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Meet the Experts

Panelist: Caitlin Drake, Vice 
President of Customer Experience, 
Busey Bank:  
“My role as Director of Customer 

Experience is to make sure that our customers 
have a great experience no matter how they 
connect with us. Our team includes the 
Contact Center, which services all lines of 
business and their customers, as well as the 
retail training and retail bank support teams.”

Panelist: Randy Bresee,  
Vice President of Member 
Experience, Rivermark 
Community Credit Union:  

“My role is to oversee the areas within the 
organization that have direct member contact. 
That includes all the branches, the Member 
Resource Center, the Contact Center, 
Interactive Solutions Department, our Support 
Department, and our outbound calling team. 
Every channel experience that touches the 
member is what we’re looking at, and what 
we’re working to develop and improve.”

Panelist: Karen Serinis, 
Executive Vice President of 
Retail Banking and Corporate 
Marketing, Canandaigua 
National Bank and Trust:  

“We’ve been around since 1887, and have 
had five presidents during that time while 
keeping the same company name. We’re a 
pretty close organization and well known in 
our area. My particular team is associated 
with retail banking.

We have 23 branches in the area. Our call 
center, business banking unit, corporate 
marketing, and PR report into me which 
gives us a good hold over much of the front 
line, and allows us to calibrate how we talk 
to the customer.”

Moderator

Brent Torre 
VP of Product 
TimeTrade

TimeTrade and Future Branches came together to host a webinar on the role of the bank branch 
in developing meaningful relationships with customers. The following experts participated in the 
live discussion that forms the basis of the following report. 
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Challenge Analysis:  
How Consumer Preferences 
are Changing the Game

Brent Torre, VP of Product, 
TimeTrade:  
“To set the stage, we need to 
recognize that we’re living in a 

different era. There’s been a shift in focus from 
buying products, to building relationships. 

The way people buy has changed. We have 
new expectations. We want outcomes. We 
want solutions to problems and not just 
more stuff for the sake of ownership.

Today’s consumers want customization, 
not generalization. This is being 
compounded by the challenge of matching 
the convenience of the on-demand 
economy, where consumers have instant 
access to near infinite options. 

One strategy to do this is to use brick and 
mortar assets to help differentiate your 
brand. To do this effectively, you have to 
start changing your thinking on how you use 
brick and mortar locations.

Organizations that are succeeding are 
developing experiences that engage 
customers in fun and playful ways to help 

them learn about outcomes and what they 
can achieve with their products, rather than 
the products themselves.

You don’t get the same experiences in a 
digital platform that you can in a physical 
branch. For example, I can watch a video 
of a live event, but that’s a very different 
experience than sitting in the front row, 
having a visceral reaction from being there 
in person. This delivers brand loyalty much 
more effectively than a digital experience.

Our studies show that consumers have come 
to want and even expect these experiences. 
In fact, research has shown that 74% of 
consumers say they’re more likely to buy a 
product when they’re engaged in either an 
appointment, event or a class that features 
the product. What’s more, 65% of these 
consumers say that they have a better 
understanding of a product or service as a 
result of those events, which has an impact 
on both customer satisfaction and their 
propensity to return a product. In this way, 
you’re increasing both the sales and the 
stickiness of your products.” 

“Organizations that are 
succeeding are developing 

experiences that engage 
customers in fun and playful 

ways to help them learn 
about outcomes and what 
they can achieve with their 

products, rather than the 
products themselves.”

Brent Torre
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Strategies for 
differentiating your brand

Brent Torre, VP of Product, 
TimeTrade:   
“What is your organization 
doing to differentiate your bank 

from others that are operating in your area?”

Karen Serinis, Executive  
Vice President of Retail Banking 
and Corporate Marketing, 
Canandaigua National  
Bank and Trust:  

“I think what truly sets us apart from other 
banks our size is the quality and 
commitment of our employees.

When setting the stage, we spoke of the 
importance of relationships, and the move 
toward more of a consultative versus 
a transactional interaction in whatever 
channel the customer chooses.

We, as an organization, are committed to 
developing our team to make sure that we 

have the right people in the right seats, 
and that we give them ample support so 
that they can turn around and support our 
customers in the way that we expect.

We have found that the formula works. You 
treat your employees right, and then they 
turn around and treat their customers right. 
I think that’s a pretty simple premise. Not a 
lot of companies get it. We get it.”

Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union:  
“I think that our biggest 

differentiator is our member resource center 
model. We’ve replaced the traditional teller 
counter with personal teller kiosks which 
allows for a better interactive experience on 
the transaction side for our members, 
including on an extended hour basis.”
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Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union: 
“We also work on maintaining a 

physical presence with our member solution 
specialists; they’re available for members to 
interact with personally on those deep, need 
defining, solution providing conversations. 
These conversations are about developing a 
personal relationship. When we’re sitting 
down with those members and delving into 
how we can help them, we’re doing it in a 
private environment. We’re doing it in a 
privacy room that allows us to close doors 
and have those deep conversations.

We find that members love that. We get a 
lot more interactivity from them, we get 
a lot more of their story and what they’re 
going through and the details that allow us 
to better serve them when we consult in a 
private environment like that.”

Caitlin Drake, Vice President  
of Customer Experience,  
Busey Bank:  
“The importance of the 

customer relationship has been a 
cornerstone of Busey throughout our 
150-year history.

How we try to be different from our 
competition is to focus on ‘outsmalling the 
bigs and outbigging the smalls.’

We are a large community bank. We still 
want to preserve the integrity of the 
personal relationship that customers 
have with our brand as part of the process 
going forward. At the same time, we seek 
to provide innovative solutions, especially 
through the online channels that customers 
have come to want in this day and age.

Our continued strategy, and one that we’ve 
seen a lot of success with, has been trying 
to identify the best way to meet customers 
where they’re at and provide a consistent 
experience across all channels. 

Additionally, we’re completely focused 
on customer feedback. We incorporate 
what we hear from customers across all 
channels into how we do business. We’re 
not afraid to make changes based on the 
evolving needs of our customers. We’ve 
come to find quite a few of our clients 
haven’t had that experience before.

Whether they’re joining us through a 
member panel or connecting as an expert 
in one of our customer calls, being able to 
see how their feedback leads to changes in 
our organization keeps them coming back 
for more and encouraging friends and family 
to join them. That organic growth is exactly 
what we’re after.”

“We are a large community 
bank. We still want to 

preserve the integrity of the 
personal relationship that 

customers have with our 
brand as part of the process 

going forward.”

Caitlin Drake
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The evolving role of the 
branch in a “phygital” world 

Brent Torre, VP of Product, 
TimeTrade:   
“What is the role of the branch in 
each of your views? How is that 

affecting your decisions of which locations to 
focus on?”

Karen Serinis, Executive  
Vice President of Retail Banking 
and Corporate Marketing, 
Canandaigua National Bank 
and Trust:  

“I think, personally, our bank is still expanding. 
We have new builds. One is in process right now. 
We have opened two other locations in the last 
two years. The physical branch itself is 
changing in recognition of evolutions around 
the customer relationship, privacy, and the way 
they want to connect to their bank one-on-one.

We have changed the physical location to 
become smaller. Quite honestly, we haven’t 
even put vaults in them in the last couple 

of years, nor do we intend to do that going 
forward. We have gone to a pad design, getting 
rid of the teller line. We have universal tellers in 
these newer offices, two on each pad.

We have four on the floor, but we also have 
offices that give us more privacy if that is 
appropriate. Again, it’s a matter of recognizing 
the consultative versus the transactional. 

I don’t think branches are going away. I think 
people still want to come in for advice. There’s 
a different reason for coming in. We have not 
seen our transactions fall that much, because 
business banking is a big focus for us.

With regards to the branch locations, we 
are not seeing closings. We don’t anticipate 
closings. We do try to anticipate our customer 
needs in planning our remodel jobs or our new 
builds to recognize where we are going as an 
industry.”
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Caitlin Drake, Vice President  
of Customer Experience,  
Busey Bank:  
“We have had a lot of acquisition 

in our markets over the past three years. 
We’ve doubled in size. With that came the 
acquisition of several large in-market branch 
locations. We have done some consolidating 
of branches where it made sense, especially 
where we had locations within five miles of 
each other.

Through that process, we learned a lot from 
our customers, including those that feel 
very attached to a physical brick and mortar 
location, and what can be done to ease 
disruption for them.

What we found is that what customers   
are longing for is a relationship with a person 
they can come to if and when they’re having 
issues with their account, or want advice 
that may not be available other places. 
Understanding this has challenged us to think 
through the long-term implications of a push 
to digitize customer service and reduce staff 
in the branches.

The universal banker model has helped us 
become more lean on staff where we’re able 
to, but still maintain a physical location for 
customers that do want to come in.

We’re also using a universal banker model 
to more effectively tap into staff who might 
be working at a slower location where we 
still wouldn’t want to remove the branch 
location entirely. Instead, we look to 
decide if we have any efficiencies we can 
take advantage of, whether that’s sharing 
customer calls that would come to the 
contact center to those branches, or some 
other way of establishing a dialogue. 

There are several things we look at when 
allocating talent to cover a leaner staff model 
in the branches, while continuing to support 
the experience that customers want. We let 
the customer drive where they want to be, 
but certainly have invested marketing efforts 
in helping to inform them on the options 
they have available, especially in times of 
conversion when we’re purchasing another 
bank, and there’s a lot of call volume going on. 
One of the keys to our success is making sure 
that self-service options are readily available, 
and the customer is still comfortable.”

“There are several 
things we look at when 

allocating talent to cover 
a leaner staff model 

in the branches, while 
continuing to support 

the experience that 
customers want.”

Caitlin Drake
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Investments within branch 
networks put into context

Brent Torre, VP of Product, 
TimeTrade:   
“Can you share background on 
your branch network, along with 

where and how you’re investing?”

Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union: 
“Moving transactions to more 

automated channels is a smart business 
model, but I don’t think you can completely get 
rid of your branches either. I think, as such, the 
role of branches is changing considerably, 
away from a time where they used to be very 
transaction based.

You can tell from the name of the member 
resource model; it is about providing resources 
for our members. We want that to be an 
educational tool, where members can come 
and learn about our digital options that are 
available, developing a broader perspective.

If we take a look at the percentage of 
customers that are visiting our physical 
locations, we can see that’s dwindling because 
all of us in the industry have given so many 
other options to our customers. Folks are busy 
today. They want digital channels, but they also 
want to have a physical place where they can 
come and they can say, ‘Hey, I’ve got an issue 
and I need to have a resolution.’”
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 Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union: 
“In-branch consultations are 

where we want to have that one-to-one 
relationship really stand out.

Part of our resource center model includes 
extended hours. Allowing members to walk in 
during our off-hours and interact with ATMs or 
personal teller kiosks with an individual talking 
to them on the other side of a screen has been 
a big boon for us. 

We’re finding that about 25% of our total 
transactions are now being done outside the 

normal hours of our branch. People aren’t 
rushing in at five o’clock. Flexibility is now 
giving them more options, not only on a digital 
basis but in the Member Resource Center 
model as well.

‘The branch in our hands’ is our mission 
statement. We want to be the recognized 
champion who puts the branch in the 
member’s hands. This has been with us for 
quite some time. The whole idea is to allow 
members to interact with us at times that they 
want to, how they want to.”

Cross-selling and upselling 
across channels with the 
perfect touch

Brent Torre, VP of Product, 
TimeTrade:   
“Cross-selling and upselling is 
obviously a big part of growing 

assets. When you acquire a customer via a 
pure digital channel, what are the tools that 
you use to try to upsell and cross-sell to 
them? Are you using other digital products to 
help do that while they’re engaged in the 
onboarding process, or is it still a manual touch 
and outreach that happens?”

Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union:  
“From our standpoint at 

Rivermark, we’re using automated marketing 
channels to be able to reach out to that 
member. We get a lot of members coming 
onboard from our online availability through 
our website.”

“Folks are busy today.  
They want digital channels, 

but they also want to have a 
physical place where they can 

come and they can say, ‘Hey, 
I’ve got an issue and I need to 

have a resolution.’”

Randy Bresee
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Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union:  
“They open an account online. 

They get more information from us from an 
automated marketing standpoint. More likely, 
they’re going to come and see us and 
physically visit us at the MRC (Member 
Resource Center) for additional education, for 
additional needs, or additional conversations.”

Karen Serinis, Executive  
Vice President of Retail Banking 
and Corporate Marketing, 
Canandaigua National Bank 
and Trust:  

“I would have to agree with that approach as 
well. We find that if in fact, customers are 
opening online, then they’re showing some 
favoritism for that particular channel. We like 
to then reach out to them in that same 
channel. However, in order to continue our 
relationship building and interaction, we do 
also reach out via phone.”

Caitlin Drake, Vice President  
of Customer Experience,  
Busey Bank:  
“We have a similar model at 

Busey which we call a blended approach. What 
we focus on during the first year that a 
customer with us is determining what is the 
magic amount of touches that they need.

We’ve found that while we do automated emails 
and campaigns targeted to specific customers 
that it’s also important to instill a relationship 
with a banker, whether they connected with 
us online or through the branch.

Our onboarding programs look very similar 
regardless of where the customer began with 
us. We allow the customer to let us know the 
right way to customize for them. Some folks 
do not want phone calls in this day and age of 
constant sales calls and would much prefer to 
connect via email or text message.

We can build that into our customer data 
platform to understand the best way to 
reach them and when that would be. We’ve 
had a lot of success with the personalized 
automated email, where it actually appears 
to be coming from our personal banker and 
when the customer responds it goes directly 
to their Inbox. There’s no downtime with 
responses, and this has been a very helpful 
strategy for us.” 
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Applying best-of-the-best 
customer experience 
strategies 

Brent Torre, VP of Product, 
TimeTrade:   
“Is there anything that you’re 
looking to as an example from 

outside the industry as an indicator of great 
customer experience? Is there something that 
you’re looking to adopt moving forward?”

Caitlin Drake, Vice President  
of Customer Experience,  
Busey Bank:  
“I can speak for things that we 

look for at Busey. We like to look across all 
industries and, specifically, we appreciate the 
work done within hospitality by boutique hotel 
firms. We admire their ability to deliver 
unparalleled experiences that customers 
remember for a long time. That’s really 
something that we aspire to do.

As we look down the road, we see a lot of 
opportunity within gamification, and the 
development of ways that we can incentivize 
customers for doing the loyalty behaviors that 
really mean a lot to us here at the bank. We’re 
also looking for ways to use technology to get 
to know customers on a deeper level, which 
would entail improvements within our CRM.

How are we able to deliver that personalized 
experience that feels special for this customer, 
which may look completely different from one 
individual to another? We see technology as 
the bridge to get there, followed by continuing 
to work on the person-to-person relationships 
that our associates are so good at already.

Our friends in hospitality are ones that we look 
at quite a bit to see how we could make that 
work in a bank setting.”
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Karen Serinis, Executive  
Vice President of Retail Banking 
and Corporate Marketing, 
Canandaigua National Bank 
and Trust:   

“I would agree that it’s very important to look 
outside of our industry. Our customers 
certainly are comparing their banking 
experience with other services that they are 
consuming. Our bank is leaning more toward 
the sit, linger, and learn model than others. 

We have looked a lot at Disney. We actually had 
Disney speakers at several of our strategic 
planning meetings where we have our 
senior SVPs and above attend. They create 
engagement, and they go above and beyond. 
They really solidify that relationship. I think 
that’s what we’re all going for.”

Randy Bresee, Vice President of 
Member Experience, Rivermark 
Community Credit Union:  
“It’s very difficult to beat the 

Amazon experience. Those guys are doing an 
amazing job. We’re even finding that there’s a 
rumor in the industry that Amazon’s going to 
be the next big bank, and as we’re researching 
and talking with members and looking outside, 
just at society in general, people have a great 
amount of trust in Amazon.

That helps Amazon to develop however they 
want to go, whether it be branching into 
financial institutions, and so forth. We’ve 
even heard of some surveys that have asked, 
‘Would you join a bank if it was Amazon’s 
bank?’ Many people, especially millennials 
are saying, ‘Absolutely, I would, because I’ve 
already developed a relationship with them.’

How do we do that same thing from our 
standpoint? It has to be a mix of two different 
sides of the coin. You need the Amazon 
experience that is highly digital, that meets 
members where they are, and adjusts to how 
they want to interact.

By the same token, you still need that Starbucks 
piece where people are saying, ‘I would prefer to 
just come in and sit down, have a cup of coffee 
with you and just shoot the breeze with you.’ I 
think there has to be a combination of both. The 
challenge is to find out what’s that best balance 
between these two poles.”

“We’re also looking  
for ways to use 

technology to get 
to know customers 

on a deeper level, 
which would entail 

improvements within 
our CRM.”

Caitlin Drake
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Key Recommendations
What can you work on to ensure that your 
in-branch experience is best-in-class? Here 
are several key recommendations taken 
from the experience of our panelists. 

Customize your outreach based on the 
channels that your customers favor. 

One of the most important aspects of 
customer relationships today is the ability 
to deliver communications and experiences 
that are adapted to the preferences that 
your customers will share as the relationship 
deepens. For example, when you acquire 
a new customer, offering them outreach 
across several touchpoints can help to 
establish the communication methods that 
they favor. Smart brands will recognize the 
opportunity to create the most convenient 
relationship possible, one that is well 
positioned to deepen into loyalty and trust. 

Highlight the importance of the physical 
branch location in building personal, one-
to-one relationships that can carry over 
into omnichannel engagement. 

Our panelists emphasize the utility of the 
physical branch location in serving as a place 
where important issues can be brought to 
resolution in a face-to-face conversation.  
The relationships that are created between 

branch employees don’t have to stay at 
the branch, however. By using personal 
relationships as a means to continue 
conversations online, the relationship 
progress made in one channel can be 
reflected in another. 

Embrace the role of the branch as a center 
for educating customers on what is 
possible within a banking relationship while 
offering convenience on a transactional 
level through multiple digital options. 

The traditional role of the bank branch as 
a location that provides convenience for 
transactions is slowly but surely ceding 
to a plethora of digital options that can 
be accessed virtually any time, any place. 
This creates an opportunity for the role of 
the branch to be redefined as a center for 
educating customers on the possibilities 
available for creating ideal outcomes and 
deepening their banking relationships. When 
asked to name some role models for defining 
a positive customer experience, Starbucks 
and Amazon were both mentioned. The 
ability to linger and enjoy an environment 
that Starbucks offers, paired with the 
support and convenience of Amazon, is the 
gold standard that banks should seek to 
work towards. 
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TimeTrade 

WBR Insights

TimeTrade helps leading brands optimize engagement through all phases of the customer 
relationship. TimeTrade’s intelligent appointment scheduling platform harnesses the power of 
artificial intelligence to improve meeting scheduling strategies through real-time customer 
insights and actions, producing better meetings and higher growth businesses, with TimeTrade 
customers outpacing their peers by nearly 3X. Tens of thousands of businesses – including 
leading global banks, retailers, and software companies – use TimeTrade’s Appointments-
as-a-Service platform to deliver the personalized attention expected by today’s on-demand 
consumers. Learn more at www.TimeTrade.com.

WBR Insights’ team of content specialists, marketers, and advisors believe in the power of 
demand generation with a creative twist. With senior executives from medium-sized businesses 
and Fortune 1,000 companies attending more than 100 WBR events each year, we are uniquely 
positioned to energize your organization’s marketing campaigns with a full array of marketing 
and bespoke content services. Learn more at https://digital.wbresearch.com/


