


WHY TRENDS

“Catch the next wave before it catches you”



• Current Trends
How the industry is responding.

• Hottest Trends for 2009
YOU decide how to respond.

• Becoming a Trend Spotter

TODAY’S GOALS



• Participation Era

• Experience Spaces

• Booming Business

• Cause-a-Delity

• Convenience Quest

• Spend-aholics

CONSUMER TRENDS



PARTICIPATION ERA



PARTICIPATION ERA



Online OxygenPARTICIPATION ERA



PARTICIPATION ERA



Story Telling & Product Rating

PARTICIPATION ERA



Virtual Finance

PARTICIPATION ERA



NEVER ‘OR’, ALWAYS ‘AND’

Trends don’t always apply to ALL consumers and don’t 

automatically exclude other trends



Brand SpacesEXPERIENCE SPACES



Designed with the look and feel of retail stores. 

Umpqua Bank

EXPERIENCE SPACES



Branded Merchandise

Umpqua Bank

EXPERIENCE SPACES



Computer Cafe

Umpqua Bank

EXPERIENCE SPACES



Washington Mutual

EXPERIENCE SPACES



ING DIRECT 
Cafes

EXPERIENCE SPACES



EXPERIENCE SPACES

Airport Oasis Lounge



Learning Lab

EXPERIENCE SPACES



BOOMING BUSINESS



BOOMING BUSINESS

• $750 billion in discretionary income

• $489 billion in annual IRA rollovers

• $3 trillion in spending power

• 78.2 million strong as the largest 
generation in U.S. history.

• $46 trillion in assets



Lifestyle Lending

LIVING 
LONGER

BOOMING BUSINESS



BOOMING BUSINESS



BOOMING BUSINESS



BOOMING BUSINESS

Members Turn to Us
Response 
Percent

Credit Union 33.9%

3.1%

Friend 11.0%

Family Member 36.1%

Online Research 15.8%

Bank



BOOMING BUSINESS



BOOMING BUSINESS

Think Again!



*Source: The Kauffman Group



The BIGGEST Pain Point…

… the need to get it right the first time.



BOOMING BUSINESS

Big Idea Evaluator

What’s the Big Idea 
Challenge



CAUSE-A-DELITY



CAUSE-A-DELITY



CAUSE-A-DELITY



CAUSE-A-DELITY



CAUSE-A-DELITY



Give with Us

CAUSE-A-DELITY



CAUSE-A-DELITY



CAUSE-A-DELITY

bike-sharing



$50 Billion

CAUSE-A-DELITY



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST



CONVENIENCE QUEST

Next-gen credit card: 

no names, no numbers



SPEND-AHOLICS



SPEND-AHOLICS



SPEND-AHOLICS

SmartyPig



SPEND-AHOLICS

Auto Savings



SPEND-AHOLICS



Trends turn into Innovations

• Vision – How can this trend influence the credit 
union industry? Is this trend impacting your 
desired target audience?

• New business concepts – What new business 
concepts can we create from this trend?

• New products, services, experiences – Can 
this trend inspire any new products, services or 
experiences for your membership?

• Marketing, advertising, PR –How do you 
integrate this trend into your marketing 
communications?

Turn Trends into Innovations



Do-It-Yourself
DIY

Hot Trends
for 2007

Transumers
Snack Culture

HOT TRENDS FOR 2009

WallstripLimited Edition

Intention
Economy

LiveWhereYouWant



How to Be a Trend Spotter

1) Getting in the Zone

2) Finding the Info

3) Getting it Done




