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HELP WA NTED

BY HOLLY HERMAN

Great Tips for Hiring Managers
I heard a tip from someone the other day: Hire slow and fire fast! My
experience has been that many managers hire fast and fire slow.

T

here’s a lot of pressure to
quickly fill a position when
you’re short staffed. When
managers act too quickly,
they can hire someone
who is not a good fit: The new hire
doesn’t have the right job skills, enough
experience to handle the job, or they
simply don’t work well with existing
staff. The wrong hire ends up costing
you time, money and patience!

Here are a few tips for finding the
right person.

how many resumes you’ll get that have nothing to
do with the candidate you’re looking for. If a resume
doesn’t grab you once you’ve read the first twenty-five
per cent, put it into the “no” pile.

Tip 1: Job description. When someone leaves a
position, take the time to examine what that person
actually did versus what you wanted him to do.
Compare your findings with the written job description
and make sure what is written down is exactly what
you want done. Job descriptions should be as specific
as possible in identifying the tasks and responsibilities
you want performed as well as the precise skills you
are looking for in the right candidate. Job descriptions
date quickly; take out anything that no longer applies.

Tip 4: Telephone. Phone interviews can save lots of
time. Prepare a worksheet with a list of the three to five
questions you’re going to ask for each candidate and
use the worksheet to winnow out those “must haves”
in each candidate before you talk on the telephone. Let
the interviewee know that the phone conversation is a
preliminary interview and should take between 15 to
30 minutes and take notes as you talk and review your
written comments as soon as you get off the phone.
Sorting through your thoughts right away will help
clarify your thinking.

Tip 2: Skills. The advertisement you write will reflect
the description. Think about which skills—out of all
you’re looking for—are most important, the ones you
can’t live without. The more specific you can be, the
better your chances are that a perfect match will apply.

Tip 5: Be Selective. Someone who seems just OK
Tip 3: Reading Resumes. Job applicants tend to act is a no. Ask those who wow you to come in for an
a bit like people throwing spaghetti against the wall: interview. And remember, hiring people who are more
they just want to see what might stick. It’s incredible talented than you only makes you better.
7
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HELP WANTED

Sadly, they didn’t need a degree for the job and were
otherwise a perfect candidate. I might have hired him
had he not lied.

Tip 6: Get a Second Opinion. Ask other staff members
to interview your final candidates. They may pick
up on skills or warnings you’ve missed. While the
final decision must be yours, one or more additional
opinions help clarify your decision-making.

Tip 9: Use Social media. You can find out a lot about a
person by checking them out on You-Tube, Facebook
Tip 7: Prepare a Writing Test. Create a written test and Twitter. One candidate left an interview and
designed to highlight the skills you’re looking for. One twittered about how “lame” the interviewer was. Not a
of my clients interviewed two candidates—one wowed great way to win friends or get a job!
everyone and the other was pretty good. The wow Taking your time to find the right person will save you
candidate took three hours to complete the test, which time and prevent headaches later on.
revealed that he couldn’t perform simple math, spell
or write, while the pretty good candidate completed Holly Herman is a former CEO of two credit unions,
the test in one hour with perfect math, grammar, and Chief of Staff for National Credit Union Administration
spelling skills. She got the job.
Chairman Johnson, and currently an Achievement
Tip 8: Spot Check Facts. Verify everything that’s on Coach helping individuals and organizations. She can
the resume: schools, old jobs, etc. I once almost hired be found at www.AchievingSkills.com, or contact her
someone who said they had a degree, when they didn’t. at Holly@AchievingSkills.com.
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EMP LOYEE BE H AV I OR AL
ASS ES S MENTS

BY ALFIO CARROCCETTO

What Personality Can Tell You

Why Employee Behavioral Assessments Are
Hotter than Ever with Credit Unions!
Staff personality fits are critical to your branch’s overall success, but
how do you gauge an individual’s unique characteristics on the basis
of a resume and a few short interviews? Don’t let first impressions fool
you. Learn how to spot fakes and properly assess behaviors early on
in the hiring process.

I

’m always intrigued when people respond to
identical situations in startlingly different ways.
Some don’t hesitate to push back when pushed,
while others willingly retreat. Skeptics question
everything. Believers have no doubts. Introverts,
extroverts, rebels, diplomats, leaders, followers,
opportunists and procrastinators all find their way into
this world.
But what happens when they all find their way into
your credit union?
• How do you manage such starkly contrasting
personalities?
• Do you really know who’s who?
• Can you spot fakers?
Hiring new employees and managing existing credit
union personnel can be a painstakingly hit-or-miss
process when you can only guess at a person’s specific
needs, expectations, traits and motivators. How can
you confidently bring a new employee on board when
all you have to go by is a well-polished resume, a
friendly interview and, perhaps, some very flattering
testimonials from your candidate’s “excellent” – but
likely also very biased – references? Unwittingly hiring

an outwardly friendly but inwardly passive person to
aggressively develop commercial business or bring
in new members will almost always prove disastrous.
And taking on a less-than-meticulous teller is sure to
be an expensive mistake.
Candidates may look the part, sound the part and
seem so accomplished you become convinced they’re
perfect for the job. However, the frustrating reality
is that some of these applicants know all too well
9
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EMPLOYEE BEHAVIORAL ASSESSMENTS

The risks of taking on the unknown go way beyond
hiring. It’s also impossible to successfully manage
existing staff members when you have no idea what
motivates them. Some employers make the costly
mistake of treating everyone the same way or the
way they themselves like to be treated, thinking this
approach not only makes life easier but also ensures
consistency, equity and efficiency in the workplace.
Think about it, though. The reality is that “one size fits
all” never fits anyone well!
This style of management seldom works long term
and often leads to mutual dissatisfaction, frustration and
sub-par performances; employers see disappointing
workers as slackers, while unhappy employees
conclude their boss is just a really bad manager. This

how to play the interview game and will not hesitate
to improvise, stretch the truth, guess, charm or even
flat-out lie when they must. Too often it’s what you
think you see that you don’t get; a common complaint
of hiring managers is that their new employee seemed
so promising at first, only to then start exhibiting
inappropriate behavior, decreased productivity, an
increasing amount of ineptitude or some gut-wrenching
combination of all of these!
Employees are risky investments. They’ll either
boost your bottom line or chip away at it – dollar by
dollar, day by day. A smart hiring decision scores a
win and makes you feel good; a bad hiring decision is
a loss – of both time and money.
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EMPLOYEE BEHAVIORAL ASSESSMENTS

the interview, while their true self, the one they don’t
want you to see, is kept well hidden. For example,
self-confidence, like beauty, is sometimes only skin
deep. Dig into a personality and you may find that your
seemingly strong, solid, self-assured applicant is really
just a conscientious, eager-to-please accommodator
who’s prepared well for the interview and learned
what to say, how to respond, where to stand and what
to wear in order to impress you.

kind of ongoing discontent in a branch typically leads
to arguments, terminations or resignations.

Managing Different Personalities

It’s easier than you might think to find ways to
motivate the individuals in your branch. Keep lines
of communication open, and be ready to adapt your
managerial tactics, at least to some extent, when
overseeing a group of people. You may normally be
a “hands-off” manager, the type who lays out some
general objectives then expects staff to resolve their
own dilemmas, devise their own plans and think
for themselves. While your independent-minded
employees will embrace this approach, those who
want input and guidance from you will not; make
an effort to stay available to them. Know your own
behavior, appreciate the differences in the individual
personalities of your staff, then figure out who’s who.

Behavioral Assessments

Institutions looking to reduce the financial losses
associated with excessive turnover are aware of how
vital it is to hire the right applicants and understand
the behavior of their employees – and they’re utilizing
behavioral assessment tools to help them do this. The
goal is to find the best possible candidates for open
positions and key in to the hot and cold buttons of
existing staff members.
The Omnia Profile, a simple yet amazingly
accurate behavioral assessment, provides credit unions
with insight into the workplace aptitudes of candidates
and employees. It’s fast, just 10 minutes, and easy
– no confusing questions or irrelevant multiple
choice scenarios. It’s based on extensive research in
the prediction of behavioral characteristics through
adjective checklists and psychometric analysis. It
has been endorsed by the League of Southern Credit
Unions (LSCU).
Omnia Credit Union Targets are designed to help
branches hire and keep the best. The benchmarks are
derived from practical research of the industry and
the specific jobs within the industry, using profiles of
proven top performers, position competencies, years
of consulting data and job descriptions within our
database. We have benchmarks for positions such as
branch manager, MSR, teller, teller sales, loan officer,
loan processor and much more.
By complementing a branch’s existing selection
strategies, the Omnia assessment provides an early

Knowing Who’s Who

While it may take time to uncover a person’s true work
pace, level of assertiveness and need for structure,
personality can usually be assessed more quickly.
Outgoing individuals are easy to spot. They’re talkative
and seem to promote themselves well. They’re full of
life, usually not afraid to seem a little silly and take
themselves less seriously.
However, these people are not necessarily
aggressive or competitive, so hiring one of them to
sell your financial products or assume a position of
authority might be the wrong move. You need to be
sure they can capitalize on their infectious charm and
sparkling personality by pressing hard enough to put
business first, meet goals and achieve objectives. Be on
guard against would-be employees who seem too good
to be true.

Spotting Fakers

Some people will do or say almost anything to get hired.
They’re able to present themselves as one person in
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EMPLOYEE BEHAVIORAL ASSESSMENTS

The less information you have when making
selection decisions, the more of a disadvantage you
have in getting it right. The once attainable objective
of finding the “perfect” employee has been abandoned.
In its place is the more modest (and, unfortunately,
more realistic) goal of just finding someone, anyone,
who might be considered at least a half-way suitable
worker. Bringing out the best in an employee who is
not your ideal and not like you is, without question,
challenging. But if you learn how to do it, you’ll
inevitably save time, lower stress, make your job easier
and, most importantly, eliminate the financial pain of
frequent employee turnover.

glimpse into behavioral issues that may not be apparent
until long after you hire someone. Branches can make
more informed hiring decisions, decrease turnover and
increase retention to improve ROI.
People who take the Omnia Profile choose words
from a list of adjectives to describe themselves. The
hiring manager is delivered a graphical depiction of the
candidate’s workplace traits. These results are a helpful
way to match candidates with the job and culture,
which means less turnover and happier employees
(i.e., higher production and more profit). Such profiling
can also help develop and coach existing employees,
plan succession, improve communication or deal with
difficulties between staff members.
The Omnia Profile can be administered to
candidates or existing personnel online or on paper. It’s
important to keep in mind that the assessment is NOT
a test. No one can study for it, and there are no right
or wrong answers; it’s based strictly on an individual’s
opinions. Ratings may be assigned to candidates, but
this is to help managers measure an individual’s overall
job suitability; hiring decisions should never be based
exclusively on these ratings. They deliver additional
information, providing the basis from which to delve
more deeply and ask more questions.
Assessments are a valuable piece of the intricate,
always challenging puzzle that is the human mind.
They serve as readily available, reliable tools that
make hiring, promotion, management and succession
planning decisions much easier.

Alfio Carroccetto,
senior consultant,
is an experienced
entrepreneur and
business owner.
Alfio provides
employee hiring
and retention
guidance to seniorlevel executives
for domestic and
international businesses. His scope encompasses a
wide range of industries, with particular emphasis on
logistic sales, credit unions and banking, automotive,
staffing and health care. Alfio focuses on teaching
other leaders how to hire the right people for success.
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COMP LIA NC E
UPDATE

BY CINDY WILLIAMS

Known by the Company You Keep
Do you know what your employees are posting on social media during
their personal time? What they are sharing could directly reflect back
on your branch, so making your expectations on digital behavior clear
is critical. Keep reading for advice on how to achieve such clarity.

T

on a personal social media page shine a spotlight on
an organization’s fair lending practices, especially if
that employee holds a lending position? It’s not hard
to imagine an examiner determining the employee’s
actions call for a targeted review of the organization’s
lending activities. There would certainly be questions:
Did this person apply her personal beliefs to lending
decisions? Did she set a tone of unfair or discriminatory
practices followed by others who either held the
same beliefs or were intimidated into doing so by the
commenter?
You may wonder if credit unions and banks are
allowed to dismiss an employee for something he or
she says – either online or in “the real world.” What
about the Constitutional right to free speech? Although
a branch may choose to hold itself to the same standards
as the U.S. government, it is not required to protect
an individual’s right to free speech or expression at

he pitfalls and perks of participating in
online conversations are something credit
unions and banks have bandied about
for nearly a decade – probably longer
in some of the more tech-savvy circles.
Today, there is no shortage of information and advice
regarding an organization’s use of blogs, social media,
consumer reviews and other, still-emerging, digital
communities. Less information is available, however,
about individual employees’ participation in these
communities – especially during off hours.
In this day and age, many managers may be
wondering how an employee’s personal use of these
tools affects the branch. And who is watching to see
how representatives of the cooperative behave online?
Members and customers? Business leaders? Law
enforcement?

What about examiners?

In March of 2016, a credit union mortgage loan
services officer was fired for comments she made on
her personal Facebook page. Although the comments,
which included a racial slur, were not posted on the
credit union’s Facebook page nor during her work
hours, the credit union understood the ramifications.
Beyond impacting the cooperative’s reputation in the
community, one has to wonder, did leadership consider
the potential regulatory consequences?
My mother always reminded me: You’re known by
the company you keep. Might an employee’s actions

TURN ON YOUR

BRANCH
SUPERVISORS
4 BRANCH

STAFF

www.branchbusiness.us
13

B R A N C H

B U S I N E S S

|

D E C E M B E R

2 0 1 8

|

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

COMPLIANCE UPDATE

Document your decisions in a formal written policy
with associated written procedures. Treat them as
you would any other policy or procedure, with annual
reviews and updates as needed. Share them with
managers and require training for each of the credit
union’s employees at least once each year and as new
employees join the team. As the digital world evolves,
so too do the trends, temptations and traps facing each
of us, making consistent evaluation of online behavior
policies paramount.
Cindy Williams is
vice president of
regulatory compliance
for PolicyWorks,
a national leader
of credit union
compliance solutions.
She can be reached
at cindyw@
policyworksllc.com.

work. So an individual who had been let go for online
comments might have a hard time trying to argue in a
court of law that his or her First Amendment rights had
been violated.
The best protection is clarity. In other words,
get your organization’s expectations of employees’
digital behavior down on paper, in black and white.
Gather key leaders and board members together to
determine which restrictions make the most sense for
your credit union to place on employees’ participation
in online conversations and other activities. Run those
restrictions by legal counsel to be sure you aren’t
sideways with any laws or HR concerns. Be sure those
restrictions clearly state that the expectations apply to
both credit union–owned and personal pages. Then set
strategy for how employees’ online behavior will be
monitored.

Check it off your to-do list
Enroll today at
www.cuna.org/MLO

Loan Originator training?

You’ve
got this.
Do you still need to satisfy your training
requirements? Look no further than the
comfort of your own office. A new NMLSapproved self-study course is specifically
designed for credit unions and meets the
continuing education requirements of Reg Z.
Enroll today at www.cuna.org/MLO

OFFERED BY

INSTRUCTED BY

The services provided by PolicyWorks should not be construed as legal services, legal advice, or
in any way establishing an attorney-client relationship.
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MILLENNI A L
EMP LOYEES

BY IVAN SESELJ

What Makes Millennial Employees
Tick
Is your credit union so focused on Millennials’ proverbial negative
qualities that you are incapable of speaking this generation of
employees’ language? To attract and retain Millennials within your
branch’s workforce – and the energy and enthusiasm that comes with
them – you must cater to their mindset. These approaches can help.

M

illennials are more than just a trending
buzzword. Their influence on modernday economics is becoming more
and more evident, and credit unions
are no exception. In a recent article
on the topic, Kevin Flanagan, director of content at
TimeTrade, says Millennials are “fast becoming the
power players of 21st Century consumers.”
Many related articles focus on Millennials
becoming credit union members and bank customers–
the incredible buying power they represent and how
to effectively market to them to attract their interest.
There is another aspect of the Millennial market that
branches need to consider: their importance as a labor
force.
A recent report by PwC shows that Millennials
– the 54 million adult Americans between 18 and 34
who make up a third of the U.S. workforce – see the
financial service industry (including credit unions
and banks) as little more than a stepping stone to
other career options. Only one in 10 Millennials who
currently works in the financial service sector says that
they plan to stay in their jobs long-term. The average
for all other industries is nearly double that.
The report also indicates that Millennials are not
at all shy about changing jobs. In fact, it’s more or less
a given that they will. Nearly half (42 percent) said

that they are always open to job offers from other
companies, while three in 10 are actively looking for
their next job.
Millennials’ reluctance to remain in one job long
term (or even on one career path), coupled with their
seeming disinterest in a career in the financial service
space, may explain why almost half of bank and credit
union CEOs report that they are unable to find talent
with the right skills. The PwC report indicates that one
in four financial service executives has cancelled or
delayed key strategic initiatives simply because they
didn’t have the right talent on hand to do the job.
As the current workforce ages and Millennials play
15

B R A N C H

B U S I N E S S

|

D E C E M B E R

2 0 1 8

|

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

MILLENNIAL EMPLOYEES

you. They want to have a say in what’s happening on
the job.
The challenge for credit unions and banks is to
figure out how to capture the energy and enthusiasm
that Millennials exhibit and channel it effectively in
order to transform processes. If they succeed, branches
could turn to Millennials not just as a readily available
workforce but as a great source of constant innovation
and improvement as well.
Another example is found in the contrast between
Millennial communication preferences and the way
in which branches typically communicate with their
employees. Millennials want their voice to be heard
and expect the opportunity to give feedback and
suggest improvements. While some credit unions
are beginning to change their communication tactics,
many continue to rely on very old-school mechanisms
– procedure manuals, signage posted around the branch
or mass emails – to convey important information to
their employees.

an increasingly important role in the workplace, it is
going to become critical for credit unions and banks to
better understand what makes Millennials tick. Doing
so will enable them to attract Millennials not simply as
members but also as prospective employees.
To do that effectively, I believe branches need to
focus on better understanding – and then leveraging
– Millennials’ so-called “negative” qualities, about
which more senior workers often complain: their
constant focus on salary and career advancement;
their refusal to do more menial jobs or comply with
authority; their constant questioning with regard to
how specific jobs are done.
Let’s start with that last point. Senior executives
often find themselves frustrated with Millennials
because these younger employees ask too many
questions, challenge accepted processes and refuse to
simply accept “that’s the way things are done around
here.” All of these complaints are a reflection of the
fact that Millennials want to work with you, not for

FINALLY! Online Sales Training
Specific For Your Credit Union
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MILLENNIAL EMPLOYEES

None of these approaches will work with Millennials.
Millennial employees want to click through six options,
not read six chapters of a procedure manual. They
want to check out an app, watch a 30-second video,
text and then react with emojis, not with a lengthy
memo or, increasingly, even emails. Organizations
that recognize – and embrace – these approaches will
undoubtedly have a significantly better chance of
attracting, engaging and ultimately retaining Millennial
employees.
Branches must also recognize that Millennials
want to grow constantly. They won’t stand for a job
that doesn’t provide them with new challenges and new
opportunities. They’re also not interested in a position
that doesn’t play to their individual strengths and
interests. As a result, leadership teams must be open to
giving employees increasing responsibilities that they
will consider meaningful and that will contribute not
only to the branch’s success but to their own personal
growth.
Finally, branches must recognize the importance
technology plays in the lives of Millennials. For the
most part, these individuals grew up using technology.
As a result, they expect to use it on the job. For the
organization, that means investing in technology
that will enable Millennial employees to work more
efficiently – reducing the time it takes to do basic tasks,
such as filling out reimbursement forms or attending inperson training sessions. At the same time, investing in
technology sends a message to tech-savvy Millennials
that you understand their needs and expectations and
are empowering them to work in the way that they
prefer.

By enabling Millennials to participate in driving
business improvements and innovation, credit unions
will not only make Millennial employees more
productive. They will also establish a relationship that
builds a level of loyalty that significantly improves
employee growth, retention and overall business
performance.
Ivan Seselj is CEO of Promapp Solutions, an industryleading provider of cloud-based process management
(BPM) software for creating and storing business
processes online. You can contact him at ivan.seselj@
promapp.com or follow him at @Ivanseselj. You can
visit Promapp at www.promapp.com.

TURN ON YOUR

BRANCH SUPERVISORS
& MANAGERS
withTEAMBUILDER.

4 BRANCH

BUSINESS

www.cubusiness.com/teambuilder/buy
17
B R A N C H

B U S I N E S S

|

D E C E M 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

How “The 7 Habits” Can Make Your
Sales Teams Highly Effective

R

ecently my parents gave me a few boxes
of “memories”I apparently still had stored
in their basement. As I looked through the
boxes remembering all the great times and
experiences I came across my very first
copy of Stephen R Covey’s “The 7 Habits of Highly
Effective People”. Ironically, just days before this I
had started reading the book again. I asked myself, is
this just a coincidence or something more?
It had been a number of years since reading
the book and not surprisingly this time as I read the
messages seamed to apply more to credit unions’ and
banks’ sales and service than to me personally. Each
habit I went through I said to myself, “Wow, this
applies so well to what branches should be doing for
their membership and their teams”. With that in mind I
am excited to share some of my brief thoughts on how
“The 7 Habits” can be applied to your branch sales
efforts.

relationship with, and the value they receive from, the
branch.
I used the word detrimental because reactive selling
often leaves the member vulnerable to situations they
did not anticipate which they now must resolve. For
example, overdrawing their checking account without
overdraft protection properly set up. Totaling their car
without GAP insurance. Suffering a loss of income
without debt protection on their loans. All products
and service the member decided not to take because
they were not properly explained and offered.
To be highly effective, branches must foster a
proactive sales environment where representatives
understand their responsibility to ensure the member’s
complete satisfaction. In fact, they recognize their
members are depending on it. The representative takes
ownership of the member’s financial needs and chose
behaviors which empower the memberto succeed.
And they recognize that they share the responsibility
for the member’s future financial situation. With this
in mind they work within their “Circle of Influence” to
deliver what the member truly needs.

Habit 1: Be Proactive

In “The 7 Habits”, the first principle of effectiveness
Covey teaches is being proactive rather than reactive.
As explained this means taking responsibility and
ownership rather than avoiding it through blame and
excuse. It is in recognizing the ability we have to
influence and shape our outcomes.
When a consumer engages the branch for a new
product or service, a reactive representative would see
the member as the expert, knowing what they want
and more detrimentally, what they don’t want. I find
that many branch sales representatives operate from a
reactive position allowing the member to define their
18
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Habit 2: Begin with the End in Mind

Before branch sales representatives can be effective
they must first understand what they are working to
accomplish. Every credit union and bank has a mission
and a vision they are working towards. If that mission
and vision is for example, to be their member’s primary
choice for financial products and services, employees
need to understand what that means and what it looks
like. More than this they must clearly understand
their role in the process and receive proper training to
accomplish it.
Representatives that are equipped to start each
member interaction with the end in mind understand
the products and services they are working with. They
have been trained on the features and how they benefit
the member and give them an advantage in their
financial lives. They know how all of the products and
services offered by the credit union fit together to fill
the individual and unique needs of their members. And
lastly, they have a vision of what a primary financial
relationship requires and can see the path to build those
relationships with every member interaction.

branch to higher employees with the strengths most
suited for the position resulting in higher levels of
effectiveness.

Habit 4: Think Win-Win

Too often sales programs can get out of alignment,
reaching for the goal at the expense of the consumer.
This was no better exemplified than in the Wells
Fargo Sales Scandal which came to light. Sales
representatives should be trained that sales success is
defined by the value they provide to their members and
not necessarily the sales numbers they reach.
In a sales setting the title of this habit could more
appropriately be named “Win-Win-Win” where the
goal is to provide value to the member, the branch, and
the employee in each interaction. Sales efforts should
be monitored, and training and coaching should always
focus on this value adding approach. Any time one
side becomes out of balance it should be corrected
quickly.

Habit 3: Put First Things First

Covey explains that habit 3 is about focusing on your
highest priorities and those activities which provide
the most worth. For a sales representative their highest
priority should be on the member and helping them
achieve their financial goals. Too often though we find
our sales representatives bogged down with paperwork,
title tracking, loan audits and other busy work. Clearly
these are essential functions of the branch and cannot
be ignored, but are they the highest priority of the sales
representative?
If possible, branches should look to assign these
critical and necessary functions to a processing or
support team. There are two main benefits in doing this.
First, this frees up time for the sales representatives to
focus on engaging members and building those primary
financial relationships. And second, it empowers the
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Habit 5: Seek First to Understand, Then to Be
Understood

With this habit, Covey explains that far too often our agenda,
and our selfish need to be understood trumps the needs
of others around us. When we do stop talking and start
listening, it is with the intent to reply not to understand.
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center, mortgage department, investment team,
insurance agency, business development team, indirect
lending, SBA department, and the many branch sales
teams. And to support each of these sales teams are
the back office departments. Many times these various
sales teams and departments work in silos. A member
applies for a mortgage and leaves with just a mortgage.
A member needs insurance on a car they just purchased
and leaves with just an auto policy. A new business
has approached the credit union for checking and cash
management and the new business members leave with
just a business account. Little to no cross department
sales referrals occur.
Building synergies within the credit union and
especially between the various sales teams, creates
value in the member’s relationships which is greater
than what each individual team can provide on their
own. For this reason sales representatives should be
cross trained on all products and services regardless if
they directly sell them to the membership. They should
be encouraged to analyze, identify and refer these
products when found because, when all departments
work as one team synergistically, the value provided to
the member is greatly multiplied.

For many sales representatives their first response
when a member asks for a new product or service, or
when they have a problem with their account, is to
immediately start offering solutions, assuming they
know exactly what the member needs. However, this is
not effective at building primary financial relationships
and providing value.
Because value is largely subjective to the member,
to be highly effective employees must be trained and
coached to ask questions which identify the member’s
true needs, wants and financial dreams, and uncovers
the motivation behind those needs before offering
product solutions. One essential place to do this is in
the member interview, the critical discussion which
should happen when a member or potential member
first engages a credit union employee to open a new
account, product, or services.
When sales representatives have the motivation
to first understand, their results will change in every
member interaction. Think of sales objections. How
would the outcome change if the sale representative
listed to learn what the member was asking for with
an objection, rather than simply trying to resolve the
objection? Or when a member is dissatisfied, has a
problem with their account, and submits a complaint?
Rather than listening to defend, they listen with
empathy to understand and then to help even if helping
means admitting they or the credit union have made a
mistake.

Habit 7: Sharpen the Saw

We all know that the most valuable asset to an
organization is its employees. Branches must invest
in their employees in order to create highly effective
sales teams. In “The 7 Habits”, Covey suggests
that we as individuals must be balanced, not only
investing in our professional abilities but also our
physical, social, mental and spiritual health. Likewise
sales representatives must be balanced with training,
coaching, leadership, and recognition to keep them
renewed and engaged.
The responsibility for Sharpening The Saw is not
only the organizations but also the representatives.
They should be encouraged to pursue their education,
participate in continued learning, and preparing

Habit 6: Synergize

Synergize simply means to capture the creative power
of cooperation in the highest form, known as teamwork.
We have already discussed the power that synergizing
with the member can bring in providing exceptional
value in the member relationship. But synergies must
be developed beyond the member relationship, they
must be developed within the organization as well.
Your organization operates multiple sales teams
such as the call center, online and phone lending
20
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themselves to accomplish new levels of success.
Sharpening The Saw should be a lifestyle rather than
an activity.
In closing, branches exist to serve their members
financial needs. Having sales representatives who
are highly effective is critical to reaching this goal
and providing exceptional value to their members. If
these habits do not yet exist in your branch Covey has
a suggestion for this as well. One of the last thoughts
in “The 7 Habits” is the need for a transition person.
An individual who will be a first mover and lead a
transition from what’s always been into what needs to
be. This transition person can be a senior leader or
even a sales representative. No doubt though that they
will be a leader. Now the question for you is, who will
this transition person be?

Nick Brown Consulting,
established and founded
by Nick Brown in 2015,
is a credit union–specific
sales training group
dedicated to bringing a
proactive sales approach
to every credit union.
Nick Brown Consulting
accomplishes this aim by
providing sales consulting
and training to enhance branch sales, outbound sales
and lending center sales. With an emphasis on lending
and cross-sales, Nick’s goal is empowering credit
unions to add value in the life of every member in every
interaction. Engage Nick Brown directly at 801-8605807 or nick@nickbrownconsulting.com. Ask about
his credit union–specific workshops and online sales
training, featured at www.nickbrownconsulting.com.
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SERVI C E

BY ROY URRICO

Dealing with Today’s Banking
Customers

N

or How to Get Some Sleep

investments in new systems, training and coming to
grips with ROI. Plus branches are now more expensive
to operate on a per transaction basis.
For many others branch supervisors the challenges
involve meeting staffing needs and satisfying member
service concerns.

ot too long ago financial institutions
dictated when to perform financial
transactions through their 9-3 branch
hours. Of course, the branch environment
has changed dramatically in the past
decade and will continue to change in the years ahead.
With the adoption of the Internet, mobile technologies,
e-payments and social media, accountholders are
shifting quickly from the brick and mortar world
to the digital world. Credit unions, as usual, eagerly
accepted the challenge of multichannel delivery by
diligently developing robust channels. The fear is that
as branches have become less important to numerous
consumers who are more frequently choosing these
alternate channels to do their regular transactions there
is now a major disconnect with members. In addition,
with all the channels now in play to satisfy member
convenience demands, are branches still relevant? The
answer is yes; branches are still the face of financial
institutions for many significant financial life events.
Branches remain the method consumers prefer for
opening new accounts, mortgages, refinances, personal
loans, insurance and investments. Research also
suggests that the branch remains the primary driver of
account satisfaction and brand identity.
This does not make the job of running a branch
any easier. The challenges for branch managers have
never been greater. What keeps branch supervisors up
at night? For Donna Fain of Pioneer FCU her concerns
center on meeting financial goals, training and keeping
up with technology. The reason for those sleepless
nights are items inherent with new technology such as

Still Comes Down To Service

What has not changed at all it that everything on any
channel still revolves around the accountholder and
fortunately many financial institutions understand that.
There is much not to like about banks according
to recent surveys. No doubt financial institutions
worldwide have taken a thumping in terms of
undesirable publicity in recent years following the
2008 financial crisis. Frequently disparaged for their
shortcomings, retail banks receive constant reminders
that they are unliked and untrusted. However some
recent surveys indicate that the news might be worse

22
B R A N C H

B U S I N E S S

|

D E C E M 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

Customer opinions, across seven
industries, came from 75,000
surveys during Q1-Q3 of 2013
and analyzed using the ForeSee
methodology.
The
report
features data that is predictive
of future consumer behaviors
for American Express, Apple,
Amazon, Coca-Cola, Cisco,
Facebook, Gillette, Honda,
Google, Microsoft, Morgan
Stanley, Oracle and more. The
best-performing company out of
the 100 surveyed was Amazon.
com, with a satisfaction score of 87; while one new
financial institution scored 65 to put it dead last. While
Amazon dominates the retail industry at the brand
level (87), Nordstrom (86), Coach (85), Costco (84)
and Tiffany (84) are statistically within reach of the
leader. For financial services, American Express (82)
leads MasterCard (76) by six points.
Industry comparison shows highest customer
satisfaction in Automotive and Consumer Package
Goods (CPG). Looking closer, ForeSee found that the
Automotive and CPG (Consumer Packaged Goods)
industries score highest (tied at 82) followed by Retail
& Apparel (81) and Technology & Electronics (80).
The Financial Services category registers at the bottom
of the scale with an average score of 75. Financial
Services also displayed the largest gap between the
highest and lowest scoring brands within a category.
Add to that the reality, per the Foresee report, that
with new technologies that facilitate connectivity,
consumer expectations increased for all businesses.
Retail financial institutions must perform some heavy
lifting, given the high expectations from consumers
used to exceptional service at other retail outlets. Like
it or not, in today’s totally connected world service is
measured against companies like Amazon.

than anticipated, as service at banks is deficient. In
fact, the financial service industry as a whole needs
the most assistance of any industry in customer service
according to the surveys.
For instance, GMC Software, gauged customer
opinion of retail banks with a survey questioning
4,032 consumers across the UK, Germany, France
and the U.S. The report, The End of the Banking
Autocracy, advised retail financial institutions to
utilize technology better to offer a 24x7 cross-channel
service. Nevertheless, even with better technology
fulfilling service satisfaction needs must come with
more human contact.
Another survey by ForeSee revealed that as a group,
the financial services industry earned ominous service
marks, with an average score of 75 out of 100 points —
the worst scores of any industry measured, including
automotive, retail and apparel, and technology and
electronics.
ForeSee’s survey factored in not just
accountholders’ overall experiences with a business,
such as a financial institution. The survey quantified
customer experience by calculating satisfaction scores
for each of the 100 brands on a 100-point scale, as
well as three key measurements that are predictive of
future behavior – retention, upsell and recommend.
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are looking to “big data,” collecting and analyzing
a wide variety of consumer information through
interconnected systems that update across channels in
real time.
BankThink launched a new series in which
consumers from dissimilar demographics expressed
what they are looking for from their financial services
providers. Responses varied widely, as you might
expect. One respondent wanted faster person-toperson payments, while another wanted a return to
old-school banking. A Baby Boomer accepted the
appeal of mobile banking, but still wanted exceptional
transactions to start and end with a handshake. Three
students requested good customer service, voluntary
overdraft notifications and community outreach,
respectively.
Obviously financial institutions sense a mounting
pressure to deliver a superior experience nowadays.
It is up to the financial institutions to decide if they
wish to adapt to the changing landscape or leave the
future to the more flexible rival newcomers that are
already rushing to engage customers and respond
appropriately. Banks, and to a lesser extent, credit
unions, must admit there is a problem and center on
salvaging trust and become the trusted advisor once
again. Delivering superior service becomes valuable to
the financial institution when it generates more income

According to the 2013 Credit Union Satisfaction Index
from technology and analytic firm CFI Group, credit
unions scored more than 80 points on a 100-point scale
in several areas based on responses from 400 members
from across the U.S. Branch convenience, branch staff,
online banking and communication were key reasons
why members said they were satisfied with their credit
unions.

What Consumers Really Want…Contact

The solution to the retail banking customer service
issue is not entirely technological. A Diebold report
strongly suggested that a friendly, knowledgeable staff,
which falls right in most credit unions’ sweet spot,
remains one of the most important factors contributing
towards the public’s assessment of a good service or
otherwise, and its impact cannot be underestimated:
the human factor matters. Today’s accountholders
want more from their financial institutions. They
anticipate a professional, skilled branch staff enabled
with technology that delivers a personalized, secure
and convenient experience. Most financial institutions
recognize that they need to make changes to meet these
consumer expectations. This is particularly true in their
branches.
Consumers want a more personalized banking
experience from the teller line to self-service channels,
including mobile, online and ATM channels. The
Diebold study reveals customers want financial
institutions to remember their individual preferences,
regardless of which channel they use to conduct
banking. And they want their experiences catered
specifically to those preferences. For example, if a
consumer declines a specific marketing offer at one
channel, the accountholder does not want that same
offer at another channel. Many times, accountholders
walk into a branch, call or login online only to receive
the same cross-sale pitch each time. To achieve this
level of personalized service, financial institutions
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www.branchbusiness.us
24

B R A N C H

B U S I N E S S

|

D E C E M 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

Even more important, anywhere members choose to
interact with your organization matters. Therefore it
is more important that every interaction with members
is rewarding for both parties. Especially since all
locations take on more responsibility in today’s selling
atmosphere.

for the financial institution or builds a more devoted
accountholder relationship.
The desire to implement innovative technology
is not a replacement for face-to-face interaction with
competent staff. Accountholder demands reflect the
world we live in today. This translates to nontraditional
interaction; personalized service and 24x7 reach.
Yet, the option of speaking to a real member-service
representative should always be there at realistic (and
maybe unlikely) hours of the day. The fact of the matter
is that although consumers are in general comfortable
using technology for the majority of their banking
transactions they still crave handholding and access to
knowledgeable representatives when it comes to more
strategic transactions.
That is why it is not surprising that not only did
credit unions score consistently higher than banks
across the board in six areas that drive consumer
satisfaction, according to the CUSI study, but the
survey in looking at penetration of products and
services among members, found checking and savings
products each accounting for 94 percent penetration,
and debit cards, 73 percent. Other products have 30
percent or less penetration.

Roy Urrico is a freelance
ghostwriter and
byline writer of books,
articles, newsletters,
guides, case studies
and white papers about
financial institutions,
financial technology,
compliance, information
security, credit and collections, foreign exchange
and many other financial topics. To find out more
about how Roy can help your organization check
out Roy’s profile on LinkedIn, visit his Web site
at brightideaswriting.com or email him at roy@
brightideaswriting.com.
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BY MARIA COPPOLA

Community First Credit Union Opens
New Fleming Island Branch
Credit Union relocates banking center to freestanding location at
Island Walk North

C

ommunity First Credit Union, a fullservice credit union based in Jacksonville
with membership open to anyone who
lives on the First Coast, has opened its
newly built Fleming Island branch at
2004 East West Parkway. The branch replaces the
former retail location at 1545 County Road 220. The
freestanding branch is in front of the newly opened
Fresh Market on a parcel Community First owns.
The opening is part of the credit union’s Branch
Transformation Project, the institution’s most
aggressive and comprehensive branch and facilities
upgrade and update in its history, which seeks to align
physical branch locations with modern banking needs
and customer uses. The Fleming Island Branch is on
a corner with more parking as well as a full-service
drive-thru and drive-up ATM. Community First has
more than 5,000 members in Fleming Island who use
this branch for their daily and weekly banking.
“We are proud to serve our Fleming Island
members with this brand-new branch,” said John
Hirabayashi, CEO and president of Community First.
“This location provides convenience and an enhanced
experience in modern, in-person banking.”
Construction took approximately seven months
and is 3,360 square feet. The number of branch
employees remains the same for the new location.
DBSI, a nationwide leader in banking and credit union
branch transformations, designed and built the new
branch.

The interior design features modern bright colors,
furniture and finishes along with a mix of carpet and
solid flooring and surfaces. The interior also features
a relaxation zone, interactive tablets, transaction
counters without barriers, a digital community board
and other technology-based solutions. The branch
experience includes full- and self-service and assisted
service options through a discovery bar and interactive
kiosks along with traditional teller service. Specialized
financial experts are instantly available through
the credit union’s Expert Nearby solution, which
gives members instant access to a member service
representative for help with consumer loans, mortgages
and other specialized services.
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The branch also has a distinctive cylindrical glass
tower, one of the credit union’s signature exterior
features in its newly constructed branches. The tower’s
interior will serve as a community room available for
use by local organizations and businesses.
In addition to opening the Fleming Island Branch,
the credit union has recently launched construction
of a new, expansion branch at Oakleaf Plantation and
has started the renovation of its Jacksonville Beach
location.

Community First Credit Union of Florida is a statechartered credit union based in Jacksonville serving
anyone who lives or works on the First Coast.
Community First is one of the 10 largest credit unions
in the state, serving more than 126,000 members
and with assets of $1.5 billion. Community First has
18 locations and 300 employees. A not-for-profit,
Community First is a full-service financial institution
offering banking, loans, mortgages and investments for
consumers and businesses throughout the First Coast.
For more information visit www.communityfirstfl.org.
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BY RYAL TAYLOE

Creating a Better Member
Experience through Cross-Selling
Still thinking of cross-selling as a pushy tactic? Your members might
not be in agreement. In fact, many of today’s CU and bank members
are viewing cross-selling as very desirable proof that their needs are
being anticipated. Discover why cross-sales are vitally important to
your credit union and how to make such efforts more effective.

“Cross-selling”

is the practice of selling or
suggesting complementary products. While many
people consider cross-selling a negative or predatory
practice, if done effectively, it can actually help your
branch create a better member experience. Think about
it: If you could effectively provide additional products
and services that your members want, when they want
them, you would not only improve your bottom line.
You would also change the whole dynamic of your
relationship with each member by showing your ability
to anticipate his or her needs. Given the way your
members interact with anticipatory technology like
Google, Apple and Amazon in their everyday lives, it’s
not surprising more and more members expect their
credit union or bank to have the ability to similarly
predict their needs.
Further, the best opportunity for growth often lies in
a bank or credit union’s existing membership. Driving
growth organically among an existing member base
is more cost effective than acquiring new members.
What’s more, it fosters a culture geared toward
creating great member experiences. For these reasons,
the ability to cross-sell products is vitally important
to credit unions and credit unions. According to a
2013 Gallup Survey, which surveyed 9,000 financial
services customers, one in every five individuals

opened a new account or signed up for a new service
from their financial institution during the previous six
months. Gallup also found that those individuals who
are “fully engaged” with a financial institution were
much more likely to buy an additional product than
those who are just “satisfied.” For example, while less
than 45 percent of satisfied customers surveyed by
Gallup said they would consider their bank or credit
union the next time they needed a product or service,
that consideration increased to 83 percent among
customers who were both satisfied and engaged. These
latter members are more likely to open a new account,
28
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When it comes to identifying the most engaged
members and reviewing their accounts, credit unions
can utilize today’s technology to help equip member
service representatives (MSRs) with visibility into
each member’s financial profile. Such a perspective
will allow them to quickly and easily see a global view
of the relationship a member has with an institution.
This same technology can also help improve
targeting, timing and offer selection (#5). Instead of
simply processing transactions, answering questions
and resetting passwords, front-line software can be
increasingly valuable to tellers and MSRs. More
specifically, its data can be used to prompt them to offer
specific products and services to meet members’ needs.
This includes notifications if a member is suitable for
certain products, creating lists of members who are not
actively using a service and even composing scripts
for employees to help make offers to members more
effectively, whether they are physically in the branch,
on the phone, exchanging emails or interacting via
social media (#4).
SAFE Credit Union, a $2.1 billion credit union
headquartered in Sacramento, Calif., is one institution
that has successfully used technology to enhance
the experience of its more than 180,000 members.
Although the credit union recently celebrated its 75th
anniversary, SAFE continues to evolve by embracing

add ancillary products and services, and/or obtain
planning advice than those who are merely satisfied. In
other words, fully engaged members are very open to
the cross-sell.
Once your credit union or bank understands the
importance of cross-selling and is ready to take the
next step, Gallup offers the following tips to making
your cross-sell marketing program more effective:
1. Identify the most engaged members (accounts
held,transactions made, etc.) and review the
products already held with your institution.
2. Model the best relationships as the foundation for
building similar relationships with less engaged
households.
3. Make product recommendations based on event
triggers, account ownership trends, market changes,
etc. Increase insight gathering from members to
improve this process.
4. Make sure marketing offers are customized
based on the member relationship, regardless of
the channel being used for marketing. Provide
flexibility to employees and personalize all
marketing communication.
5. Leverage analytics on previous behaviors at the
member/household level to improve targeting,
timing and offer selection.
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modern technology and implementing online and
mobile solutions. By using cloud-based technology
to manage member data and relationships and to
anticipate members’ needs, SAFE is able to effectively
target its members with the right financial products
and services at the right time. As CEO Henry Wirz
explains, “When you know your member(s) well and
you can anticipate what they need and actually be with
them at the moment of inspiration and be responsive,
that’s a great experience.”
SAFE is not alone in this thinking. According to
The Financial Brand, in 2014 more than 50 percent
of financial institutions surveyed indicated that
‘Data Analytics, Big Data’ are becoming essential
in successfully cross-selling and meeting members’
needs. Leveraging technology that provides this “ondemand” information enables tellers and MSRs to
make informed decisions about what products could
enhance a member’s banking experience or best meet
his or her needs.
Cross-selling lending products can prove to be
extremely complex, especially as it relates to the fastgrowing category of business loans, which are not as
straightforward and simple to underwrite as consumer
loans. For many credit unions, handling business
loans can be considered as much an art as a science.
The arduous process of analyzing business credit
requires the completion of an incredible volume of
financial information and credit checks. It is typically
accompanied by a lengthy underwriting and approval
process to look at a variety of indicators that can be
slightly different for each credit decision. Often it is
difficult to track down all the necessary information
needed to make a credit decision due to manual
processes and disparate software systems housing
the information. As a result, credit decisions are
prolonged. To effectively cross-sell the appropriate
loan products at the appropriate time, particularly for
member business loans, automatic decisioning tools
are becoming increasingly valuable.

Auto-decisioning can also help credit unions gain and
retain business when used as a preapproval method. It
is critical for the institution to aggregate information
to suggest products or services to members at the right
time. For instance, think about a member who does
not have a credit card. What if your teller handling a
transaction for that member could tell her that she has
already been preapproved with a specific credit limit
and that completing the necessary paperwork would
take her no additional time? “Just e-sign the form right
there on the spot and the transaction can be finalized.”
Take that one step further. A member who also has
his business account with the credit union may be a
good candidate for a $100,000 line of credit (LOC).
Imagine saying to that member, “We can have that
LOC available for you today and at a tenth of the rate
of an alternative lender.”
In today’s competitive market, cross-selling can
make a huge difference to a credit union’s bottom line,
and more importantly, it can transform the member
experience. Credit unions and banks that do not invest
in tools to help them compete risk losing business to
emerging alternative lenders that promise they can turn
around a business loan decision in as little as one day.
Despite more players entering the arena, credit unions
are poised to become the lender of choice; most have the
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deposit volumes to support offering more competitive
rates than any other type of lender. By accelerating the
decision-making process, anticipating members’ needs
and offering them the right products and services at the
right time, cross-selling can help your branch create
better member experiences. Are you ready to delight
your members?

The

Ryal Tayloe is vice president of
credit unions for Wilmington,
N.C.-based nCino, the leader
in
cloud-based
operating
solutions for the financial
services industry. Through
its flagship operating system,
nCino leverages the power of Salesforce.com to
provide credit unions and other financial institutions
with superior transparency and clarity into their
existing loan production pipelines, portfolios and
operating efficiencies across all business lines,
resulting in increased profitability, productivity gains
and regulatory compliance. For more information,
visit www.ncino.com or connect with the company on
LinkedIn and Twitter @nCino.

#1 Solution

for

Member Business Lending

ncino.com
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BY KEN GONYER

CU Training Q&A

O

ur culture seems to love reality TV
because we’re fascinated with the inside
story of everything and everyone. While
there may never be a reality show about
branches, CU and bank leaders can benefit
from taking a look at how other organizations conduct
business. This CU Training Q&A is your backstage
pass to the training department at Park View Federal
Credit Union, a $125 million multiple common bond
credit union in Harrisonburg, VA. PVFCU has 50 full
time employees in four branches. We have no fulltime training staff, but several employees coordinate
training part-tim

CUB: What do you hope your training program will
accomplish?
PVFCU: We want to give our staff the training resources
they need to be able to perform all aspects of their
jobs with confidence and skill, which means that they
need to know all the procedural nuts and bolts of their
jobs as well as the policies behind the methodology.
By knowing both procedure and policy—the what
and whys of their jobs—they’ll be ideally prepared to
interact with members knowledgeably and efficiently.
Beyond the basics, we want our staff to get whatever
specialized training their positions demand along with
continuing education to keep them up-to-date and to
make sure our management team gets best practices
training in supervision and leadership. We want to
create a culture in which employees are constantly
growing and learning and whose skills are continually
developed and honed.

CUB: How do you get your employees interested in
learning?
PVFCU: One of the key motivators is simply an
employee’s need to “keep up.” Anyone working in
a financial institution knows that change is the only
constant and that means staff members are always
learning something new just to remain competent.
While monetary incentives seem to energize our
employees’ interest in learning, we don’t have to work
very hard to get employees interested in training. In
fact, a lot of the material we offer is in response to staff
requests. Non-mandatory class attendance sometimes
exceeds fifty percent of the staff. They relish the
opportunity to learn more.
To help motivated employees who want to move
beyond competency, we offer a clear, self-guided
progression plan that defines the learning objectives
and coursework required for promotion. We’ve linked
educational achievements with the employee salary
32
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information about products, services, processes, rules
and regulations. Employees from every department are
encouraged to participate in these courses.

scale and a pay increase is available to those who
earn certification as a financial coach or specialist in
marketing, human resources, compliance or lending,
among others. They must keep their certification up-todate to keep the wage increase. Smaller cash awards are
given when an employee completes a certain number
of in-house cross-training courses.

Students must pass a course exam to receive credit
toward certificates and cash awards. Co-workers, who
are experts in the subject matter by virtue of their
daily work, teach the one-hour Knowledge Builder
sessions. A loan officer, for example, teaches a class
on how to read a credit report. This not only ensures
that the content is relevant, it gives the instructors an
opportunity to develop their organizational, leadership
and presentation skills. The member services staff is
expected to teach a Knowledge Builder as part of their
progression plan.

CUB: What kind of training are your employees asking
for?
We periodically survey departments looking for
training needs to satisfy and find that employees
routinely ask for refresher training in the more complex
aspects of their jobs and skills training to improve
their performance. There is always a great demand for
training in new technologies such as in the hardware
and software used on the job or in any new electronic We offer two-hour “workshops” that are designed
to deliver more material and in-class group work.
service being offered to members.
Workshop subjects include financial coaching,
Our staff shows a high level of interest in understanding improving accuracy, and enhancing people skills and
the whole spectrum of financial services offered by are offered once each quarter. Enrollment is voluntary
the credit union. While they aren’t asking to be cross- and employees attend with the permission of their
trained in every department, they want to have a basic supervisor.
knowledge of all the products, services, and processes
our CU offers. They’ve also asked to learn how to We offer “academies” that provide intensive classroom
interpret and understand the organization’s financial training that includes demonstrations, practice and roleratios, performance, and management of assets and play. An academy’s content is specific, detailed and
targeted toward complex procedures. They typically
liabilities.
last between a half or full day and are team-taught by
managers to smaller groups of employees.
CUB: What does training look like at PVFCU?
The majority of our training is done in-house, but we
also provide staff with access to online education, Intensive one-on-one training works best for teaching
national conferences, college classes, and professional basic job skills such as how to use equipment or
development clubs. In-house educational options are perform transactions. The learner begins by observing,
delivered in a variety of ways including classroom then works side-by-side with a trainer for several days
training, one-on-one teaching, independent study, and until they are competent enough to work alone.
invited speakers.
Along with one-on-one training, independent study
We offer twelve to fifteen “Knowledge Builder” gives employees an ideal opportunity to practice
classes throughout the year to provide general what they’ve learned using mock workstations and
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Online training is another way employees can build
their knowledge and skill sets. Web-based courses
provide a flexible educational channel that staff can
access when and where they choose. This venue works
very well for mandated annual training and to fulfill
the continuing education requirements necessary for
maintaining certification and licensure. The abundance
of fresh and relevant content delivered by national
experts is one of the major benefits of online training.
This year our employees have access to 103 webinars
related to regulations and compliance alone.

dummy data. After several practice sessions, employee
confidence rises and they become more comfortable
performing tasks in real work settings.
Several times per year we invite outside speakers to
address our workforce as part of our in-house training
program. These professional trainers present up-to-date
material in complex subject areas such as harassment
prevention and response, the Bank Secrecy Act, and
disaster preparedness.
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Like many other credit unions, we earmark significant
funds for conferences and travel and offer college
tuition reimbursement. We actively encourage our
employees to participate in professional development
clubs like Toastmasters International.

CUB: What training has worked particularly well?
Peer-led training has had extraordinary benefits. We’ve
found that the material presented is more relevant
when staff experts teach and student response is
generally more positive. Because so many employees
are involved in our “Knowledge Builder” classes and
co-workers are depending on the teachers to do a
good job, there is a high degree of ownership in the
training. A side benefit of peer-led training is increased
collaboration. Staff teachers unite employees from
different departments into groups and get them working
toward a common goal. As these groups work together
and build relationships, they become a team, which
improves cross-department communication, develops
camaraderie, and boosts morale.

Involvement in the Toastmasters communication and
leadership program has greatly improved the people
and presentation skills, of our employees while
encouraging their overall professionalism.

CUB: What are some of your biggest training
challenges?
The most challenging aspect of training is keeping up
with the ever-changing array of products, processes,
and regulations. We had to develop systems for
alerting employees of all upcoming changes and
instructing them in how to implement new processes.
Additionally, we needed to create and maintain goodquality documentation. At PVFCU, we use internal
newsletters for retail departments, marketing, etc.
along with a weekly “ten-minute meeting” to help keep
staff informed of changes. We invest significant time
to produce detailed procedure manuals, cheat sheets,
and FAQ resource documents.

Ken Gonyer serves on
the executive team at
Park View Federal Credit
Union in Harrisonburg,
VA, overseeing member
care. He is a member
of the American
Society for Training &
Development (ASTD) and
the International Association of Coaching (IAC).
The Virginia Credit Union League hosted his recent
“Train the Trainer” workshop. Contact him at www.
kengonyer.com.

CUB: What kinds of training haven’t worked well?
We’ve learned to be highly selective about what
outside resources we make available to our employees.
Occasionally, we’ve been disappointed in the cost
and quality of some of the educational material
we purchased from trade associations and national
training organizations. We’ve also discovered several
ineffective training seminars and conferences. Still,
doing all of our training in house simply doesn’t work.
We recognize that we need outside resources and have
learned to research available options carefully before
investing large amounts of money and staff time.
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BY CHAD DAVIS

Ten Workforce Management Mistakes
in Credit Unions Today

E

very financial institution focuses on
workforce management to help optimize
delivery of its products and services while
operating as cost-efficiently as possible.
Widely available solutions can bring together
the resources to achieve that balance, from navigating
complex labor laws to recognizing top performers
and putting their talents to work where they are most
needed. This initiative is especially important in the
branch, where properly engage frontline staff can have
a huge impact on service and sales.
A newly released white paper from Kronos,
titled “Top Ten Workforce Management Mistakes
in Financial Services,” offers recommendations to
overcome those drawbacks in a way that improves
organizational performance and business outcomes.
Applying the best practices offered to counteract
the top ten mistakes, can simultaneously streamline
the many processes involved in positioning full- and
part-time staff across branch networks and engage
employees in fulfilling routine, but important, tasks.

on existing and prospective customers in their homes
and businesses. And managers can more efficiently
manage scheduling and staff assignments when they
are not tethered to the back office adjusting schedules,
reviewing time sheets, and accessing reports on their
desktop computers. Whether they are at the main
office or traveling from branch to branch, managers
can keep pace with updating schedules, reviewing
reports, approving time-off requests, and monitoring
performance metrics.

Optimizing schedules—and sticking to them

Automated workforce management tools provide a
wealth of data to improve branch traffic forecasting
and scheduling so that the right people are in the right
place at the right time, the white paper notes. Note
that “optimized schedules” don’t translate to barebones staffing that leads to employee burnout and high
turnover, but rather schedules that meets accountholder
expectations for prompt service without increasing
employee idle time when branch traffic regularly
tapers off.
Replacing manual and partially automated systems

Supporting HR management on the move

Advances in digital workforce management tools allow
staff and managers to use the same kinds of technology
they use in their personal lives—namely, their
smartphones—to drive communication, efficiency, and
convenience in the workplace. By investing in systems
facilitating easy access, employers can equip staff with
an easy way to punch in and out, submit timesheets,
request leave or time off, and view schedules from
their mobile devices.
Mobile access to work schedules, HR information,
and other notifications can also benefit financial
professionals stationed at multiple branches or calling

TURN ON YOUR

TRAINERS

4 TRAINING
www.branchbusiness.us
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put in place over time with uniform digital solutions
can ease employee and manager frustrations, increase
productivity, improve morale, and enhance external
service across channels and internal services between
employees and among business units.
Planned and unplanned paid time off adds to the
complexity of developing and sticking to optimal
scheduling. According to a SHRM survey the total
direct costs of employee PTO are about 15.4 percent of
payroll, which rises above 20 percent with the addition
of indirect costs associated with lost productivity.
Applying technology to manage PTO can help
ensure that absence and leave policies are adhered to
consistently and accurately and in a way that reduces
the impact on labor costs and productivity. Employees
value paid time off and job-protected leave and expect
those benefits to be administered fairly and equitably.
Schedules designed to support sales and service
goals and reduce idle time only work when employees
adhere to them. Automating time and attendance
reporting can aid in monitoring compliance and
quantifying the impact of new scheduling practices.
By evaluating service and productivity metrics through
the application of sophisticated analytics, managers
can measure the impact of digital workforce systems
and scheduling strategies and make changes where
indicated.

in real time,” the white paper suggests. “This visibility
allows managers to make more informed business
decisions in the moment—from reallocating frontline
employees to meet higher than expected demand to
adjusting agent schedules in order to avoid unnecessary
overtime in the contact center.”
To maximize efficiency gains across the
organization, financial institutions should consider
workforce solutions that integrate with existing payroll,
finance, or ERP systems to connect HR information
to other business metrics. A data-driven approach to
workforce management supports a proactive approach
to both day-to-day operational decision making and
long-term strategic planning. How can scheduling
practices be fine-tuned to meet sales and service goals
cost-effectively? How can onboarding and training be
improved to enhance job performance and retention?
How will the future labor force differ from today’s
employees in terms of range of responsibilities and
desirable skills and attributes? The business intelligence
hidden in disconnected systems may hold the answers
to those crucial questions.

Putting your best staff forward

“When exceptional service really counts, you want to
put your strongest performers where they will have
the most impact on sales and service,” the white paper
emphasizes. “But if you are not tracking the right
metrics, you may not know which employees you can
count on to consistently drive business goals.”
Performance analytics solutions track useful
workforce metrics, such as transactions per staff hour
worked or labor costs per transaction in a branch, to
measure individual productivity and effectiveness.
Managers can apply those insights by scheduling top
performers with the right skills where and when they
are needed.
Recognizing high-performing staff for their
contributions and showcasing their talents prominently
may also aid in retention, which in terms increases
customer loyalty and fuels growth by wielding a
“customer-first” workforce as a key differentiator in a
fiercely competitive business sector. Toward that end,

Ferreting out inefficiencies through integration

Nothing perpetuates unnecessary costs and lost
opportunities to improve service and productivity
like a hodge-podge of manual and semi-automated
HR systems put in place through the years and
across various departments. A piecemeal approach
to monitoring compliance with ever-changing labor
regulations may pile on top of these inefficiencies—
and put the financial institution at higher risk of costly
violations.
Integration can stem these operational,
management, and regulatory weaknesses. “Unified
workforce solutions provide a holistic view by
integrating HR, time and attendance, scheduling, and
more to create a single employee record that is updated
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another useful element of automated workforce systems
Chad Davisis senior industry
is the ability to measure employee satisfaction and aid
marketing manager, Financial
in identifying what workplace practices and policies
Services Practice Group, Kronos,
deliver on their expectations for a good place to work.
which is a leading provider of
This strategy circles back around to employees’ affinity
workforce management and
for HR systems powered by state-of-the-art technology.
human capital management cloud
Managing a diverse financial services workforce is a
solutions. Kronos’ industrycomplex undertaking that can cross the line into service
centric workforce applications
and productivity setbacks when organizations persist
are purpose-built for financial institutions of all sizes.
in using multiple, siloed manual and semi-automated
processes. As the white paper concludes, financial He can be reached at chad.davis@kronos.com.
institutions that augment workforce management with
advanced tools and integrated systems gain “realtime visibility and data-driven insights to effectively
control labor costs, improve productivity, minimize
compliance risk, and drive employee engagement.”
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