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(Dates and locations subject to change)

Schedule of  
Upcoming Seminars2012

September 20-21, 2012
Chicago, IL

For CEOs, presidents, executives, and top “movers 
and shakers.”

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-poten-
tial leads with almost no marketing budget, and shift 
your people from order takers to business developers.

For executives and all senior leadership team 
members, department heads, trainers and human 
resource professionals—you can even send your 
clients. This is for non-bankers, as well. 

For CEOs and presidents of high-performing
organizations.

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.

October 23-24, 2012
Minneapolis, MN

October 3-4, 2012
Minneapolis, MN

Formerly Grow Your Bank® Summit

Leadership Development

EVENT DATE DETAILS

Profit-Growth Banking™ Summit is a hands-on marketing, culture and sales management “boot camp” dedicated to 
giving you REAL strategies that are immediately actionable and eminently productive. It gets you focused on growing 
profits, performance and high-margin sales. And it’s tailored to deliver exactly what smart banks need to do to achieve 
record years during challenging times.

Permission to Be Extraordinary® is an exceptional opportunity to radically rewire your mind about your possibilities and your 
ability to transform others and lead. Stretch yourself into doing things you never thought you were capable of accomplishing.

For more information on attending our upcoming seminars  
visit www.EmmerichFinancial.com or call (800) 236-5885

Discover a proven system used to turn around one bank from troubled to one of the highest performers in the country within 
just two years. Too good to believe? Believe it. And now you can learn the system and start applying it immediately.  
Invest two days and recover your sanity and joy for being in business.



LETTER
FROM THE EDITOR   

Suspending disbelief. �at’s the job of a leader.

�ere’s a mountain of evidence for this—countless employees who 
are happy to share their “beliefs,” such as...

• “Hey, back off, we have compliance issues! Don’t ask us to 
do sales, too.”

• “Are you kidding me? How do I make loans when loan 
demand has dried up?”

• “PLEASE, you expect me to have a good attitude when 
banking is listed as the third least respected industry?”

At some level, they’re right.

And at a more important level, these beliefs are dead wrong. And if you let them guide the ship, your 
tootsies will be wet very soon. �en it’s only a matter of time before the water is up over your head.

That’s where you come in. Leaders of extraordinary banks know they must rally the troops to make 
agreed-upon outcomes happen regardless of circumstances, thank you very much.

Boards don’t want excuses…they want results.

This issue is about suspending disbelief about what is possible. Hundreds of banks are having their 
best year ever. And they have the exact same economy, conditions, and obstacles as all the banks 
that are loaded up with employees making the excuses and running with them—not to mention 
leaders who are buying into those excuses.

So get ready for some sage advice: When you are inundated with self-defeating beliefs, stick your 
fingers in your ears and repeat, “I’m not listening. I’m not listening. I’M NOT LISTENING!”

Hold tight to the concept that 2013 could be your very best year ever EVEN if the economy 
tanks. But to do that, you will have to change your response to circumstances, and you’ve only a 
few months to lay that foundation. �is issue is designed to give you those strategies and concepts.

Roxanne Emmerich
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FREE In-Depth Assessment and Recommendations for Achieving Record Growth
Ask for one of our bank marketing and culture specialists (952) 820-0360

You’re working hard to improve ROI, net interest margin and loan quality in 
your bank. But did you ever consider that achieving top performance starts with  
improving your people and the internal culture that produces profit-rich growth?

At The Emmerich Group, our formula uses proven methods to uplevel your  
processes, refocus your marketing systems, improve your culture and—most 
importantly—galvanize your team. It’s the only transformational program of its 
kind in the banking industry.

They will ask you several questions about your current operations, then recom-
mend a complete plan for transforming your people and your profits.  Every bit of 
the conversation takes place in the strictest confidence.

With a formula in place to transform your team, you can make an incredible dif-
ference to your bottom line—enjoying top-percentile performance in record time. 
In fact, many bank clients earn more in one quarter than they previously earned 
in one year.

Make the call now and start the process that will help you achieve more than 
you ever thought possible.  Call us today to find out how your bank’s internal 
culture is affecting your bottom line—and get an action plan for improving 
your bank’s culture... and performance! 

Get started with an in-depth assessment and customized  
curriculum plan—FREE when you call one of our bank  
performance and culture transformation specialists  
at (952) 820-0360 
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Finally, an Iron-Clad 
System to Stop  
The Excuses  
and Get Results.
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Performance 
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Tools, Case 
Studies and  
Advice

 FEATURE BANK       16
From marketing and sales performance, 
to hiring and people management tools, 
to strategic planning, accountability and 
celebration—there are “best practice” 
tools to collect in your toolkit so that 
whether you’re starting a new location, 
acquiring a competitor, or hiring a 
personal banker, you have a franchisable 
system that just plain WORKS.
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rowing a bank isn’t some mysterious process that involves tea leaves 
and oracles. It’s more like building a house or tuning up a car’s 
engine, with a power tool for every step and a hand tool for every 
part you need to work on. Effective builders have a “franchise 

system”—the proven best way to do things that minimizes mistakes 
and maximizes results per hour spent. 

Building your bank’s profits and tuning up your sales and profit culture 
requires a set of tools as well.

From marketing and sales performance tools, to hiring and people 
management tools, to strategic planning, accountability and celebration 
tools—there are “best practice” tools to collect in your toolkit so that 
whether you’re starting a new location, acquiring a competitor, or hiring 
a personal banker, you have a franchisable system that just plain works.

So where do you start?

It all starts with the primary tool for upleveling your sales culture and 
getting every employee and executive on board: leadership. And the 
�rst thing you build with that tool is a healthy culture. 

Systems don’t work without a healthy workplace culture. There’s no 
point in developing systems if you have people who are uncoachable, 
don’t want to follow your systems, or simply won’t. �at’s why culture 
is job one.

Top-performing leaders embrace change, promote growth and realize 
that everything is a leadership issue. �ey challenge all beliefs and 
assumptions. They take action. And they give people who don’t share 
the value system—or who display a bad attitude—a same-day choice to 
either buy in fully or opt out to a place of employment that �ts their value 
system. (You know—the job where they are hired to whine, complain, 
gossip and not follow systems or be accountable. Yeah, that job.) 

Top-performing leaders keep their team on course and insist that people 
follow the best systems instead of reinventing wheels. 

Here are some proven systems, tools and methods that regularly help 
banks grow more profitable with a more predictable path:

Critical Drivers—In every business, there’s a checklist 
of goals and targets that—when reached, surpassed 
and improved upon—continually drive revenue into 
the business and drive up pro�ts. We call these targets 
“critical drivers.” Identifying, tracking, measuring and 
meeting the critical drivers of your bank will make it 
a top-performing institution.

G

It’s safe to say that most banks either 
don’t have de�ned critical drivers by 
position or, if they do have them, 
have critical drivers that worked 
(barely) when parachute pants were 
all the rage. Drivers like “number 
of calls” get you nowhere fast. 
What you really want is “aces on 
Top 1000 prospects” to know that 
calls are going to the right people 
and following a pro�t-rich sales 
system instead of one where you get 
dragged into matching a rates. 

What? Are you STILL matching 
rates? I see. (And that’s a nice Flock 
of Seagulls hairstyle, by the way.)

The Bank Builder’s Toolkit
Systems, Tools and Methods That Build Banks FAST
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Today, top-performing banks focus 
on key initiatives tied to those 
critical drivers that boost net interest 
margin and deliver an ROA that 
was once thought inconceivable. 
�ese leaders concentrate on 
getting core deposits, pinpointing 
A+ credits, landing this quality 
business at premium pricing, and 
differentiating their bank from 
the competition with compelling 
USPs, smart marketing, whole-
team sales and culture training. 
�ey establish systems within their 
bank to replicate these powerful 
strategies anytime they open a 
new branch, hire a new employee 
or take advantage of a merger or 
acquisition opportunity that lands 
in their lap.

By giving your people a clear 
understanding of critical drivers 
that really matter, you can start to 
move things forward in ways that 
make some sense. For instance, 
instead of a personal banker caring 
about the number of new accounts 
they have, they should really care 
about how many Top 100 prospects 
they’re bringing in. Is their cross 
sales ratio on new accounts going 
up every week? What’s the number 
of cross sales to Top 100 customers 
for example. THESE are goals that 
actually matter to your bottom line.

Do you really need more 
customers losing money for you? 
Didn’t think so.

Weekly Sales Meetings—
Research across all 
industries has proven that 
the highest ROI activity 

that happens in sales meetings is 
teaching skills and asking people 
to use and report back on those 
new skills. Whether it’s a meeting 

of your retail sales team or your 
trust, investment or commercial 
sales teams, a sales meeting agenda 
that is focused on celebrating wins 
is good, but learning what part of 
the sales system CAUSED the win 
to happen matters just as much. 

In the sales meeting, make sure every 
person is properly using the right 
system to get premium pricing.

Hiring Right—Let’s face 
it. Hiring has never been 
more di�cult. With up 
to 40% of the population 

experiencing mental health and 
substance abuse disorders at some 
point in their lives*, how do you 
avoid the pitfalls of hiring people 
who are destructive to your culture, 
unwilling to do your required 
behaviors or otherwise unable to 
follow orders or demonstrate a 
good, honest work ethic?

With so much at risk, hiring 
the wrong person to be a part of 
your sales and service culture can 
be disastrous. As you hire and 
move people to different roles at 
your bank, it’s important to use 
powerful interview strategies, 
carefully-worded job performance 
plans that outline the activities and 
results required at every stage of the 
job—as opposed to the antiquated 
“job description” that was never 
all that effective—and tools that 
measure emotional intelligence, 
the thinking behind the behaviors 
that strongly suggests whether 
someone can do the job. 

A human capital audit that 
outlines the 43 different positions  
within banking and specifies the 
appropriate codes for each has 
proven to be the cornerstone of 
helping many banks lower their 

turnover from the current average 
of (yikes!) 40 percent annually. 
More importantly, people who are 
considered “low risk” for a position 
have a 90 percent chance of still 
being in that position one year 
later. High riskers have only a 10 
percent chance. 

Daily Huddles—How 
do you get people focused 
on the right things? 
Cross-sales scores raised, 

big deals closed, clients who are 
raving (in a good way)? 

Nothing teaches “success stories”—
thus the Daily Huddle. 

Learning, accountability and 
celebrating wins are the hallmarks 
of high-performing sales cultures. 
The Daily Huddle—a brief 
morning meeting—is a tool 
that smart banks use to advance 
learning, keep teams motivated 
and make sure everyone is focused 
on those critical drivers that make 
your organization successful. 

(continued on page 10)

The Bank Builder’s Toolkit
Systems, Tools and Methods That Build Banks FAST ZERORISK

ZERORISK is the only emotional 
intelligence hiring and “right seats 

on the bus” assessment tool  
customized to benchmarks of  

43 banking positions.
 
Far beyond traditional “personality 

assessments” that have little to  
no correlation to success and 

retention, this tool has, for some 
clients, lowered turnover from  

40 percent to 2 percent.   
Call 952-820-0360 to get the  

43 position benchmarks free.

*As reported by the U.S. Department of Health and Human Services and the National Institute of Mental Health.



We can transform your bank’s culture into a high-performance 
team focused on boosting core deposits…increasing net interest 
margin…and moving the needles that lead to pro�table growth.
For the past 23 years, we’ve worked with over half of the top 5% performing banks. More importantly, 
we’ve moved banks that were in the bottom 5% to the top 5% within two years using our process.  Many 
have become ranked as the number one or number two bank in their state.

It’s easy to get started. In fact, over just two days at our Pro�t-Growth Banking™ Summit, we’ll literally 
give your leaders the mindset, skillset and �re-in-their-belly commitment that leads to record growth—
often in the very �rst quarter.

Pro�t-Growth Banking™ helps participants understand  
the culture and methods which are proven to create and 
sustain pro�table growth in their institutions. It works! 
                                        -D. Adkisson, SVP and Senior Lender,  
                                         The Hardin County Bank 

I’ve been to hundreds of seminars as CEO of several banks.  
I learned more in two days at the Pro�t-Growth Banking™ 
Summit than I did in all the other seminars combined.
                  -D. Solsby, SVP and Director of Business Banking,  
                   Independence Bank

All banks are concerned about their bottom line. The  
bottom line on this program is that it works!!! 
                                                        -T. Taylor, Chief Credit O�cer, 
                                                         KS Bank

Eye-opening experience! I’ve always thought of myself  
as an advocate for our customers, but never, ever a sales 
person! After this Pro�t-Growth Banking™ Summit,  
I KNOW that I can be both.
                             -P.M. Wheeler, Branch Manager, MetaBank

I thought I was the best employee doing the best job  
possible and there was no way I could do better— 
I was so wrong. I found my ‘aha’ moment. 
                   -D. Lykes, Banking O�cer Commercial Lending,  
                     Coppermark Bank

Learned more in the �rst two hours that will have a 
huge impact on our bank than I’ve learned at most  
conferences that I’ve been to in the last 5 years.
                           -B. Smith, AVP, First National Bank of Gilmer

The greatest predictor of growth and pro�tability 
is an internal culture focused on critical drivers. 



Attend Pro�t-Growth Banking 
and you and your team will:

 y Discover an iron-clad system to 
command premium pricing on loans 
and deposits.

 y Create a system to change your deposit 
mix to keep your risks low when rates 
take o� again.

 y Target pro�t-rich clients in your market, 
capture all their business—and get 
them to send their friends and family  
to your bank.

 y Uncover proven methods to increase 
your services per household by one 
plus in just one year—and capture all 
the resulting pro�ts. (We’ve seen cross-
sales on accounts triple in less than 6 
months!)

 y Ignite in your people a bring-it-on, 
let’s-win-regardless-of-the-economy 
mindset where results rule!

 y We’ll even reveal the secret to getting 
all the business you want from a weak 
bank in your area without having to put 
your capital at risk.

January 25-26, 2012 | Atlanta, GA

 OF THE PACK…

Attend Pro�t-Growth Banking 

January 25-26, 2012 | Atlanta, GA

 OF THE PACK… OF THE PACK…
Move Your Bank Miles Ahead

Performance Transformation  
Team Enrollment Special:

•  3 Tickets to Profit-Growth Banking valued at $2,685
•  Profit-Growth Banking™ Playbook
•  Fast-Track “S.M.S.C.” Blueprint
•  “No More Order Taking™” Instant Paradigm Shift
•  Jumpstart Mastermind Follow-Up Teleseminar
•  Roxanne Emmerich’s 3-Book Banking Excellence Set
•  EXEC Team Post-Event Mastermind Call
•  The Naked Truth: Mystery Shopping Assessment $295

Be one of the �rst 20 to respond 
and receive…

Special Bonus #1: One-on-One Success Strategy 
Session valued at $1,500 

Special Bonus #2: Breakthrough-Banking Culture 
Assessment Case Study valued at $5,000 

Special Bonus #3: Emotional Intelligence Hiring 
Process Benchmarks

Special Bonus #4: Two Additional Seats For Your 
Movers & Shakers valued at $1,190

All this for only $2,995!  
If you are one of the �rst 20 banks to enroll 

…with $7,690 in special bonuses.

Call (800) 236-5885 today to get  
started and lock in your savings

http://www.emmerichfinancial.com/bc
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Strategy Circle Process—
Every one of your 5 key 
initiatives and 5 key results 

deserves a strategy circle—the 
miraculous process that assures 
that things happen.

�e process forces you and 
your team to create strategies to 
overcome each obstacle before you 
even encounter it. Using the process 
on every project—whether buying 
new software, developing a new 
training program, or reorganizing 
part of your company—will 
save tremendous time and create 
far more efficient results. Most 
important, it must be used on 
every identified key initiative 
and key result per the one-page 
strategic plan. It’s what makes the 
plan happen and what moves it 
beyond a pipe dream. 

Hoopla Team®—Every time 
you roll out a new standard, 
new vision, or new way of 
operating, it’s important 

to be sure that your people are on 
board with full buy-in. As you work 
toward becoming a top-performing 
bank, you’ll be rolling out hundreds 
of reforms and culture upgrades. A 
Hoopla Team is a cross-sectional 
team representing different 
locations and levels, a team that 
can keep the enthusiasm high 
through celebrating, encouraging, 
rewarding and making bank-wide 
“wins” visible everywhere. 

A Hoopla Team makes improving 
standards FUN. Quarterly all-staff 
award ceremonies ensure that both 
individuals and teams are working 
toward goals and being rewarded 
for it. Awards should be tied into 
key areas of your culture: customer-
service standards, values, and 

critical drivers such as sales, cross-
sales, pro�tability, prospects in 
funnel, quality of loan processing 
and other drivers that are critical to 
your bank. 

As people create mastery in the 
basics, the things the Hoopla 
Team measures and celebrates 
get elevated every few months. 
For your bank to be better, your 
people must be better. �ere’s no 
way around the need for constant 
improvement. Choosing the right 
next things to roll out and knowing 
at what pace you can advance the 
roll-outs is critical to success. Make 
sure the Hoopla Team masters the 
�ne art of getting advanced critical 
drivers measured and celebrated. It 
ties everything together. 

Sales and Marketing 
Tools—Later in this 
issue, you’ll read an 

article on the ideal sales and 
marketing toolkit for banks. But 
no sales or marketing tool that 
exists will overcome an internal 
culture that has an “order-taking” 
or “rate-quoting” mentality. 

When your people commoditize 
what they’re selling by quoting rates, 
they give prospective customers a 
chance to price-shop you. Instead, 
they should proudly represent 
your bank as an institution where 
people want to bank—even if it 
costs more—because customers 
have done the cost-versus-return 
analysis and know the payoff.

Culture Is the Foremost 
Predictor of Future Growth 
and Pro�tability

Most bankers think that internal 
culture means friendly tellers, free 
coffee in the lobby and someone to 

greet customers as they come in the 
door. But have you ever found one 
bank that was successful with that 
insipid belief system? 

I doubt it. Because that’s not what 
culture is. 

Culture asks, Will your people leap 
over tall buildings in a single bound 
to make sure your client is successful 
in their business or personal �nancial 
goals? And will they have fun doing 
it so that your system is sustainable? 

Culture is a system—
from the selection of 
your employees to the 
rewarding of your people 

to the celebration of critical drivers 
to the tying of the critical drivers 
into the strategies to how you 
deal with dissidence to everybody 
pulling in the same direction, 
knowing that their good efforts 
won’t be negated by someone else 

who’s doing it halfway.  

It’s all about fun—not 
just for it’s own sake, 
but fun tied to critical 

drivers that are the precursors to the 
numbers that bank executives talk 
about. When a bank CEO goes to 
a front-line person and says, “Hey, 
let’s go get a Return on Assets of 
2.0 this year,” the front-line person 
understands, “OK, it’s my job to 
make sure that I have at least five 
cross-sales on average from every 
new account that comes through 
here.” THAT’S a kick-butt culture 
that can move mountains!

Download The Banker’s Toolkit - a Free Guide 
to Help You Get the Your Bank On Track For 
Profit and Growth: www.EmmerichFinancial.com

http://www.emmerichfinancial.com/new-game.html
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If you don’t have the client’s 
entire relationship, you’ll quickly 
�nd yourself either matching 
rates, losing business or getting 
only the unpro�table part of a 
client’s business. 

If a client doesn’t do all their 
business with you, they are 
pushing the “I don’t really trust 
you” button. Trust means they 
know you have their best interests 
at heart—and you’re knocking 
yourself out to understand 
their needs, wants and desires. 
�ey understand that you’re 
committed out of your mind to 
their �nancial safety and success.

That’s a far different game from 
order-taking and rate matching 
and this collaborative approach 
helps differentiate you in the 
marketplace, too.  

A recent J.D. Power study found 
that small-business banking 
satisfaction is highest among 
customers who believe they have 
a collaborative relationship with 

Growing profits isn’t complex. In fact, there’s a formula for 
accomplishing profit-rich growth that few banks have mastered. 
This leaves loads of room for smart bankers to capture greater 
market share, attract top prospects, grow core deposits and 
expand their loan portfolio with A+ credits.

The key is to simplify—not only your focus, but also your priorities.

What’s the formula?

1. Attract A+ Quality Credits at Premium Pricing

Sure, your people think it can’t be done, and that is EXACTLY the 
problem. In fact, there are several problems at the core of this issue: (1) 
Your lenders don’t know how to identify who is an A+ quality credit, (2) 
They don’t know that the approach used with these prospects is completely 
different from the approach used with B and C quality prospects, and 
(3) They don’t really believe you when you say your bank can easily do 
business with A-grade prospects.  And they CERTAINLY don’t believe 
they can get premium pricing across the board.

However, all three of these problems can be solved. In fact, they MUST 
be solved. If you don’t, you’ll be adding more employees to chase the Bs 
and Cs that walk in the door, and these bankers will run around looking 
busy chasing those deals—many of which can’t be made and most of 
which shouldn’t be made. �ey’ll come to the credit committee after 
putting 5-20 man hours into a deal—only to report they can do the deal 
IF you match pricing. 

So now you’re faced with a substandard credit “opportunity”—which you 
made an expensive investment to attract—and if you do the deal, you’ll 
likely regret if from both a credit standpoint and a profitability standpoint.

Eventually, you’ll need to hire even more people to do more of the same 
because they can’t keep up with the applications from people who are not 
your target market, aren’t A+ credits and won’t close at premium pricing.

It’s exhausting and demoralizing just talking about it. And, on some level, 
it exhausts and demoralizes you. 

2. Own the Entire Relationship

Forbes magazine reports that the average household has roughly 16 
products—mortgages, checking accounts, credit cards, 401(k)s, IRAs, 
various insurance policies and the like—across various financial institutions.

Take the Complexity Out  
of Pro�table Growth
Focus on everyday basics
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their bank. Michael Beird, director 
of banking services at J.D. Power, 
says, “Those banks that are able to 
deliver on key practices and partner 
with their small business customers 
have an opportunity to differentiate 
themselves.”

If your people aren’t educated about 
how to get all the business—and 
if that goal isn’t front and center 
every day in what gets measured 
and celebrated—you’re sending a 
strong message that capturing a 
customer’s total business doesn’t 
really matter.

3. Stay Focused on the 
Best Use of Time
�ere are only two things that 
your people should be doing: 
wowing customers and pursuing 
those activities that align with your 
five key initiatives and the top five 
results in your strategic plan. 

Sure, compliance and other 
areas need to be handled with 
excellence and grace…but that is 
NOT your business.

Your business is generating 
revenue from high quality prospects 
and clients. 

Do you have systems in place to 
make sure that every employee’s 
performance plan is completely 
aligned with your bank’s strategic 
plan and its objectives?  Do your 
middle managers fully execute 
your plan and stay in complete 
alignment with it?

Does your executive team have 
the systems in place to make 
sure that this course is followed 
weekly and adjustments are 
made quickly for anything or 
anyone who is out of alignment?

4. Be Vigilant About the 
“System” of Culture
Do you have people who gossip 
and make things up—and do 
you have people who listen to 
that gossip? Or do your people 
instead bring you great ideas about 
how to do things better because 
they’re infused with a “bring-it-on” 
attitude (rather than the typical 
“you’ve-got-to-be-kidding-we’re-
so-overworked-now” attitude)?

Culture is a system. It’s not just a 
happy bus. It’s a happy bus tied to 
critical drivers whereby people are 
celebrated for meeting their goals, 
doing what they’re supposed to 
do and speaking with complete 
authenticity…and those who don’t 
are dealt with.

At the end of the day, culture is a 
system. If you don’t believe that, you 
will NEVER have a great culture.

It’s a system of raising the bar—
slowly, but with great celebration for 
every milestone. It’s an integration 
of marketing, strategy, service and 
focus on the right customers. It’s 
the point where everyone believes 
your bank is worth more. 

It’s measurement. Celebration. 
Development of people.

If your people are growing—
becoming more authentic in their 
communication,   appreciating 
each other more, getting over the 
“drama” addiction, having more 
fun and realizing they are the 
source of joy and results—they’ll 
soon understand that your bank’s 
success is about the daily, individual 
decisions that they make. When 
people understand that they’re not 
victims but rather contributors to 
the world, everything changes. 

Is your machine in place? And is your 
system progressing such that, every 
week, the bar is raised higher—but 
never so high that it terri�es the star 
employees with potential?

�at’s the de�nition of a great 
culture.

5. Focus on Client Success
With all the banking studies 
out there measuring customer 
satisfaction, it’s no wonder that 
most banks are focused on that 
wrong thing. 

You heard me right. 

Your focus should never be on 
customer satisfaction, but rather 
on client success. If you help your 
customers become successful at 
their business and personal goals, 
they will never leave you. �ey will 
not negotiate pricing. And they 
will tell all their friends about you.

�is outcome is why all systems, 
measurements and conversations 
must focus on wildly taking care of 
clients to assure their success. �is 
focus goes WAY beyond order-
taking to actually helping their 
businesses thrive, helping them 
understand their �nances, coaching 
them to make good decisions and 
taking a proactive role in their lives.

It’s a far different game from 
the one played by 95 percent of 
bankers today. For those few, smart 
bankers who “get it,” the world is 
their oyster.

Register all your executives and managers for the 
free tele-strategy series that helps you overcome 
the most pressing growth and profitability issues 
facing banks today: 
www.EmmerichFinancial.com/Bank-Builders

http://www.emmerichfinancial.com/Bank-Builders/index.html
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By Roxanne Emmerich

After 24 years of working with the top performing banks in the 
country to get them there (and keep them there), one thing is crystal 
clear to me: The biggest struggle for any bank CEO is getting people 
to do what they’re supposed to do. 

If that happens, everything’s ducky. Net interest margin grows, 
loan quality improves and growth happens—regardless of what the 
competition does or what the economy offers up.

Unfortunately, the vast majority of people are self-sabotaging 
machines. Really. It’s the same everywhere you look. People will do 
just about anything to not win.

They pretend they don’t know what matters.

They do the spin cycle all day, every day…never making time for the 
critical few things.

They engage in small talk and minutiae, then complain to their families, 
their coworkers and their boss that there’s “just too much to do.”

Even worse, they justify it all with excuses like, “Well, the boss has 
unrealistic expectations, what would you expect?” or the ever-popular 
“Nobody told me nuttin’!” 

�en there’s the all-time classic favorite: Stir-the-pot, gossipy, 
whispered I-shouldn’t-tell-you-this-but conversations—the ultimate 
demonstration that the employee is losing the game and not getting 
results. �ey might even camou�age the situation by saying the boss is 
nuts or the company is unethical. �is allows them to build a carefully 
crafted story for that time a few months down the road when they’re 
no longer working there and people begin to ask why.

From time to time, we can all slip into the mindset of self-sabotaging 
machines. �us the need to get everyone and everything focused, 
focused, focused. 

The MTO Formula That Keeps People  
Accountable for Optimal Pro�ts

So how do you achieve focus in 
an organization that seems to be 
suffering from A.D.D.? How do 
you get those in the spin cycle to 
stop spinning in circles—and to 
stop spinning those around them?

You do it by creating MTOs and 
getting all the elements in place to 
make them happen.

MTO™ De�ned 

What’s an MTO? It’s a set of goals—
minimal, target and optimal 
goals—that you establish around 
the critical drivers for each position.

Critical drivers are those few 
things that really matter in a given 
position at a given stage.

Here’s an example:

Most personal bankers think 
their job is to run around like the 
proverbial headless chicken, busily 
responding to calls. �at’s what 
about 75 percent or more do.

But what do you REALLY need 
from each personal banker? You 
need them to develop a full and 
collaborative relationship with 
every client. You need them to 
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bring in more A+  quality clients. You need them 
to support retention of clients. You need them to 
achieve a better deposit mix to bring down your 
cost of funds.

With everything you need them to do, it’s helpful 
for everyone to establish what they MUST do at a 
minimum…what their target achievements should 
be…and what would be optimal for the personal 
banker, based on whether that employee is a veteran 
or brand new in the position.

What’s a minimum? Put simply, it’s a minimal 
performance threshold that—if not reached—is 
a really, REALLY big deal for that employee and 
for the bank. It’s a number that would have some 
serious consequences if it isn’t reached, such as 
being written up, being put on a performance-
improvement plan or even being let go. 

A target is the actual goal—it’s the number they’re 
expected to hit. It’s NOT an “if you’re lucky you’ll 
reach this” number. A target goal is truly expected. 

An optimal goal is the number for each critical driver 
at which an employee knows you’ll do backflips. 
They know that achieving that optimal will make 
them eligible for some really great rewards including 
(certainly) recognition, praise and kudos—and 
(potentially) bonuses, President’s Club honors and 
even promotions.

How to Hit Optimal Outcomes

Sooooo…what do you do to make those 
optimal outcomes happen? Well, you start 
slow. Really slow. Start by measuring one 
little thing, and making sure she gets to 10 
out of 10 on that measurement. Maybe it’s 
meeting the 10-point mystery shopping 
objectives tied to phone standards. 

Once she has that, then you start measuring the 
critical drivers. Start by adding only one critical 
driver. A good one is cross sales on new accounts. 
Boost that from 2.2 to 6, and NOW we’re talking 
about a person who’s a pro�t center. Raise the bar 
slowly all the while coaching, measuring, celebrating 
and repeating over and over again until…BAM! 
We’ve got it. She’s a master at that one.

Now add another, then another, until eventually 
you’ve up-leveled that position to 3-5 critical drivers 
and your employee is focused on those things that 
REALLY matter. Maybe it remains cross sales on 
new accounts, but then add cross sales on Top 100 
clients…or the number of new clients from the 
Top 1000 prospect list…or referrals from Top 100 
clients that are closed.

MTOs should change, adapt and grow. You should 
stretch people—always celebrating where they’re at, 
but raising the bar too, by increasing the objective 
or adding more. 

Too Many Objectives vs.  
Improving Critical Drivers

Beware of adding too many objectives. Instead, 
improve the quality of your critical drivers. 

For example, the number of calls a commercial 
lender makes is one thing—but an advanced, 
winning lender should be measured instead on 
critical drivers like how many aces he receives on 
your Top 100 prospects, or dollars in the weighted 
sales funnel from your Top 1000 prospects. 

By raising the bar on these measurables, you 
ensure and control that your lenders aren’t just 
reacting to what walks in the door, but hustling 
and following the sales process with all the right 
candidates. When a lender is doing that, he lands 

a steady stream of high profit, low-risk accounts—
regardless of the economy. 

THAT is how you make the noise go away.

Once you get everyone reporting and winning on 
their few critical drivers, then (and only then) can 
you create contests for the entire organization so 
that every person knows their MTOs and is focused 
and reporting on them every day—whether they’re a 
compliance o�cer, a loan admin or a mortgage lender.

MTOs should change, adapt, and grow. You 
should stretch people—always celebrating 
where they’re at, but raising the bar too, by 
increasing the objective or adding more. 
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Energizing the Team 

Here’s where it gets fun. Achieving 
MTOs becomes a game, and it’s 
a blast. �ey all want to play and 
win games. Notice that I didn’t 
even mention connecting this 
with compensation. �at’s not 
the point. You CAN have some 
connection eventually, but it’s 
not the main purpose. Profits are. 

Two Warnings

A few words of caution are 
appropriate here: First, do NOT 
get ahead of yourself. Start with a 
bang by transforming the culture. 
You must start here as the �rst step, 
without which MTOs will do more 
harm than good. 

I know, I know, you have to get 
there. I agree. But without a solid 
“bring it on” culture, MTOs will 
create a mess. Not only that, 
but you’ll fail to get the desired 
impact, which is growing pro�ts 
at your bank.

Once you have the culture piece 
solidly in place, THEN raise the 
bar just a bit…then a bit more…
and a bit more.

Second, realize that when you 
raise the bar slowly, but with tons 
of recognition for successes, your 
team will get VERY excited. They’ll 

love the fact that they’re winning 
the game. 

For those who quickly realize 
they’ll never meet objectives, the 
MTO process provides a great 
opportunity for them to admit to 
themselves that they just might be 
in the wrong place—and it’s time 
for them (on their own) to �nd a 
new place. Winners will be very 
excited when lower performers 
move on—of their own accord. 

Of course it still pays to be wary 
of those who aren’t regularly 
hitting objectives. Instead of 
self-identifying that they’re not 
doing their work or unable to 
win at their job, they’ll often be 
disruptive—trying to malign 
the leadership team, blame their 
manager or discredit somebody in 
an authoritative role as somehow 
bad or wrong. 

People who are winning won’t 
do that.

Develop a Solid Culture 
As �e First Step

�us the need to never, ever 
introduce MTOs without first 
having a solid culture, so that 
people are fully aware there are 
“mutual agreements about how we 
work here.” 

If people don’t know that 
complaining about the boss and 
listening to others’ complaints is 
unethical and unacceptable—or 
that bringing a solution to the boss 
is the only fair, kind and ethical 
approach your bank will accept—
then an MTO contest or roll-out 
of any kind will be problematic. 

You must elevate people’s 
consciousness FIRST. Only then 
can you elevate their performance. 

�e good news is that once you 
have that kind of solid culture as 
a base, miracles can happen when 
you apply the MTO process. 

Magic Happens
MTOs are the magic formula that 
gets everyone in every position 
understanding one crucial thing: 
although there are a thousand 
things they’re responsible for, just 
3-5  matter most. And those 3-5 
critical drivers are what they’ll be 
measured on, coached toward and 
celebrated for when they win.

Results come as a result of focus. 
Results trump activity. Results 
trump excuses. Results RULE. 

Register your executive team and managers for the 
Lead The Transformation®  seminar to align your 
people and systems for profitable growth! This 
session sells out. Call (800) 236-5885 to today.

Get Your Free Copy For Your Exec Team Today:  www.EmmerichFinancial.com

Roxanne Emmerich

In my latest 36-page free report, The New Game of  
Banking, I detail what’s working right now in the new 
game of banking.  And what will keep your bank ahead 
of the competition in the months and years to come.

Which of The Top 121 Strategies of  
Top-Performing Banks Will You Use?

http://www.emmerichfinancial.com/lead-the-transformation.html
http://www.emmerichfinancial.com/new-game.html
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INTERVIEW
BANK

F E A T U R E D

Top Accomplishments

• Net Interest Margin increases from 3.59 to 4.02…
nearly 50 basis points

• FTEs dropped by 15 percent
• 100 percent of recent loans came from current 

customers, customer referrals, centers of influence

The Farmers Bank:

A Referral Machine...
Lenders Grow Net Interest Margin by Almost 50 
Basis Points and Begin Sourcing 100 percent of 
Commercial Loans from Referrals, Centers of 
Influence…Even Competitors
You know you’ve made substantial progress when competitors 
send you commercial loans. But that’s just what Karen Miller, 
President and CEO of The Farmers Bank in Frankfort, Indiana, 
experienced after The Emmerich Group transformed and 
reinvigorated Miller’s lenders.

“It was even bigger than I realized,” says Miller, “but I just pulled 
out our new commercial loans for the past �ve months, and 
every loan—all $19 million—is from our current customers, 
customer referrals, centers of 
influence or friends of the bank. 
That’s 100 percent.”

Miller notes that, these days, The 
Farmers Bank even gets referrals 
from other bankers who for a 
variety of reasons can’t do the 
deal, but who pass it on because 
they know The Farmers Bank’s 
commercial lenders and trust that 
their customer will be treated well. 
On one occasion, Miller notes, a 
large bank said, “We’re not doing 
commercial real estate loans, 
period. It doesn’t matter how Grade 
A the customer is.”

As word spread of the great job The 
Farmers Bank is doing, referrals 
have increased. Today, Farmers 
easily picks up good quality 
customers from other bankers—
and strives to get the rest of the 
customer’s business, too.
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Net Interest Margin Skyrockets As Lenders  
Gain Con�dence

As recently as 2007, The Farmers Bank was reporting 
net interest margin of just 3.39 percent—putting them 
in the 23rd percentile. By 2008, they had managed on 
their own to bring it up to 3.59—a modest gain. But 
once The Emmerich Group began working with their 
lenders on strategy, things began to move rapidly.

Fast-forward to 2012 and The Farmers Bank’s net 
interest margin has skyrocketed by over 50 basis points 
to 4.02, putting them in the 60th percentile. What 
made the difference?

“I think most significant was that we convinced our 
lenders that they, and The Farmers Bank, are worth the 
extra money,” Miller says. 

Previously, her lenders would approach her with reports 
of other banks and their offers to commercial loan 
customers, asking her to match rates. Today, these same 
loan officers realize they’re worth an extra quarter or 
half, so they rarely try to match the competition. In 
fact, they stay above it, knowing that The Farmers Bank 
deserves the extra margin. “Five, six years ago,” she says, 
“they wouldn’t have believed they’re worth it.”

“They don’t even think about matching rates on the 
loan side or the deposit side,” says Miller. “There’s been 
a huge shift in their mindset.”

Con�dence Soars as Lenders Discover �eir Bank Is 
Worth the Extra Margin

Clearly the increased con�dence is not just a matter of 
training. In fact, Roxanne Emmerich says, “Lots of banks 
will spend half a million dollars or more in sales training, 
but I’ve not seen one bank where that strategy has 
worked. Nothing improves. Why? Because prospecting 
for A+ credits, reeling them in at premium 
pricing, and then getting every bit of their 
business—including referrals to other A+ 
credits—is not a matter of sales training, 
it’s a matter of con�dence.”

Often times, success is merely a matter 
of showing lenders the new way of 
thinking—and acting. Rather than 
being accusatory about their current 
approach, Emmerich is matter-of-fact: 

“�is is a strategy for getting premium pricing and 
for eliminating rate-matching and order-taking. It 
works. Let me show it to you.”

The Farmers Bank loan officers listened. In fact, 
their skyrocketing loan business is a product of an 
entire culture shift on the part of their lenders.

 A New Kind of Sales Mindset

While many of their commercial and agricultural 
lenders had been through sales training before joining 
The Farmers Bank, the process they had previously 
learned (and were using on the job) worked well in 
relating to customers, but fell �at when it came to 
loan origination. Not only that, but any suggestion 
to call customers and inquire about their current 
business needs was met with alarm.

“We can’t do that! It’s intruding,” they’d exclaim.

Today, the mindset has shifted to the point where 
these same lenders now embrace the idea of checking 
in with customers to learn how the bank can be of 
service in helping them meet new business goals. 
Miller even sets aside two days a month to meet 
customers at their places of business—which is a 
source of pride for commercial customers and gives 
The Farmers Bank an edge over other banks who 
will never visit that customer’s location. Customers 
get a chance to meet the president of their bank 
(and brag about it later to friends and colleagues), 
and Miller gets a chance to provide extra value, 
especially to the Top 100 and Top 1000 prospects 
that Emmerich helps her clients identify.

This unique aspect of Emmerich’s Profit-Rich 
SalesTM system for banks teaches lenders and 
executive teams how to match the bank’s unique 
selling propositions (USPs) to a target market 
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of commercial prospects identified from existing 
data available in the bank’s own loan portfolio. She 
combines this strategy with warming campaigns, 
contact strategies, prospect engagement strategies and 
other proven methods to shift the thinking amongst 
lenders to more meaningful communication and a 
“here’s why we’re worth premium pricing” mentality.

Premium Pricing

To begin implementing the formula, The Farmers Bank 
tested and proved they could get premium pricing from 
existing customers through renewals—at least a quarter 
to a half percent more than they had been getting on 
the commercial side.

And with the testimonials from clients sending 
prospects their way, they’re really not having to work 
hard to get the new business.

Testimonials Galore…

With the new atmosphere taking hold, Miller now 
gets phone calls, voicemails and emails or letters from 
customers—every week—complimenting the staff. 
That didn’t happen before “the shift.” Plus, �e Farmers 
Bank now uses those testimonials on their website. 
They’ve even started asking, “Would you want to do a 
testimonial?” And they’ve been getting a lot of response.

“I Had to Get Out of My Comfort Zone”

What has made this astonishing culture shift possible 
for The Farmers Bank? According to Miller, “I had to 
get out of my comfort zone. I’ve had to do some things 
that are a little zany, a little uncomfortable. When we 
hold celebrations and play loud music and dance and 
cheer, I join them. That’s not something they teach you 
in CEO school. And when I climb up on the teller 
stand to hand out awards and cheer everyone on—the 
average CEO would say, �at’s not something we do here. 
Yet it’s exactly this kind of shift in my own leadership 
that has made implementing the Emmerich formula 
possible. A stellar success, in fact.”

Another thing that Miller emphasizes is the focus 
on continual learning and improvement. If a CEO 
or executive team is not open to that, the formula 
is probably not for them. With the banking 
industry changing and new strategies becoming 
more effective than the old ones, a bank can only 
survive with the kind of internal culture shift that 
Emmerich brings about—and that The Farmers 
Bank has experienced.

“Authentic communication, extraordinary service, 
ironclad accountability, out-of-the-box enthusiasm 
in mustering the troops and a little zaniness thrown 
in…these are things not every CEO can embrace,” 
Miller concludes.

“They don’t even think about 
matching rates on the loan side or 
the deposit side,” says Miller. “There’s 
been a huge shift in their mindset.”

Special Section: High-Performance Sales & Service Culture Program
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Are You Committed to Being a Top-Performing Bank?

If so, I’d like to introduce you to our program that 
integrates a revolutionary low-cost marketing system 
with a proven service and sales culture that focuses your 
people on attracting A+ credits at premium pricing—and 
the core deposits to fund them. 

We take out all the “noise”—eliminating the wasted and 
expensive activity that keeps your people focused on 
unprofitable customers, and freeing your people to go 
after the most profitable customers in your market. It’s 
about focus and accountability...tied together with fun. 

If you’ve read the detailed case studies of our many 
successful clients, you might be perplexed.  How is it 
possible that so many banks had such significant and 
sustainable performance breakthroughs even during 
challenging times? I’ve had the privilege of seeing it 
happen hundreds of times. 

For the last 23 years, we’ve been helping banks take 
their performance to a place they never dreamed 
possible. It’s not magic. It’s a “franchisable” system 
that works for new locations, mergers and acquisitions, 
troubled banks who need to recover quickly, and top 
performing banks who want to reach (and stay in) the top 
5% of performers with constant improvement.  

Great banks are made up of great people. Our system 
is designed to transform your people into a Thank God 
It’s Monday! culture that is devoid of the whining, gossip 
and excuses that permeate most work environments. We 
replace “unhealthy agreements” with healthy ones that 
invite your team members to bring their higher selves to 
work each day. 

We work with financial institutions that demonstrate a 
commitment to making a breakthrough. If our values 
match—and you are wildly committed and will accept 
nothing less than a sustainable transformation—read on. 

I look forward to being of service to you and your bank.

Committed to your success,

Roxanne Emmerich

Special Section: High-Performance Sales & Service Culture Program
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Measurable and Immediate Results
The Sales Culture Program creates immediate results and 
then builds the systems and education to continually keep 
those plates spinning.

We help you identify 3-5 key needles to move that will be 
your fastest path to the “pinch me” utopia experience that 
you’ve defined as your 3-year outcome in a perfect world.

The schedule is designed to nurture the growth of your 
teams. The timeline guide is customized to fit each bank’s 
schedule and situation. 

We focus on:

Low-cost, high-impact marketing system attracting quality prospects while decreasing 
80% of your marketing budget.

Retail Sales process designed to focus on steady growth in core deposits.

Commercial sales process focused on A+ credits ONLY, with a system to gain  
100 to 200 basis points or more. 

Impeccable customer service transformation.

Strategic planning based on the Strategic Planning Think TankTM with strategy circles 
designed for every key initiative—tied to every obstacle identified that would get in the 
way, so that you can take your plan from dream to reality.

Discovery

We assess your people, your 
goals and the current culture 
of your bank. We also work with  
your executive team to uncover 
top issues and current successes 
we can build upon.

Customized Program

The High-Performance Sales 
and Service Culture Program is 
completely customized to your 
needs.  Your program based 
upon your three needles every 
six months.

Strategic Advancement

We help find the fastest 
way from A to B and keep 
everyone on that path. We 
work with managers to make 
sure everyone’s on the bus at 
all times.

To listen to more of what our member banks have to say about the results 
of our program, visit www.EmmerichFinancial.com/endorsements.html

Special Section: High-Performance Sales & Service Culture ProgramSpecial Section: High-Performance Sales & Service Culture Program

http://www.emmerichfinancial.com/endorsements.html
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Now Accepting Applicants for Our Next Group of High-Performance Banks... 
 Call to Arrange Your Executive Team Breakthrough Session (952) 820-0360

The Only Proven Integrated      
High-Performance Bank System
We’re known for creating miraculous results for banks.

Taking your bank from the expected to the unexpected—to stand out from the others—
is the fastest path to profitable and safe growth in all aspects of your bank’s products 
and services.

Our process is unique: We not only provide the platform to train your staff to perform at 
their highest level, we also work to create a well-balanced team that knows why they 
are there and are passionate about creating “wow” experiences, serving as a trusted 
advisor, and delivering the best in banking  
to all of your customers. 

When you pair a high-performance sales culture with our low-cost profit-rich marketing 
strategies, you’ll soon be pulling in the best accounts in all lines of your business.

It’s how we help our clients get into the top 5% performing banks. 

We not only met EVERY goal in ALL our branches, but 
we exceeded many of our goals by 100 percent! Our 
entire organization acts like a team! I can’t imagine any 
CEO who wouldn’t want this.

C. Hoffman, President and CEO,  
The Richwood Banking Company

I’ve always said that if our competitors got a hold of 
Roxanne’s information, we’d be in trouble. Fortunately, 
we found her first. Roxanne’s system works—especially 
during times like these.

A.Tubbs, CEO, Ohward Bankshares and Past 
President of American Bankers Association

When you have a solid system, it makes execution a 
whole lot easier. We’ve grown from $180 to $250 million 
in two years. 

D. Blanchford, President,  
Liberty Bank

We increased our ROA to 2.23 and net interest margin 
to 5.28. The culture change has transformed our bank. 
Our CFO, 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

Since working with you, we’ve grown from $238 million 
to $368 million…a 54.49 percent increase, net income 
grew from $2.1 million to $4.1 million…a 95.2% 
increase, and earning assets grow from $213 million to 
$332 million. 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. 

G. Majors, President and CEO,  
Hardin County Bank

“

Special Section: High-Performance Sales & Service Culture ProgramSpecial Section: High-Performance Sales & Service Culture Program
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We have the only integrated performance process for the banking industry 
that combines marketing, sales, service, strategy, and the management and 
leadership processes to make sure those elements all work together.

We are committed to being the best return on investment for every client we take on. 
For this reason, WE DO NOT ACCEPT ALL ORGANIZATIONS who want to join this 
program. To get a great ROI, we need to know that you’re committed at an extreme level  
to being a top performer. If we’re not a good match, we’ll be the first to tell you. 

We start our program for a new group of banks each quarter, and have openings for a  
few select banks for our next kick-off cycle.

Isn’t it time to get your team on the bus?  

Special Section: High-Performance Sales & Service Culture Program

Are you experiencing any of these challenges?

• Despite all your efforts, your people remain in “order taking” mode.
• You haven’t positioned yourself for premium pricing so you consistently lose 

deals unless you match pricing. Your net interest margins are squeezed.
•  You struggle to find enough deposits at low pricing and don’t see the trend 

reversing without an intervention.
• Your culture is okay, but you’re nowhere near the point where your people  

consistently leap over tall buildings to make you unstoppable in your market.
•  You haven’t systematized your sales, service, marketing, hiring and other 

key processes around benchmarks.
•  You’ve tried sales training but, like with almost every bank, it didn’t work  

all that well and it regressed through time.

To Arrange Your Executive Team Breakthrough Session Call (952) 820-0360

Taking Banks To A Level Of Performance They Never Dreamed Possible!
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Special Section: High-Performance Sales & Service Culture Program

Strategic Planning Secrets of  
Top Performers…

Times have changed, and your processes need to 
change as well. As the year begins to fall away, 
planning for the New Year begins, and everybody’s 
trying to �gure out how to turn last year’s budget 
into this year’s strategic plan.

Honestly, you’d be better off folding the budget 
into a flock of little origami cranes. At least that 
would improve your dexterity and add a bit of 
�air to your o�ce décor. 

Trying to make a strategic plan out of a budget 
is UGLY. Budgeting and planning are as different 
as a grocery list and a �ve-course meal. You need 
one to get to the other, but they’re hardly the 
same. Shockingly, most banks do it backwards. 
No wonder it’s not working and most strategic 
plans are just a list of goals and budgets that 
sit on the shelf with no alignment, systems to 
implement or commitment to make happen. 

So how do you create a plan that leads to a 
profit-growth breakthrough? 

Put Away the Chisel

You’ve probably heard of the Butterfly Effect, where the beating 
of a butterfly’s wings sets off a chain of countless small reactions 
until you’ve got a hurricane on your hands. �at’s the economy 
for you—an incredibly complex web of tiny causes and huge 
effects. It’s difficult to predict exactly what the world will look 
like three, six and twelve months out.

Given all this uncertainty, any minute-to-minute plan you carve 
in stone is doomed to fail. The move from Step 5 to Step 6 that 
seemed so logical in January may be suicide in July after the 
economy has shaken the ground beneath your feet a few times. 
What you need is constant reassessment and reorientation to 
the end results you want, coupled with the skills to adapt and 
adjust your strategies as changes come your way.

So when you meet to plan for the coming year, put away that 
chisel. Instead, define the targets you intend to keep in your 
sights and build the shared commitment to reach them.

Build Mutual Trust

“We must hang together, or most assuredly, 
we will all hang separately.” �at was 
Benjamin Franklin’s thought upon signing 
the Declaration of Independence, but it 
ought to be on the lips of everyone in your 
planning meeting as well. Hang together! 
Mutual trust is a key ingredient in strategic 
planning. Putting petty conflicts and self-
interest aside is vital to refocusing all eyes 
on the prize. Every team member must 
know that every other team member has his 
back and will support rather than undercut 
his efforts to reach the mutual goal. Over 
the last decade, I watched two different 
exec teams, each with a team member 
who was disruptive and offensive to the 
rest of the planning team. In both cases, 
the team member was not “handled,” and 
both banks had a very expensive setback. 
It’s inevitable. 

Breaking Away from the Pack
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Since you are not dealing with 
robots, the kind of trust necessary 
can’t simply be programmed. You 
have to name it as an indispensable 
value from square one and get 
your whole team to recognize this 
fact. When trust breaks down 
along the way—WHEN, not if—
everyone must have the ability and 
willingness to communicate on the 
spot and heal the rift for the sake of 
shared objectives.

Put Some, Uh… STRATEGIES 
in your strategic plan

�e reality is, the strategic plans 
of typical banks are devoid of 
strategies. What most of them 
have instead are GOALS. Lots of 
them have goals. �ere may be 
some initiatives or tactics, too. 
But without strategies, world-class 
results will only be something you 
read about in the headlines—not 
something you realize within your 
own bank.

One Page—Period!

As a teenager, Stephen King had a 
dozen short stories refused by one 
magazine after another. Finally, an 
editor gave him a piece of advice: 
Your final draft should ALWAYS be 
shorter than your first draft. Always. 
Once King started reducing instead 
of expanding in the final step, he 
started getting published.

�e same rule goes for speeches, 
advertising, marriage proposals—
and strategic plans. 

Write all you want into the �rst 
draft. Get all of your ideas out 
there. Then brutally whack your 
plan down to one tight page.

Be Precise

Vague wandering in the general 
direction of results will get you 
vague and general results. Instead, 
create a plan that zeroes in on the 
results you expect with glistening, 
crackling clarity and build in 

follow-through templates, making 
sure everyone is aligned through 
weekly check-ins.

Be Systematic

Good intentions are swell. But you 
will never connect the dots between 
Point A and Point Z unless you put 
a system in place. NOT a system 
that is written up and forgotten, 
but one that you return to every 
week for realignment, and that is 
integrated into every employee’s 
quarterly plan.

�ese elements of a successful 
plan—flexibility, trust, strategies, 
concision, precision and drum-
tight systems—are all optional. 
So is success. But if you choose to 
follow these guidelines, you’ll be 
well on your way to the kind of 
success that will have your old-
school competitors running for 
their silver bullets. Let ‘em run! 
You’ve got things to do.

We’ve never seen times this challenging—or quite 
so �lled with opportunity. �is is the time to get 
moving. But don’t even think about moving in the 
ways you always have before. 

Doing more of what you did last year is a certain 
plan for failure. And nothing will end with you 
engulfed in �ames quite so fast as that old strategic-
planning model.

You know the one. Once a year you head to the retreat 
center in your khakis and sport shirts. Flipcharts flip 
and markers mark as you put your mission statement 
through the wringer. At last, a new mission statement 
emerges: “Our mission is to be a leading provider 

of �nancial services in the four-county area with 
outstanding customer service, high-quality products 
and above-average rate of return to our stakeholders.” 
Ooh, I’m all tingly.

After that useless exercise, you do the SWOT analysis 
and create the list of goals with deadlines. Mission 
accomplished. Monday morning the ties are back on 
and you set about putting the plan into action.

Just one question: What plan?

Mission, SWOT, goals, it’s all very nice. But it 
isn’t a strategic plan. More importantly, it doesn’t 
work—at least not well enough to stay miles ahead 
of your competitors.

Seven Fatal Flaws in Most Banks’ Strategic Planning—and
How to Join the Few Who Get it Right
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Join Roxanne Emmerich as she focuses on solving 
the most pressing growth issues for banks during 
each tele-strategy session 

Visit the Bank Builders website to get access to eight  
separate tele-strategy sessions that focus on topics like:
 

Increasing Cross Sales and Establishing  
Sales Systems 

Commanding Premium Pricing on Loans 

Accountability 

Strategic Planning 

Targeting and Getting A+ Quality Prospects 

How to Ensure Your Merger or Acquisition  
Doesn’t Become a Train Wreck  

Create a “Thank God It’s Monday” High-Performance 
Culture That Gets Massive Results Regardless of  
Circumstances 

Bank Marketing Make-over

A Free Tele-Strategy Program Helping  
Banks Address Today’s Challenges!

Each tele-strategy session is designed to be a learning  
experience—and a tremendous growth opportunity for 
YOU and your executive team.

Sign up for this special tele-strategy series today:
www.EmmerichFinancial.com/Bank-Builders

Bank Builders  
strategy series

TM

Register today to listen to this 
free ground-breaking series.

®

What’s wrong? Here are the seven fatal 
flaws in most banks’ strategic planning:

1. No questioning of the questionable

It only takes one really great idea to push 
you ahead into a league where you’re not 
competing on price and you’re attracting 
business “in the �ow.” Unfortunately, 
maybe one out of 200 bank exec teams 
will muster an idea like that. Instead, 
there’s a regurgitation of the old ideas 
with incremental improvements added 
on a rocky foundation. No new thinking, 
and no new results.

2. No clear understanding of what 
REALLY drives shareholder value and 
the best ways to get there

It seems everyone wants to lose weight and 
is looking for the “magic pill,” so naturally 
thousands of companies are in pursuit of 
such a pill.

What if I told you I have the magic pill? 
Here it is: Eat less and exercise more. 
�at’s it. Fewer calories going in—more 
calories going out. Works every time.

But that’s not nearly as sexy as eating 
French croissants �lled with chocolate and 
then starving for days, putting yourself at 
risk for diabetes. Nor is it as fun as eating 
bacon, eggs and steak while giving up all 
carbs, thereby creating cumulative and 
dangerous stress on your vital organs. 

Humans are tempted to look for a “story” 
of what might work, ignoring the rules of 
what always works—and is better in the 
long run for their well-being.

Some hard-and-fast rules of business 
never change:  Align everything and 
everyone around getting the highest 
quality customers, differentiate powerfully 
to get premium pricing and create a 
culture of “bring it on” that customers 
rave about to create a steady stream of 
new customers and retention of current 

http://www.emmerichfinancial.com/Bank-Builders/index.html
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customers.  Without knowledge of 
those rules, �nancial institutions 
can look smart by creating a plan 
that seems sound on paper—but 
because it violates irrefutable rules, 
disaster is hiding in the bushes.

3. No strategies in your bank’s 
strategic plan

Read a few dozen strategic plans and 
you’ll quickly find that the defined 
strategy is… really hard to find. 

�e strategy is the how: how to 
deploy your resources to create 
the results you want. Without the 
strategy, the chances of creating 
that desired result are mostly 
based on luck. And if the results 
are achieved, they’re accomplished 
with a much higher level of effort 
than is actually necessary.

4. No list of obstacles for each 
strategy and no breakthrough 
plans for each obstacle

Let’s say you decide to “train your 
people to sell product bundles for 
mortgages.” Some obstacles, of 
course, exist: The package bundle 
hasn’t yet been created, you don’t 
know which products you can 
discount in the bundle without 
putting overall pro�t for that client 
account at risk, you don’t know 
which market will respond, AND 
your people are terrible at cross-
selling. So how do you both train 
them and motivate them to use this 
strategy effectively?

If you don’t create strategies 
to overcome every one of the 
obstacles, you probably won’t break 
through these obstacles—or you’ll 
spend all your time regrouping as 
you hit each one.

5. No clear structure or 
implementation deadlines

Which people are best suited to 
handle the various aspects of the 
process? Where are the checkpoints? 
Who is the overall project manager 
for the initiative? How will that 
manager report status and to 
whom? These are just a few of the 
details that, when thought out and 
specified, will make a project flow 
with greater ease. (Warning: You’ll 
need to turn to soap operas for 
your daily dose of drama.)  Ideas 
are great, but I’ll bet on the team 
that can execute the best.

6. No iron-clad plan for getting 
high-priority, low-risk loans 

So you know that getting loans is 
one of the best ways to grow your 
bank. Perhaps you’ve attracted 
some. But unless you have an 
iron-clad plan for targeting and 
capturing your competitors’ best 
customers on an ongoing basis, 
you haven’t integrated loan growth 
with your strategic plan.

Developing a solid plan for finding 
and getting loans needs to be one 
of the very top initiatives for your 
bank in the coming year.

7. “We’ve always done it that way”

�is is a time for �uidity, a time 
for thinking outside of every box 
and questioning every assumption. 
Everything you’ve been doing has 
to be put on trial for its life—
every system, every person, every 
product. Completely rethink your 
business to �nd what’s going to 
work in the future. 

Doing what you’ve always done, 
even what has worked in the past, 
is dead wrong. Playing by the rules 
of the 1990s in today’s reality is like 
playing baseball on a football �eld. 
You’ll �nd it impossible to score, or 
to even get on base, because the lines 
are all wrong for your game. News 
�ash: �e lines are where they are. 
You’ve got to change your game.

�e old strategic-planning models 
are disastrous in these times. �ese 
are just a few of the often ignored 
and vitally important elements 
of a plan that rocks. If you want 
signi�cantly better results, �rst 
dramatically improve your strategic 
planning process and plan. 

The Emmerich Group offers a Strategic Planning 
Think TankTM that we guarantee will forever 
challenge you to higher summits.

Call (800)-236-5885 to discover how you can 
join a select group of bankers in a massively 
productive planning session.

If you don’t create strategies to overcome 
every one of the obstacles, you’ll spend all 
your time regrouping as you hit each one.
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A Different Approach to “Sales” That Delivers Loan 
Growth AND Boosts Net Interest Margin
When we work with teams on the commercial side, we want them to:

1. Target A+ quality credits only

2. Get every one of them at premium pricing

3. Create a feeding frenzy for all their friends and family

By targeting A+ quality credits and getting them at premium pricing, a bank 
can simultaneously meet their goals of loan growth, portfolio improvement and 
growth in net interest margin.  

Tool #1: Top 100 Contact Plan—For those prospects and clients who are the 
most valuable to your bottom line—your Top 100—you need to create a plan 
that delivers an extremely high level of giving and care as you continue to work 
with those top targets and create referrals from those people. 

Sales and 
Marketing  
Tools That  

Deliver Results

When most banks hear the word “Marketing,” they think of advertising. That’s not surprising, 
since that’s where most of their marketing budgets are allocated. Unfortunately, of all the 
areas of marketing, advertising consistently delivers one of the lowest returns on investment.

So instead of running traditional advertising that touts the latest rates like their competitors, 
smart bankers today are trading in these low-ROI activities for proven marketing strategies 
that make sense…and make profits.
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Your Top 100 list should include: 

• Top customers

• Top prospects who have the same psychographics 
as your top customers

• People who are centers of influence and who can 
be referral sources for you

To begin, your list may include only 25-30 names 
instead of 100. That’s a fine start—no need to put your 
plan on hold until you have the full 100.  

Your Top 100 contact strategy should be executed 
monthly and should provide value without being 
promotional. This is crucial. A Top 100 plan is all about 
giving before asking a prospect or customer to do more 
business with you. Send books, handwritten cards, 
informative articles related to their business, tickets to 
a show or ball game, or invitations to exclusive events 
designed just for them. Mix up the communication 
approach each month—between information and 
tangible items.

Aside from a personalized, hand-signed and brief 
introductory letter on your letterhead explaining why 
you chose to send them this month’s item, keep the 
package logo and promotion free. Position your bank 
as a source of information and authoritative help in 
a speci�c area. You might even segment your list and 
send different packages to retailers, manufacturers, 
agricultural clients and more.

Be sure to keep a spreadsheet or database of these Top 
100 names, along with details about which packages 
they’ve received.

Tool #2: Top 1000 Contact Plan—Like the 
Top 100 strategy, a Top 1000 contact plan 
identi�es—then sends warming campaigns—to 
a larger list of prospects, customers and other 

centers of influence not on your Top 100 list (including 
those who are growing and could eventually be a Top 
100 contact). Also included should be prospects who 
�t the psychographic pro�le of your most pro�table 
current clients. If needed, you can even buy lists of 
prospects from InfoUSA or Dun+Bradstreet with the 
characteristics you’re looking for.

Your Top 1000 contact plan should deliver value and 
provide information. Whereas your Top 100 names 

should receive an occasional gift, your Top 1000 
should only receive articles and other types of 
relevant information. We’ve sent letters inviting 
the Top 1000 to download a comprehensive 
special report about changes in the banking 
industry. (Take a look at the strategy here: www.
EmmerichFinancial.com/opg)  

Keep an ongoing record of who is on the list, 
when they were added, why they were removed 
and so on. Be sure the sales manager’s approval 
is required for adding or deleting anyone from a 
Top 100 or Top 1000 list.

Tool #3: Annual Marketing Calendar—
Without a marketing calendar, you have no 
marketing plan. It’s the lifeblood of your 
entire marketing effort. 

By planning and recording your progress on 
promotions and warming campaigns that you 
want to implement—you create a “command 
center” that helps you systematically drive 
forward your bank’s growth on a daily basis. 
An annual marketing calendar helps you plan 
week-by-week the activities, goals, numbers, 
people, research and other elements that make 
up an intelligently marketed bank—not based 
on traditional newspaper and brand-building 
advertising, but on targeted warming campaigns 
written to your ideal prospects.  

You’ll never be caught at the last minute 
preparing for your next mailing because the 
calendar will keep you on track. It will also help 
you delegate to your staff and outsource vendors 
various aspects of implementing the campaigns.

To begin, schedule the “drop date” of these types 
of campaigns on your calendar, then count back 
the number of weeks needed to prepare and 
schedule the implementation tasks leading up to 
the drop date:

• Top 100 and Top 1000 mailings

• Exclusive events and seminars

• Exec team visits to clients/prospects

• In-branch promotions (not traditional)
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Having a USP helps prevent this occurrence because 
it differentiates your higher value in the prospect’s 
mind. Having more than one USP is even better.

�ere’s a three-step process for creating a USP:

1. Ask what your ideal clients want that they are not 
getting from your competitors.

2. Develop a service, product line, system or other 
approach that gives these prospects what they’re really 
looking for.

3. Overtly state this USP in all your marketing 
campaigns and in your sales process. Get your 
ideal prospects to tell you the value that your USP 
creates—THAT is how USPs get premium pricing.

Tool #6: Impeccable Implementation of a 
Pro�t-Rich Sales ProcessTM—Okay, so let’s 
get real here. None of this hard work will 
bear any fruit IF the leads you generated this 

far are not taken all the way to closure. That has to 
include a process that gets the prospect describing 
how they glean $500,000 from this USP, $40,000 
from another one, and potentially $1,000,000 from 
another one in their own words. When your USPs 
have that kind of punch, it makes perfect sense to 
pay 50 additional basis points.

Of course, it’s not just the USPs—it’s also about 
meticulously following a process to unearth the 
right pains, getting the prospect to identify the costs 
of the pains and getting them to understand the 
decision making process thoroughly, as well as all 
other elements produced by the 5 aces of the Profit-
Rich Sales™ process. And your sales people MUST 
be good and adhere to a sales system that works, or 
all your marketing efforts will add up to nothing but 
futile busy work.

Bottom line…

Sales is a system. Marketing is a system. The two 
MUST integrate and MUST stay focused on high-
pro�t accounts with high-pro�t activities that attract 
and generate more business. All this must be based 
on a culture of “get it done.”  Everything else is noise.

 

Tool #4: “First 90 Days” Loyalty Strategy—
The first 90 days as your new customer is the 
most likely time for a customer to buy more 
products and services from you—and it’s also 

that period when most accounts close. Katherine Black, 
past Vice President of Direct Marketing, Research and 
Analytics at Fifth Third Bank, puts it this way: “If you 
graph attrition rate by tenure, you’d see the slope of that 
curve change dramatically around 90 days.”*

Lavishing attention on new customers during the 
critical first 90 days of their patronage gives you the best 
chance of converting that new customer into a lifelong 
customer who will bring all their business, investments 
and accounts to you. In the process, you’ll also discover 
who your most profitable A+ customers will be so you 
can continually focus on bringing in more and more of 
their business.

To begin, think about how—without selling—you can 
give so much value to a new customer in the first 90 
days that they wouldn’t even think of leaving your 
bank. Brainstorm ways to contact a new customer, then 
develop standards and systems for making certain these 
touch points happen.

Tool #5: Unique Selling Propositions—A 
unique selling proposition (USP) is the definable 
difference that makes you worth more in the 

client’s mind. The better your USPs, the more you can 
charge—and the less likely a prospect will question 
that premium pricing. Nothing will pay you better 
dividends, which is why you must invest considerable 
time and effort in creating your USPs.

Here’s a story that illustrates the power of a USP: If you 
walked into a Lexus dealership and told them you’d like 
to buy one of their cars if they’d match the price of a 
Chevy for $20,000 less—they would look at you as if 
you were crazy. It would be a ridiculous statement—
between a Lexus and a Chevy, there is no comparison!

Yet bankers constantly take their Lexus-quality brand 
and get pulled into commodity-pricing wars with 
Chevy-quality competitors. They sink to competing 
on price with their least gifted and more desperate 
competitors. These Lexus-quality banks lose business 
they should have been able to attain at premium pricing.

* From How to Use Segmented Marketing to Lower Banking 
Customer Attrition Rates, an article sponsored by Marketing 
Sherpa’s B-to-B Generation Summit.

Join us at the next  Profit-Growth BankingTM Summit and get a makeover for your 
marketing systems... and much more. Call (800)-236-5885 to take advantage 
of our group pricing special.

http://www.emmerichfinancial.com/bootcamppage.html
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Where can you get leading-edge, easy-to-apply strategies 
about how to make your financial institution a lean, mean, 
profit-growth machine?

Out-do your “order taking” competitors with easy-to-use 
growth strategies, delivered to your e-mail bimonthly.

You will:

Receive timely and time-efficient ideas on high-level 
 strategies for capturing more high-profit business, sales 
 management ideas to grow faster, ideas to engage 
 employees to give their all…and more 
 
 Be the first to receive special GROW YOUR BANK ®

offers on learning tools and/or events 

Hear of special announcements 

Receive updates on upcoming Emmerich Group events  

Be reminded of upcoming special-event banking teleseminars 

Sign up all your executives  
and managers today at

www.EmmerichFinancial.com/eb/ezine

Sign up ALL your executives and 
managers TODAY.  It’s FREE, it’s 
EASY, and it’s SAFE (we’ll never 
share your email address).

Executive  e-Newsletter

Where can you get leading-edge, easy-to-apply strategies 
about how to make your financial institution a lean, mean, 

Sign up ALL your executives and 

Hundreds 
of banks 
print these 
off and take 
them to their 
management 
team meetings 
to discuss 
how they can 
implement 
these ideas. 

Are you getting

like these
Are you achieving record quarterly earnings that equal your entire previous 
year’s earnings—even though we’re in the banking industry’s worst quarter  
in 17 years?

Are you experiencing double-digit growth while attracting the highest quality 
clients ever? Are you improving your net interest margin by getting premium 
pricing from these A+ clients?

If not, you could be playing the wrong game.

Results

October 25, 2012
Minneapolis, Minnesota                  
Call 952-820-0360 for 
more information 

http://www.emmerichfinancial.com/ezinesignup.html
http://www.emmerichfinancial.com/fast-track-sales-culture-events.html
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• Are you tired of being bid up against 3 to 
5 competitors…and losing?

• Do you wish you never had another client 
who “shopped around” at renewal time 
and caused you to “match?”

• Do you really want the business  on your 
books where you matched pricing?

• Are you finally ready to put a stop to the 
“we can do this deal if we match the 
pricing” conversation?

We never even dreamed we could get a net 
interest margin over 5.0. We increased net 
interest margin by about 100 basis points in 
just one year. It’s just like you said, the A plus 
credits now bring in A plus credits...and they 
don’t expect us to match pricing.
                                        Kevin Beckemeyer 
               CEO, Legence Bank

Pre-release Special: Buy 100+ copies pre-release before
October 15 for all your lenders, trust officers and anyone
faced with low-ball pricing competition and you’ll get a  
free seminar ticket. Buy 100+ copies for only $14.95/book 
(Regularly $22.95) for a total savings of $2,295

Call 800-236-5885 to order today!
For more information visit: 

www.EmmerichFinancial.com/PRS

We never even dreamed we could get a net We never even dreamed we could get a net 

In this latest book for bankers who want 
to close profit-rich deals, bank culture  
expert Roxanne Emmerich is joined by 
veteran sales trainer Terry Slattery to bring 
you a sales system that gets your bankers 
recognized as problem-solving experts 
worth attention, respect...and premium 
pricing. Most bankers simply don’t have 
the confidence or skills to sell your bank’s 
unique benefits. This guide will upgrade 
their skillset and boost their confidence!

Call 952-820-0360 to order  
your copies today!

They laughed when I asked for 150 basis points 
more than every competitor… 

…but they’re not laughing anymore!    

Introducing the New and Improved Profit-Rich Sales… 

The answer to overcoming low-ball pricing competition problems

I tell our lenders when we hire them, “Forget what you  
know about sales. Our sales system works and THIS 
is the one we’re following!”
                                                     Jim  Marcuccilli  
                          CEO, STAR Financial

PRE-RELEASE 

SPECIAL

http://www.emmerichfinancial.com/successstore.html
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