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The Partnership Advantage

A journey of learning how to cultivate high-performing partnerships

 



1966 Little League Baseball 2018 Partners Federal Credit Union

When did your journey begin? 



VISION 
Making All Financial Dreams 
Come True

MISSION
Through a focus on Service, 
Access, and Reliability, we will 
grow to exceed $2B in assets, 
serving 45% or more of TWDC, 
by 2020.

CORE VALUES
• Commitment
• Ethical and Transparent
• Meaningful Relationships
• Respect and Care for Others
• Embrace and Drive Change

Media Networks Parks & Resorts Studios Consumer Products Interactive

About Partners … 



THE LITTLE WE

ME

THE BIG WE

The Leadership Continuum



REQUIRES THE  INTEGRATION 

OF HEAD AND HEART

Abraham Maslow

“What a man can be, he 

must be. This need we call 

self-actualization…It refers 

to man’s desire for self-

fulfillment, namely to the 

tendency for him to 

become actually in what he 

is potentially.”

Basic Needs

Psychological Needs

Self-Fulfillment

 Needs

Maslow’s Depiction of the Journey
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DISTRESS
Overreaching or depletion of resources

BOREDOM
Average plan or “same ol’, same ol’”

Full Potential Trajectory



LEADERSHIP

• Eco-centric Leadership Development 

Program (ELDP)

• Leadership Conversation Series with 

John

• Leadership Development Advisory 

Committee

• Leadership Essentials

• Management Essentials

“Leaders all year every year!”



What is Culture?

“The way things get done around here.”  



BUSINESS RESULTS HAPPEN BECAUSE OF CULTURE, NOT IN 
SPITE OF IT.

9

Business
Results!

“Culture eats strategy for breakfast.”

-Peter Drucker

X

Strategy Culture



Our
 

Journey

Core Values





Culture Solutions Group, LLC 2019 
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Coaching 
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Core Values Agreement
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Development  Programs 



• Awakened organizational consciousness around leadership 

and culture

• Increased Member satisfaction scores MSAT 98 and NPS 87

• Top decile performance on two independent peer-to-peer 

industry scorecards (Raddon and Callahan) – sustained for 

a decade.

• Member / Customer Retention:  97.39%

• Gains in culture areas of focus: goals and objectives, 

capability development, and coordination and integration

• Higher levels of empowerment and personal responsibility

• Be clear on what you want to achieve and what you will 

say no to for the purpose of saying yes to what matters 

most.  

• Executive and Management Team buy-in, alignment, and 

advocation is a critical success factor. 

• Talent practices must be aligned with driving strategy and 

culture.

Outcomes …



Disney

Ecosystems …

The NEW Organizational Chart (Inside and Outside)

Resources are continuously flexing, aligning and then 

re-aligning with greater agility.



Accelerating
Digital
Initiatives



We surveyed the “Big 3” 
on 89 digital products and 
services. We then assessed 
their relevancy to Partners 
Members. 

The challenge was not our 
roadmap but rather that 
we are NOT implementing  
fast enough given the 
velocity of disruption. 

We also performed a 
survey based on the CO-
OP’s  “Navigating the Path 
to Digital Transformation. 

90% survey respondents 
report our offering as  
inferior or good, but not 
good enough.

Tutorial on functionality 
offered through online 
banking

☑ ☑ ☑ On roadmap

Comprehensive reports on 
spending habits

☑ ☑ On roadmap

Robust budgeting tools ☑ ☑ On roadmap

View credit score (free) ☑ ☑ ☑ On roadmap

Set preferred language for 
digital banking and profile

☑ ☑

P2P (via mobile number or 
email)

☑ ☑ ☑ On roadmap

30% 60% 10% 0%0%
Far inferior digital 

experience

Inferior experience Good, but not quite 
as  good

We are meeting the 
high standard they set

We are exceeding 
their s tandard

Mgmt ( n=24) EMT ( n=7) Board ( n=9)

90%

Situation overview 



Pilot Program Success factors 

▪ Culture – Focus on team (internal & 

external) development fostering dexterity with 
agile methodologies.    

 

▪ 4x – Accelerate the digital transformation of 

the credit union beginning with 2x (semi-
annually), then 3x (quarterly), then 4x 
(deploying to production every month).

▪ Capital – Complete a capital study to 

ascertain the funds available to safely 
accelerate our digital transformation with rigor 
for all stakeholders (e.g. Board, regulator, etc.) 

The pilot began by forming a 
cross-functional team 
comprised of Partners 
employees; trusted industry 
expert (BCG); and digital 
master (Kony) 

The team was empowered 
with high-levels of autonomy 
together with accountability 
to stakeholders (Board, staff, 
business partners and 
industry peers).

Three over-arching 
outcomes were  desired at 
the conclusion of the pilot 
program. 



Imagine what we can do together.

Results AND Relationships

=

COMPETITIVE 

ADVANTAGE

Summary 



Success factors…

Run the Business Transform the Business 

Q3-2018 Q4-2018 Q3-2019 Q4-2019 Q1-2020

“We overestimated what we could get done in 12 months… 
and underestimated what was possible in 18-36 months”

2X 

3X 

4X 

“Run the Business”



The Journey …Key Learnings

▪ Customer Experience FIRST!

▪ Clarity about what good looks like (KPIs, SLAs, 4x, etc.)

▪ Partnership Mindset internally (horizontal / vertical) and externally

▪ Technical Debt must be addressed along with “Transforming the Business” 

▪ Speed to decisions (go or no-go, pivot or quit) without sacrificing quality

▪ Simplification of technologies and processes internally and externally 

▪ Autonomy up-and-down the organization, partnerships too!

▪ Capital continuous deployment (Always-On Strategy) with rigor  

▪ Transparency & Accountability for all stakeholders  



Moving  past traditional vendor 

relationships …a partnering 

mindset



The Partnership Advantage 

How Harnessing the Power of Partnerships Can Revitalize Community  

Financial Institutions  

Coming 

Soon



Thank You 


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7: Leadership
	Slide 8
	Slide 9: Business results happen because of culture, not in spite of it.
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15: Accelerating Digital Initiatives
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23

