerns
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Consumer Financial 
Motivations Study
WHY do consumers buy 
(motivations) & HOW 
(behaviors) do they make 
decisions?
September 2023
Study of 2600 members

 Household currently uses a 
credit union / is a member

 Age: 22 to 75 years

 Main or shared household 
financial decision maker

Consumer Lending 
Preferences Study
WHAT do consumers 
experience, expect and 
prefer?
March 2023
Study of 1k consumers

 Age 25-75

 Make the main decision or 
share decision in loan 
decision making

 Obtained an auto, personal, 
or home equity loan in the 
past 12 months - OR - looking / 
planning to get in the next 6 -
12 months

Provided in partnership with



Payment protection partner integrations

Digital Loan Application 
Partners

Digital Marketing 
Automation Partners

Digital Communication 
Partners

SIGNED PARTNERS IN DISCUSSIONS

Loan Application

861 CUs with 50M Members

36 CUs with 2.6M Members
Perpetual Offers

Digital Banking Partners

Use case analysis

Adding for 2024

30



Insurance   |   Investments   |   Technology
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	Boosting Member Engagement:�Unveiling Key Moments of Receptivity for�Digital Products
	Boosting Member Engagement
	Playing “Guess WHO?” �particularly in digital is risky & costly.
	“Guess Know WHO & WHY?” 
	Slide Number 5
	Slide Number 6
	Slide Number 7
	8 in 10 consumers have one or more concerns about ability to make their loan payment.
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Playing “Guess WHERE, WHEN & HOW?” �particularly in digital is risky & costly.
	Learning/Testing with UX Research
	Finding the Moments of Receptivity within the Loan Application …
	Example: Finding Moments of Openness
	Slide Number 19
	Leads to Improved Sentiments
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Boosting Member Engagement
	Slide Number 26
	Slide Number 27
	Q&A
	Know Your Audience’s Needs & Concerns
	Payment protection partner integrations
	Slide Number 31

