
 

James Robert Lay: 
Hey guys, it's James Robert, and I'm excited to share Amy McGraw's Digital Growth journey story with 
you here in a moment. Amy is the VP of MarkeGng and Chief Experience Officer for Tropical Financial 
based out of South Florida, and she's been a member of the Digital Growth program for the past five 
years. When listening to her story, it's just so good to reflect on the progress that she's not only made 
with her financial brand, but also all the progress that she's made on her own personal journey of 
growth. Enjoy this episode. 

James Robert Lay: 
GreeGngs and hello. I am James Robert Lay, and welcome to another episode of the Banking on Digital 
Growth podcast. Today's episode is part of the Digital Growth Journey series, and I'm excited to welcome 
Amy McGraw to the show, because she really has such an archetypal, prepare for the worst, hope for the 
best story that's been unfolding over the past four or five years. And as we are in these strange and 
dynamic Gmes- 

Amy McGraw: 
Evolving and dynamic. 

James Robert Lay: 
Evolving and dynamic. Welcome to the show, Amy. Thanks for being here. 

Amy McGraw: 
Thank you. 

James Robert Lay: 
So Chief Experience Officer, VP of MarkeGng at Tropical Financial. What is one thing that you're excited 
about? And it sounds like a funny quesGon, but I think as financial brand leaders, it's important that we 
maintain a posiGve mindset during Gmes of chaos and crisis, because we have to lead with courage, 
because courage is contagious. 

Amy McGraw: 
Yeah, you're absolutely right. It's sort of strange to think how far we've come, is all sort of being up 
ended in a way with what is happening right now with the coronavirus, COVID-19 throughout the world. 
But I also know that, especially when I have my meeGngs ... I have a daily meeGng with my team right 
now, since we're all obviously working from home, about not losing sight of what we've started with our 
Get Beyond Money pla[orm. And I think that it's taken us four years, not only in terms of ge\ng 
HubSpot and workflows and emails and our members as contacts in our HubSpot system, talking to our 
data warehouse. All of that has happened over Gme, but it also has posiGoned us perfectly to respond 
what is sGll yet to come with people's finances really being decimated by what's going on in the 
marketplace and the economy. So it really ... The one thing I think that is hopeful for me and for my team 
is the fact that we are perfectly posiGoned to help our members now and going into the future with 
what we've built so far. 

James Robert Lay: 
And you bring such good points there because it's been a journey. It hasn't happened overnight. It's built 
upon the foundaGon upon foundaGon upon foundaGon. And really at the heart of all of that is a 
purpose. A purpose that for you personally, for your team, for Tropical Financial, that has transcended 



 

the promoGon of dollars and cents and commodiGzed products, but a purpose that's been built around. I 
think it's got to be more important as we move beyond this COVID-19 health crisis and into the 
COVID-19 financial health crisis, one that puts you in a really good place. What is that purpose? 

Amy McGraw: 
It's interesGng because years ago, before we really created the Get Beyond Money mindset and 
movement, our purpose was educate first, sell second. That was something that was put into place 
internally three years ago. So creaGng the idea of ge\ng beyond money and ge\ng beyond the stress of 
money was what Get Beyond Money was created for. Now more than ever, because people right now are 
at a completely different level of stress than they were just two weeks ago. And right now the stress is 
physical, mental, emoGonal, but then is easily going to lead into financial. There are so many people who 
are losing their jobs and even those who haven't lost their jobs, they don't know what the future is going 
to look like. What is the new normal going to be? So that stress of all those other things, and then add 
on top of it, how am I going to pay my bills a`er the money from the government runs out? What's going 
to happen next? That is going to cause more havoc to their emoGonal, to their physical beings going 
forward. 

Amy McGraw: 
So that's where we can take everything that we built up to this point because the concepts are going to 
remain true in terms of how to save money, how to not have it rule your life. How to set goals, how to 
take ... Even today, we were talking about the fact that if one of your things was how much money you 
spend on coffee every week, chances are, you're not spending that right now. So what are you doing 
with that $5, $7, $8 every day? And what are you doing with that money that you could possibly put 
away and make it work for you? Those concepts are sGll going to remain true. It's just that we can take 
that content and repurpose it for a new situaGon. 

James Robert Lay: 
When hearing you walk through this, you and I were having a side discussion before we started 
recording. And we talked about, and you menGoned this, the mental state, the emoGonal state, the 
physical state as financial brand leaders, whether you're in markeGng or sales or just the leadership 
team, it's important to understand what's going on inside the brains of the people within the 
communiGes that we serve. And something that I shared with you was a modified version of the Kubler-
Ross model. Because digital growth is a lot about change management. 

James Robert Lay: 
Well, there's seven stages of grief and those are, we begin with shock. Then we move into denial, anger, 
bargaining, trying to find a way out, depression. Then we're going to test some new soluGons. And 
finally, hey, we're going to accept the new normal. Not only are we dealing with this massive change 
internally at this Gme, the people that we're helping are also dealing with this personally, family, I mean, 
community, small business. So you've been through that. You've lived through kind of those seven stages 
of transformaGon on this digital growth journey. If you can go back in your mind, four or five years ago, 
what was it that helped you guide yourself, number one, but guide your team? Because this is not 
something that you can do alone, if you're going to lead your team through this chaoGc and Gme of 
crisis. 

Amy McGraw: 
I think one of the things I can point to right away is that, don't be ruled by fear. That I've always said in 
terms of failure, failure shouldn't be feared. It should be something that looks ... that you look ... It's 



 

simply the isolaGon of that which does not work. That's what I always tell my kids, my team, it isn't 
something to fear. It is something to put your arms around, to learn from. That's a learning experience. 
We all go through those things. Nobody's perfect. So there's so much to do when you want ... when 
you're making a digital transformaGon. And it's not something that you can go, okay, here's my check off 
list of things to do, and then when I check out this last thing on my list, I will have digitally transformed. 
Because as you check off things, there are more things are being added. 

Amy McGraw: 
It is a journey. It is not a desGnaGon is the goal. The goal is the journey. To just stay on top of it and keep 
moving. But if you, at any point in Gme, encounter something on your checklist that scares you, or that 
you were afraid isn't going to work, or you don't believe in, or you're afraid to move forward. If you stop 
there, yet things conGnue to add to your list, you're done. You're dead in the water. You cannot let 
yourself be ruled by fear. And you have to make sure that the team, your team that you're leading as well 
as your fellow leaders, also are onboard, full 100%, and don't dip their toe in the water and want to run 
the other direcGon. And there are ... I mean, yes, there are lihle tacGcs along the way that you may have 
to go dip the toe in the water, it's not working, run the other way. Those lihle things are okay, but learn 
from them, pivot, try something different, but don't let it stop you, stall you out from conGnuing to 
move. So fear is the number one thing you cannot be ruled by. Courage would be the thing that you have 
to put your arms around, hold Gght, and like you said before, it's contagious. You show it, your team will 
show it. 

James Robert Lay: 
Yeah, I talk about this circle of chaos, that a lot of financial brands I feel like are stuck in. Where they look 
at digital as something that they're dabbling in, but they're confused, they're frustrated, they're 
overwhelmed. They're living in this state of conflict. And there are four steps that I call clarity, courage, 
commitment, and ulGmately that will lead to confidence. And so one of the things that I'm hearing from 
you, and I've watched you over the years, is your commitment to learning. You are a life long student 
because as you move forward, the environment's going to change very quickly, in some cases, as we're 
seeing now, with this COVID-19 crisis. But also when you talk about failure, you've menGoned, you've 
tried this Get Beyond Money thing, two years in a row, and it was a struggle. So talk to me a lihle bit 
about learning because even you, like Adam Sandler, you've gone back to school. 

Amy McGraw: 
Yes, I have. It's actually quite an eyeopening experience being someone in their mid fi`ies in grad school 
where the majority of the students truly are coming right out of college. But that's a whole other story. 
But yes, it is a lifelong learning process. And when I think back to the Get Beyond Money, what we tried 
to do. It was actually, this is our third ... we're coming into our fourth year because we've almost had a 
full year of working on Get Beyond Money. But prior to that, we had two other pla[orms that we were 
working on with different agencies, but they couldn't grasp the idea. They couldn't get where we wanted 
to go and they were creaGng things that already existed. Well, that doesn't help. And so we had to cut 
Ges with both of those other two agencies and literally go back to the drawing board with my team 
because we were not going to be deterred. 

Amy McGraw: 
We knew what we wanted to do. We knew we could establish it. We knew we could launch it. We knew 
it would be successful. At least we hoped, you're right. But we needed to be able to find some enGty to 
help us get it to where we needed it to go. It took a while. We got there. Granted, with your help. We 
actually ... You were the one who really helped put us on the right path for us to be able to do it 



 

ourselves. And I think that was part of it too. We were trying to say, this is what we're thinking to Mr. 
Agency. Go, so we can work on other things. The way that you helped us approach it was, I'm going to 
help you think about the blueprint, but you guys are going to have to do it. It's yours. This is something 
that you've put your heart and soul into and only you know what you really want to do with it. You're the 
only ones who really know your market. So here's the blueprint, now you guys do it. And that's what we 
ended up doing. And it worked and it's working now. 

James Robert Lay: 
Well, I think that's the biggest learning of all of this is, start with the end in mind. What does the ideal 
future look like for a financial brand? If we can come to a common agreement of, hey, this is where we'd 
like to be. And that's one of the reasons I ask this quesGon. Let's assume that we're having a 
conversaGon. We're having coffee, cocktails, two years from now and you're in a really good place. You 
got a smile on your face. What has to happen between now unGl then for you to feel good about the 
progress that you've made on your journey? 

James Robert Lay: 
And if we can get into that, then we can determine what are the roadblocks that are going to stand in 
your way, and then what are the opportuniGes that you'll be able to capture along the way? That 
provides so much clarity, those three simple quesGons, but really deep thinking, facilitaGon around that. 
But most importantly, when I think back of the progress that you've made personally with Get Beyond 
Money, is you went and you talked to people. And it really comes back to the purpose, to begin this 
conversaGon. You went in, well, what's bothering you? What's keeping you up at night? How can we use 
this pla[orm to educate, to empower, to elevate you? And now in this Gme of crisis, it's ... Golly, the 
opportuniGes are somewhat endless. 

Amy McGraw: 
Yeah, it's interesGng because I think one ... The mistake that I made the two other Gmes was I had put 
my full faith and force into a digital soluGon, but I didn't take the Gme to talk to people about the human 
context that digital was going to be put in. I actually saw a Ted Talk just yesterday. I was watching a Ted 
Talk and I cannot remember the woman's name, but she was talking exactly about how people, so many 
people put so much faith into big data to solve all the world's problems, but they don't think about the 
human context that has to be added in. The thick data, as she referred to it. As in, if you don't take the 
human, if you take human completely out, you're not going to be able to have a soluGon meant for 
humans. So you have to be able to put the human back in. 

Amy McGraw: 
And that was what we did this Gme. We kind of went, let's start from the very beginning. And we held 
mulGple focus groups, both online and over the phone with individuals that we were targeGng and asked 
them series of quesGons. So it wasn't just a survey of check this, check this. It was literal conversaGons 
with individuals that were in our target audience to find out what is it that they want? What is it that 
they're looking for? And it comes down to, the very first pla[orm, we were trying to create a college 
online course of financial educaGon. That's not what they want. They didn't want that at all. They want 
somebody to help them with their unique situaGons, but not wiggle a finger in their face and say, you got 
to do it this way. They don't want that. They actually pushed back against that. They want to do things 
their way. They just want to be told, how can they do what they want to do and be effecGve at it with the 
resources that they have. That's what they wanted and that's what Get Beyond Money is all about. 



 

James Robert Lay: 
I think another thing that has made Get Beyond Money so powerful, and it really has the transformaGve 
potenGal, not only for what you're doing at Tropical through markeGng, but also culturally as the Chief 
Experience Officer. Even within the communiGes, and this is something that's you learned through your 
studies going through your Master's program, the unifying idea, the central idea from story-scaping. 

Amy McGraw: 
Story-scaping yeah, yeah. 

James Robert Lay: 
The unifying idea, it's such a powerful, three word, four word, almost acGonable, call to acGon. We spent 
so much Gme here studying story and narraGve, but you really are calling people to acGon to three 
things, Get Beyond Money. So talk to me about how you're applying this purpose, not only externally 
with markeGng, but as you're moving forward internally, culturally. Because people have to be at the 
center of this yes, externally, but don't forget, we also have our internal audience as well. 

Amy McGraw: 
Well, right. Well, we had to do, when we launched Get Beyond Money, we did training inside because 
there's a part of the Get Beyond Money, money coaching session, where our employees are interacGng 
with these members or potenGal members to create a plan for them. So that was important that they 
had that training. But we hadn't started doing the whole cultural change yet because we needed a proof 
of concept. We needed to be able to pilot this thing and see, it doesn't actually resonate with the 
market. Really hard to know. You go in with your data. You go in with your ... the results of the focus 
group and you build around that. But it doesn't necessarily mean what you build is actually going to 
work considering no one's ever done before, so it's really hard to know. 

Amy McGraw: 
So we created the proof of concept. We piloted it for three months and it was working. It was resonaGng 
and people were signing up. They loved the quiz. They loved ... It was just, it definitely was working. The 
next step though, because there was a disconnect of actually ge\ng people into the branches to speak 
with the member service reps. So now we're ... before we put out another big push out in the media, 
now we're working on internally. The idea of Get Beyond Money as part of our culture. What used to be 
educate first, sell second is being replaced with helping people get beyond money. So even to the point 
where we're not there yet, but at some point, even when somebody is walking in the door and si\ng 
down with you or pick up the phone, thank you for calling Tropical Financial, how can we help you get 
beyond money today? Those kinds of things, those lihle things, that can help really integrate the 
pla[orm, the idea, the movement into who we are at Tropical Financial Credit Union. 

James Robert Lay: 
You talked about the pilot program and I think that's such a great lesson to consider and take away at 
other financial brands. Because how much ... If we look at legacy operaGons, we spend all of this Gme, 
effort, and energy thinking that we're going to launch something and that's going to be ... that's going to 
be it. We're going to just, we're going to get behind it. And in today's fast paced, ever changing, 
exponenGally changing world, driven, not only by digital, but consumer behavior, compeGGon, and now 
things like the environment. How have you been able to pivot quickly to deal with this change and 
almost kind of throw out previous plans? 



 

James Robert Lay: 
I think you're almost ... because I know how you operate your program that way, because I know one of 
the diagnosGc tools we use is Kolbe, and it looks at the way that you operate, it's your OS, your operaGng 
system. You have a nine Quick Start, so you can really rapidly adjust to changing environment. But talk to 
me a lihle about what's going on right now and some of the changes that you're having to make and 
how you're having to communicate that to other people. 

Amy McGraw: 
I think it's interesGng because when you say right now, right now is such an odd Gme because literally if 
we'd had this conversaGon a month ago, it would be completely different than what I would be saying 
today. And a month from now might be completely different again. The thing that I love about my 
parGcular team, the markeGng team itself, is that we all agreed change is something that is to be 
embraced. And we are ones that really love change and can adapt to it very quickly. When we're having 
our daily meeGngs now, because they used to be weekly meeGngs, now we're having daily meeGngs. 
We're talking about what we can do to help our members down the line. We are doing our checklist for 
today. The definite, what branches are closed, what branches are open, what hours are there, blah, blah, 
blah. 

Amy McGraw: 
All that absolutely is necessary and all that communicaGon, avoiding fraud, avoiding scammers, that's all 
very, very necessary. But we also are doing those checklists lihle things, but also looking weeks, months 
down the road of what's going to change. And it's guesswork because, let's face it, nobody ... This is 
unprecedented, nobody knows what's going to happen. But we're trying to anGcipate what's going to 
happen and what those needs are going to be beyond the emergency loans and things like that, to keep 
people level set and stable. Some stability, rather than feeling like they're going to be lost in swimming in 
a sea of the unknown. So there's ... I think it is a very posiGve that my lihle team is very, very good at 
change. 

Amy McGraw: 
Now, expand that out to the Credit Union in general, there will always be those legacy people who are 
holding onto the past for dear life and we're encountering that. And we're dealing with that one-on-one, 
a lot of just coaching, a lot of coaching. That's another part of our culture now is there's a ton of 
coaching going on, to get people in the mindset that this is the new normal. You can't go backwards. 
Backwards, yesterday is never going to happen again. Learn from yesterday, but don't hold on to 
yesterday. So there's a lot of coaching going on about embracing this new reality and this new future. 
And I mean that not only with the whole COVID crisis, but also with just the Get Beyond Money and this 
whole idea of culture, of helping people to get beyond the stress of everyday money to get to the more 
important things in life. 

Amy McGraw: 
So it's an ongoing conversaGon. I do it with our leaders every quarter. We have a quarterly managers 
meeGng with all of our leaders and then I'm also going into the different departments. Our team is 
actually going to different branches. Before this all happened, anyway, it was a once a week or every 
month, each one of us will have visited at least one branch, if not more. Hopefully we visit all the 
branches every month to reinforce the Get Beyond Money messaging that we're doing as well as answer 
any quesGons that they have. It's a process. 



 

James Robert Lay: 
So when you think about everything that's going on right now, if you reflect on where you've been over 
the past four or five years along your Digital Growth journey, you've made progress every step of the 
way. What is one thing that you can recommend to other financial brand leaders, their markeGng teams, 
their sales team. Because look, the future's bright. I feel there's a lot of opportunity over the next six, 12, 
18, 24 months. But what is one thing that you could recommend to them as they look to move forward 
and make progress along their own Digital Growth journeys? 

Amy McGraw: 
One thing would be just to believe in yourself and believe that you can do this. Doubt is something that 
can absolutely destroy plans and destroy goals. Now I understand, you might have to move things, 
change things in your journey. Understand that, that's not the same thing as doubGng yourself. Just keep 
believing. Look to other people who have been successful. Look to them, like a mentor almost, to come 
in and sort of help guide you, or at least encourage you along your journey. Because if you give up. Like 
remember that checklist, I talked about it, and it's going to keep growing because there's no end. And if 
you begin to doubt yourself and stall yourself out, it won't happen and you'll be your own worst enemy. 
So just don't give up, believe in yourself, and look to others who've been successful to help encourage 
you along your way. 

James Robert Lay: 
Well, you've done that today in today's conversaGon. And I know that you're such a posiGve force both 
internally and then just across the industry as a whole. 

Amy McGraw: 
Thank you. 

James Robert Lay: 
How might someone just be able to get in touch with you? If they have a quesGon, they just want to 
connect with you. What's the best way for them to connect with you? 

Amy McGraw: 
Best way is you can always check me out on LinkedIn. I don't spend a lot of Gme on LinkedIn nowadays, 
just because of what's going on, but also anybody at any Gme is welcome to email me at the Credit 
Union. I'm more than happy to reach out to anybody and that's the fastest way, because I'm always 
checking my email at work. 

James Robert Lay: 
Awesome. Awesome, Amy, thank you so much. Thanks for joining me. Great story, great conversaGon, 
and I know that you and your team will conGnue to do well. Your financial brand will conGnue to do well 
in the weeks and months to come as we all get through this together. 

Amy McGraw: 
Thank you. Appreciate it. Stay safe. 

James Robert Lay: 
Yeah. UnGl next Gme. Be well, do good, and wash your hands. 



 


