





with  af financial institution in-
creases drasticallv. Nuch like
direct deposit of pavehecks, these
ate somie of the “stickiest” prod-
ucts a bank can offer. In fact, the
morc bills they enroll, the more
Iikely they will remaim vour cus-
tomers. So why not ]L\uag( all
vour products and services with
vour cnxtom(rs to win therr ]0\—
alty and share of wallet?

Rescarch has repeatedly
shown that customers would
prefer to do their banking with
onlv one mstitution, although
this separation of online bank-
ing and card bill pavment has
led customers to get these ser-
vices from more than one bank.
Why not promote online, ACH,
debit and eredit card bill pay-
ment products as one cohesive
cffort to attract and retain cus-
tomers? If vou look into an
average customer’s portfolio of
bills and how thev are paid, vou
will see why a “one-size-fits-all”
strategy may not wo

e (cll )h(mc hills, Internet
SeTVICE ])I()\ld(l’ bills and
monthlv transit tickets: auto-
matic pavment on credit card
thecause of rewards points
accumnulation,

e Utility bulls: avtomatic pav-
ment from a checking account
because many nt]ht\ compa-
nies do not aceept credit cards).

Cable bill: mon Iy pav-
ment by telephone to a credit
card thecause many cable com-
panics  do not have the
mfrastructure for automatic bill
paviments

* \ortgage, water and sewer
bills- online pavment from
checking accounts tmany cus-
tomers want to ensure that

these bills are being paid on
time bl do not want automatic
pavient).

Daily drugstore and super-
market purchases: pd\mcni by
debit card (small evervday items
are usually paid for this way).

F I
\Make it clear to employees and
customers that cach payment
product has unique benefits,
and that the bank is offering va-
ricly and convenience. Instead
of bombarding customers with
direct mail or online messages
for cach mdividual product, use
a cohesive niessage that savs:
“lere are the many wass vou
can pay vour bills with us.
We're ()ff(rmo voua. oice.”

(,mnmumt\ banks are in the

best position to implement this
approach quickly and benefit
from collaboration among the
online banking, credit bill pay-
ment and debit card bill
payment departments because
communily banks usually have
these groups in the same depart-
ment, maintain strong ties with

their customers and can move
faster than larger banks.

A\ word of caution' The win-
dow of opportunity won’t sta
open forever. \Jtmn\\l(lc
banks, which once paid little at-
tention to customers with small
balances, have started to identi-
fv these individuals as
high-valuc patrons. They are
quickly figuring out how they
can create one reward program
for both credit and debit prod-
ucts and how they can integrate
their debit and credit products
into their bill pay portal,

While the big banks are still
working on their strategies,
community banks can strike
while the iron s hot and break
down walls between these prod-
uct silos. This requires a
C()mpan_\'\\idc, l()p—d()\\n strate-
gv. 'The departments can
remain separate if they work to-
gether, but cimplovees should
be instructed to focus on ac-
quiring and relaining customers
for thie bank, not for themsehves.

Set up a task force from the
different areas to create a proto-
tvpe for the integrated offering.
Set milestones. Tmplement a
trial.

Joint goals must supersede de-
partmental ones; cnmiplovee
behavior must change. Most
importantly, senior manage-
ment must buv into the new
plan and stop using the old
wavs of measuring emplovee
performance
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