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Dear friends, 

Maybe you already noticed, but big changes are afoot here at Extraordinary Banker.™

We’ve transferred publication of the magazine to the Institute for Extraordinary 

Banking™, and I couldn’t be more pleased.

This is the next evolution of a mission I started 27 years ago: to transform  

and champion community banking. I cut my teeth as an ag lender, I’ve served  

as the President of a de novo, and I’m a shareholder in a bank holding company.  

More importantly, I’ve invested all of my working life into the mission of  

community banking.

I believe you are the financial foundation of this great nation, and I’ve never  

been prouder of—or more concerned for—our industry.

In 2008, we had 15,000 community banks.  
Today, we have 6,000. At that rate, by 2022, we’ll be at 2,000.

Few industries have ever seen this level of disruption. But despite that, many of  

you are optimistic and wildly successful.

I founded the Institute to be a beacon of light in a dark time for our industry.  

I believe there is great opportunity ahead, but only for bankers who are open to new 

thinking and bold action.

We believe in those brave bankers.We believe in you.

Join me in celebrating our industry in this new and expanded version of 

Extraordinary Banker and on our brand-new television show—ExtraordinaryBanker.

tv—the only TV program for high-performing bankers. 

To your profound success!

LETTER FROM THE EDITOR.
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Grow Your 
Bank Without 
Suffocating 
Your Net 
Interest Margin:
HOW A QUICK SHIFT IN  
MARKETING STRATEGY  
CAN END THE RATE WARS

Roxanne Emmerich  
is the founder of 
The Institute for 
Extraordinary Banking,TM 
editor of Extraordinary 
BankerTM magazine, host 
of Extraordinary Banker 
TV and CEO of The 
Emmerich Group. She’s 
dedicated her career to 
helping great community 
banks become The Best 
Banks in AmericaTM”

 continued on page 28

 

 

 

 

 

 

 

I believe that community bankers deserve 

to get paid more for the value they bring to 

their clients and communities. And when marketed 

properly, community bankers never need to match 

their desperate competitors’ tactics to attract the 

right kind of profitable clients to their banks.

To break the cycle of price matching, a vital shift 

must be implemented throughout the culture of 

your bank. Your prospects should feel the difference 

the moment they walk through your door. 

As you create new sales processes and 

shift the focus from rate matching to unique 

selling proposition (USP) selling, you can 

finally stop your team members from begging 

you for rate matches, and instead attract 

better clients that improve profits in a way 

that is both immediate and sustainable. 

 If you want to see the end of rate matching, 

there are three things you need to do:

1.      Forget about most banks’ attempts to 

differentiate, which almost never work. You 

and your sales team must understand and 

consistently apply the three imperative 

elements of USPs so that they attract 

higher-quality clients into your bank.

2.   Instead of following the herd and applying the 

traditional USPs used by most banks, you need 

USPs that will lift you out of the rate wars.

3.   Avoid repeating the biggest mistake that 

most banks make in differentiating: 

missing or ignoring explicit benefit. 

Your USPs must scream credibility.

You simply cannot succeed by consistently 

outpricing the competition. Low rates will 

leave you with high-risk, high-touch, high-

maintenance customers rather than the low-

risk, high-margin clients your community bank 

desires and deserves. With a rate-matching 

mentality, you forever risk failure from customers 

moving when they find better rates—often 

when you need their business the most. 

Every bank is facing this crisis, 

but only a small percentage 

are taking matters into their 

own hands and creating a 

marketing and sales system 

around perfectly-honed USPs.

Your team members must learn to create 

and leverage unique differentiation. 

Follow these three steps to boost quality 

client attraction in just a few weeks while also 

charging the premium prices you deserve. This 

will allow you to maintain profit-focused client 

relationships no matter what the economy brings.
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Dear Friend in Banking,

We believe that dreams come true on Main Street and that the 

community bank is at the center of our nation’s financial health. 

With that in mind, The Institute for Extraordinary Banking™ is 

honored to announce a new online television show dedicated 

exclusively to you, the top bankers in our country, and to our 

dynamic industry.

We will feature iconic banking leaders along with top experts 

in our field and will openly share their messages and strategies 

for success. We invite you to join us on this extraordinary 

journey as we continue to serve the heartbeat of America.

Be sure to visit www.ExtraordinaryBanker.tv/tv-vip to register 

and never miss a single episode.

Yours in success,

Roxanne Emmerich 

Chairman, Institute for Extraordinary Banking™

P.S. Want to be featured on the show? (CEO’s Only) 

Visit www.ExtraordinaryBanker.tv/tv-vip for more details

or call 952-767-0590.

      Special     Invitation
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12,119

454,668
919,807Assets 2004

2016

Net  
Operating 

Income
2004

2016

ASSETS PER 
EMPLOYEE

2.01 | 3.48
2004 2016

EFFICIENCY RATIO

2012 2016

70.58% 56.03%

4,850

Introducing...

Finally...a TV show just for  

ambitious community bank executives and directors 

to explore what the Best Banks in AmericaTM are doing now…

The Institute for Extraordinary Banking™ is the home of the Banky™ award and publisher of Extraordinary Banker® magazine

 continued on page 20

ROXANNE EMMERICH:   
What are the most important initiatives 

in shifting a culture?

PATTI STEELE: It starts at the top. 

The person at the very top of the 

organization has to understand that 

there needs to be a culture change. 

Then they have to be willing to put 

forth all of the effort to make that 

change happen.

RE: What does that effort look like?

PS: Involvement. Our culture revolves 

around creating a fun environment 

and we continually show that to our 

customers.

Our culture centers on building 

everything around the customer’s 

experience with the bank. We had to 

decide how to do that. For us, it was 

through our customer service team. I 

continue to take part in every action, 

step, and decision made by this group, 

by asking: “How is this decision going 

to affect the customer? How can we 

make it fun for the employees?”

As we got started, I also had to get my 

executive leadership team to realize 

that we had some problems within 

the executive team with regard to 

holding each other accountable. It 

was either “Decide you are going to 

do this, or get off the team, because 

we are going to go forward, and can’t 

if you aren’t willing to do that.”

For over a year now, I’ve had the 

same message, and it’s consistent. 

Yes, we may raise the bar, but the 

expectations are the same. The most 

important element is that they feel 

they can achieve our bank’s vision.

RE: Tell us about a typical week.

PS: I work closely with our customer 

service team, which is made up of a 

cross-section of employees. They focus 

completely on our bank’s vision, and 

are responsible for creating, updating, 

and elevating service standards that 

guide us toward fulfilling our vision.

The customer service team leader is 

responsible for scheduling and running 

the meeting, but I still attend every 

single session.

RE: How do you spend your time today 

compared to one year ago?

PS: A year ago, I spent about 75 

percent of my time focused on reports, 

numbers, and meaningless meetings. 

Only 25 percent of my time was spent 

out with my people, getting involved.

Today, only 20 percent of my day is 

spent reviewing reports detailing where 

we are headed, tracking initiatives, 

and measuring if we’re meeting 

expectations. The other 80 percent of 

my day is spent following up on all 

the fun we are implementing—the 

customer service initiatives. Instead of 

numbers, my concentration is on the 

behaviors and activities that will lead 

us to our vision. I’m helping to shape 

the culture by shaping the thinking.

Today, every meeting is about getting 

better and having fun while we do 

it. Music is blaring and the vision is 

proudly displayed. Every behavior or 

activity ties back to that vision. The 

Discover How an Organization Can Create a Culture 
Turnaround Overnight and Grow More in 30 Days 
Than in the Previous 10 Years Combined.

   Today, profits have 
increased 44% over 
last year! All this in a 
market with many tough 
competitors. All because 
we decided to change  
our culture.

Patti Steele 
CEO and President
First Volunteer Bank

2014 Extraordinary Bank  
of the Year Recipient

CASE STUDYBEST BANKS 
IN AMERICATM



Introducing...

Directors and Executives… 
Get your EXCLUSIVE VIP access  

to Season 1 today at  

ExtraordinaryBanker.tv/tv-vip

Finally...a TV show just for  

ambitious community bank executives and directors 

to explore what the Best Banks in AmericaTM are doing now…

The Institute for Extraordinary Banking™ is the home of the Banky™ award and publisher of Extraordinary Banker® magazine

Go watch these Season 1 episodes — live now at 
ExtraordinaryBanker.tv/tv-vip

EPISODE  1   |   New Thinking: Advancing Your Bank by  
Adopting New Technologies  
Bill Rosacker, President & CEO, United Bankers Bank

EPISODE  2   |   Team from Heaven: How to Build an  
Extraordinary Culture 
Michael E. Scheopner, CEO & President,  Landmark National Bank

EPISODE  3   |   NIM Secrets: No-Fail Strategies to Address 
Net Interest Margin Compression  
David Gohn, Chairman & CEO, West Plains Bank and Trust

EPISODE  4   |   Fast-Growth Strategies: How to Develop a 
Results-Rule Culture for Exponential Growth 
Betsy Flynn, CEO & President, Community Financial Services Bank

NEW
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PROMOTING
YOUR PREMIUM

PROSPECTING
REFERRAL MACHINE 

A FRESH LOOK AT 
REFERRAL MARKETING FOR 

LOAN & DEPOSIT GROWTH

“It’s just like you said. Once 
we converted a few of those 
top 100 prospects at premium 
pricing, they just started 
sending the rest in our front 
door.”           - Community Bank CEO

Quality loan growth is one of the top 

three drivers of sustainable profitability 

for banks—quality being the operative 

word. A+ credit clients focused on their own 

profitability and driven by their own success 

can become your bank’s profit drivers. These 

clients are lower risk and lower hassle than 

typical clients, and often less likely to care 

only about rates once you prove your worth  

as a trusted advisor. 

The trick for your bank is attracting these 

profit-rich clients away from their current 

relationships. Unlike other possible clients, 

these prospects are already in the driver’s 

seat in their banking relationships and are 

generally quite content to stay put. Why 

should they be interested in your pitch when 

they are happy with their current banks?

 continued on page 16

People are  

 
based on a referral from a friend

2016 Nielsen “Trust in Advertising” study

4X more likely  
to buy

of people were 
willing to refer  
a service after a 
positive experience 
- yet only 29% do.

Texas Tech University study

82%

Roxanne Emmerich  
is the founder of 
The Institute for 
Extraordinary Banking,TM 
editor of Extraordinary 
BankerTM magazine, host 
of Extraordinary Banker 
TV and CEO of The 
Emmerich Group. She’s 
dedicated her career to 
helping great community 
banks become The Best 
Banks in AmericaTM”

92%

of respondents 
trusted a referral  
from someone 
they knew
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5.26.17
New Thinking: Advancing Your Bank 
by Adopting New Technologies
Bill Rosacker, President & CEO 
United Bankers Bank

6.09.17  
Team from Heaven: How to Build 
an Extraordinary Culture
Michael E. Scheopner 
CEO & President 
Landmark National Bank

6.23.17  
NIM Secrets: No-Fail Strategies to  
Address Net Interest Margin Compression
David Gohn, Chairman & CEO 
West Plain Bank and Trust

7.07.17  
Fast-Growth Strategies: How to  
Develop a Results-Rule Culture  
for Exponential Growth
Betsy Flynn, CEO & President  
Community Financial Services Bank

7.21.17 
They Said It Couldn’t Be Done: How to 
Enroll Millenials to be “All-In” Effective
Patricia A. Husic, CEO & President  
Centric Bank, Harrisburg, Pensylvania

8.04.17  
Fundamental Shift: How We Grew Our 
Bank from $160M to $450M with 
Transformative Strategies
Gordon Majors, CEO & President   
The Hardin County Bank

8.18.17  
The Ultimate Profit Formula: How to 
Grow NIM, Assets and Loan Quality 
Simultaneously 
Chris Floyd, CEO & President 
First National Bank of Syracuse 
SNL #2 Highest Performing Bank

Don’t Miss an Episode  –  Mark You Calendar Now!

As a subscriber to Extraordinary Banker Magazine…  
Pickup your exclusive VIP access link to Season One at

ExtraordinaryBanker.tv/tv-vip

AVAILABLE 
ON DEMAND

AVAILABLE 
ON DEMAND

AVAILABLE 
ON DEMAND



A successful acquisition can catapult your bank 

to a whole new level of profitability. But an 

acquisition gone bad can destroy your bank and crush 

your culture—robbing you of an opportunity for the 

success you sold to your team and shareholders. 

Even the best-thought-out, best-managed 

acquisitions bring bad blood. 

If you are the acquiring bank, the success of the 

acquisition rides on your shoulders. Is your culture 

strong enough to move forward in an uncertain 

environment? Will your clients go elsewhere? Will 

your position be eliminated or will key employees 

from either bank leave before the acquisition is on 

solid ground?

The Wharton School of Business places the 
chance of failure of bank acquisitions at 83%. 
Those aren’t great odds.  

Even if you don’t go down in flames in the opening 

round, the real heartaches and headaches continue 

for two years after the acquisition as two dark forces 

are inevitably unleashed:

1.   The “us-versus-them” struggles, including  

the need to make somebody else wrong.

2.   The bickering about whose system to follow, 

because no one has really sorted out the best 

practices.

So how can you prepare for an acquisition and 

remove the ongoing undercurrent of us-versus-them 

mentality while succeeding in growing the value of 

your bank?

For nearly 25 years I’ve been giving the same advice 

about acquisitions. Don’t even think about it, and definitely 

don’t pull the trigger...unless your own house is in order.

Many banks try to fix their weaknesses in 

systems, education and strategies by acquiring.  

MANAGING
ACQUISITION RISK: 
Three Strategies for Successful Acquisitions

Roxanne Emmerich  
is the founder of 
The Institute for 
Extraordinary Banking,TM 
editor of Extraordinary 
BankerTM magazine, host 
of Extraordinary Banker 
TV and CEO of The 
Emmerich Group. She’s 
dedicated her career to 
helping great community 
banks become The Best 
Banks in AmericaTM”
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Yet nothing can be more disastrous 

for your bank than trying to solve 

inadequacies through acquisition. Your 

own culture, processes, and strategies 

must be optimized to create predictable, 

solid performance before you acquire 

another bank. If they aren’t, increasing 

scale only magnifies the problems.

Three studies in the Strategic Management 

Journal show that acquisitions fail to 

increase value an astonishing 70 to 80 

percent of the time. No one is immune.  

But you can increase your odds of landing 

in the success column if you keep a few 

basic principles in mind.

Most bank executive teams believe 

that the primary job before and after an 

acquisition is aligning products and MCIF 

systems. Those same teams “accept” 

losing 30 percent of customers and 

“accept” two years of “us-versus-them” 

bickering. Now do you see why 83% of 

bank acquisitions fail?

Yes, you must align products and 

systems, but that is just one small piece of 

making an acquisition successful— 

and the least significant piece at that.

There are three much more critical areas 

that can reduce the potential for breakdown  

if you think them through carefully. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1  Create Power-Packed  
Strategies to Keep All of  
Your Best Customers.

Ignore the conventional wisdom that 

“accepts” losing about a third of your 

acquired customers. Remember that 

in most acquisitions, customers and 

employees are what you are really buying. 

You need a rock-solid, can’t-go-wrong 

plan to convince those great customers  

and employees to stay aboard. 

How can you know the biggest concerns 

of your newly acquired customers? 

How can you speak to  

those concerns, create killer 

unique selling propositions 

(USPs) to match their needs, 

and articulate those USPs to 

give new customers tangible 

evidence that life is going 

to be infinitely better under 

your care? If you don’t 

have them at “hello,” you’ll 

probably be hearing some 

“goodbyes.” 

 

 

2  Make Your Current 
Customers Feel New Again, 
and Reassure Them That 
You Are Not Distracted by 
Internal Changes.

The number one reason that people leave 

their banks is indifference after the sale. 

Now imagine how much indifference they 

experience if they feel abandoned by “their 

bank” and now these strangers come along. 

They may not trust you anymore because 

they may assume the worst.

It takes time to build reputational 

equity…don’t lose that investment by 

missing these crucial steps to keep your 

customers committed. 

 

 

 

 

 

 

3  Stop the Two-Year, Profit- 
Sucking “Us-Versus-Them” 
Arguments Immediately

After helping a multitude of banks 

through acquisitions over many years, 

we’ve been blessed to have figured out  

a process that allowed all of them—yes, 

100 percent of them—to create a fast, 

solid, and substantial ROI.

There are a lot of issues that could 

derail an acquisition and eat your ROI for 

lunch. But the one that rears its head most 

predictably is the finger-pointing, victim-

laden, those-people-over-there-are-stupid 

culture that appears every time you 

attempt an acquisition without a strategy 

in place to transform the culture—first 

yours (before you ever acquire) and then 

the acquired bank’s. 

You need to develop that strategy and 

then execute it to perfection. Because 

without culture transformation, the  

If you’re contemplating an  

acquisition, you’ll want to get  

a copy of our “7 Secrets for a 

Successful Acquisition” checklist at  

BankAcquisitionSuccess.com/checklist
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“In the past 4 months, we closed 
17 deals, growing our loans 13% 

without matching rates.”

acquisition is doomed. Here’s how 

it happens…

First, the executives of the 

acquiring bank immediately 

believe that their IQ just 

went up 10 points, while 

they perceive that their 

peers at the acquired bank 

lost 10 points.

Then, because the acquired executive 

team and managers feel talked down to 

and fearful for their jobs, they begin to lead 

a “stick-it-to-the-man” rallying cry. 

Worse, they answer their employees’ 

concerns by raising their arms in defeat, 

blaming the acquiring team for their 

helplessness, and describing the new 

management as the “evil empire” or the 

“ivory tower.” Of course, the employees 

jump aboard that bandwagon quickly 

and resentments build. Instead of people 

picking up the phone and suggesting 

improvements, they complain endlessly 

about the “idiots over at corporate.”

It sounds outlandish and 

unprofessional, but this 

scenario is all too real. It 

happens almost every time.

That’s why your acquisition strategies 

must include a well-thought-out plan to 

engage acquired executives and team  

members, make them feel welcomed in  

the new combined team, and inspire them 

to add value. 

The plan should focus on getting the 

right people in the right slots to avoid 

costly mistakes, while strategically asking 

a few people to leave or demoting others 

where needed.  Most importantly, you 

must quickly and effectively get the new 

combined team to clearly buy into your 

new cultural systems. And anyone who 

doesn’t understand that culture is a series 

of systems doesn’t understand culture. 

Be careful—you aren’t allowed many 

mistakes. The acquired management is 

often “lying in wait” looking for your 

mistakes so they can prove that they are, 

in fact, much smarter than you are.

If you don’t get your new team to fall 

in love with you in the first two weeks 

after the acquisition, while showing zero 

tolerance for the “us-versus-them” 

mentality, good luck. You will have placed 

yourself on the road to two miserable 

years of infighting, frustration, and 

rebuilding—and there’s almost no fixing 

it without a massive intervention.

Culture is the leading predictor of future 

growth and profitability. You need to 

quickly get your combined house in 

order. You have to get it right the first 

time, and the three principles outlined 

above will put you in the right frame of 

mind to do just that.

MANAGING ACQUISITION RISK 
continued from page 11

Acquisitions fail 
to increase value

70-80%
of the time.

Chance of 
failure of bank 
acquisitions

83%

Strategic Management Journal:Wharton School of Business:
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“In the past 4 months, we closed 
17 deals, growing our loans 13% 

without matching rates.”

“For 7 years prior to working with the Emmerich Group, our 
loan growth averaged just over 2%. Since we started applying the 
Profit-Rich Sales process, annual loan growth has been over 8%. 
In the past 4 months, we closed 17 deals, growing our loans 13% 
without matching rates.”

~ K. Knudsen, President/CEO, Security Bank 

“We hit our loan growth goal for the year by the 
end of June...in our first year with TEG! We’ve had employees
in banking 20-30 years who say they wish they’d started this 
program 20 years ago.”

~ C. Floyd, CEO, First National Bank of Syracuse 

“Since starting with The Emmerich Group in January 2016, we 
achieved our year-end growth goals in June—we grew $25 
million in loans during the second quarter alone. I’ve
really never experienced anything like what we’re experiencing 
right now...” 

~ S. Kouplen, Chairman & CEO, Regent Bank

Don’t miss this 
4-PART VIDEO MASTERCLASS

Every CEO, Exec, and Board Member must watch to discover a  

breakthrough strategy for attracting A+ quality credits and getting 

them all at premium rates…you can implement this immediately! 

Get access now at:  

OrganicLoanGrowth.com/MasterClass 

or Call: 952.737.6730
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 continued on page 26

ROXANNE EMMERICH:  
David, you’ve got some numbers 

that are enviable. Many  banks 

wish they could replicate your 

success. Tell us about your bank.

DAVID GOHN: West Plains Bank and 

Trust Company is in south central 

Missouri, about 20 miles north of the 

Arkansas border. West Plains  

is a rural community with about 20,000 

in the city and 40,000 in the county. 

We’ve been around since  

1883—the  same year the railroad came 

to town. That was when commerce 

started, so folks formed a bank, and 

we’ve been here ever since. Right now 

we are about $360 million in assets, 

with five locations and  

a loan production office. 

RE: You’ve been through a massive 

transformation, but I’m curious…

What was life like before you 

began your transformation?

DG: Before we made the decision to 

partner with The Emmerich Group, 

our middle managers needed more 

experience so that they could manage 

more effectively. They all needed 

more confidence in their roles. 

We also needed more confidence 

in everyone below them so senior 

management didn’t have to do 

everything. We said, “Hey, let’s lift 

you up. How can we get better? Let’s 

coach you up to this. You can do this.” 

You need confidence in yourself as a 

professional and expert. To me, the 

confidence boost has let us do what we 

wanted to do and get to where we are. 

A big part of that is changing the 

culture. It takes a while to change 

culture, but once we were able to 

say, “We’re going to have fun. 

We’re not going to micro-manage. 

Here are the tools—go do it” things 

started improving rapidly.

RE: You have outstanding numbers, 

that’s for sure. There were probably 

some hesitations before you started to 

work with our team. Tell me a little bit 

about when you were looking at this. 

You probably had some concerns. What 

might have kept you from doing it? 

DG: There will always be some 

folks who say it’ll cost too much. 

That’s always something you’ve 

got to worry about. We looked at, 

all right, and decided that we had 

to change this place. We were in a 

good position. We had great numbers 

before, but we wanted to get better. 

We did not want the status quo. 

So we said, “Let’s keep going.” Your 

team was a good fit for us then, and 

it is today. When we first kicked off, 

there were some folks who didn’t know 

what happened. They said, “What’s 

goin’ on here?” Those few aren’t here 

anymore, but the folks who said, “This 

is cool. I’m on board with this”—

they’re  still here. We’re making it 

work, and things are good.

RE: What are some of the changes  

you made that helped you better hit 

your goals?

  We also needed more 
confidence in everyone... 
so senior management 
didn’t have to do everything. 
We said, “Hey, let’s lift you 
up. How can we get better? 
Let’s coach you up to this. 
You can do this.”

David Gohn 
Chief Executive Officer 
West Plains Bank & Trust

How David Gohn is dominating with 39% market 
share (and growing), while increasing profits
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WE BELIEVE 
IN COMMUNITY BANKING

I founded the Institute for Extraordinary Banking™ because people deserve great  

banks. And you deserve to lead great banks.

I hope you’ll join our cause…nominate your bank for a Banky™ Award and,  

like hundreds of bankers did last year, block your calendar now, to attend the national  

celebration of community banking in Minneapolis, September 11–13, 2017 at the Best  

Banks in America™ Super Conference and Extraordinary Banking™ Awards ceremony. 

Go to BankyAwards.com/Nominate to nominate your bank today.

Get the recognition in your market that you deserve!

We believe in a firm handshake, a look in the eye and that  

your banker can be your best friend. 

We believe in farmers, working moms and bake sales on the 

weekends. 

We believe that banking never means boring and selling  
always means serving. 

We believe in the potential of people and the joy that  
comes from a job well done. 

We believe there’s nothing more noble than helping  
people feel safe and secure. 

We believe dreams come true on Main Street. 

We believe that true wealth is the love  
of family, the civility of home and a  

vacation with your kids. 

We believe better banks deserve  
to be paid more.

We believe community banks 
drive the heartbeat of America!
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In a Word: Referrals.
According to a 2016 Nielsen 

“Trust in Advertising” study, 

people are four times more 

likely to buy based on a 

referral from a friend, and 

92% of respondents trusted 

a referral from someone they 

knew. However, a study by 

Texas Tech University noted 

that 82% of people were 

willing to refer a service after 

a positive experience, yet only 

29% do.

What holds people back from 

referring a banking service? 

•  No one asks them to do so. 

•   The bank doesn’t make it 

simple for their very busy, 

“tier one” customers to 

provide a referral.

•   Fear of failure or interference. 

People are afraid that if the 

referred relationship goes 

sideways, they could blow a 

friend’s trust. 

If you are struggling to 

get A+ quality loans without 

sliding into the price-

matching landmine, you need 

to implement a three-part 

system to persuade your 

top-tier clients to become 

your greatest cheerleaders, 

advocates, and salespeople. 

Using these three steps, you 

will profoundly improve profits 

as your top-tier clients tell 

their friends of similar wealth 

and size about your unique 

selling propositions—all 

without your bankers making 

one cold call. 

THE THREE STEPS TO BUILDING 
A CLIENT REFERRAL MACHINE

My new “Loan Growth Blueprint” course will show you how to get A+ quality 
credits to happily pay you a premium and refer all of their friends. All of your execs 
should watch it—especially your CEO and CLO. It is available now, for free, at 
OrganicLoanGrowth.com/Premium.

REFERRAL MACHINE  
continued from page 8

1  Show Your Value Through 
Talkable USP Experiences

Unlike most current banking practices, which 

position you as a rate-matching vendor, you 

need to create a process that demonstrates your 

expertise as a value-creation partner. You must 

go above and beyond meeting a client’s basic 

banking needs and give them something to talk 

about—sharable experiences.

For example, perhaps the client will talk about 

how one simple strategy you shared saved them 

hundreds of thousands of dollars. Or maybe they 

will discuss how you have made their banking 

so easy that they could never live without you.  

When you know that a “talkable experience” 

has occurred, gently request that your client 

provide a testimonial for your website, or share 

the experience with a friend or on social media. 

Most people only need to be asked to share 

and reminded that referrals are great ways to 

connect with their prospects as well as to add 

value to the people they refer.

2  Help Your Clients 
Know What to Say

For a referral to be actionable, your client 

needs to know how you sell your services and 

where to most effectively send their friends. 

Most busy, high-net-worth individuals and 

business owners will not send friends to a 

random 800 number with an automated phone 

menu. They want to connect their friends to a 

real person—so make it easy for them. 

In addition, share your unique selling 

propositions (USPs). Make sure each client you 

want to refer fully understands how you add 

value to their banking so that they have a clear  

way to talk about you. Give your clients clear  

USPs to use when talking about your bank.  

 

 

 

This process will establish your reputation as 

being more than a vendor, and in a way that 

allows your client to demonstrate how smart 

they were to choose you as their advisor.  
3  

Create a Feedback System

Most sales training systems in banks today 

use vague, low-impact slogans like “we have 

good people” or “we offer great service.” You 

need to create a system to share specific client 

wins by applying your USPs to your current list, 

giving them a powerful and succinct message to 

introduce you and talk about you in a way that 

makes their friends say, “I can’t believe I could 

have chosen them instead!”  

When you share great success stories of 

how your USPs have been implemented and 

the monetary value that resulted, you become 

irresistible. Humans intrinsically want to be 

valuable to each other. By giving your clients the 

opportunity to build more rapport and have more 

positive impact on their friends, your clients will 

love you even more. 

The practice of sharing success stories will 

build your client’s trust in referring you because 

each story gives them more confidence in your 

USPs and services, above and beyond what they 

have experienced themselves. They will come 

to know that you treat everyone as special as 

you treat them, and they will refer you without 

hesitation or fear of losing their friend’s trust.

By completing the three steps above to 

specifically request referrals from your highest 

value lending customers, you will have created 

your own referral machine. This will put you  

on your way to growing your loans quickly  

and profitably without increasing risk in  

your portfolio. 
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There’s a new game of banking—unlike  what you’ve been taught.
There’s a small group of banks bringing on A+ quality credits at extreme premium pricing. 

That’s what this is all about.

Who says...

Register today 
NEW AND UPDATED MASTER CLASS

where you’ll discover how to conquer net interest margin 

compression, once and for all…

Visit: NetInterestMarginSolution.com/masterclass 

or Call: 952.737.6730

You can’t get A+ quality credits at premium pricing…

That if a bank is getting premium pricing, they’re 
bringing on nightmare loans…

That your customers will pay premium pricing if your 
best competitive advantage is “we have good people 
and focus on customer service”…

+60
BASIS POINTS 
IN 12 MONTHS

We increased net interest margin from the 27th to 82nd 
percentile “We drew the line in the sand about 
matching rates—that was huge. We drove our deposit
costs down. I don’t think we could have come out of those 
tough couple of years without The Emmerich Group.”

~ J. Burnett, CEO, Libertyville Savings Bank

Net interest margin increased from 3.90 to 4.32 
“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.”

~ G. Majors, President and CEO, The Hardin County Bank
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I N T R O D U C I N G 
THE BEST BANKS IN AMERICA™  

SUPER CONFERENCE
“ I’ve attended 24 years of    

high-performance networks 

and affiliations. They all 

have magic formulas and 

calculations to tell me how 

much more money I can bring 

to margins and profit. The 

missing ingredient was “how.” 

We finally found an integrated 

system of both numbers and 

understanding with Roxanne 

Emmerich’s system. We 

have a real program that has 

translated to high energy and 

commitment for every single 

employee. It works!” 

    R.L. HARMON JR.  
Chairman and CEO,  
Bank of Tennessee

The only conference where CEOs of the nation’s elite community banks share 

what’s working right now to beat net interest margin compression, 

get high-quality loans at premium pricing, double cross-sales, and make 

your next acquisition immediately profitable.

Every other conference gives you theory and sales pitches. 
Here you get the missing ingredient…   

“How do you achieve ‘high performance’?”

Projections show that there will only be 2,000 banks left in 2020…

This program is for those survivors committed to remaining top of peers!

We’ve gathered a group of ambitious, elite CEOs from top 5% 
performing banks. Many presenters and panelists are 
on the 2016 SNL Top 100 list. They’ve agreed to share their 

secrets of their success…  

These are banks that have shed the shackles of rate matching and figured out how 

to get the best-quality, highest-profit clients in their markets, all at premium pricing.

WHO SHOULD ATTEND?

CEOs and Presidents, 
Senior Execs – Especially 
your heads of retail and 

commercial,  
Board Members

Howard Putnam  
Former CEO 
Southwest Airlines

Howard led Southwest through airline 

deregulation and the development of the 

“vision” that guided Southwest to revered  

     heights over the past twenty years. 

Southwest tripled in size and tripled in 

profitability during his tenure, and today 

is still a corporate model for organizations 

that put their people first in their culture. 

Neil Pasricha  
Author of 5 New York Times  
and #1 International bestsellers

Through researching top leaders at 

Harvard, developing leaders inside 

Fortune 100 companies, and working 

with Fortune 500 clients, Pasricha 

developed unique frameworks to create 

happiness in individuals and drive 

engagement and high-performance 

results inside organizations.

With Special Guests: 
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EARLY, EARLY BIRD PRICING  
GOES AWAY JULY 21ST! 

Register now before you lose out 

on BIG savings…

September 11-13, in  

beautiful Minneapolis, Minnesota

Register today at  

BestBanksinAmerica.com  
or call 952-737-6700.

#2 SNL  
Top 100 Bank

Doubles 
Growth in  
One Year

I M A G I N E …
Masterminding in a room with 
elite CEOs and execs like Chris, getting 

the exact strategies he uses to dominate his market…

Where else can you go to get this concentrated, focused, “peek 

behind the curtain” look at how to win at the new game of banking?

Where else can you get beyond the theory and get proven tools, 

templates, and the exact blueprints to…

•   Conquer net interest margin compression without 

resorting to high-risk loans.

•   Drive double-digit loan growth with every deal at  

premium pricing, exclusively with A+ quality credits.

•   Double, even triple your cross-sales in a matter  

of months, while improving customer outcomes and  

operating with even more integrity and fiduciary care  

towards every customer.

•   Transform every member of your team, from the teller  

to the janitor to the C-suite into a sales person for the bank… 

without sales training, and in a way that never feels like sales.

•   Create a results-oriented culture, where every person in  

the bank FINALLY understands how they contribute to profit, 

and are accountable for delivering. 

•   You’ll even discover how to flip “accountability” from 

something scary into the one thing that creates excitement  

and happiness for your team.

This is THE “Super Conference” for Bankers  
Who Want to Move Beyond Being “Transactional”  
to Becoming “Transformational”…

“ Roxanne showed us how to double our growth. 

We hit our loan growth goal for the year by the 

end of June…in our first year with Roxanne 

Emmerich’s help! We’ve had employees in 

banking for 20 to 30 years who say they wish 

they’d started this program 20 years ago.”

CHRIS FLOYD 
CEO & President, First National Bank of Syracuse 
#2 on 2016 SNL Top 100 under $1 Billion, 3-Time 
Banky™ Award Winner
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Extraordinary Banking™ Awards Ceremony

Announcing the opening of  
nominations for the most prestigious award 

in community banking…

requirement of our managers is that every 

time they call their people together, that 

vision is the central point—the focus for 

the meeting. Build the message for every 

meeting around the vision of our bank.

Last year, we rolled out telephone, 

dress, greeting, branch appearance, 

and problem-resolution standards as 

explained in the Profit-Growth Banking 

book. The staff set the expectations, so 

they had buy in. The most important 

part of rolling out the standards was the 

hoopla before and the celebration after. 

We had fun creating and measuring every 

standard.

RE: How do you handle employees who 

aren’t buying in?

PS: I use the “need a change” 

conversation that you taught at the 

Profit-Growth Management seminar. 

It’s a tool that every manager has really 

embraced. For our bank to be successful, 

we can only have people who really want 

to be a part of this process.

RE: What do you expect from your 

managers today that is different than 

before?

PS: I think the biggest weakness before 

was our failure to execute. We weren’t 

holding people accountable. We made so 

many excuses for why we couldn’t do 

something.

I think the biggest change is that we 

expect our managers to execute the 

strategies that we are putting in place. 

We don’t call them “strategies,” we 

call them “expectations.” We built 

these expectations within the last 

year. We put them on a “brag sheet,” 

which outlines the expectations for 

each position. When someone executes 

on the expectations, we get to brag! 

There is a common set of expectations 

for positions across all 20 branches.

We also set the ground rule: No excuses.

RE: How did you get your managers to 

stop buying into their excuses?

PS: We started off with our 

“Breakthrough Banking” culture-shift 

tapes. On the leadership tape, several 

traits of a good leader are outlined. We 

knew that we couldn’t implement them 

all at once, so the leadership group 

decided on the three most important 

traits.

We chose setting high expectations, 

holding each other accountable, and not 

making excuses. We keep it simple.

RE: Congratulations, Patti! You were 

recently promoted from SVP to President 

and then CEO. How do you spend your 

time now?

PS: Since I was made CEO, I have had 

to carve off a little bit of the time spent 

among the troops to do some CEO 

work, but my main focus is still on the 

behaviors.

Before I became CEO, all I did for the 

first nine months of the Sales Culture 

Program was communicate, communicate, 

communicate. Visit, visit, visit. Play the 

music. Pump the vision. A vision they 

created! They expect that now.

We have quarterly town meetings to let 

everyone know how we are doing. If 

employees come to a meeting and the 

music isn’t playing and the vision isn’t 

clearly displayed, they say, “I thought we 

were having a meeting. What’s going on?”

We set the expectations of focusing on the 

customers and having fun doing it a year 

ago, and it continues today.

RE: Thank you Patti. You are an 

inspiration and you have proven a culture 

can change overnight.

FIRST VOLUNTEER CASE STUDY  
continued from page 6

First Volunteer Bank, 
with their 2014 
Extraordinary Bank 
of the Year Award, 
Winner’s Car



Nominations are now open: Request a nomination packet for your bank now…

BankyAwards.com/nominate or cal l  (952)  737-6700

The first year we won it, we grew more than 
we had in the previous 8 years combined.

                — P. Steele | CEO, First Volunteer Bank

Who’s Who of the best, most innovative Community Bankers 
from across the country will converge at the

in Minneapolis, Minnesota on September 12th
for the biggest celebration of community banking this year. 

Extraordinary Banking™ Awards Ceremony

Announcing the opening of  
nominations for the most prestigious award 

in community banking…
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Does your bank increase fees for loyal 

customers when they bring you new business 

with other companies and depositors? Do banks 

penalize their commercial customers when they 

merge with other companies, need more capital or 

financial services? The answer is obviously NO to both 

questions. But unbeknownst to most bank leaders, 

your most critical vendor would answer  

YES if they were running your institution.

Nationally, shareholders of merging community 

banks can expect to pay between $380 million and 

$410 million in the next couple years for services they 

will never use or enjoy from Core IT suppliers. Any 

investment banker or attorney familiar with the many 

material considerations in even the simplest of mergers 

can attest that Core IT contracts will come up as a 

potential major impediment to getting a deal done. Core 

IT suppliers are essentially a Silent Shareholder that 

shows up simply to collect hundreds of thousands of 

dollars on average for termination, conversion, de-

conversion and integration services necessary for the 

surviving institution to complete the merger. In fact, 

their terms are written such that if you don’t pay many 

of these fees in advance they won’t hold a date for your 

future conversion post-merger.

These one-sided payment terms are found in nearly 

all agreements and banks are forced to cough up 

large sums and extend contracts “as-is” with 

unfavorable legal and economic terms just to make 

sure the merger goes through smoothly and on time. 

Meanwhile, Core IT suppliers pocket the efficiencies.

Don’t Wait Until After the Dance Begins

Smart banks pre-negotiate termination, conversion 

and de-conversion expenses that are then pre-

stipulated based on the processor of the bank they are 

SILENT SHAREHOLDERS  
BLEED OUT BANK MERGERS
by Aaron Silva, Paladin fs

continued on page 30
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*Qualification Criteria: To qualify for this valuable FREE copy of “Net Interest Margin Solution,” you must be a senior vice president or higher in a 
community bank with assets of $150 million or more. If you meet these criteria, don’t wait. Discover how to finally get the pricing your deserve today!

Qualifying Bank Executives, 
Request Your Free Copy of 

“THE NET INTEREST 
MARGIN SOLUTION”

Call: 952-737-6730 or visit:  
NetInterestMarginSolution.com/EB

FINALLY… 
THE ANSWER TO 
SOLVE YOUR NET 
INTEREST MARGIN 
COMPRESSION
If your lenders are lined up outside your 
door saying “we can do this deal if we 
match the rate,” you need this book!

“ We Hit Our 3-Year Net Income Goal in the First Year 
Working with The Emmerich Group!”

“ Our net interest margin is now over 5.0, an increase of 
over 40 basis points in the past year. Our three-year goal 
for net income was realized in the first year working with 
The Emmerich Group. We need to set our goals higher!”

           ~  C. Floyd 
CEO | FNB Syracuse 



Who else wants even more 
low-cost deposits?

Why is it that so many banks have a 

tough time attracting low-cost funds when 

profitable deposits are everywhere?

Many of the brightest minds in banking 

agree that nothing impacts your franchise 

value more than your ability to secure 

low-cost sticky funding. Yet community 

banks often face self-imposed, culture-

ingrained obstacles that hinder their ability 

to attract quality deposits.     

Whether you need more profitable 

deposits, or have all the deposits you need 

and simply want to further lower your cost 

of funds, there are four steps you can take 

to dramatically change your deposit results 

in just a few weeks.  

3 Common Obstacles to 
Obtaining Deposits

Have you ever felt frustrated when trying 

to drive deposit sales? Perhaps you tried to 

fix the problem by instituting significant 

sales incentives for team members. This is 

a reasonable idea, but one that rarely works 

in the real world. Or perhaps your people 

said, “we can do the deal if we match the 

rate.” And you bought that story, which is 

the first step on the path to hell. Not only 

does matching rates increase your cost of 

funds, it also increases your risk. Those 

fickle customers will drop you like a rock 

for a better rate just when you need that 

funding the most. 

DEPOSIT MAGNET 
STRATEGIES: 

4 STEPS TO ATTRACT MORE  
PROFITABLE AND STICKY DEPOSITS

Roxanne Emmerich  
is the founder of 
The Institute for 
Extraordinary Banking,TM 
editor of Extraordinary 
BankerTM magazine, host 
of Extraordinary Banker 
TV and CEO of The 
Emmerich Group. She’s 
dedicated her career to 
helping great community 
banks become The Best 
Banks in AmericaTM”

 continued on page 34
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Rates are going up and deposits are running to higher yields…
 How will you keep your best customers without matching crazy rates?

NEW course reveals the blueprint banks are using  
to capture the best deposit customers from their competitors 

(and hang onto their most valuable customers)  
without having to pay a premium.

“Through the first quarter our core deposits are up by  
$7 million  (58% of our annual goal…in the first quarter!)”

“We set our goal to grow our core deposits by $1 million dollars a month, 

$12 million for the year, and through the first quarter of 2015 we are up  

$7 million. We believe what we are doing with The Emmerich Group is  

making a difference!”

~ S. Jones, President, Home State Bank

Who else wants even more 
low-cost deposits?

Don’t miss this 
4-PART VIDEO MASTERCLASS

Community bank executives and board members can access the course 

free for a limited time. Go to BankCoreDeposits.com/HighYieldDeposits 

now to get instant access.

Get access now at:  

BankCoreDeposits.com/HighYieldDeposits 

or Call: 952.737.6730
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DG: The big one is culture. You can’t put 

dollars and cents on culture, I don’t think. 

You either have it or you don’t. 

I think the attitude of 
people liking to be at work, 
enjoying what they do,  
is critical.

We hire people from other banks. They all 

say, “I can’t believe how helpful everyone 

is here.” We try to help each other. 

That “team first” attitude has really 

helped. That’s been a change we’ve made, 

and that’s worked well.

RE: You have some crazy-good numbers. 

What’s life like now? Can you tell me 

a little bit about the kind of numbers 

you’re enjoying, and what kind of client 

experiences are happening? How is the 

world different for you now?

DG: I think what’s different is, we continue 

to be in a very good position. In our city, we 

have about 39 percent of the market share 

of deposits. In the county we have about 35 

percent. We always say we can’t get better 

than that, but each year, we tick up a little 

bit. We keep going after business, and we 

keep getting it. 

We don’t ever take a break. We don’t say, 

“Oh, we’ve hit this number. Let’s just 

enjoy that. Pay out some bigger dividends 

to the shareholders.” 

We don’t do that. We keep moving. 

We’re always looking for business. 

Everyone. That’s what we want. We 

want the teller, the janitor, the loan 

officer, everyone looking for business. 

If they hear an opportunity, we go 

ask them for their business. Being 

opportunistic that way, we’ve been 

successful. Our numbers are good, but 

we still need to drive our efficiency 

ratio down. We’re at about 55 percent. 

I think we need to be 50 percent or under, 

so that’s a goal. Putting more loans on the 

books, that helps drive revenue, obviously. 

We’re in a position now that we’ve not 

been in before. We’re about 90 percent 

loan-to-deposit. In the past, if we had 

a lot of loans, we were at about 75 to 80 

percent loan-to-deposit. Now we’re in a 

nice position so we can pick and choose a 

little more. We’re also going to be looking 

for more deposits.

RE: That’s the next leg of the journey, 

isn’t it? That will be fun. Great 

accomplishments. What would you tell 

somebody who is in the same position you 

were four years ago when we first started 

working together? 

DG: I would tell them, you’ve got to let 

yourself go. You’ve got to make yourself 

available to the employees and let them 

laugh at you. You can’t be serious all the 

time. They need to be able to say, “You 

know, he’s just an everyday guy, too. He’s 

a normal person.” 

I think you go in with the attitude that 

we’re going to have fun with this, then  

it’s going to work. You preach fun. We 

preach it here now. I think that’s an 

important thing.

RE: Fun tied to profit. We make sure 

everybody understands how they tie it to 

profit. We celebrate and have fun because 

the people are hitting their critical drivers 

that are directly tied to profit-growth. 

It’s amazing how much faster they 

go down that journey in a way that’s 

not forced, or difficult, but a happy 

little journey to profit. That makes a 

difference. You’ve accomplished a lot of 

in a short time. Any other wisdom you’d 

like to share?

DG: One thing: I hear bankers complain 

about regulations, regulatory burden, 

and things like that. How I look at that is 

when something comes out, you can lobby 

all you want, but if you lose you’ve just 

got to say, “Okay. How do we comply? 

Let’s make it work, and let’s keep making 

loans. Let’s keep banking and serving our 

customers.” We can get caught up crying 

in our beer a little bit, but there’s no time 

for that.

RE: That’s right. Everybody’s got the 

same problems there. It’s those who take 

advantage of the opportunities who win. 

You’ve done a great job. Congratulations. 

You’ve run a fantastic bank down there. 

You’ve got great people and great spirit. 

You have a lot to be proud of that you’ve 

accomplished. 

 

WEST PLAINS CASE STUDY  
continued from page 14
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2017
COMMUNITY
BANKING
EVENTS
Permission to Be Extraordinary®  
Executive / Senior Leadership Positions 
August 8-9, 2017 | Minneapolis, MN

5 SEATS LEFT
Radically rewire your mind about your 

possibilities and your ability to transform 

others and lead. Raise your consciousness 

and tap into your power to lead extraordinary 

change, far beyond the applauded successes 

you’ve already created.

Call 952-737-6730 for information and registration.

 
Best Banks in America™  
Super Conference 
September 11-13, 2017 | Minneapolis, MN

EARLY BIRD PRICING AVAILABLE
The most exclusive gathering of high-

performing bankers in the country—this 

year’s Super Conference is your one 

opportunity to network with the top 1% 

highestperforming community banks. 

Discover the profit-rich secrets of the very 

best banks in America. You’ll get specific 

strategies to develop a full pipeline of high-

potential leads with almost no marketing 

budget and shift your people from order 

takers to business developers on Days 1 and 

2. Day 3, the Fast-Track Exec Day, you’ll 

discover the key actions execs must focus on 

to achieve elite performance.

BestBanksInAmerica.com

Extraordinary Banking™ Awards 
September 12, 2017 | Minneapolis, MN

NOMINATION OPEN NOW
After the close of Best Banks in America 

Banking Super Conference™, join the top-

performing banks in the country as we 

partner with the Institute for Extraordinary 

Banking™ to present this year’s awards. 

Attendees glean valuable insights into how 

these top-performing banks got to where  

they are. A MUST ATTEND for any bank  

wildly committed to extraordinary results.

BankyAwards.com/Nominate

Fast-Track Strategic Planning  
Think Tank™  
September 14-15, 2017 | Minneapolis, MN
Client bank executive teams walk out of this 

session with a one-page strategic plan and  

a system of execution that will make the 

impossible, possible. 
Call 952-737-6730 for information and registration.

Hoopla Team® Training 
October 11, 2017   |   Minneapolis, MN
Walk away with your year of rollouts  

planned, fine-tuned, and optimized for  

kick-butt results. Discover the secret 

breakthroughs of other Hoopla Teams®  

and how they make them happen. 

Call 952-737-6730 for information and registration.

Lead the Transformation®  
October 12 – 13, 2017 |Minneapolis, MN
Discover how to lead the transformation and 

shift the culture within your organization 

through performance management and 

accountability systems. Become skilled 

at creating significant emotional events, 

developing codes of honor and enrolling your 

employees to become unstoppable. 
Call 952-737-6730 for information and registration.

Lead the Transformation®  
Advanced Workshop 
October 24, 2017 | Minneapolis, MN
Stop the struggle! Come to this advanced 

hands on, roll up your sleeves workshop  

with your most pressing accountability 

challenges. Whether it’s critical drivers, 

JPPPs, TOPs and SMARTs, or other 

accountability opportunities, roll up your 

sleeves and we’ll get it done with you.  
Call 952-737-6730 for information and registration.

Profit-Rich Sales® Seminar 
October 25, 2017| Minneapolis, MN
Stop giving away margin and fees to get the 

sale. Go after and win the big elephants—at 

premium pricing! This program will give 

you the tools and templates to turn even the 

most analytical lender into a top-performing 

business attractor. Designed for commercial 

and wealth management professionals.  
Call 952-737-6730 for information and registration.

Profit-Growth Banking® Summit 
November 8 – 9, 2017 |Atlanta, GA
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.  
Call 952-737-6730 for information and registration.



 
STEP 1:  IMMEDIATELY 
STOP THE “TRADITIONAL 
MARKETING” PROFIT-
CRUSHING WASTE

So many banks buy into “branding” 

efforts that sound like a good idea, 

but cost hundreds of thousands of 

dollars while almost never delivering 

ROI. To avoid this trap, you must 

understand that your “brand” is 

what your clients say about you. 

After endless meetings and precious 

lost time and money expended on a 

“branding” firm, almost every bank 

ends up with the same brand. They 

use the same set of slogans, like “we 

close loans within 24 hours” or “we 

have 5-star customer service.” These 

platitudes aren’t differentiators.

Never has more snake oil been sold to 

the banking industry than the “branding” 

services they’ve purchased. Save yourself 

a fortune and avoid this entirely.

A branding company can’t give you 

a brand. You create your brand with 

complete awareness of who your next best 

customers are and how to create power 

USPs that are so compelling that they want 

to switch their relationship to you. That 

is brand creation, and is something no 

branding company can ever give to a bank. 

You’ll need many USPs for each target 

market. Although they are important in 

marketing, the real value comes when 

they are properly used at the right stage 

of the sales process, causing the customer 

to share with you how much your USP 

will impact them financially. People 

never argue with their own numbers.

STEP 2:  AVOID THE 
WORST USPS -  THOSE 
WITHOUT THE U

The worst USPs are just selling 

propositions with no uniqueness 

whatsoever. Generic sales propositions 

are ubiquitous in financial institution 

marketing, even though they provide 

no distinct or unique benefits to the 

customer. The result is banks fighting 

over who has the lowest rates rather than 

which bank adds the greatest value.

Touting your “great people,” “great 

service,” or “years of experience” does 

nothing to entice a potential client to do 

anything more than look at your rates. 

What is unique about your 

client-focused systems? 

How does your uniqueness 

help your customers achieve 

their goals? Answering 

these questions allows you 

to command substantial 

premium pricing and still 

be the best value for your 

prospects and customers. 

STEP 3: DON’T MISS THE 
EXPLICIT BENEFIT.

Once you identify several unique and 

specific high-impact differentiators for 

each target market in steps one and two, 

don’t water them down. After watching 

hundreds of banks try to do this on 

their own, it is clear that this is a step 

that is misunderstood and ineffectively 

implemented without guidance. And yet 

this is where all the money is made! 

Being able to express your dramatic 

differences is important. But being able to 

prove that it is true so that clients believe 

you—that is what gets them to switch ac-

counts without asking “how much?”

The power of USPs comes from truly un-

derstanding the customer’s needs and how 

your bank uniquely fulfills those needs. 

Once you know what not to do—fuzzy ge-

neric marketing that misses explicit benefit 

and attracts only rate shoppers—you need 

to learn to use extreme differentiation that 

can give you up to 150 more basis points 

consistently on the loan side, and improve 

deposit pricing as well.

There are four distinct levels of USPs, 

but it’s the fourth level that will get you 

extreme premium pricing, helping you steal 

away your competitors’ best clients and 

providing your community bank with the 

respect it deserves. 

The real value comes when 

USPs are properly used at the 

right stage of the sales process, 

causing the customer to share 

with you how much your USP will 

impact them financially.

When customers you love begin to leave, 

it’s because they see you as a commodity. 

They begin to view you not as an expert 

partner but as a vendor to be managed 

based on price alone. Without understand-

ing your bank’s USPs, your team mem-

bers are left with no option but to use rate 

negotiation as a sales tactic. Your profitable 

customers become less profitable, if they 

stay with you at all. 

Every bank is facing this crisis, but 

only a small percentage are taking mat-

ters into their own hands and creating a 

marketing and sales system around per-

fectly-honed USPs. Once you identify and 

educate your team on how to sell based

on your USPs, you can stop rate matching 

once and for all. 

NET INTEREST MARGIN 
continued from page 4
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LEVEL 1 
BASIC DIFFERENTIATION. 

Aside from price, what makes you a better 

choice than the customer’s other options? 

LEVEL 2 
GADGETS AND PRODUCTS. 

What gadgets and products do you offer to make 

clients’ banking lives more efficient and productive? 

LEVEL 3 
SPECIAL EDUCATION OR EXPERTISE. 

What knowledge or skills do you have far beyond 

“product awareness” that add value to the customer? 

LEVEL 4 
PROPRIETARY UNIQUENESS. 

These are systems so profoundly impactful to clients that 

they know you either save them or make them thousands of 
dollars. These make your bank completely unique and are 

the reason your clients tell you that you are worth 10 times. 
more than you charge, regardless of your premium pricing.

 

THE 4 LEVELS OF
UNIQUE SELLING
PROPOSITIONS

You need to come up with dozens of USPs in every one of the 

four categories so that you have a USP to fit most potential 

client needs. But remember, it is only those in Level 4  

that lead to extreme premium pricing.

START WITH LEVEL 1 AND WORK DOWN THE LIST:
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SILENT SHAREHOLDERS 
continued from page 22

buying years in advance of a merger.  

Author Stephen Covey said that one 

should, “Begin with the end in mind” and 

these contracts are certainly something 

that must be visited well in advance.

Punished for Buying A Bank and 
Bringing More Business
If your customer “Fred” came in one  

day and said he talked all of his 200  

co-workers into leaving Bank of America 

and Wells Fargo to move all their accounts 

to your Bank - would you thank Fred 

by handing him a bill for the employee 

cost necessary to open all of those new 

accounts? Sounds ludicrous, but this is 

exactly how your Silent Shareholder 

will punish your Bank for bringing  

them net new business they never  

paid $1 to acquire.

Buying A Bank with a Different 
Processor
Let’s say for example you are a Fiserv-

processed bank and you buy an FIS-

processed bank of similar size and 

account volumes, doubling in size. Your 

shareholders put up all the money and 

equity to bring in the deal while your 

partner Fiserv will penalize you financially 

with conversion and integration fees to 

thank you for the net new revenue to their 

top line and simultaneously killing one 

of their competitors (FIS). Fiserv should 

reward your Bank for doing the deal in the 

first place, not penalize your shareholders. 

Buying a Bank with the Same Processor
Some types of labor require scaling up 

to service more customers, such as wait 

staff at a restaurant. However, when 

it comes to hosted or cloud IT service 

providers, technological efficiencies mean 

that service providers can simply “turn 

on” leveraged virtual servers in its data 

center without increasing labor.  Actually, 

in most cases the cost of service per 

customer goes down when labor remains 

flat and the customer count increases.

As a Bank, how does this impact you?  

Core suppliers can charge a “termination 

fee” along with other conversion and 

de-conversion fees when two existing 

customers merge even though it actually 

decreases the provider’s costs! So  

why do core banking providers impose 

these additional fees on you and 

your shareholders? They know that 

shareholders would rather swallow the 

costs than not complete the merger.

The Golden Contract Coalition Answer
With respect to mergers, these agreements 

are written to benefit only one party - the 

Core IT supplier. Suppliers should reward 

a bank when their shareholders buy a 

bank processed by a competitor - not 

punish them. Eliminate conversion and 

integration fees and start splitting revenue 

with your “partner” on interchange 

revenue, etc. Suppliers should outright 

eliminate these expenses and make the 

investment in keeping their acquisitive 

customer happy, growing and surviving. 

When a bank buys another institution 

processed by the same supplier; vendors 

should thank their stars they survived 

and pass on operating efficiency to the 

surviving customer – it’s that simple. 



ARE YOU TIRED  
OF YOUR MYSTERY  

SHOPPING COMPANY 
GIVING YOU REPORTS, 

BUT NO RESULTS?

Discover the 13 best practices of 

bank mystery shopping that drives 

bottom-line results:  Download the  

Bank Mystery Shopping Checklist at 

EmmerichFinancial.com/bankshop

“For a team that didn’t ever think about 
sales before a year and a half ago, that’s 
wonderful. We’ve hit a 6.7 average for 
cross-sales for our whole team and have 
had individuals as high as 12!” 

~  S. Jones, President & CEO
Home State Bank

K. Knudsen 
President
Security Bank

2016

2014

6.5
2.9

Increase in cross-sales

M. Schoepner 
CEO
Landmark National
Bank

2016

2010

5.16
1.1

Increase in cross-sales

C. Hoffman 
President and CEO
Richwood Bank

2016

2007

8.0
2.5

Increase in cross-sales
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James Robinson is the 
Senior Vice President  
of Sales for Glory  
Global Solutions and  
can be reached at  
James.Robinson@
us.glory-global.com or 
gloryglobalsolutions.com.

CUSTOMER CENTRICITY:
MISSION OR MIRAGE?

One of the top stated priorities for bankers today is 

to become more customer-centric in all their delivery 

channels, especially in the branch where the most 

complex and pro table sales still take place. However, 

defining what customer centricity really means is a bit 

of a challenge and sustaining these types of initiatives 

has been equally problematic. 

A recent research report published by Misys and Efma 

states that 48 percent of bankers surveyed believe the 

term ‘customer centricity’ is overused, and that efforts 

by banks to improve the customer experience have 

fallen short of the mark stating, “fatigue is setting in 

before banks can justifiably claim they have achieved a 

customer-centric approach.i” 

So the question becomes, is customer centricity a 

mission for banks or has it become more of a mirage? 

Measuring Success 

We also need to be reminded that, ultimately the level 

of success achieved in the area of customer centricity 

can only be properly measured in the customer realm, 

by what the customer thinks and not what the bank 

thinks! Studies have shown that bankers will likely 

over-estimate their success. According to a report 

published by the IBM Instititute. 

Regarding Business Value, “...bankers surveyed 

seem overly confident they are meeting customers” 

expectations. While 62 percent of retail banking 

executives indicate their organizations are able 

to deliver an excellent customer experience, only 

35 percent of retail customers share their view, a 

27-percentage –point difference.ii” 

Planning and Customer Focus 

To state the obvious, customer centricity starts  

with the customer at the center of a financial 

institution’s planning and decision-making  

processes. Consequently, bankers need to  

understand the markets they are trying to serve. 

Market demographics including age, affluence,  
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and ethnicity are important and will  

vary by branch. 

As stated in BAI Banking Strategies, 

“When banks stop thinking in terms of 

products, processes and channels and start 

thinking about the customers in totality, 

they have reached a major pivot point.iii” 

Bankers must also segment and clearly 

identify their targeted markets. Specific 

strategies and customer experience 

mapping should be completed for 

customers in targeted market segments 

such as millennials, high net worth 

individuals, and the unbanked or  

under-banked as might be identified  

by an individual institution. 

According to Deloitte’s 2015 Report 

entitled Getting Real About Branch 

Transformation, “An important factor 

in reinvigorating branch strategy is a 

clear understanding of customer needs 

and expectations. This allows banks 

to articulate the customer journey—

essentially a depiction of the targeted 

customer experience—and  further help 

drive decisions to invest in technology, 

processes, and talent.iv” 

Advanced Data Analytics 
Centricity eventually must get down 

to the individual because that is where 

success and failure is determined. Here, 

bankers can learn from the retail world, 

where advanced analytics are used to learn 

customer traffic patterns, preferences, and 

behavior patterns. 

According to Jim Marous, co-publisher 

of the Digital Banking Report, “Capturing 

and using consumer insight will be an 

important differentiator for organizations 

hoping to build new relationships and 

solidify those relationships already in 

place. Consumers will expect their financial 

institution partners to be able to provide 

real-time recommendations based on 

changes in their financial pro le.v” 

PWC agrees stating, “Banks that cultivate 

a deep knowledge of their customers 

– their financial-services preferences, 

economic demographics, and consumer 

behavior – can tailor offers to individuals 

in a timely manner based on activity in 

their accounts and lifestyle changes or 

choices.vi” 

The Pay-Off 
When these learnings are applied 

effectively at the customer level, the result 

is hardly a mirage. Rather, the outcome 

is fully engaged customers who feel they 

are known by the financial institution. 

Customers become loyal to the brand and 

even advocate for it with others! 

Continuing the Conversation 
Customer centricity involves more than 

simply implementing a CRM system, 

employing advanced data analytics or 

developing a talk-track. Success of a 

customer centricity mission depends on an 

institution’s ability to execute effectively 

across multiple channels, including the 

branch, to the delight of its customers. 

Glory does not supply the types of data 

analytics tools or CRM systems mentioned 

earlier. So what is our stake in the 

customer-centricity mission? Glory is a 

recognized market leader in providing 

branch technology solutions that support 

efficient, customer-focused engagements 

when customers 

Visit your branches and enable a banking 

environment that is safer and more 

secure. We also remove the obstacles and 

complexities associated with processing 

cash transactions. 

These outcomes are fundamental to the 

delivery of an outstanding customer branch 

experience and act as a gateway for staff 

to effectively engage with clients on other, 

more significant topics. 

i  Sales or customer focused? Banks’ evolution to customer-driven 
sales, Burke, Kwiatkowski, Yarmin-Ali, and Bastid, Misys and 
Efma, 2015. P.8, ii Banking Rede ned: Disruption, transformation 
and the next generation bank, IBM Institute for Business value, 
J. Brill, N. Drury, A. Lipp, 2015, p 2,  iii BAI Banking Strategies, 
Becoming the Bank Your Customers Love, A. Morris, February 
1, 2016,  iv Getting Real About Branch Transformation, How to 
Reinvigorate Branch Strategy, Deloitte, 2015, Page 3,  v Digital 
Banking Report: 2016 Retail Banking Trends and Predictions, 
Article in The Financial Times, Jim Marous, January 14, 2016, 
vi Strategy & Industry Perspectives: 2015 Retail Banking Trends, 
PwC, A. Jain and S. Shanker, February 2016

Finally, a way to beat Net Interest Margin Compression…

Think Fighting Against 
Net Interest Margin Compression 

is a Lost Cause?

Claim this must-read book to discover:

✔ How to finally escape the rate-matching death spiral

✔ Why ALL previous approaches have failed

✔ The “BIG LIE” about low rates

✔  How to attack the root cause of Net Interest Margin compression

✔ Finally, get premium pricing on every product your offer

✔ 5 biggest marketing mistakes made by almost every bank that 
sabotage Net Interest Margin growth

✔ 7 deadly sales mistakes that crush your margin

✔ A one-step silver bullet used by top banks to snap “rate-shoppers”
out of their preoccupation with low rates

Qualifying Bank Executives, Request Your Free Copy of “THE NET INTEREST MARGIN SOLUTION”
CALL: 952-737-6730 or VISIT: NetInterestMarginSolution.com/EB

*Qualification Criteria: To qualify for this valuable FREE copy of “Net Interest Margin Solution,” you must be a senior vice president or higher in a community bank with assets 
of $150 million or more. If you meet these criteria, don’t wait…Get your copy today.

“We increased our ROA and boosted Net Interest Margin by over  
100 basis points each, in less than 18 months. The culture change 
has transformed our bank. Our CFO now thinks the sky is the limit.” 

– K. Beckemeyer | President and CEO, Legence Bank

If you’re like most banks, you’ve tried every consultant, strategy 
and trick under the sun to fight the downward spiral of Net 
Interest Margin compression and matching low-ball rates from 
desperate competitors. But nothing’s worked….until now! 

Finally, Great News…We’ve cracked the code and have helped 
dozens and dozens of banks around the country consistently and 
predictably get premium pricing without taking on additional risk!

Frankly, for years, you’ve been right…But…We Cracked the Code!

A No-Fail System  
for Only Hiring  
“Star Players” 
...for Every Position in Your Bank

The truth is personality testing has 
an extrememly low correlation to job 
performance. A better predictor of 
performance is emotional intelligence 
(sometimes claled critical thinking). 
“But, how do you measure emotional 
intelligence,” you ask?

Research proves that 
over 70% of the abilities 
deemed essential for 
effective performance 
are emotional 
competencies– 
NOT personality.

ZERORISK can determine work prefences 
including:
•   Does he have the ability to follow rules and 

procedures, or will he rebel against them?
•   Can she handle rejection or criticism?
•   What’s his work ethic?
•   Do I have to micromanage her?
•   Does he have the people skills necessary 

to build strong customer relationships?
•   Can she function in a team environment?

•   Does he have the ability to close sales?

“Since using ZERORISK Hiring 
System our turnover rate has 
dropped from 40% to below  
2% in the past 19 month.”

-  S. Pajak, Vice President,  
St. Charles Bank & Trust

Take a FREE trial by visiting: 
EmmerichFinancial.com/ZERORISKHR 

or call 952.737.6730

Qualification Criteria: To quality for this valuable FREE 
Trial of ZERORISK, you must be a senior vice president 
or higher in a community bank with assets of $150 or 
more. If you meet these criteria, don’t wait, start your 
test-drive today!

70%
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When it comes to obtaining profitable 

deposits, almost every bank has the 

same three major roadblocks:

1     Prospects with sticky low-

cost deposits rarely walk into 

the lobby. Price shoppers do, 

happy to erode your profits and 

even put your future at risk. 

2     Bankers who have “set up 

shop” inside the bank. The 

bankers themselves wouldn’t 

put it in quite those words, 

but they think outbound sales 

initiatives are “beneath them,” 

so they seem to prioritize sorting 

paperclips over making calls. 

3    Even if you have team members 

calling prospects, they almost 

always call the wrong people… 

and use the wrong approach. 

Now for the good news: As a leader in 

your bank, you can make a few tweaks 

to your sales process to crush the 

roadblocks in just a few weeks. Team 

members will start to win business 

without talking about rates. Suddenly 

you will have the peace of mind that 

comes from being a bank that survives 

regardless of the economy and the 

desperate moves of your competitors. 

4 STEPS TO ATTRACT 
MORE LOW-COST 
DEPOSITS
STEP 1 
Unlike so many sales programs that are 
focused on volume over value, teach your 
team exactly what type of customer you 
want to attract. Forget demographics. Get

a clear understanding of your “next best” 

customers by analyzing the psychographics 

and firmographics of your current most-

profitable customers. 

STEP 2
Conventional sales training recommends 
cold calling, something that your people will 
outright often refuse to do (and that your 
prospects don’t much appreciate either). 
In contrast, warm sales are far easier on 

your team and also more lucrative.  Build 

reputational equity in the community by 

providing extreme value to your next best 

customers before sales calls. The idea is to 

get your ideal client to fall in love with you 

before you make your first sales move.

STEP 3 
Forget the typical deposit sales approach 
used for calling on companies, where the 
banker asks the business owner for three 
months of statements to see how much they 
can “save.” This is an approach destined

to get you the business only if there is no 

margin in the deal. Instead, you want to 

bring substantial quantifiable value. 

If you’re committed to seeking 

profitable clients, starting with an analysis 

of how the bank will save money for the 

prospect is not the best approach. Instead, 

use your extreme differentiating value—

employ your unique selling propositions 

(USPs) as hooks. Customize your USPs 

to your target market and prospects, 

demonstrating your unique understanding 

of the needs they didn’t even know they 

had (but are glad you pointed out). 

Using your USPs as your sales hook 

shows your prospect that you are more 

than a necessary business expense—you 

are instead their expert partner. You 

don’t want brand awareness for your 

bank—you want brand insistence!  

STEP 4 
Contrary to the traditional sales training 
taught in almost every bank in America 
today, you don’t want to sell. You want

to skillfully ask questions that make 

potential customers aware of areas of 

weakness that could cause them financial 

harm. You want to explain how you can 

best support your prospects to take more 

cash out of their businesses, reduce risks, 

and create more ease. This genuine  

concern makes you not just another bank 

“vendor” calling on them, but the only 

choice, regardless of your pricing. When 

you show that you are truly interested in 

how to best support them and their future 

ambitions, while helping them reduce 

risks, they will be thrilled to tell you how 

much financial impact your USPs could 

have for them. When those outweigh the 

extra you charge by far more than a factor 

of ten, your price becomes irrelevant. 

Conclusion: Get More 
Deposits by Making Your 
Bank “One of One” 

Once you know what your best customer 

looks like, and you understand their 

needs and how your USPs help with 

those needs, you can become their expert 

advisor rather than just another vendor.

Experts deliver value and get paid 

what that value is worth. Instead of 

being one of many, following these 

steps will make your bank one of one, 

creating a win for your clients and 

more profitable deposits for you.

Everywhere we go, everyone asked us, ‘How’d you win that award?’

Want my blueprint to 
diagnose, identify, attract, 
and retain more of the 

“right kinds of profitable clients,” all 
while lowering your cost of funds? 
Join me for my new “5-Steps to 
Profit-Rich Deposits” video course. 
Get your exclusive access link at: 
BankCoreDeposits.com/5steps.

      DEPOSIT MAGNET STRATEGIES
continued from page 24



Announcing the opening of  
nominations for the most prestigious 
award in community banking… 
 
You’ve heard of the Grammys, The Emmys and the Tonys… 
now community banks have the Bankys™. 

THE most prestigious award in community banking…

The one that will give you extreme differentiation to  
get premium pricing on A+ customers…

One that customers will recognize in their buying decisions.

Will You Be A Winner This Year?

Nominations are now open: Request a nomination packet for your bank now…

BankyAwards.com/nominate or cal l  (952)  737-6700

The first year we won it, we grew more than 
we had in the previous 8 years combined.

                — P. Steele | CEO, First Volunteer Bank

Who’s Who of the best, most innovative Community Bankers 

from across the country will converge at the

 

in Minneapolis, Minnesota on September 12th
for the biggest celebration of community banking this year. 

Extraordinary Banking™ Awards Ceremony

Everywhere we go, everyone asked us, ‘How’d you win that award?’

I founded the Institute for Extraordinary Banking™ because people deserve great banks. 
And you deserve to lead great banks.

I hope you’ll join our cause…nominate your bank for a Banky™ Award and, like hundreds  
of bankers did last year, block your calendar now, to attend the national celebration of community 
banking in Minneapolis, September 11–13, 2017 at the Best Banks in America Super Conference  
and Extraordinary Banking™ Awards ceremony.  
Go to BankyAwards.com/Nominate to nominate your bank today.

Get the recognition in your market that you deserve!



NEW

Directors and Executives… 
Get your EXCLUSIVE VIP access  

to Season 1 today at ExtraordinaryBanker.tv/tv-vip

The Institute for Extraordinary Banking™ is the home of the Banky™ award and publisher of Extraordinary Banker® magazine

Go watch these Season 1 episodes — live now at 
ExtraordinaryBanker.tv/tv-vip

EPISODE  1   |   New Thinking: Advancing Your Bank by  
Adopting New Technologies  
Bill Rosacker, President & CEO, United Bankers Bank

EPISODE  2   |   Team from Heaven: How to  
Build an Extraordinary Culture 
Michael E. Scheopner, CEO & President,  Landmark National Bank

EPISODE  3   |   NIM Secrets: No-Fail Strategies to Address 
Net Interest Margin Compression  
David Gohn, Chairman & CEO, West Plains Bank and Trust

EPISODE  4   |   Fast-Growth Strategies: How to Develop a 
Results-Rule Culture for Exponential Growth 
Betsy Flynn, CEO & President, Community Financial Services Bank

Finally...a TV show just for  ambitious 

community bank executives and directors 

to explore what the Best Banks in AmericaTM 

are doing now…


