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Executive Summary

Due to the nature of the products and services they provide, credit unions stand to benefit
greatly by e-commerce adoption, both in improving service to members, and eventudly
in saving processing costs. Asthefinancid servicesindustry continues to adopt
technology, the need for credit unions to adopt e-commerce becomes more imperative.
The questions facing credit unions of al szes thus have shifted from when to adopt e-
commerce, to how to do so. This study defines three distinct phases of e-commerce
adoption, and discusses at length the relevant topics for consideration at each phase.

Phase |, characterized by the crestion of awebste, offers credit unions an opportunity to
begin their e-commerce adoption journey by offering static informationa content (e.g.
locations, hours of operation, etc.) online for member convenience. Phase Il encourages
member retention and potentially member growth by adding vaue to members through
automating business processes. At this phase, two-way transactiona content is shared
across the Internet, enabling such things as online banking, online loan gpplication, and
other automated transactions. Phase 11 technology enables full integration of member
contact across dl credit union service delivery channds, bringing even greater value to
members and increasing the potentia for cost savingsin the provison of services.

Asthe mgority of credit unions are just beginning to adopt e-commerce, the need was
identified for a document that could serve as a helpful guide - aroadmap of sorts - for the
journey. Within the paper, the reader will find descriptions (for each phase) of e-
commerce strategies, component technologies, and relevant organizationa structure. In
addition, discussions of outsourcing, privacy and security issues, and e-commerce-rel ated
marketing are included that cut across dl three phases. This materid is supplemented at
each phase by individud case studies of 11 credit unions, sharing frankly and openly

what they have learned dong their individud journeys. A find section provides areprise
of the contents through a discussion of successful practices, and continues the journey by
addressing further congderations.

Findings from this paper have shown that e-commerceisin fact, just another service
ddivery channd for credit unions. Thus, potentia mystique associated with some of the
technologiesis tempered by the recognition that the same sound business practices credit
unions gpply to running their Call Centers and brick and mortar offices prevail. Aswith
the launch of any new digtribution channel; creetion of strategy, establishing of
performance measures, andyzing potentid chamnel conflicts and redundancies, and
adequate marketing are some of the critical consderations for assuring the desired
results. For those credit unions that have not yet begun to adopt e-commerce or are at
early stages of adoption, this paper provides a holigtic look a e-commerce adoption,
providing ussful guiddines for setting the Stage at an early phase for later integration.

For those credit unions at later stages, chalenges faced and lessons learned are shared to
ad the journey.
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