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The professionals at Omnicommander are experts 
at educating executives on ADA compliance and 
building well-branded sites. I encourage you to take 
advantage of their expertise by giving them a call at 
850-269-7111 or, of course, visiting their website at 
www.omnicommander.com. Now excuse me I have to 
go grab the vacuum as I invited two people over to the 
house to watch the football game.

Ken Bator is the author of The 
Formula for Business Success 
= B+C+S and the founder of 
Bator Training & Consulting, 
Inc. (BTC).  Ken helps credit 
unions create environments 
where employees actually want 

to come to work and members want to keep coming 
back. BTC accomplishes this through a combination 

of Branding, Culture building, and Strategic planning. 
This is the unique B+C+S Formula created by Bator 
and featured in his latest book. To learn more about 
your organization’s unique B+C+S Formula, contact 
Ken directly at 714-681-2821 or kbator@btcinc.
net. Learn more about BTC’s training and strategic 
planning sessions at www.btcinc.net.

TRAINING



B A N K  B U S I N E S S    |   O C T O B E R  2 0 1 8    |   B A N K B U S I N E S S . U S

BY KEITH LORIACUSTOMER 
SERVICE

27

Tips for Winning Customers
A look at how community banks should 
target new customers

T o be successful, banks need a balance 
between increasing product and share-of-
wallet with current customers and bringing 
on new customers. This is especially 
important if the fi nancial institution has an 

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

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

Sue Hines, head of customer engagement with Informa 
Research Services, says when going about creating a 
strategy for luring new customers, a bank must be clear 
about what they are trying to achieve. 

Sue Hines, head of 
customer engagement 
with Informa Research 
Services
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“Everything you do from structuring your offerings, 
structuring and pricing your offers, to targeting 
and crafting your message depends on the ultimate 
objective,” she says. “What you need to do if your 
objective is to grow deposits is vastly different from 
what will work best if you are trying to grow loans.”

Moreover, simply saying you want to grow your 
customer base is unlikely to provide you with any 
guidance in terms of strategy or tactics, which is why 
she recommends tailoring your customer acquisition 
strategy to meet the target and the goal. 

“The offering and message needs to precisely target 
the needs of the target audience,” Hines adds. “This 
means the ‘secret sauce’ is listening to the audience 
and finding out how they are articulating their needs 
and concerns, so you can speak directly to their current 
mindset.”

Tried and True Measure
One great way to win new customers is to offer referral 
bonuses to your current customers for referring their 
friends and family, such as $100 bonus per referral 
plus $100 bonus to the new referral as incentive to join 
the bank. 

Money is a quagmire of emotional content, which 
is why Hines says a bank should ease people’s concerns 
and consciences when looking to lure them in. 

“Good marketing is always about helping people 
address their problems,” she says. “Even and especially 
the most experienced bankers need to hear the voice 
of the customer so they can demonstrate insight and 
understanding in their products and messaging.”

Lewis Goldman, chief marketing officer of 
LendKey, a fintech company that provides a platform 
for community banks to source loans through digital 
channels, says the best way for a bank to get new 
customers is by offering them “an offer they can’t 
refuse.”

“A great rate and estimated savings to refinance 
their student loans, a compelling credit card offer, a 

CUSTOMER SERVICE

high interest savings account—each delivered at the 
right time can win a new customer,” he says. “The 
offer opens the door to engagement and getting the 
customer to learn about your bank.”

Thinking out-of-the-box can mean something 
different for each financial institution so it’s important, 
especially for community banks, to think creatively 
but not be intimidated or discouraged by what larger 
financial institutions are able to do with much larger 
budgets, he says.

As an example, Goldman cites WSFS Bank, a 
community bank in the Delaware Valley and one of the 
10 oldest continuously operating banks in the country. 
The bank was facing an aging customer base and 
declining consumer assets. In 2013 it partnered with 
LendKey to start offering private student loans (both 
in-school and student loan refinancings) to both current 
customers and prospects in their banking footprint.

“By addressing a need for Millennial and Gen Z 
customers, WSFS added over 1,200 new customers 
and over $60 million in new loan balances (just under 
13% of their overall consumer portfolio), which has 
helped them diversify their portfolio,” he says. “This 
is a great example of focusing on the ‘right’ target 
audience with a compelling offer.”

Additionally, remember employees are a bank’s 
best brand ambassadors and with the rise in social 
media can have tremendous impact. It’s important that 
employees understand the bank’s brand positioning 
and are aligned with the bank’s objectives.

Create a Comfortable Environment
With online banking, ATMs, employee layoffs, and 
branch closings, many banks today are often viewed 
as cold or impersonal to the average customer. Human 
interaction is often the missing link at a local bank, 
which is why it’s necessary for banks to make the on-
site experience warmer and more personal if they want 
to attract new people to the bank.

A great way to do this is by designating one of 
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your employees as a greeter—someone who makes 
an immediate, positive connection when a customer 
enters the bank.

As customers enter the bank, the greeter should 
smile and welcome them, perhaps even asking them 
about their day. Smiling is key, and all employees of 
the bank should be smiling and providing a positive, 
friendly impression.

Phrases such as “How can I help you today?” or 
“What can I do to be of assistance?” are great starters, 
and once the transaction begins, asking how someone’s 
day is going or if they have plans for the weekend are 
also good ways to put someone at ease and let them 
feel comfortable. 

And if the customer comes to your bank often, 
address them by their name. Make a personal 
connection.

Promote your brand and allow the community 
to actively engage with your employees through 
community events, sponsorships and financial literacy 
opportunities. Highlight the work that you’re doing to 
support local businesses, partner with those businesses 
to host free seminars and volunteer in the community. 

“The more that a prospect sees your brand in the 
community, the more they’ll think of you the next time 
they need to take out a loan,” Goldman says. “And, 
they’ll want to do business with you, because they 
believe that you genuinely care about making their 
neighborhood a better place.”

It’s also important to attract the “right” customer. 
Winning new customers means understanding who 
your desired/ideal customer is and building a strategy 
around that which leverages what a community bank 
stands for—such as the importance of a local presence.

https://creditunionbusiness.com/membership-account/membership-checkout/?level=22
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“Tie into the ‘buy local, shop local’ movement within 
your community,” Goldman says. “Be the brand that 
is active and well known, engage employees and 
customers in these entities together. 
Be consistent in how you present your brand in 
branches, online, in print/TV, and on social media.”

Why Customers Leave
Of course, winning a customer for your bank means 
another bank losing a customer, so it’s important to 
understand some of the main reasons people leave. The 
top reasons customers leave their financial institution 
are fees, poor experience, slow processes, and a lack of 
enabling technology such as mobile banking.

A major mistake that banks make is surrounding 
transparency. Reiling notes even when something goes 
wrong, engaging the customer and making sure they 
know how things went wrong and how you are going 
to make changes is key. 

“A well-developed dialogue with a customer can 
help repair relationships after a mistake,” he says. 
“Customers typically leave when they feel there has 
been lack of transparent communication with respect 
to a fee or if they feel they have been charged unfairly.”

In fact, fees are a common reason people switch. Here, 
the triggers can be both internal—if you raise or change 
your fees, and external—customers becoming aware of 
competitive offers.

Hines shares the most common reason for leaving 
any financial institution is that people move away. The 
right digital technology and ATM relationships can go 
a long way to encouraging customers to retain their 
providers.

Gaining new customers is important for any 
business, not just a bank. However, Reiling warns that 
banks can get in to trouble when so much emphasis is 
placed on new customers, that the needs of current and 
future customers are no longer being met. 

“When you are no longer able to help your 
customers succeed and achieve their goals, you will 
start to lose customers,” he says. “By having a plan in 
place to ‘win’ customers, a bank will survive.”

A graduate of the University of Miami, Keith Loria is 
an award-winning journalist who has been writing for 
major newspapers and magazines for close to 20 years, 
on topics as diverse as sports, business and healthcare. 
You can view some of his recent writing at keithloria.
contently.com.
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5 Fundamentals to Running a 
Successful Outbound Initiative
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R ecently, I attended a banking conference 
and had the opportunity to sit in on 
a class about outbound calling. The 
discussion focused on how to better 
engage new, indirect customers in OB 

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

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

1. Outbound Calling Compliance
Before jumping into this topic, this article is not intended 
to give compliance advice, but rather to make you aware 
of the items which should be addressed prior to moving 
forward with an outbound calling initiative. Please be 
sure to check with your internal compliance and legal 
teams before instituting any outbound initiatives to 
ensure you are in compliance.
 Outbound calling for solicitation purposes is closely 
regulated by the federal government. Governing bodies 
that oversee outbound calling include the Federal Trade 
Commission (FTC) and the Federal Communications 
Commission (FCC). Each of these governing bodies have 
sponsored and currently oversee their own regulations. 
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The FTC oversees the Telephone Sales Rule (TSR) and 
the FCC oversees the Telephone Consumer Protection 
Act (TCPA). Let’s look at these briefly before moving 
forward.

The TSR is famous for the “National Do Not Call 
Registry”. The registry allows individuals to reduce 
the number of unwanted telemarketing sales calls by 
registering their phone number on the do not call list. 
Customers with phone numbers on this list may be 
protected from your bank’s outbound solicitation calls. 
It also requires you to maintain and adhere to an internal 
do not call list. Be sure to check with your compliance 
and legal team to see if you must vet phone numbers 
against the do not call registry before making outbound 
calls. For more information see: www.consumer.ftc.
gov/articles/0198-telemarketing-sales-ules.  

You may be aware of the TCPA. It has been in 
the news a lot since 2012 when the FCC released its 
rather controversial updates to the TCPA. Also, in 2015 
it reinforced those new regulations in the Declaratory 
Ruling. Largely, the TCPA enacts some very complicated 
guidelines for a few things:

• Handling wrong numbers
• What constitutes a solicitation call
• What constitutes an Automatic Telephone Dialing 

Service (ATDS)
While the legislation is complicated, it boils down to 
this one message on which the FCC has been very clear 
and aggressive in enforcing. Unless you have express 
written consent from the owner of the phone number, 
you do not have the right to call them for solicitation 
purposes. Luckily this message also serves as clear 
guidance from the FCC on how to comply.

Prior to engaging in any outbound calling initiative 
where solicitations for new products or services will be 
made in the conversation, your credit union must have this 
express written consent. The legislation gives guidance 
on what qualifies, but it is strongly recommended that 
you have your consent practices reviewed by a TCPA 

legal expert or compliance team as the guidelines are 
less than forgiving. 

Additionally, all employees should be trained on 
how to properly handle wrong numbers and requests by 
customers to be placed on an internal do not call list. 

2. Great Lead Sources:
All successful outbound calling initiatives start with 
great lead sources. Poor lead sources, even with great 
employees who are highly motivated and who have 
exceptional sales training, will lead to limited production. 

The lead sources your bankn develops for outbound 
calling should be specific and directly target the goals 
and expectations you have for the outbound calling 
campaign. Simply providing a list of random customers 
for employees to call from, and “see what they can get”, 
is ineffective.
When developing a lead source, credit union leadership 
should:

• First: Define the desired results of the outbound 
calling campaign, the goals and expectations, and 
the production objectives.

• Second: Build a profile which will target those 
customers with needs that match the campaign’s 
desired results. 

IN-BRANCH PRODUCT SALES

http://www.consumer.ftc
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• Third: Refine that profile to deliver customers who 
not only match the desired results, but who are also 
qualified.

To help with this, your bank has access to internal data 
as well as third party data which can be purchased. 
Be aware than when working with third party data, 
additional regulatory requirements may apply.

How do you know your lead sources have been 
properly developed? Before making a call, employees 
should clearly understand the purpose of the call, 
what the product or service they are selling is, and feel 
confident in the result they are seeking to achieve. If 
employees are uncertain about any of these things when 
calling a customer from a lead list, you may need to 
make additional improvements and refinements. 

3. Outbound Sales Training
Proactive phone selling is quite different than selling in 
person or selling to one who is requesting a product or 
service which they are motivated to close. Employees 
who do not have proper training will find outbound 
selling difficult and foreign. One of the most common 
reasons outbound campaigns fail to produce results is 
because leaders assume employees will succeed simply 
because they are “good on the phone” or have great in-
person sales skills. 

To be successful at outbound sales calling, your 
employees need to know how to conduct an effective 
sales conversation which:

• Doesn’t lead the customer to feel they are being sold 
to

• Clearly communicates the opportunity
• Creates engagement and motivation in the customer 

Secures commitments and follow-through to closing
This requires outbound specific sales training from 
a group within the cbank or an outside sales training 
firm like SalesCU with a track record of outbound 
sales success. This training should include a specific 
outbound sales process which includes training on 

phone scripting, product sales processing, commitment 
setting, best contacting practices, and so forth.
 If you are already providing outbound specific sales 
training, how do you know it is working? It’s actually 
quite simple. Your outbound sales calling initiatives 
should be very successful, especially if the lead sources 
your employees are calling on are well prepared. The 
majority of contacts should lead to the customer openly 
providing information and becoming interested in the 
opportunity the employee is offering. While not all 
successful sales discussions will lead to a product sale, 
the majority should. 

If the majority of contacts lead to customers 
shutting down the conversation at any point with a “not 
interested” or similar response, your team is not taking 
the right approach on the phone. They need better 
training and coaching.  

Additionally, dedicated outbound sales employees, 
whose primary focus is on making proactive sales 
calls to custombers, will need additional training that 
covers lead management, advanced contact strategies 
and projecting, and time management to consistently 
produce sales and reduce burnout.

IN-BRANCH PRODUCT SALES
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4. Getting the Most Out of Calling
With the proper lead source and outbound sales training, 
the most difficult part of an outbound initiative should 
be getting the customer to answer the phone. 

A common question I hear when discussing 
outbound calling is, “When is the best time to call?” The 
best answer I can think of, based on years of experience 
is, “When your customer is ready to pick up.”

I think there is an assumption, especially for those 
new to outbound calling, that there is a magic day 
and time to reach and have the most success, and that 
calling at any other time is ineffective. This simply isn’t 
true. There are studies out there which strive to prove 
the opposite, but when it comes to contacting people 
over the phone there isn’t a day or time that is going to 
consistently yield the most response from your customer.  

Rather than trying to discover the “best” time to 
call, branch leaders should promote consistency from 
their employees by providing an environment where 
employees can focus on making their outbound calls. 
In fact, employees who achieve consistent success at 
connecting with customers over the phone have a few 
things in common. 
1. They schedule time on their calendar to make calls 

rather than “filling” free time 
2. They are focused primarily on outbound calling 

during this time
3. They make calls in an office with a closed door or 

back room
4. They call the phone number that is most likely to 

answer such as a work number or cell phone
5. They leave a voice message and send an email when 

the customer doesn’t answer
6. The make multiple attempts to contact the member

As long as your team is following regulations, consistent 
calling can happen on any day and at any time and will 
lead to success. This would include calling members 
on Saturdays, on holidays, in the evening during dinner 
time, and at work. When approached correctly, your 

customers will welcome a call from your team at any 
time.

5. Goals and Expectations
Finally, all outbound calling initiatives should have very 
specific goals and expectations. These should be directly 
tied to the goals and expectations established at the 
beginning when leads are developed.  As with any goal 
they should be SMART, that’s to say they should be:

• Specific
• Measurable
• Attainable 
• Relevant
• Time-bound

Goals and expectations should outline the number of 
members you need the employee to reach out to, sales 
you want made, and sales you want closed. All activities 
by the employee should be reported to their supervisor. 
The supervisor should keep track of them in order to 
measure success ratios. The goals set should focus on 
the results the credit union wants to accomplish. 

Employees who also have other responsibilities, 
should have their goals and expectations framed 
within the time they are able to commit to making calls 
consistently. Employees should know that they are 
contributing to the overall organizational goals as well 
as goals specific to their branch or department, and that 
their success matters to the team.

Goals and expectations set for an outbound sales 
team and individual agents are based on a few factors. 
First, because this team is generally looked at as a cost 
center but exists to create growth and revenue, the 
expectation should be at a minimum to justify their 
existence financially. It is best that production has at 
least a 100% ROI or higher. 

Goals for these teams should be long range rather 
than short term. For example, the individual and team 
should have annual goals rather than 12 individual 
monthly goals. The hope for both an outbound sales 
team and individual agents is for them to be consistent 

IN-BRANCH PRODUCT SALES
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in their production. The reality is that production can 
greatly fl uctuate based on the time of year, market 
conditions, and lead availability. Having long range 
goals allows the employee to manage these fl uctuations.
 Every branch should strive to have a consistent 
outbound calling initiative which is goal driven, 
in compliance, and meaningful to its membership. 
Depending on ability and size, every bank should seek 
to have all customer facing employees making calls on a 
consistent basis and an outbound sales team committed 
to the higher level calling opportunities. 
 With an effective outbound calling initiative, credit 
unions control their success. They are able to engage in 
value adding conversations, grow products and services, 
develop primary fi nancial relationships, and generate 
revenue which can be reinvested into the future success 
of the organization.

Nick Brown Consulting 
is a sales training 
company dedicated to 
bring a proactive sales 
approach to every bank. 
Brown accomplishes 
this by providing sales 
consulting and training 
to enhance branch 
sales, contact center 
sales, outbound sales, 

and lending center sales. The goal of Nick Brown 
Consulting is to empower banks to cultivate 
primary financial relationships with their 
customers. Engage Nick Brown directly at 
801-860-5807.

https://creditunionbusiness.com/membership-account/membership-checkout/?level=22
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EMV 3DS to Combat CNP Fraud

W hen it comes to thwarting 
cybercriminals, EMV chip 
technology has already proven to be 
far more effective than its outdated 
magnetic stripe counterpart. In 

fact, the success of the chip-equipped cards is such 
that hackers have been forced to turn their attention 
to the card not present (CNP) space, where they can 
make more profi t. The CNP arena is such a large target 
for attackers that Nilson Research predicts its related 
losses to reach $31 billion by 2020. 
 With cybercriminals gearing up for the holidays, 
merchants and credit card issuers are exposed to 
fraudulent transactions coming from a variety of 
channels. It is the continuous exposure of data 
combined with CNP transaction fraud that create a 
perfect storm with either the merchant or the issuer 
left holding the bag. This growing threat results in 
added friction in the name of security and users having 
to jump through additional authentication hoops to 
fi nalize their transactions. 
 This situation has also led to a signifi cant increase 
in false declines where real customers have not been 
able to authenticate themselves and couldn’t get their 
transaction through. In 2017, the U.S. lost over $300 
billion to false declines, according to the Aite Group. 
To mitigate this problem, credit card networks come 
together to offer EMV 3DS (commonly known as 3DS 
2.0), an overhaul of the old 3-D Secure protocol to 
authenticate CNP transactions. 
 3DS 2.0 has been revamped to remove the 
burdensome barriers that it was known for in the past. 
This protocol is now spearheading the verifi cation 
process by gathering more information around each 

transaction to help issuers make better decisions and 
increase approvals. 
 EMV 3DS improvements enable both merchants 
and issuers to make better authorization decisions. 
Issuers and merchants can now balance user experience 
and security to provide easy, user-friendly transactions.

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

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

EMV 3DS Allowing Better Authorization
This enhanced protocol allows customers to have a 
seamless experience or, if the issuer requires a step-up, 
to easily authenticate themselves with something they 
are familiar with such as a fi ngerprint scan. 
 With in-depth information surrounding each 
transaction, issuers have more context to make the fi nal 
decision about whether to authorize a transaction or 
not, giving their customers a better service, increasing 
transaction volume and customer retention.

Ryan Wilk is Vice President, Customer Success for 
NuData Security, a Mastercard company. Previously, 
he was manager of Trust and Safety at StubHub and 
spent eight years with Universal Parks & Resorts in 
various e-commerce roles.
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