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COMMU NI TY
BANK ING

BY LIN GRENSING-POPHAL

A Focus on Community

How One Bank Has Built Strong Relationships

F

rom its beginnings in Wiley, Colorado,
a small community of 400, to its latest
expansion into Colorado Springs, with a
population of 500,000, Legacy Bank has
maintained a strong focus on community.
Legacy also has branches in Lamar (7000), Canon City
(16,000) and Pueblo (130,000). These communities are
as varied as their populations, but Legacy has learned
to put its finger on the pulse of local needs as a means
of building relationships—and business.
For 100 years, after being chartered in 1907,
Legacy Bank offered services from that single location.
Then, in 2004, Andrew Trainor says: “I came along
and I partnered with the family that owned the majority
of the stock in the bank in Wiley and we decided to put
our heads together and branch out.” It was a bold move,
perhaps, but a necessary one for the bank’s long-term
success, he says.
Legacy is not without competition in each of
its markets. Six other banks serve the Wiley/Lamar
market, ten serve Canon City, eight Pueblo and
more than a dozen serve Colorado Springs. Tackling
the competition has required a focus on service and
solid service offerings and the ability to identify key
community activities to become involved with.
To stand out, says Trainor, now regional president
of Legacy Bank, “we decided we were just going to
use a small-town approach and look for organizations
that could use our help. In a small town, if the bank
doesn’t participate in just about every kind of support
project it usually doesn’t get done. So, we though, let’s
give that a try in these larger municipal areas and see if
it works.”

It did.
The first entity that Legacy put its support behind
was Colorado State University-Pueblo. “We felt it
was such a community-loved university that if Legacy
became associated with it just by attribution we would
be loved as well,” says Trainor. “The small-town idea
of ‘we’re going to support you’ really plays well in a
larger community,” he says. But he adds, there are two
important components to making this approach work
well: finding the right projects or entities to support
and putting big money behind that support.
“We decided that our marketing dollars – rather
than promoting the bank, we were going to promote
the community we’re in. We’re going to spend the
same amount of money so why not spend that money
on the Boys and Girls Club, or the high schools, or
other nonprofit organizations. Why not take the same
several hundred thousand dollars we’re spending
just promoting ourselves and spend it promoting the
community?”
It’s not just about “throwing money at things,”
though, says Trainor. Legacy Bank staff are also active
7
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levels of healthcare found in more populated markets,
air transport for emergency care was an identified
need. Legacy covers these air transportation costs for
residents who need to seek that care. Legacy has also
provided training through seminars to farmers on how
to plan for family succession.
In its largest market, Colorado Springs, Legacy
has also been able to make a big impact through its
outreach. In that case, says Lori Lovato, owner of
AMP Active Media Professionals, a firm that handles
the planning and implementation of Legacy’s outreach
efforts, “we’ve gotten behind the Women of Influence
which recognizes successful women who have
overcome obstacles to achieve success, and who also
consistently give back to the community.
“When we get involved I programs that are kind of
standard, the question we ask is ‘how do we make it
bigger and better and not just do the standard’,” says
Lovato. Legacy doesn’t just buy a table or hang up a
sign, she says. In this case, she says, “we wanted to share
their stories a little bit more than just an introduction

in the community. “Our people get out there and they
participate with these organizations either on their
boards or on their committees.”
Their success isn’t just anecdotal—it’s tangible.
The bank has grown from $50 million to $300 million
over the last 12 years.

Thinking Differently

On first glance, it might seem that Legacy is doing
what other community banks and credit unions have
hung their hats on for years—sponsoring community
events and outreach as a means of getting close to
the community. But Legacy’s approach is different.
They go beyond the norm, and the obvious, to think
innovatively about how their involvement in an
initiative can not only make them stand out, but how it
can make a real impact.
Each community is different and each has different,
unique needs. Legacy has taken the time to identify those
unique needs and fund solutions for them. In Wiley, for
instance, a rural community far removed from the high
8
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and an award.” So they decided to produce a podcast
series where the women talked about what they had
overcome, and how they did it, in order to get where
they are today. “The stories are very powerful,” says
Lovato. In addition, she says, the women have gotten
to know each other through the process and are now
talking about a potential community project that they
might take on.” Through their involvement, Legacy
has been able to take an existing programs and broaden
its appeal and its impact—broadening their own in the
process.

Legacy Listens!
Legacy pays attention to the communities
it serves and takes steps to learn not only
what’s important to each community it
operates in, but how the bank can help
partner with the right players to make
an impact. A key element of the bank’s
competitive marketing strategy is based
on providing community support that is
indigenous to each market’s needs.

Looking for Triangulation

Wiley: Funding emergency medical flights
to local hospitals, hosting a seminar for
farmers about passing on their property to
the next generation and sponsoring duck
races during Wiley Hay Days.

Legacy keeps its eyes open for new opportunities, says
Trainor, which are often pointed out by staff members
who are very involved in the communities served. If
they see a potential need, they bring it forward for
discuss and, if it fits the bank’s brand and its mission,
he says: “We determine if it’s something we can afford
and if it will really make a difference and then we put
it on a list and build it into the budget.”
Because of the bank’s strong presence in its
communities, says Lovato, “we’ve found some
great opportunities for triangulation, meaning that if
someone comes to us and we get involved with them
just by listening and really taking an interest in what
they’re trying to achieve, often there’s another partner
in the nonprofit world that we can also strategize with.”
That, she says, can lead to an even broader impact.

Canon City: Helping to fund a Canon City
resident providing emergency services
in Nepal, participating in the local hot air
balloon festival, sponsoring the Rim to
Rim Royal George Run and the induction
ceremonies for the Freemont hall of fame to
raise scholarship funds for the local Pueblo
Community College campus.
Pueblo: Sponsoring an annual small
business awards programs, supporting
academic and athletic programs at
Colorado State University-Pueblo
and Pueblo Community College and
involvement with the Boys and Girls Clubs
student of the month.

Tough to Copy

Legacy’s approach to community outreach and
involvement has, so far, been tough for others to copy
to any significant degree, says Trainor. “Maybe it was
easier for us because we were stating out new and fresh
and we didn’t have any other old strategies to get rid
of,” he says. Or, perhaps, it’s 100+ years of small-town
experience that’s been hardwired into the bank’s DNA.
Whatever it is, it’s working—for Legacy Bank and for
the communities it serves.
B R A N C H
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Colorado Springs: Cosponsoring the
Women of Influence program honoring
leading business women in the area
and the Rotary Club’s program to honor
outstanding high school student athletes.
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BY CHAD DAVIS

Mind the Wait

Apply technology to an age-old account
holder service challenge

F

hours for Saturday access to service personnel and
Spanish-speaking staff to serve a growing Hispanic
population are examples of their adaptation with
account holder needs in mind.
Connecting account holders with the service
they’re seeking begins as soon as they walk into a
branch. Account holder sign in via Kronos Lobby
Tracker system via a convenient kiosk, identify the
purpose for their visit, and indicate whether they’d
prefer to communicate in English or Spanish. Branch
employees are notified immediately that account
holders are ready to be served, and the tracking system
helps ensure that staff arrive promptly to assist account
holders in order of their arrival.
Keeping an eye out for account holders seeking
assistance in the lobby is no longer a “line of sight”
responsibility, Torres notes. The automated tracking
system provides regular on-screen reminders about
how long account holders have been waiting, prompting
account holder service staff to finish up their current
tasks and head to the lobby to greet them. Suncoast
has experienced a notable improvement in reductions
in wait time since implementing this system, she says.
The capability to enhance prompt service delivery
is not limited to individual branches. GECU is
implementing a “global queuing” system across its
20 locations in the El Paso, Texas, area to connect
account holders on a timely basis with its centralized
lending operation, says Jacque Valdez, Assistant Vice
President of Branch Operations.
Previously, branch employees contacted lenders
via a back-and-forth series of emails and phone calls

or as long as there have been customers,
there have been waiting areas—queues or
rows of chairs where people wait for their
turn to be served, with varying levels of
patience and yearning about how else they
might be spending their time.
As much attention has been paid to other aspects
of the account holder experience, the waiting area has
widely been ignored. But let’s face it: no one wants to
wait. No one walks into a branch looking forward to
being shown to a row of chairs knowing they will soon
occupy one of them. Anything that banks can do to
eliminate or at least reduce wait time has an outsized
impact on account holder satisfaction. And that is
something Suncoast bank cared very much about.
As part of their training, employees at the 66
branches of Suncoast Credit Union are instructed to
wait for a single minute, to underscore how long 60
seconds can feel to account holders, says Jenny Torres,
Vice President, Service Center Operations. That
exercise drives home the importance of prompt service,
and Suncoast staff and managers have new tools to help
reduce wait time and assist account holders who prefer
face-to-face interactions when discussing services
ranging from opening a CD to applying for a mortgage
to planning their retirement savings strategy.
Personal service remains at the core of Suncoast’s
promise to account holders, so the bank is continuously
looking for modern tools based on the specific needs
and expectations in each market, including maintaining
larger facilities in areas with high transaction volume to
smaller “coffeehouse-style” locations. Recent extended
10
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This new approach to reducing wait time has helped
Suncoast meet its goal of an 80 percent Net Promoter
Score and contributed to a 20 percent increase in loan
activity with a simultaneous 10 percent decrease in
loan assist times, Torres reports.
Branch employees can use data collected by lobby
tracking software to raise the bar on account holder
service in diverse ways. To share two examples,
GECU collected information on problems reported
by account holders during a recent card conversion to
speed the identification and resolution of those issues,
and Suncoast CU was able to help a family by tracing
locations and dates where account holder’s account
had been accessed without permission. (Don’t want
to discuss particulars…especially compared to the
example of GECU…ours sounds like CRIME. Make
sense?)

when account holders walked into a branch for a loan
consultation. The Lobby Tracker system has helped
streamline that process so that account holders are
guided to a workstation for a video conference with
a lender. Incorporating technology into the queuing
process has reduced wait time for account holders by
up to five minutes on average, Valdez says.
Suncoast has experienced similar results since
implementing lobby tracker software: An average threeminute assist-time reduction in loan interactions has
saved 600 staff hours over the past year, and the credit
union has logged 340 fewer branch abandons in the
same period. Because the system captures information
about account holders who do leave without receiving
assistance, branch staff can follow up via phone call or
email to ask how they can help.
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Chad Davis is senior
industry marketing
manager, Financial
Services Practice
Group, Kronos, which
is a leading provider of
workforce management
and human capital management cloud solutions.
Kronos’s industry-centric workforce applications are
purpose-built for financial institutions of all sizes.
Chad can be reached at chad.davis@kronos.com.

One additional benefit of introducing technology in
the branch lobby is a wealth of useful data to guide
performance evaluations and coaching. Supervisors
can gauge whether individualized training on specific
skill sets is needed based on the amount of time each
employee spends with account holders for different
types of transactions. In addition, managers can
monitor sales and better target coaching by reviewing
with staff the specific results on what single service
account holders request when they enter the branch
and what additional products and services they sign on
for during their consultations.
In combination, the versatile applications of
putting automation to work at the forefront of account
holder service is chipping away at original purpose of
the waiting area. And no one will complain about that.
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HIR I NG
IN NO VATI O N

BY LIN GRENSING-POPHAL

Tips and Tricks for Hiring ServiceMinded People

T

he world is certainly full of “professional
interviewees” who are adept are putting
their best feet forward during the interview
process. That can make it a challenge for
HR pros, recruiters and hiring managers to
see through the smoke and mirrors to identify candidates
who really possess the skills and competencies they
espouse. Particularly for community banks, where the
ability to provide exceptional service to community
banking customers is critical, accurately identifying
those candidates who will exhibit high levels of
customer service on the job is a must-do. But how?

Have a Clear Focus on What You’re Looking For

J.T. Westendorf is managing director at Angott Search
Group which specializes in the executive recruitment of
banking and financial services professionals. “Finding
the people that have the ability to build and maintain
relationships is critical for banks that are looking to fill
roles that require great customer service skills,” says
Westendorf. Those skills, he says, are tough to teach.
“You can teach someone the ins and outs of banking,
but you can’t each those exceptional service skills,”
he says. That’s why he recommends considering top
candidates from outside the banking industry. “There
are a lot of industries where exceptional service skills
are crucial for an individual to be successful,” he says.
“Those service skills can certainly be transferrable to
banking.”
In banking there are a number of positions,
or roles, that require service-minded thinking. It’s
important, though, to clarify exactly what serviceminded means for each of these roles. Be specific.

What particular traits, characteristics or actions are you
looking for in top candidates? Then screen for those
traits and characteristics throughout the hiring process.
Importantly, this should involve more than simply
asking questions—questions that, in most cases,
candidates will have anticipated and rehearsed for.
Examples of Hiring Innovation
There are a number of examples of how various
companies have taken sometimes unusual steps to
assess candidates’ soft skills—their ability to get along
and interact with others well, their ability to think
creatively, their sense of humor, etc.
Southwest Airlines is known for its strong customer
service culture, which is arguably somewhat quirky.
Flight attendants are known to tell jokes, sing songs and
go to great lengths to entertain passengers. Whatever
13
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says Lester. He also watches them when they leave.
What’s he looking for? How they drive and how they
park. Are they aggressive, considerate, fast, slow,
sloppy, precise? How professional are they? “Are they
dressed when they arrive or are they carrying a tie in
their hand to put on later only to jerk it off as they are
leaving?” Do they take the interview seriously? “Do
they come right to the office or do they stop by the
bathroom to check their appearance first?”
On occasion, he says, if he really wants to get a
sense of what the candidate is like he’ll schedule the
interview over lunch—and then he’ll ask them to drive!
“You should see the shock on some of their faces when
they realize I’m going to see the interior of their car,”
he says.
All of these clues, says Lester, gives him insights
into the real candidate.
Stacy Caprio, founder of Growth Marketing, also
uses some unique approaches to tease out the real person
behind the job candidate. “One way to evaluate how a
candidate reacts to a problem is to have something go
wrong during the interview,” Caprio suggest—things
like having a pen being used for note-taking run out
of ink, or a video slide presentation shut off during the
middle of the presentation. “Then you can see how
the candidate reacts to evaluate if they are proactive I
looking for a solution,” she says. It’s those immediate
and unfiltered reactions to unexpected incidents that
can reveal a lot about a candidate.
“Often times when a candidate comes to my office,
I have them wait in the lobby,” says John Crossman,
CEO of Crossman & Company. “The receptionist chats
them up for a while until I come out. What they don’t
realize is that the interview started when they walked
in the door. The receptionist has been interviewing
them the whole time.”
Getting all employees “in” on the interview is a
great way to not only assess a candidate’s personality,
but to get a wide range of inputs and perspectives.
Let employees know when candidates are coming in

the role, Southwest wants to make sure that it’s hiring
the right people One way it has done this in the past is to
invite candidates in to make a presentation. It’s a group
setting with other candidates present. Unbeknownst
to the candidates, though, Southwest isn’t evaluating
the presentation or the candidate’s speaking ability.
What are they evaluating? The reactions of the other
candidates in the audience! Are they being attentive,
or are they working on their presentation or looking at
their cell phones? Are they giving positive affirmations
to the speakers by nodding, smiling, etc. If the answers
are yes, they’re in the running. If not, they’re off the
list.
Companies like Zappos have also been known to
use some innovative methods of attempting to glean
insights about what candidates are really like and how
they think. Zappos has asked candidates: “If you could
throw a parade of any caliber through the Zappos
office, what type of parade would it be?” Innovative
Staff Solutions has compiled a list of this, and other,
crazy questions asked by some top companies.
Implementing Creative Strategies
The Fortune 100 companies aren’t the only ones
using innovative techniques to assess candidates. You
can readily incorporate some of these assessment
elements into your own interviews to give you a better
sense, of example, of candidates’ customer service
skills.
“I’ve probably hired over 200 people in my
career and interviewed twenty times that many,” says
Michael T. Lester, chairman of LegacyArmour.com.
While he says he doesn’t want to be “tricky” when
he’s interviewing, he does want to be thorough and he
wants to see what candidates are like “when no one
is looking.” To that end, he says, he considers the
interview as starting when candidates are driving up to
the building in their car.
“I watch them drive. I watch them walk to the
building and I note how long it is from the time I lose
sight of them in the building until they are present,”
14
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to hire are unlikely,” says Pfeifer. Instead, he says,
employers should always be looking. “Receive jawdropping service at a restaurant? Bring them in for an
interview. Did someone provide above and beyond
service over the phone, or at the airport—hire them!
These people are proving themselves in the field—
not faking it through an interview.” In addition, says
Pfeifer, don’t worry too much about specific skills—
they can be learned. A solid customer service attitude
can’t. “People call that crazy, but I will recommend
a hire every time that has the ability to learn, grow
and adapt over someone that is stuck in a rut making a
move for more pay,” he says.

and ask them to keep an eye out for them. Like Lester
does, observe them the moment they drive into the
parking lot and until they drive back out again. Are
they friendly or standoffish? Do they only interact with
“senior leaders” and ignore front-line workers? How
do they respond to, or interact with bank customers
they may encounter?

Keep Your Eyes Open

Finally, suggests Aaron Pfeifer, founder of Obsidian
Solutions, LLC, a business consultancy based in
Denver, it pays to be constantly on the lookout for
those with exceptional customer service skills or
potential. “The odds of finding the exact right hire in
the three-week window after you decide you’re ready
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BY RADDON RESEARCH

Social Media’s Impact on Today’s
Financial Decision Behavior

S

ocial media is a staple of everyday
life, and most financial institutions are
spending time, money and effort to build
their profile on social media. In that light,
Raddon explores the influence of social
media on consumers’ financial decision process in our
recent study, Payments Insights: Rise of the Digital
Pioneers.
The typical consumer has been well aware for
some time now to not believe everything they read
or hear on the internet. However, after consuming so
much information from so many sources, what sort
of influence does that have? Maybe more than the
doubters think. Raddon’s research finds that overall,
30% of consumers say that information or advice they
found on social media are influenced them to purchase
a type of product or service. When it comes to making
a financial product or service purchase decision, the
odds increase, influencing almost 4 out of 10 of us.

Consumers are most likely to gather financial product
information from a social network site (e.g. Facebook),
followed by a blog, but as a whole they remain cautious
to the accuracy of the information they’re getting.
When asked how confident they are in the information
they received, fewer than a quarter (23%) of consumers
are very confident/confident.
There’s even more caution when clicking on
financial advertisements. Thirty-four percent of the
time, consumers will click on a product or service
advertisement, but if a financial institution is advertising
a product or service, the percentage of clickers drops
down to 15%.
Among these behaviors, we see consistent trends
that transcend throughout the financial industry.
Younger national consumers (think Millennials)
are more likely to gather financial information from
social media, they have higher confidence levels in the
information they’re obtaining online, and they show a
higher likelihood to click
on advertisements from
a financial institution,
compared
to
older
generations. Much of this
could simply be due to their
comfort and familiarity
with
technology.
Or
perhaps, it could be due to
the generation’s openness
and appetite for education
when they’re faced with
financial decisions.

Source: Raddon Research Insights
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When Raddon asked respondents if they had seen a bank or credit union advertisement or web page online
through social media or blogs, 23% said they have. However that number jumps to 31% when asked if they’ve
see an advertisement of any of the institutions they currently use or do business with (which may have been how
they began business with the institution in the first place). Of all financial institution types, major banks tend to
have a perceived larger presence online, 36% consumers who do business with a major bank know they have a
presence on a social networking site, followed closely by multi-state banks.

Source: Raddon Research Insights

Interestingly, consumers who are aware of their institution’s online presence, and/or who have clicked on online
promos or ads are not deterred from the financial institution’s branch. In fact, they show higher usage levels not
only in the lobby/drive-up, but also higher ATM usage, debit card usage, as well as mobile and online banking.
Arguably, a consumer who is aware of their institution’s online presence and promotions, shows higher levels
of engagement and activity.

Source: Raddon Research Insights
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Here’s the problem though. While an online presence via social networking sites is certainly important for any
financial institution, only 12% of consumers have ever visited their financial institution’s networking site. Even
among the more online Millennials, only 18% have visited their FI’s social media site.

Source: Raddon Research Insights

Utilizing social media and blogs is a very natural way today to establish a relevant brand, educate, and provide
outreach for consumers, but that channel still only reaches a fraction of an institution’s customer base. And with
changes coming to Facebook to limit visibility from businesses and media, social networking may become less
important to your strategy moving forward.
Consumers say they are influenced by financial information they’ve obtained online, but if the delivery of
financial information is in the shape of an advertisement or feels like a sell, the consumer is more likely to put
their guard up. Consumers show higher levels of awareness if their financial institutions have ads or web pages
on social networking sites, but overall, utilization levels or visits/clicks trend low, and may not rise as quickly as
we would hope.

Raddon Understands How to Drive Exceptional Performance for Financial Institutions.
Raddon has been providing innovative research, insightful analysis and strategic guidance to financial institutions
since 1983. Our unique industry expertise, powered by our proprietary research and benchmarking diagnostics,
allows us to tailor market-driven and customer-centric strategies to help our clients achieve sustainable growth
and improve financial performance.
18
B R A N C H

B U S I N E S S

|

J A N U A R Y

2 0 1 9

|

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

L ENDING
SOLU TIO NS

BY SCOT VACKAR

Sales or Service

Are Your Branches Prepared for the Future?
Declining transactions have many organizations contemplating the
closure of branches. But that decision doesn’t have to be an either-or
one. Uncover ways to transform your branches into centers that not
only serve members but also generate sales.

I

f your branch offices are like many of the clients
we at Lending Solutions Consulting, Inc. work
with, you have been experiencing a decline in
transaction volumes over the past few years.
Why is this critical? It ultimately drives up your
average cost per transaction and focuses pressure on
the profitability of that particular branch. Should you
keep these type of branches open or consider closing
them? This article will discuss strategies on how to
avoid having to ask yourself this question by turning
your branches into both sales and service centers.
According to a study by ORC International, even
as consumer usage of mobile banking increases, 88
percent of consumers feel they still need a physical
branch location to go to for their banking needs. Even
with new technology such as video kiosks, the need
for personal contact appears to prevail. Developing
strategies to enhance profitability in these branches
will become the key to continue providing that personal
touch and to maintaining profitability for shareholders.
Our company philosophy at Lending Solutions
Consulting, Inc. is that “everything follows loans.”
Loans are the most sustainable and lucrative form
of ongoing revenue. At the branch level, we believe
wholeheartedly that “it’s all about relationships.” The
goal should be to turn a new member into a lifelong
member. Opening an account with a nominal share
balance and no draft, credit card or loan has no value

for that new member or the branch. The question is
how do you accomplish the lifelong member objective?
The answer is centered on the strength of the interview
and the skill of your branch employees to actively,
not passively, listen. When this is accomplished, sales
become far more natural.
I hear from multiple credit unions that they want
to avoid being pushy or annoying. Everyone has
experienced such unwanted pressure multiple times
and when given the chance wants to ensure they
themselves are not that person. I would argue that
not selling, telling or informing your members is far
worse. In fact, it’s a disservice to your members. Your
products and services save your members two things
that we all want and never get enough of:
• More Money in their pocket by educating them
on FICO scores and how to ultimately pay less
interest on their loans
• PEACE of Mind that their family and finances are
financially secure Your branch employees need
to view themselves as financial experts. They are
solution driven and truly believe and endorse that
there is, in fact, always a solution.
My experience with working at credit union branches
is that the problem often starts the minute a new or
existing member walks in the door. Today, many
19

B R A N C H

B U S I N E S S

|

J A N U A R Y

2 0 1 9

|

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

LENDING SOLUTIONS

In my experiences, the following skills are a must:

branch offices are structured as sales versus service.
The service group is comprised of tellers and member
service representatives and the sales group is comprised
of loan officers or financial service associates. I believe
the responsibilities need to be blended, where sales and
service represent a unified approach working for the
better good of the branch. Every time a member or a
prospective member visits the branch, enhancing the
relationship and providing financial solutions must be
the objective.
I hear the same concern and problem from every
credit union that reaches out to our organization for
assistance. They all need loans. While marketing and
indirect opportunities are part of the solution, they
require work and money. You have opportunities in
front of you every hour of every day that are being lost.
On a recent portfolio analysis and audit for a client,
we identified $82,000 in sales opportunities by simply
reviewing credit reports from the last 10 new members
who joined. To acquire the $82,000 didn’t require
any dealer reserve costs or mass mailings; they were
simply coming in the door. What does $82,000 in new
business equate to? Let’s take a closer look:

• Have an upbeat and positive attitude, a “glass half
full” approach to life and a frequent smile on their
face
• Are able to connect with the member and build
trust and relationship; know and recall members’
names, recent vacations or life milestones
• Can find out the member’s true motivation for
coming in and be able to “share the moment” –
what motivates a member can range from price,
payment, response time, convenience, etc.
• Have a solution, even if it’s not today, and can
give hope – If you don’t become part of the
solution, your competition will. You will have
lost out on revenue and your member will be
required to pay more elsewhere.
• Aren’t afraid to look someone in the eye
• Are sympathetic and not judgmental of the
situation or member; recognize that life has
bumps and bruises
• Love the organization and tell every new member
their own story about how they became associated
with the branch

• $82,000 in investments at 1.4 percent over 60
months earns the credit union $39,000.

• Use the credit union or bank themselves – If your
employees are using your competitors products,
how can they sell yours?

• $82,000 loaned out at an average of six percent
earns the credit union $220,000.
• This is only a difference of $180,000 – what does
this do for the profitability of your branch? This
scenario does not even factor in credit card and
debit card profitability or potential overdraft/
courtesy pay income, etc.
•
The right people need to be talking to your members
when they come to your branches.

• Believe in the products and understand the value
the credit union or bank can deliver to the member
(via your credit cards or debt consolidation loans)
• Aren’t afraid to sell – Rejection is inevitable when
you ask for something. They have to know this is
OK and not a reason to stop. Also they are trained
on how to overcome objections when it is truly in
the best interest of the member.
• Have passion for everything they do
20

B R A N C H

B U S I N E S S

|

J A N U A R Y

2 0 1 9

|

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

LENDING SOLUTIONS

Once you believe you have the right blended structure
and the right employees in place, you need to endorse
one more philosophy: this is not a horse race. The first
person to the finish line doesn’t win; he or she just
finishes first. The winner is the person who gets the
whole story and helps your members with what matters
most: being a trusted financial resource that provides
the best solutions throughout your members’ lifetime
relationship. This, by the way, is what makes talking to
members never tiresome or monotonous. Everyone has
his or her own story to tell and learn from. Once you
have this approach ingrained in your branch employees’
minds, they will become the experts you will pride
yourself on and they will build that reputation in the
community. The sales and service approach takes time,
but it will ultimately be what saves your branches and
has you building for your future.

• Understand FICO scores, trends and improvement
strategies

Action Plan

1. Assess which branches have declining transaction
volumes.
2. Look at your average members per employee and
ask yourself the following questions:
• Are you appropriately staffed to start getting the
whole story to sell and serve? How do you relate
to your peers?
• Do you have the right employees representing
you in front of your members? Refer to the bullet
points above.
• Are branch employees required to pull credit
reports?
• Are branch employees trained on reading credit
reports?

Scot Vackar brings more than 30
years of credit union experience
in Sales & Service, Business
Development, Branch Operations,
Consumer & Mortgage Lending
and SEG Relationships. Currently
he is the Director of Sales at
Lending Solutions Consulting, Inc. Please contact
Scot Vackar at svackar@rexcuadvice.com or 224286-6070.

• branch employees FICO score experts?
• Are they required to compute competitor interest
rates and analyze in comparison?
• Do they really understand your products and the
benefits over the competition?
• Can they easily recall the last premium GAP or
life/disability payout?
3. Pull your last 10 members to join the credit
union at each branch. Are the branches with
the declining transaction volumes focusing on
only the service aspect of the job? How are they
stacking up against each other? How much was
lost?
4. Are branch employees taking notes and
documenting why they joined and what was
discussed? Do you have any unanswered
questions when you audit them?
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BY BRYAN RIDGWAY

Branch Performance

Digital rise = branch demise: Not so fast,
consider these facts . . .

D

oomsday messages about the death of
bank and credit union branches neglect
to examine important data and related
considerations. Yes, the overall number
of branches1 and their overall foot traffic2
do continue to decline amidst increasing adoption of
digital and mobile channels. But, many institutions, in
fact, are opening or are planning to open branches and
most customers expect to use branches in the future
(see Sidebar for relevant data).

Branch Death or Health?
• Banks and credit unions, particularly
smaller institutions, open about
1,000 new branches a year3; more
than half of surveyed institutions
plan to increase their branch count
in the next two years4
• 86 percent of banking customers
expect to use physical branches
in the future and want human
interaction when they go there5

Deeper analysis shows that branches—and branch
performance—play a critical role in the success of
most financial institutions. Many consumers and small
business owners, including Millennials, continue to
use the branch as their primary channel, preferring
the personal interaction of staff in a brick-and-mortar
facility to help them open new accounts, get cash, pay
bills, and obtain financial advice.8 Smaller institutions
are expected to operate larger networks as they seek
growth through footprint expansion. 9

• More than 1,200 institutions added
branches between 2012 to 2017,
outpacing the number (~1,000) that
reduced branches6
• The average number of bank
branches per institution increased to
14 in 2017, up from 9.8 in 2004; the
numbers also were up for credits
unions, which had 3.4 branches in
2017 versus 2.1 branches in 20047

Branch Strategy

In any case, the branch is not going away, so branch
strategy must evolve to better align with the needs
of contemporary customers, while at the same time
optimizing performance and supporting institutional
goals. My recent blog describes four specific strategies
that financial services executives should pursue
whether they plan to expand or to contract their branch
network (Figure 1):
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• Taking a retail perspective with a smaller
footprint and service-oriented “front office” space
• Integrating technology by combining assisted selfservice and personal interaction for a consistent
customer experience across all channels
• Optimizing the staffing model by using a team of
utility players that can, and do, perform all branch
functions
• Assuring customer-centricity by tailoring
technology and services based on customer
behaviors and needs

The winning strategy for branches centers on creating
richer and more complex customer interactions. For
example, if the institutional goal is expansion through
a broader set of financial services, such as insurance,
investments, and other financial products, the branch
becomes a significant asset in achieving that goal.
The ability to evaluate branch performance in support
of strategic and tactical decisions is vital, given the
continued usage and expense of a branch network.

Figure 1. Branch Network Strategies

Source: Kaufman, Hall & Associates, LLC

Branch Profitability

• Align branch manager performance with
organizational goals
• Identify and optimize branch and staff efficiency
• Executives also can use the results to inform
decisions around whether to open or close
specific branches, expanding or contacting the
network to achieve profitability goals. A deep

Profitability remains an essential metric for evaluating
and comparing individual branch performance.
Through robust profitability measurement and analysis,
leaders of financial institutions can:
• Determine the level of revenue generated and
operating costs
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Product Profitability. This measurement reveals the
products used most and least by the customers of each
branch and indicates the relative drivers of branch
profitability. The analysis can reveal opportunities to:
shift customers to more profitable products; change
processes, pricing, or fee structures for less profitable
products to help improve overall profitability; and to
increase usage of profitable products through branch
promotions and cross-sell strategies within the branch
and across the branch network.

dive into profitability analysis is required, with
consideration of the following six elements.
Relative Profitability. Profitability as a relative metric
allows comparisons between branches, and between
and across time periods. The relative rather than
static view enables leaders to compare performance
and apply assumptions over time. Trend results
can provide additional insights that fuel decisions
resulting in performance improvement.
Recent Profitability: Measuring profitability based
on recent production and activity also helps identify
trends, revealing opportunities to realign behaviors
and resources to support institution goals. For
example, if a branch has a large loan portfolio that
generates significant revenue, that branch may be
a top-performing branch from a total profitability
perspective, but may in fact be trailing other branches
in loan production over the recent year. In this case,
traditional profitability analysis rewards the branch
for loan production from years ago rather than current
activity.

Customer/Member/Relationship Profitability.
Knowing the profitability of each customer can help
branch staff tailor interaction with that customer to
proactively provide special offerings, products, and
pricing/fees. While staff should treat every customer
well, understanding each customer’s profitability
and the overall profitability of the relationships11
that customer brings to the branch or institution as
a whole can help ensure retention of the highestvalue customers. As executives consider possible
branch closings and openings, they must understand
the impact to customers that use (or may use) those
branches, and proactively implement strategies to let
high-value customers know they are appreciated.

Profitability per Square Foot. This is a common
performance metric for the retail industry. By
leveraging technology to shrink back-office space,
financial institutions can reduce the overall branch
footprint (and cost) and/or provide additional frontoffice space for richer and more complex customer
interactions.

A Holistic View of Branch Performance

Profitability is one component of branch performance.
Digging even deeper and expanding the analysis
to understand other performance drivers will help
executives make even better and more informed
decisions.
As with any other channel, the goals for a branch
should include providing excellent, efficient, and
effective customer service; growing wallet and usage
share; increasing profitability; and ensuring that the
branch is providing value to the institution. With these
goals in mind, executives can consider the following
five analyses to enable a more holistic view of branch
performance.

Analysis of All Elements of the Profitability
Equation. Elements include: Net interest margin
using a funds transfer pricing (FTP) process that
can help shape pricing and product strategies; direct
and indirect cost attribution to identify underand over-capacity, and opportunities to improve
efficiencies and decrease costs; and capital allocation
and provision/capital earnings charges to analyze
profitability on a risk-adjusted basis.
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• Fee revenue, waived fees, and the amount
of high-value transactions: This assessment
provides insight into the importance of feebased products and services within a branch and
whether the branch could better optimize revenue
from fees.

Growth. One of the primary goals of the branch
network is to provide and support growth, including
overall growth of the institution, its customers/
members, balances, and ultimately earnings.
Assessment of various growth metrics is critical as
part of the branch performance evaluation, tracking
both loan and deposit growth; increases in the number
of customers/members; and referrals, cross sales, and
new accounts opened.

• Efficiency ratio, expense ratio and revenues,
expenses, and assets per employee: This
assessment can help determine whether branches
are staffed at appropriate levels and whether
additional efficiencies in branch processing
should be pursued.

Activity/Usage. Tracking metrics such as foot
traffic, transaction counts (by type), and number
of transactions per employee provides insight into
the amount and types of services that customers
rely on within an individual branch, and within the
overall branch network. These metrics help leaders
assess the best services to provide in the branches,
analyze optimal staffing levels, and develop targeted
marketing campaigns. Activity/usage also is a
consideration in branch closure decisions.

• Accounts, loans, and deposits per customer/
member: Assessment of these data can reveal
growth marketing opportunities related to wallet
and mindshare12 of the branch customer base.
Many of these metrics are most likely already calculated
at the institution level. Analytics at the branch level
can support specific branch product, marketing, and
pricing strategies.

Customer Satisfaction. Gauging customer
satisfaction for any channel is important; capturing,
storing, and analyzing customer satisfaction data
for branches is critical. Branches provide one of the
only opportunities to interact directly with customers
and to develop and enhance these relationships to
meet customer/member needs. The costs related to
this interaction are high, so gathering and analyzing
satisfaction information enables assessment of
whether customers and the institution are getting
value from the branch network.

Market/Competitive Data. The market in which a
branch operates is critical to its performance and
viability. Consider whether performance expectations
should be the same for a branch located in a busy,
highly populated urban location compared to a branch
located in a sparsely populated, rural location.
Beyond population-density metrics, it also is important
to capture and analyze information about average
household income, ratio of homeowners to renters, age
demographics, and the number and types of businesses.
These data help set performance expectations, but also
should reveal growth opportunities, influence product
strategies and the types of services offered, and even
impact branch design considerations. Information
about competitor branches, products, and rate offerings
provides insights into growth and pricing expectations
and strategies.

Additional Branch Performance Metrics. In
determining the full value of a branch, the following
performance-based metrics can and should be
measured and evaluated:
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Accessing the Data

For example, Figure 2 includes three core analytic
views: at the top is a monthly look at one branch’s
performance across five metrics, a listing of its top
customers by monthly profit, and links to branchspecific financial/operational reports and dashboards;
the middle screen shows origination analytics for the
branch’s auto loans; and the bottom screen is a ranking
report of branches/departments by month-to-date net
contribution margin.
Leaders should leverage such data, along with
market information and customer satisfaction surveys
available externally, to develop a more comprehensive
view of profitability and an expanded view of branch
performance. These views will enable leadership teams
to optimize performance and support critical decisions
for the institution going forward.

So where can leaders of financial institutions access
the data needed to perform these types of analyses?
The institution’s financial performance management
(FPM) system should be the first go-to source, already
containing the majority of data needed for a more indepth analysis of branch profitability and a broader
view of key performance metrics. FPM systems
should support: budgeting, planning, and forecasting
processes; profitability analysis across all segments of
the institution; and detailed financial and management
reporting processes.
A centralized FPM system contains a robust set of
financial and operational data, such as current period
and historical general ledger data, transactions, fixed
assets, customer and account data, employee counts
and salary data, production data, and more that can be
used to assess performance.
Figure 2. : Example Analytics for Branch Profitability

Source: Axiom Financial Institutions Suite, Kaufman, Hall & Associates, LLC
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Bryan Ridgway is a senior solutions engineer in the Financial
Institutions practice of Kaufman Hall. His responsibilities include
assisting financial institutions of varying sizes and complexity in
the development of solutions to analyze and improve their financial
performance, using the Kaufman Hall Axiom Financial Software
Suite. Mr. Ridgway has more than 20 years of experience in financial
risk and performance management for the banking industry. He can
be reached at 847.441.8780 and bridgway@kaufmanhall.com.
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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-time. CUB: What do you hope your
training program will accomplish?
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
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-to-

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?
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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.
We offer two-hour “workshops” that are designed
to deliver more material and in-class group work.
Workshop subjects include financial coaching,
improving accuracy, and enhancing people skills and
are offered once each quarter. Enrollment is voluntary
and employees attend with the permission of their
supervisor.
We offer “academies” that provide intensive
classroom training that includes demonstrations,
practice and role-play. An academy’s content is
specific, detailed and targeted toward complex
procedures. They typically last between a half or full
day and are team-taught by managers to smaller groups
of employees.
Intensive one-on-one training works best for
teaching basic job skills such as how to use equipment
or perform transactions. The learner begins by
observing, then works side-by-side with a trainer for
several days until they are competent enough to work
alone.
Along with one-on-one training, independent
study gives employees an ideal opportunity to practice
what they’ve learned using mock workstations and
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.

date to keep the wage increase. Smaller cash awards are
given when an employee completes a certain number
of in-house cross-training courses.
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
service being offered to members.
Our staff shows a high level of interest in
understanding the whole spectrum of financial services
offered by the credit union. While they aren’t asking to
be cross-trained in every department, they want to have
a basic knowledge of all the products, services, and
processes our CU offers. They’ve also asked to learn
how to interpret and understand the organization’s
financial ratios, performance, and management of
assets and liabilities.
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,
national conferences, college classes, and professional
development clubs. In-house educational options are
delivered in a variety of ways including classroom
training, one-on-one teaching, independent study, and
invited speakers.
We offer twelve to fifteen “Knowledge Builder”
classes throughout the year to provide general
information about products, services, processes, rules
and regulations. Employees from every department are
encouraged to participate in these 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
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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.

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.
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.
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 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.

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
30
B R A N C H

B U S I N E S S

|

J A N U A R Y

2 0 1 9

|

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

BRA NC H
BUSI NES S

BY KAITLIN MORRISON

Motivated Workplaces
Two Branch Managers Offer Four Ideas for
2019

H

ow can your credit union improve itself
as a place of work for your dedicated
employees in 2019? Branch Business sat
down with two branch managers to find
out. Keep reading to discover insights into
how a pair of stellar leaders motivates their teams and
reaches their goals.How can your credit union improve
itself as a place of work for your dedicated employees
in the upcoming year? Branch Business sits down
with two branch managers. Keep reading to discover
insights into how this pair of stellar leaders motivates
their teams and reaches their goals.
Every branch wants to start the new year strong with
a motivated, productive team. Credit union branches
around the nation are doing great work for their members
by listening to their employees and becoming better
workplaces. With a new year quickly approaching,
many managers began planning for January early on.
Wondering what it takes to make a better workplace in
2019, we decided to ask two branch managers to share
their insights with us. Read on to learn more about how
these two branch managers motivate their teams and
consistently reach their goals.

Koy Stone
Instead, Stone suggests observing employees as they
interact with each other and with members. This way,
you can identify opportunities to improve and find
outstanding employees who deserve your recognition.
When you notice excellence, recognize it. At SC Telco
Federal Credit Union, handwritten notes displayed at
every branch call attention to what great employees are
doing.
“One of our core values is to have the ‘Heart of
a Servant’ .... These notes serve as a motivator along
with a reminder about why we’re here: to serve the
members and to serve each other.”

New Year’s Insight #1: Embrace your observational
skills and invest time in understanding your workplace
culture.
“Simple observation is the most effective way
to read the culture of your branch,” said Koy Stone,
branch manager of SC Telco Federal Credit Union’s
Verdae Office in Greenville, S.C. “Numbers and
reports do not show you everything.”

New Year’s Insight #2: Promote a sense of ownership
by always looking for responsibilities you can share
with your staff.
“I do get my staff involved for the upcoming year’s
budget planning in the fall,” said Brittni Romero, a
branch manager at Guadalupe Credit Union in New
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New Year’s Insight #3: Let your members define
‘success.’ Then allow this definition to shape tangible
goals at your branch.
Stone says tangible goals should always serve the
needs of your membership rather than distract you
from them. Quantitative goals, such as acquiring new
members or increasing loan volume at your branch, are
excellent ways to understand how you are serving your
members. These numbers, however, have limitations.
Qualitative information is also important.
“I believe member surveys provide one of the best
indicators of my branch’s success,” said Stone.
As a member-driven and member-owned organization,
you should never forget to invite your members to
define success at your credit union. You ultimately
answer to your members, so any service or product
that fails to deliver for your members represents an
opportunity to improve.
While you do need to understand your members
and set appropriate goals for your branch, you should
also know where you are and where you want to be.
Having a conversation with your team to determine
your goals goes hand in hand with knowing where
your branch is currently winning (and struggling).
“No matter what (benchmark) you choose to
measure your success, the most important first step is
determining where you currently measure up and then
where you want to be.”

Brittni Romero
Mexico. “Once the management moves into the
planning sessions and goals are established, we discuss
each goal in the branch.”
Whether the goals they discuss are recruiting new
members or improving ROI, the entire Guadalupe
Credit Union team has an opportunity to provide
suggestions and feedback that will shape the branch’s
strategies for the upcoming year. Getting employees
involved is one way Romero promotes buy-in at her
branch.
“Getting everyone’s participation helps the entire
team take ownership, which in turn makes achieving
those goals more realistic as we move into the new
fiscal year.”
She also recommends building rapport with your
team by showing them you care about their development
and career growth with your credit union. Earning their
trust encourages your team to share their ideas, and it
draws your attention to potential problems. Connecting
with your team can be as simple as keeping open
communication and regularly acknowledging how
they contribute to your team’s goals.

New Year’s Insight #4: Offer meaningful incentives
in line with your employees’ motivations. Get to know
what works well for your workplace culture so you
don’t crush it with the wrong incentives.
Cash incentives and other tangible awards can be
a great way to recognize your team for their hard work
during the year, but sometimes personal, heart-felt
recognition can be more meaningful. By understanding
and shaping your branch’s culture, you can learn how
to use incentives with your employees that are in line
with the values you want to promote at your credit
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“Even though we offer cash incentives for a lot of
things, personal acknowledgement goes further.... If
it’s a busy day, I always tell them ‘thank you for doing
such an amazing job – you all ROCK.’ They love being
recognized and appreciated.”

union. You can also find effective motivators for your
branch.
“The important thing is to know what motivates
your team and how they prefer to be recognized,”
Stone says.
At Stone’s branch, a New Year’s event helps
recognize the entire team’s work while also
symbolically beginning the year on a positive note.
Incentives throughout the year can be very simple
and inexpensive, as long as they make work more
interesting.
“I have discovered that any gesture to break up
the monotony of the work week serves as an effective
incentive for motivating a team.”
Romero says her branch uses a mix of different
incentives but stresses the importance of personal
acknowledgement. Cash incentives are a great
motivational tool, she says, but branch managers need
to avoid relying solely on cash to incentivize their team
if their employees are actually looking to be recognized
at work.
Since recognition is such a powerful motivator for
many people, finding a way to integrate more personal
recognition is often worthwhile for managers. Beyond
simply letting your team know how well they are
doing, try to reward individual efforts to contribute to
the group’s goals.

Make 2019 the Best Year for Your Branch’s
Workplace Culture

After putting together the right team, great managers
are able to keep everyone motivated and productive.
Creating a workplace where your whole team can
truly thrive may help you reduce turnover, increase
productivity and ultimately provide members at your
credit union with amazing service.
Leading your team means modeling your credit
union’s workplace values. Your team members need
a real picture of how they should be doing business.
Of course, without knowing what your organization’s
values actually are, leadership can become a difficult
gamble. I believe your branch’s future is bright if you
are willing to empower your team to follow your values
and serve members first. To accomplish this aim, you
absolutely must choose a destination and make a plan.
Great branch managers like Stone and Romero
teach us that good leadership is really about living
your organizational values, placing people first and
doing solid strategic planning for your branch’s future.
They both strive to model continuous improvement
as a strategy and as a daily practice. Like them, you
can also build everyday excellence at your branch by
focusing on your staff and allowing them to take on
meaningful responsibility.
With motivated employees, you can lead your
branch to be even better in the upcoming year. Take a
small step forward by building a strong branch culture.

TURN ON YOUR

BRANCH
SUPERVISORS
4 BRANCH

STAFF

Kaitlin is a freelance writer who
lives in the Pacific Northwest.

www.branchbusiness.us
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Tapping the Power of
Personalization

P

ersonalization takes high priority –
especially among millennial consumers.
A recent study from TimeTrade found that
more than 40 percent of millennials treasure
the personalized service they receive from
credit unions. Looking to meet such demand? Consider
print-on-demand technology and allow consumers to
express themselves through unique card designs.
Not only can you increase consumer satisfaction,
but you also have the opportunity to boost business in the
process. Research shows printing personalized images
and text on payment cards can raise activation rates by
more than 50 percent, while also elevating customer
retention. Better yet, investing in printing innovations
promises to help you stand out in an increasingly
saturated payment card market. Considering the
average American has at least three credit cards along
with a debit card, staying top of wallet is crucial.
The easier you make it to personalize a payment
card, the better chance customers will view themselves
as partners – not just purchasers. And since this type of
card printing technology functions as a simple upgrade
to your current system, the issuance process won’t
slow down.
Put the power of personalization back in the hands
of consumers. From marketing customer-specific
products to getting the most out of an instant issuance
program, the following few tips promise to help you
take advantage of personalization.

the image of an impersonal, out-of-touch business by
empowering customers with personalization. In need
of a little inspiration? Take a look at how Nike flipped
the sportswear industry on its head with NIKEid. Fans
of the big-name brand have flocked to NIKEid to put
their own spin on a wide range of accessories, including
shoes and clothing.
In the same way Nike has generated plenty of
interest by opening door for customization, you can
connect with cardholders on visual level. Whether it’s
sports, the outdoors, cars or art, offer up images that
people feel passionate about. Adding an image to a
payment card is an easy and fast way to make a lasting
impact with your customers.
Andrea Dillard, eServices Manager at GCS Credit
Union touted the benefits of personalized payment
cards saying, “Our members love that they can put a
personal touch on their card with a photo. The best part
is that it gets members engaged. We offer a checking
account to our younger members, many of whom
are still in high school. A lot of times we’ll see their
high school mascots as images on the cards!” Every
purchase is a chance for customers to show the world
who they are. Satisfy that appetite for self-expression
with the chance to choose from multiple designs.

One size (and design) doesn’t fit all
Establishing trust with consumers is a challenge. Seven
out of 10 consumers don’t believe advertisements
while 42 percent distrust brands themselves. Shake
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Make things even more personal by enabling customers
to send in their own images. Before extending such an
option, however, it might be a good idea to build brand
standards. A simple set of restrictions – such as your
ideal image resolution – can go a long way toward
minimizing the time it takes to create a personalized
payment card.
Spending a few minutes reviewing each image can
also help you sidestep problems later down the line.
Copyright infringement, for example, is one issue that
has the potential to derail the personalization process.
“While we don’t often run into too many problems, it’s
better to be safe than sorry,” said Dillard. Carefully
monitor submissions to ensure each payment card is
good to go before printing.

practices can make a big impact on the way in which
customers perceive your business. Instead of focusing
on the idea of a large, abstract company, cardholders
may gain a glimpse of how your employees are making
a real in difference in the lives of others.
Help customers contribute to your cause by
opening up volunteer opportunities. From handing
out food to the homeless to cleaning up a nearby park,
spending just a few hours volunteering with cardholders
promises to strengthen your relationship and ultimately
build loyalty. Generate additional interest by allowing
customers to vote on which causes your company
supports. A simple poll may be all it takes to tap into
the passions and beliefs of your cardholders and show
you care.

Making the most of mail
Paving the way for custom designs isn’t the only way
to show consumers you care. Deepen each relationship
with offerings that are tied to a customer’s specific
interests or life stage. Since you already have a bit of
insight into each cardholder, you can cater to their needs
and desires while also promoting relevant products and
services. If a customer is in the market for a house,
consider using card mailings to promote relevant loan
options. Just as unique card designs can help you
connect with customers, a personalized piece of mail
can pave the way for more meaningful interactions.
Set your sights on a number of different elements
within card mailings, such as card carriers or labels.
The more ways you cross-sell pertinent financial
products or services, the better chance you can convince
customers you have their best interest in mind.
Customized card mailings may also serve to
humanize your brand among new and existing
customers. Do you give back to the local community?
If so, be sure to mention that in future card mailings.
Nearly 90 percent of U.S. consumers expect companies
to support social and environmental issues. A small
snippet discussing your company’s charitable giving

The personal difference
Cardholders are always looking for more personalized
service. Introduce just that with instant issuance. Rather
than dishing out the same card to each customer, you can
leverage print-on-demand technology to bring aboard
a little bit of self-expression. Offer up new designs
customers can choose from, or, better yet, give them
the chance to upload images of their own. This uptick
in personalization brought about by instant issuance
promises to increase wallet share, activation rates and
transaction volume all while keeping customers happy.
Karen Kaukol is the CMO at
Entrust Datacard. She has broad
product marketing experience
in global payments, financial
services
and
information
technology.
Before
joining
Entrust Datacard, Kaukol served as the CMO of Graebel
Companies, an SVP at First Data Corporation and the
director of marketing at Western Union. She holds an
MBA from University of Minnesota, Twin-Cities and a
bachelor’s in marketing and telecommunications from
Indiana University Bloomington.
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