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The following information was compiled from a survey conducted by KIVA Group, Inc. at 
the 20th Credit Union Call Center Conference held in Las Vegas in mid-October 2016. It was 
our fifth and, from an audience perspective, our largest annual survey yet. 117 different 
Credit Unions, representing almost $96 Billion in Assets (with an average size over $841 
Million) responded. 
 
While this information has not been represented before and is not now presented as a 
“scientifically” valid survey, it does reflect answers to questions that were being broadly 
considered by the participants from credit unions ranging in asset size from $35,000,000 to 
$4,321,000,000, and currently having between 2 and 1,000 call center agents. 
 
In the coming pages, KIVA Group, Inc. has taken the liberty to present some historical and 
contextual detail and offer some editorial insights on the nature of the responses provided. 
 
Introduction and Executive Summary 

"Never discourage anyone…who continually makes progress, no matter how slow.” – Plato 
 
The most significant result of our Fifth Annual Credit Union Call Center Conference Survey 
is that 2017 will be a year in which the size of the surveyed participants’ Call Centers will 
increase in sheer staff size. Otherwise, the number and types of channels supported, the 
different data sources utilized, and the features offered have stayed close to the status quo: 
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The need for an increase in staff size may have a root cause uncovered by our survey. As 
recognized in previous years, the role of the call center continues to evolve and expand to 
more of a communication center. The communication center Agents access, on average, 
over 10 disparate data sources to support member service delivery. Our 2016 survey 
shows, however, that almost 70% of the Credit Unions responding do NOT offer Single-
Sign-On (SSO) capabilities to these sources for their Agents: 
 

 
 

Per last year’s survey, 13% of a Call Center Agent’s time each day is consumed by 
navigational issues between different data sources and systems. In an eight-hour workday, 
this represents just over one hour’s worth of time “hunting” for useful information. 
According to another 64-page cross-industry survey entitled “Exploring Multi-Channel 
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Customer Care,”1 “the call center remains the most used channel for issue resolution, with a 
13% increase in usage as compared to 2014.” With presumed Member activity moving 
from in-branch to other interaction channels, and with a likely and continuing rise in Credit 
Union Call Center usage, then it is no wonder why 82 institutions from our survey plan to 
add to Agent staff in 2017.   
 
Of course, it is up to the management of each Call Center to determine whether their 
specific situation requires extra headcount or not. However, when 81 of our KIVA Group 
survey respondents report that they do not have SSO capabilities to sign onto multiple 
information sources, each Call Center may want to weigh any costs for SSO against the costs 
of employing additional full-time or part-time staff. We believe that SSO capability is a 
benefit both to the Agent and Member that should pay back immediately in navigational 
time and potential frustration saved by both parties.  
 
The need for more staff may be exacerbated by yet another factor. When asked “Do you 
integrate your Member Relationship Management (MRM/CRM) strategy into your call 
center service flow or interactions?”, 60 Credit Unions responded with a “No.” Without 
needed, timely navigational access to information sources, and without any integration of 
an MRM strategy into interaction flow with the Member (or prospective Member), the 
frontline Call Center Agent may be left poorly armed to service, and the Member in need of 
the service may be an unintended casualty. 
 

 
 
It might seem like a stretch, but this would be analogous to a driver (your Call Center 
Agent) texting 62 minutes each working day (or 13% of his/her time) while driving your 
car (i.e., your Member Interaction). Most of that time is spent WITH your Members as “live 
passengers” on the call. Talk about distracted driving!  Before drafting another job 
requisition for approval from the corner office, then, Communication Center management 
may want to explore productivity benefits from SSO in combination with an MRM 
interaction strategy with their IT colleagues and the vendor community first. 

                                                        
1 Published by Execs in the Know and COPC, Inc., November 2015. From a series entitled the “Customer 
Experience Management Benchmark Series.” 
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As recognized in years past, having a broad ability to support both inbound and outbound 
communications in a timely fashion is becoming increasingly important as self-service 
channel activity limits the opportunity to “know the member.” With live contacts becoming 
somewhat rare, the importance of delivering a great member experience and maximizing 
the personal time that the live interaction provides becomes vital for sales, referrals and 
service that “delights” both the Member and Management alike. 
 
The following sections address the line-item responses to the survey questions. We also 
offer a summary and conclusion at the end of this document. 
 
Do you track First Call Resolution rates? 
 
From member surveys by credit unions themselves, First Call Resolution (or FCR) is one of 
the top, if not the top, measure in judging the quality of member experiences. The Member 
wants swift, accurate responses to their requests without having to call again or to be 
transferred around to different departments (or to arrange for a call back whenever 
answers are found). 

In the 2016 survey, 97 Credit Unions said that they do NOT track FCR. From a percentage 
standpoint, there has been little change year over year over year: 

 

But should there be change by now? As the old saying goes, “you can’t manage what you 
don’t measure.” And if you don’t track FCR, then you may be inadvertently ignoring your 
Members’ needs. The biggest challenge to FCR still appears to be limitation in the systems 
that are currently deployed in many credit union call centers. The ability to log and track 
member interaction history provides many insights and supports the delivery of 
personalized service. Evolving regulations from the Consumer Financial Protection Bureau 
and other regulatory bodies is accelerating the need for proper member service 
management systems. Still, it will take more time for FCR tracking to become “mainstream” 
and a foregone conclusion in the Member Experience story.  
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Which channels do you support in your call center? 
 
It is no surprise that the clear majority of respondents cited inbound calls or emails 
initiated by the members as the most prevalent Member/Agent interaction channels 
offered. (Email remains as a preferred communication medium for members, but picking 
up the phone and calling the Credit Union still reigns supreme.) Outbound calling activity 
remains flat and is provided by about half of the institutions surveyed over the past three 
years. One of the biggest percentage changes year over year is the drop in support for 
response via the postal system. We should expect this trend to continue in the future as 
Credit Unions continue to cut costs and increase the effectiveness of their voice and 
electronic channels.  

Our sense remains that momentum continues to build both in the Call Center and from 
branch staff with renewed emphasis on the concept of “Onboarding.” Furthermore, “Re-
boarding” for existing Members holds much promise as MRM strategies utilize a variety of 
channel interactions to deepen relationships.  
 
In our 2016 survey, both support for mobile channels and social media, two “hot” areas of 
technology these past several years across a variety of industries, show only a very modest 
uptake amongst the respondents. 
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How many data sources/systems do your agents access for member service delivery? 

The average number of data sources/systems that Call Center Agents navigate and utilize 
for Member Service continues to grow. This trend poses several challenges in addition to 
just the sheer amount of time required to access and query the sources while the Agent is 
engaged with the Member/Prospect. (As mentioned earlier, when members judge the 
quality of a service experience, they value the time it takes to resolve an issue or answer 
their request.) Another major concern for the Credit Union is the amount of training time 
(and the accompanying expense) required for Agents to learn where and how to find 
information, and how they are supposed to manage the various authorities and logins 
required. This training challenge increases significantly by the high personnel turnover 
rates experienced by many Call Center operations in different parts of the country. With an 
improving economy in the U.S. and a higher wage environment, the challenge may only 
grow in the months and years ahead. 
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Do you have sales and service incentive plans for your agents? 

Approximately two-thirds of the Call Centers provide incentive plans for their Agents. This 
percentage has remained fairly steady in our annual survey (and within a range of 8% since 
2014). Plans that incentivize sales continue to track about equally to those that emphasize 
service results. 

A primary objective of many sales plans is to generate referrals, and referrals can be a 
vibrant part of Credit Union’s sales strategy. Capturing referrals requires less specific 
product knowledge, less Agent time and can be readily automated within workflows. 
Referrals that reflect true product needs, which may be revealed during a service 
interaction, offer genuine value for the Member and generate a reasonably high rate of 
closure for the Credit Union. In the aftermath of the 2016 revelations regarding fraudulent 
product sales by Wells Fargo staff, KIVA Group believes that Credit Unions will want to 
revisit their 2017 Plans (and the processes, applications and technologies that support 
them) to ensure that actual product usage occurs and continues over time before full 
incentive amounts are both earned and paid. 
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Do you screen pop member profiles? 

At KIVA Group, we talk about the importance of providing a “Triple A” Member Experience. 
The alacrity in which the request is handled, the accuracy of the information provided, 
and the attitude that the MSR displays to the Member all contribute to either a positive or 
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negative outcome. We couple this concept with a keystone of our philosophy – namely, that 
a loyal Member relationship is the result of many successful interactions – to describe 
how we can unify technology, applications, and processes/workflows to design and deliver 
memorable Member experiences. Via systems and people (e.g., Agents), we can help create 
loyal and mutually rewarding relationships. 

We know that speed of service delivery is one the top metrics for measuring the Member 
Experience. When providing service or engaging in needs-based selling, it is very helpful 
for the Agent to be able to view the available Member/Prospect information and 
interaction history immediately upon contact. The capability for the Call Center’s 
technology platform to “pop” the Member’s profile on one easy-to-navigate screen should 
generate a significant and immediate payback to both sales and service goals. Only 22 of 
the 117 Call Centers we surveyed, however, report that they “pop” Member profiles on 
their Agents’ desktops. The 22 represent just 19% of the surveyed population; compared to 
past surveys, this percentage has remained in a fairly low range. As in previous years, we 
believe that the cost justification may still be unclear and/or the technology costs to be 
perceived as too steep for Call Center and Credit Union Management. 
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Popping a profile while also bringing forth interaction history integrated from various data 
sources eliminates the need for Members to repeat information previously provided. This 
capability empowers the Agent and solves one of the biggest sources of Member 
dissatisfaction. The fact is that your Member doesn’t care about the Credit Union’s need to 
have the information repeated once again to a different employee or via a different channel.  
Your Member expects you – meaning your institution at large – to know and remember 
what they have revealed, indicated and discussed in the past without care about how they 
told “you.” 

Of the 22 institutions that “pop” member profiles to the screens of their Agents, only five 
include interaction history, and a different set of only five include non-core data. From a 
percentage standpoint, the results are almost the same as those from our 2014 survey: 

 

Do you pop personalized offers to individual members? 

Our survey not only asks if screen-pops are provided to the Call Center Agent, but also if 
the Credit Union provides for personalized offers to “pop” on the devices utilized by 
members. With such high competition between banks, credit unions and other “non-bank” 
participants for the wallet share of the customer, being positioned and able to present 
appropriate, relevant and timely offers via the customer’s self-service device(s) of choice is 
becoming an important tool to generate and secure valuable leads. In 2016, 33 of the 117 
institutions surveyed indicate that they pop personalized offers to individual members. 

The data indicates that the need to pop personalized offers is not a requirement yet in the 
fight for the Member. While completely flatlined over the past three years at 28% of the 
Credit Unions surveyed, KIVA Group believes that adoption will only grow in the next five 
years. We all live in a digital world, one in which more and more transactions are initiated 
(and even completed) via self-service channels. As the likes of geolocation services and 
sensor data via the “internet of things” increasingly come to the front tray in the marketer’s 
toolkit, the ability to present personalized offers in a “Know Your Customer” fashion will 
find its way in the journey of the Member Experience. 
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Do you integrate your Member Relationship Management (MRM/CRM) strategy into 
your call center service flow or interactions? 
 
43 of the 117 institutions surveyed replied “Yes” to this question. From a percentage basis, 
there has been little year-over-year change. Because members expect the same solid level 
of service no matter what the Member’s Channel of Choice, we should expect that in coming 
years an increasing number of Credit Unions will integrate an MRM strategy into their Call 
Center service flows and interactions. The objective should be to “meet” the Member 
wherever/whenever the Member chooses (e.g., voice, web chat, email, etc.) and put the 
institution’s best foot forward. It is about what the Member cares about, and Members 
don’t care about the challenges the Credit Union faces to deliver what they have come to 
expect. 

 

Are you using a system that is capable of logging and documenting every interaction 
that a member has with your institution?    
 
This question builds on the previous one pertaining to an MRM strategy integrated into 
service flow and member interactions as well as our question regarding access to 
interaction history. Having an automated system to capture such information, regardless of 
the inbound or outbound channel, and then having the ability to access (and even add to) 
the records, benefits both the Credit Union and the Member. 
 
In our 2016 survey, nearly one-third of the respondents indicate that they use a system to 
log and document such member interaction, a basic building block on the way to full 
Member Experience Management. From a percentage standpoint, this correlates within a 
close range with our 2015 survey in which 38% of the respondents indicated the same:  
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When we asked a follow-on query of those same respondents who said “yes” to this 
question (namely, does your call center have access to that system, and those member 
interactions?), an encouraging 87% answered affirmatively compared to 68% in 2015 (and 
56% in 2014): 

 
 
In 2017, will your Call Center staffing increase, decrease, or remain the same? 
 
As we stated at the outset, the most significant statistic garnered from our 2016 survey 
involves the answer to this question. At the very least, we find here the greatest year-over-
year change: 

 

On a collective basis, what could this potentially mean? Are we “throwing people at a 
problem?” or are we simply recognizing the reality of the task(s) at hand? KIVA Group 

% of those that 

said "Yes"

% of 

Responses 

Yes 86.8% 28.2%

No 13.2% 4.3%
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suggests that the reality is a little bit of both. In our 2016 Survey, the top five channels 
supported by the 117 Credit Unions represented are the following: 

 

 

Except for IVR Telebanking, they are all people-intensive channels that require trained and 
knowledgeable staff. Combine this with the fact that the number of data sources/systems 
that the Agents must access has risen steadily (from an average of 8.83 in 2014 to 9.35 in 
2015 to 10.02 in our 2016 survey) and it is reasonable to determine that the busy Call 
Center Agent must need help. (While the average, median, and mode -or most often cited- 
number equals 10 data sources/systems accessed in 2016, the highest number cited was 
21 different sources/systems.) 

Compound all of this with the general belief that “live” contact with Members is becoming 
more and more rare as the Baby Boomers and Gen X continue to move towards retirement 
and the Millennials take the consumer stage. These ‘technology natives” choose to interact 
in more of a self-service, choose-your-own-device, 24X7 anytime and anyplace manner, all 
the while agnostically expecting (and almost demanding) the same level of service across 
all channels. (For example, if your Call Center doesn’t have extended hours and/or provide 
for after-hours overflow, the expectations of this set of consumers will not be met.) 

It is no wonder, then, that we see the Call Center becoming the Communication Center, and 
that 70% of the institutions surveyed plan to increase staff in 2017 to sandbag for the tide 
coming at them. All of this, of course, comes with operational costs for recruiting, hiring, 
training, outfitting and retaining the new staff that must be absorbed. The 42 Call Centers 
surveyed in 2016 that do not have sales and/or service plans for their Agents may want to 
think about implementing them in the coming year to help justify and pay for the added 
expense. 
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Summary and Conclusion 

Understanding why more Call Center staff is needed is “on the one hand.” On the other 
hand, we may be able to find important and, perhaps, counterintuitive insights from this 
year’s survey data to suggest other approaches. Here are five “take-aways” indicated by the 
data that may provide immediate and longer term payback and change your game: 

1. Provide Single-Sign-On for your Agents: 
 
An average of 62.4 minutes of each Agent’s 8-hour workday is derailed by 
navigational issues. If your Credit Union is not currently providing SSO for the 
various data sources/systems that your Agents access for Member Service delivery, 
consider doing so. The return of valuable worktime to the existing staff’s day may 
not only increase Member satisfaction, but it may even flow over to enable proactive 
service to other Members/Prospects. 
 

2. Integrate an MRM strategy into your Call Center’s service flows and 
Member/Prospect interactions: 
 
How would consistency through a standard process affect the need to add more 
staff? KIVA Group believes that a solid MRM strategy deployed and well-managed at 
the Call Center and throughout other channels increases the quality of the 
interaction. It can also decrease the sheer amount of time spent with any given 
Member. If not presented in a mechanical or robotic fashion, Members appreciate 
the “comfort” they receive from the consistency provided by their institutions when 
they seek sales advice and service. 
 

3. Implement an FCR strategy: 
 
It is conceivable that the need for additional staffing could decrease (and actual 
Member Satisfaction increase) by not only adding an MRM Strategy, but also by 
adding First Call Resolution to MRM. 
 

4. “Pop” Member profiles on your Agents’ desktops: 
 
How would “popping” Member profiles affect the need for additional headcount? 
What would the time and cost savings be, and what would the Member (as well as 
the Agent) satisfaction scores look like after implementation and rollout with no-
click or one-click access to the profile? In today’s technology world, such Core and 
Non-Core integration is not only attainable, but it is being implemented by leading 
Credit Unions looking to separate themselves from the pack through digital business 
design and solid execution. 
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5. “Pop” personalized offers for your individual Members: 
 
With a modern, technology forward, “Know Your Member” approach, directed offers 
could decrease time either on the phone or on email with an Agent. More available 
time for the existing Agents could translate to less need for additional staffing to 
keep up with expanding Member demand. 

Our survey data suggests that progress, while somewhat slow, is being made in many areas 
by many Call Centers/Communication Centers. One of the major reasons that Credit Unions 
enjoy such current popularity among American consumers is the clear effort to treat 
Members with courtesy and respect while providing them with appropriate financial 
products they need to help them manage their lives effectively. 

KIVA Group hopes that the results of this year’s survey and the other historical and 
contextual highlights provided will stimulate thought and discussion within your team. 
Positive Member Experience is a journey and, as we believe at KIVA Group, the result of 
many successful interactions. Today’s Credit Union is not unlike most other consumer-
facing organizations. We all live in an omnichannel world, one in which 21st century 
consumers expect a high level of service no matter what their channel of choice. 
Fortunately for all of us, we can bring today’s available technology together with sound 
processes in an affordable manner not only to meet but also exceed Member expectations. 
Since the Members are the actual owners of the Credit Union, isn’t that the goal that we all 
share? 
 

 

For more information about KIVA Group, please contact: 
 
Tina Baker 
Director of Business Development 
tebaker@kivagroup.com 
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Michael Baker                                                                     Brien Henderson 
President                                                   or                       Chief Marketing Officer 
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