
hile credit unions tod ay may have the lu x u ry (or the ch a l -
l en ge , depending on your vi ewpoint) of ch oosing amon g

dozens of c a n d i d a tes for most open i n gs , ex pect that to ch a n ge
within the coming dec ade . Even wi t h o ut the pro s pect that
i m provem ents in the econ omy wi ll even tu a lly cre a te job s , t h e
i m pending exit of m i ll i ons of Ba by Boom ers from the work force
wi ll su rely cre a te incre a s ed com peti ti onfor qu a l i f i ed em p l oyees in
a nu m ber of f i elds in the next few ye a rs . This gen era ti onal shift
wi ll have wi de - ra n ging ef fects for almost every aspect of work
or ga n i z a ti on s . Con s equ en t ly, c redit unions may need to pay more
a t ten ti on to wh et h er and how va rious dem ogra phic ch a racteri s ti c s
i n f lu en ce em p l oyee sati s f acti on . While this may be difficult for
those with low headco u n t s , l a r ger or ga n i z a ti on s — e s pec i a lly those
with work forces of 100 or more — m ayfind important clues to the

com pon ents of em p l oyee sati s f acti on in dem ogra phic analys i s .
Ch a racteri s tics su ch as age and gen der do influ en ce wh a t

em p l oyees va lue in an em p l oyer. L i fe stage factors (e.g. , pre s en ce of
ch i l d ren in the hom e , c a re-taking for el derly parents) can also
i n f lu en ce em p l oyee s’ eva lu a ti on of j ob sati s f acti on .

Recent re s e a rch by the Soc i ety of Human Re s e a rch
Management (SHRM) points out that demographically based
differences in satisfaction are sometimes dramatic. For example,
women consider work/life balance and communication far more
important to creating a satisfying work environment than men
do. SHRM notes evidence provided by interest in flexible work
schedules among Generation X and Y men already in the work-
force. However, younger men may be more likely to share the
female view. In addition, younger men are more likely to be
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involved in caretaker roles than men of
older generations were because women’s
changed roles no longer make it feasible
for women to carry these traditionally
female responsibilities alone.

Assessing brand aw a reness amon g
employees has merit for credit unions on
mu l tiple level s . Most sign i f i c a n t ly,
employees serve as the personification of
the credit union’s bra n d . Unless they
clearly understand what this image is and
agree that credit union leadership acts
consistently with brand values, they are
unlikely to fill this role effectively.

Research has found that brand image
can be a facto r in both attracting and
retaining employees. Maritz Research dis-
covered that in the hospitality industry,
for example, 75% of respondents work-
ing for companies with strong bra n d
images said they would like to spend their
entire career with those firms, compared
to just 58% of respondents who worked
for companies lacking such images.

Forw a rd-thinking credit unions should
begin now to po s i ti on them s elves for su c-
cess in tom orrow ’s more com peti tive labor
m a rket . Retooling em p l oyee su rveys can
be one step. To use the em p l oyee su rvey as
a planning tool ra t h er than a retro s pective
eva lu a ti on , it should accomplish one or
m ore of the fo ll owi n g :

Identify the preferences of
particular employee groups
that you wish to target in
order to ensure the organiza-
tion meets their needs.

Identify common elements of
satisfaction that spread across
all groups in the workforce
and focus on those.

Assess employees’
understanding of the credit
union’s brand.

Assess employee perceptions
of how credit union policies
and procedures carry out the
brand image.

The times they are a changin’- Bob Dylan

Sam p l eEmploye e
Surve yQ u e s t i o n s

1 = Strongly agree with/encourage

5 = Strongly disagree with/discourage

If an employee in your department talks openly about problems facing it, such as disagree-
ments between staff members or personality conflicts, other department employees would:

1 2 3 4 5

If an employee in your department were to criticize a co-worker who is trying to make
improvements in the job, other employees in the department would:

1 2 3 4 5

If an employee at your credit union makes an effort to get to know the people he or she
works with, the majority of other employees would:

1 2 3 4 5

If a credit union employee expresses concern for the well-being of other employees, most
of his or her co-workers would:

1 2 3 4 5

If a credit union employee expresses concern for the well-being of members, most of his
or her co-workers would:

1 2 3 4 5

If an employee at your credit union takes advantage of a fellow employee, the majority of
other employees would:

1 2 3 4 5

If an employee in your credit union began to experiment with changes in procedure in order
to do something more efficiently, most other employees would:

1 2 3 4 5

If an employee in your credit union suggests a new idea or a new way of doing a task, most
other employees would:

1 2 3 4 5

If an employee at your credit union talks openly about the organization and its problems, the
majority of other employees would:

1 2 3 4 5

If an employee in your department were to suggest going to the boss with an idea or rec-
ommendation, most other employees would:

1 2 3 4 5

If an employee in your department were to suggest confronting the manager about a mis-
take or about some aspect of his or her management style that is creating problems in the
department, most other employees would:

1 2 3 4 5

If an employee in your credit union provides perfectly honest answers to this questionnaire,
the majority of other employees would:

1 2 3 4 5

For more informat ion about DHA’s employee opin ion surv e y s ,
contac t Brian Kidwel l a t 800.367.0433 ext . 125.
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