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Friedman vs. Whole Foods

"The Social Responsibility of Business 
Is to Increase Its Profits.” – Milton 
Friedman, Professor Emeritus at the 
University of Chicago

“The enlightened corporation should try to 
create value for all of its constituencies.” –
John Mackey, Founder and CEO of Whole 
Foods





“Most nonprofit groups track their performance 
by metrics such as dollars raised, membership 
growth, number of visitors, people served, and 
overhead costs.” – John Sawhill, former CEO of 
The Nature Conservancy



The Challenge of Measuring Credit Union 
Performance

Institutional
• Capital/Assets

• ROA

• Delinquency

• Charge‐offs

Member Focused
• Average Member 
Balances

• Product Usage

• Market Share

• Member Return
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The ability to deliver member value is 
potentially the most significant competitive 
advantage credit unions have in the financial 

services marketplace

The Importance of Member Value



• Better pricing

• Service – “member experience”

• Convenience

• Product expertise

• Trusted relationship

• Reputation / brand affinity

• Financial education

• Transparency

• Member ownership

• Innovation

• “Community” impact

What is Member Value?



“Our organizational commitment remains to create 
real, tangible, and measurable economic value for 
our members, to expand our presence and 
relevance in the communities we serve…” – The CEO 
of a large Arizona credit union

What is Member Value?



Rate and Fee Transparency



Benchmarking Rates

CU Competition * Difference Benefit $
Rate Rate (annual)

(bal x Diff)
Shares
Regular shares 1.00% 0.75% 0.25% 15,000$      
Checking 0.75% 0.25% 0.50% 50,000$      
Money Market 1.50% 0.75% 0.75% 25,000$      
IRA 1.00% 0.65% 0.35% 75,000$      
Share Certs 2.50% 2.00% 0.50% 80,000$      
Total 245,000$     
Loans
Signature 9.00% 15.00% -6.00% 200,000$     
Transportation 4.49% 7.00% -2.51% 80,000$      
Mortgage 30 yr 6.50% 7.50% -1.00% 90,000$      
Credit Cards 9.90% 15.50% -5.60% 300,000$     
Total 670,000$     
Services Cost Cost Difference Annualized
NSF 5.00$      15.00$        (10.00)$   100,000$     
Stop Pymts 18.00$    30.00$        (12.00)$   50,000$      
Bill Pay -$       15.00$        (15.00)$   75,000$      
Wire Transfers 15.00$    25.00$        (10.00)$   25,000$      
Total 250,000$     

Total Annual Savings 1,165,000$  
Number of members 22,000        
Annual savings per member 52.95$        

Competition included 21 local credit unions and banks



Giving it Back to Members



The Return of the Member Index

The History of ROM
• Callahan & Associates created the Return of the Member 

Index (ROM) in 1997

• The scoring system provides a more holistic view of member 
value using data from the 5300 Call Report

• Continues to be updated based on user feedback



“I use Callahan’s Return of the Member scores 
with my staff and Board of Directors to track 
the progress we are making at the credit 
union.” – Diana Dykstra, CEO



The Return of the Member Index

Components
• ROM measures a credit union’s performance relative to 

other credit unions, typically its national asset size‐based 
peer group 

• Callahan’s ROM scoring system is made up of three 
components ‐ Return to the Savers (40%), Return to the 
Borrowers (35%), and Member Service Usage (25%)

• Each of these components are made up of several different 
ratios, which are given different weighting in the index 
based on importance



The Return of the Member Index

Return to the Savers
• Measures how well a credit union is providing deposit 

services and economic return to its members

• Meant to highlight credit unions that have stronger 
relationships with their depositors



• Return to the Savers’ components and weights :
– Dividends/Income ‐ 30%

– Average Dividends Paid ‐ 30%

– Change in Average Share Balance Per Member ‐ 15%

– Three‐Year Compound Share Growth ‐ 15%

– Number of Share Accounts Per Member ‐ 10%

The Return of the Member Index



The Return of the Member Index

Return to the Borrowers
• Rewards credit unions that offer lower rates on loans, but it 

also considers the historical growth in lending and the 
variety of products the credit union offers

• The metric includes loans that credit unions have sold on the 
secondary market but chosen to continue to service



• Return to the Borrowers’ components and weights:
– Loans + Servicing Portfolio / Shares Ratio (including 

mortgage servicing ‐ 30% 

– Yield on Average Loans ‐ 20%

– Three‐Year Compound Loan Growth ‐ 15%

– Amount of Loans Originated in Last 12 Months ‐ 15%

– Growth in Average Loan Balance per Member (Consumer & 
Real Estate) ‐ 10%

– Number of Loan Accounts per Member ‐ 10%

The Return of the Member Index



The Return of the Member Index

Member Service Usage
• Measures how efficiently a credit union provides and 

promotes services to its members

• Leaders in this category have a high number of core account 
relationships with their members 

• Captures the positive correlation between member activity 
and the amount of income generated per employee



• Member Service Usage components and weights:
– Number of Share Draft Accounts / Members ‐ 20%

– Number of Auto Loan Accounts / Members ‐ 15%

– Number of Credit Card Accounts / Members ‐ 15%

– Total Loan and Saving Accounts / Members ‐ 15%

– Three‐Year Compound Member Growth ‐ 15%

– Fee Income / Members ‐ 10%

– $ Total Income/ $ Salary and Benefit ‐ 10%

The Return of the Member Index



How ROM Components are Calculated

Return to the Savers Calculation
ABC Credit Union 

Ratios ABC's Values
% Rank in Assigned Weighted

Peer Group Weight Score

Dividends/Income 40.60% 98.10% x  30% =  29.4

Avg. Div. Paid 2.00% 93.30% x  30% =  28

Chg in Avg. Share Bal  4.30% 63.50% x  15% =  9.5

# of Sh. Accts/Mem 1.6  45.40% x  10% =  4.5

3‐Year Share Growth 12.60% 88.00% x  15% =  13.2

84.6

*Raw score of 84.6 equates to percentile rank of 98.23 



How Total ROM is Calculated

Total Return of the Member
ABC Credit Union

ABC's Values
Percentile Assigned Final

Rank Weight Score

Return to Savers 98.23 x 40% = 39.29

Return to Borrowers 66.5 x 35% = 23.28

Member Service Usage 77.24 x 25% = 19.31

75.58

*Raw score of 75.58 equates to percentile rank of 85.39



How to Use ROM

• Evaluating your credit union without 
considering its member value may not tell the 
whole story

• Tracking ROM allows you provide your Board 
a member‐focused way of comparing your 
performance to others

• ROM can be a great source for marketing 
content







"We feel that the ROM is a good measure of 
how we serve our members.  We use our ROM 
ranking, asset growth, and member 
satisfaction surveys, as the basis for our 
employee bonus plan.”

– Controller at a $1B credit union

How to Use ROM



Want More Information?

Request our free ROM white paper and your 
credit union’s ROM scores from Peer to Peer

Sam Brownell, Industry Analyst

sbrownell@creditunions.com

(800) 446‐7453 x. 164


