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Brand Promise

Keynote CEO
1. Create a picture
2. Evoke a response

Evoke a response

Brand Promise

Brand Promise

Wachovia

http://www.wachovia.com
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Brand Promise

“ We are the financial advisor who have our customer’s best interest at heart. ”

Wachovia
--- Wachovia : Mission Statement  ---
We are the kind of people you can have faith in and trust without question to always
have your best interest at heart. The kind of people who take a genuine interest in your
financial well-being. We are not flashy. We are not pushy. We could brag about our
accomplishments. But we don’t. We are quiet strength you can feel. We are unselfish.
We are thoughtful and knowledgeable. You have a sense you can trust us just by hearing
how we talk. We are more than a bank. We create meaningful financial relationships.

Dime Savings Bank

3000
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http://www.dime.com

DIME Brand Promise

“You are worth more at DIME ”

DIME

Executive Vice President

Perceived as filling “ impersonal ” big bank void

impersonal
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Face to Face
DIME

Delivery of Brand Promise

Delivery

Brand Promise

Brand Promise Delivery

Customer Experience Management

“  Delivering a Consistent Customer Experience ”
ATM

TSR
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Delivery of Brand Promise
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Brand Promise Delivery
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CRM

The 6th Annual Best Practices in Retail Financial Services Symposium

General Sessions
Keynote Address ( HSBC USA)
Keynote Address ( Capital One)

Keynote Address ( Firstar )

Aligning Customer Centricity and Profitability ( PNC Bank

Developing a Full Service Retail Financial Services Organization ( KeyCorp )
Putting the Customer at Center for Your Retail Strategy ( Wachovia )
Creating an Effective Online Value Proposition ( Juniper Financial )
Delivering a Consistent Customer Experience ( Hibernia Corp )

Productivity Enablers that Deliver Break-Through Results - Panel -

Track A: Financial Service Marketing

Ensuring Deeper and More Profitable Relationships
Effective Branding Strategies for Financial Services
Personalization e-CRM

Best Practices in Customer Management

New Strategies for eMarketing and eBranding

Track B: Delivery Channel Optimization

Maximizing Alternative Delivery
Redefining Branch Banking
Multi-channel Web Strategy Development - Return to the Basics
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The Future of ATM Distribution
Developing Top Notch Call Center

Track C: Maximizing Intellectual Capital

Developing Your People into a Competitive Weapon

Effectively Developing Every Employee

Performance Measurement and Incentives in Retail Sales and Service
Developing Effective Leadership

Techniques for Ensuring Employee Morale and Motivation

Track D: Emerging Trends and Hot Issues

Fulfilling the Demand for Account Aggregation

The Latest Trends in Small Business Banking

Electric Bill Payment and Presentment and P2P Payments
Incorporating Wireless into Your Retail eCommerce Strategy

Redefining Retail Financial Services with Electronic Signatures
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