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What is member 

experience and 

why is it 

important?



Two Banking Experience Stories 
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Sometimes it’s disconnects 
in the organization
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5,000

36 Months

20,000

60 Months
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Member 
Experience is 
top of mind –
American Banker Magazine, 
February 2018

“We’ve organized around member 
experiences”, Scott Lippert VP, General 
Manager, USAA

“A customer journey approach is 
an approach to putting the human 
right at the center of what we are 
designing for”, John Finley VP of 
Innovation and Customer Experience, Bank 
of the West

“Member Experience and Journey 
Mapping is a transformative 
concept and I am delighted that 
Kinecta is moving in this 
direction. As such you are all a 
part of this cultural 
transformation” Sharon Moseley, SVP, 
CIO and Strategy Officer, Kinecta Federal 
Credit Union from the project kick off 
announcement



The Experience Economy









Making the Member Experience the heart of your 
value proposition



This year

89%
of companies will

compete primarily on

experience
- Gartner Report: CX on the Rise



OK…I will just leave…..quietly



Member Experience is:
how members perceive their interactions with you at 

each touchpoint within the relationship



MX impacts the bottom line

Retention – keep members buying from your organization

Enrichment – ensuring that members buy more

Advocacy – recommending you to others



Commodity Goods Service Experience

$.01 - $.03
Per Cup

$.05 - $.25
Per Cup

$.75 - $1.50
Per Cup

$2 - $5
Per Cup

Agriculture Economy Industrial Economy Service Economy Experience Economy

Why experiences matter - economically
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WHAT ARE THE CORE 
DISCIPLINES NEEDED TO  
WIN IN THE EXPERIENCE 

ECONOMY?



“Soft” Competencies
&

“Hard” Competencies







The Change in Customer Sensibilities

Economic Model Business Imperative Customer Sensibility

Agrarian Supply Availability

Goods Control Costs

Services Improve Quality

Experiences Render Authenticity
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There are Two Types of Moments that Matter

Emotional

Functional



$5.3M 

Opportunity 

1000 Potential 

New Members
Enhanced

Satisfaction



Step 1:  Go to the 

branch to be pre-

approved

Step 2:  Go Car 

Shopping

Step 3:  Go back to 

the bank with VIN, 

Purchase Contract, 

Price Etc

Step 4:  Bank 

wires payment 

to Auto Dealer

Step 5:  Go back to 

the auto dealer and 

pick up your car

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj-nP7XkpPLAhWIKiYKHStzDkMQjRwIBw&url=https://en.wikipedia.org/wiki/Lake_Trust_Credit_Union&psig=AFQjCNEbmAPpVdGGM1n6ArBvmRVh8T_xiQ&ust=1456497578702985




How about these guys!?



Moments That Matter

There was no emotional 
closure for pre-approval



Rolex WatchTimex Gold Band Watch

I need to be able to tell 

what time it is

I need something that 

says “I have arrived”

$6990$69.90

It need to be formal 

enough for work

I need to be able to use 

a timer

I want a beautiful piece 

of mechanical art on my 

wrist

I need a watch that’s as 
amazing as me

When the experience meets peoples emotional 

needs – price becomes less of a motivator

MOMENT NEED:

What task am I trying 

to complete

EMOTIONAL NEED:

What motivates me



A story from 
my life as a 
consumer 













Social Cognition





Competency
Are you good at 

what you do and 

should I trust you?

Warmth
Do you actually 

care for me or am 

I just another 

transaction?





We have perceptions about 

various occupations and 

where they fit 



The research shows:





Soft Competencies are:
1. Authenticity
2. Understanding Moments 

that Matter
3. Warmth 
4. Competence



Competency #5:
Member Insight



We want to understand 

the context in which this 

touchpoint occurs

(time, place, emotions)

so we can design to 

support the goal.



What are journey maps? 

A visual illustration of members’
Processes, Needs, & Perceptions 

throughout their relationships with a company





Competency #6:
Experience Design



A typical member-centered experience 
design process



Bonus 
Competency:
Measurement



Source: Forrester



74%  of firms say customer experience is a top strategic priority for their company

Yet only 11%  manage to deliver an excellent customer experience

Source: Forrester Research 2015



“A customer is the most important visitor on our premises, he 
is not dependent on us. We are dependent on him. He is not 

an interruption in our work. He is the purpose of it. He is not 

an outsider in our business. He is part of it. We are not doing 

him a favor by serving him. He is doing us a favor by giving 

us an opportunity to do so.” (Mahatma Gandhi)

“We see our customers as invited guests to a party, and we 
are the hosts. It’s our job every day to make every important 
aspect of the customer experience a little bit better. In highly 

competitive environments, brands are judged not for product 

price or quality, but for the experience they build around it.” 
(Jeff Bezos)
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Thank You!


