





























) 1§

i
i

SN _
,,Wm.w (N




.ADVENTURE
AND GEAR

i W W ---f.naturallyoutdoors.com










Creaz(/hg Zhe Trcredible

Every interaction we have with
customers creates a great memory.
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AN EXCEPTIONAL CUSTOMER EXPERIENCE

OUR CUSTOMERS SEE US AS A BEACON OF LIGHT IN AN OTHERWISE DARK
CUSTOMER SERVICE WORLD WHEN WE CREATE AN EXCEPTIONAL CUSTOMER
EXPERIENCE!

Customer Service Towchpords

In order for us to live up to our Customer Value Promise consistently through all of our bank locations, we developed customer
service touchpoints that define how we should look and behave. These are small things that we do during the normal course
of business that please our customers. Some examples include when a Customer Service Specialist puts a dog treat in the drive
through container after noticing a dog in the car; when we pick up a piece of trash in our parking lot on the way out to lunch in
order to keep our image clean and neat; when we greet each and every customer that enters our lobbies to make them feel
welcome and at home. Each of these examples represents small, seemingly insignificant behaviors. When executed
consistently, they can make a huge impact. It not only keeps customers coming back, but inspires them to refer friends and

family members to experience this same level of service excellence.



TELEPHONE AND EMAIL

Telephone and emails are a big part of how we communicate with our customers.
Our voicemail greetings are updated daily so that our customers know that we are
at work and ready to assist them. Customers will use voicemail, but only if we
respond quickly to answer their questions, take care of a transaction, or solve a
problem. Emails have become an increasingly efficient way to communicate with
customers who now have mobile phones with email capability. Many customers
wish to use email to communicate a simple request or ask questions that may not
be time sensitive. Our email standards exist to ensure we deliver a consistent

response time and communicate using the channel that best suites our customers.

CUSTOMER CARE CENTER

Many customers communicate with us several times each week through our
Customer Care Center. We have service touchpoints that guide our Customer
Care Center Agents as they engage customers who enjoy the convenience and
personal touch that the call center delivers. We empower our Agents to go above
and beyond for every caller. They are encouraged to let their true personalities
shine through so a personal connection with our customers can be developed.
Our Customer Care Center Agents help us build our BETTER Brand each and
every day!
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BRANCH LOBBY

The interactions that take place in our branch lobbies should also be consistent
throughout our company, and customer touchpoints guide us and ensure we
continue to improve our brand and grow our bank. Customers are treated in a
courteous, responsive and professional manner when they enter and conduct
business in our lobbies. Whether they stop in for a morning cup of coffee or
need to make a simple deposit, they are always greeted and responded to in an
efficient and friendly manner. No one leaves our lobbies without being thanked
for making us their bank of choice. In fact, we believe in this so much that we
have a customer service guaranty that will pay them $5 if we do not meet any of

the five promises in the guaranty.

DRIVE THRU

Customers that prefer the convenience of banking from their car can also expect
a BETTER experience at our bank. We always greet them quickly in a clear,
friendly and professional voice and use their name. A pen is always available for
them to use or keep, and we never discuss confidential information over our
speaker systems. These small things make the difference, and before they pull

'”

away, we always say “thank you for your business!” Our customer service

guaranty promise also applies to our drive-thru.



EXTERIOR & INTERIOR IMAGE

We only get one chance to make a first impression, and our customers frequently comment on how overwhelmed they are with
the look of our landscaping and our facilities. We want our appearance to be fresh, bright, neat, clean, and up-to-date. Any extras
we provide such as coffee, coin machines, and check writing platforms should always be well stocked and ready for use.

Our customer waiting areas and meeting rooms are also maintained at a high standard.

Our loan offices, personal banker workstations, break rooms, teller lines, and even our storage areas, add to and support the
overall look of our facilities. Regardless of what branch or market, the look is consistent. Workstations are set up with same
supplies and fixtures needed to deliver a unique customer experience. Privacy is maintained through well place directional
speakers and water features that create a warm but private atmosphere. Each associate throughout our company maintains a
neat and tidy workstation as that contributes to the overall look of our bank.
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EVENT IMAGE

We take part in and host many events that celebrate holidays, community events
and spotlight our customers. We believe being active in and giving back to the
community that supports our company is the right thing to do. During these
events, we want to continue to deliver an experience that represents our company
in a manner that we can take pride in and maintains a consistent look and feel.
We often set up booths, tables, banners, provide refreshments and give away great
prizes. The quality of the items we use must meet our brand image at each and

every event in which we participate.

ASSOCIATE DRESS ATTIRE

Our philosophy regarding dress attire has always been to dress for the job you
want, not the job you have. Looking neat, tidy and professional creates a feeling
of confidence within one’s self and that confidence radiates outward. Customers
want to know their bankers are capable to accurately handle their money. They
feel safer when a professionally dressed and well groomed person handles their
finances. We hire associates that know how to dress, but our image descriptions

help to keep us all grounded.

All Service and Image Standards are located in PolicyTech.
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HAVE TEAM MEMBERS SIGN YOUR BOOK AND MAKE IT YOUR OWN.
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