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|. Executive Summary

Many financial institutions find themselves with a growing gap: they
have the tools to serve customers, but struggle to consistently deliver
experiences that build trust and loyalty.

The missing link is often a clear, strategic
approach to customer experience.

Strong customer experience (CX) doesn't happen by accident. It
requires alignment across the organization—from leadership priorities
to frontline behaviors—and a framework that turns feedback into
action. When done well, CX becomes more than a service initiative. It
becomes a lever for growth, retention, and operational efficiency.

Whether your institution is just beginning or refining a mature
program, the goal remains the same: to listen more effectively, act
more intentionally, and create experiences that drive real results.

G ;

This white paper outlines
the key stages of the CX
Journey in financial services,
including:

« Laying the groundwork with
aligned goals, leadership buy-in,
and cultural integration

* Using tools like NPS, Ease of Doing
Business, and CSAT to measure
what matters most

« Capturing customer sentiment
across all channels and
touchpoints

* Identifying the service drivers that
truly impact satisfaction, loyalty,
and the bottom line

« Building a sustainable cycle of
improvement that ties insights to
performance
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Il. Beginning Your CX Journey:
Foundation Elements

Aligning CX Goals with Business Strategy

Too often, CX programs start with a vague ambition—"let’s improve the
customer experience”—but fall short when it comes to defining what that
actually means. A stronger approach ties CX directly to business goals. Are you
trying to grow deposits? Improve retention? Reach younger customers? Your
CX program should help move the needle on those exact priorities.

This alignment isn't just helpful—it's essential. When CXis framed as a
strategic tool rather than a standalone initiative, it's easier to gain buy-

in, secure budget, and demonstrate impact. It also helps focus the work.
Instead of chasing abstract metrics, your team can zero in on the parts of the
experience that actually drive growth.

Leadership Buy-In and Cultural Integration

CX doesn't belong to one team. If it's going to matter, it has to matter at every
level of the organization—starting at the top.

That means leadership needs to do more than nod in approval. They need

to model the behavior, prioritize the metrics, and talk about CX in the same
breath as revenue, compliance, and growth. When executives treat customer
experience as a business imperative, not just a nice-to-have, the rest of the
organization follows suit.

And beyond leadership? Culture. Successful institutions build a culture where
CX is everyone's job—where branch staff, call center reps, and back-office
teams all understand how their actions shape the customer’s experience. That
kind of culture doesn't happen overnight, but it's a powerful advantage when it
takes root.

Building a Framework for Success

With goals and buy-in in place, it's time to lay the groundwork for action. That
means building a CX framework that's structured enough to scale, but flexible
enough to adapt.
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A few essentials:

Choose the right metrics.
Net Promoter Score (NPS),
Customer Satisfaction
(CSAT), and Customer Effort
Score (CES) can each tell
you something different.
The key is knowing what to
ask, when to ask it, and how
to connect the dots.

Keep your data clean

and consistent.

You can’t improve what you
can’t measure accurately.
Feedback needs to be
collected and analyzed
consistently across
channels and locations.

Focus on what

matters most.

Not every piece of
feedback carries equal
weight. Use statistical
modeling to pinpoint

the drivers that actually
shape loyalty—accuracy,
timeliness, professionalism,
knowledge. Then double
down on improving those
areas.

Make it a habit.
CXisn't a one-and-
done project. Build in
a regular cadence of
review, improvement,
and accountability. The
best programs are the
ones that evolve—and
keep evolving—as your
customers and your
business do.
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I1l. Effective Measurement and Action

Measuring customer experience isn't the finish line—it's the start of a more
informed, more responsive way of doing business. For financial institutions,
the real value of measurement comes when customer feedback leads to
meaningful change. That's where tools like Net Promoter Score (NPS), Ease of
Doing Business, and Customer Satisfaction (CSAT) come in—and where CSP

plays a critical role in making sure the insights don't get lost in translation.

Customer Perception Measurement The Omni-Channel Approach

NPS, Ease of Doing Business, and CSAT remain three of Today's customers don't think in terms of channels—
the most effective ways to understand how customers they just want their experience to be seamless. Whether
feel about your institution and their most recent they're visiting a branch, using a mobile app, calling a
interactions. But just collecting scores isn't enough. support line, or navigating a loan application online, they

expect the same level of service, clarity, and care.
That's where CSP makes the difference. Their platform

goes beyond basic survey tools by helping banks: That's why understanding customer experience across

[l touchpoints i ( tional. If feedback i (
« Tie feedback to specific experiences, teams, and att touchpolnts 15 no fonger optiona eedbacicis only

channels collected in one or two places, it creates blind spots—

. Analyze open-ended comments for themes and missed opportunities to fix what's broken or reinforce

what's working.

sentiment

+ Break down scores by customer type, region, or An effective CX strategy takes a holistic approach.
service line It recognizes that each interaction contributes to a

* Correlate results with business outcomes customer’s overall perception—and that consistency

In short, CSP turns raw data into insight—and then matters. A glitchy mobile experience can outweigh a

helps translate that insight into action. CSP's expertise friendly branch visit. A helpful call center interaction can

ensures that when a score drops, banks don't just react win back a frustrated digital user.

emotionally. They investigate why, identify patterns, and The key is to ensure feedback mechanisms are:

prioritize the right fixes. And when scores go up, they use
« Integrated across channels so no part of the

that momentum to reinforce what's working across the .
customer journey goes unmeasured

organization.
» Adapted to the context—what works in-branch

might not work online, and vice versa

« Consistent enough to allow for meaningful
comparisons, but flexible enough to reflect how
customers actually engage
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Feedback can come in many forms—surveys, sentiment tracking, real-time prompts, follow-ups after

service interactions. What matters most is that the data paints a complete picture.

When banks can see how experiences vary across touchpoints, they can better pinpoint gaps, align
service standards, and improve the overall journey. Omni-channel insight isn't just about collecting more
data—it's about creating a more complete, more actionable understanding of the customer experience.

IV. Driving Improvement Through Key Drivers

Once feedback is collected and organized, the next challenge is knowing what to act on. In most
financial institutions, hundreds—sometimes thousands—of comments and scores pour in each month.
But not all feedback carries the same weight. Some service attributes have a bigger impact on overall
satisfaction and loyalty than others. That's where key driver analysis becomes essential—and where CSP
helps banks cut through the noise.

Understanding Your Unique Drivers

Every institution has its own mix of customers, services, and challenges. That means the factors that drive
customer satisfaction can vary. But across the industry, a few themes tend to rise to the top: accuracy,
efficiency, professionalism, and associate knowledge.

CSP uses statistical modeling to help banks
identify which of these elements matter most to
their customers. Rather than chasing every issue
raised in a comment, CSP’s analysis zeroes in on
the service attributes most strongly tied to NPS,
CSAT, or overall experience. The result: banks
can focus their time and resources where they'll
have the biggest impact.

This kind of insight turns anecdotal feedback
into strategic direction. It helps leadership teams
prioritize improvements, and it gives frontline

managers clear areas to coach and train around.
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The Cycle of CX Success
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Strong CX programs don't stop at measurement—they use feedback to create a consistent cycle of

improvement. Here's how that process typically unfolds:

1. Collect and analyze customer
feedback

Data comes in from across the
organization—in-branch, online, via

call centers—and is analyzed for trends,

gaps, and key drivers.

2. Share insights with leaders
and staff

CSP helps translate the findings
into plain-language reports that
are easy for every level of the
organization to act on—from the
C-suite to the frontline.

3. Train to the data

Banks use these insights to coach
employees, reinforce service behaviors
that matter, and tailor training to areas
of weakness.

4. Incentivize performance

CX data isn't just for coaching—it's also
a tool for recognizing high performers
and aligning bonuses or internal
recognition with the behaviors that
drive loyalty.

5. Implement targeted
improvements

Whether it's reducing wait times,
improving product knowledge, or
addressing follow-up issues, the focus
is always on making real, noticeable
improvements for customers.

6. Track results and repeat

Improvements feed back into the
measurement process, creating
a feedback loop that allows for
continuous refinement.

They don't just hand off a dashboard—they help banks build a rhythm around customer feedback: one

that connects the dots between insights, employee behavior, and business outcomes.
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V. Implementation Roadmap and Conclusion

Customer experience improvement doesn’t happen all at once—it's a process. For financial institutions, the path to CX

maturity is not about perfection, but about progress: building on a strong foundation, measuring what matters, acting

on insights, and adapting over time. The most successful organizations understand this as a long-term commitment

with both immediate and lasting benefits

Quick Wins vs. Long-Term
Strategy

For institutions just beginning their CX journey, there
are often a few high-impact opportunities hiding in
plain sight. These “quick wins” might include:

« Addressing a recurring point of friction in digital
onboarding

« Improving response time for call center
inquiries

« Standardizing follow-up procedures after key
transactions

These early improvements help build internal
momentum. They show teams that feedback isn't just
collected—it's used. And that small changes can have a
real impact on satisfaction and loyalty.

But while quick wins are valuable, sustainable success
comes from a longer-term strategy. That means:

+ Setting clear CX goals and revisiting them
regularly

 Embedding feedback into employee training
and development

« Creating systems that evolve with customer
expectations and operational changes

Over time, this strategic approach to CX helps banks
become more agile, more trusted, and more in tune
with the people they serve.

Competitive Advantages of CX
Excellence

In a competitive landscape where products and pricing
often look similar, customer experience is one of the
few true differentiators. Institutions that consistently
deliver better experiences earn more than higher
satisfaction scores—they earn deeper relationships,
stronger loyalty, and greater lifetime value.

CX maturity also brings operational benefits. It leads to:

* More efficient service delivery
« Reduced churn and fewer service recoveries

+ Greater alignment between frontline staff and
leadership goals

+ Better use of technology and resources
* More products per household
* Increase in deposit growth

Ultimately, a thoughtful approach to CX isn't just good
for customers—it's good for business.
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Appendix
Key Driver Analysis Methodology

Key Driver Analysis (KDA) is a statistical method used to determine which specific service attributes have
the greatest influence on overall customer satisfaction and loyalty. While all feedback is valuable, not every
interaction or comment equally impacts how a customer perceives the institution. KDA helps isolate the
factors that matter most—allowing banks to prioritize improvements that deliver the highest return.

The process typically involves:
« Collecting structured customer feedback using standardized survey tools such as CSAT and
NPS, often accompanied by open-ended comments

» Analyzing correlations between satisfaction scores and specific service elements (e.g., wait time,
staff professionalism, problem resolution)

« Using regression models or importance weighting to determine which attributes are statistically
linked to overall satisfaction or likelihood to recommend

By identifying these “key drivers,” financial institutions can:

* Focus training and coaching efforts on high-impact behaviors
+ Allocate resources more effectively

« Track whether targeted improvements result in better customer outcomes

CSP uses key driver analysis to help institutions make data-informed decisions that are both precise and
practical—bridging the gap between feedback and frontline action.
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Case Studies of Successful CX Maturity

Georgia Banking Company (GBC)

Georgia Banking Company, headquartered in Atlanta,
has made customer experience a strategic pillar of its
growth. As part of its mission to become the “Bank

of Choice” in its markets, GBC partnered with CSP to
implement a CX program that aligned closely with its
business objectives. By setting clear service standards
and tying them directly to employee training and
accountability, GBC created a culture where customer
experience was everyone's responsibility—from frontline
staff to senior leadership.

GEORGIA
BANKING
COMPANY

GBC

TruStone Financial

TruStone Financial, a $5.3 billion credit union serving
members across Minnesota and Wisconsin, began
working with CSP in 2009 to bring member feedback to
the center of its strategy. The credit union’s leadership
recognized that long-term growth would depend on
building meaningful relationships with members—

and that meant deeply understanding their needs,
frustrations, and expectations.

wr
TRUSTONE
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The impact has been remarkable. Over the course of the
partnership:

» Demand deposits increased by 315%
» Total assets grew by 225%
- Employee engagement with service standards led

to improved customer loyalty and operational
consistency

GBC's results underscore the power of integrating CX
into the broader business strategy—and treating it not
as a standalone project, but as a driver of growth and
reputation.

With CSP’s support, TruStone created a closed-loop
feedback program that enabled continuous learning and
improvement across its 23 branches. Insights from CX
data were used to:

« Coach staff on service behaviors tied to member
satisfaction

» Inform leadership decisions about processes,
staffing, and communication

» Track improvements over time with measurable
gains in satisfaction, loyalty, and growth

Over more than a decade, TruStone has built a culture
of listening—one that has helped fuel strong financial
performance and enduring member trust.
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United Community Bank (UCB)

United Community Bank, one of the nation’s top 100
financial institutions, has partnered with CSP for over

20 years to support its commitment to best-in-class
customer service across the southeastern U.S. Through
a comprehensive Voice of the Customer (VoC) program,
UCB has built a consistent service culture that has scaled

with the bank’s rapid growth and acquisitions.

After acquiring Reliant Bank in 2022 to expand into
western and central Tennessee, UCB encountered a
decline in satisfaction among new customers—driven

by brand transitions, staffing disruptions, and lingering
uncertainty from multiple prior acquisitions. UCB
responded quickly, working with CSP to gather focused
feedback and conduct an overall satisfaction survey.
Leadership held strategy sessions, implemented targeted
training, and empowered teams to focus on the key

drivers of service excellence.

L United
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The results were immediate and significant:

» Ab5xincrease in NPS across the newly acquired
markets from January 2023 to January 2024
» Loyalty metric gains of up to 12 basis points

e Asustained upward trend in CX scores across the
organization

UCB's story illustrates how a clear customer-first culture,
paired with timely data and team empowerment, can
guide successful expansion—even in complex and
fast-changing environments. As Keri Wise, SVP of

Retail, noted, “Our Tennessee leadership is doing an
extraordinary job in actively engaging, training, and
empowering our team members to fully grasp their
pivotal role in supporting customers financially and

upholding our reputation as the ‘bank that service built.”
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