
SOLUTION: Atlantic taught members a different way to buy a car that placed the auto 
financing in the beginning of the auto buying process by instituting two new strategies. First, 
Atlantic set up a discount buying program which gave members lower non-haggle pricing than they 
could negotiate on their own with a variety of dealers. Second, it made the discount buying service 
available through a loan pre-approval that offered loan guarantees based on credit score. This was, 
at the time, very different from what the industry was doing. Overlapping mailers were sent 
quarterly to those members with the highest propensity (as deter-
mined by demographic) to buy new cars The discount buying 
process required the member to call the credit union at the 
beginning of the purchase process. People cared about buying 
their car at the lowest price possible, giving Atlantic the 
opportunity to move the financing to the beginning of the buying 
process.

RESULTS: Atlantic saw a 40%+ increase in auto loans within 
14 months at a time when auto sales were down 20% nationwide 
and dealers were offering 0% financing to attract buyers. There 
was no concession made in rates offered and no difference in the 
quality of the loans as compared to those made prior to program 
implementation. Atlantic took loans from the auto dealers and 
was able to convince people to pay for what they could get for 
free elsewhere.

CHALLENGE: Atlantic Credit Union faced a 20% decline in auto loans, 
which served as a critical entry point for many households to credit union 
membership. Marketing analysis determined that auto financing was a 
minor detail in the typical auto purchase, generally relegated as a footnote 
to the purchase transaction. Car dealers had the loans virtually locked up 
because of their ability to process the loan any time the dealership was 
open and complete the loan faster than any bank or credit union. 

The process of buying a car is best described like this:

In most cases, the credit union didn’t know who was seeking a car purchase until (or if) the 
call came to finance the vehicle.
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Key to strategy success was: ongoing 
pre-approvals repeated to the same mem-
ber group, a removeable wallet card, and 
educational materials that reinforced the 
simplicity of the “new” buying process.

“You are the real deal; you understand the strategic importance of marketing and how to execute an effective and successful strategy.    ---Carol Humenick       COO - Vice President



QUARTERLY LETTER MAILING
Mailed to the same target group each quarter: those with high 
propensities to buy new cars. While the message was similar, 
the letters used new text and design each quarter.

DETACHABLE WALLET CARD
Based on a member’s credit rating, a minimum guaranteed 
pre-approved auto loan amount. Rate and terms are NOT 
revealed to allow the credit union flexibility. Variable data.

CAR BUYING BROCHURE
Designed to help members understand and embrace the 
value that the credit union offered in buying and financing 
their next auto. This was included with each letter mailing. 

4 EASY STEPS TO BUYING
Because the credit union was showing members a modified way to buy their new car, it 
needed to be easy and understandable. Seeing the four steps immediately upon opening 
the brochure helped them understand and appreciate how easy it really was.


