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The Minneapolis/St. Paul Business Journal 
recently hosted an executive roundtable 
discussion about notable trends in the credit 

union industry, including uncertainty, transparency, 
culture and future sources of optimism. The panelists 
included Dan Stoltz, President/CEO of Blaze Credit 

Union, Mara Humphrey, President/CEO of the 
Minnesota Credit Union Network, Brandon Riechers, 
President/CEO of Royal Credit Union and Patrick 
Newman, a shareholder and attorney at Bassford 
Remele. The discussion was moderated by MSPBJ 
Publisher and Market President Whitney-Lehr Koening.
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demographics. And yet, the consumer 
is keeping the economy moving. The 
biggest concern with this uncertainty 
continuing is what the impact will be in 
future years. Most of us are hopeful that 
we got it out of our system in 2025.

If there’s a positive in all this, it is that 
consumers are starting to save more and 
they are looking at more contingencies 
with all that uncertainty. More people 
are building up their cash reserves and 
emergency funding. 

The last thing I’ll touch on is innovation. 
We’re all looking for different ways to do 
things better and faster, but it feels like 
we’re paring that back until we have more 
security in the future.

KOENING: From now until the end 
of the year, what sort of trends can 
you see happening? 

Mara Humphrey is a seasoned financial 
services advocate with more than 
20 years of experience. As President 
and CEO of the Minnesota Credit 
Union Network (MnCUN), she is 
responsible for driving the growth and 
success of credit unions throughout 
the state. MnCUN provides crucial 
support to Minnesota credit unions, 
which collectively serve over 2 million 
members at nearly 400 locations.
Previously, Humphrey served as the Chief 
Advocacy and Engagement Officer for the 
Minnesota Credit Union Network where 
she oversaw advocacy efforts, compliance, 
communications, and professional 
development. Humphrey spearheaded the 
creation of first-of-its-kind legislation that 
enabled financial institutions affected by 
data breaches to recover costs and led a 
coalition of financial institutions to pass 
legislation to prevent the exploitation of 
older and vulnerable adults.
Humphrey was instrumental in 
establishing the Minnesota Credit Union 
Women’s Leadership Network, a sister 
society of the World Council of Credit 
Unions’ Global Women’s Leadership 
Network.

Patrick Newman is a commercial litigator 
with extensive experience defending 
credit unions and financial institutions 
nationwide. As Co-Chair of Bassford 
Remele’s Consumer Finance Practice 
Group, Patrick regularly represents a wide 
array of financial ecosystem inhabitants, 
including credit and collection 
professionals, lenders, repossession 
agents, and fintech firms against 
consumer-protection lawsuits, including 
class actions.
He has a strong track record of jury 
trials and published appellate decisions 
in litigating cases under the Fair Debt 
Collection Practices Act, the Fair Credit 
Reporting Act, the Telephone Consumer 
Protection Act, the Uniform Commercial 
Code, and the Bankruptcy Code, as 
well as other consumer-protection and 
professional-liability claims. Patrick also 
helps his clients with creditors’ remedies 
and bankruptcy matters, as well as 
compliance and risk mitigation protocols 
and strategies.
Patrick is recognized by Best Lawyers: 
Ones to Watch in Bankruptcy and 
Creditor Debtor Rights/Insolvency and 
Commercial Litigation.

Brandon Riechers, President/CEO of 
Royal Credit Union, is a forward-thinking 
leader with deep roots in the financial 
industry. His commitment to innovation 
and advocacy has earned him positions 
on the Members Development Company 
Board of Directors and America’s Credit 
Unions Advocacy Policy Committee. 
A passionate supporter of the credit 
union movement, Brandon champions 
key issues such as preserving the credit 
union tax status and removing business 
lending caps. He also serves on the 
Wisconsin Credit Union League Board 
of Directors, where he previously held 
the role of Chairperson. Brandon is 
widely recognized for his dedication to 
developing young talent and fostering 
leadership within the credit union space. 
A proud graduate of the University of 
Wisconsin–Eau Claire, he holds dual 
bachelor’s degrees in finance and 
management information systems, 
along with an MBA. His strong sense 
of community is reflected in his active 
involvement on several local boards, 
demonstrating his belief in collaboration 
and service.

Under the strategic leadership of 
Stoltz since 2010, Blaze has seen 
significant growth to now serve 
nearly 250,000 members across 28 
branches with assets totaling $4.5 
billion. Stoltz’s success comes from 
a deep commitment of bettering the 
lives of those served and lifting up 
and supporting our local communities. 
Stoltz’s dedication to service and 
excellence has been recognized 
through numerous honors, including 
being named a Most Admired CEO 
by the Minneapolis/St. Paul Business 
Journal, an Outstanding Professional 
of the Year award from the Minnesota 
Credit Union Network and an induction 
into the Credit Union Hall of Leaders 
in Washington D.C. Stoltz serves 
on several boards including Regions 
Hospital and the Ordway. Once again 
in 2025, Blaze was honored as a best-
in-state credit union by Forbes, best 
regional credit union by Newsweek and 
Minnesota’s Best Credit Union through 
the Star Tribune’s Readers Choice 
Awards.

WHITNEY-LEHR KOENING: Dan, 
what’s your take on the consumer 
mindset today, and how do you see it 
evolving?

DAN STOLTZ: There’s tremendous 
volatility and uncertainty with consumers 
and businesses. The stock market is 
down one day and seeing great gains 
the next day. Unemployment numbers 
feel good, but they are creeping up. 
We’ve got a new president in office and 
words like “tariffs” are being used and 
businesses are starting to think about the 
negative impact to their business model. 
Since COVID, job security has gradually 
diminished. We’re seeing consumers have 
a lot more caution and “yellow lights” 
on things like big purchases and loans. 
There’s always uncertainty and volatility, 
but it just seems very extreme right 
now, and it’s working its way through all 

S P O N S O R E D  C O N T E N T

MARA HUMPHREY 
President/CEO
Minnesota Credit Union Network

THE EXPERTS:

STOLTZ: People are on the sidelines, 
really waiting to see where the interest 
rates go. Many people are uncertain 
about what’s going to happen with jobs 
as well, so I feel like this year is going to 
be that cautious yellow light through the 
whole year. You’re still seeing movement, 
but I feel that it’s still a cautious year for 
all of us.

BRANDON RIECHERS: Cautious is 
how I would describe it, too, on both 
the consumer and business side. Long-
term goals haven’t gone away, but many 
are sitting on the sidelines, waiting for 
some stability to return. Volatility has 
made people hesitant to invest, pausing 
construction and delaying buildouts. But 
we’re starting to see signs of settling, 
and as rates begin to decline toward the 
end of this year and into next, I think 
we’ll see more clarity and confidence 
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“We have strong leaders, 
strong teams and are 

really focused on being 
the trusted financial 

services provider here in 
Minnesota.”
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heading into 2026.

At the same ti me, expectati ons haven’t 
shift ed when it comes to experience. 
People sti ll want a digital-fi rst approach, 
but they also value human connecti on. 
What we’re seeing is a stronger emphasis 
on values-driven organizati ons – those 
that deliver meaningful human interacti on 
without losing sight of the need for digital 
convenience.

PATRICK NEWMAN: This is 
anecdotal, but usually what you 
don’t want to see in terms of a 
healthy  economy is practi ces like 
Bassford’s Consumer Finance group 
be busy. If we’re busy, that tends to 
be a bellwether for bumpy economic 
conditi ons. I suspect that when 
consumers fi nd themselves with 
scarce resources to manage competi ng 
fi nancial demands, at a certain point, a 
lawsuit becomes a viable opti on. And so 
does a bankruptcy fi ling. Using actual 
data, I can tell you that we’ve seen an 
increased liti gati on volume and I know 
that auto repossessions are up. That 
doesn’t necessarily square with how 
some sectors of the consumer public are 
reporti ng in, with some suggesti ng that 
they are making their way just fi ne in 
this economy. It’s a confusing ti me.

STOLTZ: One thing, too, is I’ve 
always felt that credit unions perform 
well and grow quickly in more uncertain 
and diffi  cult ti mes. When ti mes are 
good, people don’t look to switch their 
accounts. They’re very comfortable. But 
now, in these uncertain ti mes, they’re 
looking for value, advice from trusted 
people, and things like rate opportuniti es. 

Koening: We’re seeing a lot of 
consolidation and mergers in the 
marketplace — are credit unions 
experiencing similar trends to banks?

MARA HUMPHREY: Both sides are 
seeing similar trends of consolidati on 
across the industry. It’s a value-driven 
decision of looking at how we can best 
serve our members, parti cularly to add 
in the high-tech piece and digital, that’s 
really driving that consolidati on. When 
you look at how consumers do their 
banking or credit “unioning,” it looks 
very diff erent now. Yes, they sti ll go to 
the branch, but they’re also looking for 
a mobile app or other opti ons. You used 
to want a branch within 15 miles of your 
house that you can drive by, and that is 
less important now.

STOLTZ: Credit unions are fewer 
in number, but larger in our scope and 
overall size. The bigger scale gives these 
credit unions lots of opportuniti es to off er 
a bett er value propositi on to consumers. 
For example, you can off er more in the 
way of technology when you combine two 
organizati ons, and provide high-tech and 
high-touch service to people

HUMPHREY: What’s driving the 
decision of a lot of credit unions 
towards if they are looking at a merger 
is that additi onal member value, 
because they can provide more of it by 
combining organizati ons and uti lizing 
everything together.

Koening: When it comes to the 
merger, it helps high tech, but how 
does it affect high-touch?

HUMPHREY: I think it’s an important 
considerati on for, how do we take 
what’s working really great at these two 
organizati ons and build a new one that is 
even bett er? It may not always be the same, 
but really looking at how you can build on 
the strengths of the combined organizati ons 
and then building in those nuances.

RIECHERS: High-touch can absolutely 
mean in-person or over-the-phone, but 
it also shows up in how we use data to 
personalize and tailor the experience. It’s 
not just about the channel – it’s about 
the quality of the interacti on. When 
done right, data-driven personalizati on 
becomes a powerful extension of that 
high-touch approach. It can enhance 
the in-person or phone conversati on, or 
even stand on its own as a meaningful, 

customized experience. 

Koening: Brandon, from your 
perspective, what regulatory or 
economic forces are most influencing 
your credit union’s strategy?

RIECHERS: We start with the fi nancial 
wellbeing of the member and fi nancial 
health of the business – that’s what 
guides our strategy. From there, it’s 
about staying adaptable, especially as 
we navigate shift s from the Consumer 
Financial Protecti on Bureau and other 
regulatory changes. Even if we’re 
moving from heavily regulated to more 
deregulated environments, we’re focused 
on staying ahead of the curve. Ulti mately, 
it comes down to being fi nancially stable 
and serving as a pillar of strength – for 
our members and for the communiti es 
we’re part of.

NEWMAN: The loss of a big federal 
regulator might outwardly look like it’s 
a positi ve. But in my view, what you 
really are doing is inviti ng the state-
level regulators to step in and take over 

the regulatory process. So, if you are in 
multi ple states, you might be dealing 
with more than one set of regulati ons 
laid over top of each other. I any event, 
regulated enti ti es should expect to be 
dealing with state-level regulators with 
more regularity in the near term. Happily, 
in the Upper Midwest I’ve found that 
most state regulators are quite happy 
to talk to their licensees and actually 
will form relati onships with them. And 
so the credit union industry being 
comprised of, essenti ally, members of the 
community, should embrace the noti on 
that state regulators are members of 
that “community” as well, and really get 
to know their regulators and understand 
their expectati ons. 

HUMPHREY: Going back to the 
analogy of yellow lights, that’s exactly 
what I think is happening right now in 
the regulatory environment. There’s just 
a lot of uncertainty happening right now, 
and it’s not a stop or a go ahead, it’s just 
everyone’s trying to fi gure out where 
things are landing. Our state regulators 
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“What we’re seeing is a stronger emphasis on values-
driven organizati ons – those that deliver meaningful 

human interacti on without losing sight of the need for 
digital convenience.”
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are doing a lot more examinations right 
now, and so it’s great that we have a great 
partnership with them. 

Koening: Thinking about some 
of the “yellow lights” that were 
mentioned, how can these types of 
delays impact businesses?

RIECHERS: The business community is 
holding back on investments and hirings, 
which is where the bottleneck starts 
to happen. Too many yellow lights and 
everyone pulls back a little bit.

STOLTZ: There is cause for concern 
that with leaner regulation, we as 
banks and credit unions will have to get 
exceptions and approvals. For example, 
mergers require regulatory approval, 
so, will they be slower in that response 
when we sometimes need answers more 
quickly? We’re worried that if mergers 
keep happening, will they get backlogged?

RIECHERS: With respect to the CFPB, 
the longer the industry stays disrupted, 
the greater the risk of each state 
acting independently. This could create 
inconsistencies across the country, which 
adds more uncertainty and expenses to 

everyone involved.

Koening: Patrick, in today’s climate 
— with rising litigation, regulatory 
scrutiny and operational pressures — 
how do you strike the right balance 
between protecting the institution 
legally and continuing to provide 
flexible, member-focused solutions?

NEWMAN: I’ve heard it said before in 
the regulated entity space that it’s very 
helpful to think of your compliance and 
your revenue as being one and the same. 
But for this industry, I would actually 

say your compliance and your member 
engagement or service to your member 
has to be thought of the same way. But 
that has its limitations. Unfortunately, 
I have found that credit unions are, 
from time to time, susceptible to this 
unique phenomenon of “no good deed 
goes unpunished” by certain member. 
Whatever the issue is, for example, 
a member defaulting many times or 
having a history of problem loans, and 
despite best efforts by a credit union 
team who really is trying to do right 
and help the member, credit unions are 
sometimes thanked with a lawsuit or a 
Consumer Financial Protection Bureau, 
or attorney general, complaint. And 
so this part is really important for the 
credit union community to keep in mind: 
it’s not necessarily antagonistic to be 
member-centric and still be compliant. I 
actually think those constitute a single 
and coherent objective. But sometimes 
that dynamic creates a type of  grieving 
process for credit unions where they 
don’t want to take adverse positions to 
their member, even where the member is 
a plaintiff in a lawsuit against the credit 
union. Finding a way to come to terms 
with the fact that preventing a loss to 
the credit union by a particular member 
is in service to the greater membership, 
and so serving that compliance goal by 
taking those difficult positions, really is 
important. It’s not double-speak for credit 
unions to say they’re in business for the 
service of members while also taking 
the appropriate compliance and loss 
mitigation steps. You can actually do both.

HUMPHREY: One of the hardest jobs 
of a credit union’s board of directors is 
balancing out the needs of the institution 
and balancing out the needs of the 
members. Making sure that everyone is 
getting served, but at a certain point you 

have to pick the best option for the most 
members.

NEWMAN: And it doesn’t mean you 
don’t care about a member by taking 
those steps.

STOLTZ: We have a core value, which 
is to be “thoughtfully compassionate.” 
But that can bring some challenges when 
you’re overly thoughtfully compassionate. 
It’s always balancing that heart, that 
compassion with business acumen. I do 
feel it’s part of all credit unions’ missions 
to help as many people as possible but 
doing it responsibly so that the credit 
union is protected.

Koening: Dan, what’s one thing 
you’re genuinely excited about as we 
head into 2026?

STOLTZ: What color is between a 
yellow and green light? I don’t know that 
it’s going to be full on green, but I do have 
an optimistic view towards next year. 
There will be more “knowns” one year into 
Donald Trump’s presidency and I believe 
interest rates are going to be coming 
down, so the consumer and businesses 
are going to see some activation. Once 
again, I don’t know that credit unions will 
be full on green, but I do see us moving 
forward in a stronger way.

RIECHERS: When you’re seeing 
higher tenant vacancy and elevated 
cap rates, it’s no surprise that property 
values are trending below where they 
were five to seven years ago when many 
of those business loans were originated. 
That shift actually puts credit unions in 
a strong position. We’ve already been 
proactive by working closely with our 
business members over the last couple of 
years, and heading into next year, I see 
real opportunity to further support the 
commercial real estate space.

On the consumer side, I expect rates 
to decline, which should help open up 
the housing market.  Now that some time 
has passed since the transition in federal 
leadership, we’ll likely see less frequent 
change and more stability – giving us a 
clearer view of what’s ahead.

Koening: Mara, what gives you the 
most optimism about the future of 
credit unions?

HUMPHREY: Credit unions in 
Minnesota continue to grow, continue 
to build new branches, continue to serve 
new locations and continue to attract 

“...I truly am optimistic about this industry because it is 
quite resilient and really does fare well in these difficult 
regulatory and financial times because of who they are 
at their core. I’m very optimistic about the industry’s 

readiness to rise to that occasion.”

PATRICK NEWMAN
Bassford Remele
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new members. We’re conti nuing to see 
the interest in community-based fi nancial 
insti tuti ons who are locally based and 
giving back to their community. We’re 
also conti nuing to see the strategy of both 
the technology att racti ng new members, 
as well as the brick-and-mortar and 
consumers learning the type of customer 
service that credit unions provide. As 
we look ahead to the future, we just had 
two new credit unions open up here in 
Minnesota, so as we’re talking about 
industry consolidati on as a whole, we just 
had two new openings and we’re working 
with a third one. I think it really shows the 
conti nued relevance and interest in the 
credit union model.

STOLTZ: One thing I wanted to add is 
that the credit union industry has more 
liquidity and cash on the sidelines to 
make loans than we have had in a very 
long ti me. So, if there’s a need or the 
economy takes off , we are positi oned 
with plenty of liquidity and cash on hand 
to make loans. 

Koening: Dan, what about a 
concern you’re keeping an eye on as 
we approach 2026?

STOLTZ: One that could be a red light 
is how leveraged the consumer is. Aft er 
2020, everybody wanted to go on trips, buy 
things, and have experiences. Consumers 
spent a signifi cant amount of their savings 
aft er the pandemic, because everybody 
was restricted for so long. So, the questi on 
is, while we off er Visa cards, mortgages, 
and auto loans, but how extended is that 
consumer? Even if we turn the notch up in 
the economy as the consumer feels good 
enough to spend, they might already be 
overextended. We’re seeing delinquencies 
bump up a litt le bit, so people are missing 
more payments. The real questi on is, will 
consumers conti nue to be over extended, 
or will the economy eventually turn to the 
bett er and allow consumers to bring their 
fi nances into bett er alignment?

RIECHERS: Another issue I would 
highlight is cybersecurity. While AI brings 
a lot of benefi t, it also gives fraudsters 
and bad actors more sophisti cated tools—
making them harder to detect and more 
decepti ve than ever. More than 500 new 
types of malware are being introduced 
every single day. Even keeping up with 
routi ne soft ware updates can become 
a challenge as organizati ons try to stay 
ahead of these evolving threats.

Koening: How can credit unions 

work together more effectively 
during times of uncertainty?

HUMPHREY: Specifi cally about fraud, 
we’ve had several eff orts of collaborati on 
around helping support each other fi ght 
fraud and helping educate consumers. We 
have a fraud task force, so credit unions 
around the state meet quarterly and talk 
about what they’re seeing and sharing 
resources. Typically, fraudsters go from 
one insti tuti on to another, so helping 
support each other is really important. 
Also, we’ve had a couple of fraudfi ghter 
groups partner with credit unions to 
educate the community. For example, 
credit unions over in Brainerd have been 
doing segments and organizati ons have 
gone to senior centers to educate the 
communiti es there about fraud.

RIECHERS: We have multi ple 
networks operati ng behind the scenes 
that are constantly sharing informati on 
and collaborati ng on new tacti cs. The goal 
is that if one person encounters fraud, we 
all learn from it – rather than repeati ng 
the same situati on over and over.

NEWMAN: Those fraud situati ons 
also come in as a matt er of trend. They 
tend to migrate from the coasts into the 
middle. So, if your colleagues out in places 
like New York or San Francisco would be 
so kind as to wave their red lights at you, 
that would be helpful.

Koening: Is there anything 
more we can do to prevent fraud 
collaboratively?

HUMPHREY: I think educati on is 
key. It’s not just fi nancial insti tuti ons that 
are facing fraud, so I think it’s important 
for the broader business community to 
talk to members and customers about 
fraud and making sure that people know 
not to click on every email and respond. 
Questi on it and use a second source of 
verifi cati on. I do think there could be 
a broader business community eff ort 
to really help combat fraud. We’d love 

to see law enforcement agencies have 
more resources to partner with fi nancial 
insti tuti ons to target and prosecute 
fraudsters on a larger scale.

Koening: Brandon, how are you 
building meaningful partnerships 
with local organizations and 
businesses?

RIECHERS: It’s an ongoing support 
system – being that trusted advisor for 
consumers and businesses to turn to 
when they have questi ons. That’s one 
of the key reasons why being a strong 
community partner and advocate matt ers. 
You want people to feel comfortable 
reaching out when something doesn’t 
seem right in a transacti on or within their 
fi nancial life.

STOLTZ: Also, credit unions are 
stepping up and working together on the 
new fi nancial literacy mandate in schools. 
A lot of credit unions want to be part of 
the soluti on, put money toward fi nancial 
literacy programs and be a partner 
because schools are being stretched in so 
many diff erent ways with budgets.

HUMPHREY: Yeah, it’s been really fun 
to see credit unions jumping in to support 
as these mandates go in. Not every social 
studies teacher is going to know how 
to teach fi nancial educati on, but credit 
unions off ering themselves as resources 
and support systems is really exciti ng 
because it is a really criti cal skill for high 
schoolers to learn.

Koening: Patrick, let’s explore 
some of the challenges you raised. 
How are your institutions preparing 
for litigation trends like pro se 
filings, sovereign citizen claims and 
class actions?

NEWMAN: If you don’t have your 
compliance scaff olding in place, maybe 
now is ti me to be doing that. What I can 
tell you is that I fully expect that 2026 will 
conti nue an upward trajectory in liti gati on 
in consumer fi nance, including the credit 
union industry as a whole. That said, I 
truly am opti misti c about this industry 
because it is quite resilient and really does 
fare well in these diffi  cult regulatory and 
fi nancial ti mes because of who they are 
at their core. I’m very opti misti c about 
the industry’s readiness to rise to that 
occasion. But, the best way to liti gate 
a case is to not have it. An ounce of 
preventi on is worth a pound of cure, if you 
like. In the same vein, things have changed 
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“People are looking for 
a voice and a support 

system in these uncertain 
ti mes, and our style of 
banking really fi ts well 

right now.”

DAN STOLTZ
Blaze Credit Union



over the years about who your compliance 
people should be, what their training level 
is and where your expectations of their 
responsibilities should be. I think they need 
to be a combination of your best customer 
service representatives and critical 
thinkers. I have found that people who 
come from the customer care side into 
the compliance side do very well because 
they know how to diffuse, de-escalate and 
problem solve. So, take those people and 
reward them within your organizations and 
get them into your compliance processes 
when possible.

Koening: How do you ensure 
frontline teams are trained to spot 
and escalate issues early?

NEWMAN: The greatest antidote to a 
lot of these problems is having the folks 
who, on the phone or at the front desk, 
can hear when a member is not happy. 
I think the greatest utility player on 
your team is the one who understands 
the compliance requirements and is 
also capable of getting on the horn and 
de-escalating or being a second voice. 
What I’m really describing to you is your 
quintessential compliance manager.

RIECHERS: We often say it’s important 
to focus on doing what’s right—not 
being right. That helps team members 
understand our approach.

Koening: Brandon, how are 
you using AI to enhance member 
experiences while maintaining trust 
and transparency?

RIECHERS: Having a full 360-degree 
view of the member builds trust—it 
allows us to deliver personalized service, 
meet their needs, and seamlessly follow 
through. We use AI extensively in fraud 
detection to protect both our members’ 
assets and our own. AI also drives 
efficiency.  Every day, we’re doing more 
with AI that brings value back to the 
cooperative—delivering faster, more 
cost-effective service.

STOLTZ: I also don’t see AI taking 
over. A lot of people are concerned about 
AI replacing jobs and things like that, 
but it’s just going to create more ways 
we have to do our jobs and give us more 
thoroughness in what we do. So, I look at 
AI as a real positive investment.

Koening: Patrick, how do you 
navigate the intersection of 
compliance, litigation avoidance 
and maintaining member trust — 

especially when legal outcomes may 
conflict with a member’s perception 
of fairness?

NEWMAN: You need a process that 
is followed, but with enough leeway that 
you can do right by members under the 
circumstances. And then be prepared to 
follow through with the processes as it’s 
designed. Go ahead and use the processes 
in the way they were designed and do 
away with the notion that that’s somehow 
untoward to the member. If I were 
designing a 2026 goal from a compliance 
standpoint, that’s what it would be, which 
is to have those in place and then use 
them the way they’re designed.

Koening: Dan, you’ve been 
watching workplace trends closely. 
With employees returning to the 
office, how is that shaping your 
culture?

STOLTZ: Every CEO says culture is 
more important than strategy. It starts 
with culture, as that sets the tone of who 
we are and how we live out our values. 
There isn’t a right or wrong answer 
to this question, because you have to 
understand your culture and what you 
want, but there is a tendency now to 
having employees work at the office 
versus at home. At Blaze, half of our staff, 
our retail staff, are in every day. But then 
I’ve got an administration that has some 
flexibility in their work. We’ve gone from 
two to three days in the office, and those 
two hybrid days cannot be Mondays 
or Fridays, since those are when we 
are busiest. But, we are also looking to 
possibly push that to four or five days in 
the office to keep some congruency and 
really focus on that culture. That’s what’s 
best for Blaze, but there are some credit 
unions where virtual/remote works great.

RIECHERS: We also are coming in to 
the office more. We have a lot of hybrid 
employees, but similar to you, half the staff 
is retail, so they are fully in the office. For 
those that are hybrid, it’s about being more 
intentional when they come in so there’s 
still that camaraderie and engagement 
when the whole department is in the office.

STOLTZ: I’m just passionate about 
the energy that’s in a building when 
everybody’s there and you get to know 
people. When everyone is in the office, 
the camaraderie feels much stronger.

RIECHERS: You’ve got a team 
that fully understands every role is 

centered around supporting the member 
experience. That shared purpose drives 
growth and development across the 
organization—and while being in person 
can enhance that connection, it’s just as 
important to foster it across hybrid and 
remote settings.

STOLTZ: It also helps for mentoring 
the younger employees. I think about my 
career and the people who invested in 
me. In the offices, I could just pick their 
brain and learn from them. When you get 
those kinds of people that you can kind 
of bounce ideas off of and learn from, 
that’s invaluable.

Koening: As we wrap up tonight’s 
discussion, I’d like to invite each 
of you to share one final thought. 
What’s one idea or insight from 
tonight that you’ll take back to your 
team tomorrow?

RIECHERS: We talked a lot about 
volatility and yellow lights. In an industry 
where so many are focused on disruption, 
we have an opportunity to lean into 
connection instead—and strengthen 
relationships and trust.

NEWMAN: I am actually very 
optimistic about what the last quarter 
here is going to look like and what 2026 
will look like. It is refreshing to have 
clientele that are putting good faith into 
what they’re doing on a day-to-day basis, 
which makes things easier. That’s credit 
unions in a nutshell.

STOLTZ: This is our time. We can be 
that force. We double down in recessions 
during tough times because this is when we 
can talk about the credit union difference. 
People are looking for a voice and a support 
system in these uncertain times, and our 
style of banking really fits well right now.

HUMPHREY: I’m leaving excited about 
the future of the credit union industry here 
in Minnesota. We have strong leaders, 
strong teams and are really focused 
on being the trusted financial services 
provider here in Minnesota. Continuing to 
invest in our communities, continuing to 
invest in infrastructure, continuing to help 
support individuals and their journeys, so 
encourage anyone who’s not a credit union 
member to check one out and see what 
they can offer you.


