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Red Canoe Credit Union sees increasing young adult financial literacy as a 
corporate social responsibility as well as an opportunity to differentiate and grow.

Read on to learn how Red Canoe leveraged It’s a Money Thing by Currency 
Marketing to engage millennials across multiple channels.

Amy Davis
Chief Marketing Officer

WE CHOSE  
IT’S A MONEY THING 
PRIMARILY BECAUSE 
OF THE VALUE AND 
THE QUALITY OF  
THE CONTENT”

Responsibility and Opportunity: 
Engaging Young People in 
Financial Matters

WHO ARE YOUR TARGET MARKETS?
The Red Canoe brand is youthful, vibrant and resonates well with millennials.  
Our primary target market is credit-driven 25- to 45-year-olds living in the areas 
served by our branches, with a secondary target market of young adults ages  
16 to 24. 

WHY DID RED CANOE TURN ITS ATTENTION TO YOUNG ADULTS?
While we were growing rapidly in our primary target market, we wanted to capture 
more of our secondary target market. The young adult market tends to have 
their first financial relationship based on where their parents bank, and we knew 
that this was where our organic growth was coming from. However, as we have 
branches near community colleges, we recognized the opportunity to capture 
a larger share of this market through better financial education and relevant 
content. We did not have specific content on our website or a content  
marketing strategy for young adults under 25. This is why we were attracted  
to It’s a Money Thing.
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WHY DID YOU CHOOSE IT’S A MONEY THING OVER OTHER 
FINANCIAL EDUCATION OPTIONS IN THE MARKET?
Primarily because of the value and the quality of the content.  
It’s a Money Thing provided a turnkey solution we could implement at  
a very reasonable cost—something that was a large benefit to an over-
stretched marketing department with several other projects on the go. 

WHAT DID YOUR LAUNCH PLAN LOOK LIKE?
We launched It’s a Money Thing with roughly the same media and 
marketing spend as one of our larger branding campaigns. We put a 
lot of resources behind it to truly leverage the product itself, as well 
as to position our brand as being socially concerned with young adult 
financial literacy. We utilized outdoor media, social media ads and posts, 
our YouTube channel, branch merchandising, email and online banking 
marketing, and home page primary placement. 

We also took this information directly into the schools and community 
colleges as a resource for teachers to use in their classrooms. And we 
made ourselves available to teach content when asked.

HOW HAS YOUR MEMBERSHIP CHANGED IN THE PAST YEAR?
Prior to It’s a Money Thing, 12.5% of Red Canoe’s members were in the 15- to 
25-year-old age group. From January 1 to December 31, 2016, this age group grew 
to 22% of our full membership. That’s a 77% increase in the number of young adult 
members at our credit union in just one year!

WHAT SURPRISED YOU?
We subscribed to It’s a Money Thing to be good stewards for our community and 
to provide a resource to help young adults get the education they need to be 
more financially successful and out of unnecessary debt in their adult life. Our goal 
was geared more towards concern for community than it was towards increasing 
revenue or membership growth. It just proves that when you do the right thing, 
the right things happen. We didn’t set aggressive growth goals for millennials, but 
we achieved them regardless.

WHAT ADVICE DO YOU HAVE FOR OTHER CREDIT UNIONS 
CONSIDERING IT’S A MONEY THING?
You should treat this like any other major marketing campaign if you’re serious 
about pushing the content out. Putting it on your website with a link won’t 
be enough. You will need to essentially bombard your members with it, using 
frequency and flight approaches to marketing to garner the best results. 

Visit currencymarketing.ca 
to learn more about  
It’s a Money Thing

Attract and retain the next generation of members 
through effective and engaging financial education 
content with It’s a Money Thing.

Amy Davis
Chief Marketing Officer

OVER THE COURSE 
OF ONE YEAR, 
OUR GROWTH IN 
THE MILLENNIAL 
DEMOGRAPHIC  
ROSE BY 77%”
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