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LETTER
     FROM THE EDITOR   

It is starting to look fun again! After years of hearing of pain and 
sorrow from so many bank executives, the tide seems to have turned—
bank executives are optimistic again and deciding to take advantage of 
opportunities for breakthrough results.

That’s good news as long as we’ve learned from the challenging times so 
we don’t ever blame the economy again. 

We know the economy will tank again—that is for certain. It is our job 
as bank executives to protect our banks from bad economies…that is 
what extraordinary bankers do. 

So this edition is focused on helping you look at what matters—the 
fundamentals that should be non-negotiables.

Does your strategic plan have strategies? Does it allow for a performance breakthrough that is sustainable?  
Will it keep you out of trouble? 

If your plan isn’t solid on those, it’s not the right plan. Let’s face it, most are nothing more than a list of goals 
disguised as a strategic plan—and just barely disguised at that. 

We’re also giving you marketing distinctions that your competitors do not want you to have.  It begs the 
question you may have been avoiding: Does your marketing department lose money, or does it create a massive 
ROI while lowering risks? Most do the former, but that won’t be the case after you read this issue and get your 
marketing strategy down cold. 

While there are many things you will want to do to maximize what is left of 2013, it’s most important to get 
your systems down so that no matter what comes your way, you have the strongest customers with the least risk 
and get the most profitability from those relationships, with each of them being an evangelist about the great 
value you add.

If you have that, nothing can rock your boat or steal your mojo. So this edition is about getting your mojo back 
and keeping it.  

To your mojo!

Roxanne Emmerich
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ROXANNE EMMERICH: I’d like to 
get an idea of what you’ve done to make 
this amazing transformation happen at 
Landmark National Bank. Executive 
teams can change a lot under a process 
like this, so let’s start there. Give me a 
sense of how you’ve been developing your 
executive team.

PAT ALEXANDER: In the past, we 
kind of let each branch do its own thing. 
Each branch manager was in charge of 
his or her own branch. We found that 
branch managers who came from a 
retail background had their branch focus 
on retail activities, and efforts on the 
commercial banking side were usually 
not very strong.  On the other hand, 
branches managed by managers that 
had commercial lending and banking 

experience were strong on the commercial 
activities, but sales and service on the 
retail banking side were weak.  Results 
were often hit and miss, rarely consistent. 
Now we’ve reorganized to ensure that 
both the retail and commercial associates 
within each branch 
are managed by 
leadership that is 
focused on their 
respective lines of 
business. People are 
more focused on 
getting results, and 
a big part of making 
that work has 
been opening up the human side of the 
management equation instead of just the  
technical side.

RE: So tell me how that’s impacted 
the people reporting to the managers. 
How are they being managed  
differently today?

PA: First of all, we have higher 
expectations, and those expectations are 
being continuously communicated to our 
associates. Results are being measured 
and monitored on a daily, weekly, and 
quarterly basis. Performance and results 
are being discussed quarterly.  Due to 
this shift toward objective measurement 
and constant communication and 
coaching regarding expectations and 
results, the people being measured don’t 
see their managers as simply supervisors, 
they see them as colleagues that are 
working with them to help them succeed. 
That makes it easier to get buy in at  
every level.

RE: Tell me about some of the results 
you’ve had and the things you’ve done to 
get those results.

PA: Several years ago we put a strong 
focus on customer service, but the 
only thing we were measuring at that 
time to gauge our success was account 
growth. Now we’ve put systems in 
place to track every new customer we 
talk to. We measure two things: cross-
sales ratio and number of products 
sold. We’ve established targets for each 
of those, as well as optimum goals. 
Additionally, we’re still tracking total 
accounts, and we’ve added core deposit  
growth tracking.

RE: And what kind of progress have 
you made since you’ve been tracking  
core deposits?

PA: We had core deposit growth in 
2012 of 9 percent, 
and this year it’s 
continuing to grow 
from there.

RE: You’re really 
get t ing t rac t ion 
there, that’s great. 
Now tell me a little 
bit about how the 

customers might be experiencing you 
differently as a result of the things you’ve 
been doing. When they come in and say, 
“Wow, the bank is really different,” what 

BANK SPOTLIGHT   LANDMARK NATIONAL BANK

How to Create a Massive 
Breakthrough: A Conversation 
With Pat Alexander
Roxanne Emmerich recently sat down with Pat 
Alexander, Chairman and CEO of Landmark National 
Bank in Manhattan, Kansas, to learn the secrets 
of Landmark’s recent surge from solid bank to the 
Winner’s Circle.

 
“Four years ago we had negative 
account number growth, but the 
last year we had new account 
growth of approximately 700 
accounts. Customer reaction in 
surveys has been much more 
enthusiastic.”
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kinds of things are you hearing that most 
excite you?

PA: I’d have to say that one good 
measure is what I don’t hear. Four years 
ago I would probably get two or three 
calls a month complaining about service 
levels. Now I’d say it’s down to about one 
call per year. On top of that, four years 
ago we had negative account number 
growth, but the last year we had new 
account growth of approximately 700 
accounts. We are on track to have that 
same level of growth this year. Customer 
reaction in surveys has been much more 
enthusiastic. Customers comment that 
we know their names. They can feel that 
we care about them—that we go out of 
our way to take care of them. Our service 
levels are now outstanding. 

RE: That’s wonderful. There’s the driver 
for your success right there. Of course 
there’s always the next dream. Give me 
a sense of what matters most to you in  
the future. What do you want to 
accomplish next?

PA: I think it’s imperative that we 
continue to grow our core deposits. It 
doesn’t seem as important today when 
money is plentiful and deposits are 
growing. But the time will come when 
core deposits are hard to come by again. 
I have always thought that if you could 
have every customer contact person be an 
extremely effective salesperson, you could 
really turbo-charge core deposit growth. 
There are just so many opportunities 
to sell if you get all of your front line 
engaging your customers and working to 
actively meet their needs. We have made 
tremendous strides there, but we need to 
continue to get better.

We also have to continue to get better 
at recruiting quality commercial 
relationships. Again, we’ve made 
tremendous strides in the last year and a 
half, but we’ve just scratched the surface 
of what needs to be done to really execute 
that effort to its full potential.

Over the last two years, as we introduced 
the Hoopla Team®, we pushed more 
responsibility down to our middle 
management team because the senior 
management team had its hands full.  

The additional responsibilities and 
expectations have really caused our 
middle management team to blossom 
and shine as they’ve taken on those 
responsibilities. The continued 
development and growth of our middle 
management is going to be critical to our 
long-term success.

Finally—and this goes along with 
recruitment of significant relationships—
we’re continuing to 
deemphasize the idea 
of competing based 
on price. Instead, 
we’re developing those 
relationships so we 
can justify and obtain 
premium pricing. We’ve 
made a lot of progress on 
that, but we’ve still got 
a ways to go before we 
reach our full potential 
in that area.

RE: That’s always true, 
isn’t it? There’s always 
the next level, and thank goodness for 
that. It keeps you growing and reaching.

PA: Absolutely. There’s always room 
for improvement. For example, our 
net interest margin hasn’t moved a lot, 
but on the other hand, in the last few 
years we’ve purposely culled some loans 
out. When you’re at a 60 percent loan-
to-deposit ratio, it’s difficult to have a 
high interest margin, but that ratio will 
go up significantly as we develop more  
quality loans.

RE: Now here’s a fun question for you. 
When I was at an event recently, there 
were a lot of people from your bank 
saying, “We love Pat!” Obviously you’re 
a popular guy in the bank, which is not 
always the case. It’s often the case that 
people are gunning for the person at the 
top, blaming everything on something 
the CEO said or maybe didn’t say 
going way back. The enthusiasm I hear 
from your troops is epic. So tell me, 
what do you do as a leader to keep your  
team engaged?

PA: I would say it’s a combination of 
a few things. I am always honest with 
them, for one. I tell them the way it is, 

even if they don’t like hearing it, and 
they know that. I also let them do their 
jobs and try to be a minimal interference 
unless I see something going awry. I also 
try to be fair. I have always said within 
the bank that I don’t care if you are 
right or wrong, as long as your motives 
are pure and focused on what is in the 
best interest of the bank. Finally, they 
don’t work for me—we work together. 
If we keep the focus on the best interest 

of the bank and are 
always honest with each 
other, it’s hard to go too  
far wrong.

When I started here, 
we were about a $70 
million bank, so I wore 
every hat. As we grew, 
I knew that we needed 
help, so I recruited good 
people and let them 
do their job. I’ve found 
that people love an 
opportunity to succeed.

RE: That’s a great way to put it. I couldn’t 
agree more. I know you captured 17 
significant relationships in a very short 
period of time and booked a good chunk 
of new commercial loans this year. What 
is it your people are doing now that 
helped them turn that trend around?

PA: We are just much more focused than 
we were a few years ago. We’ve had a 
big emphasis on getting out of that old 
familiar box, so we’ve decided not to just 
keep calling on our same old buddies. 
We’ve done the research to find the 
customers we wanted to go after, then 
we reached out to them with mailings 
and calling efforts to turn that outreach 
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Continued on page 8...
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“The additional 
responsibilities and 
expectations have really 
caused our middle 
management team to 
blossom and shine as 
they’ve taken on those 
responsibilities. The 
continued development 
and growth of our middle 
management is going to  
be critical to our  
long-term success.”



We recently closed a $5.4 million loan with 
a great company one hour away from our 

nearest branch,  at 150 basis points  more than any 
of the hundred or so competitors between us and 
them would have offered it at.  At no time in all of the 
discussions did the issue of price come up.  When 
the principals closed the loan in my office, they  
remarked that our way of doing business was 

nothing like they had ever experienced before.   It 
showed skeptics of the Profit-Rich Sales™ process that 
you can  get premium pricing even in a cutthroat 
competitive environment.

—R. Bastian | President 
Blackhawk Bank

Since working with you, we’ve grown 
from $238 million to $368 million…a 54% 

increase, net income grew from $2.1 million to $4.1 
million…a 95% increase, and earning assets grew 
from $213 million to $332 million—a 55% increase. 
Net interest margin increased from 3.90 to 4.32, 
and we’re operating with 1.25% or  less past dues.    

        We did this without growing staff.
 —G. Majors | President and CEO 
  Hardin County Bank

95% Increase in Net Income

After 26 Years, Found a System That Works

After 26 years in banking and working at 4 other banks 
that ‘claimed’ to have given me effective sales & marketing 
training, I have finally found a system that will work and that 
I can use effectively.

—T. Free | Senior Vice President 
Gateway State Bank

Doubled in Size and Profits!
Our bank was a lazy underperformer until we discovered the Thank 
God It’s Monday!® process. Since our kick off, we’ve doubled in 
size and profits in just a few short years! The most important 
transformation though is that our people now expect to have a ball 
and to create success for themselves and the bank. 

—A. McDonnell Jr. | President and CEO  
Citizens National Bank

11% Per Year Growth

In the last six years of working with you, we’ve grown from $264 
to $555 million—an annual compounded growth rate of 11%, 
revenue grew from $12.2 million to $25 million, and our employee 
engagement index is strong. Our Net Promoter Score is 9.04. The 
annual strategic plans have really helped us stay focused. The key 
initiatives and key indicators we developed to measure our progress 
are extremely valuable to our senior management team.

—P. Tieskoetter | President and CEO 
Eastwood Bank

Net Interest Margin Up 52 Basis Points!

We grew 21 percent while decreasing FTEs by 11 percent and 
raising net interest margin 52 basis points since working with 
you. 100 percent of our new loan customers are referrals 
from current customers or centers of influence.  Our top 100  
customers are sending business our way, and we’re not really 
having to work hard to get new business. And our lenders don’t 
even try or ask to meet the pricing of the competition. They 
know they’re worth more. A few years ago, they wouldn’t have 
believed they were worth the extra money. 

—K. Miller | President and CEO 
The Farmers Bank

Increased ROA to 2.23 and Net Interest Margin Over 6

We increased our ROA to 2.23 and net  
interest margin over 6. The culture change 

has transformed our bank. Our Chief Financial  
Officer, who heads our Hoopla Team®, now thinks 
the sky is the limit.   Everybody who goes to the 
Profit-Growth Banking™ event comes back  
saying, ‘This changed the way I think in my  

                personal life, too.’ 

—K. Beckemeyer | President and CEO 
Legence Bank

Earnings Grew $1.9 Million

The first year using this system allowed us to grow our 
commercial portfolio by 30%!  And, it gets better.  Using this 
system, we  increased earnings from $4.1 million last year 
to $6 million this year—even with a half-million dollars of 
expense for opening new offices.

—J. Marcuccilli | Chief Executive Officer 
STAR Financial

Community Banking Chairman Recommends
Are you working with The Emmerich Group yet? If you’re not, 
you should be. 

—K. Burgess | Chairman 
FirstCapital Bank of Texas 

Chairman of the ABA Community Bankers Council

Want to Get Results Like These? Call (952) 820-0360 Today.

Premium Pricing Even in a Cutthroat Environment

Register Today at www.EmmerichFinancial.com/bc  

THE QUARTERLY GATHERING FOR THE NATION’S TOP 5% COMMUNITY BANKERS



Want to Get Results Like These? Call (952) 820-0360 Today. Register Today at www.EmmerichFinancial.com/bc  

THE QUARTERLY GATHERING FOR THE NATION’S TOP 5% COMMUNITY BANKERS

COMBINE YOUR TEAM WITH OUR PROVEN SYSTEM AND

PUT FUN AND PROFIT BACK INTO BANKING
SEPTEMBER 19-20, 2013
Chicago, Illinois

Profit-Growth Banking™ Summit hits the Windy City

For two days, the nation’s top community bankers will 
descend on Chicago to learn the key systems that drive 
profitable growth.

Join Roxanne Emmerich and the nation’s top 
community bankers at the Profit Growth Banking Summit in 
Chicago, September 19th and 20th. 
 
Explore how to transform your bank into a powerhouse— 
attract the best A+ quality credits in your market, get them at  
premium pricing, and have them recruit their friends and family  
to your bank. 
 
Discover the link between top-level performance 
and bank culture—and see and hear how to go back  
to your bank and start making changes that impact  
the bottom line right away. 
 
Be with the CEO’s and leaders of the best banks 
in the nation—network, learn best practices, get  
recharged and excited about the possibilities for  
your bank.

“I’ve attended Profit- Growth 
Banking™ THREE times, sent 
ALL my managers, and in the 
last year since we’ve been 
implementing what we learned, 
we’ve experienced more 
growth than in the previous five 
years combined! The growth of 
deposits and loans can only be 
described as a miracle and profits 
are up 44%! “

—P. Steele, President and CEO, 
First Volunteer Bank

See and Hear How to Increase Your Net Interest Margin,  
Attract the Best, Most Profitable Customers, and  
Transform Your Bank’s Culture THIS Year!

Register today at:
www.EmmerichFinancial.com/bc
or Call (952) 820-0360
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into new accounts and relationships. 
We’re more focused on providing value 
to customers. Just today we had a 
meeting about how we can deliver to our 
customers valuable information about 
managing and creating cash flows. Most 
commercial customers want to have a 
better understanding about what they 
can do to positively impact cash flow.  
Therefore, we are looking to position 
ourselves as a valuable source of expert 
help in that area. We are focused on 
getting out and promoting the bank, 
providing evidence of value, and asking 
for the business. 

RE: So what would you 
say are the changes you 
are most proud of?

PA: The first thing 
that stands out is the 
celebrations we have with our associates. 
We do an annual bank-wide celebration 
now, as well a quarterly regional 
celebration. It brings all of our employees 
together. When we get 200 people in the 
room, they come to understand the depth 
and breadth of the bank they are a part of. 
It provides an opportunity for meeting 
all of the people they interact with on the 
phone across the state. We have provided 
good programs that bring them current 
on what we’ve accomplished together 
and also recognize our top performers. 
The impact of that is wonderful and very 
powerful when they see that people are 
recognized for a job well done.

The second thing is the Hoopla Team®, 
which I mentioned earlier. This is 
essentially a group of middle managers 
and associates who are completely 
dedicated to promoting and furthering 
the efforts and values of the bank. This 
group provides us the nucleus of a grass 
roots effort on promoting bank values 
and standards.

Both of these efforts involve recognition 
and development of your people, and 
that translates into much better customer 
service and focus on the customer. 
That includes a willingness to ask for 
additional business. This emphasis 
and training started taking some of 
the fear out of being sales-oriented and 
removed the negative connotation of 

being a salesperson. They’re not selling, 
they’re meeting customer needs. It’s a  
different mindset.

Finally, I’d say it has eliminated the 
complaints I’ve heard over the years 
that we’re not spending enough on 
marketing. We are providing better 
service, obtaining more new customers, 
and achieving higher profitability by 
focusing our resources on efforts that 
make a difference to our customers and 
our associates.

RE: I’m glad you mentioned that!  
That’s a common 
problem everywhere. 

PA: They looked at 
me like I’d lost my 
mind when I said we 
were eliminating the 

marketing budget and spending it on the 
efforts described above. They said, “Oh 
my God, that’ll never work.” But we’ve 
had better growth and better results 
than we ever had when we spent all that 
money on mass media marketing.

RE: It’s just great to hear you say that, 
and here’s why: Every CEO thinks 
there’s some kind of magic juju going 
on in marketing. They think, “Well I 
didn’t go to school for marketing, so they 
must know something I don’t know.” 
So they keeping pouring money into 
ads in the paper and radio spots and 
keep accepting excuses for why there’s 
no result. They don’t realize that they 
CAN require a marketing department to 
prove an ROI from what they are doing. 
Of course the marketing department 
has no idea how to do that. The whole 
thing can be kind of healing, because at 
some level everybody kind of knows this 
but thinks there’s some magic they just 
don’t understand—magic that means 
marketing doesn’t have to prove its worth 
in precisely the same way everyone else 
does. I’m always glad when someone has 
broken through that.

PA: We’ll never be able to spend enough 
money on a mass media marketing 
campaign to do any good. We were just 
throwing rocks in the ocean.

RE: You are certainly not alone. There’s 
a level of frustration out there among 

leaders who don’t know how to stop the 
people who act like they know what they 
are doing but get little if any result.

PA: We’ve gotten so much more bang for 
the buck by focusing on our people and 
on direct sales and service efforts than we 
ever got from media marketing. 

RE: Any final thoughts you’d like to 
leave us with?

PA: I’d just say that you need your people 
to carry the flag. One person or executive 
can’t do it. When your people are doing 
the right things, the customer gets taken 
care of, and they tell other customers,  
that starts a lot of good things happening. 
This whole process has caused a lot of 
introspection for us, especially in the 
commercial area, about who we are, 
what we are trying to accomplish, and 
how we provide value. We have more 
confidence now about how we add value 
than we had 4 or 5 years ago. At first it 
was frankly a bit like dragging everyone 
through the knothole. But once we were 
able to give our associates ownership of 
the process and the outcome, it became 
much smoother. As we have experienced 
success in these efforts the momentum 
continues to build, our associates take 
increased ownership, and the results 
continue to improve.

RE: Pat, I sure appreciate you taking 
the time to talk with me today! It’s been 
great watching this transformation, and 
I know you’re on the cusp of even greater 
breakthroughs in the coming months 
and years.

PA: It’s been my pleasure Roxanne, 
thank you.

BANK SPOTLIGHT   LANDMARK BANK ...Continued from page 5
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“This group provides 
us the nucleus of a 
grass roots effort on 
promoting bank values 
and standards.”



Call (952) 820-0360 to schedule your demo 
of Thank God Its Monday! University™

Have you seen the 2013 Gallup State of 
the American Workplace Report? It’s 
one of the clearest reports yet on the 
vital importance of having an engaged 
workplace culture. Among the findings 
were these shocking numbers: 

Employees who are disengaged: 70%  

Employees who are engaged: 30% 

Of the 70 percent of American employees 
who are disengaged, 20 percent are 
described as “actively disengaged”—they 
essentially hate their jobs. This leaves 

fewer than one in three employees to 
push the rope uphill with very little help 
from the rest. That’s a slow train wreck for 
American business—and an incredibly 
expensive one.

Here’s why. When Gallup researchers 
studied the differences in performance 
between work units with different levels 
of engagement, they found that those 
scoring in the top half on employee 
engagement nearly doubled their odds of 
on-the-job success compared with those 
in the bottom half. Doubled!

This seems like good news for the folks 
on the upper end—until you consider 
the impact of all that dead weight down 
below. Comparing top-quartile and 
bottom-quartile units in engagement, you 
find a difference of:

22% in profitability 
37% in absenteeism 
65 % in turnover 
48% safety incidents, and  
41% in quality defects

STUDY SHOWS 70% OF YOUR EMPLOYEES 
ARE “CHECKED-OUT” AT WORK

Continued on page 16...

By Roxanne Emmerich
(and it’s costing you!)

Can a bank grow 
if its people don’t?
“Give me 60 minutes and I’ll show you how to turn your 
culture around in a day and get breakthrough profit growth 
in as little as 90 days.”
All you need to do is start…by scheduling a brief, informative demo of Thank God 
It’s Monday! University™—Our new online culture, marketing and sales transfor-
mation program for small banks that are ready to grow. 
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A good hire is a thing of beauty. When the person fits both the job and the culture 
like a hand in a glove, great things happen.

But a bad hire…well if you’ve been there, I don’t have to tell you. Just in case you 
haven’t, let me assure you that one bad hire can drag a good company down like an 
anchor, taking engagement, productivity, and profits along with it.

Here are the top ten hiring mistakes that have put many a good company on the 
bottom of the sea:

1. Hiring for skill fit instead of  
 culture fit

The idea that something might be more 
important in hiring than assessing the 
skills needed to do the job strikes many 
people as bonkers. But while it may 
be counterintuitive, it’s also true. You 
can teach skills, but you can’t change 
someone’s personality. And if you bring 
someone into your workplace with a 
destructive, dysfunctional personality, 
your culture can come crashing down.  
 

2. Not looking outside of their industry

While it’s nice to bring someone in 
who already has 100 percent of the 
knowledge for the job, you could also 

be bringing someone in with stale ideas 
from well inside the box. Bringing 
in someone coachable from outside 
your industry can bring a whole new, 
creative, fresh outlook.

3. Using personality tests instead  
 of emotional intelligence tests

Personality tests are a self-evaluation 
and not proven to be a predictor 
of success in the job. Emotional 
intelligence tests get to the root of 
how people make decisions. They are 
much harder to manipulate and have 
a proven track record of predictive 
success and reliability studies to support  
their results.

4. Settling quickly for  
 “good enough”

Hiring almost always takes place under 
the gun. It’s easy to end up making a 

decision based on the need to quickly 
fill a position, and many companies end 
up settling for someone “good enough,” 
just to get the seat filled. But a mis-
hire can cost you time and money, and 
comes with a substantial opportunity 
cost.  Avoiding this trap is much more 
important than doing it quickly.

5. Asking only traditional  
 questions, not behavioral questions

The answers to traditional interview 
questions have been rehearsed ad 
nauseam. They know what the right 
answers are, so these questions fill 
up time without really giving a good 
indicator of future success. Behavioral 
interview questions identify examples 
of how an individual has performed in 
the past and are a much better indicator 
of future success.

6. Ignoring your gut…or relying  
 solely on it

When it comes to your gut feelings 
about an interviewee, there are two 
mistakes—making it your only 
measure, or ignoring it completely. The 
gut has a role to play, but it’s more of 
a check on other techniques. If your 
gut is telling you that you have the best 
candidate and the other parts of your 

10
hiring mistakes?

by Wanda Ladd

Thank God It’s Monday! 
University™, a new online 
transformation tool, teaches you 
how to improve your culture and 
hire to match culture. For a demo,  
call (952)820-0360.

Are you
making

these
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month by month for the first year, how 
can they tell you whether they are a 
good fit? This defined outline will give 
candidates a clear understanding of 
what the position entails. If the scope 
and outcome based results defined 
scares your applicant, you have your 
answer. That saves a bunch of time, now 
doesn’t it?

9. Hiring for years of experience  
 instead of results

Does the person really have 25 years, 
or is it one year of 
experience repeated 
25 times? Look at 
accomplishments—
not years.

10. Improper   
     onboarding

Fumble the onboarding process, and 
even a brilliant hire can go south really 
fast. Be sure to engage them in your 

process support that—go with it. And 
if your gut from the beginning tells you 
someone is not going to be a fit, and all 
the other parts in your process are not 
fully contradicting that—then listen  
to it.

7.  Not checking references

You can learn a lot from reference 
checks beyond the content. Listen to 
someone’s tone, and pay attention to 
what they are not willing to answer as 
much as what they are.

8. Not defining  
 the position  
 before the  
 hiring process

If you have not laid 
out the purpose 
of the job to 
applicants, what the critical drivers 
are, what the tasks are, and where their 
training and critical drivers should be 

Just in case you haven’t, 
let me assure you that 
one bad hire can drag a 

good company down like an 
anchor, taking engagement, 
productivity, and profits  
along with it.

culture, provide them a warm welcome, 
get them started on meaningful work 
as soon as possible, and normalize the 
pace, energy, and high expectations you 
have from day one. Make sure to test 
for understanding and, if they can’t pass 
the testing, invite them off the team 
quickly. No person can do a job they 
cannot understand. 

Mistakes happen. Given all the 
variables, you can’t expect perfection 
in your hiring process. But if you can 
avoid these ten whoppers, your odds of 
hiring well and for the long term will go 
up dramatically. 

Wanda is a Senior Client Success Coach 
at The Emmerich Group with 15 years of 
high-level HR experience in the financial 
services, pharmaceutical and manufacturing 
industries. You can contact her at:  
Wanda@EmmerichGroup.com

Don’t Even Think About 
An Acquisition Until 
You Take This 5-Minute Test
Take the free High-Performance Team-Readiness Analysis Assessment™ and 
find out how prepared you are for the challenges of an acquisition

You’ll get…
 
Our Bank Executive High-Performance Predictability Test…a 5-minute discovery tool to help define the areas you need to 
focus on for the best results… once you’ve signed up, you’ll betaken directly to the test.

Our Latest Breakthrough Banking High-Performance Guide outlining strategies and tactics you can put in 
place to increase cross-sales, raise net interest margin and guide your team to a shift towards a high-performance culture.

The Bank Builders Strategy Series. Eight weekly one-hour strategy sessions, where you bring together specific teams to 
focus on a profitable initiative… all designed to improve your bank in the areas that matter most.

EmmerichFinancial.com/high-performance-preparedness

1 

2

3 
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Out of the Penalty Box: Life After 
Regulatory Enforcement Actions

So after thinking, “This could never happen to us,” followed by a few years 
in the penalty box, your CAMELS are back to a 2 overall rating, your capital 
has been raised to a satisfactory level, you’ve made any necessary board, 
management, and operational changes, and your regulatory enforcement action 
has been lifted by the agencies. Like the prisoner being released after time in 
the “pen”, you have a new suit, $100 in cash, and you’re standing outside the 
gates experiencing freedom for the first time in a while. A sadder bank, perhaps, 
but certainly wiser.

Congratulations! Now what?

Many institutions thought the sky 
had fallen and their world was on the 
brink of ending when they ran into 
the buzz saw of regulatory problems, 
whether caused by their own mistakes, 
the economy, their market, or some 
combination of all of the foregoing. 
In some sense, it is true. It seems a 
self-fulfilling prophecy when you’re 
suddenly thrust into the limelight of 
having a public enforcement action 
and dealing with regulatory, customer, 
shareholder, and general reputation 
issues that accompany such actions, 
along with the natural consequences 
and fallout like increased funding 
costs, decreased liquidity, increased 
regulatory assessments, reduced and 
more expensive lines of credit, increased 
professional fees, increased FDIC 
premiums, board stress, D&O liability 
concerns, borrower and depositor issues, 
need for capital, vulture competitors, 
reduced earning assets from shrinking 
the balance sheet to improve ratios, and 
the plethora of other standard issues 
and challenges that come with being a 
“troubled institution.” The challenges 
seem insurmountable and the deck 
clearly stacked against the likelihood 
that the bank will ever emerge from  
the nightmare.

But then it happens, because the bank 
and its management and board buckled 
down and did what needed to be done 
to right the ship. You’re a survivor.

So what’s next?

The good news part of surviving 
regulatory enforcement actions is that, 
for most survivors, the organization 
emerges as a virtually new institution 
with heightened regulatory familiarity, 
enhanced market, regulatory and 
investor credibility, tightened standards 
and risk management, appropriate 
risk identification processes and 
management, sufficient capital for 
the known risks, and a board and 
management that is a known quantity 
to regulators and the market with new 
credibility and the ability to take on 
new challenges, including potential 
expansion opportunities. The fact of 
the matter is that if those elements 
were not true and needed changes not 
implemented, the organization would 
still be languishing in the penalty box. 
It’s as simple as that.

While all of this takes time and patience 
(after all, it likely took as long for the 
problems to arise as it did for them to 
be fixed), and while the day after the 
action is lifted is probably not the day 
to announce a new acquisition, the 
“survivor” is well-positioned to take a 
leading role in moving forward to do 
the kind of things that are consistent 
with being a healthy institution capable 
of taking on additional new and 
positive challenges including safe and  
sound growth. 

There is a light at the end of the 
tunnel for institutions that have run 
the gauntlet and survived the intense 
scrutiny and pressures that come with 
being subject to regulatory enforcement 
actions. Not all emerge unscathed, 
but those that do emerge from the 
penalty box come out as better overall 
organizations that are better able to 
identify and avoid problems, that have 
strong systems in place to identify and 
mitigate risk, and that have important 
regulatory, shareholder, customer and 
market credibility to get back to the 
business of banking. They may well 
be approached by the very regulators 
that once had them in the grip of 
an enforcement action to help out 
with a neighboring institution that is 
experiencing difficulties of its own.

And management and the board 
should take a moment to congratulate 
themselves for a job well done, thank 
constituencies for their patience and 
support, and then move forward, 
keeping in mind the mistakes of the 
past in order to avoid repeating them. 

These materials may not be reproduced, in 
whole or in part, without the prior written 
consent of the author and acknowledgement 
of its source and copyright. The materials 
are intended to inform about legal matters of 
current interest and are not intended as legal 
advice. You should not act on the information 
contained herein without the advice of 

professional legal counsel.

Jeffery Smith is a partner at 
Vorys, Sater, Seymour and Pease 
LLP in Columbus, Ohio.  
He can be reached at:  
jesmith@vorys.com

By Jeffery E. Smith



BANK CULTURE HIGH ROI MARKETING AND BREAKTHROUGH SALES SYSTEMS

Can your answer to this 
one simple question 
predict your bank’s 
financial performance?
I’ve personally worked with hundreds of banks, and 
I’ve spoken to audiences that now total in the tens of 
thousands. Along the way I’ve learned the subtle little 
clues—the “tells”—that let you know exactly where 
a bank is headed…

          p the ladder to the Top 5 percent…

…or on a no-growth/slow-growth/
decline trajectory that makes everyone 
on the team very concerned about the 
future—their future.

One of those “tells” is how the front 
line lenders answer this one simple 
question: “What’s your rate?”

You see, there are two paths. One path 
leads a bank into the commodity trap, 
where low price is the name of the 
game and profits are very hard to find. 
On this path, you get customers—but 
the kind that are here today and gone 
tomorrow when the bank down the 
street beats your (already too low) rate.

The other answer leads the bank to 
the best, most qualified A+ credits. 
People who value a real, trusting 
relationship with their bank. People 
who will bring all of their business…
and many of their friends too!

I’ve uncovered the hidden 
combination of bank culture, High 
ROI marketing, and breakthrough 
sales systems that allow you to find 
those A+ Credits…and get them at 
premium pricing.

I’ll share that “hidden combination” 
with a gathering of the top community 
banks in the country on September 
19th and 20th in Chicago— 
the Profit-Growth Banking™ Summit.

If your lenders answer the “What’s 
your rate?” question by giving the 
rate…if you’re not growing as quickly 
as you’d like…if you believe there’s 
a better, more profitable, more 
fun way to be a banker in the 21st 
century, then you owe it to yourself 
to gather 4 movers and shakers from 
your team and join me in Chicago.  
Register at EmmerichFinancial.com/eb

U

Roxanne Emmerich
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Dates and locations subject to change

Register today by calling (952) 820-0360 or visiting www.EmmerichFinancial.com

If You Could Invest Just Two Days and  
Radically Jump-Start Profitable Growth... 

Would You?

Event Date Details Who

Sept. 17-18, 2013
Chicago, IL

You will walk out of this session 
with a template of actionable 
ideas, key initiatives, and 
implementation plans that will 
make the impossible possible.

For groups up to 7 
people—your senior 
executive team 
and candidates for 
promotion to an 
executive position to 
develop their strategic 
thinking.

Sept. 19-20, 2013
Chicago, IL

Discover the profit-rich secrets 
of how to transform your 
workplace into a Thank God 
It’s Monday!® environment, 
develop a full pipeline of high-
potential leads with almost no 
marketing budget, and shift 
your people from order takers to 
business developers. 

CEOs, presidents, man-
agers, and top “movers 
and shakers”

Want to know the secret 
of banks who have ROAs 
over 2...? They essentially 
send everyone on their 
team to this seminar over 
time. That’s how they got 
there.

November 13, 2013
Minneapolis, MN

Stop giving away margins and 
fees to get the sale and to go 
after and win the big elephants.  
This program will give you the 
tools and templates to turn 
even the most analytical lender 
into a top-performing business 
attractor.

Insurance agents, 
commercial lenders, trust 
officers, private bankers, 
sales managers and any 
person who sells high 
ticket items with heavy 
competition

November 14, 2013
Minneapolis, MN

Discover the day-to-day 
approaches of sales managers 
who create outstanding growth. 
Unlock the secrets of how to 
coach high performers and 
under performers, measure the 
RIGHT things, and know the 47 
high-impact functions of a top-
performing sales manager. 

Presidents, sales 
managers, executive 
vice presidents, and 
those who support the 
complex sales process.

Formerly Sales and  
Marketing Management 

Boot Camp™

Member Clients Only

Member Clients Only

Public Event

Member Clients Only



 www.ExtraordinaryBanker.com | Extraordinary Banker | 15

Let’s be frank: Most banks get no real value from their 
strategic planning process—just a list of unimaginative 
goals with none of the revolutionary thought needed 
to transform results, and very little hope of even getting 
beyond the book on the shelf.

If that sounds familiar, don’t be embarrassed. You’re 
certainly not alone. Having talked with thousands of bank 
executives over the last few years—including many who 
are running high-performing banks—I can’t tell you how 
often I’ve heard the strategic planning process described 
as “something we have to do” instead of what it should 
be: something that they know will quickly transform their 
results to a much higher level. 

That approach is like joining a weight loss program that allows 
only one food—doughnuts. You can eat fewer of them, but don’t 
expect to lose any weight.

Strategic planning only moves from “have to” to “get to” when it 
becomes rapid fire, when people are willing to walk through walls 
together to make it happen, and when it powerfully inspires them 
to believe that great things will actually happen as a result.

So, what are the 7 tragic errors banks make in strategic planning?

1) The plan is a list of goals

Increase core deposits by $30 million. Hire two new lenders. Open a 
new branch in Podunk. Install a new CRM. Those might be critical 
numbers or key initiatives—but they are NOT strategies. And 
they may not even be the right critical drivers or initiatives. 

So what was the point again? Oh yes…strategic planning. I’ve 
reviewed hundreds of banks’ strategic plans over the last few years, 
and I can tell you that 98 percent of them have not a single strategy 
in them. 

How can you feel good about creating a strategic plan with goals 
but no strategies? It’s like entering your prize geraniums in a dog 
show. They might sit and stay, but they ain’t gonna roll over.

Goals are NOT strategies. And without the 
strategies that optimize and unify your approach, 
quite frankly, those goals have a weak chance of 
happening at all. 

The sad part is that most of the banks that have 
these strategic plans without strategies hired a 
strategic planner to help them facilitate their 
strategic planning session!

There is nothing new under the sun. There 
are only about 140 strategies available. The 
real work is to figure out which ones are for 
you, then choose which ones get deployed 
and in what ways. 

Now that’s going to be some of the most 
powerful and important work you will 
EVER do. 

2) The plan is not focused on your next 
most profitable customers

The plan is not built around the 
psychographics of the few most profitable 
niche markets, and it’s not designed to 
optimize results from the get-go because 
the strategies, key metrics, and key results 
are all generic.

You don’t want generic. You want focused. 
If you haven’t tightly defined your 
key markets—and most banks, even 
when they try, fail to understand what 
psychographics really are and how tight 
these niches need to be—you have a house 
built on sand. 

It’s not that you won’t be busy putting 
your unfocused plan into action. But 
what has it done to shift the key needles 
focused on safety, growth, and profits? 
Usually nothing. But boy, aren’t we all  
working hard? 

If this one isn’t solved, you will have very 
tired people going nowhere fast. 

3) The plan does not inspire improved 
performance

Think about it. If you go to the troops and 
say, “Hey, we want a 1.25 ROA this year,” 
are the cheers deafening? Probably not. 

Do your values inspire, or do you have 
tired, unenlightened values like “integrity, 
hard work, and blah blah?” 

Continued on page 19...

There are only about 140 
strategies available. The 

real work is to figure out 
which ones are for you, 

then choose which ones 
get deployed and in 

what ways. 

7Ways to Guarantee 
Your Strategic Plan 
Will Fail And How 
To Avoid Them

By Roxanne Emmerich

If You Could Invest Just Two Days and  
Radically Jump-Start Profitable Growth... 

Would You?
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These numbers tell a clear story—the 
epidemic of disengagement translates 
directly to your P&L. Research by 
professional services powerhouse Towers 
Watson draws a direct line to your  
bottom line: 

Average annual change in income 
for companies with highly-engaged 
workforce: +19.2%

Average change for companies with low 
engagement scores: -32.7%

It doesn’t get much clearer than that. 
And a study by the Corporate Leadership 
Council connects the dots on speed 
of growth, turnover, and performance 
improvement:

Increase in speed of profit growth rate for 
companies with engaged employees: 3X

Potential reduction of turnover for highly-
engaged organizations: 87%

Potential improvement in overall 
performance: 20%

And an IES/Work Foundation Report  
put it in straightforward dollars and cents:

Increase in annual profits per employee 
for every 10 percent improvement in 
engagement: $2,400

That’s $2,400 per employee. If your 
company employs 100 people, and you 
bring engagement up just 10 percent 
overall, you stand to net an average 
of nearly a quarter million dollars in 
additional profit each year.

The closer you look, the more urgent 
the need for employee engagement gets. 
Drill down to the level of the individual 
employee and you begin to see how 
engagement lifts every key metric, from 
customer service scores to safety to 
turnover, while disengagement drops the 
same metrics like a stone. 

According to other recent Gallup studies:

Variance in customer service scores due to 
employee engagement: 45-50%

Engaged employees who think they can positively affect customer service: 3 in 4

Disengaged employees who think so: 1 in 4

Greater likelihood that a disengaged employee will leave a job: 85%

Higher turnover in companies with large numbers of disengaged employees: 51%

Higher average occurrence of safety-related incidents among the disengaged: 5X

Higher average cost per safety incident for the disengaged: 6X

The drag created by those who aren’t engaged has a profound impact on those 
who are engaged, making it hard for them to stay productive. Childish and self-
consumed behaviors that resemble “adult day care”—whining, complaining, 
commiserating—have become all too common. All of these replace work, of 
course, because they don’t go on at the same time as productive work. It’s one or 
the other.

You shouldn’t be surprised to hear that managers spend an average of 37 percent 
of their workday dealing with poor performers and bad behaviors. Imagine how 
much would be available for raises and bonuses if that hole in the bottom of the 
bucket wasn’t creating the need for layoffs, payroll freezes and travel freezes.

Executives are saying they’ve never had a tougher time finding 
good people to fill the slots that make their companies run. 
And once they do, if the disengagement and dysfunction is 
allowed to run wild in their workplace cultures, how long do 
you think it will be before those good people leave—or far 
worse, become disengaged and stay?

The solution is not a mystery. Culture is the leading predictor 
of growth and profitability, bar none. The best current 
research conclusively shows that investing in a positive, 
dynamic, engaged workplace culture provides a greater ROI 
and a more powerful impact on the bottom line than any 
other investment you can make. Nothing makes the needles 
jump faster or higher, and nothing else has the staying power 
of a genuine culture transformation.

If your workplace is anywhere near the average of 70 percent disengagement, 
there’s just one question you must ask: How long can we really afford to wait to 
transform our culture and engage your people?

Not sure how to fix your culture? We’ve been working for the 
last six months to develop an easy to follow, accessible online 
transformation program called Thank God It’s Monday! 
University™ (TGIM U). It’s designed to teach you how to fix 
the workplace culture issues that we know have a rapid and 
profound impact on bottom-line results.

If you’d like to schedule a brief, informative demo to see if it might be a fit for 
your bank, call (952) 820-0360.

...continued from page 9

If your company 
employs 100 
people, and you 
bring engagement 
up just 10 percent 
overall, you stand 
to net an average 
of nearly a quarter 
million dollars in 
additional profit 
each year.



The Permission To Be Extraordinary 
Class Of August 2013

The August 2013 Permission to be Extraordinary class:

Announcing: 

Chick Baltuskonis, Executive Vice President, Community West Bank
André Barnard, Managing Director, Bank Gaborone
Mary Black, Cooperation Manager, Peoples Bank
Scott Bradley, Chief Executive Officer, United Prairie Bank
Brad Bullock, President of Midland Market, FirstCapital Bank of Texas
Colleen DeBruin, Vice President of Learning and Development, MetaBank
Lori Drummond, Chief Executive Officer and President, Olympia Federal Savings and Loan
Allison Field, Regional Vice President Commercial Lending, The Provident Bank
Lonnie Heckmaster, Chief Executive Officer, Hometown Bank
Larry Higgins, Vice President of New Business Development, The Hardin County Bank
Mike Johnson, Senior Vice President, First Volunteer Bank
Ron Jones, Executive Vice President, First Volunteer Bank
Thomas Kalb, Chief Financial Officer, First Federal Community Bank
Chris Koop, President of Amarillo Market, FirstCapital Bank of Texas
Barb Koopman, Senior Vice President, MetaBank
Anne Lapointe, Vice President and Chief Talent Officer, The Provident Bank
David Mansfield, Chief Executive Officer, The Provident Bank
Sean McCulloch, Community Banking Manager, Community West Bank
Barb McTucker, Vice President, Farmers State Bank
Bradley Murtiff, Vice President & Regional Executive, First Federal Community Bank
Tony Pena, Market President, FirstCapital Bank of Texas
Mike Phlaum, Senior Vice President Community Banking, Community West Bank
Robert Reaves, Executive Vice President, Hometown Bank
Steven Rosso, Executive Vice President and Chief Credit Officer, Community West Bank
Debi Scott, Senior Vice President and IT Director, Community West Bank
Terryl Spiker, Co-President, First National Bank of Syracuse
Tim Taylor, Chief Credit Officer, KS Bank
Kathy Thorson, Market President, MetaBank
Teddy Tucker, Executive Vice President, First Volunteer Bank
Jill Wagner, Vice President, Peoples Bank
Tom Wayne, Chief Financial Officer, Bank of Oak Ridge
Chuck Withee, President, The Provident Bank

To be selected for The Permission To Be Extraordinary Leadership Development Program, 
candidates are nominated by their peers. Each candidate is either a current bank executive or 
has been identified as someone with the potential to become one.

The program takes place over two days. Many attendees have commented that the seminar 
was the best two days of their lives! Those who are succeeding are playing a different game. 
Mindset drives results. To accomplish better results, you MUST change your mindset. This 
program is about rewiring your brain to radically improve your results.

Join me in congratulating the 2013 Permission To Be Extraordinary Class.

Roxanne Emmerich
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hat is bigger than the fiscal crisis ever 
was? The trust crisis, and organizations 
are slow to realize the bottom line 
implications. From massive fraud in 
business to scandals in politics and 
athletics, the headlines point to a 
persistent problem of modern life and 
business—we’re lacking in trust. 

Trust is becoming an elusive asset. A 
recent Gallup poll shows that America’s 
confidence in nearly every major societal 
institution is declining. Pull out any 
newspaper and you’ll see countless 
examples of how trust is violated 
every day. Collectively, Americans no 
longer trust major corporations, banks, 
government, the media, public schools, 
nor organized religion. Doing business—
especially banking—in this suspicious 
climate is extraordinarily difficult, and 
the degree to which people trust you and 
your bank is quite literally the difference 
between success and failure. 

If you think trust is  just a “soft skill,” 
consider the impact of Tiger Woods’ 
behavior off the golf course, which lost 
him millions of dollars in just a matter of 
weeks. One breach of trust at Penn State 
University could cost them $1 billion 
over the next decade. Trust impacts the 
bottom line.

Trust is consistently delivering what is 
promised. It cannot be built overnight. 
It requires time, effort, diligence, and 
character. Trust is like a forest—a long 
time to grow, but easily burned down 
with any touch of carelessness. With 
diligence, effort, time, and character 
you can dig a deep level of trust. Take a 
brief look at history and you’ll see that 
the unique commonality of the most 
successful leaders and organizations of all 
time is trust.

My graduate research proved that trust 
affects the bottom line and impact of 
an organization more than anything. 
It also revealed eight unique traits that 
were common to the most trusted leaders 
and organizations. I call these traits 
pillars because they hold up the greatest 
advantage of all time, something we have 
come to call the Trust Edge.

• Clarity: People trust the clear and 
mistrust the ambiguous.

• Compassion: People put faith in those 
who care beyond themselves.

• Character: People notice those who 
do what is right over what is easy.

• Competency: People have confidence 
in those who stay fresh, relevant,  
and capable.

• Commitment: People believe in those 
who stand through adversity.

• Connection: People want to follow, 
buy from, and be around friends.

• Contribution: People immediately 
respond to results.

• Consistency: People love to see the 
little things done consistently. 

All of these pillars are the core to being 
a trusted individual or organization. 
Without consistency these pillars do not 
matter. Let’s take clarity for example. Your 
bank can have a very clear effective vision 
and mission, but if you’re not sharing it 
at least every 30 days consistently then 
your team does not know it. It is the 
same with commitment. You can make a 
promise to lose 50 pounds in five months, 
but if you are not consistently following 
an eating plan and exercising, by the end 
of five months, your results won’t be what  
you hoped. 

If you want to be effective in these 8 pillars, 
try the 90-Day Quick Plan (90DQP). 
It gives an actionable framework that 
provides clarity, and leads to tangible 
results. Pick one or two things in your 
life or bank, then ask and answer four 
questions. It should only take 1 hour and 
should be performed every 90 days. 

Question 1: Where are we? If you don’t 
know where you are today, you can’t 
know where you would like to be in the 
future. In 20 minutes you should be 
able to identify strengths, weaknesses, 
opportunities and threats quickly. 

Question 2: Where are we going? Where 
would you like to be in 90 days? Would 

you like to be back to your high school 
weight, double sales or reach 100 more 
customers? Make it clear and quantifiable. 

Question 3: Why are we going? If the why 
is strong enough, the plan does not need 
to be perfect. If a building is burning and 
my kid is in it, I don’t need to know every 
detail—I’m going in because the why is so 
strong. If your why is strong enough, then 
you or your team will stay passionate, 
motivated and focused. 

Question 4: How are we going to get there? 
Why? I was doing consulting for a health 
care executives group. After the day of 
training and consulting, they decided the 
issue they needed to address most urgently 
was clarity. They discussed what they 
would do to be clearer. The first answer 
was: “We will communicate more.” I 
wondered what they meant. So I asked, 
how? They kept coming up with answers 
that had no specific actions tied to them. 
To get to the place you need to be, you 
must keep asking how? until your team or 
yourself commit to taking specific actions. 
If people don’t ask how? until they will do 
something different today or tomorrow, 
it doesn’t matter. Keep asking HOW? 
until you are absolutely specific about an 
action item you or your team will start 
implementing today or tomorrow. 

A lack of trust really is your biggest 
expense. To enjoy the trust edge in your life 
or organization you must be consistent 
in each pillar. You might start with 
the Clarity Pillar by doing the 90 Day  
Quick Plan. 

Every time trust increases just a little 
bit, so does output, morale, retention, 
productivity, innovation, loyalty, and 
revenue. When trust goes down, costs and 
time to get anything done go down while 
skepticism and attrition go up. By earning 
the trust edge, people and organizations 
will gain a significant advantage that 
extends far beyond the bottom line—
even in a crisis!

David Horsager, MA, CSP, is an 
award-winning speaker, bestselling author, 
producer, and business strategist who has 
researched and spoken on the bottom-
line impact of trust across four continents. 
He is the author of The Trust Edge:  
How Top Leaders Gain Faster Results, 
Deeper Relationships, and a Stronger 
Bottom Line (Free Press, 2012). Listen 
to Roxanne interview David on the 
next Chat with the Experts™. Go to  
www.EmmerichFinancial.com/Horsager.

The Trust Crisis: How will your bank can stay strong amidst chaos

By David Horsager
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If your values are like the values of any 
other bank, you’re in big trouble. Nobody 
is going to get them, and they sure aren’t 
going to live by them.

If your Big Hairy Audacious Goal doesn’t 
scare the heck out of them, even as it 
inspires greatness and a deep desire to get 
moving—well then, what’s the point? 

If your key 
numbers aren’t 
the right key 
numbers and 
they aren’t the 
right stretch, 
that’s not going 
to work either. 

Look—if you 
don’t read your  

one-page strategic plan at the end and get 
goose bumps, you messed up. You missed 
the mark of what the plan is all about. 

Without inspiration, nothing great happens. 

Put yourself in the shoes of a front line 
employee or a middle manager. How 
excited would you be with your company’s 
plan if it has tired values and a list of goals 
with no strategies to make them happen?

4) The plan fails to bond the  
executive team

Most executive teams aren’t operating 
as teams. They are a group at best, or a 
fractured team with divergent interests 
and a fair amount of built-up resentments.

Two directions are most common in the 
strategic planning process:

First is “share and shut down.” Folks share a 
few opinions. When people don’t jump up 
and applaud their ideas, resentment starts 
to build, and they begin to shut down. 
They hear an idea they don’t understand or 
don’t embrace, but they hold their tongues 
and don’t feel fully heard. In the end, they 
walk out of the planning session with 
chips on their shoulders and no intention 
to make it happen. In some cases, they 
go back and have the notorious “meeting 
outside the meeting” in which they tell 
their teams just how bad they think the 
new ideas are.

How dysfunctional is that? 

But it happens, almost without exception, 
because there was no skill by the facilitator 
to get people to know how to productively 
work through a hot issue.

Then there’s the other common scenario—
the one where people get mad at each 
other during the session and build active,  
boiling resentments.

After many years of hosting the Strategic 
Planning Think Tank™ where every 
team brings a first draft of a plan to the 
session, I can unequivocally say that 
most teams become more fractured just 
from putting their first draft together. 

Strategic Planning Think Tank™ is a 2-day 
opportunity to radically improve your 
strategic plan. Join us in Chicago, September 
17-18. Attendance is limited to clients of 
The Emmerich Group. If you’re a client and 
need to reserve space for your team, call us  
at (952) 820-0360.

Part of what we do in the Think Tank is 
help them get back that team feeling—
knowing how to challenge each others’ 
ideas, and being willing to do so in a 
way that unifies the team instead of 
disorienting them.

5) The plan lacks intentional congruence

When my mother came to visit years ago, 
she wanted to help out by cooking a meal. 
She looked in the fridge and then the 
cupboards, and then offered a brilliant 
assessment—your food doesn’t match.

What she meant was that there were some 
Italian food ingredients and some Thai 
food ingredients. But there weren’t enough 
Thai ingredients to make a Thai dish and 
not enough Italian ingredients to make an 
Italian meal. 

Solution: we had to go shopping before we 
could make a meal.

Well, 98 percent of the plans I review look 
like my kitchen on that day—they don’t 
have what it takes to make a coherent 
meal. Everything will taste terrible because 
it isn’t intentionally congruent.

Do your critical numbers tie in to your Big 
Hairy Audacious Goal? Does your yearly 
theme match the key results? Do your key 
initiatives align with the key results 3 years 
from now?  And most important of all, do 
ALL of the elements of the plan tie to your 
defined critical numbers?

If not, this plan—if it happens at all—is 
going to take an extreme amount of effort 
for a pitifully small result. 

6) It looks like other plans

Because you may look at only one strategic 
plan for a bank each year—your own— 
you may not see what is a glaring issue.

Because I have seen hundreds of plans, I 
can tell you one very sad fact: Your plan 
looks like pretty much every other plan 
out there. That means you really don’t 
have a plan at all—not one that’s going 
to work for you.

Don’t believe it? Let’s start with the 
“mission statement.” Here’s what I tend to 
see: “To be a leading provider of financial 
services in the ABC region with high-
quality products, good customer service, 
and a great return for our stakeholders.” 

Ta daaah! There it is again. A meaningless 
mission statement.

Sprinkle in the values of integrity, 
hard work, honesty, and a few other 
platitudes. Tired. Boring. Uninspiring 
and meaningless. And impossible to 
distinguish from a thousand other tired, 
meaningless missions and plans.

7) You lack a fluid system of 
accountability to accomplishment

And this is where the rubber meets the 
road—does your plan get accomplished? 
Systematically and clearly? By the right 
people, at the right times?

What are your weekly check-in systems? 
Monthly? Your quarterly planning session 
updates? What is the system to catch up if 
a number or an outcome is behind? How 
is it made visible? How is it kept simple so 
the tracking doesn’t become hard work?

Do people have the clear understandings 
that this WILL happen or they won’t be on 
the team soon because there is no space for 
tourists on the trip to the moon? Do they 
know that you need workers who deliver a 
work product, because every person’s job 
and income is at risk if you don’t all do 
what you’re supposed to do?

So there you have it…the 7 biggest snafus 
that keep good banks from being great 
when doing strategic planning. 

Only one question remains: How many  
of these do you want to do again this 
coming year?

...continued from page 15

Because I have seen 
hundreds of plans, I 

can tell you one very 
sad fact: Your plan 

looks like pretty much 
every other plan out 

there. That means you 
really don’t have a plan 

at all—not one that’s 
going to work for you.

“Historically, the leadership team would 
spend months—plus two days together 
in person—struggling over a 50+ page 
annual strategic plan. Once we finalized 
it, the Board would approve it and 
everyone would put the doggone thing in 
a folder until the next strategic planning 
time the following summer. Today, 
it’s a one-pager. And we’re now a 
working, functioning leadership team 
that is very engaged in the strategic 
direction we are following. We know 
what to focus on.”

—B. Koopman | SVP 
MetaBank
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Buying and selling will not be the 
appropriate action for many community 
banks, but we think boards should ask the 
basic question, “What if we do nothing?” 
Even if the bank in which an individual 
has an interest—as a manager, director, or 
shareholder—“does nothing,” competitors 
may not adopt the same philosophy. 

We do not see a return to the high deal 
prices that drove M&A activity in the late 
1990s and mid-2000s being a catalyst in 
the current wave of consolidation. Rather, 
we think six forces are going to push 
returns for many banks to unacceptably 
low levels, even though minimal credit 
costs in the next few years may mask 
the erosion in core profitability, thereby 
creating conditions ripe for industry 
consolidation. How long such conditions 
may persist is unknown. Worse, in our 
view, the lack of a public market for 
privately held banks means there is no 
price signal to indicate that returns are 
unacceptable. In some instances, boards 
and significant shareholders may fill the 
market’s role of highlighting the issue, but 
our experience is that this is usually not the 
case. Many boards are not fully informed 
about industry and market conditions, 
while management may not be inclined to 
highlight the issue.

The catalysts that increasingly will weigh 
on returns are: 

Net interest margin (NIM) 
pressure from the Fed’s policies of 
keeping short rates anchored near 
zero and bond buying to suppress 
intermediate- and long-term rates;

Tepid loan demand for a variety of 
reasons, though some areas of the 
country such as the existing and 
recently emerged energy belts are 
faring better;

Higher compliance costs;

Reduced profitability of branch 
networks due to less value 
attributable to core deposits in  
the current rate environment  
and technological transformation  
as transactions migrate to  
electronic venues; 

Declining mortgage refinancing 
volumes and (most likely) gain-on-
sale margins; and

Requirements that institutions  
hold more equity.

Overlaid upon economic factors are issues 
involving CEO succession and shareholder 
need for liquidity that always have been a 
consideration in bank M&A.

The Fed’s interest rate policies are of 
particular note. The financial press tends 
to focus on the shape of the yield curve 
as a key determinant of NIMs that has 
steepened during May and June. While 
that is largely true for Wall Street and 
wholesale-oriented banks, community 
and regional bank NIMs are much more 
impacted by the level of short-term 
rates; their NIMs reflect a combination 
of bank-specific factors, including the 
types of loans; loan spreads over LIBOR 
and other benchmark indices; the 
mix of core deposits; and the amount, 
type and duration of securities and  
wholesale funding.

As of year-end 2012, the spreads of 5-year 
Treasuries to the Federal funds rate and 
of 10-year Treasuries to 2-year Treasuries 
were 0.55% and 1.48%, respectively, 
compared to 20-year averages of 1.05% 
and 1.15%. (As of August 2, the spread 
was 130bps and 230bps due to the sell-off 
in bonds and rise in rates for terms beyond 
three years due to market reaction about 
the impact of potential Fed “tapering” this 
fall.) One might infer that the direction 
of NIMs should not be a major factor 

in pressuring profitability; however, we 
believe the NIM “issue” will become 
increasingly severe over the next few 
years, absent a change in Fed policy. The 
industry’s fundamental problem is that 
the cost of funds is near a floor, but yields 
continue to ease. Bond cash flows are being 
reinvested at 1-2% at most institutions vs. 
portfolio yields that in many instances are 
closer to 3% than 2%. Though it is not 
clear from Call Report data, we suspect 
reinvestments are occurring at longer 
durations, too.

Furthermore, super-regional banks have 
pushed C&I loan yields below 4%, while 
income-CRE loan terms increasingly 
entail terms of up to ten years and rates 
in the vicinity of 4%. These rates compare 
to yields reported in the Uniform Bank 
Performance Report for peer group 
#2 (assets of $1-3 billion) of 5.48% 
and 5.51%, respectively, for C&I and 
commercial real estate loans for the year-
to-date period ended September 30, 
2012. Community banks can choose 
not to follow market rates set by larger 
players—and maybe multi-year fixed-
rate commitments—but the cost will be 
a loss of loans at a time when balance 
sheets are liquid and bond investments  
are unappealing.

Against a backdrop of yield-induced NIM 
pressure is an uncompetitive cost structure 
for many community banks. According to 
the FDIC, the efficiency ratio in the third 
quarter of 2012 for banks with less than 
$100 million of assets was 76%, while 
banks with $100 million to $1 billion of 
assets reported a 70% ratio. The NIMs 
for these two groups approximated 3.80% 
compared to 3.33% for banks with assets 
greater than $10 billion. If the NIM for 
the smaller banks declines by 20bp to 
about 3.60%, then the efficiency ratios 
for the less than $100 million and $100 
million to $1 billion asset groups would 

By Jeff K. Davis

Catalysts for 

M&A Activity
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increase to 78% and 72%, assuming 
constant expenses. The median efficiency 
ratio for banks with more than $10 billion 
of assets was 59%. And, while the largest 
banks face additional NIM pressure, we 
suspect it will be less than what small 
banks face because loan yields for large 
banks have less room to fall.

For smaller banks, the cost disadvantage is 
not a function of excessive branches or pay; 
rather, it reflects the much lower operating 
leverage that comes with scale. Also, larger 
banks typically generate operating earnings 
from wealth management, mortgage 
banking, and for some, insurance agencies 
on a scale that small banks do not come 
close to replicating. Absent actions by 
bank management, we think the cost 
structure and therefore the ROE gap will 
widen between small and large banks.

For the rest of this white paper, including 
the 10 questions to be addressed by 
executive teams and board members 
who are considering acquisitions, go to  
EmmerichFinancial.com/M-and-A-Report.
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not come close to replicating. Absent actions by bank management, we think the cost structure and therefore the 

ROE gap will widen between small and large banks. 

Figure 3: Small Banks Cost Structure (Efficiency Ratio) is Uncompetitive

Source: FDIC

Returns on Equity: Cause & Effect

The preceding litany of factors challenging the profitability of banks in general and community banks in particular 

is crystallized in the return on equity.  As Figure 4 illustrates, while ROEs have improved as credit costs have 

waned from improving asset quality, ROEs remain well below the averages reported through the 1990s and the 

first half of the 2000s.  Further, there are no evident drivers of community banking profitability that would cause 

ROEs to revert to the historical level.
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Jeff K. Davis, CFA is the Managing Director of the Financial Institutions 
Group of Mercer Capital. Mercer Capital works with banks, thrifts, asset 
managers, insurance companies and agencies, BDCs, REITs, broker-
dealers and financial technology companies with significant corporate 
valuation requirements, transactional advisory services, and other 
strategic decisions.
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Coming in October

Roxanne’s new book
“Discover for yourself the biggest 
myths of banking…and the 
contrarian thinking that drives 
the best banks to the top.”

Get a free chapter…including the 
5 Biggest Myths of Banking at:
EmmerichFinancial.com/myths

NEW
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The banking industry has received strong criticism over the 
last few years as a result of the financial crisis—some of it well 
deserved. The bad deeds of a few have tarnished the image 
of the industry as a whole. During my last year as Chairman 
of the American Bankers Association’s Community Bankers 
Council, I tried to tell the story of the powerful impact 
community banks have on the lives of their customers and the 
communities in which they live, work, and raise their families.

In more than 35 years as a community banker, I have taken 
pride in the impact I have had on people’s lives and the lives 
of the communities I have worked in. While I always paid 

attention to the bottom line and the financial metrics of the 
banks I worked for, the most important thing has been putting 
together a team of people who could make a positive difference 
in the lives of others by the resources we invested and where we 
invested them. I have seen individuals take those resources and 
multiply them many times over, benefitting themselves and the 
many people who worked for and with them. I have seen non-
profit organizations take donations from banks I have worked 
with and improve people’s lives and their communities.

That has been my experience, but it isn’t only mine. This is 
what community banks all over America do every day. My 

Why I Love
By Ken Burgess Community Banking



Smart Bankers 
Read It Behind 
Closed Doors
Each Thursday morning, the top  

community bankers around the 

country are nowhere to be found.

They’re all behind closed doors,  

poring over the  

latest edition of the  

Grow Your Bank E-zine.  

Why? Because each week  

it gives them the information  

they need to get a leg up on  

the competition.

Important and timely information,  

such as:

•	 What’s	working	TODAY	to	 

 capture high-profit clients

•	 Sales	management	strategies	used	 

 by the best banks in the country

•	 Insider	tips	on	how	to	transform	your		

 bottom line by transforming your   

 bank’s culture

•	 Special	industry	announcements	 

 and advisories

•	 Exclusive	access	to	industry	events	and		

 executive learning opportunities

•	 And	much	more…

You can join them for free (no need to 

barge in)…

Request your subscription—and get it 

delivered to your entire leadership and 

management team, too!—at:

EmmerichFinancial.com/eb/ezine

time as Chairman of the Community Bankers Council has 
enabled me to meet bankers from all over our country. The 
stories I hear are almost all the same, and the community 
bankers I have met have the same passion to serve people and 
their communities. That is what we all come to work for, not 
to line our pockets as the media would have people believe. 
Community bankers are leaders in their communities. In 
many cases, they are the ones who are making good things 
happen in the communities they serve. If the community 
bank in a small town does not survive, then the future of 
that small town is bleak. Without the economic engine the 
bank provides, and without the leadership of the community 
bankers, the small towns in America will dry up and  
blow away. 

There is significant pressure in 
Washington to tie the hands of our 
community bankers because of the 
crisis we are currently working our 
way through. Some of these changes 
may be necessary. But I fear that 
other changes threaten to strip us 
of the ability we have always had 
to help people through creative 
problem solving. The creativity of 
the community banker has been the 

source of many great success stories in our country over the 
years. It has enabled the community banker to help people 
when no one else would, to give people a chance to live the 
American dream. My hope is that the new rules will not tie 
our hands to the point that we can no longer use our creativity 
for the good of others. 

My career as a community banker has always been about 
a bigger purpose than making money. It has been about 
providing a living and a career for the many people who 
have worked with and for me. It has been about helping 
an entrepreneur start or build a small business that turns 
into a successful business. It has been about supporting the 
communities in which I have lived through investing my time, 
our team’s time, and the financial support we could provide. 

I believe in the bigger purpose that community banking 
has always provided.  For that reason, I am proud to be a 
Community Banker!

Ken Burgess is Chairman of the ABA Community Bankers 

Council and Chairman of FirstCapital Bank of Texas.

But I fear that 
other changes 

threaten to strip 
us of the ability 

we have always 
had to help people 

through creative 
problem solving.
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There is a growing level of alarm among 
bank executives about a new topic—how 
to make sure your capital grows and 
avoids risk in light of Basel III. 

Now that ABA experts have declared that 
it IS happening, the lull of “this can’t 
possibly happen” has been replaced with 
“Holy heart attack, Batman, this could 
get serious.”

Serious? Yes. It could even be a show-
stopper—for those who don’t get prepared 
right now. 

Old and repeatedly 
made mistakes will  
create more havoc in 
the future and may 
even be amplified 
in their impact. 
Can you afford  
an avalanche of  
loan write-offs or 
continue tolerating 
a rate-matching 

strategy without suffering serious risks 
under the intolerant capital requirements 
expected from Basel III?

Not likely.

Doing what you’ve done in the past and 
hoping for a better result is probably not 
going to work out well for you. Instead, 
let’s figure out what you need to do 
differently to make sure you don’t get 

caught with your pants down when the 
perfect storm of bad economy, increasing 
rates, and Basel III all slam together.

Here are 5 things to make serious progress 
on now so you don’t have to lose sleep 
after acting too late:

1. Differentiate your bank from 
the competition in a “no kidding, 
we get 100-200 basis points more 
all the time” kind of way

You have a mountain of evidence that you 
need to match rates. Lenders stampede 
to your door every week telling you that 
you’ll lose the deal unless you match the 
rate. It’s true.

And it’s false.

It’s true that they have themselves in a 
pickle now because they didn’t follow a 
strategic differentiation process and use 
it in a powerful sales process. So, they’re 
right. But they are dead wrong if they 
think that rate matching will lead to 
anything but oblivion for your bank.

Your Unique Selling 
Propositions (USPs)  
can’t be wimpy. Your 
bank has been around 
113 years. That’s great. But nobody 
is really going to pay up for that.  
Would you?

And it’s nice that your lenders all return 
calls the same day—but again, not worth 
150 basis points more on the deal, now  
is it?

My other favorite is “we have good 
service.” Tell it to the hand! That’s 
the price of admission, not something 
that’s worth premium pricing. Talkable 
experiences justify premium pricing, and 
“good service” doesn’t qualify.

Not one of these tired old USPs stands 
to increase what you should get paid. 
But these are the ones that most lenders 
flaunt—and then are incensed that they 
didn’t get paid premium pricing for.

I know you don’t believe it can be done. 
Tell that to the banks who have well over 
5 in Net Interest Margin and picked up 
40 to 100 basis points in the year. They 
used to believe that, too. 

And that leads to...

2. Change your beliefs

This may sound trite, but it’s rock-solid 
fact. There is nothing more dangerous 
than a “need to be right” executive who 
digs their heels into a belief system that 
says it can’t be done.

If you believe you can’t be paid premium 
pricing, you are right. If you believe you 
have to get that pricing, and therefore 
need to figure out how to be worth more, 
you will. 

And now let’s roll up our sleeves and  
get systematic.

3. Get everyone to follow a 
premium pricing sales system

Notice that I didn’t say, “Get sales 
training.” Most sales training not only 
doesn’t get premium pricing but actually 
disengages a workforce.

There are thousands of banks that have 
spent millions of dollars on sales training 

that didn’t work. That’s 
because sales training by 
itself NEVER works. 

Does that mean you 
shouldn’t do sales training? No. Just 
don’t do sales training that isn’t part of an 
integrated process of strategic planning, 

By Roxanne Emmerich

There is nothing 
more dangerous 

than a “need 
to be right” 

executive who 
digs their heels 

into a belief 
system that says 
it can’t be done.

Most sales training not 
only doesn’t get premium 
pricing but actually 
disengages a workforce.

Continued on page 27...

Basel III is Reality: 
How To Avoid The Coming Storm



If it feels like sales... 
you’re doing it wrong

Profit-Rich Sales™ is 
your guidebook to 
closing more deals 
and bigger deals…
at Premium Pricing!

ORDER YOUR COPY ONLINE:

EmmerichFinancial.com/profit-rich-sales
“In less than two years of using The Emmerich Group’s process, we not only met EVERY goal in all of our 
branches, but we’ve exceeded many of our goals by 100 percent! Our entire organization acts like a team! I can’t 
imagine a CEO who wouldn’t want this for their organization. Return on assets blew us away, especially with all the 
growth. We had a $30 million growth in the first quarter and we’re only a $220 million bank, which is unbelievable.”
– C. Hoffman, President & CEO, The Richwood Banking Company

Roxanne Emmerich

Terry Slattery

In just 5 steps, this book outlines the proven formula for landing 
more deals with the best A+ quality customers in your market and 
doing it at premium pricing most bankers believe impossible today.

Yet it’s far from impossible. The truth is that the banks applying the 
5 steps in this book report consistently identifying, targeting, and 
acquiring the deals THEY want with the people THEY choose.

And they find it easier than anything they’ve tried before. This 
process doesn’t feel like “sales.” If it does, you’re doing it wrong. 

Why not grab a copy today and prove to yourself, the power of 
Profit-Rich Sales?
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As I interviewed Pat for this Extraordinary 
Banker® feature, it occurred to me that I’ve 
heard something from CEOs repeatedly for 
25 years: “As soon as we stopped spending 
money on marketing, our marketing 
actually started working.”

When it comes to proving ROI, marketing 
isn’t the only system in banking that goes 
unchallenged—but it’s one of the easiest 
to fix.

There are two problems with traditional 
marketing: it’s expensive, and it doesn’t 
work. That’s a bad combination.

Now before you run up to marketing and 
fire a whole department, know that they 
are doing everything that they’ve been 
instructed to do, everything that has been 
done for decades.  Academics still teach 
hundreds of ways to spend your money 
with no return. That’s why academics are 
academics. But you can’t afford this futile 
approach any longer. 

Instead, deploy your marketing team to 
do what does work. 

What’s the secret approach that high-
performing banks don’t want you  
to know?

First, you need to understand what 
DOES create ROI from marketing. And 

to understand that, we have to look at 
what brings in profit in banking. 

This is easy. You already know this one. 
What works is bringing in low-risk loans 
at premium pricing and getting all of 
their business, while balancing it with 
substantial core deposit accounts. Period. 

That was easy, wasn’t it?

Now that we know what makes money 
in banking, we know 
what marketing 
should be doing and 
how we can measure 
success.

Okay, okay. That was  
obvious. Bring in more clients like  
the 13 percent of current clients who  
make money for you, and don’t market  
to the rest. 

Now what are the highest ROI activities 
to do that?

First, start with the lowest-hanging 
fruit. Research shows that having a 
culture that rocks is the highest ROI 
marketing activity. In fact, hundreds 
of studies have confirmed that culture is 
THE leading predictor of future growth 
and profitability, so it only makes sense to 
focus your efforts there.

So, if you spend a boatload on advertising 
and bring customers in the door, but they 
don’t buy 7 or 8 things on the first visit 
and rave to others about you—well, that 
hardly made any sense, now did it?

Your common sense has been screaming 
this for years. You just thought there was 
some mystery to marketing, and you 
didn’t get a marketing education while 
you were busy learning finance.

So drop the traditional 
advertising. Instead, 
invest in your people 
and make sure you have 
“talkable” experiences 
and consistent service.

And where does the research say you 
should spend your next dollars?

Easy: Spend it with your current 
customers. Inspiring your customers 
to bring all their business and all 
their friends is the next highest ROI 
activity. That will require an integrated 
non-marketing marketing approach and 
a non-sales sales approach. If it feels like 
marketing or sales, you’re doing it wrong. 
It’s about giving above and beyond 
quantifiable value—far beyond knowing 
their name and answering phone  
calls quickly. 

The Highest Performing Banks Hope You Never 
Discover This Marketing Approach

There are two problems  
with traditional marketing: 
it’s expensive, and it  
doesn’t work. That’s a  
bad combination.

By Roxanne Emmerich
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marketing integration, accountability, 
culture transformation, and leadership 
and management development.

If you’re a Member Client you should be in 
touch with your coach now to get booked 
for the Profit-Rich Sales Seminar™ and the 
Profit-Rich Sales Management Seminar™ 
taking place on November 13 and 14  
in Minneapolis.

4. Resist the temptation to acquire

Acquisition sounds sexy. Weak banks will 
be throwing the keys at stronger banks, 
and you might think it sounds easier than 
organic growth. But think again.

When you acquire, you get the bad loans, 
the people who made them, AND the 
mindsets and skillsets of the executives 
who caused that bank to get into the 
shape it’s in. 

That’s not even the worst part. The real 
challenge is that you also get a culture 
of “us-versus-them” game-playing that 
typically takes two years to clean up. Now 
that’s costly.

Since culture is the leading predictor of 
growth and profitability, it isn’t just the 
impact of having to transform the culture 
of the new bank that’s costly. There’s 
the even more costly impact on your 
own bank’s culture—which is already 
results-driven, possibility-oriented, and 
downright rockin’. Plus there’s always 
the risk that changing the culture of the 
acquired bank won’t work because they 
simply refuse to dance to your tune.

Always consider organic growth first and 
get good at it. Then and only then should 
you consider picking up one of those 
banks at a bargain price. 

In order to acquire, you have to have your 
own house in order first—from systems 
of culture to hiring to marketing to 
sales processes, you name it—you want 
systems that work to create predictable 
and profitable growth before you risk 
blowing up everything you’ve built.

5. Build your “Predictable Success 
Franchise Model”

Too many banks have no systems for 

hiring top performing lenders, no 
critical drivers for every position in their 
banks, and no 
m a n a g e m e n t 
d e v e l o p m e n t 
program to make 
sure people are 
hitting those 
critical drivers.

Winning banks 
have created 
w a l l - t o - w a l l , 
f r a n c h i s a b l e 
systems. They 
don’t wonder if 
the things that 
lead to success 
are happening. They know.

We can’t know all of the consequences 
of Basel III. But putting these five key 
concepts in place will go a long way 
toward protecting your bank and your 
profits from the worst of it.

Remember, customer satisfaction is for  
lightweights. Your job is customer 
success. When you master that, you will 
have more high-profit business coming at 
you from every angle.

Now that we have our customer referral 
and full investment machine going, 
what’s next? It’s time to start talking 
about prospects.

But hold your horses…we don’t want 
ALL prospects. We want prospects that 
make money for the 
bank. If 87 percent 
of customers are 
unprof itable for 
you, it’s elementary 
that you shouldn’t 
spend money to lose 
money.

So you’ll want to 
identify the psychographics of profitable 
customers and define your niches. Now 
we’re talking. Now, and only now, can we 
start marketing to prospects. 

And the great news is that none of the 
marketing will look like marketing. 
Gone are the billboards, the radio 
advertisements, and the “brand” 
advertisements or “rate” advertisement in 
the local papers.

Resisting that idea? Let’s pull out some 
uncommon sense and apply it. 

If you attract a customer based on a 
“rate,” you have trained them to rate shop 
and pinch out every penny of profit in 

every transaction in your 
relationship. You can’t make 
that one up on volume.

As for brand advertisement, 
do me a favor: Count up 
the number of substantial, 
high-profit accounts that 
you pulled in based on your 
“brand” advertising.  Sorry 

to inflict pain, but sometimes that’s what 
it takes to stop the ingrained beliefs and 
actions that keep you slavishly following 
unquestioned patterns that add up to 

nothing for decades on end.

Just to be clear, let’s review. What are the 
lowest ROI activities? Advertising rates, 
brand advertising, marketing studies. 
STOP THEM. They are great ways for 
marketing firms to profit—but not you.

In the next issue, I’ll cover what to 
measure. Know that the number of new 
accounts is a measurement you never want 
to look at again. That said, there are some 
very critically important measurements 
that fewer than five percent of banks 
monitor. Next time we’ll look at those so 
you can join the wise and successful few.

Between now and then, you’ve got a 
great opportunity to learn the secrets 
to effective, high ROI marketing…
join me at the Profit-Growth Banking™ 
Summit in Chicago, September 19-20. 
For details, call (952) 820-0360 or go to 
EmmerichFinancial.com/bc

In order to acquire, 
you have to have 
your own house in 
order first—from 
systems of culture to 
hiring to marketing to 
sales processes, you 
name it—you want 
systems that work 
to create predictable 
and profitable growth 
before you risk 
blowing up everything 
you’ve built.

...continued from page 24

Remember, customer 
satisfaction is for 
lightweights. Your job is 
customer success. When  
you master that, you will  
have more high-profit 
business coming at you  
from every angle.
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Distribute to other executives:

COMBINE YOUR TEAM WITH OUR PROVEN SYSTEM AND

PUT FUN AND PROFIT BACK INTO BANKING
SEPTEMBER 19-20, 2013
Chicago, Illinois Discover How to Increase Your 

Net Interest Margin, Attract the 
Best, Most Profitable Customers
and Transform Your Bank’s 
Culture THIS Year!

Profit-Growth Banking™ Summit hits the Windy City

Register today at:

www.EmmerichFinancial.com/bc
or Call (952) 820-0360

Since working with you, we've grown 
from $238 million to $368 million…a 
54% increase, net income grew from 
$2.1 million to $4.1 million…a 95%
increase, and earning assets grew 
from $213 million to$332 million
—a 56% increase. Net interest 
margin increased from 3.90 to 4.32, 
and we're operating with 1.25% or 
less past dues. We did this without 
growing staff. We now target only A+ 
credits like you taught us.
We cycle several people through the 
Profit-Growth Banking™ Summit
every year. It's a part of who we are.

—G. Majors | President and CEO
The Hardin County Bank

THE QUARTERLY GATHERING FOR THE NATION’S TOP 5% COMMUNITY BANKERS


