
ou simply took wh a tever space the spon s or was wi lling to
provi de and made the most of i t . Because this of f i ce space

was at the work site , conven i en cewas ra rely a probl em . Cost was
not a factor ei t h er, s i n ce the spon s or typ i c a lly provi ded the
s p ace for free , or at a sign i f i c a n t ly redu ced ra te as part of its su p-
port of the em p l oyee ben efit the credit union provi ded .

Today, with many credit unions drawing small portions of
their membership from each of hundreds of select groups and a
growing number of others serving community markets, site
selection has become a more complicated process. Few credit
unions serve a single employer, and even those who do may find
that access to the credit union office is a concern for family
members. D. Hilton Associates’ member surveys regularly find
that respondents prefer a branch location close to home. While

worksite locations may be convenient for primary members dur-
ing the workweek, they’re often not accessible to family mem-
bers, and they’re not especially handy for the primary members
themselves after business hours or on weekends when many pre-
fer to conduct business.

What’s a credit union to do? For the lucky few still occupying
sponsor-supplied space, enjoy the benefit as long as you can. But
for those whose growth requires expansion beyond their donat-
ed digs—and all the rest that don’t receive this form of sponsor
support—the answer is to follow a few simple guidelines when
determining where to locate branches.

Identify where current members live
A ZIP code analysis of the mem bership ro s ter wi ll iden tify are a s
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with con cen tra ti ons of people who are
l i kely to su pport the bra n ch loc a ti on .
Ba s ed on DHA’s re s e a rch on bra n ch
u s a ge , m ore than on e - fo u rth of t h e
m em bers who use a bra n ch (28%) travel
t h ree miles or less to re ach it, while a
clear majori ty (59%) travel no more
than 10 miles. To add va lue to this analy-
s i s , use MCIF data to eva lu a te the prof-
i t a bi l i ty of va rious mem ber segm en t s
and to determine particular produ ct
n eeds or interests that influ en ce the
most likely mem ber base for va ri o u s
bra n ch loc a ti on opti on s .

Include potential
members in the evaluation

If you’ve recently added new groups or an
underserved area, consider the residence
l oc a ti ons of these po ten tial mem bers .
This is also a good plan for those that
have added a community to a state char-
ter or converted from another field of
membership type to a community char-
ter under federal rules.

Explore local traffic
patterns

Th o u gh the majori ty of bra n ch users
don’t travel far to reach the credit union
of f i ce , t h ere are obvi o u s ly excepti on s .
Often, the exception occurs because the
branch is “on the way” to another fre-
qu en t ly vi s i ted loc a ti on . Con s equ en t ly,
major thoroughfares between suburban
re s i den tial areas and spon s or bu s i n e s s
locations can offer prime locations, as
can areas with heavy retail traffic. For
example, space in community shopping
centers, which draw traffic from a three-
to six-mile radius with anchor tenants
such as supermarkets, drug stores or dis-
count dep a rtm ent store s , can be an
option. So can space in or near larger
regional shopping centers where multiple
a n ch or ten a n t s , su ch as dep a rtm en t
s tores and mass merch a n d i s ers , d raw
traffic from as far as 25 miles away.

G overn m ent sources of fer va lu a bl e
i n s i ghts rega rding traffic co u n t s . S t a te
Departments of Transportation, metro-
politan area planning commissions and
city transportation agencies are all possi-
ble sources of traffic data. There are also

commercial providers that offer traffic
count data, which may be bundled with
other information such as demographics.

Look at specific properties
available

If you plan to lease or purchase existing
space, this process may come down to
evaluating the strengths and weaknesses
of the alternatives that are available in the
areas you’ve identified as most desirable.
If you’ll consider building a totally new
facility, the options expand exponentially,
and give the credit union the chance to
place office space that meets its needs
anywhere it can find an appropriate par-
cel of land. Whether you’ll lease or pur-
chase, consider the following qualities of
each prospective location before finaliz-
ing the deal:

How visible is the location to
passing traff i c ?

Can signage be seen clearly from the
street? If the branch is in a shopping cen-
ter or just off a major thoroughfare, can
signs be placed at the street or appropri-
ate intersection to mark your location?

What other businesses draw traff i c
to the location?

Are there adjacent stores that will provide
foot traffic in the area? Businesses
that may be a source of n ew sel ect
groups/members?

Is parking adequate and easily
accessible?

Can members safely enter and exit the
parking lot from all directions? Will they
be able to park near the office, or is avail-
able space some distance away?

Is a drive-through option
important to the members this
branch will serve?

If members consider this feature desir-
able, is the space appropriately config-
ured to offer it?

Is this a place where members
and employees will feel safe
conducting business?

If t h ere are safety con cern s , what re s tri c-
ti ons might that po s e , or what special pre-
c a uti ons wi ll be requ i red? For ex a m p l e , i f
the loc a ti on is in a lower traffic area not
e a s i ly vi s i ble from the street , wi ll you be
a ble to provi de on ly an inside ATM that is
ava i l a ble solely du ring business hours
ra t h er than a walk-up ATM that is ava i l-
a ble around the cl ock? How wi ll these
re s tri cti ons affect the credit union’s abi l i ty
to convey its brand and carry out its mis-
s i on at this loc a ti on?

Look at the competition
What other financial insti tuti ons have
of f i ces near the loc a ti ons under con s i dera-
ti on and how are those of f i ces con f i g u red ?
A wealth of i n form a ti on on FDIC insu red
i n s ti tuti ons is ava i l a ble thro u gh that or ga-
n i z a ti on’s web site . Ta ke a look at the type s
of of f i ces in the area and how they opera te .
For ex a m p l e , a re they freestanding bu i l d-
i n gs , s toref ronts in strip malls or kiosks in
grocery stores? Are they high ly autom a ted ?
Do they of fer drive - t h ro u gh capabi l i ty ?
Are they open for ex ten ded hours? Do
t h ey have a staff of t h ree or a staff of 3 0 ?
How does this bra n ch repre s ent the bra n d
i m a ge of the insti tuti on that spon s ors it?

O n ce yo u’ve establ i s h ed what your com-
peti tors are doi n g, t a ke a look at how yo u r
propo s ed bra n ch wi ll fit into the mix. Wi ll
you of fer servi ces your com peti tors don’t
h ave (e.g. , a drive - t h ro u gh ,Sa tu rd ay hours ) ?
Wi ll you have a larger staff with high ly spe-
c i a l i zed pers on n el? A small staff wh ere
em p l oyees perform a ra n ge of f u n cti ons and
re a lly get to know indivi dual mem bers ?

The final ch a ll en ge , a f ter the re s e a rch is
done and yo u’ve made a com m i tm ent to
m ove forw a rd with the new site , is to en su re
that everything abo ut the re su l ting bra n ch
em bodies the credit union bra n d . Th a t
means not on ly en su ring that the fac i l i tyhas
the ri ght loo k , but also that it has the ri gh t
mix of s t a f f and tech n o l ogy to del iver the
s ervi ce for wh i ch your credit union stands.

For more informat ion about DHA’s s i te se lec tion consult ing
s e rv i ces, contact Br ian Kidwel l at 800 .367.0433 ex t. 1 2 5 .


