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Important Considerations To Small Businesses

Better customer service, a higher quality banker, and a demonstrated
commitment to business banking clients

Most Important Considerations when Adding or Switching Providers — Small Businesses

Better customer service 35%

Higher quality relationship manager 35%
Demonstrated commitment to.. 35%
Better online banking capabilities or.. 34%
More convenient branch locations 32%
More reliable access to credit 29%
More flexible terms and conditions 24%
Ability to consolidate personal and.. 21%
Better reputation in the market/more.. 16%
Industry expertise 15%
Reduction or elimination of.. 12%

Better cash management or..

Source: Greenwich Market Pulse v61
Question: Which of the following would be your top three most important considerations when adding or switching providers?
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I TS,
Important Considerations When Adding Or

Switching Providers

More flexible terms and conditions followed by better customer service and a
higher quality banker

Most Important Considerations when Adding or Switching Providers — Mid-Sized Companies

More flexible terms and conditions 38%
Better customer service 32%

Higher quality relationship manager 32%

Better online banking capabilities or
services
Demonstrated commitment to business
banking clients

28%
26%

More reliable access to credit 25%

Better cash management or operations

: 25%
services

Industry expertise 23%

More convenient branch locations 22%

Better reputation in the market/more stable
financial condition
Reduction or elimination of operational
errors and problems
Ability to consolidate personal and
business accounts into one relationship

14%
12%

2%

Source: Greenwich Market Pulse v61
Question: Which of the following would be your top three most important considerations when adding or switching providers?
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Changed Providers

Close to one-quarter of small businesses moved business and of the companies
that moved, most moved more than 25%

Moved Company’s Banking Business to Another
Provider in Last 12 Months — Small Businesses

NO
7%

Percentage of Company’s Banking Busmess Movedagty

290 29% 2504 Small Businesses 367 2904
7% 7%
0% to lessthan 10%  10% to less than 25% 25% to 50% More than 50%
m September 2014 December 2015
Source: Greenwich Market Pulse v61, v55
Question: Have you actually moved part or all of your company’s banking business from one provider Source: Greenwich Market Pulse v61, v55
to another in the last 12 months? Question: How much of your company’s banking business (products and loans) did you move?
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Changed Providers

One-quarter of mid-sized companies moved all or part of their business to
another provider over the last 12 months

Moved Company’s Banking Business to Another
Provider in Last 12 Months — Mid-Sized Companies

NO
7%

Percentage of Company’s Banking Business Moved —
Mid-Sized Companies 61%
54%

23%
13% 15% 9%

0% to less than 10%  10% to less than 25% 25% to 50% More than 50%
Source: Greenwich Market Pulse v61, v55 u September 2014 December 2015
Question: Have you actually moved part or all of your company’s banking business from one provider Source: Greenwich Market Pulse v61, v55
to another in the last 12 months? Question: How much of your company’s banking business (products and loans) did you move?
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Reasons For Move

Small businesses primarily moved business because they were unsatisfied with
their banker; mid-sized companies moved due to the pricing of loans or banking

products

Primary Reasons for Moving the Company’s Banking Business

Unsatisfied with representative or _ﬂ)‘ Pricing of loans or banking 54%
Relationship Manager 50% products 65%
Service errors 21% Better product capabilities
14% 48%
Desire to consolidate business 21% Unsatisfied with representative or
with fewer providers 21% Relationship Manager
. 14% Desire to consolidate business
Better product capabilities | 61% with fewer providers
Turned down for a loan 140201% Turned down for a loan
Pricing of loans or banking Line of credit was reduced
products 36%
Lack of knowledge of your Location of branch
business 29%
Line of credit was reduced % 14% Service errors
. | 0% Lack of knowledge of your
Location of branch ] 14% business
61%

50% Other

m December 2015 0 August 2014 m December 2015 August 2014

Other Includes: diversification, followed relationship manager, overall
dissatisfaction, expensive product fees

Source: Greenwich Market Pulse v61, v55
Question: What were the primary reasons you moved your company’s banking business to another provider? (Choose up to 3)
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How Banks Help Small Businesses

Banks can provide capital investments, fraud/risk management, and assist with
cash flow issues to provide help to small businesses

How Banks Can Provide Help to Businesses — Small Businesses
Capital investments 28% 15% 8%

Fraud/risk management 27% 21% 3%

Cash flow issues 18% 17% 18%

23% 18%

Saving for retirement

Achieving revenue growth 17% 13% 33%

Cost reductions/cost savings 15% 22% 25%

Competitive

0, 0, (o)
environment/actions of.. D 20 20

Employee benefits and other

0, 0,
health insurance programs 23% 23%

Insurance (property and
casualty coverage and costs)

)
3
>

20%

m 5 - Banks Can Provide Significant Help 4 3 m2 m 1 - Banks Cannot Provide Help

Source: Greenwich Market Pulse v61
Question: Please evaluate each of the following issues on a scale from 1 = Banks Cannot Provide Help to My Business to 5 = Banks Can Provide Significant Help to My Business.
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How Banks Help Mid-Sized Businesses

Mid-sized companies look to banks to provide help with cash flow issues and
fraud/risk management.

How Banks Can Provide Help to Businesses — Mid-Sized Companies

Cash flow issues 37% 18% !

33% 17% 5% &4

Fraud/risk management

30% 18% 12%

Capital investments

Cost reductions/cost

. 25% 26%
savings

Saving for retirement 33% 27%

Achieving revenue growth 26%
Competitive

. . 27%
environment/actions of..

Insurance (property and

34%
casualty coverage and...

Employee benefits and

[0)
other health insurance... B0

m 5 - Banks Can Provide Significant Help

Source: Greenwich Market Pulse v61
Question: Please evaluate each of the following issues on a scale from 1 = Banks Cannot Provide Help to My Business to 5 = Banks Can Provide Significant Help to My Business.
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Cash Management Product Usage

Small businesses and mid-sized companies largely maintained their Cash
Management product usage and approximately one-quarter of mid-sized
companies expanded product usage.

Cash Management Product Purchase Changes Over Reasons for Reduction in Cash Management Product
the Past 6 to 12 Months Purchases Over the Past 6 to 12 Months
65% 649% .
Lower business 249%
volumes/Less need 0
Did not see value _ 44%

Declining bank capabilities 33%

23% Reducing expenses 33%
17% 1
12% 9% Looking at alternatives to 11%
7% bank solutions 0
B |
‘ T w w ‘ Other 11%
Expanded Maintained Reduced Don't Know

m Small Businesses  Mid-Sized Companies ETotal...

Source: Greenwich Market Pulse v61

Question: What reasons best describe your decision to reduce the amount of cash management
products/services purchased from your banking partners over the past 6-12 months? (Select all that
apply)
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Source: Greenwich Market Pulse v61
Question: Has your company expanded, reduced, or maintained the level of cash management
products/services purchased from your banking partners over the past 6-12 months?



Small Businesses Cash Management Usage

Small businesses expanded the use of ACH payments and continued use of
wire transfers, corporate credit/purchasing cards, and merchant services

Use of Cash Management Products and Services Over the Past 6 to 12 Months — Small Businesses

ACH Payments 42% 4% 19%

Remote Deposit (including
mobile deposit)

55%

Wire Transfers 55% 7% 24%

3
S

Fraud Prevention/Positive Pay 33% 7% 4

Corporate Credit/Purchasing
Cards

54% 7% 27%

N
I

Merchant Services 54% 37%

Corporate Sweep Accounts 27% 5% 64%

N
|

Lockbox 80%

International Cash
Management

18% 4% 76%

International Trade

Finance/Supply Chain [ % 88%

m Expanded Maintained Reduced m Did not use

Source: Greenwich Market Pulse v61
Question: Which specific products has your company used and/or adjusted/changed over the past 6-12 months?
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Mid-Sized Companies Cash Management Usage

Mid-sized companies expanded the use of ACH payments, fraud prevention/
positive pay, and corporate credit/purchasing cards.
Use of Cash Management Products and Services Over the Past 6 to 12 Months — Mid-Sized Companies

ACH Payments 71% 20/%

Fraud Prevention/Positive Pay 52% 4% 22%

Corporate Credit/Purchasing

0 9 9
Cards 51% 4% AT

Remote Deposit (including mobile

0 0
deposit) 59% 2 27%

I

Wire Transfers 77% 4% A

Corporate Sweep Accounts 53% 7% 31%

I

Merchant Services 64% 2 25%

International Trade
Finance/Supply Chain

82%

International Cash Management 79%

Lockbox % 30% 66%

N |
|

m Expanded Maintained Reduced m Did not use

Source: Greenwich Market Pulse v61
Question: Which specific products has your company used and/or adjusted/changed over the past 6-12 months?
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Future Use of Cash Management Products

Approximately one-quarter of small and mid-sized companies expect to expand
use of Cash Management products and services over the next 12 months.

Expected Future Use of Cash Management Products Expected Future Use of Cash Management Products
and Services Over the Next 12 Months — Small and Services Over the Next 12 Months — Mid-Sized
Businesses Companies
73%
64%
60%
54%
26%
23% 24%
20%
15%
8% 9%
9 7%
50 6% 0 50
2%
- —
Expand Maintain Reduce Don't Know Expand Maintain Reduce Don't Know
m September 2014 December 2015 m September 2014 December 2015

Source: Greenwich Market Pulse v61, v55
Question: Over the next 12 months, do you anticipate that your company will expand, reduce, or maintain the level of cash management products/services purchased from your banking partners?
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Level of Trust with Banks

Approximately one third of small businesses noted their trust in banks increased
largely due to customer service

Change in Company’s Level of Trust in Banks Over
the Past 6 Months — Small Businesses

76%

INCREASE in Level of Trust — Small Businesses

33% 33%
(0)

25% 5 - Increased

Significantly 0%

4 0%

3 29% 27%
50% 2

=1 - Decreased
Significantly 86%
Media Credit Customer Loan

request service structure,

11% response pricing, or
time terms

' mincrease Decrease
Small Businesses
Source: Greenwich Market Pulse v61 DECREASE in Level of Trust — Small Businesses

*“Net Trust” is calculated by subtracting 1s and 2s from 4s and 5s.
Questions: On a scale from 1 = Decreased Significantly to 5 = Increased Significantly, how has your company’s level of trust in your bank(s) changed over the past six months? Which of the following has
caused your company’s level of trust in your bank to increase or decrease?
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Level of Trust with Banks

Half of mid-sized companies cited their trust in banks increased largely
attributed to credit request response time and customer service

Change in Company’s Level of Trust in Banks Over

the Past 6 Months — Mid-Sized Companies

0
48%
m5 - Increased
Significantly
4
3
2
44%

o1 - Decreased
Significantly

— K00

Mid-Sized Companies

Source: Greenwich Market Pulse v61
*“Net Trust” is calculated by subtracting 1s and 2s from 4s and 5s.

INCREASE in Level of Trust — Mid-Sized Companies

41%

52% 52%
0%
33% 33%
Media Credit Customer
request service
response
time

HIncrease Decrease

0%

Loan

structure,
pricing, or

terms

DECREASE in Level of Trust — Mid-Sized Companies

Questions: On a scale from 1 = Decreased Significantly to 5 = Increased Significantly, how has your company’s level of trust in your bank(s) changed over the past six months? Which of the following has

caused your company’s level of trust in your bank to increase or decrease?

Greenwich Associates
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Important Characteristics of a Banker

Small and mid-sized companies believe prompt follow up is more important than
proactively providing ideas

Important Characteristics of a Banker

i Follow up
bank's processes promptly to 0
and its products 68% requelfts I 68%
make
ndersiandin roacively with
of/experience in -
the industry in 32% to improve my 32%
which my... business'...
Getmy loan —
Know me approved —
personally 68%
Provide regular i
updates on the . . Know other - 14%
market - 29% important people ® Small
environment and in my market 25% Business
32%
send me es
information on... | N

Source: Greenwich Market Pulse v61
Question: Based on the statements below, given the choice between options, which characteristics of a banker are more important to you in your overall banking relationship?
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Social Media Use

LinkedIn and Facebook are used most by small businesses for business. They
are using social media to sell products or services and learn about industry

trends

Frequency of Social Media Use by Outlet —
Small Businesses

LinkedIn

23%

Facebook

Twitter

Blogs

Source: Greenwich Market Pulse v61, v56
Question: How frequently do you use the following social media platforms for business or company
purposes?

Greenwich Associates

Reasons Owners/Executives Use Social Media —
Small Businesses

Sell my company's products
or services

Learn about trends in my
industry

Network with other
executives and entrepreneurs
to develop business contacts

| use social media for non-
business purposes only

Educate myself about
potential banking partners

Find out news about banking
partners

m December 2015 ~

Source: Greenwich Market Pulse v61, v56

|—

47%

I

41%

2%

December 2014

Question: For which of the following purposes do you use social media? (Select all that apply)
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Social Media Use

LinkedIn is most often by mid-sized business executives for business.
Executives primarily use social media to network

Frequency of Social Media Use by Outlet — Reasons Owners/Executives Use Social Media —
Mid-Sized Companies Mid-Sized Companies
Network_with other _ 53%
Linkedl 16% 29% 21% executives and 9
Inkedin O 0 0 entrepreneurs to develop.. 70%
Learn about trends in my _ 35%
industry 43%

Facebook % 9% RIS

Educate myself about - 23%
potential banking partners 18%

Twitter |} 9%49geL%

I |
N
Q
>

Sell my company's products

or services 20%
Blogs 13% Find out news about - 20%
banking partners 18%

| use social media for non- - 20%

Other business purposes only 18%

m December 2015 © December 2014

Source: Greenwich Market Pulse v61, v56
Question: How frequently do you use the following social media platforms for business or company  Source: Greenwich Market Pulse v61, v56
purposes? Question: For which of the following purposes do you use social media? (Select all that apply)
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Social Media Furthers Business Goals

Approximately six out of ten small and mid-sized companies believe social

media furthers business goals

Believe Current Use of Social Media
Furthers Business Goals —
Small Businesses

70%
61%

39%

30%

Yes No

m December 2014 December 2015

Source: Greenwich Market Pulse v61, v56
Question: Do you believe the social media you are using furthers your business goals?

Greenwich Associates

Believe Current Use of Social Media
Furthers Business Goals —
Mid-Sized Companies

58%

53%
47%

42%

Yes No

m December 2014 December 2015

18



Environmentally Responsible Efforts

A majority of small businesses are adopting more environmentally friendly
business practices by saving energy, recycling waste, and using electronic
Versus paper consumption

Small Businesses

Adoption of Environmentally Friendly Business Practices Measures to Reduce Environmental Impact

Energy saving 80%

mYes
No

Waste recycling 80%

Use of electronic

VErsus paper...

Use of renewable
resources

68%

Expect a Return on Investments? Water reduction
50% 50% Sustainability
packaging
Environmentally
friendly product...
Management of
environmental system
Mobility management
(carpooling, car...

Yes No Other
Source: Greenwich Market Pulse v61 Source: Greenwich Market Pulse v61
Questions: Are you adopting more environmentally friendly business practices? Do you expect to see a return Question: Which of the following measures has your company adopted to reduce environmental impact?
on these investments? (Select all that apply)
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Environmentally Responsible Efforts

Eight out of ten mid-sized companies are adopting environmentally friendly
business practices. Most use electronic versus paper consumption and waste
recycling to reduce environmental impact.

Mid-Sized Companies

Adoption of Environmentally Friendly Business Practices Measures to Reduce Environmental Impact

Use of electronic versus.. 84%

Waste recycling

I Energy saving

Water reduction

mYes %

No

Use of renewable..
Expect a Return on Investments?

73% Management of..
Sustainability packaging
Environmentally friendly..

_ Mobility management..

Other

27%

Yes No

Source: Greenwich Market Pulse v61 Source: Greenwich Market Pulse v61
Questions: Are you adopting more environmentally friendly business practices? Do you expect to see a return Question: Which of the following measures has your company

on these investments? adopted to reduce environmental impact? (Select all that apply)
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Community Outreach

Most small and mid-sized companies provide cash contributions to give back to
communities in which the company operates and close to half of mid-sized
company contribute time (e.g. employee volunteering during paid working hours)

Community Outreach Actions

Small Business

Cash contributions (direct
donations, social sponsorship,
matching employee donations)

66%

In-kind (donations of product,
contributions of used office
equipment or furniture, use of

company premises for...

Time (employee volunteering
during paid working hours, etc.)

Other

None of the above

Mid-Sized Companies

Cash contributions (direct
donations, social sponsorship,
matching employee donations)

76%

In-kind (donations of product,
contributions of used office
equipment or furniture, use of

company premises for...

Time (employee volunteering
during paid working hours, etc.)

Other

None of the above

Other includes: donation of used equipment

Source: Greenwich Market Pulse v61

Question: Which are concrete actions towards the communities in which your company operates? (Select all that apply)

Greenwich Associates
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Social Responsibility

A majority of both small and mid-sized companies would choose to do business
with a company that practices social responsibility over one that does not given
equal features

Social Responsibility as a Business Practice Social Responsibility as a Business Practice
Differentiator — Small Businesses Differentiator — Mid-Sized Companies

mYes, given equal

features we would
choose to do
business with a
company that
practices social
responsibility over
one that does not

ONo, given equal
features we would not
choose to do
business with a
company that
practices social
responsibility over
one that does not

Source: Greenwich Market Pulse v61
Question: Given equal features, would you choose to do business with a company that practices socially responsible business practices or investing over one that does not?
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Greenwich Market Pulse

Greenwich Market Pulse is an ongoing research series that addresses the most important and
timely issues facing small ($1mm-$10mm) and mid-sized ($10mm-$500mm) company executives
and their banking relationships. Greenwich Associates’ access to thousands of financial decision-
makers in the United States allows for constant contact with the market. Greenwich Market Pulse
reports deliver the unbiased perspectives of these individuals in concise and actionable charts,
complemented by insights and analysis from Greenwich Associates’ industry experts. Greenwich
Market Pulse studies are conducted four times per year and are often used in tandem with other
annual Greenwich Associates research.

Methodology: 133 companies interviewed in November and December 2015 representing 68 small
businesses and 65 mid-sized companies.

© 2016 Greenwich Associates, LLC. All rights reserved. Javelin Strategy & Research is a division of Greenwich Associates. No portion of these materials
may be copied, reproduced, distributed or transmitted, electronically or otherwise, to external parties or publicly without the permission of Greenwich
Associates, LLC. Greenwich Associates®, Competitive Challenges®, Greenwich Quality Index®, Greenwich ACCESS™, and Greenwich Reports® are
registered marks of Greenwich Associates, LLC. Greenwich Associates may also have rights in certain other marks used in these materials.

GREENWICH ASSOCIATES
6 High Ridge Park

Stamford, CT 06905 USA
Phone: 203.629.1200

Fax: 203.629.1229
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Contact Information

UNITED STATES CANADA JAPAN
i i Greenwich Associates Japan K.K.
Greenwich Associates Greenwu?h Associates Canada 8.6.0.414 Akasakap
6 Hiah Ridae Park 14 Prince Arthur Avenue )
gh Ridg Suite 208 Minato-ku, Tokyo 107-0052
Stamford, CT 06905 . Japan
USA Joronto, Onaro Tel: +813 %475 5212
. Canada M5R 1A9 : . .
Tel: +1 203.625.5038 Tel: +1 416.925.0197
ASIA
Javelin Strategy & Research
4301 Hacienda Drive, Suite 550 1220 She%pa}trd éﬁgllenue East, Greenwich Associates Singapore
Pleasanton, CA 94588 uite _ 137 Amoy Street
USA Toronto, Ontario #03-05 Far East Square
Tel: +1 925.225.9100 Canada M2K 255

Singapore, 049965

Tel: +1 416.493.6111 Tel: +65.6236.0142

EUROPE

Greenwich Associates UK
90 Basinghall Street
1st Floor
London, EC2V 5AY
United Kingdom
Tel: +44.207.726.9400

Email ContactUs@greenwich.com

or visit www.greenwich.com

© 2016 Greenwich Associates, LLC. Javelin Strategy & Research is a division of Greenwich Associates. All rights reserved. No portion of these materials may be copied,
reproduced, distributed or transmitted, electronically or otherwise, to external parties or publicly without the permission of Greenwich Associates, LLC. Greenwich Associates®,

Competitive Challenges®, Greenwich Quality Index®, Greenwich ACCESS™, Greenwich AIM™, and Greenwich Reports® are registered marks of Greenwich Associates,
LLC. Greenwich Associates may also have rights in certain other marks used in these materials.
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