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Key Highlights from Study

A variety of factors affect people’s decisions on financial institutions, but frust is the
most important, with all respondents agreeing that this affects their decision.

Those experiencing life events are more likely to consider changing financial
institutions and are more likely to be considering credit unions, making this audience
key prospects.

Radio and podcast hosts offer the trust needed to connect with credit union

Prospects.

» These media are trusted more than social and digital advertising.

« Those experiencing life events are 45% more likely to trust favorite radio hosts and
38% more likely to trust favorite podcast hosts for recommendations about
financial matters/ institutions.

Consumers are likely to be making decisions about where to stop while in the car -
an environment dominated by radio.

Sources: Critical Mass Insights Study May 2026



4 In 5 Are Familiar With Credit Unions But There Is Room To Grow
Compared To The Competition

Familiarity With Financial Institutions

95% 93% 92%

National Banks Regional Banks Local Banks Credit Unions Online-Only Banks

83%

75%

Sources: Critical Mass Insights Study May 2026



Trust Is Key, With All Respondents Agreeing It Is Important In Their
Decisions On Financial Institutions

Important Factors When Selecting A Financial Institution

o
100% 99% 99% 96% 94,
I I I I o 90 % 90 A) 8 /o
Trust Lower fees / better Customer service  Easy to use digital Convenient branch/ Recommendations Physical locations Support of local
rates tools ATM locations in my from people | trust businesses/ causes

community

Sources: Critical Mass Insights Study May 2026



Credit Unions Are More Likely To Be Considered Among Those
Looking For Convenience, Cost Efficiency, And Customer
Service; However, There Is Room To Grow Trust

Top Reasons For Considering A Local Bank Or
Credit Union

63% 61% Less than

A Third

40% cited tfrusting locall

lbanks / credit unions
more than large
lbanks as a reason for

considering.
Convenient branch/ Lower fees / better Better customer Easier to resolve More likely to treat
ATM locations in my rates service issues in person customers fairly
community

Sources: Critical Mass Insights Study May 2026



Radio And Podcasts Hosts Are Seen As More Trustworthy
Compared To Digital Media

Trust In Recommendations About Financial Institutions From Different Media

65%

54% 54%
40% 38%

My Favorite Radio Hosts My Favorite Podcast Hosts Other Digital Ads Social Media Ads Social Media
Creators/Influencers

Sources: Critical Mass Insights Study May 2026



People Experiencing Life Events Are Key Prospects For
Credit Unions

2in3

of those experiencing life
events are likely to begin
using a new financial
institution or change a
financial institution — 21%
higher than overall
respondents

Sources: Critical Mass Insights Study May 2026

907

of those experiencing life
events are likely to consider
a credit union — 12% higher
than overall respondents

Those experiencing life
events are

347

more likely than overall
respondents to consider
using a local bank or credit
union because they trust
them more than big banks




Community, One Of The Key Characteristics Of Credit
Unions, Is Important To Those Experiencing Life Events

2in10

of those experiencing life events agree
that it's important that their financial
institution is actively involved in their
local community

Sources: Critical Mass Insights Study May 2026

7in 10

of those experiencing life events prefer

recommendations that feel local and
relevant to their community — 15% higher
than overall respondents




Radio And Podcast Hosts Offer The High Degree Of Trust
Needed To Connect With Credit Union Prospects

100%

of respondents
experiencing life
events agree that
trust is important
when selecting a
financial institution

Sources: Critical Mass Insights Study May 2026

Respondents
experiencing life
events are

45%

more likely to agree
that they trust their
favorite radio hosts for
recommendations
about financial
matters/institutions.

Respondents
experiencing life
events are

38%

more likely to agree
that they trust their
favorite podcast hosts
for recommendations
about financial
matters/ institutions.

Respondents
experiencing life
events are

KLYZ

more likely to agree
that they are more
open to financial
brands/services they
hear about from hosts
that they trust.




Radio And Podcasts Hosts Are Seen As More Trustworthy
Compared To Digital Media Among These Prospects

Trust In Recommendations About Financial Institutions From Different Media
Among Those Experiencing Life Events

68%

62%

48% 45%
36%

My Favorite Radio Hosts My Favorite Podcast Hosts Other Digital Ads Social Media Ads Social Media
Creators/Influencers

Sources: Critical Mass Insights Study May 2026



Credit Union Prospects Are Likely To Be Influenced By Ads In
The Car, Where Radio Dominates

Respondents who would
consider a credit union are AM/FM Radio { 83%

18%

Podcasts

% Share of
Time Spent With
Ad-Supported Audio
IN-VEHICLE

Streaming Music

more likely to stop
somewhere if they hear
about it while in their car.

Sources: Critical Mass Insights Study May 2026
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METHODOLOGY

DATES OF FIELDING: May 2026
N=517 Adults 18+ Radio Listeners with HHI S50K - S150K

Respondents weighted to reflect total population of the target audience

Sources: Critical Mass Insights Study May 2026
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