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Perception, Relationships, and Sales

Branch Employees Play a Critical Role

ellers, customer service
representatives,  and
branch managers play a critical
role in the bank’s ability to reach
overall goals and objectives. How
the customers perceive the entire
organization, its overall image, is
most often based on the personal
experiences they have at the

branch, good or bad.

The amount of business that a
customer conducts, and the level
of confidence they have in the
bank is based primarily on how
they are treated and serviced by
the branch employees. And since
most human beings make deci-
sions based purely on emotion,
what they see, what they hear,
how they feel, and whether or
not they like you are crucial fac-
tors.

If you were a prospective new
customer and walked through
the front door of your branch,
what would your first impression
be? What would you see and
hear? Would you be greeted? Is it
clear where you should go for
information? Are the surround-
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ings inviting? How long would
it take for you to get the infor-
mation you need?

The next time you wait on a
customer, play the experience
through your mind from the
customer’s perspective: Did
you greet the customer by
name? Were you dressed ap-
propriately and groomed to
look your best? Did you smile
and look the customer in the
eye? Did you engage them in
conversation and did you dem-
onstrate that you were inter-
ested in providing them with
the best possible service? Did you
ask any questions, offer a bit of
advice or a solution to a problem
they might be encountering, or tell
them about a product or service
they might benefit from? Did you
say “Have a great day!”? Do you
think the customer wants to come
back to you; did you make a good
impression?

The key to reaching the highest
numbers of customers, and insur-
ing that more customers use the
bank as their primary financial in-
stitution is to make sure that the
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customers feel good about their
experiences at the branch, plain
and simple. The more that branch
employees focus on what’s good
for the customer, what makes the
customer feel good from the time
the
more business they will want to

they set foot in the branch,

conduct with the people at the
branch.

Every employee that recognizes
his or her role, and practices de-
veloping relationships with their
customers is rewarded every day,




because every customer responds
to personal attention at some level,
even if it’s just a smile and a sincere
greeting.

..service alone is not enough

Make mistake:

“relationships”

no

in-

beyond.

crease in terms of
number of accounts
when every branch employee fo-
cuses on “relationships”, the per-
sonal interactions, they have with
customers. In other words, “sales”
are a reflection of the effort made
by each and every branch em-
ployee to insure that the cus-
tomer’s experience at the branch is
a good one from the moment they

step inside.

“Sales”, in various forms, are the

way any business, including a bank,

to grow a bank in 2008 and

stays in business. In the past, finan-
cial institutions have focused pri-
marily on service, which is also a
major factor for
any profitable busi-
ness venture, but
service alone is not
enough to grow a
bank in 2008 and beyond. In the cur-
rent economic climate, growth is
also a critical factor for survival. Im-
proving and increasing relationships,
both the number of account rela-
tionships and quality of personal
relationships, are the keys to success
for financial institutions

today.

Although this is very
serious business with
serious consequences,
the very act of develop-

ing new relationships, and improving
the way customers perceive the or-
ganization, can be very enjoyable.

The way to a customer’s heart is
through the branch. Every interaction
a branch employee has with a cus-
tomer is a new opportunity to make
the customer feel appreciated and
important. Perception is everything
when it comes to impressing a cus-
tomer, and there is no more critical
element than the branch employee.

Get Over It!

If you work at a bank branch, you
are a salesperson. You are ex-
pected to have the expertise neces-
sary to not only handle accurate
transactions and balance every day,
but to educate customers on the
products and services available to
them, and to ask for more business
every day.

No financial institution can be suc-
cessful without cross-selling ser-

vices to existing customers, because
current customers are the best
source for new business.

Your efforts at educating customers
about the products and services be-
ing offered is not
or unwelcomed by customers. In
fact, the customers that conduct
business at the branch are the same
customers that look to the branch
staff to keep them apprised of the

features and benefits of the array of
products and services being offered, and
are the most likely candidates for cross-
sales. The branch staff has the advan-
tage over every other type of sales effort,
mcludln% glrlec& ma|l 8dvert|3|rbg ﬁnd N
even telemarketlng you are face- to-face
with the customer.

So if you are uncomfortable, reluctant, or
still resisting the sales aspect of your job,
it’s time to get over
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