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UPFRO NT

BY TIM O’HARA

Meet Ralph Louis

A personal and professional trainer comes
to Branch BUSINESS

I

In addition to all of his other qualities, Ralph is very
intelligent and ambitious (obviously!). For two years,
I’ve been telling Ralph about my business editing and
publishing BRANCH BUSINESS. I tell him how
much fun I have working in the CU industry, and how
great the readers at the credit unions and the vendors
who sell them the products they need to be successful.
Well, a few weeks ago, Ralph expressed an
interest in joining me full time on the business side
of publishing BRANCH BUSINESS. I took a few
minutes to consider his enthusiasm and “smarts” and
we agreed to do a tryout during a recent BAI event in
Orlando and he passed with flying colors.
By the second day of the conference, just about
everybody in the exhibit hall called him by name.
Now, Ralph has joined us as advertising and
marketing programs sales manager. I’m looking
forward to working with Ralph Louis in building this
magazine, as well as its sister publications Branch
BUSINESS and Bank BUSINESS eMagazines!

t’s funny how the simplest things can make a big
difference in our personal and professional lives.
On an ordinary early January day three years ago,
my wife told me to be at an unfamiliar address not
too far from the office at 11:30am that morning.
“Why?” I asked. She said I was to meet my new
personal trainer, a late Christmas present.
I’m 60+ years old, quit smoking 15 years ago and
(on wife’s orders) ride my bike to work everyday for a
weekly total of 90 miles, but who’s perfect?
So. I did as I was
told and met Ralph
Louis, an engaging 24
year-old man, with a
bright smile, a great
sense of humor, and
a very quick wit. He
also has the physique
of a modern day NFL
running back. Ralph
and I hit it off right
away, and we meet
twice a week before dawn to run, jump, lift heavy
things. And, it’s always a pleasant experience because
Ralph is also very encouraging and makes a vigorous
workout not seem like hard work.
In his spare time, Ralph raises money to provide
food for some of the hungry members of our society.
He does this by conducting work out sessions several
times per year in city parks or auditoriums. His Saturday
morning groups average over 200 people, and crowds
can grow to several hundred more.

Just take a look what his
training has done for me!
Thanks for reading.
Tim

7
B R A N C H

B U S I N E S S

|

O C T O B E R

2 0 1 8

|

B R A N C H B U S I N E S S . U S

IN - BRA NC H
PRODU C T S A L E S

BY NICK BROWN

5 Fundamentals to Running a
Successful Outbound Initiative

R

ecently, I attended a banking conference
and had the opportunity to sit in on
a class about outbound calling. The
discussion focused on how to better
engage new, indirect customers in OB
calling initiatives and drive additional products and
services, revenue, and loyalty into what is typically
a one-and-done relationship.
The discussion was led by two banking leaders
who were running a dedicated outbound team at
their institution. Their objective for the breakout
was simply to share what their team was doing to
have success and answer basic questions about how
to organize an outbound initiative. Coming from a
background in financial outbound sales, I attended the
breakout out of curiosity and as an opportunity to learn
something new.
The breakout was excellent and the content
was very helpful to those who attended. As I sat and
listened, I heard taught many of the principles we share
in our outbound leadership training. In fact, it was so
consistent with our course that I went up afterwards to
ask the presenters if they’d seen our training or visited a
shop we had worked with in the past.
As I spoke with this pair of leaders, I learned that
they had never received training and had never visited
another bank. But that over the course of about 12
years, they had developed this approach and ultimately
discovered a system that worked consistently. This
came as no surprise to me, I have seen others who have
dedicated themselves to an outbound initiative. As they
too stuck with it through the hard times, they ultimately
found what works.

So, what is it that this bank, and others like them, have
learned through years of trial and error? Please allow
me to share five fundamentals to running a successful
outbound initiative and improve your outbound sales
results.

1. Outbound Calling Compliance

Before jumping into this topic, this article is not intended
to give compliance advice, but rather to make you aware
of the items which should be addressed prior to moving
forward with an outbound calling initiative. Please be
sure to check with your internal compliance and legal
teams before instituting any outbound initiatives to
ensure you are in compliance.
Outbound calling for solicitation purposes is closely
regulated by the federal government. Governing bodies
that oversee outbound calling include the Federal Trade
Commission (FTC) and the Federal Communications
Commission (FCC). Each of these governing bodies have
sponsored and currently oversee their own regulations.
8
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The FTC oversees the Telephone Sales Rule (TSR) and
the FCC oversees the Telephone Consumer Protection
Act (TCPA). Let’s look at these briefly before moving
forward.
The TSR is famous for the “National Do Not Call
Registry”. The registry allows individuals to reduce
the number of unwanted telemarketing sales calls by
registering their phone number on the do not call list.
Customers with phone numbers on this list may be
protected from your bank’s outbound solicitation calls.
It also requires you to maintain and adhere to an internal
do not call list. Be sure to check with your compliance
and legal team to see if you must vet phone numbers
against the do not call registry before making outbound
calls. For more information see: www.consumer.ftc.
gov/articles/0198-telemarketing-sales-ules.
You may be aware of the TCPA. It has been in
the news a lot since 2012 when the FCC released its
rather controversial updates to the TCPA. Also, in 2015
it reinforced those new regulations in the Declaratory
Ruling. Largely, the TCPA enacts some very complicated
guidelines for a few things:
• Handling wrong numbers
• What constitutes a solicitation call
• What constitutes an Automatic Telephone Dialing
Service (ATDS)
While the legislation is complicated, it boils down to
this one message on which the FCC has been very clear
and aggressive in enforcing. Unless you have express
written consent from the owner of the phone number,
you do not have the right to call them for solicitation
purposes. Luckily this message also serves as clear
guidance from the FCC on how to comply.
Prior to engaging in any outbound calling initiative
where solicitations for new products or services will be
made in the conversation, your credit union must have this
express written consent. The legislation gives guidance
on what qualifies, but it is strongly recommended that
you have your consent practices reviewed by a TCPA

legal expert or compliance team as the guidelines are
less than forgiving.
Additionally, all employees should be trained on
how to properly handle wrong numbers and requests by
customers to be placed on an internal do not call list.

2. Great Lead Sources:

All successful outbound calling initiatives start with
great lead sources. Poor lead sources, even with great
employees who are highly motivated and who have
exceptional sales training, will lead to limited production.
The lead sources your bankn develops for outbound
calling should be specific and directly target the goals
and expectations you have for the outbound calling
campaign. Simply providing a list of random customers
for employees to call from, and “see what they can get”,
is ineffective.
When developing a lead source, credit union leadership
should:
• First: Define the desired results of the outbound
calling campaign, the goals and expectations, and
the production objectives.
• Second: Build a profile which will target those
customers with needs that match the campaign’s
desired results.
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• Third: Refine that profile to deliver customers who
not only match the desired results, but who are also
qualified.
To help with this, your bank has access to internal data
as well as third party data which can be purchased.
Be aware than when working with third party data,
additional regulatory requirements may apply.
How do you know your lead sources have been
properly developed? Before making a call, employees
should clearly understand the purpose of the call,
what the product or service they are selling is, and feel
confident in the result they are seeking to achieve. If
employees are uncertain about any of these things when
calling a customer from a lead list, you may need to
make additional improvements and refinements.

phone scripting, product sales processing, commitment
setting, best contacting practices, and so forth.
If you are already providing outbound specific sales
training, how do you know it is working? It’s actually
quite simple. Your outbound sales calling initiatives
should be very successful, especially if the lead sources
your employees are calling on are well prepared. The
majority of contacts should lead to the customer openly
providing information and becoming interested in the
opportunity the employee is offering. While not all
successful sales discussions will lead to a product sale,
the majority should.
If the majority of contacts lead to customers
shutting down the conversation at any point with a “not
interested” or similar response, your team is not taking
the right approach on the phone. They need better
training and coaching.
Additionally, dedicated outbound sales employees,
whose primary focus is on making proactive sales
calls to custombers, will need additional training that
covers lead management, advanced contact strategies
and projecting, and time management to consistently
produce sales and reduce burnout.

3. Outbound Sales Training

Proactive phone selling is quite different than selling in
person or selling to one who is requesting a product or
service which they are motivated to close. Employees
who do not have proper training will find outbound
selling difficult and foreign. One of the most common
reasons outbound campaigns fail to produce results is
because leaders assume employees will succeed simply
because they are “good on the phone” or have great inperson sales skills.
To be successful at outbound sales calling, your
employees need to know how to conduct an effective
sales conversation which:
• Doesn’t lead the customer to feel they are being sold
to
• Clearly communicates the opportunity
• Creates engagement and motivation in the customer
Secures commitments and follow-through to closing
This requires outbound specific sales training from
a group within the cbank or an outside sales training
firm like SalesCU with a track record of outbound
sales success. This training should include a specific
outbound sales process which includes training on
10
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customers will welcome a call from your team at any
time.

4. Getting the Most Out of Calling

With the proper lead source and outbound sales training,
the most difficult part of an outbound initiative should
be getting the customer to answer the phone.
A common question I hear when discussing
outbound calling is, “When is the best time to call?” The
best answer I can think of, based on years of experience
is, “When your customer is ready to pick up.”
I think there is an assumption, especially for those
new to outbound calling, that there is a magic day
and time to reach and have the most success, and that
calling at any other time is ineffective. This simply isn’t
true. There are studies out there which strive to prove
the opposite, but when it comes to contacting people
over the phone there isn’t a day or time that is going to
consistently yield the most response from your customer.
Rather than trying to discover the “best” time to
call, branch leaders should promote consistency from
their employees by providing an environment where
employees can focus on making their outbound calls.
In fact, employees who achieve consistent success at
connecting with customers over the phone have a few
things in common.
1. They schedule time on their calendar to make calls
rather than “filling” free time
2. They are focused primarily on outbound calling
during this time
3. They make calls in an office with a closed door or
back room
4. They call the phone number that is most likely to
answer such as a work number or cell phone
5. They leave a voice message and send an email when
the customer doesn’t answer
6. The make multiple attempts to contact the member

5. Goals and Expectations

Finally, all outbound calling initiatives should have very
specific goals and expectations. These should be directly
tied to the goals and expectations established at the
beginning when leads are developed. As with any goal
they should be SMART, that’s to say they should be:
• Specific
• Measurable
• Attainable
• Relevant
• Time-bound
Goals and expectations should outline the number of
members you need the employee to reach out to, sales
you want made, and sales you want closed. All activities
by the employee should be reported to their supervisor.
The supervisor should keep track of them in order to
measure success ratios. The goals set should focus on
the results the credit union wants to accomplish.
Employees who also have other responsibilities,
should have their goals and expectations framed
within the time they are able to commit to making calls
consistently. Employees should know that they are
contributing to the overall organizational goals as well
as goals specific to their branch or department, and that
their success matters to the team.
Goals and expectations set for an outbound sales
team and individual agents are based on a few factors.
First, because this team is generally looked at as a cost
center but exists to create growth and revenue, the
expectation should be at a minimum to justify their
existence financially. It is best that production has at
least a 100% ROI or higher.
Goals for these teams should be long range rather
than short term. For example, the individual and team
should have annual goals rather than 12 individual
monthly goals. The hope for both an outbound sales
team and individual agents is for them to be consistent

As long as your team is following regulations, consistent
calling can happen on any day and at any time and will
lead to success. This would include calling members
on Saturdays, on holidays, in the evening during dinner
time, and at work. When approached correctly, your
11
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in their production. The reality is that production can
greatly fluctuate based on the time of year, market
conditions, and lead availability. Having long range
goals allows the employee to manage these fluctuations.
Every branch should strive to have a consistent
outbound calling initiative which is goal driven,
in compliance, and meaningful to its membership.
Depending on ability and size, every bank should seek
to have all customer facing employees making calls on a
consistent basis and an outbound sales team committed
to the higher level calling opportunities.
With an effective outbound calling initiative, credit
unions control their success. They are able to engage in
value adding conversations, grow products and services,
develop primary financial relationships, and generate
revenue which can be reinvested into the future success
of the organization.

Nick Brown Consulting
is a sales training
company dedicated to
bring a proactive sales
approach to every bank.
Brown accomplishes
this by providing sales
consulting and training
to enhance branch
sales, contact center
sales, outbound sales,
and lending center sales. The goal of SalesCU is
to empower banks to cultivate primary financial
relationships with their customers. Engage Nick
Brown directly at 801-860-5807 and nick@salescu.
com. Ask about his credit union specific workshops
and online sales training, featured at
www.salescu.com.
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TRA I NING

BY KENNETH C. BATOR, MBA

Branding Through Video

L

ast month we talked about the importance of
your website within your B+C+S Formula.
That may seem like a small part of the
overall iceberg as I like to put it. However, it
is a very visible part. If you had a pimple on
your face an hour before going to a wedding reception
where you would be meeting old friends and family as
well as new people you would do everything in your
power to get rid of that sucker. You’d pop it, you’d put
cover up in it, you’d scrub the heck out of it, you might
even burn it off. Sorry to be so gross, but you get the
picture. The brutal fact is, as I wrote in a section of my
book, people do judge a book by its cover regardless of
what our parents may have tried to tell us.
So how do we dress up a pimple website. Well if
we aren’t ready to redo the entire site you may want to
strongly consider video. Frankly, even if you have a
beautiful brand-spanking-new website I still strongly
encourage you to incorporate video. Why? It’s quite
possibly the best way to tell your unique story – and at
the end of the day telling our unique story is basically
all branding really is.
The other brutal fact is that your members don’t
need you. Consumers have a ridiculous plethora of
choices when it comes to financial services. Even
members of Navy FCU, as big and bold as that
organization is, have plenty of choices. For one, they
can just transfer all of their services to USAA. But
although your current and prospective members don’t
need you, they should want to do business with you.
How do you get people to want to do business with
you? By engaging them. Other than meeting someone
face to face, video is the best way to do that. They can
hear your voice. They can see your facial expressions.
They can even feel your sincerity if you do it right.

And that can be the first thing they see when they visit
your website.
How do you do video right? I caught up with
my friend and colleague Bonnie Bruderer, founder
of BINGEnetworks.tv and host of over 700 shows,
recently and had a discussion on branding through
video. Bonnie has hosted multiple shows and
understands how to make everything look good on
camera.
When I mentioned
websites and branding
Bonnie
almost
immediately chimed
in with “A video on
your website is about
80% higher to get
engagement than not
having a video. Think
about that. Can you
imagine if 80% more
Bonnie Bruderer, founder of
people filled out your
BINGEnetworks.tv
contact form on your
website?” Even if that was ten people before wouldn’t
18 be better for your credit union? I know some
financial institutions where just a few more of the
right members opening the right products can make a
noticeable difference in the bottom line.
“You need to have a content strategy that is
engaging and compelling,” Bonnie continued. “The
testimonial strategy is a good one. That is some of the
best marketing – third-party testimonials. We can sit
there all day as the marketing manager and tell people
how great our products and services are and all the
features and benefits. But there is nothing like a happy
member saying ‘Oh my gosh, for the first time ever I
got my own place because I was able to get a loan’ or
13
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‘I broke my leg and wasn’t able to work but the credit
union really supported and helped me.’ That is like a
million bucks of marketing right there.”
I pointed out some of the credit union videos I
like the most come from the POCUA Member, The
Finest FCU, which was featured earlier this year in a
CU Business Magazine article. CEO, Keith Stone, is
not shy about grabbing his smart phone and taping an
impromptu video member testimonial right there in the
branch. “Exactly,” Bonnie replied, “Video really tells
a story. It doesn’t have to be an expensive endeavor.
That’s something you can do with an iPhone.” I quipped
that even though I have never owned an iPhone that I
can do the same thing with my Samsung Note 8.
Prior to that I had been doing video for years with
an old Samsung tablet and an Arkon stand. The stand
cost me about $100 and the editing software I still use
today has cost me less than $100. Even a credit union
with the tightest of budgets can afford that. “These
days you can get a microphone on Amazon for $20
that plugs into your phone,” Bonnie added, “You can
also inexpensively buy a circular light that will give
you amazing production quality.”
While video doesn’t need to be expensive it does
have to be sincere. That’s the main reason the testimonial
videos that The Finest creates work because they are a
little clunky and the member may be laughing and be a
little camera shy. Potential members see that and know
that it’s genuine and not some high-cost production
with someone reading a script that marketing handed
to them. As much as I like the Navy FCU commercials
for their well-branded approach you do realize that
those are actors and not necessarily active military,
right?

Bonnie and I continued to discuss the need for a content
strategy within your overall marketing plan. Similar to
any branding tactic, “Figure out what are the messages
you want to convey and how can you use video to do
it,” stated Bonnie. She shared an example from one of
their channel partners on BINGENetworks.tv whereby
they use video to answer frequently asked questions
(FAQs). “Identify the top 20 questions that are asked
and then create a 30-second video tutorial for each. It
can walk your members through the answers to each
one of those questions. If you figure you have 20
questions that can be your content strategy. You can
send out one a week or even one a month on social
media, via email, or on your website. It’s valuable for
gaining new business, gaining trust, and continuing
relationships.”
We also talked about the value of repurposing
content. When a video is created you could strip out
just the audio and use it as a podcast or commercial. I
personally use software called Wondershare that costs
less than $100 and quickly converts an MP4 file (video)
into an MP3 file (audio). Even keeping the content as
video the piece can be shared on multiple channels such
as YouTube, Facebook, Twitter, Instagram, LinkedIn,
and a number of others depending upon where your
current and potential members tend to be.
On a grander scale, a credit union could create a
short story via video. For instance, a 90 second story
could be created about helping a member – let’s call
her Julie - through the process of obtaining an auto
loan and buying a car. This could be split into nine
10-second videos. “That would give you nine days
of social media posts right there,” exclaimed Bonnie.
You can create a following telling people to tune in
tomorrow to see what happens to Julie. “You have the
ability with that one piece of media to create multiple
strategies on multiple platforms. You can create
that video content and get it out there to potentially
millions of people. That’s what we created at BINGE.
14
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We created a network that takes a video and publishes
it on 50 different television outlets and that’s helpful
for brands.”
While your credit union may not be able to afford
television ads during an NFL game on network

television like Navy FCU does, you can afford a
BINGE channel that can reach thousands or even
millions of people. That is what the National Police
Credit Union is doing with their show, Beyond the
Call, on their BINGE Channel.

However, that may not be necessary, and you can start
on a much easier scale than that, especially if your
credit union is serving a small community or niche
FOM. If you are just starting out here are a few helpful
tips:
❑ Episode One is better than Episode None – This
is the phrase successful podcasters use when they
are creating a new show. As with most activities,
creating video gets easier the more you do it.
Creating that first one can be daunting. But if you
overcome the fear by recording just one you may
find that it is easier than you think and maybe even
a little fun. If you don’t like the first take, you can
always delete it and start over but you have to start
somewhere.
❑ Create Involvement – You may find that by
creating video you can create more than content.
You can create involvement among your staff.
Instead of telling your Millennial employees to

get off social media and get back to work like
a drill sergeant put those skills to good use and
have them create video for the credit union. It’s
rare we use the full capacity and talents of our
employees. This may be an opportunity to get
branch employees more integrated into the larger
strategy of the organization.
❑ Imitation is the Sincerest Form of Flattery –
It’s very common for professionals in just about
any industry to look at a business that is doing
things right and try to incorporate it into theirs.
This isn’t about blatantly copying someone else’s
marketing. It’s about sparking ideas. For years I
have suggested to my clients to look at what other
institutions are doing. If you are a community
credit union in Portland, OR and look at what a
community credit union is doing in Portland, ME
you may get some ideas. You may see a video and
say, “Hey, we can do something like that with our
employees and members in our market!”
15
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Most of all, remembering that people do judge a book
by it’s cover, it’s important to be sincere in your video.
People respond to what’s real and unrehearsed. Telling
your story through video in that manner can revive
an old website, increase your social media reach, and
enhance your brand. You might find doing so has
some benefits for some of the aspects of your B+C+S
Formula that aren’t as visible as well.

Ken Bator is the Organizational Culture and WorldClass Service Standards Expert as well as the author
of The Formula for Business Success = B+C+S. As the
founder of Bator Training & Consulting, Inc. (BTC)
credit unions hire Ken to create environments where
employees actually want to come to work and members
want to keep coming back. BTC accomplishes this
through a combination of Branding, Culture building,
and Strategic planning. This is the unique B+C+S
Formula created by Bator and featured in his latest
book. To have BTC assist your credit union in creating
a differentiating and engaging experience, contact
Ken directly at 714-681-2821 or kbator@btcinc.
net, especially to learn more about having Ken and
Bonnie present Branding Through Video at your next
conference or event.
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CUS TO MER
SERVI C E

BY KEITH LORIA

Capitol One Cafés Serving
Communities

W

hen
it
comes to
personal
finances,
people
often feel overwhelmed and
that was a feeling that Capital
One wanted to assuage in
its customer base. That’s
why the McLean, Va.-based
company started Capitol One
Cafés, inviting places where
people could bank, plan their
financial journey, engage
with the community, and
even enjoy Peet’s Coffee.
“At the heart of everything we’re doing, it’s really
about empowering people to feel confident about
their relationship with their money,” says Courtney
Rhodes, Capital One’s Manager—Consumer Bank PR.
“To do that, Capital One has redesigned the banking
experience with our Capitol One Cafés. That means
making things really simple and straightforward and
creating an experience that fits naturally into our
customers’ everyday lives.”
Capital One introduced its Cafés in 2011 after it
cquired ING Direct, a bank that had held the rights to
the Café concept since 2001. After seeing success with
its first offerings, the concept has grown to 34 Capital
One Cafés in 12 markets nationwide.
“We want to make the banking experience as relaxed
and easy as possible for our customers,” Rhodes says.
“Simplicity is core to all aspects of the Café experience,

including our banking products. The Cafés feature a
select set of our national consumer products that offer
great value and simple digital servicing experiences—
like fee-free 360 Checking and our award-winning
Consumer Credit Cards.”
For those who haven’t had a chance to visit,
Rhodes paints a picture of what a walk through the
Café experience entails.
“Picture people greeted by Café Ambassadors
sporting apparel curated by former Project Runway
contestant Shirin Askari,” she says. “They order coffee
for guests using an Apple iWatch and then take them
to sit on a comfortable sofa (not behind a desk) to help
coach them through setting up an account, paying their
bills online, applying for a credit card and more.”
Now, people also have the opportunity to learn new
digital tools through an interactive Demo Bar; challenge
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their financial knowledge
through interactive screens that
provide educational money
content; utilize Cap One’s
free meeting rooms or nooks;
deposit or withdraw in any
denomination using a CashDeposit ATM; and use free
Wi-Fi while enjoying a cup of
coffee or local baked good.
“The space is designed
to continually give new
experiences each time you walk
through—from little messages
and moments that make you
feel good about what you’re
doing there, to an interactive, visual-forward ethos that
inspires you to do things on your own terms,” Rhodes
says.
There are currently Capital One Cafés in Austin,
Boston, Chicago, Denver, Los Angeles, Philadelphia,
Portland, Richmond, San Francisco, Seattle, South
Florida, Washington D.C. and St. Cloud. And the
company has plans to open soon in San Diego.
“The Capital One Cafés are thriving—we actually
have plans to open new locations in a few additional
markets,” Rhodes says. “We’re always learning, but
we’re been really pleased by customer response to
our current cafes in these handful of cities. We have
millions of customers throughout the country, too. So
our goal is to keep listening and adapting to serve them
as best we can.”
Café Ambassadors are specifically equipped to
discuss 360 Savings, 360 Checking, Consumer Credit
Cards, Digital and mobile features and ATM features,
but they can also help with customer self-service and
connect with experts on other Capital One products.
“We are also continuously implementing new programs
that help customers feel confident in their relationship
with their money,” Rhodes says. “For example, we

offer several programs whether you’re a Capital One
customer or not.”
There’s Money Coaching, a complimentary threesession program designed to connect one’s values to
their money, get their money under control, plan a path
for their future financial goals, and the confidence to
make it happen. It’s like life coaching, but for your
finances.
Also offered are Money Workshops, a series of
complimentary, 1-2 hour long sessions offered at the
Cafés on topics like “How to Talk Money With Your
Honey,” “How to Make Your Golden Years Shine
Bright,” “Wise Wedding Planning” and more.
“We believe it’s important to put people first,”
Rhodes says. “We offer personalized products and
services to provide customers with a solution to a
problem they are facing. It’s essential that our Café
Ambassadors, products and services handle customer
problems with utmost care to ensure their happiness
and satisfaction.”
While it might seem that a concept like this was
created for the millennial generation, Capitol One
research has shown that the Cafés are being utilized
by people of all ages and are appreciated by seniors,
18

B R A N C H

B U S I N E S S

|

O C T O B E R

2 0 1 8

|

B R A N C H B U S I N E S S . U S

CUSTOMER SERVICE

Boomers and Gen Xers as well.
“While more millennials are banking digitally
more than ever, our research
shows that people of various
age ranges enjoy and utilize
the Cafés,” Rhodes says.
“It’s important for each Café
to be engrained in every
community in which we
serve. Being a part of the local
fabric means giving back—by
providing our space for local
associations to meet or for
students to use for studying
or hosting networking and
development events that give
members of the community
the opportunity to grow and prosper.”
Being a part of the community fabric is important
to Capitol One, which is why it’s also working with
some of the areas’ local businesses and entrepreneurs.
For instance, the company often work with local
artists who paint unique interior and exterior murals
in the Cafés, and it also works with local artisans and
businesses who provide authentic and unique furniture
and design elements and partners with local bakeries to
add a little local flavor into the Café spaces.
“Our Capital One Café provides a space where
individuals can recharge their bank accounts, devices
and lives while learning new ways to manage their
finances, try out new digital and financial tools, use
our fee-free ATMs, tap into free Wi-Fi, or simply
grab a great cup of coffee or local pastries,” Rhodes
says. “Our Café locations have knowledgeable Café
Ambassadors who are there to help you, not sell to you.
Customers can talk to them about money habits, goals,
action plans and more.”

A graduate of the University of Miami, Keith Loria is
an award-winning journalist who has been writing for
major newspapers and magazines for close to 20 years,
on topics as diverse as sports, business and healthcare.
You can view some of his recent writing at keithloria.
contently.com.
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BY LIN GRENSING-POPHAL

Payday Lending

A New Opportunity for Community Banks?

C

onduct a Google search for “payday loans”
and you’ll turn up 13.6 million results.
The loans, offered through storefronts in
virtually every city around the country,
are so named because they originated as a
means for people to “get enough cash to tide me over
until payday.”
The downturn in the economy that started back in
2008, leading to high unemployment rates and a dearth
of jobs, caused the demand for such quick loans to
skyrocket to help people make ends meet. Predatory
lenders were quick to emerge to offer help—but at a
high price.

How Payday Loans Have Traditionally Worked

The FTC’s web page on payday loans explains how
they work:
“A borrower writes a personal check payable to the
lender for the amount the person wants to borrow, plus
the fee they must pay for borrowing. The company
gives the borrower the amount of the check less the
fee, and agrees to hold the check until the loan is
due, usually the borrower’s next payday. Or, with
the borrower’s permission, the company deposits the
amount borrowed — less the fee — into the borrower’s
checking account electronically. The loan amount is
due to be debited the next payday. The fees on these
loans can be a percentage of the face value of the
check — or they can be based on increments of money
borrowed: say, a fee for every $50 or $100 borrowed.
The borrower is charged new fees each time the same
loan is extended or ‘rolled over’.”
The page also makes it fairly clear that the FTC
doesn’t look very favorably on these types of loans,

noting that they represent “very expensive credit.” And
they offer a number of alternatives to these loans to
help consumers who need cash to tide them over other
options they may not have considered.
They’re even less favorably disposed toward online
payday loans and have sued several online lenders for
violating federal laws.
Recent approval from the Office of the Comptroller
of the Currency (OCC) may now offer a better
alternative for those needing quick cash: national banks
and federal savings associations. The OCC indicates
that “U.S. consumers borrow nearly $90 billion every
year in short-term, small-dollar loans typically ranging
from $300 to $5,000.” Clearly, says David Wallace,
global financial services marketing manager at SAS,
in the Raleigh-Durham area, “there is a market for
lending that the banks are not in today.”
20

B R A N C H

B U S I N E S S

|

O C T O B E R

2 0 1 8

|

B R A N C H B U S I N E S S . U S

PAYDAY LENDING

The OCC Bulletin

In May, the OCC issued a bulletin to encourage
the banks it supervises “to offer short-term, smalldollar installment loans, typically two to 12 months
in duration with equal amortizing payments,” says
Catherine M. Brennan, a partner with Hudson Cook
LLP, a consumer financial services law firm based in
Maryland, with several offices around the country.
The move is designed to benefit those in need
who currently fall prey to questionable tactics used
by brick and mortar and online payday lenders. The
OCC is encouraging banks to develop and implement
programs that are consistent with existing, and sound,
risk management practices and that they should align
the programs with their overall business plans and
strategies, says Brennan. “The OCC suggests that
strategies could include working with consumers
who have an ability to repay a loan despite a credit
profile that is outside of a bank’s typical underwriting
standards for credit scores and repayment ratios. In all
programs, the OCC cautions that its member banks
should offer lending products in a manner that ensures
fair access to financial services and fair treatment of
consumers and complies with applicable laws and
regulations.”
Despite the go-ahead from the OCC, though,
Quyen Truong, an attorney with Stroock & Stroock
& Lavan LLP in Washington, D.C., says: “Banks are
unlikely to offer loans that replicate those of payday
lenders, given differences in their business models.”
Such quick, low-dollar loans represent high risk and
don’t offer much profit, says Truong who also says
that, “banks generally are also unwilling to accept the
reputational hit from offering payday loans.”
Still, Truong suggests, “many banks will want to
meet these borrowers’ credit needs, as high demand
continues, and the regulatory threat posed by the Obama
administration recedes.” They may, therefore, offer
products more similar to pre-Obama era offerings, says

Truong—“such as deposit advance products (DAPs) as
well as installment loans.” Such offerings could build
on banks’ relationships with their customers,” Truong
says.

How Banks Could Help Improve Payday Practices

According to Auburn University finance professor
John Jahera banks are in a good position to enter the
payday lending market, offering benefits to community
members who are “unbanked people” and also
positioning themselves for growth as these individuals
build their credit scores.
Banks haven’t engaged in payday lending, says
Jahera, because of the law dollar value of such loans
($300-$500) and because bank regulators have,
traditionally, frowned on the practice, considering it to
be “predatory.”
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There’s high demand, says Jahera, pointing to
information now available in Alabama indicating that
about 42,000 payday loans are made each week. He
points to a number of benefits:
• The large number of bank branches around the
country
• The ability for unbanked people to establish
banking relationships
• Opening the door for other banking services in the
future
While payday loan rates may be somewhat lower if
offered through banks, as they could spread associated
costs across their diversified loan portfolios, rates
would still be higher than secured loans because of the
higher risk involved.

phone providers and other sources that would provide
evidence of bill payment practices. In addition, he
says, “other external unstructured data, including
social media data that might show evidence of regular
work in the gig economy where 1040s don’t get issues,
could also be added to the models to assess repayment
and default probabilities.”
AI/ML modeling techniques, including neural
language processing (NLP) for unstructured data,
and neural networks would be able to “analyze the
ensemble of non-traditional data and help banks identify
consumers who meet the bank’s risk management
principles and underwriting standards,” says Wallace.
“Banks can add external data about the consumer to
traditional data for credit models. This data could
include data from utility providers, apartment rentals,
mobile phone providers and similar sources that show
evidence of bill payment practices. Other external
unstructured data including social media data that
might show evidence of regular work in the gig
economy where 1040s don’t get issued could also be
added to the models to assess repayment and default
probabilities. AI/ML modeling techniques including
neural language processing (NLP) (for the unstructured
data), and neural networks can analyze the ensemble of
non-traditional data and help banks identify consumers
who meet the bank’s risk management principles and
underwriting standards.”
People don’t tend to like traditional payday loan
providers. Many do like their community banks. The
OCC ruling offers new opportunities for banks to
reach out to underserved, and unbanked, members
of their community helping them meet their financial
needs today and providing a potential boost for their
collective futures.

Making it Work

Wallace says that “banks could do credit underwriting
–also called credit decisioning—for consumers who
don’t have traditional credit scores and repayment
records,” what some call “thin file” he says. This
could be done through artificial intelligence (AI) and
machine learning (ML), Wallace says.
Banks are already well positioned to address the
OCC’s concerns about “fair treatment” It’s something
they already do, he says, “and they incorporate
regulations into their underwriting process already.
Banks also have the model risk management processes
need to prove to regulators that credit decisions are fair
and legal.”
But, do banks have the capacity to take on a large
number of very small loans and would the work be
worth it?
Wallace suggests that modern technology can plan
an important role here, allowing banks to add external
consumer data to traditional data for credit models.
This might include such pieces of information as
data from utility providers, apartment rentals, mobile
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BY KEITH LORIA

Tips for Winning Customers

A look at how community banks should
target new customers

T

o be successful, banks need a balance
between increasing product and share-ofwallet with current customers and bringing
on new customers. This is especially
important if the financial institution has an
aging customer base.
Plus, there’s attrition in just about every business
and even for a bank that’s doing fine, an objective
should be to ensure new business covers that.
If a community bank wants to stand out among
competitors, and attract new people to its branches, it
must focus on raising its customer experience beyond
what’s expected.
“Retail banks must focus on making their customers
feel special and valued,” says Brennan Wilkie, SVP of
customer experience strategy at cloud-based customer
experience platform InMoment. “There is an ample
amount of opportunities for banks to heighten these
experiences, which can lead to stronger relationships
with their customers.”
According to InMoment’s 2018 CX Trends, 72
percent of consumers say they will choose one brand
over another if they are made to feel special. Further,
according to Forrester’s 2018 Banking Customer
Experience Index, among customers who feel valued,
77 percent plan to stay with the bank, 89 percent will
advocate for the bank, and 85 percent plan to spend
more with the bank.
David Reiling, CEO of St. Paul, Minneapolisbased Sunrise Banks, knows that there’s a wealth of
different bank choices that customers can make, which
is why his bank strives to give them tools for success.

“It all starts with listening,” he says. “We engage with
the community to identify the problems that we can
solve, and continue listening to make sure we can evolve
with them. Enabling customers to achieve financial
wellness is how we add more to our offerings and
make sure the both us and the community succeeds.”
Sunrise Banks’ Impact Deposit Fund is a great
example. Any customer with a deposit account can
sign up and it doesn’t change the way their account
functions—there are no added fees or different interest.
“But what does happen is we make a promise to
that customer that their money will only be used to lend
toward community development and job creation,”
Reiling says. “We want our customers to know that
their money is put to good use, and that we share their
values.”
Aligning the bank with the community’s goals and
plans not only establishes you as a strong member of
the community but puts you both on a path for success.

TURN ON YOUR

BRANCH SUPERVISORS
& MANAGERS
withTEAMBUILDER.
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www.cubusiness.com/teambuilder/buy
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Tried and True Measure

One great way to win new customers is to offer referral
bonuses to your current customers for referring their
friends and family, such as $100 bonus per referral
plus $100 bonus to the new referral as incentive to join
the bank.
Money is a quagmire of emotional content, which
is why Hines says a bank should ease people’s concerns
and consciences when looking to lure them in.
“Good marketing is always about helping people
address their problems,” she says. “Even and especially
the most experienced bankers need to hear the voice
of the customer so they can demonstrate insight and
understanding in their products and messaging.”
Lewis Goldman, chief marketing officer of LendKey, a
fintech company that provides a platform for community
banks to source loans through digital channels, says the
best way for a bank to get new customers is by offering
them “an offer they can’t refuse.”

Sue Hines, head of customer engagement with Informa
Research Services

Sue Hines, head of customer engagement with Informa
Research Services, says when going about creating a
strategy for luring new customers, a bank must be clear
about what they are trying to achieve.
“Everything you do from structuring your
offerings, structuring and pricing your offers, to
targeting and crafting your message depends on the
ultimate objective,” she says. “What you need to do
if your objective is to grow deposits is vastly different
from what will work best if you are trying to grow
loans.”
Moreover, simply saying you want to grow your
customer base is unlikely to provide you with any
guidance in terms of strategy or tactics, which is why
she recommends tailoring your customer acquisition
strategy to meet the target and the goal.
“The offering and message needs to precisely target
the needs of the target audience,” Hines adds. “This
means the ‘secret sauce’ is listening to the audience
and finding out how they are articulating their needs
and concerns, so you can speak directly to their current
mindset.”
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Lewis Goldman

“A great rate and estimated savings to refinance their
student loans, a compelling credit card offer, a high
interest savings account—each delivered at the right
time can win a new customer,” he says. “The offer
opens the door to engagement and getting the customer
to learn about your bank.”
Thinking out-of-the-box can mean something
different for each financial institution so it’s important,
especially for community banks, to think creatively
but not be intimidated or discouraged by what larger
financial institutions are able to do with much larger
budgets, he says.
As an example, Goldman cites WSFS Bank, a
community bank in the Delaware Valley and one of the
10 oldest continuously operating banks in the country.
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The bank was facing an aging customer base and
declining consumer assets. In 2013 it partnered with
LendKey to start offering private student loans (both
in-school and student loan refinancings) to both current
customers and prospects in their banking footprint.  
“By addressing a need for Millennial and Gen Z
customers, WSFS added over 1,200 new customers
and over $60 million in new loan balances (just under
13% of their overall consumer portfolio), which has
helped them diversify their portfolio,” he says. “This
is a great example of focusing on the ‘right’ target
audience with a compelling offer.”
Additionally, remember employees are a bank’s
best brand ambassadors and with the rise in social
media can have tremendous impact. It’s important that
employees understand the bank’s brand positioning
and are aligned with the bank’s objectives.

Create a Comfortable Environment

With online banking, ATMs, employee layoffs, and
branch closings, many banks today are often viewed
as cold or impersonal to the average customer. Human
interaction is often the missing link at a local bank,
which is why it’s necessary for banks to make the onsite experience warmer and more personal if they want
to attract new people to the bank.
A great way to do this is by designating one of
your employees as a greeter—someone who makes
an immediate, positive connection when a customer
enters the bank.
 	 As customers enter the bank, the greeter should
smile and welcome them, perhaps even asking them
about their day. Smiling is key, and all employees of
the bank should be smiling and providing a positive,
friendly impression.
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Phrases such as “How can I help you today?” or “What
can I do to be of assistance?” are great starters, and
once the transaction begins, asking how someone’s
day is going or if they have plans for the weekend are
also good ways to put someone at ease and let them
feel comfortable.
And if the customer comes to your bank often,
address them by their name. Make a personal
connection.
Promote your brand and allow the community
to actively engage with your employees through
community events, sponsorships and financial literacy
opportunities. Highlight the work that you’re doing to
support local businesses, partner with those businesses
to host free seminars and volunteer in the community.
“The more that a prospect sees your brand in the
community, the more they’ll think of you the next time
they need to take out a loan,” Goldman says. “And,
they’ll want to do business with you, because they
believe that you genuinely care about making their
neighborhood a better place.”
It’s also important to attract the “right” customer.
Winning new customers means understanding who
your desired/ideal customer is and building a strategy
around that which leverages what a community bank
stands for—such as the importance of a local presence.
“Tie into the ‘buy local, shop local’ movement
within your community,” Goldman says. “Be the brand
that is active and well known, engage employees and
customers in these entities together.

are fees, poor experience, slow processes, and a lack of
enabling technology such as mobile banking.
A major mistake that banks make is surrounding
transparency. Reiling notes even when something goes
wrong, engaging the customer and making sure they
know how things went wrong and how you are going
to make changes is key.
“A well-developed dialogue with a customer can
help repair relationships after a mistake,” he says.
“Customers typically leave when they feel there has
been lack of transparent communication with respect
to a fee or if they feel they have been charged unfairly.”
In fact, fees are a common reason people switch.
Here, the triggers can be both internal—if you raise or
change your fees, and external—customers becoming
aware of competitive offers.
Hines shares the most common reason for leaving
any financial institution is that people move away. The
right digital technology and ATM relationships can go
a long way to encouraging customers to retain their
providers.
Gaining new customers is important for any
business, not just a bank. However, Reiling warns that
banks can get in to trouble when so much emphasis is
placed on new customers, that the needs of current and
future customers are no longer being met.
“When you are no longer able to help your
customers succeed and achieve their goals, you will
start to lose customers,” he says. “By having a plan in
place to ‘win’ customers, a bank will survive.”

Be consistent in how you present your brand in
branches, online, in print/TV, and on social media.”

A graduate of the University of Miami, Keith Loria is
an award-winning journalist who has been writing for
major newspapers and magazines for close to 20 years,
on topics as diverse as sports, business and healthcare.
You can view some of his recent writing at keithloria.
contently.com.

Why Customers Leave

Of course, winning a customer for your bank means
another bank losing a customer, so it’s important to
understand some of the main reasons people leave. The
top reasons customers leave their financial institution
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BY BARBARA SANFILIPPO

For valuable, complimentary tools on
building customer relationships and
improving their financial well-being, click on
www.highdefinitionbanking.com/CU/

Financial Wellness

Are You Missing a Growth Opportunity?

I

magine this scene: As customers walk into your
branch or call in for help, your staff has been
trained to think, “I wonder what pain, dream or
goal this person has today and for the future? My
job as a financial coach is to find out.” Imagine
how this would radically change the conversation,
create loyalty and impact share of wallet.
In case you haven’t noticed, there’s a growing
movement in the financial services industry to improve
customers’ financial health—not just sell them
something. Not only is this a higher level of service but
in the digital age, we predict improving consumers’
financial well-being will be essential to differentiate
your bank and create a competitive advantage.

helping our struggling customers by giving them pay
day loans, credit cards, and consolidating debt without
also providing a plan to achieve financial stability?”

Doctors Improve Physical Health – We Must
Improve Financial Health

Consumers Want You to Help Them Improve
Their Financial Health

I had an “aha moment” while sitting in the waiting area
for a doctor appointment. My doctor’s job is to ask
really good questions, diagnose my ailment and offer
the best remedy to restore my health. She’s a health
partner in my life journey and I take her advice most
of the time. It’s really that simple. Then I thought, “So
why is there a scarcity of banks that place a priority on
the simple concept of helping customers improve their
financial health?”
You may be thinking, “But we give financial advice
all day every day.” To that we quote Ron Shevlin from
Cornerstone Advisors: “Too often, what we try to pass
off as advice is nothing more than marketing offers.
In other words, the ‘advice’ is what’s good for the
bank, and not necessarily the customers. Are we really

A Gallup survey of 11,809 adults clearly demonstrated
that “consumers want their bank to improve their
financial well-being, not just sell them products.”
Some other key findings include:
• When customers strongly agreed their bank looked
out for their financial well-being, about 84% were
fully engaged and none were actively disengaged.
• Financial institutions that take the time to address
financial health saw strong consumer confidence.
• Unfortunately, only one in four respondents
strongly agreed their bank looks out for their
financial well-being (sounds like opportunity to
us!).
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Why do we
undermine
the customer
relationship by
focusing our
staff on pushing
products and
getting a sale
instead of diagnosing what stands between customers
and their financial health? They’d be just as likely to
purchase products (or even more so) if they saw we
had a genuine interest in helping them better manage
their finances.

Is Your Staff Diagnosing for Financial Wellness
or Just Selling Isolated Products?
•

•

Financial Wellness Offers a Great Opportunity
to Improve the Customer Experience, Enhance
Engagement and Increase Revenue Generation

You certainly are aware that financial anxiety is at an
all-time high. Here are some grim stats from research
by Dave Ramsey’s organization:
• 70% are living paycheck to paycheck
• 24% of pay is spent on non-mortgage debt such as
credit cards
• 64% don’t have enough cash to cover one month’s
mortgage cost or groceries
• 56% of Gen X workers (age 36-49) say they’ll need
$1-2 million to retire comfortably yet they have an
average savings of $70,000
People represented by the above percentages need more
than just isolated products without further guidance.
They need a financial partner. The numbers illustrate
the need. Here’s the want:
• Millennials are actively seeking financial advice
and need help building credit, saving and managing
finances
• Business owners are looking for financial education
for employees
• Boomers and seniors are concerned about income
protection and many are looking for help

•

•

Is It Time to Change Your Direction? Here’s
What You Can Do
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Face it; your customers don’t want your products!
They want to alleviate a pain, reach a goal or
enjoy financial peace. Read this finding again: The
Gallup study clearly demonstrates that consumers
want you to improve their financial well-being, not
just sell them products. Our job is not simply to sell
a product but diagnose correctly. Unfortunately
many of your staff is thinking “what can I sell this
person today.” Here’s what we see all too often:
Most of us are stuck in the old, tired sales
training model of transactional product-selling.
Our staff is trained to listen for a cue so they can
quickly discuss product features and benefits.
Unfortunately they are not skilled or comfortable
in uncovering financial anxieties, goals and dreams
and proactively managing the relationship.
Monthly product goals and incentives encourage
short-term sales, the wrong behaviors and a very
underwhelming or repelling customer experience.
As a result, there is no emotional connection.
Emotional motivators are the key to stir your
customers to take action.
Your marketing slogan or brand promise claims,
“we help you achieve financial security and reach
your dreams.” However, that’s not what people are
experiencing.

O C T O B E R

With strategic planning coming up this fall, we
challenge you to rethink and redefine your sales model.
Does it support your philosophy and branding? Are
your employees highly engaged and feel they make
a difference in the lives of your customers? Are you
missing out on the growth opportunities improving
financial health offers your bank? If changing course
is under consideration, here are some actions items to
consider.
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5. Take a hard look at your current incentive plan as
it may be driving the wrong behaviors. Ultimately
you want to grow share of wallet with each customer
over time. In addition, be sure to recognize key
activities such as pre-call planning and entering
life events, anxieties, goals and dreams in the
customer profile in your CRM. In fact, consistent
profiling and recording of customer financial goals
and progress is an expectation.
6. 5. Educate your leadership team and board on
the benefits of a relationship-driven approach
combined with financial health and education.
Many clients find our white papers and blog posts
valuable as advance reading before strategic
planning.
At High Definition Banking® we believe if you want
your bank to thrive and be relevant in the lives of
your customers, you must be genuinely committed
to improving their financial health and well-being. In
doing so you will have a loyal following that considers
you their financial partner. Bottom line, it’s time to turn
your retail staff into financial educators and coaches!

1. Be sure to include an objective in your strategic plan
that your bank is advancing beyond a transactional,
product selling model to a relationship-advice
model. In fact, consider playing down or removing
the term “sales culture” and replace it with a
customer relationship-building culture or CRM –
customer relationship management.
2. Elevate the role of branch employees. Create a team
of elite financial coaches armed with interactive
tools and skilled in engaging customers to discuss
budgets, goals, pains and dreams. Your MSRs
and financial service representatives don’t need
to be licensed. However, they do need to enjoy
educating, guiding and discussing basic money
management principles.
3. In a recent Financial Coach training for a
community bank, I was quite pleased to see
how excited and receptive their staff was to this
educational approach. They were proud of their
enhanced role and relieved it wasn’t about pushing
products. In fact, a few days after the onsite
program Jaclyn sent me the following email.
Clearly, she provided a highly differentiated
and engaging experience for this customer.

Barbara Sanﬁlippo is an
award-winning speaker,
coach, customer relationship
consultant and founder of
High Deﬁnition Banking®.
Her training and consulting
ﬁrm partners with banks to instill a structured
relationship management process to accelerate organic
growth and focus on the ﬁnancial health of customers.
Barb is passionate about creating inspired employees
and leadership committed to making a difference in the
lives of their customers. Engage Barb directly for your
Annual Staff Event at 858-674-5500, ext 101 or Barb@
HighDefinitionBanking.com. For consulting, training
and whitepaper visit www.HighDefinitionBanking.
com and view her speaker demo video at www.
HighDefPeople.com. Connect on LinkedIn.

Barb, I was just meeting with a customer and we
went over her money values survey, monthly budget
and the financial wheel. SHE IS PUMPED about
saving money, fulfilling her dream of buying a new
house and creating financial stability for her family!
She is going to go home, fill out the budget with her
husband and is coming back for more coaching with
me. She said, “I didn’t know a bank did this stuff and
I had no idea of any of this. Thank you so much.”
It makes me so happy to help a family this way.

4. Remember, technology doesn’t build relationships
– your people do! Examine your existing sales
training to determine if it focuses on transactional
product selling and product pushing. Decide to
invest in relationship management and financial
coaching training instead.
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BY RYAN WILK

EMV 3DS to Combat CNP Fraud

W

hen it comes to thwarting
cybercriminals,
EMV
chip
technology has already proven to be
far more effective than its outdated
magnetic stripe counterpart. In
fact, the success of the chip-equipped cards is such
that hackers have been forced to turn their attention
to the card not present (CNP) space, where they can
make more profit. The CNP arena is such a large target
for attackers that Nilson Research predicts its related
losses to reach $31 billion by 2020.
With cybercriminals gearing up for the holidays,
merchants and credit card issuers are exposed to
fraudulent transactions coming from a variety of
channels. It is the continuous exposure of data
combined with CNP transaction fraud that create a
perfect storm with either the merchant or the issuer
left holding the bag. This growing threat results in
added friction in the name of security and users having
to jump through additional authentication hoops to
finalize their transactions.
This situation has also led to a significant increase
in false declines where real customers have not been
able to authenticate themselves and couldn’t get their
transaction through. In 2017, the U.S. lost over $300
billion to false declines, according to the Aite Group.
To mitigate this problem, credit card networks come
together to offer EMV 3DS (commonly known as 3DS
2.0), an overhaul of the old 3-D Secure protocol to
authenticate CNP transactions.
3DS 2.0 has been revamped to remove the
burdensome barriers that it was known for in the past.
This protocol is now spearheading the verification
process by gathering more information around each
transaction to help issuers make better decisions and
increase approvals.
B R A N C H
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EMV 3DS improvements enable both merchants
and issuers to make better authorization decisions.
Issuers and merchants can now balance user experience
and security to provide easy, user-friendly transactions.

Understanding EMV 3DS

The enhanced 3DS 2.0 protocol will provide a rich
data stream between issuers and merchants for better
authentication and authorization decisions. Issuers will
still be the ones deciding if a transaction should be
stepped up for further security. However, Mastercard
estimates that 90% of transactions will go through
seamlessly as a result of the additional data sets issuers
will receive, significantly reducing friction at checkout.
Another significant change is that, if the issuer asks
for additional authentication, instead of the cumbersome
one-time-passwords, users can verify themselves with
physical biometrics such as a fingerprint or facial scan.
With the new protocol, merchants can also choose
what transactions they send through the 3DS rails and
which ones they send outside of the protocol. The only
difference for issuers is that transactions outside of the
3DS path won’t benefit from the liability shift, so the
30
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merchant will be the one facing the cost if there is a
chargeback.

and customer retention, two key metrics that 3DS is
going to impact positively.

Moving to a 3DS World

EMV 3DS Allowing Better Authorization

Issuers are already working towards supporting
EMV 3DS transactions; some are even engaging key
merchants in tests to prove the value of sending the
additional 3DS data points. This is a great way to
assess the system and share the results with merchants
to incentivize their participation as well.
Cost is another factor during implementation.
In regulated markets, issuers don’t have that much
choice, but financial institutions in non-regulated
regions will normally make their decision based on
the improvement to the customer experience and fraud
prevention. Although the user experience can be harder
to quantify, issuers can make their decision based on
the value associated to increased transaction volume

This enhanced protocol allows customers to have a
seamless experience or, if the issuer requires a step-up,
to easily authenticate themselves with something they
are familiar with such as a fingerprint scan.
With in-depth information surrounding each
transaction, issuers have more context to make the final
decision about whether to authorize a transaction or
not, giving their customers a better service, increasing
transaction volume and customer retention.
Ryan Wilk is Vice President, Customer Success for
NuData Security, a Mastercard company. Previously,
he was manager of Trust and Safety at StubHub and
spent eight years with Universal Parks & Resorts in
various e-commerce roles.
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BY JOHN WATTS

How Digitized Is Your Bank’s
Lending Process?

I

n an era of constant technological innovation,
where competition for consumer loyalty is at an
all-time high, financial institutions of all sizes
are focusing efforts and countless resources on
revamping their digital strategies, especially in
the lending space. Community banks, in particular,
are poised to be unique beneficiaries of this digital
age, as they are often consumers’ first choice for
personal loans due to generally lower interest rates and
origination fees.
To capitalize on this advantage, nearly one-fourth,
or 23 percent of financial institutions have plans
to implement a new or replacement consumer loan
origination system, according to Cornerstone Advisors’
annual “What’s Going On In Banking” report.
Additionally, the same report reveals that improving
lending policies and processes is a top priority for 32
percent of bank CEOs.
To achieve this, banks need to digitize the lending
process from end-to-end, rather than just a portion of
the process like the loan application. Many banks still
require a visit to the branch to sign forms or ask that
customers mail supporting documents to the branch.
Yet, nearly all borrowers under the age of 35 would
prefer that the entire process be digitized, according to
research from Oliver Wyman.
By committing to full digitalization, banks can
modernize the lending experience and infuse it with
greater speed and convenience for the benefit of
customers while empowering banks with more efficient
processes to support a growing loan portfolio.
Here are three key steps that banks should take to
ensure a successful digital lending transformation:

1) Perfect the Application Experience
Optimizing the loan application experience should be
a priority when taking a digital approach to lending.
This involves more than uploading a copy of the loan
application online, as replicating the same paper-driven
loan application process online will hardly improve the
customer experience. First and foremost, make sure
customers can complete a loan application online in its
entirety, which includes the ability to submit supporting
documentation without leaving the application, as well
as e-signature capabilities so customers can sign loan
documents.
Additionally, banks should leverage auto-fill features
to minimize data entry for customers. Requiring
an applicant to manually input every detail of their
personal and financial information is cumbersome
for the applicant and can even result in an individual
abandoning their application out of frustration. A good
online loan application will be synched up with a bank’s
core system and will auto-fill application information
32
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functionalities enhance customer trust in the lending
process and makes them feel valued, rather than just
another drop in the bank’s loan portfolio.
Beyond finding ways to increase the institution’s
connectivity with borrowers during the lending process
through tools like the aforementioned customer portal,
banks should ensure the terms of individual offers are
clear. Not only does this help borrowers understand
their loan terms, it also helps banks differentiate their
offerings from competitors. Between interest rates,
origination fees, and other terms, there are multiple
factors that drive the cost of a loan. This can make it
challenging for a customer to truly comprehend the
total cost of a loan. In fact, an Oliver Wyman study
revealed that nearly one-third of borrowers indicate
that understanding their loan’s fine print and terms is
“frustrating” or “very frustrating.”
It is important to keep in mind that most borrowers
compare offers from multiple lenders, but when loan
terms are not presented consistently and clearly, it
becomes difficult to compare options effectively.
To drive consumer loan growth through the
remainder of 2018 and beyond, it is crucial that
banks find ways to first, enhance the overall customer
experience, from application to closing, and second,
improve efficiencies to enable processing of higher
loan volumes. Ultimately, those that take initiative
now will be positioned for growth in an increasingly
competitive market.

live with the applicant, ensuring a greater number of
completed applications are submitted.
2) Don’t Forget to Digitize Back-End Processes
Today’s consumers are accustomed to instant
gratification, so if a customer can complete a loan
application online in a few minutes from his couch,
waiting several business days for a decision is
frustrating. To address this issue, banks should also
take steps to modernize back-end lending processes
like underwriting and decisioning of the loan.
Banks can streamline underwriting by utilizing
relevant, aggregated data to gain a complete view of
the applicant and thus make sound lending decisions.
Examples of data to aggregate may include an account
holder’s cash flow, demand deposit account data, all
added to current credit bureau data. For banks that are
comfortable doing so, moving forward with a fully
automated decisioning model might make sense, as
this minimizes the manual aspect of the underwriting
process. As a result, banks can process a greater
number of loans and more importantly, this approach
can facilitate faster decisions for customers, promoting
a positive borrower experience.
3) Boost Transparency with a Customer Portal &
Clear, Consistent Loan Disclosures
Lastly, an outstanding lending experience demands
transparency. While there are less human touchpoints
in a digitized lending process, customers may still
have questions or request status updates for their
loan application. Instead of forcing customers to
call the bank or hunt down information themselves,
banks should offer a customer-facing portal, where
customers can log in to review a status update
regarding the approval of their application or upload
supporting documentation as necessary. This is also a
great way for banks to reduce the time spent following
up with applicants for additional information. Such

As Senior Vice
President of Lending
Solutions for Baker
Hill, John Watts
is responsible for
the leadership and
direction of the
company’s lending
solutions.
33

B R A N C H

B U S I N E S S

|

O C T O B E R

2 0 1 8

|

B R A N C H B U S I N E S S . U S

TAB
HARA S S MENT
HERE 2
PART

BY LIN GRENSING-POPHAL

Harassment

When Your Name is in the News (Part 2)

Editor’s Note: This article is the continuation of a Harassment article that ran in last month’s
BRANCH BUSINESS emagazine. (Link to Part One here).

I

t may have happened years ago and under
someone else’s watch, but when harassment
claims emerge there’s a good likelihood that
your bank’s name will be in the news. A “no
comment” comment is rarely a good idea, even
though you may not be able to comment on a specific
case that’s making its way through the legal process.
What best practices should community banks follow
when a claim of #MeToo makes the local news?

The #MeToo Movement in the News

While the #MeToo movement has certainly directed
attention to the issue of harassment, it’s not a new
issue, says Susan Hosage, SPHR, SHRM-SCP, a
senior consultant and executive coach with OneSource
HR Solutions. “Even before the #MeToo movement,
the legal standard for an employer has been quick and
remedial action when it comes to addressing any form
of unlawful harassment in the workplace,” she says.
Unfortunately, not all employers have followed
that legal standard—some purposefully, yes, but many
others because they were unaware that incidents had
occurred. In either case, though, what gets attention
from the media is that a harassment claim has occurred.
And the bigger the business and the more egregious
the claim, the greater the likelihood that the media will
pounce on the story.
When your community bank makes the news in
this way, how you respond—before, during and after
the coverage—will determine how quickly the chatter
subsides and the impact on your bank’s brand and
standing in the community.

Laying the Foundation for a Strong Media
Relationship

One of the most important proactive steps that your
community can take to help navigate any crisis-related,
or contentious issues that might emerge is the develop
and nurture strong relationships with the local media.
Don’t wait until something happens to make the first
connection. Develop a reputation of being honest,
transparent, forthright and accessible, whether talking
about a new service offering or responding to inquiries
about alleged misconduct.
Community banks have a big benefit here precisely
because they are community banks. Their relationships
with the local business and media communities mean
they are known commodities—much more likely to be
trusted than organizations whose corporate offices may
be hundreds or thousands of miles away.
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Still, bad things can happen and your community bank
may be at fault.

their veracity,” he says. Statements made to the media
by bank spokespeople, though, would fall under the
category of non-hearsay and, therefore, be admissible.
That’s why it’s so important to ensure that the
statements made are appropriate. His advice:
• Have your spokeperson’s statement reviewed by
defense counsel
• Ensure that your spokesperson read only from a
prepared statement
• Make sure that your statement contains information
about company policies and procedures that are
true. These statements, he says, “can be used against
you as an admission of an available alternative—
thus, you just admitted you knew of a better means
by which to prevent or investigate harassment.”
• Ask the media to relate all questions via email
rather than over the phone.
Such concerns are why many companies choose to take
a “sorry, we can’t comment—this is a legal matter”
approach to such inquiries. With all of the attention
the #MeToo movement is getting, though, and all of
the emotion around that attention, though, say some
experts, this type of non-response response may not be
the best approach.

Step 1: Investigate

“Any time a harassment claim is reported, a prompt
and thorough investigation should be conducted,” says
Kimberly Capadona, a partner at Archer where she
advises clients on employment law and labor relations
issues.
Capadona recommends that investigations be
done within two business days of receiving a report
of harassment. The investigation should involve
interviewing the complainant, any witnesses and the
person accused, she says. “We would suggest that those
involved in the investigation be asked to maintain the
confidentiality of the issues discussed.” Investigations,
she says, could be conducted by the bank, its HR
department or designated management staff, or the
bank could hire a law firm to assist in the investigation.
These investigations, by their very nature, of course,
are part of a process that may lead to a trial.
Finding the right balance between protecting your bank
from a legal standpoint and addressing the community
perception issues that are certain to emerge in these
situations is critical.

To Talk, or Not to Talk

“You are under no obligation to speak to the media,
but that could get you convicted in the court of public
opinion,” says Nance L. Schick, an employment
attorney, arbitrator and mediator who has also
personally sued a prior employer for sexual harassment.
If you do respond, though, she advises: “Keep it simple,
professional and focused on the privacy of the parties.”
There is, she says, no “one size fits all” solution.
“For example, if neither party wishes to speak to
the media, you might simply state that the matter is
currently under investigation and out of respect for
everyone involved you will be waiting for the results
of the investigation and permission from the parties,

Legal Implications

In the case of legal issues, like sexual harassment
claims, the decision of whether or not to speak to
the media—as well as what to say—becomes more
complicated due to the implications for potential trial
situations.
As attorney Brad Biren, Esq., a senior associate
with Johnston Martineau in Des Moines, explains,
statements made by bank spokespeople would not be
considered heresay. Heresay statements are statements
made outside of court that are “implicitly not allowed
in court because there is little way of determining
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before or if you share any information. Reiterate the
sensitive nature of these situations and the need for those
involved to process the emotional aspects. Conversely,
if one of the employees has chosen to speak to the
media, you can acknowledge their free speech rights
and still decline to speak out until the investigation is
complete, for the same reasons previously stated.”
Still, notes Christopher W. Smithmyer, a lawyer and
strategic resource development coordinator at Brãv
Online Conflict Management, a dispute resolution
company, that traditional approach may not work so
well in the current environment.
The #MeToo movement, says Smithmyer, “has
reversed the legal paradigm in the United States where
a person is now considered guilty until proven innocent
in the court of public opinion.” Accusations of sexual
harassment can destroy not only a person’s career, but
can even reach the point of destroying a business, he
says. While, from a legal standpoint, a statement like
“we are unable to comment as this is a legal matter…”
may be the safest best, from a PR standpoint “this can
be business suicide,” Smithmyer says. With a plethora
of politicians, business people and Hollywood actors
hiding behind these types of comments, he says,
“people no longer trust anyone who says that it is a
legal matter.”
Todd Templin, executive vice president of
BoardroomPR, a full-service public relations agency
based in Ft. Lauderdale, Florida and co-chair of the
agency’s crisis communications department, agrees
with that approach. “When it comes to this particular
topic, I generally don’t like legal responses; they need
to come directly from the company itself and be sincere
and heartfelt.”
Smithmyer recommends using what he calls “the
political model.” He offers an example:
Reporter: “Ms. Jackson is it true that Mr. Miles, one
of your tellers, commented sexually on one of your
customer’s breasts?”

Ms. Jackson: “I am glad you asked that question.
XYZ Bank maintains the highest standards of sexual
harassment training. We have a commitment to the
community that we hold sacred and we require each
employee to have 8 hours of harassment training
each year, including two hours of workshop work.
Further, we have a robust internal review mechanism
that takes the complaints of customers very seriously.
Here at XYZ we make every effort to be part of the
community, and that means upholding the amazing
local community standards of our city.”
“The trick to this type of damage control is to
start the response by answering the reporter’s question
as though you expected it,” says Smithmyer. “Once
people start thinking ‘How did she know that was
coming?’,” then you can start them down the path to
listening to your prepared response. Because people
think that you knew the question was coming, then
they are more inclined to believe that the response you
give is related to the question, which is part it is. This
allows you to control the ‘spin’ and give the legal and
internal processes the time to do what they need to.”
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Templin adds, though, that organizations need to be
as transparent as they can be regarding these types of
allegations so as not to create any suspicion or ill will
with customers and the public. Saying ‘no comment’
won’t cut it.” At the very least, he says, “companies
should provide statements to the media explaining
their side of the story, apologizing as necessary for the
behavior and discussing any corrective actions they
take as a result of the scandal.”
Fortunately, in this era of social media and online
communication, community banks aren’t hamstrung
by what the media chooses to report about these
situations. Community banks can, and should, take
their message to the masses on their own.
“I would say it’s a good idea to communicate with your
customers in as many ways as you can,” says Templin.
He points to social media, email, blog posts, web
statements and video as examples of ways community
banks can get their messages out.

Actions Speak Louder Than Words

In some cases, taking immediate steps to “eliminate
the distraction” fast and efficiently, can also be a good
PR strategy, notes Templin. “Often the best way to
eliminate a PR nightmare is to eliminate the distraction
itself fast and efficiently even if that means a firing,
reassignment or some other disciplinary action that
can be made public,” he says. This can be illustrated
by recent examples involving Matt Lauer and Kevin
Spacey, who were both terminated when news of
accusations of their inappropriate behaviors emerged.
Having a community reputation as a great place to
work, good relationships with the local media, notolerance policies that are communicated and enforced
and a swift response and investigation into any claims
made, should be foundational elements of your bank’s
response to the #MeToo movement.
Then, if the media calls, you’ll be prepared.

37
B R A N C H

B U S I N E S S

|

O C T O B E R

2 0 1 8

|

B R A N C H B U S I N E S S . U S

