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Training & 
workshops
Our organization is designed to be an extension of yours: to augment and 
enhance your team rather than add an additional layer. Our workshops and 
training programs embody that. These are sleeves-up, in-the-weeds-with-you 
sessions designed to excite, inspire and educate. 

The workshops listed are sensible starting spots; the sessions delivered are 
always unique.

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Redefining your brand framework

BRAND CULTURE

OPERATIONS

Regardless of size, location, charter or FOM, every credit union shares one thing in 
common: Purpose. Every single institution was started with the exclusive, irrevocable 
intention of providing safe, affordable financial services to people who would 
otherwise go without.

But times change.

That same fundamental intent is as critical today as it was 100 years ago, but the 
communities, employers and professions your credit union was set up to serve have 
no doubt evolved and expanded. So too has how we all think about, use, transfer and 
access money. Your credit union can’t afford to be left behind.

Through this workshop, we’ll reimagine your credit union’s central tenets to better 
reflect the organization it has become, the passion of the people who work there, and 
the needs of the members it serves.

LEARNING OUTCOMES:
•	 Friction points between your mission, margin and strategy
•	 A deeper understanding of your members’ core needs and how you can serve 

them
•	 A revised brand framework, developed, written and wholly owned by your team
•	 Initial concepts for rollout and implementation

INTENDED FOR:
•	 Cross-functional teams from 

within one organization

LOGISTICS:
•	 Two-day workshop, incl. breaks
•	 In-person
•	 8 – 20 participants

TAGS:

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Motivation and other good intentions

Every credit union wants their team to understand, emote, and even “live” the 
mission, so of course workplace motivation is vital. Most organizations have plans 
in place, but they typically prioritize perks and pay. Perhaps that’s why employee 
engagement and retention remain critical challenges for credit unions.

This session explores the broader conditions that allow people to do their best work, 
and how everyday management decisions shape motivation and performance 
over time.

LEARNING OUTCOMES:
•	 Understand motivation as a system, shaped by workplace conditions and 

leadership behaviors
•	 Recognize the factors that quietly strengthen or undermine performance and 

engagement
•	 Apply practical principles to improve motivation, trust and consistency across 

teams

INTENDED FOR:
•	 Credit union CEOs
•	 Culture and HR executives
•	 People leaders at any stage of 

their career

LOGISTICS:
•	 Four-hour workshop, incl. 

breaks
•	 In-person
•	 4 – 30 participants

TAGS:

CULTURE

EMPLOYEE EXPERIENCE

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Trust and other lost arts

In financial services, the concept of “user experience” is all too readily digitized; 
reducing its breadth to interfaces and convenience. For members, it’s more than 
that. Having access to and control of their money is visceral—it’s key to their sense of 
safety, stability, and their physical and mental wellbeing.

This session explores how credit unions can embrace and deploy both technological 
innovations and the more humane behaviors that actually earn trust and build 
loyalty in the long-term.

LEARNING OUTCOMES:
•	 Understand the true breadth of “user experience” from a member’s point of 

view
•	 Increased focus on building trust, and awareness of how that shapes long-term 

brand loyalty
•	 Recognize the role of expectation management and delivery, and why being 

reliable matters more than being impressive

INTENDED FOR:
•	 Credit union CEOs
•	 Culture and operations 

executives
•	 Strategic brand and marketing 

leaders

LOGISTICS:
•	 Three-hour workshop, incl. 

breaks
•	 In-person
•	 4 – 30 participants

TAGS:

MEMBER EXPERIENCE

CULTURE OPERATIONS

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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The Mission/Margin Matrix: Strategic 
planning to balance growth and impact

Your credit union’s strategy can’t afford to be just another document. Like the 
organization itself, it has to be a living, breathing entity; focused and intentional, yes, 
but also malleable and adaptable in the face of uncertainty.

For many credit unions, embracing plasticity is where their strategic planning 
breaks down. Not because of an inability or unwillingness to pivot, but because of 
misunderstood dependencies, misaligned priorities and mismatched roles.

In this hands-on session, we’ll utilize our proprietary diagnostic tool designed to 
reveal where great credit union strategies go to die—and what you can do to bring 
them back to life.

LEARNING OUTCOMES:
•	 Build greater clarity of how long-term growth and a member-centric mission 

can live within the same strategy 
•	 Learn how to utilize the Mission/Margin Matrix to assess alignment across your 

credit union’s mission, initiatives, roles and operations 
•	 Discover where friction, duplication or misalignment most often shows up in 

your credit union—and how to fix it

INTENDED FOR:
•	 Credit union CEOs
•	 Operations executives

LOGISTICS:
•	 90-minute to two-hour 

workshop, incl. breaks
•	 In-person
•	 4 – 30 participants

TAGS:

GROWTH OPERATIONS

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Aligning your credit union’s brand 
promise and marketing strategies

Credit unions rarely struggle to articulate why they exist but can often struggle 
to prove it. Purpose, mission, values … While proudly displayed they’re easily 
disconnected from the day-to-day operations and member experience. That chasm 
is where mission goes to die.

This session explores how credit unions can effectively reconnect their marketing 
strategies and outputs to their core brand, helping to bring the Credit Union 
Difference to life.

LEARNING OUTCOMES:
•	 Understand how to pressure-test your credit union’s brand, identify where it 

breaks down in action, and how to reconnect it
•	 Discover a robust content strategy framework to help you be more intentional 

with your outputs
•	 Explore the power of smart segmentation and how to drive growth in 

underserved communities
•	 Learn how to add humanity, purpose and passion into your member stories

INTENDED FOR:
•	 Strategic brand and 

marketing leaders

LOGISTICS:
•	 90-minute to two-hour 

workshop, incl. breaks
•	 In-person
•	 8 – 24 participants

TAGS:

BRAND

MEMBER EXPERIENCE

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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The Member Moment Map: Fix what 
matters most

Most credit unions try to improve their member experience by adding features, 
refining messaging, or launching new initiatives. Meanwhile, trust is won or lost in 
predictable moments like when something goes wrong, when money is tight, or when 
a decision feels overwhelming.

In this workshop, teams will identify the moments that matter most for their members 
and map one moment in detail to uncover friction, gaps in expectation-setting, and 
practical fixes.

LEARNING OUTCOMES:
•	 Identify your credit union’s highest-impact member moments
•	 Learn a simple moment-mapping method to reveal friction and maintain trust
•	 Prioritize improvements based on impact and frequency—not internal opinion
•	 Leave with a short list of fixes/next steps that can be implemented quickly

INTENDED FOR:
•	 Credit union CEOs
•	 Operations executives
•	 Brand and marketing 

professionals

LOGISTICS:
•	 90-minute to two-hour 

workshop, incl. breaks
•	 In-person
•	 8 – 30 participants

TAGS:

MARKETING

MEMBER EXPERIENCE

OPERATIONS

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Speaking 
sessions
It takes a lot of trust to put someone on a stage when your organization’s 
name and reputation is on the line. That’s a trust we don’t take lightly.

Whether it’s a keynote, a breakout, panel participation or panel facilitation, 
our speakers always bring our unique blend of unapologetic optimism 
and full candor to the stage. Your audience knows there are challenges, 
so we don’t admire the problem. Instead, we bring real-world, practical, 
implementable opportunities to the fore, because big-picture ideas are 
great, but big-picture action is best.

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Loyalty and other demands

CULTURE OPERATIONS

Every leader wants their team to understand, emote, and even “live” the mission. 
That requires a certain level of loyalty from employees, despite the majority of the 
workforce having limited employment security, strategic influence, or proximity to 
decision-making. It’s imbalanced.

This session explores why loyalty does not scale in the way leaders often assume it 
will, and how fostering local loyalty—building robust, resilient teams and individuals—
can deliver more sustainable growth than the corporate playbook.

LEARNING OUTCOMES:
•	 Understand why loyalty is local by nature, and why it rarely extends to abstract 

corporate goals or financial outcomes
•	 Recognize the limits of demanding engagement from employees with little 

control, security, or visibility into leadership decisions
•	 How to design for local commitment, so teams deeply care about work, 

colleagues and members—without carrying organizational survival 
responsibility

INTENDED FOR:
•	 CEOs (credit unions, fintech, 

system associations)
•	 Culture and operations 

executives
•	 People leaders at any stage of 

their career

LOGISTICS:
•	 30- to 45-minute presentation
•	 In-person or virtual

TAGS:

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Radical ideas and other taboos

The credit union system is at a pivot point. Deposits are flat, the regulatory 
environment chaotic, and new members are as easy to come by as new employees. 
It’s tough out there. And yet, despite the multitude of challenges, it’s all too easy to 
seek safety in consensus and familiarity—to do what’s always been done, despite 
openly admitting change needs to happen.

In this no-holds-barred presentation, we’ll explore why change feels threatening, 
why following the crowd can quietly lead to stagnation, and how conformity is often 
mistaken for stability.

Rather than celebrating disruption for its own sake, the session offers a practical 
way to assess when a bold idea is worth the risk, and why healthy disagreement and 
strategic tension are often signs of progress, not failure.

LEARNING OUTCOMES:
•	 Understand why uncertainty drives conformity, and how fear is often mistaken 

for good governance
•	 Learn how to evaluate bold ideas pragmatically, separating considered risk 

from reckless change
•	 Recognize the value of healthy strategic conflict, and how disagreement can 

strengthen direction and decision-making

INTENDED FOR:
•	 CEOs (credit unions, fintech, 

system associations)
•	 Culture and operations 

executives
•	 Strategic brand and marketing 

leaders

LOGISTICS:
•	 30- to 45-minute presentation
•	 In-person or virtual

TAGS:

STRATEGIC PLANNING

GROWTH OPERATIONS

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Building your brand: Practical strategies 
for credit unions to stand out

Credit unions rarely struggle to say what they stand for. They struggle to prove it.

Purpose statements and values adorn the walls in-branch, but are often 
disconnected from member or employee experiences and the day-to-day 
operations. The result is a brand that sounds right but feels forgettable.

This session reframes brand not as marketing output, but as organizational behavior 
made visible. We’ll examine how credit unions can build their operational strategies, 
people policies and marketing outputs around purpose to bring the Credit Union 
Difference to life.

LEARNING OUTCOMES:
•	 Understand how to make your mission and values operational rather than 

ornamental
•	 Learn how to capture, curate and communicate authentic member stories to 

build trust and establish authenticity
•	 Identify where the friction points are between brand and operational realities

INTENDED FOR:
•	 CEOs (credit unions, fintech, 

system associations)
•	 Brand and marketing 

professionals
•	 Culture executives

LOGISTICS:
•	 30- to 45-minute presentation
•	 In-person or virtual

TAGS:

BRAND STRATEGY

MEMBER EXPERIENCE

EMPLOYEE EXPERIENCE

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US



14

Hello, is it me you’re looking for? 
Everything credit unions don’t know 
about their members

Every credit union knows their members… right?

What if knowing a member’s name isn’t enough? What if the transaction data 
doesn’t tell the whole story? What if the answer to long-term growth is staring the 
system right in the face?

Discover simple strategies that can take your credit union deep into the community it 
thinks it’s serving, and uncover the real friction points hindering your growth and your 
(potential) members’ financial wellbeing.

LEARNING OUTCOMES:
•	 Understand why traditional surveys and internal data often reinforce 

assumptions rather than reveal new insight
•	 Learn practical, low- to no-cost methods for conducting immersive, 

community-based research
•	 Recognize how cultural nuance, local language and frontline observation can 

effectively reshape your credit union’s brand, messaging and impact

INTENDED FOR:
•	 Credit union CEOs
•	 Brand and marketing 

professionals

LOGISTICS:
•	 30- to 60-minute presentation
•	 In-person or virtual

TAGS:

BRAND STRATEGY

MEMBER EXPERIENCE

GROWTH

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Clarity is the real competitive advantage

In financial services, trust is built through clarity and predictability. When members 
understand what’s happening and what to expect, confidence follows. Yet many 
credit unions unintentionally overwhelm people with complex language, too many 
options and unclear expectations.

When members feel confused, they delay decisions, abandon tasks and lose 
confidence. Over time, that confusion erodes trust and loyalty—quietly, and in ways 
that are often ignored by traditional satisfaction scores.

This session explores why clarity is one of the most powerful and overlooked ways 
credit unions can strengthen trust across branch, call center and digital experiences.

LEARNING OUTCOMES:
•	 Understand how confusion drives member behavior
•	 Recognize where credit unions unintentionally create cognitive overload 

(language, choices, handoffs, expectations)
•	 Learn practical principles for improving clarity in ways members can easily 

understand and act on
•	 Walk away with a simple lens to identify “clarity gaps” that weaken trust and 

experience

INTENDED FOR:
•	 Credit union CEOs
•	 Operations and product 

leaders
•	 Brand and marketing 

professionals

LOGISTICS:
•	 30- to 60-minute presentation
•	 In-person or virtual

TAGS:

MARKETING

OPERATIONS

BRAND STRATEGY

MEMBER EXPERIENCE

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Meet the 
presenters
With a unique mix of technical know-how and creative chops, our 
superstar team is grounded in deep industry experience across 
financial services, fintech, SaaS, international development and 
nonprofit leadership.

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Sam Plester, CUDE
FOUNDER & CEO

As the founder and 
CEO of Mission Brands 
Consulting, Sam works 
directly with credit unions, 
system partners, trade 
associations and fintech on 
growth strategy, member 
experience, brand and 
marketing programs, and 
reducing operational friction.

With more than 20 years 
of experience, Sam has 
held national leadership 
roles within the credit 
union movement, leading 
brand strategy, growth 
initiatives, and member 
engagement efforts at scale. 
His no-nonsense, full-candor 
approach is known for 
challenging assumptions, 
embracing discomfort, and 
helping executive teams 
reimagine what’s possible.

Samantha Cherney
SR. DIRECTOR, BRAND & 
MARKETING

Samantha is a strategic 
marketing leader dedicated 
to helping credit unions 
strengthen trust, deepen 
member relationships, and 
build sustainable paths to 
growth.

Her work spans brand 
strategy, go-to-market 
planning, digital marketing, 
member acquisition, 
and experience design. 
She is known for bringing 
both strategic clarity and 
operational focus, helping 
teams align strategy, 
systems, and storytelling to 
expand reach while staying 
grounded in real member 
needs.

Khuong Ngo
SR. DIRECTOR, BRAND & 
MARKETING

Khuong is a brand and 
marketing leader with over 
20 years of experience 
developing and executing 
transformative strategies 
that drive growth and 
engagement.

Specializing in integrated, 
multi-channel campaigns, 
Khuong has held leadership 
positions across diverse 
sectors—including financial 
services, technology, 
government, and some of 
the UK’s most recognizable 
nonprofits.

Nathan Plester
SR. MANAGER, PEOPLE, 
BUSINESS & CULTURE

With a 25-year career 
spanning senior operational 
leadership and behavioral 
psychology, Nathan works 
at the intersection of how 
organizations are designed 
and how people actually 
behave.

Nathan’s work helps 
leaders better understand 
organizational culture 
as a system of everyday 
behaviors. His approach 
supports clearer decision-
making, stronger leadership 
alignment, and higher 
trust across teams and the 
member experience.

TRAINING & WORKSHOPS SPEAKING SESSIONS PRESENTERS CONTACT US
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Get in touch
Hello@MissionBrandsConsulting.com
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