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Our Strategies

Strategies for cultivating “buy-in”
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P Southern Bancorp

Building communities. Changing lives

Vision * Mission * Core Values

Vision: To provide responsible, responsive and
innovative financial products and financial
development services to people, businesses and
communities across the rural Mid-South with a
particular focus on un/underbanked & low-
wealth people—while developing a sustainable
and scalable CDFI model.

Mission: To create economic opportunity in our target
markets.

Core Values: R.A.I.S.E.




MISSION + MARGIN
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Creating Brand Unity
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Brand Council — Brand Ambassadors
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Audacious Goals

Housing

10,000 people supported in attaining
affordable housing

Entrepreneurship
100,000 jobs supported

Savings
1,000,000 people empowered to save
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Balancing Margin & Mission

Building Our Brand
Southern Institute

* Leadership development (succession planning)
e Brand indoctrination

Performance
Management

e Continuous alignment with our core values &
BHAGs

* Quarterly staff reviews (90 Day Rocks);
Interactive goal setting and self-evaluations

External Branding

* Telling our story - who we are, and what we do
through - customer testimonials

. ygyg)(Margin & Mission) website (launching June




Balancing Margin & Mission

2015 Progress Check —
Re-Survey of Southern Employees

111111111111111111111111111111111111111

Measuring brand progress over past two years.
e Survey questions include various topics:
Southern’s Purpose v’
Southern’s Brand v/
Working at Southern v

Southern Communications\/‘




P Southern Bancorp Building Our Brand

4. How does Southern Bancorp relate to Southern Bancorp Community Partners?

2015 2013

They share the common mission of creating economic

opportunities in rural communities; they work hand-in-hand to 87.8%
accomplish this.

[2013: They share the common purpose of redeveloping

distressed rural communities; they work hand-in-hand to 62.6%
produce these results.]

Profits from Southern Bancorp help fund the work of the
nonprofit Southern Bancorp Community Partners; they work 82% 30.6%
independently of each other.

They share a name only, and a connection to the same holding

company. 04% 0.7%

| don’t know. 3.7% 6.1%




Southern Bancorp

Building communities. Changing lives.
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banksouthern.com
southernpartners.org

southern@banksouthern.com e

facebook.com/southernbancorp 0

@southernbancorp e

vimeo.com/southern o
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