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CHALLENGE
Neighborhood Credit Union is the oldest credit union in 
the Dallas-Fort Worth Metroplex. Established in 1930, it has 
grown to over 33,000 members, $332 million in assets, and 10 
branches. 

In 2010, the team at Neighborhood was examining ways to 
further capitalize on its success. The credit union sought to 
engage a sizable number of idle members, many of whom 
became members by taking out a loan, but weren’t actively 
using the credit union’s accounts and services otherwise. 
Additionally, it was increasingly difficult to compete for the 
attention of new consumers in the expensive and crowded 
Dallas media market.

Gaining Deeper Relationships and Account Acquisition

GOALS
1) Connect with disengaged members and become the 
primary institution for their daily banking activity

2) Attract new, loyal members

3) Increase profitability of their account portfolio

STRATEGY
Neighborhood Credit Union recognized the Kasasa 
products as a way to stand out in the highly competitive 
Dallas media market. The fresh marketing strategy 
and collateral materials could reach new audiences 
as well as engage existing members not fully utilizing 
the credit union. Instead of using Kasasa as an add-on 
to their existing account lineup, Neighborhood took 
this opportunity to streamline and optimize their retail 
offerings. They introduced an entirely new lineup 
featuring two Kasasa accounts (Kasasa Cash® and 
Kasasa Tunes®), which were designed to target distinct 
consumer demographics. 

NEIGHBORHOOD CREDIT UNION
Asset size: $332MM

Headquarters: Dallas, TX, population 1.2MM 
(6.8MM metro region)

Number of branches: 10 currently; 8 when 
Kasasa launched

RESULTS
Kasasa was an immediate success upon introducing 
to existing members and through a coordinated 
media campaign. Since launching in early 2011, 
Neighborhood has opened an average of 246 new 
Kasasa accounts per month. These accounts now 
generate $95.47 annual profit per account, before 
the deposits are used for loans or investments. 
Some detailed results include: 

1Accounts opened minus accounts closed per month than prior to launching Kasasa

Increased engagement with existing 
members: nearly 60% of those 
opening a Kasasa account did not 
previously have a checking account 
with Neighborhood 

Opened 35 new Kasasa accounts per 
branch, per month during the first 
year after launch 

Over 7X more net-new accounts1 per 
month than prior to launching Kasasa

Average $14.79 non-interest income 
per Kasasa account per month 

Over $300,000 in monthly  
non-interest income 

Annualized marginal profit of $301  
per Kasasa account 


