
James Robert Lay: 
Erin asked, how can I get banks and credit unions to engage in a community designed to help them 
maximize the value of their data to drive impacAul money experiences? And how should I navigate 
concerns about compeDDon being in the same space? Well, these are both great quesDons, Erin, and I 
look forward to answering them together with you on today's episode of Banking on Digital Growth. 

James Robert Lay: 
GreeDngs and hello. I am James Robert Lay and welcome to the 123rd episode of the Banking on Digital 
Growth podcast. Today's episode is part of the brand new Clarity Calls series, and I'm excited to welcome 
Erin Caldwell to the show. Erin is the Director of Client Voice at MX, and according to her LinkedIn profile, 
she is always happy to meet up over a cup of coffee to nerd out on FinTech, on client experience, and on 
just making the world a beXer place. Which is, in fact, what I'm hoping that we're going to do together 
for you, the dear listener, today. Welcome to the show, Erin. 

Erin Caldwell: 
Hey, James Robert. It's wonderful to be here. Thank you for having me. 

James Robert Lay: 
So before we get into your quesDons, which are really good, really important, and I think one that the 
dear listener can learn a lot from, what is going well for you? What is posiDve right now? You just shared 
some really, really good news. 

Erin Caldwell: 
Yeah. So just yesterday, I had my client community manager start and join my team. I wanted to iniDate a 
client community for probably three or four years now, I just haven't had the resources to do it. And 
things are now really starDng to get well aligned. So we've got alignment with the team. I've got the 
resources on my team where we're working with our different stakeholders around the organizaDon to 
scope our different needs and get things prioriDze, and we're finally starDng to really get some 
momentum on this thing. 

James Robert Lay: 
And I think that's important. You've found a who. It's so easy when starDng a new project, a new 
iniDaDve, to wonder and worry about how are we going to do this? How am I going to do this? I had Dan 
Sullivan on the podcast earlier, who wrote a great book with Dr. Benjamin Hardy called Who Not How. 
And it's a mindset shi] to think, who do I need to find to align myself with? Because my who then 
becomes the answer to my how, and that's exactly what we're going to be talking about today. 

James Robert Lay: 
You recently shared a quesDon about community. How can banks, how can credit unions, engage in a 
community designed to help them to maximize the value of data to drive impacAul money experiences? 
And for you personally, how should you navigate concerns about compeDDon being in the same space? 
Which I think is really important. Then finally, what must I absolutely do to make it a valuable community 
for all? 

James Robert Lay: 
So can we get some context here into what I would say, what's the goal that we're working towards 
when it comes to building community? Because community is something that you're doing at MX, you're 
looking to do at MX. But at the same Dme, as a bank or a credit union listening, you can deploy these 
insights to build digital community as well, which is a key part of the digital growth experience. And so 

 



for you, when you think about community, what's the goal of growth that you're working towards? 
Imagine we're having this conversaDon, let's say it's three years from now. You're in a really good place, 
your community is in a really good place. What has to happen between now unDl then for you to feel 
good about that progress? Leap ahead in your mind and look backwards to this conversaDon today. 

Erin Caldwell: 
That's such a great quesDon. There are some internal goals that iniDated my desire to create a client 
community. One of the first challenges that sparked this idea for me was ideaDon and being able to 
source and organize our customers' product feedback or enhancement requests. Me and Nate Gardner, 
our Chief Customer Officer, had gone on a walk one day, and we were just walking around the office 
cha`ng about how can we beXer organize this feedback? Because we get requests all the Dme, and 
there's really not a good way of collecDng, organizing, prioriDzing those. And so in some ways, it feels 
someDmes like it falls on deaf ears unless it's a request that's something we're already planning on 
doing. 

Erin Caldwell: 
And so we had this idea of, well, wouldn't it be cool if we could have clients submit an idea and then see 
other people's ideas and upvote them or comment on them? And so that's one of the first use cases that 
I'm interested in with this community, is giving a space for our customers to share their product 
suggesDons and to see what other people have suggested. Add their own context into, yeah, that would 
be really helpful for me and my use case and these ways, or this is how that would impact my business. 
And be able to upvote those so we can say, all right, well, when a certain request hits a certain threshold 
of upvotes, then it works its way into some process of being embedded and scoped and decided on. So 
that's one thing that I'm hoping we can really get some good tracDon around. 

Erin Caldwell: 
The second piece is the discussion space of a community. Just yesterday, I had an interview transcript 
shared with me from one of my team members who had done a jobs to be done interview with one of 
our clients. And as a part of that conversaDon, he specifically said, "Man, I really wish you guys had a 
client community where I could just reach out to some of your other customers and ask how they've 
solved this problem." Because he's working through integraDng with our API, had a niche quesDon about 
how to handle a parDcular situaDon. And our support team, as wonderful as they are, and he said that 
they were so helpful and really wanted to provide a good answer, but they didn't fully understand the 
context of what he was trying to accomplish. And he said, "It would be so great if I could just reach out 
to some of your other customers and ask how they've solved this type of problem." 

Erin Caldwell: 
So there's that element of democraDzing knowledge share and removing MX as the sole holder of all 
informaDon. We have a lot of different channels of support and knowledge and arDcles and product 
resources and things that we provide, but it's all MX driven. And I would like to see more of that being 
client driven, us and our other customers being able to learn from what customers before them have 
done. What have they done well? What has been a challenge for them? How did they overcome that? 
And I think that a community can be a great space for that democraDzaDon of knowledge. 

James Robert Lay: 
So two things, ideaDon and innovaDon. I think that's unique in and of itself because you're working to 
opDmize product and growth alongside the community, so now you're walking together hand in hand. 
And then knowledge and experDse from almost the pracDDoner, those who are already doing this, their 
lessons that they've learned along the way, and facilitaDng. FacilitaDng that dialogue, facilitaDng that 

 



discussion. I can think of if I am a financial brand leader, I'm at a bank, I'm at a credit union, that same 
principle of ideaDon and ge`ng upvotes for your own product opDmizaDon, you're now building that 
alongside a... ParDcularly if you have been historically a community financial brand, makes a lot of 
natural sense to segue way into that. 

James Robert Lay: 
And then number two, when you go through an experience of growth, someDmes you can feel like 
you're by yourself. And to know that you have a team of others who are on a similar journey, it's like 
from Lord of the Rings, right? He didn't go down that journey by himself. He had a group. Same thing 
with Luke Skywalker. He had Han Solo and Princess Leia and Chewbacca and C-3PO. It was all of them 
working together towards that common goal, that common desDnaDon, together. So I think your 
thinking is extremely sound. When you think about these two goals here, ideaDon and innovaDon, and 
then the democraDzaDon of knowledge, what are the big roadblocks in your mind that could stand in the 
way to prevent you from moving towards creaDng this future here for this community, for MX? 

Erin Caldwell: 
My biggest quesDon is will our customers engage? Will they buy into this idea and parDcipate in this 
space? I think with a consumer community, I think consumers... I don't know. I guess humans in general 
want community, want to find people like them who have similar interests and needs and challenges and 
pain points and to connect. And I think our clients fall within that as well. But so many of our customers 
are direct compeDtors. We work with a lot of financial insDtuDons and FinTech companies, and many of 
them are in direct compeDDon within the same market. And so that's one of my biggest concerns as I 
work towards standing this thing up is just, are people going to engage? Are our clients going to take the 
bait and jumped into this space in the way that I envision? Or is that going to be a hurdle that we don't 
get past? 

James Robert Lay: 
It's a great point you make about compeDDon. I see that on the consumer side. I can also see that in this 
B2B space as well. I've got some strong opinions about that. CompeDDon in this digital world must go 
away. I let compeDDon fall away in my mind probably about 10 years ago. Because when you're 
compeDng, you're already playing a game of scarcity. You're playing a game of limited opportunity. The 
flip side of that is collaboraDon. When you're collaboraDng, you're playing a game of abundance and 
creaDon, and there's much more opportunity available for all of us to go out and create and really 
capture together. And so I think that's almost in and of itself a litmus test, if you will, of who would be an 
ideal community member. If you're coming into this conversaDon with a compeDDve mindset, you're 
probably not going to be a good fit. And you have to protect the community. 

James Robert Lay: 
We've been working to build community here at the Digital Growth InsDtute for over the past three to 
five years in various ways and levels, and have learned a lot. I have what I call the four Cs, if you will, of 
community. The first C being content. Content is going to be the fuel of any type of community. 
Specifically content that educates, content that empowers, content that elevates, and I think too, 
content that inspires. Because people will come to the community looking for inspiraDon, looking for 
ideas. And some of that content can be original content, it can be curated content, it can be UGC, or user 
generated content. 

James Robert Lay: 
On that note of content with UGC, though, always remember the 99/1 rule. 90% of people in any type of 
community, and you see a lot of this research coming out of just social communiDes, 90% are going to be 

 



the consumer. They're just going to consume. They're not going to really engage or provide anything. 9% 
are going to be your engagers. They'll like, they'll comment. And then you'll have your one percenters 
who are really your acDve contributors. And so that, to me, is where you have content and curaDon of 
ideas and insights coming together. 

James Robert Lay: 
The third C is connecDon. And it's the connecDng of people, the connecDng of people to people, the 
connecDng of people to content, the connecDng of people to insights. That's the community manager's 
role. That's the person who can bring it all together and help connect people with people. Hey, I'm 
thinking about this. I have this problem. Oh, well, you need to go and talk to this person over here. Or 
I'm thinking about this. Here's the resource. Here's the idea. 

James Robert Lay: 
And then finally, the real magic happens on the fourth C. It's collaboraDon. It's collaboraDon between 
people who historically might have been compeDtors, but they're now collaboraDng and coming up with 
new ideas and insights. Because if you come back and you read the wriDngs of, say, Napoleon Hill, for 
example, that's where the mastermind comes into play. It's where one plus one can equal 10, because 
you're bringing these different ideas and insights together. So I think from a compeDDon, warranted 
concern, but don't let that be the element that holds you back from bringing people together. That's not 
on you. That's not on MX. That's on that individual right there, and they probably have a liXle bit of work 
that they need to do themselves of how they just perceive themselves in this greater conversaDon and 
narraDve. 

Erin Caldwell: 
I love that. I love the thought of making sure that we stay away from a scarcity mindset and focus on an 
abundance mindset, and where we have opportuniDes to create win-win-wins. And you are spot on. For 
those customers who don't want to engage in a space where their compeDtors are, okay. This isn't this 
space for you. Because this is a space where we're coming together to try to solve problems, to try to 
figure out how to do things beXer. How to maximize the value of our data, how to maximize the value of 
the soluDons, how to maximize the impact that we can have on our users' financial lives, making things 
beXer for them. That's the kind of individual that I'm looking for for this community. 

Erin Caldwell: 
I've run a client advisory board for probably five or six years at MX, and the thing that I'm always looking 
for with our cab members are folks who have that mindset. Who have that a`tude of I'm coming to 
learn and to contribute and to put our heads together and see how we can solve problems and make 
things beXer. And that's exactly what I need to be bringing into the community, just expanding that out 
to more of our client base. 

James Robert Lay: 
I think one thing, too, is what's the iniDaDon protocol? Meaning the applicaDon. So for example, when 
you think about the digital growth insider community, people need to have read Banking on Digital 
Growth, they need to have listened to some of the podcast episodes, just to have a general awareness 
and understanding of what we're about. What's the purpose of the community, if you will. And then 
what are the shared values and beliefs? So think of an applicaDon process as well. And maybe that 
requires an interview. Think of that client advisory board. Because you just don't want to let anyone and 
everyone into the community out of the gate, because having the right people will make all of the 
difference in the world. If you get a couple of bad seeds, it can really pollute the larger community, and 
we want to stay away from that. 

 



James Robert Lay: 
Pilot program as well is something else that is just popping to the top of my mind as a way to... You 
launch maybe a liXle bit small, you do that invitaDon. So now you're ge`ng your early adopters who 
would really believe and help to be the foundaDonal members. Maybe that's the Dtle that they're 
bestowed, they're a founding member. Comes with some type of perk or social signaling that it's just like, 
this is what I'm helping to build. And so pilot program is another idea coming off the top of my mind as 
you're looking to launch this. And out of that pilot program, too, you might also find your key 
contributors. Because someDmes you'll find that people will be the student, someDmes they'll be the 
teacher, but either way, there's a learning experience through that equaDon. When you think about that 
idea of a pilot and you've got a community manager that you're bringing in, what conversaDons have you 
had from just launching and go to market and just tesDng the waters, if you will? 

Erin Caldwell: 
Can you rephrase the quesDon? ConversaDons internally? ConversaDons about what topics would we 
want to seed the community with? Which angle were you looking for there? 

James Robert Lay: 
Yes, seeding the community with some type of just topic or subject maXer is going to help get this ball 
rolling out of the gate. Have you had conversaDons around what are the three to five areas of focus to 
begin with? 

Erin Caldwell: 
Yes. We did some work earlier this year to try to idenDfy top pain points of our customers. So what are 
the pain points or the challenges that are most acute for our clients that they're coming to MX to try to 
help them solve? I think those would each make really interesDng discussion threads to see, to learn a 
liXle bit more about the context and what's happening behind the scenes and why is this a challenge. 
We've also got our client advisory board meeDng coming up on the fall, and I plan on pu`ng out a liXle 
survey to that audience leading up to our meeDng to ask them, what do you want to talk about? What 
do you want to learn? What would you want to share? And we're not going to be able to cover all of that 
in our short client advisory board meeDng, but I think that's going to give me some addiDonal ideas of 
what are the topics that are important to our customers that would be meaningful? To start there. 

Erin Caldwell: 
And we are absolutely planning on doing a pilot program with the community. First starDng with a 
smaller group, probably tapping our client advisory board and some of our research group members to 
be our early adopters in that space. And I think using them to seed the conversaDon, get some acDve 
threads going, will not only give us some content, as we expand the community, for people to see when 
they land there for the first Dme, but also to set the tone for that space. To start to establish what the 
culture of our community is like and how we want people to engage there in this really collaboraDve, 
open-minded, supporDve way. And hopefully, that helps us as we expand the community, get new 
people brought in and joining that flow, as opposed to any bad seeds, as you will, poisoning the well. 

James Robert Lay: 
Right. And the other thing, too, to keep in mind is what's the cadence? What does that community 
experience look like? Because I think there's four areas here. There's the weekly experience, like this is 
what happens every single week, because now you're some expectaDons of this happens on a Monday, 
this happens on a Thursday. So you have the weekly. The weekly then is, okay, what's the monthly? 
Maybe it's a monthly meetup or it's a monthly mixer of sorts, and it's where you're just bringing different 

 



people together and facilitaDng that. From the monthly, then you get into the quarterly, and then the 
quarterly, you move into the annual piece of this. If you think about this, a lot of religions work with that 
type of a same cadence. You have weekly, you've got monthly, quarterly, and that big annual event. So 
just something else to consider from that community, cadence of engagement. And se`ng that 
expectaDon early and o]en can help that community member to know, this is what my commitment is 
that I'm ge`ng into. And then coming back and just reinforcing that through this cadence of awareness, 
and then just re-engagement Dme and Dme again. 

James Robert Lay: 
When you think about community, I'm curious to get your take on this. I'm going to flip the tables on 
you. From a consumer side, because we're all dealing with money, and money is stressful, money is 
complex, money is confusing. When you think about, okay, I'm a bank, I'm a credit union, I could join this 
community and learn what that experience is like, so then I could deploy some of this thinking down at a 
local market level. Where's the opportunity if I'm a bank or a credit union to build community, just from 
your own mind? 

Erin Caldwell: 
I think banks, customers, or credit unions members, just like any other person, has that desire to be able 
to connect with people who are experiencing things like them. So if I'm ge`ng ready to get married or 
buy my first home or start a family, make a big move, start a new job, those milestones in life where you 
really stop and reflect on what are my values? What are my prioriDes? How am I structuring my life to be 
supporDve of the things that are important to me? Those are the points in Dme where I think people are 
most reflecDve about their money and their financial lives and how they're interacDng with their 
finances. 

Erin Caldwell: 
Those are the big moments where I, as a consumer, would want to be able to connect with other 
members of my credit union to say, hey, how did you navigate this change? Or what are the resources 
available at the credit union to help me start thinking about investments or reDrement? Or how to start 
structuring my financial life now that I'm going to have a child. It's not just me anymore. I need to be 
thinking about how much should I be saving for college? How much should I be saving for other long-
term purchases versus reDrement? I would really love to just be able to talk to someone else who's been 
there, done that. Yes, you can go to a financial planner or a financial advisor, and those services are o]en 
available, but that's not always necessarily what you need. SomeDmes you just want to talk to another 
human and get different people's perspecDves on how they thought about those situaDons, how they 
navigated that, and how they leveraged the resources available through the bank or the credit union to 
support them through that part of their journey. 

James Robert Lay: 
I think that Des it back to what we were talking about before. It's the facilitaDon of knowledge, of 
experDse, and even the facilitaDon of life experience. Because it's like, I know Erin. I trust Erin. Erin's 
been there, she's done that, she's goXen the t-shirt. And through your sharing of knowledge and your 
experience, I probably can learn more from you, per se, than I could from the financial brand, because 
that financial brand is just that financial brand. To where when I think about what you're looking to build 
here, it has the potenDal to be transformaDve, and I think that's the key. This isn't about transacDons 
anymore. This is about the transformaDon of people and their thinking, and the connecDons and the 
collaboraDons that can come together through something like communiDes. 

James Robert Lay: 

 



I'm excited for you, Erin. This has been a lot of fun. I appreciate you joining me for this conversaDon 
today, for Clarity Calls as part of the Banking on Digital Growth podcast. 

Erin Caldwell: 
James Robert, thank you so much for having me. This was so helpful. You gave me just a few nuggets of 
insight throughout this conversaDon. It was like, aha. I hadn't thought about that, hadn't considered 
that, hadn't looked at things that way. So thank you so much for being willing to share your insight and 
wisdom. 

James Robert Lay: 
If someone is listening and they want to connect with you, they might be interested in this community, 
what is the best way for them to just reach out and say hello to you, Erin? 

Erin Caldwell: 
Reach out to me on LinkedIn. I'm Erin Caldwell, I'm with MX. I don't check LinkedIn every day. I'm on a 
couple Dmes a week. So if I don't respond same day, forgive me. But I will get back to you, and that is 
definitely a great way to connect with me. 

James Robert Lay: 
Connect with Erin, learn from Erin. She's got a lot of great things going on. If you have a digital markeDng 
sells, a digital leadership quesDon that you'd like to get answers to, join me on an upcoming episode of 
Clarity Calls. Text me your quesDon to (832) 549-5792. I look forward to talking with you together. UnDl 
then, and as always, be well, do good, and make your bed. 

 


