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Editor’s ViewWhat’s going on @
americanbanker.com

Consumer debt at all-time high
As memories of the financial crisis 
fade, consumers are back to their old 
spending and saving habits. “Ten years 
ago, a lot of the problems economi-
cally for households were sort of cov-
ered up in debt,” said John Thompson 
of the Center for Financial Services 
Innovation. “And it sort of feels like 
that’s starting to happen again.” 

Evolution of pot banking regtech
Several firms are touting tools to help 
financial institutions bank legal mari-
juana-related businesses, an industry 
expected to yield $10 billion in retail 
sales this year. “Everybody would like 
to think there is some magic formula 
to banking the cannabis industry,” 
said Sundie Seefried, a pot banking 
pioneer. “But there really isn’t.” 

A bygone era
The U.S. personal saving rate long hovered in the 10%-12% range, but in 
the last two decades it has generally remained at a much lower level 

Source: St. Louis Fed   *Personal savings rate shown for Jan. 1 of each year
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When wildfires and mudslides ravaged 
some local communities, Montecito 
Bank & Trust in Santa Barbara, Calif., 
sprung into action with a carefully 
crafted incident response plan.  

Its employees — including those who 
had been affected themselves — em-
braced the opportunity to help others.

“As a community bank it’s our job to 
know the needs of our community and, 
when the unexpected happens, we take 
our role even more seriously,” said Janet 
Garufis, the bank’s chairman and chief 
executive. 

Over a four-month period from late 
2017 to early 2018, California’s Ventura 
and Santa Barbara counties were hit 
with multiple disasters. The December 

2017 Thomas Fire and subsequent 
mudslides caused five evacuations in 
Montecito, a town nestled between the 
Santa Ynez Mountains and the Pacific 
Ocean, about 100 miles west of Los 
Angeles.

A 23-member incident management 
team at the bank engaged in a 
near-continuous routine of “meet, plan, 
act, repeat” as conditions changed and 
new areas were impacted. 

The team would conduct twice-daily 
calls for weeks following each event, 
sometimes scheduling the calls as early 
as 5 a.m. or as late as 10 p.m. Thanks to 
the coordination, bank branches were 
able to remain open during the 
voluntary evacuations, helping many 

customers who needed cash as they 
fled the area. 

Like Garufis, many bankers around 
the country contend with natural 
disasters, including earthquakes, 
tornadoes and blizzards. Hurricane 
season in particular can bring repeated 
disruptions to banks along the Gulf 
Coast.

Strategies to make sure customers 
and employees are well taken care of 
during an emergency tend to be a 
priority — but especially so for the Best 
Banks to Work For.

Throughout those crisis months, 
Montecito Bank’s incident team had 
declared a disaster event within 24 
hours of each one and went to work 

How the ‘Best Banks’ Handle the 
Wrath of Mother Nature

Briefings
DISASTER RECOVERY | COMMERCIAL LENDING

By Lou Whiteman
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its recovery and the pace is returning to 
more typical levels.

Total transaction value for commer-
cial real estate deals fell 6% last year, 
to $582 billion, compared with the year 
prior, according to CoStar.

“CRE transaction volume hit its peak 
in 2015 and it remained high in 2016,” 
Bakst said. “We’re now coming down 
off those historic highs.”

As the pool of deals shrinks, banks 
are adding fewer CRE credits to their 
books. Total commercial real estate 
loans rose 0.8% from the fourth quarter 
to the first quarter, to $1.4 trillion, 
according to BankRegData. That 
compares with a 1.6% increase in the 
same period two years earlier. (The 
figures compiled by BankRegData 
include only owner-occupied and 
non-owner-occupied properties, which 
are the two largest segments of CRE 
loans.)

At least some of the pullback by 
banks is a result of nonbank lenders, 
particularly private-equity funds, 
swooping in and stealing banks’ 
business, said Joe Walker, the head of 
CRE lending at the $6.9 billion-asset 
WSFS Financial in Wilmington, Del.

“Private equity will come in and do 
either the entire loan, or a portion of 
the loan and we will be the subordinate 
lender,” Walker said. “The CRE loans we 
do are safer, but they’re smaller.”

From Dec. 31 to March 31, CRE loans 
at WSFS dropped 0.2% to $2.3 billion. 
It’s still the largest category at WSFS, 
representing about 47% of its total loan 
book.

Broader economic changes also 
could be contributing to the decline in 
CRE loan growth rates. Shared-work-
space companies like WeWork and 
Regus have changed the business of 
managing and developing office 
buildings, said Gary Magnuson, the 
head of commercial real estate finance 
at the $158 billion-asset Citizens 

BriefingsBriefings

managing sporadic power outages, 
employee absences due to school 
closures, evacuation orders and illness. 
The team also handled required 
regulatory notifications and found 
alternative work locations for those 
whose commutes were affected. 

At the height of the mudslides, more 
than a quarter of employees were 
absent because of road closures and 
mandatory evacuations. More than 
10% of employees were out during the 
peak of the Thomas Fire. With roads 
closed and commute options limited, 
that number would have been a lot 
worse if the bank didn’t use telework 
software. 

The $1.4 billion-asset Montecito 
Bank used Facebook, emails and its 
website to alert as many customers as 
possible about branch closings and 
other disruptions. 

More than 2,300 miles away, in 
Tallahassee, Fla., Capital City Bank has 
been forced to become somewhat of 
an expert on dealing with severe 
weather. The $2.9 billion-asset bank 
has 60 branches spread across the Gulf 
Coast region in Florida, Georgia and 
Alabama, so its operations can be 
disrupted by numerous hurricanes in 
any given year.

A bank can play a major role in 
helping a community through a 
disaster, and Capital City has put some 
policies in place to try to keep its 
branches open as much as possible. 

In response to seeing its employees 
fretting about lost perishables after a 
storm knocked power out, the bank 
initiated a program four years ago that 
provides reimbursements of up to $125 
per person to restock the fridge after 24 
hours without electricity. Employees 
without power for more than 48 hours 
can be reimbursed for stays of up to 
three days in a hotel.

There is also assistance available for 
gas money or lodging in the event of a 

mandatory evacuation. 
The bank’s objective is twofold: The 

reimbursement program is a way to 
show workers that Capital City cares; 
and an employee is likely to be able to 
come back to work sooner, and with 
less weighing on their minds, if they 
know that their family has food and 
shelter after a storm. 

Hurricane Irma, which caused more 
than $60 billion in damage last fall as it 
made its way up the Florida Gulf Coast, 
was a huge test to Capital City’s system 
recovery ability and the reimbursement 
program. About 90% of Capital City’s 
offices were affected by the storm. 
Bethany Corum, Capital City’s co-chief 
operating officer, said all but five 
branches opened their doors the day 
after the storm passed, and every office 
was opened within 48 hours. 

“We are able to do that because we 
had associates who were able to come 
to work and get the bank open,” Corum 
said.

Overall Capital City spent roughly 
$35,000 to assist about 600 employees 
with food and lodging following Irma. 
The program has been used after a 
smaller hurricane and some tornadoes 
as well. Capital City even applied the 
policies to help an employee who lost 
everything in a house fire.

Montecito Bank also recommends 
trying to address employees’ needs 
immediately. One possibility is provid-
ing emergency relief pay to cover 
unexpected child care costs and other 
expenses. A vacation donation policy 
can help prevent lost wages due to 
disasters. 

Corum of Capital City suggests 
banks implement a companywide alert 
system able to reach every employee in 
the event of an emergency. Not long 
before Irma hit, her bank put a system 
in place that continues to try to contact 
every employee at the numbers on file 
until it gets a response. That allowed 

the bank to ensure that all of its 
workers were safe and started the 
conversation about how quickly they 
would be able to return to work after 
the storm had passed.

“Knowing your people are OK, and 
being able to communicate with them 
and follow through with assistance, is 
pretty significant to your ability to get 
back up and running,” Corum said. “It’s 
the first step towards getting things 
back to normal.”

‘Wait and 
See’ on CRE
Lenders grow skittish about 
the commercial real estate 
business
Many lenders are pulling back on 
commercial real estate lending as they 
contend with stiffer competition from 
nonbanks, a surge in loan delinquen-
cies and broader economic forces, such 
as the increase of shared workspaces.

The rate of growth for CRE lending 
has dropped to its lowest level in at 
least three years as banks have tapped 
the brakes on lending to owners of both 
owner-occupied and non-owner-occu-
pied commercial properties, according 
to FDIC call report data compiled by 
BankRegData.

Robert Reilly, the chief financial 
officer at the $368 billion-asset PNC 
Financial Services Group in Pittsburgh, 
recently told investors and analysts 
that deal volume has slowed consider-
ably in recent quarters.

“If you go back a year and a half or 
so, originations are down maybe 30%,” 
Reilly said at investor conference 
hosted by Morgan Stanley in mid-June.

Justin Bakst, director of capital 
markets at the real estate data 
provider CoStar Group, said that deal 
volume has tightened, in part, because 
the U.S. economy is in the late stages of 
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its recovery and the pace is returning to 
more typical levels.

Total transaction value for commer-
cial real estate deals fell 6% last year, 
to $582 billion, compared with the year 
prior, according to CoStar.

“CRE transaction volume hit its peak 
in 2015 and it remained high in 2016,” 
Bakst said. “We’re now coming down 
off those historic highs.”

As the pool of deals shrinks, banks 
are adding fewer CRE credits to their 
books. Total commercial real estate 
loans rose 0.8% from the fourth quarter 
to the first quarter, to $1.4 trillion, 
according to BankRegData. That 
compares with a 1.6% increase in the 
same period two years earlier. (The 
figures compiled by BankRegData 
include only owner-occupied and 
non-owner-occupied properties, which 
are the two largest segments of CRE 
loans.)

At least some of the pullback by 
banks is a result of nonbank lenders, 
particularly private-equity funds, 
swooping in and stealing banks’ 
business, said Joe Walker, the head of 
CRE lending at the $6.9 billion-asset 
WSFS Financial in Wilmington, Del.

“Private equity will come in and do 
either the entire loan, or a portion of 
the loan and we will be the subordinate 
lender,” Walker said. “The CRE loans we 
do are safer, but they’re smaller.”

From Dec. 31 to March 31, CRE loans 
at WSFS dropped 0.2% to $2.3 billion. 
It’s still the largest category at WSFS, 
representing about 47% of its total loan 
book.

Broader economic changes also 
could be contributing to the decline in 
CRE loan growth rates. Shared-work-
space companies like WeWork and 
Regus have changed the business of 
managing and developing office 
buildings, said Gary Magnuson, the 
head of commercial real estate finance 
at the $158 billion-asset Citizens 

Financial Group in 
Providence, R.I. The 
result is that overall 
demand for office 
space could be 
shrinking.

“Tenants are using 
less space,” he said. 
“They want more 
flexible space. The 
trend is toward fewer 
offices.”

Lenders also may 
be spooked by a 
recent uptick in 
early-stage delin-
quencies, said Doug 
Ressler, the director 
of business intelligence at the real 
estate data provider Yardi-Matrix. CRE 
loans that are between 30 and 89 days 
late rose 26% to $4.5 billion from the 
fourth quarter to the first quarter.

As more loans become past due, 
banks’ appetite for risk is diminishing, 
Ressler said. “There’s an awful lot of 
wait-and-see attitude that’s playing 

out here,” he said.
That attitude appears to be the new 

normal when it comes to bank lending 
for commercial real estate.

“We love the business,” Wells Fargo 
Chief Executive Tim Sloan said at an 
investor conference in the second 
quarter. But, he added, “you need to be 
careful out there.” — Andy Peters
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the bank to ensure that all of its 
workers were safe and started the 
conversation about how quickly they 
would be able to return to work after 
the storm had passed.

“Knowing your people are OK, and 
being able to communicate with them 
and follow through with assistance, is 
pretty significant to your ability to get 
back up and running,” Corum said. “It’s 
the first step towards getting things 
back to normal.”

‘Wait and 
See’ on CRE
Lenders grow skittish about 
the commercial real estate 
business
Many lenders are pulling back on 
commercial real estate lending as they 
contend with stiffer competition from 
nonbanks, a surge in loan delinquen-
cies and broader economic forces, such 
as the increase of shared workspaces.

The rate of growth for CRE lending 
has dropped to its lowest level in at 
least three years as banks have tapped 
the brakes on lending to owners of both 
owner-occupied and non-owner-occu-
pied commercial properties, according 
to FDIC call report data compiled by 
BankRegData.

Robert Reilly, the chief financial 
officer at the $368 billion-asset PNC 
Financial Services Group in Pittsburgh, 
recently told investors and analysts 
that deal volume has slowed consider-
ably in recent quarters.

“If you go back a year and a half or 
so, originations are down maybe 30%,” 
Reilly said at investor conference 
hosted by Morgan Stanley in mid-June.

Justin Bakst, director of capital 
markets at the real estate data 
provider CoStar Group, said that deal 
volume has tightened, in part, because 
the U.S. economy is in the late stages of 

Source: BankRegData
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Bank Technology

Check That Cyberinsurance Policy
The hacking of a Virginia bank and the ensuing legal squabble offer a cautionary tale 

By Andy Peters

A clash between a small bank and its 
insurance company after a cyberattack 
may have a lot of banks double-check-
ing the fine print of their coverage.

The $1.3 billion-asset National 
Bankshares in Blacksburg, Va., has been 
hit by two separate cyberattacks, in 
May 2016 and January 2017. Hackers 
tricked employees into opening emails 
that gave them access to bank debit 
card account numbers, which they used 
to steal $2.4 million by making unau-
thorized withdrawals at hundreds of 
ATMs nationwide.

The bank’s claim seeking full 
reimbursement of its customers’ money 
was rejected, so National Bankshares 

took its carrier to court.
It’s a situation that should concern 

any banking executives who think their 
companies have adequate insurance to 
recover from cyberattacks, said Allison 
Bender, an attorney at ZwillGen who 
advises companies on cybersecurity 
law. Not all insurance policies will 
provide the necessary level of reim-
bursements, and legal questions about 
the extent of coverage are uncharted 
waters.

“There’s a lot of variability about 
what’s covered and what isn’t covered,” 
said Bender, a former lawyer at the U.S. 
Department of Homeland Security. 
“This is an evolving area of the law.”

Cybersecurity insurance has been 
around for at least 20 years, but has 
only recently experienced widespread 
adoption by financial institutions, said 
Thomas Bentz, an insurance attorney at 
Holland & Knight who advises compa-
nies on cybersecurity coverage.

The sharp rise in cyberattacks on 
banks and other financial services 
companies has prompted more of them 
to purchase policies, Bentz said. Numer-
ous banks have been hit by cyberat-
tacks in recent months, including 
Cullen/Frost Bankers, BMO Financial 
and CIBC (the latter two were both 
targeted by the same fraudsters).

The disagreement between National 

Bank Technology

Bankshares and Everest National 
Insurance involves the question of 
which of two policy riders should apply. 
One is for computer and electronic 
crimes and another is for crimes used 
through fraudulently obtained debit 
cards.

National Bankshares argues in its 
lawsuit that the computer and elec-
tronic crimes rider is applicable 
because that’s how the hackers got 
into their network, and that it should 
receive coverage for its full loss. But 
Everest denied that claim and said that 
only the debit-card rider should apply, 
which would limit the insurance payout 
to $50,000.

Brad Denardo, the chief executive of 
National Bankshares, declined to 
comment for this story. A call made to 
attorneys for Everest was not returned.

Some banks may not realize that 
their insurance policies are inadequate 
to cover cybersecurity-related losses 
such as stolen funds or operating costs 
associated with recovering from the 
attack, Bentz said. Simply attaching 
riders to a general liability policy 
typically does not provide the neces-
sary protection.

“It’s very common for banks to not 
have a cybersecurity policy, or to just 
get extras added to a general policy,” 
Bentz said. “But if you don’t buy 
coverage that addresses these things 
head on, you’re running a lot more risk.”

Policies that specifically cover cyber-
security events are generally advised. 
The American Bankers Association 
recommends two different types of 
coverage to its members, depending on 
the state where the bank is located. 
One focuses on cyber and privacy 
exposure, provides coverage specifical-
ly for data breaches and indemnifies a 
bank for business interruptions. The 
second provides coverage for events 
arising from the use of online banking 
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Check That Cyberinsurance Policy
The hacking of a Virginia bank and the ensuing legal squabble offer a cautionary tale 

By Andy Peters

Cybersecurity insurance has been 
around for at least 20 years, but has 
only recently experienced widespread 
adoption by financial institutions, said 
Thomas Bentz, an insurance attorney at 
Holland & Knight who advises compa-
nies on cybersecurity coverage.

The sharp rise in cyberattacks on 
banks and other financial services 
companies has prompted more of them 
to purchase policies, Bentz said. Numer-
ous banks have been hit by cyberat-
tacks in recent months, including 
Cullen/Frost Bankers, BMO Financial 
and CIBC (the latter two were both 
targeted by the same fraudsters).

The disagreement between National 

Bank Technology

Bankshares and Everest National 
Insurance involves the question of 
which of two policy riders should apply. 
One is for computer and electronic 
crimes and another is for crimes used 
through fraudulently obtained debit 
cards.

National Bankshares argues in its 
lawsuit that the computer and elec-
tronic crimes rider is applicable 
because that’s how the hackers got 
into their network, and that it should 
receive coverage for its full loss. But 
Everest denied that claim and said that 
only the debit-card rider should apply, 
which would limit the insurance payout 
to $50,000.

Brad Denardo, the chief executive of 
National Bankshares, declined to 
comment for this story. A call made to 
attorneys for Everest was not returned.

Some banks may not realize that 
their insurance policies are inadequate 
to cover cybersecurity-related losses 
such as stolen funds or operating costs 
associated with recovering from the 
attack, Bentz said. Simply attaching 
riders to a general liability policy 
typically does not provide the neces-
sary protection.

“It’s very common for banks to not 
have a cybersecurity policy, or to just 
get extras added to a general policy,” 
Bentz said. “But if you don’t buy 
coverage that addresses these things 
head on, you’re running a lot more risk.”

Policies that specifically cover cyber-
security events are generally advised. 
The American Bankers Association 
recommends two different types of 
coverage to its members, depending on 
the state where the bank is located. 
One focuses on cyber and privacy 
exposure, provides coverage specifical-
ly for data breaches and indemnifies a 
bank for business interruptions. The 
second provides coverage for events 
arising from the use of online banking 

platforms. “Everyone I have talked to 
has” insurance, said Paul Benda, senior 
vice president of risk management poli-
cy at the ABA. “Whether they have the 
right policy is another question.”

Banking the 
Gig Crowd
Cogni targets those who look 
at freedom as a lifestyle choice
Two years ago Archie Ravishankar and 
his partners began to develop digital 
banking services for workers in the gig 
economy, and they discovered that it’s 
a group with an independent streak.

What do the demands of entrepre-
neurs, drivers for ride-sharing services, 
models and consultants have in 
common? All are involved in nontradi-
tional work, value mobility and need 
help with uneven cash flows that 
sometimes concern normal banks.

“People could work anywhere in the 
world,” said Ravishankar, the chief 
executive of Cogni, which is a few 
months away from launch. “We started 
digging a lot deeper and found that 
people get used to it as a lifestyle. We 
had been under the impression that 
people chose to do that because they 
were not able to get a full-time job.”

In addition to cash-back opportuni-
ties and a multicurrency wallet, users 
will be offered customized savings 
buckets and personal finance manage-
ment tools powered by data analytics.

Yet Cogni will have to work hard to 
convince customers that such tools 
provide an added value to their 
day-to-day financial wellness, said a 
digital banking expert who is not 
involved with the company.

While consumers say they want 
financial insights, they do not often act 
on those insights nor choose a bank 
based on PFM tools, said Ron Shevlin, 

director of research at Cornerstone 
Advisors. “They don’t use them, and it 
doesn’t make much difference in where 
they choose to bank,” Shevlin said. 
“Things like branch location are much 
more important.”

PFM tools that perform better than 
others are ones that offer not just 
information but also suggest action, 
Shevlin said. The success of Cogni’s 
tools for those with irregular incomes 
will depend on the kinds of actions the 
tools advise taking to improve users’ 
financial standing, he said.

Cogni’s target users are atypical, 
when compared with typical bank 
customers Their cash flows are 
unpredictable, making it harder for 
them to pay bills on time and for 
lenders to peg their creditworthiness.

“With the gig economy worker, 
you’re not taking a normal salary,” 
Shevlin said. “You need to have the 
banking capacity to manage the ups 
and downs.”

As part of its digital wallet, Cogni 
plans to offer up to 12% cash back on 
everyday purchases as well as up to 
40% on hotel expenses. Customers also 
will be able to hold multiple currencies 
and exchange them at spot rates.

Cogni’s services will be based on a 
proprietary algorithm that ties together 
four fundamental data points: “custom-
er demographic, transaction data, 
geolocation and what you type in for 
each savings bucket,” said Joseph 
Loren, the company’s head of product.

If Cogni notices that someone 
consistently spends money at the same 
restaurant for lunch, it may recommend 
other restaurants in the area that 
would earn the customer more cash 
back.

Before Cogni’s launch, prospective 
customers can download its mobile 
app and be put on a waiting list. 
 — Nathan DiCamillo
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The return of significant volatility in the daily stock mar-
ket and flood of daily news on today’s turbulent political 
environment has many investors on edge as they wonder 
what’s next and what it means for their investments. It 
has also cracked open a wealth of opportunities for those 
open to a different approach to handling market volatility.

Optimism among individual investors is now at an “unusually 
low level” and, as noted in late June by the American Associ-
ation of Individual Investors, “Many — but not all — individ-
ual investors anticipate continued volatility and/or think that 
the current political backdrop could have a further impact 
on the stock market.”

Indeed, what a difference a few years — even a few months 
— can make. Rising from the ashes of the Great Recession, 
a strengthening economy and steadily rising stock market 
shifted into higher gear as President Trump took office and 
instilled confidence in businesses with his promise of historic 
corporate tax cuts.

“The stock market is smashing one record after another,” 
Trump told attendees at the World Economic Forum in 
Davos, Switzerland, in January of 2018.

And that was essentially true. In January, CNN Money 
reported that you had to go back to June 2016 to find the 
last time the S&P 500 suffered a 5 percent pullback.  
The Dow and Nasdaq had climbed about 38 percent 
apiece since Trump’s 2016 election, and volatility was  
unusually low.

While the tranquility was a welcomed change from the 
devastating losses of the Great Recession, the swift upswing 
did spark skepticism and concerns of an overheating 
market.

“We have been extremely spoiled by the action (or lack of 
action) over the past year,” had cautioned Ryan Detrick, 
LPL Financial’s senior market strategist, in an email sent to 
CNN Money. “To think that 2018 will be as tranquil as 2017 
could be quite foolish.”

In February, the euphoria did come to end. Perhaps 
spooked by the threat of higher inflation, on Feb. 5 the 

Dow Jones industrial average plunged and closed down 
1,175 points — its worst point drop in history. For the S&P 
500, it was the worst day in six years, as noted by CNBC. 
And the Nasdaq declined 3.8 percent.

It was a wake-up call for investors lulled to sleep by a 
placid market and a stark reminder of its unpredictability. 
Today, an erratic market and rise in volatility has become 
par for the course as tariffs, threats of trade wars, inflation 
fears and geopolitical uncertainty, to name a few, rule the 
headlines on what seems to be a daily basis.

While the emotional and psychological rollercoaster is 
no doubt taxing on investors, it represents a significant 
opportunity to discuss, with suitable clients, the benefits of 
purchasing a fixed indexed annuity.

“Fixed indexed sales came roaring back in the first quarter 
[of 2018] as market volatility picked up and consumers 
sought the relative safety and growth potential of fixed 
indexed annuities,” said Beacon Research CEO Jeremy 
Alexander in a recent press statement. “We are seeing both 
increased demand for principal guarantee fixed indexed 
products, and a rapidly developing market for structured 
annuities, where downside risk is shared by the consumer 
and insurer. We expect this market to continue to gain 
strength.”

Echoing the sentiment, economist Roger Ibbotson recently 
said in a press statement, “Conventional wisdom has most 
investors de-risking their portfolios by allocating more heav-
ily to bonds as they approach retirement. However, investors 
should consider other alternatives such as FIAs. In this low 
interest rate environment, complacency can be a danger to 
our clients’ futures.”

“Fixed indexed annuities can be versatile tools in more vol-
atile markets, providing the security of a zero percent floor, 
the potential to capture and lock in interest earnings when 
the markets rise, and the opportunity to create a stream 
of income that’s guaranteed for life,” added Chris Grady, 
EVP and Head of Retail for Athene, a leading provider of 
FIAs. “They can be an excellent way for suitable clients to 
manage volatility and interest rate risk, especially those in 
or nearing retirement.”

“A DIFFERENT APPROACH TO HANDLING  
MARKET VOLATILITY”

Produced by SourceMedia Research | American Banker Magazine

The question then becomes: How do you identify clients 
who might be willing to purchase an annuity as a way to 
help them weather the proportionally higher degree of risk 
that equity markets seem to present?

Is Your Client the Right Fit?
It is important to first understand that there’s not a one-
size-fits-all to selling annuities. It is important to really 
understand your client’s objectives and concerns. Being 
skilled at asking questions and listening is essential. With 
that mindset as your foundation, you can then better 
identify prospects and help your clients determine if it’s a 
solution that’s right for them.

 • Your client desires diversification and protection. Equi-
ty-based investments aren’t for everyone, especially in 
today’s environment. If your client is having trouble toler-
ating the risks associated with equity-based investments 
then including an annuity in their portfolio might make 
sense. This enables your client to diversify their portfolio 
while building in a level of protection. A fixed indexed 
annuity can provide protection from loss due to market 
downturns along with growth potential based, in part, on 
the performance of an external market index.

 • Your client seeks income guarantees. An erratic market 
can be gut-wrenching for any client, regardless of their 
age and stage in life, but it can be especially difficult 
for a client nearing retirement. Watching their nest egg 
dwindle and dreams of a financially stress-free retire-
ment vanish can be devastating. And, for many, IRAs, 
Social Security and pensions may not provide enough 
income to help them live the way they want during 
retirement. A fixed indexed annuity can be an attractive 
retirement planning option that grows tax deferred.1 
Unlike other tax-deferred retirement accounts like 401(k)
s and IRAs, there is no annual contribution limit for an 
annuity so your client can put even more money away 
toward retirement. When it’s time to take distributions, 
retirees can then set up guaranteed payments for the 
rest of their life, providing a steady stream of income.

  •Your client revels in predictability. If this is the case, then 
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Dow Jones industrial average plunged and closed down 
1,175 points — its worst point drop in history. For the S&P 
500, it was the worst day in six years, as noted by CNBC. 
And the Nasdaq declined 3.8 percent.

It was a wake-up call for investors lulled to sleep by a 
placid market and a stark reminder of its unpredictability. 
Today, an erratic market and rise in volatility has become 
par for the course as tariffs, threats of trade wars, inflation 
fears and geopolitical uncertainty, to name a few, rule the 
headlines on what seems to be a daily basis.

While the emotional and psychological rollercoaster is 
no doubt taxing on investors, it represents a significant 
opportunity to discuss, with suitable clients, the benefits of 
purchasing a fixed indexed annuity.

“Fixed indexed sales came roaring back in the first quarter 
[of 2018] as market volatility picked up and consumers 
sought the relative safety and growth potential of fixed 
indexed annuities,” said Beacon Research CEO Jeremy 
Alexander in a recent press statement. “We are seeing both 
increased demand for principal guarantee fixed indexed 
products, and a rapidly developing market for structured 
annuities, where downside risk is shared by the consumer 
and insurer. We expect this market to continue to gain 
strength.”

Echoing the sentiment, economist Roger Ibbotson recently 
said in a press statement, “Conventional wisdom has most 
investors de-risking their portfolios by allocating more heav-
ily to bonds as they approach retirement. However, investors 
should consider other alternatives such as FIAs. In this low 
interest rate environment, complacency can be a danger to 
our clients’ futures.”

“Fixed indexed annuities can be versatile tools in more vol-
atile markets, providing the security of a zero percent floor, 
the potential to capture and lock in interest earnings when 
the markets rise, and the opportunity to create a stream 
of income that’s guaranteed for life,” added Chris Grady, 
EVP and Head of Retail for Athene, a leading provider of 
FIAs. “They can be an excellent way for suitable clients to 
manage volatility and interest rate risk, especially those in 
or nearing retirement.”

“A DIFFERENT APPROACH TO HANDLING  
MARKET VOLATILITY”

Produced by SourceMedia Research | American Banker Magazine

The question then becomes: How do you identify clients 
who might be willing to purchase an annuity as a way to 
help them weather the proportionally higher degree of risk 
that equity markets seem to present?

Is Your Client the Right Fit?
It is important to first understand that there’s not a one-
size-fits-all to selling annuities. It is important to really 
understand your client’s objectives and concerns. Being 
skilled at asking questions and listening is essential. With 
that mindset as your foundation, you can then better 
identify prospects and help your clients determine if it’s a 
solution that’s right for them.

 • Your client desires diversification and protection. Equi-
ty-based investments aren’t for everyone, especially in 
today’s environment. If your client is having trouble toler-
ating the risks associated with equity-based investments 
then including an annuity in their portfolio might make 
sense. This enables your client to diversify their portfolio 
while building in a level of protection. A fixed indexed 
annuity can provide protection from loss due to market 
downturns along with growth potential based, in part, on 
the performance of an external market index.

 • Your client seeks income guarantees. An erratic market 
can be gut-wrenching for any client, regardless of their 
age and stage in life, but it can be especially difficult 
for a client nearing retirement. Watching their nest egg 
dwindle and dreams of a financially stress-free retire-
ment vanish can be devastating. And, for many, IRAs, 
Social Security and pensions may not provide enough 
income to help them live the way they want during 
retirement. A fixed indexed annuity can be an attractive 
retirement planning option that grows tax deferred.1 
Unlike other tax-deferred retirement accounts like 401(k)
s and IRAs, there is no annual contribution limit for an 
annuity so your client can put even more money away 
toward retirement. When it’s time to take distributions, 
retirees can then set up guaranteed payments for the 
rest of their life, providing a steady stream of income.

  •Your client revels in predictability. If this is the case, then 

To learn more about how fixed indexed annuities can help clients manage risk  
in volatile markets, visit Athene.com/Volatility

a fixed indexed annuity may be the answer. An FIA can offer 
clients both a guaranteed annual interest rate and the 
potential to earn interest based, in part, on the potential 
increase of an index or benchmark. Plus, principal, as well 
as all previously credited interest earnings, are protected 
from any unforeseen downturn in the market. While FIA 
interest crediting is typically capped, the peace of mind in 
knowing that there’s no downside risk in a negative stock 
market may be well worth it to your client.

  •Your client wants to benefit from higher rates.  
Opportunity risk can be a downside to fixed income products, 
but FIAs can help your client mitigate this risk. Rates for both 
fixed and indexed interest crediting strategies are sensitive 
to the prevailing interest rate environment and are set at the 
beginning of each strategy term period, typically for one or 
two years. Purchasing a fixed indexed annuity enables your 
clients the potential to take advantage of rising rates and 
market upturns in the future, and buys them some time to 
get a better sense of how much of their income needs to be 
guaranteed.

The resurgence of an erratic market and rise in volatility may 
be today’s “new normal” but investor trepidation doesn’t have 
to be. Engage with your clients and gain a true understanding 
of their objectives and risk. Overlooking the benefits of annu-
ities and the peace of mind they can provide can spell missed 
opportunities for both you and your clients.

1. Under current tax law, the Internal Revenue Code already 
provides tax deferral to qualified money, so there is no 
additional tax benefit obtained by funding an IRA with an 
annuity. Consider the other benefits provided by an annui-
ty, such as lifetime income and a Death Benefit.

2. Withdrawals and surrender may be subject to federal 
and state income tax and, except under certain circum-
stances, will be subject to an IRS penalty if taken prior to 
age 59 1⁄2. Withdrawals are not credited with index interest 
in the year they are taken. Withdrawals in excess of the 
free amount are subject to a Withdrawal Charge, and MVA 
which may result in the loss of principal if taken during the 
first 10 years of the contract. 
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The return of significant volatility in the daily stock mar-
ket and flood of daily news on today’s turbulent political 
environment has many investors on edge as they wonder 
what’s next and what it means for their investments. It 
has also cracked open a wealth of opportunities for those 
open to a different approach to handling market volatility.

Optimism among individual investors is now at an “unusually 
low level” and, as noted in late June by the American Associ-
ation of Individual Investors, “Many — but not all — individ-
ual investors anticipate continued volatility and/or think that 
the current political backdrop could have a further impact 
on the stock market.”

Indeed, what a difference a few years — even a few months 
— can make. Rising from the ashes of the Great Recession, 
a strengthening economy and steadily rising stock market 
shifted into higher gear as President Trump took office and 
instilled confidence in businesses with his promise of historic 
corporate tax cuts.

“The stock market is smashing one record after another,” 
Trump told attendees at the World Economic Forum in 
Davos, Switzerland, in January of 2018.

And that was essentially true. In January, CNN Money 
reported that you had to go back to June 2016 to find the 
last time the S&P 500 suffered a 5 percent pullback.  
The Dow and Nasdaq had climbed about 38 percent 
apiece since Trump’s 2016 election, and volatility was  
unusually low.

While the tranquility was a welcomed change from the 
devastating losses of the Great Recession, the swift upswing 
did spark skepticism and concerns of an overheating 
market.

“We have been extremely spoiled by the action (or lack of 
action) over the past year,” had cautioned Ryan Detrick, 
LPL Financial’s senior market strategist, in an email sent to 
CNN Money. “To think that 2018 will be as tranquil as 2017 
could be quite foolish.”

In February, the euphoria did come to end. Perhaps 
spooked by the threat of higher inflation, on Feb. 5 the 

Dow Jones industrial average plunged and closed down 
1,175 points — its worst point drop in history. For the S&P 
500, it was the worst day in six years, as noted by CNBC. 
And the Nasdaq declined 3.8 percent.

It was a wake-up call for investors lulled to sleep by a 
placid market and a stark reminder of its unpredictability. 
Today, an erratic market and rise in volatility has become 
par for the course as tariffs, threats of trade wars, inflation 
fears and geopolitical uncertainty, to name a few, rule the 
headlines on what seems to be a daily basis.

While the emotional and psychological rollercoaster is 
no doubt taxing on investors, it represents a significant 
opportunity to discuss, with suitable clients, the benefits of 
purchasing a fixed indexed annuity.

“Fixed indexed sales came roaring back in the first quarter 
[of 2018] as market volatility picked up and consumers 
sought the relative safety and growth potential of fixed 
indexed annuities,” said Beacon Research CEO Jeremy 
Alexander in a recent press statement. “We are seeing both 
increased demand for principal guarantee fixed indexed 
products, and a rapidly developing market for structured 
annuities, where downside risk is shared by the consumer 
and insurer. We expect this market to continue to gain 
strength.”

Echoing the sentiment, economist Roger Ibbotson recently 
said in a press statement, “Conventional wisdom has most 
investors de-risking their portfolios by allocating more heav-
ily to bonds as they approach retirement. However, investors 
should consider other alternatives such as FIAs. In this low 
interest rate environment, complacency can be a danger to 
our clients’ futures.”

“Fixed indexed annuities can be versatile tools in more vol-
atile markets, providing the security of a zero percent floor, 
the potential to capture and lock in interest earnings when 
the markets rise, and the opportunity to create a stream 
of income that’s guaranteed for life,” added Chris Grady, 
EVP and Head of Retail for Athene, a leading provider of 
FIAs. “They can be an excellent way for suitable clients to 
manage volatility and interest rate risk, especially those in 
or nearing retirement.”

“A DIFFERENT APPROACH TO HANDLING  
MARKET VOLATILITY”

Produced by SourceMedia Research | American Banker Magazine

The question then becomes: How do you identify clients 
who might be willing to purchase an annuity as a way to 
help them weather the proportionally higher degree of risk 
that equity markets seem to present?

Is Your Client the Right Fit?
It is important to first understand that there’s not a one-
size-fits-all to selling annuities. It is important to really 
understand your client’s objectives and concerns. Being 
skilled at asking questions and listening is essential. With 
that mindset as your foundation, you can then better 
identify prospects and help your clients determine if it’s a 
solution that’s right for them.

 • Your client desires diversification and protection. Equi-
ty-based investments aren’t for everyone, especially in 
today’s environment. If your client is having trouble toler-
ating the risks associated with equity-based investments 
then including an annuity in their portfolio might make 
sense. This enables your client to diversify their portfolio 
while building in a level of protection. A fixed indexed 
annuity can provide protection from loss due to market 
downturns along with growth potential based, in part, on 
the performance of an external market index.

 • Your client seeks income guarantees. An erratic market 
can be gut-wrenching for any client, regardless of their 
age and stage in life, but it can be especially difficult 
for a client nearing retirement. Watching their nest egg 
dwindle and dreams of a financially stress-free retire-
ment vanish can be devastating. And, for many, IRAs, 
Social Security and pensions may not provide enough 
income to help them live the way they want during 
retirement. A fixed indexed annuity can be an attractive 
retirement planning option that grows tax deferred.1 
Unlike other tax-deferred retirement accounts like 401(k)
s and IRAs, there is no annual contribution limit for an 
annuity so your client can put even more money away 
toward retirement. When it’s time to take distributions, 
retirees can then set up guaranteed payments for the 
rest of their life, providing a steady stream of income.

  •Your client revels in predictability. If this is the case, then 
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Dow Jones industrial average plunged and closed down 
1,175 points — its worst point drop in history. For the S&P 
500, it was the worst day in six years, as noted by CNBC. 
And the Nasdaq declined 3.8 percent.

It was a wake-up call for investors lulled to sleep by a 
placid market and a stark reminder of its unpredictability. 
Today, an erratic market and rise in volatility has become 
par for the course as tariffs, threats of trade wars, inflation 
fears and geopolitical uncertainty, to name a few, rule the 
headlines on what seems to be a daily basis.

While the emotional and psychological rollercoaster is 
no doubt taxing on investors, it represents a significant 
opportunity to discuss, with suitable clients, the benefits of 
purchasing a fixed indexed annuity.

“Fixed indexed sales came roaring back in the first quarter 
[of 2018] as market volatility picked up and consumers 
sought the relative safety and growth potential of fixed 
indexed annuities,” said Beacon Research CEO Jeremy 
Alexander in a recent press statement. “We are seeing both 
increased demand for principal guarantee fixed indexed 
products, and a rapidly developing market for structured 
annuities, where downside risk is shared by the consumer 
and insurer. We expect this market to continue to gain 
strength.”

Echoing the sentiment, economist Roger Ibbotson recently 
said in a press statement, “Conventional wisdom has most 
investors de-risking their portfolios by allocating more heav-
ily to bonds as they approach retirement. However, investors 
should consider other alternatives such as FIAs. In this low 
interest rate environment, complacency can be a danger to 
our clients’ futures.”

“Fixed indexed annuities can be versatile tools in more vol-
atile markets, providing the security of a zero percent floor, 
the potential to capture and lock in interest earnings when 
the markets rise, and the opportunity to create a stream 
of income that’s guaranteed for life,” added Chris Grady, 
EVP and Head of Retail for Athene, a leading provider of 
FIAs. “They can be an excellent way for suitable clients to 
manage volatility and interest rate risk, especially those in 
or nearing retirement.”

“A DIFFERENT APPROACH TO HANDLING  
MARKET VOLATILITY”

Produced by SourceMedia Research | American Banker Magazine

The question then becomes: How do you identify clients 
who might be willing to purchase an annuity as a way to 
help them weather the proportionally higher degree of risk 
that equity markets seem to present?

Is Your Client the Right Fit?
It is important to first understand that there’s not a one-
size-fits-all to selling annuities. It is important to really 
understand your client’s objectives and concerns. Being 
skilled at asking questions and listening is essential. With 
that mindset as your foundation, you can then better 
identify prospects and help your clients determine if it’s a 
solution that’s right for them.

 • Your client desires diversification and protection. Equi-
ty-based investments aren’t for everyone, especially in 
today’s environment. If your client is having trouble toler-
ating the risks associated with equity-based investments 
then including an annuity in their portfolio might make 
sense. This enables your client to diversify their portfolio 
while building in a level of protection. A fixed indexed 
annuity can provide protection from loss due to market 
downturns along with growth potential based, in part, on 
the performance of an external market index.

 • Your client seeks income guarantees. An erratic market 
can be gut-wrenching for any client, regardless of their 
age and stage in life, but it can be especially difficult 
for a client nearing retirement. Watching their nest egg 
dwindle and dreams of a financially stress-free retire-
ment vanish can be devastating. And, for many, IRAs, 
Social Security and pensions may not provide enough 
income to help them live the way they want during 
retirement. A fixed indexed annuity can be an attractive 
retirement planning option that grows tax deferred.1 
Unlike other tax-deferred retirement accounts like 401(k)
s and IRAs, there is no annual contribution limit for an 
annuity so your client can put even more money away 
toward retirement. When it’s time to take distributions, 
retirees can then set up guaranteed payments for the 
rest of their life, providing a steady stream of income.

  •Your client revels in predictability. If this is the case, then 

To learn more about how fixed indexed annuities can help clients manage risk  
in volatile markets, visit Athene.com/Volatility

a fixed indexed annuity may be the answer. An FIA can offer 
clients both a guaranteed annual interest rate and the 
potential to earn interest based, in part, on the potential 
increase of an index or benchmark. Plus, principal, as well 
as all previously credited interest earnings, are protected 
from any unforeseen downturn in the market. While FIA 
interest crediting is typically capped, the peace of mind in 
knowing that there’s no downside risk in a negative stock 
market may be well worth it to your client.

  •Your client wants to benefit from higher rates.  
Opportunity risk can be a downside to fixed income products, 
but FIAs can help your client mitigate this risk. Rates for both 
fixed and indexed interest crediting strategies are sensitive 
to the prevailing interest rate environment and are set at the 
beginning of each strategy term period, typically for one or 
two years. Purchasing a fixed indexed annuity enables your 
clients the potential to take advantage of rising rates and 
market upturns in the future, and buys them some time to 
get a better sense of how much of their income needs to be 
guaranteed.

The resurgence of an erratic market and rise in volatility may 
be today’s “new normal” but investor trepidation doesn’t have 
to be. Engage with your clients and gain a true understanding 
of their objectives and risk. Overlooking the benefits of annu-
ities and the peace of mind they can provide can spell missed 
opportunities for both you and your clients.

1. Under current tax law, the Internal Revenue Code already 
provides tax deferral to qualified money, so there is no 
additional tax benefit obtained by funding an IRA with an 
annuity. Consider the other benefits provided by an annui-
ty, such as lifetime income and a Death Benefit.

2. Withdrawals and surrender may be subject to federal 
and state income tax and, except under certain circum-
stances, will be subject to an IRS penalty if taken prior to 
age 59 1⁄2. Withdrawals are not credited with index interest 
in the year they are taken. Withdrawals in excess of the 
free amount are subject to a Withdrawal Charge, and MVA 
which may result in the loss of principal if taken during the 
first 10 years of the contract. 
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What the ‘Best Banks’ do to create an emotional bond with employees

PHOTOGRAPH BY CHARLES HARTMAN

Morgan Davis, president 
and CEO of TowneBank in 

Portsmouth, Va.
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What the ‘Best Banks’ do to create an emotional bond with employees

By Lou Whiteman

I
t was just a haircut.

But employees at Savings Bank of 
Walpole got a big boost out of paying for it.

Two or three times a year the New 
Hampshire bank divides employees into a 
handful of teams, gives each team $150 to 
spend, and sends them out into the commu-
nity to do small acts of kindness. Over the 

next few hours they buy gas and groceries, provide 
quarters at the laundromat, and fund other needs 
they come across, as part of a “pay it forward” 
initiative. Afterward they return to the bank for a 
lunch to celebrate and talk about the experiences. 

In one of the most touching moments Heather 
Ferland can recall, a team went into a hair salon and 
paid for a woman’s cut and perm. “She was so 
overwhelmed she was in tears,” said Ferland, a human 
resources and finance assistant at the bank. 

The woman then told the bank employees about 
how she had just gone through a challenging time in 
her life and had not had her hair done in years — a 
story they recounted at the lunch later. “It left a 

lasting impression on all of us,” Ferland said. 
“Working here, it feels like you are part of some-

thing bigger, part of an organization with values,” she 
added. “It’s a great feeling working for a place that is 
supportive of the person, both employees and the 
people of the community, and that really shows it 
cares. There is a sense of family here.” 

Nuances in what Savings Bank of Walpole does 
might help explain how it has earned a spot on the 
list of Best Banks to Work For a few years running. 
Most banks have a long list of charitable endeavors 
and host numerous events designed to get employees 
involved. But relatively few banks manage to create 
an emotional connection with employees.

The alchemy of how to achieve that is difficult to 
explain even for bankers who are successful at it. But 
devising activities that resonate with employees is 
key, and that requires getting them involved in the 
process and creating ways to keep discussion about 
the impact going throughout the year.   

A single benefit or perk is unlikely to make much 
difference in how people feel about their workplace, 

Morgan Davis, president 
and CEO of TowneBank in 

Portsmouth, Va.

Contributors: 
Jackie Stewart, Alan Kline, Laura Alix, Frank Gargano, 
Chental-Song Bembry, Jinman Li and Roxanne Liu
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said Peter Burke, president and 
co-founder of Best Companies Group. 
The broad goal for companies that 
want high employee engagement is 
more about defining the culture and 
making sure it is reinforced daily from 
the C-suite all the way down the ranks.

“Companies that are successful 
create environments where employees 
love to come to work and believe they 
are wanted,” said Burke, whose 
company compiles the Best Banks list 
in partnership with American Banker. 
“You can’t just add a foosball table to 
the breakroom and think employee 
engagement will get better.”

It’s worth noting, or warning, that 
every workplace has a culture regardless 
of whether management focuses on it. 
Executives who neglect to deliberately 
develop the culture risk having it evolve 
in ways they might not like. That could 
make it harder to retain employees or 
result in them cutting corners on the job. 

Aimee Lucas, vice president at the 
customer experience research firm 
Temkin Group, said that companies 
tend to be good at articulating a 
mission statement and outlining what 
they want their culture to be. But that 
falls apart quickly if leaders lack 
commitment to the ideals they have 
expressed and appear to be engaging 
in lip service.

“You can have a whole bunch of 
employees working there who have quit 
mentally and are going through the 
motions,” Lucas said. “They don’t 
believe the organization cares because 
the leaders don’t demonstrate it.” 

Lucas said banks need to focus on 
the five i’s: informing, inspiring, 
instructing, involving and incentivizing 
employees. Each of those components 
must relate to what employees really 
want. For example, a bank might want 
to rethink its tradition of giving away 
turkeys at Thanksgiving if some 
employees are vegans who would 

prefer a grocery store gift card.  
Bridgewater Bank in Bloomington, 

Minn., was started by nine officers, 
including Chief Executive Jerry Baack 
and Chief Operating Officer Mary 
Jayne Crocker, in 2005. They had the 
goal of creating a collaborative culture, 
and Bridgewater has worked hard to 
keep that camaraderie as the institu-
tion has grown. They’ve learned that 
platitudes are typically ignored, but 
employees respond positively to seeing 
their immediate supervisors and top 
executives sharing their values.

“The underlying goal is that we want 
people to truly feel like they are valued 
and empowered to make the bank a 
better place,” Crocker said. “You can’t 
just come up with words, write them 
down and tell people to go do this. It 
has to be the way you live.”

The culture book the $1.7 billion-as-
set Bridgewater hands out to new hires 
not only contains the standard policies 
on leave and benefits, but summarizes 
the history of the bank and outlines its 
core beliefs.

It wasn’t written until 2010, five years 
after the bank’s founding. But Crocker 
believes the 60-page book works 
because it describes the culture that 
actually developed during that time, 
rather than projecting the founders’ 
hopes. 

“Bridgewater Bank is a place where 
an optimistic culture exists, ‘boss’ is 
basically a banished word, branch 
fridges contain an array of craft brews, 
holiday parties turn into competitive 
costume contests, sand volleyball is a 
summer weekend staple, office pranks 
are relentless, Family Feud happens at 
All Staff Meetings and our CEO often 
wearing flip-flops to work isn’t unusual,” 
the book reads.

Rick Gibbs, a performance specialist 
at Insperity in New York, agrees that if 
companies want activities and policies 
to resonate with employees, it’s 

important to give individuals a sense of 
ownership. A bank-sponsored event 
might be a wonderful opportunity for 
the community, but granting time off so 
employees can participate in charities 
of their choosing is more likely to build 
goodwill over the long term.

“Enforce the idea that the organiza-
tion wants to be active in the commu-
nity, but remember that people have 
their own values and their own 
concerns,” Gibbs said. 

As a bank adds more employees, the 
culture can become diluted. Michael 
Solberg, president and CEO of Bell 
Bank in Fargo, N.D., said that building 
and preserving culture is “one of the 
biggest challenges for companies as 
they grow.” His bank started as a single 
location in Fargo in 1966, but has 
expanded across the state and into 
Minnesota, Idaho and Arizona. 

Bell has tackled the culture chal-
lenge in multiple ways. Managers are 
encouraged to write personal notes 
and issue $10 gift cards to employees 
spotted going out of their way for 
customers. A big annual holiday 
celebration aims to bring everyone 
together — this year it will be a show at 
Scheels Arena in Fargo headlined by 
Rascal Flatts. 

Like Savings Bank of Walpole, Bell 
also has a “pay it forward” initiative, 
which is celebrating its tenth anniversa-
ry. Every year it hands $1,000 to each 
full-timer and $500 to each part-timer 
to give away as they see fit — which 
creates a ripple effect in the community. 

Solberg said he believes storytelling 
is essential. That includes being 
transparent with employees about their 
jobs and the company, constantly 
preaching about key principles and 
highlighting examples of good work. 

“I get asked a lot about what smaller 
companies that don’t have the budget 
for bigger-ticket items can do,” Solberg 
said. “My advice is to make sure you 

are celebrating the small, everyday 
things that people do for each other. 
We get a lot of attention for the bigger 
programs, but they are not the glue. 
The glue is focusing on how people are 
treated and making that a priority.”

TowneBank in Portsmouth, Va., has 
found ways to make adjustments to 
keep certain beloved programs relevant 
and ensure they work logistically.

Almost since its founding in 1999, the 
bank has provided tellers with an 
annual stipend that must be spent on 
clothes, along with access to a personal 
shopper to help them find work apparel 
without breaking their budget. The 
stipend, which is divided into two 
installments, totals $1,200 for full-timers 
and $600 for part-timers.

In the early days, Starr Oliver, chief 
marketing and human resources officer, 
and other executives would take the 
tellers out to lunch before they headed 
out on their shopping adventure.

Today, the $10.6 billion-asset Towne 
has 40 branches spread across Virginia 
and North Carolina and too many 
tellers to make lunches feasible. 
Instead, it now has banquets to 
celebrate front-line employees and 
provide them with their stipends.

Oliver said there is a growing trend 
inside the bank for senior tellers, who 
have accumulated impressive ward-
robes over the years, to give some of 
their clothes to newer colleagues. She 
sees that as evidence that the bank’s 
efforts to build a strong culture are 
working.

“That’s organic — no one asked 
them to do that,” Oliver said. “It speaks 
to the people embracing the mission of 
the bank, to do more than just offer 
financial services, but to make a 
difference in the community and in the 
lives of people around you.”

Measuring the impact of cul-
ture-building initiatives can be difficult. 
Executives tend to be numbers-driven 
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1important to give individuals a sense of 
ownership. A bank-sponsored event 
might be a wonderful opportunity for 
the community, but granting time off so 
employees can participate in charities 
of their choosing is more likely to build 
goodwill over the long term.

“Enforce the idea that the organiza-
tion wants to be active in the commu-
nity, but remember that people have 
their own values and their own 
concerns,” Gibbs said. 

As a bank adds more employees, the 
culture can become diluted. Michael 
Solberg, president and CEO of Bell 
Bank in Fargo, N.D., said that building 
and preserving culture is “one of the 
biggest challenges for companies as 
they grow.” His bank started as a single 
location in Fargo in 1966, but has 
expanded across the state and into 
Minnesota, Idaho and Arizona. 

Bell has tackled the culture chal-
lenge in multiple ways. Managers are 
encouraged to write personal notes 
and issue $10 gift cards to employees 
spotted going out of their way for 
customers. A big annual holiday 
celebration aims to bring everyone 
together — this year it will be a show at 
Scheels Arena in Fargo headlined by 
Rascal Flatts. 

Like Savings Bank of Walpole, Bell 
also has a “pay it forward” initiative, 
which is celebrating its tenth anniversa-
ry. Every year it hands $1,000 to each 
full-timer and $500 to each part-timer 
to give away as they see fit — which 
creates a ripple effect in the community. 

Solberg said he believes storytelling 
is essential. That includes being 
transparent with employees about their 
jobs and the company, constantly 
preaching about key principles and 
highlighting examples of good work. 

“I get asked a lot about what smaller 
companies that don’t have the budget 
for bigger-ticket items can do,” Solberg 
said. “My advice is to make sure you 

are celebrating the small, everyday 
things that people do for each other. 
We get a lot of attention for the bigger 
programs, but they are not the glue. 
The glue is focusing on how people are 
treated and making that a priority.”

TowneBank in Portsmouth, Va., has 
found ways to make adjustments to 
keep certain beloved programs relevant 
and ensure they work logistically.

Almost since its founding in 1999, the 
bank has provided tellers with an 
annual stipend that must be spent on 
clothes, along with access to a personal 
shopper to help them find work apparel 
without breaking their budget. The 
stipend, which is divided into two 
installments, totals $1,200 for full-timers 
and $600 for part-timers.

In the early days, Starr Oliver, chief 
marketing and human resources officer, 
and other executives would take the 
tellers out to lunch before they headed 
out on their shopping adventure.

Today, the $10.6 billion-asset Towne 
has 40 branches spread across Virginia 
and North Carolina and too many 
tellers to make lunches feasible. 
Instead, it now has banquets to 
celebrate front-line employees and 
provide them with their stipends.

Oliver said there is a growing trend 
inside the bank for senior tellers, who 
have accumulated impressive ward-
robes over the years, to give some of 
their clothes to newer colleagues. She 
sees that as evidence that the bank’s 
efforts to build a strong culture are 
working.

“That’s organic — no one asked 
them to do that,” Oliver said. “It speaks 
to the people embracing the mission of 
the bank, to do more than just offer 
financial services, but to make a 
difference in the community and in the 
lives of people around you.”

Measuring the impact of cul-
ture-building initiatives can be difficult. 
Executives tend to be numbers-driven 

by nature, and this is not an area that 
lends itself well to hard data.

Temkin’s Lucas said the best way to 
judge effectiveness is to solicit opinions 
from employees and the community 
about how the company is doing. 

She also recommends using employ-
ee councils that include people at all 
levels of the organization and with a 
diverse range of ages and backgrounds 
represented.

Another good option is a CEO 
listening tour. Visit all of the branches 
and ask employees directly what 
policies irritate them and what they 
love about their jobs, Lucas said. “A 
listening tour can be both symbolic, 
showing that you care, and bring back 
real findings on what is working and 
what isn’t,” she said. 

For the best results, executives at the 
Best Banks to Work For consistently 
advised making culture as important as 
profits. But one does not need to come 
at the expense of the other. Solberg 
said the more his bank invests in 
making employees happy, the more 
profitable it gets. 

“Banking could not be a more 
commoditized industry. We differenti-
ate ourselves by connecting with our 
customers and people in our communi-
ty,” he said. “If our employees love 
where they work and are proud of 
where they work, our customers are 
going to feel that, and that’s how the 
connection is made.”

Burke of Best Companies said 
fostering that love and pride needs to 
be a deliberate strategy — it won’t 
happen by accident. 

“It has to be a priority, day in and 
day out,” Burke said. “When the focus is 
on the quarter, or on the month-end 
financial results, it is really hard to step 
back and say, ‘Let’s also talk about 
drivers of employee engagement.’ But 
the best companies are the ones who 
make it a priority.” ☐

Oakworth Capital Bank wants to 
make sure its employees take a 
moment for themselves. 

To achieve that, the Birmingham, 
Ala., bank has made employee 
wellness a top priority. In the last 12 
months, the bank has added second-
ary health insurance that covers 
additional costs for employees, such 
as most co-pays and coinsurance. It 
also has introduced the OakWell 
program to reinforce a healthy 
lifestyle.

The $540 million-asset bank takes 
a broad view of wellness by providing 
free healthy snacks and beverages in 
the breakroom, flu shots on-site and 
workout classes. It also emphasizes 
stress management and financial 
wellbeing.  

The OakWell program includes 
sessions on time management, 
retirement planning,  paying for a 
child’s college education and how to 
break bad habits. 

Jennifer Shaw, associate managing 
director for talent and leadership 
development at the bank, said the 
program is a reflection of Oakworth’s 
core principle to help people succeed. 

“We know our associates are 
hardworking professionals focused on 
serving others, and understand that 
when you are a professional focused 
on serving others it isn’t easy to focus 
on yourself,” Shaw said. “We wanted 
to make it convenient for our associ-
ates, to provide them with the 
resources that they need to take care 
of themselves and their families.”

This focus on wellness helped 
catapult the bank from No. 18 last 
year to the top spot on this year’s 
Best Banks to Work For list.

Employees can earn OakWell 
points for making healthy choices 
such as getting a flu shot or getting at 
least seven hours of sleep each night. 
As they earn points, they are entered 
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to win prizes that promote a healthy 
lifestyle such as a standing desk or a 
subscription to a healthy meal service. 
There is also a $25 bonus for complet-
ing an annual wellness checkup.

Employees seem to have bought in. 
It’s not uncommon for them to ditch 
the conference room to hold walking 
meetings. They have provided a steady 
stream of suggestions for guest 
speaker topics and have come up with 
many of the ideas that have been 
incorporated into OakWell. 

“I’ve never worked at an organiza-
tion that does a better job helping 
associates to succeed,” Shaw said. “Our 
associates see every day Oakworth 
cares about them personally and wants 
to help them to be successful. That 
matters to people.”

Montecito Bank & Trust in Santa 
Barbara, Calif., does a lot for its 
employees and community throughout 
the year. 

There are celebrations, like a winter 
gala and a summer picnic. Holiday 
ugly-sweater contests and Halloween 
festivities add levity to the workplace. 
And Montecito’s employees were on the 
front lines this past winter when 
devastating wildfires and mudslides hit 
the community.

All these efforts have helped the 
bank earn the No. 2 ranking on this 
year’s list of Best Banks to Work For, a 
jump from No. 23 a year ago.

But the Community Dividends 
program is perhaps the bank’s defining 
endeavor and has become a Thanks-
giving tradition in the local community. 

Michael Towbes, founder, owner and 
former chairman of the $1.4 billion-as-
set Montecito, started the Community 
Dividends program in 2003 as a way to 
give back to local nonprofits. Though 
Towbes passed away last year, his 
legacy lives on through both the bank 

he created and this charitable program 
that so far has granted $15 million to 
184 organizations in the area.

A total of $1 million is awarded 
annually at a reception held at the 
Coral Casino in Santa Barbara that has 
become one of the more anticipated 
nonprofit events in this California 
beach community. It’s more than just 
an awards ceremony, it’s a chance for 
nonprofit leaders to socialize with their 
colleagues, bank employees and other 
civic leaders, sharing ideas and 
building bonds within the community.

Recipients include 501c3-designated 
organizations serving low- and 
moderate-income individuals and 
families in Santa Barbara and Ventura 
counties, as well as organizations that 
focus on the arts, youth and education, 
social welfare, and the medical and 
health services sectors.

It’s a legacy that Towbes was surely 
proud to leave behind: He once said 
that the charitable program and the 
bank were both inspired by the same 
philosophy. 

“I felt for many years that the 
success of the bank really was based 
on the support of the community and 
that the best way to recognize that 
support was to give back to the 
community,” Towbes said in 2017. “So 
we started this program, Community 
Dividends. It’s a dividend that the bank 
gives back to the community every 
year, recognizing the support of the 
community which really is what allows 
us to give back.”

Julie Peterson Klein, chief culture 
officer at North Dakota’s Bell Bank, was 
reading the book “How Fargo of You” 
when inspiration struck. 

The book celebrates the local 
culture of the city known for its friendly 
residents and charming accents. She 
decided there was something she could 

do to honor her bank’s culture and How 
Bell of You was born. 

Going on since 2013, the How Bell of 
You program recognizes bank employ-
ees who demonstrate the bank’s core 
values of family atmosphere, personal 
service and paying it forward. 

The book tells the story of a family 
that moved to Fargo and was wel-
comed with kindness, including by a 
carpenter who insisted his work be a 
housewarming gift and an unknown 
couple who paid for their meal at a 
restaurant and left without telling 
them.

“As I was reading, I kept thinking this 
has Bell written all over it,” Klein said. “I 
thought we needed a How Bell of You 
program to highlight all the wonderful 
experiences our employees create 
every day at our company and in our 
community. It’s the little things that 
matter most.”  

Mortgage loan processor Irena Lazic 
won the first award, for making a 
raincoat out of plastic bags for a 
customer in a wheelchair. Initially there 
was a ceremony modeled after a 
Hollywood awards show, and employ-
ees showed up at the Fargo Theatre in 
their best “blue-carpet” attire, a nod to 
the color scheme of the bank’s logo. 
Attendees donned sparkling dresses, 
feather boas, powder-blue tuxedos and 
metallic top hats.

As the $4.9 billion-asset bank has 
expanded into Minnesota and now 
Arizona, the event has evolved into a 
live online video presentation. 

Nominations for awards come in 
throughout the year. The top five 
stories in each of the three core values 
categories are selected by a group that 
includes the executive team, culture 
committee, managers, previous winners 
and a random selection of 20 other 
employees. In early August, a vote by 
all Bell employees determines the 
winner. 

Each nominee receives a basket 
filled with some of their favorite things, 
based on a questionnaire they fill out. 

Each of the three winners receives a 
trip to anywhere in the continental U.S., 
with the bank picking up airfare and 
three nights’ accommodations. 

“We’re so proud of our employees for 
carrying out our values every single 
day,” Klein said. “We have special 
people here at Bell.”

When James “Chip” Mahan founded 
Live Oak Bank a decade ago, he 
declared that its mission was “to treat 
every customer like they are the only 
customer in the bank.”

His plan to get there? Establish a 
culture where employees come first. 

That has made Live Oak a mainstay 
on the Best Banks to Work For list.

The $3.4 billion-asset Live Oak, one 
of the nation’s leading Small Business 
Administration lenders, targets certain 
types of borrowers, including veteri-
narians, funeral homes, dentists and 
small-town pharmacies. The Wilming-
ton, N.C.-based bank offers perks such 
as 100% paid health care and an 
on-site gym, dog park and restaurant 
where employees can eat or just pick 
up dinner to take home.

Mahan believes that employees 
who have many of their needs outside 
of work taken care of by Live Oak will 
be better able to serve customers.

“If you are confident in your ability 
to take care of your family and 
yourself, you are more than willing to 
go the extra step for a customer when 
it matters most,” Mahan said.

The CEO also teaches a course on 
the bank’s culture, history and values 
as part of the Live Oak U continuing 
education program. 

Employees are celebrated for 
exceptional service, such as a banker 
willing to take a call at 10 p.m. on the 
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do to honor her bank’s culture and How 
Bell of You was born. 

Going on since 2013, the How Bell of 
You program recognizes bank employ-
ees who demonstrate the bank’s core 
values of family atmosphere, personal 
service and paying it forward. 

The book tells the story of a family 
that moved to Fargo and was wel-
comed with kindness, including by a 
carpenter who insisted his work be a 
housewarming gift and an unknown 
couple who paid for their meal at a 
restaurant and left without telling 
them.

“As I was reading, I kept thinking this 
has Bell written all over it,” Klein said. “I 
thought we needed a How Bell of You 
program to highlight all the wonderful 
experiences our employees create 
every day at our company and in our 
community. It’s the little things that 
matter most.”  

Mortgage loan processor Irena Lazic 
won the first award, for making a 
raincoat out of plastic bags for a 
customer in a wheelchair. Initially there 
was a ceremony modeled after a 
Hollywood awards show, and employ-
ees showed up at the Fargo Theatre in 
their best “blue-carpet” attire, a nod to 
the color scheme of the bank’s logo. 
Attendees donned sparkling dresses, 
feather boas, powder-blue tuxedos and 
metallic top hats.

As the $4.9 billion-asset bank has 
expanded into Minnesota and now 
Arizona, the event has evolved into a 
live online video presentation. 

Nominations for awards come in 
throughout the year. The top five 
stories in each of the three core values 
categories are selected by a group that 
includes the executive team, culture 
committee, managers, previous winners 
and a random selection of 20 other 
employees. In early August, a vote by 
all Bell employees determines the 
winner. 

Each nominee receives a basket 
filled with some of their favorite things, 
based on a questionnaire they fill out. 

Each of the three winners receives a 
trip to anywhere in the continental U.S., 
with the bank picking up airfare and 
three nights’ accommodations. 

“We’re so proud of our employees for 
carrying out our values every single 
day,” Klein said. “We have special 
people here at Bell.”

When James “Chip” Mahan founded 
Live Oak Bank a decade ago, he 
declared that its mission was “to treat 
every customer like they are the only 
customer in the bank.”

His plan to get there? Establish a 
culture where employees come first. 

That has made Live Oak a mainstay 
on the Best Banks to Work For list.

The $3.4 billion-asset Live Oak, one 
of the nation’s leading Small Business 
Administration lenders, targets certain 
types of borrowers, including veteri-
narians, funeral homes, dentists and 
small-town pharmacies. The Wilming-
ton, N.C.-based bank offers perks such 
as 100% paid health care and an 
on-site gym, dog park and restaurant 
where employees can eat or just pick 
up dinner to take home.

Mahan believes that employees 
who have many of their needs outside 
of work taken care of by Live Oak will 
be better able to serve customers.

“If you are confident in your ability 
to take care of your family and 
yourself, you are more than willing to 
go the extra step for a customer when 
it matters most,” Mahan said.

The CEO also teaches a course on 
the bank’s culture, history and values 
as part of the Live Oak U continuing 
education program. 

Employees are celebrated for 
exceptional service, such as a banker 
willing to take a call at 10 p.m. on the 

East Coast to help a customer on the 
West Coast close on a much-needed 
business loan. Recognition, such as a 
night out complete with dinner and a 
driver provided by the bank, shows 
employees their work does not go 
unnoticed.  

“We have created a special place 
where our team loves what they do and 
that drives the success of our bank, and 
the customers we serve every day,” 
Mahan said. “You don’t often hear 
companies describe love as one of their 
founding tenets, but we do. It’s how 
we’ve built a culture of success and we 
know it will continue to grow.”

Employees at First Federal Savings & 
Loan Association of Pascagoula-Moss 
Point believe the best way to the heart 
is through the stomach. 

The Pascagoula, Miss., thrift is full 
of employees who love to cook, and 
they’ve used that talent to both build 
camaraderie and benefit local 
charities. Holidays, retirement parties 
and important football games are just 
some of the excuses that First Federal 
employees use to bring in food. The 
offerings are lined up in an area 
behind the teller stations affectionate-
ly known as “the trough.” Employees 
also cook twice a year for board 
meetings. 

Tuna Tuesday is a summer main-
stay. For the last decade, a handful of 

employees have prepared tuna salad 
and the fixings for all of the staff every 
few weeks. 

In recent years, First Federal has 
used its cooking passion to raise money 
for charities, offering plated lunches, 
such as red beans and rice, pulled pork 
and, most recently, that famous tuna 
salad, for sale to customers.

The $311 million-asset thrift will even 
deliver large orders to businesses. One 
effort this summer scored more than 
200 orders and raised $3,500 for the 
American Heart Association. That 
surpassed its initial goal of raising 
$3,000. Next year the bank aims to 
raise $5,000 with two charity lunches. 

“Our customers are very supportive 
during our fundraising months, 
especially when food’s involved,” said 
Jennifer Garlich, vice president of 
marketing. “It’s not only the cooks who 
prepare the food, it’s the employees 
who volunteer to wash dishes, take 
orders and make deliveries that make 
it an enjoyable and profitable way to 
give back to our community.” 

This generosity has helped propel 
First Federal to No. 5 on the Best 
Banks to Work For list this year.  

The thrift also has candy bars for 
sale at the teller lines and drive-thru. 
The money raised from those sales is 
put into a pot reserved for walk-in 
requests for donations for local 
activities. 

Weldon Perkins, First Federal’s 
president and CEO, said the combina-
tion of home-cooked meals and the 
employees coming together for a good 
cause highlights the family atmo-
sphere at the thrift. “First Federal is 
very fortunate to have employees who 
are both service and community 
minded,” Perkins said. “Their support 
of fundraising for charities and families 
in need, year after year, speaks loudly 
that First Federal cares deeply about 
our community.” 

If you are confident 
in your ability to take 
care of your family 
and yourself, you are 
more than willing to 
go the extra step for 
a customer when it 
matters most,” Live 
Oak’s Mahan says.
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relationship with a retired financial 
counselor who runs sessions for small 
groups on financial literacy and 
budgeting. 

But Long still sees plenty to do. The 
initiative is mostly focused on the area 
around the bank’s headquarters and in 

1.  
Oakworth Capital Bank
Birmingham, Ala.
Assets: $540 million 
Employees: 89
CEO: Scott Reed 

2.    
Montecito Bank & Trust
Santa Barbara, Calif.
Assets: $1.4 billion 
Employees: 217
Chairman and CEO: Janet Garufis

3.  
Bell Bank
Fargo, N.D.
Assets: $4.9 billion 
Employees: 691
President and CEO: Michael Solberg 

4.  
Live Oak Bank
Wilmington, N.C.
Assets: $3.4 billion 
Employees: 443
Chairman and CEO:  
James “Chip” Mahan

5.  
First Federal Savings & Loan  
Association of Pascagoula-Moss Point
Pascagoula, Miss. 
Assets: $311 million 
Employees: 55
President and CEO: Weldon Perkins 

6.  
Benchmark Bank
Plano, Texas
Assets: $562 million 
Employees: 89
Chairman and CEO: Mike Barnett

7.  
Amarillo National Bank
Amarillo, Texas
Assets: $3.9 billion  
Employees: 662
Chairman: Richard Ware

8.  
Machias Savings Bank
Machias, Maine
Assets: $1.3 billion  
Employees: 264
President and CEO: Larry Barker 

9.  
First Citizens National Bank
Dyersburg, Tenn.
Assets: $1.6 billion  
Employees: 344
Chairman and CEO: Jeff Agee

BEST BANKS TO WORK FOR
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How First Citizens helps  
women achieve financial  
independence

Though Judy Long has experienced 
many changes during her 44-year 
banking career, there is one constant 
that has bothered her. 

The president and chief operating 
officer at First Citizens National Bank in 
Dyersburg, Tenn., often sees women, 
even those involved in financial 
services, struggle with different aspects 
of financial literacy. 

Long has met women in their 50s 
who have focused on paying for school 
for their kids rather than saving for 
retirement, widows who were left 
substantial estates but have no idea 
how to manage them, young profes-
sionals struggling to make ends meet, 
and divorcees who need to put 
together a household budget for the 
first time in years.

There’s even a need inside First 
Citizens, a sign of just how complex 
navigating personal finance can be. 

“As you are out there listening, you 
realize this is not a problem for one cer-
tain age group, one demographic. It is 
universal,” Long said. “And you realize 
this is our job. We are in the financial 
services industry. We need to be out 
there on the front lines helping with 
financial literacy.”

Over the last two years, Long has 
helped her bank formulate a plan to 
tackle these struggles. Her passion for 
this issue is among the differentiators 
that continue to land the $1.6 bil-
lion-asset First Citizens on the Best 
Banks to Work For list. 

The bank has partnered with the 
American Library Association to 
develop and launch its Smart Women 
initiative, which offers educational 
programs and other resources to 

women on a range of topics designed 
to boost financial independence.

The bank, with the help of the ALA, 
offers online resources that cover 
planning for retirement, buying a home, 
managing a budget and navigating 
Social Security. Women can access the 
materials anywhere, including a few 
computers set up in branches. 

Quarterly seminars focus on similar 
themes, such as a recent one hosted by 
a Social Security expert. 

Participants take home a bookmark 
printed with links to various sources of 
information. 

The goal of the program is not to 
attract business, but Long sees benefits 
for First Citizens beyond goodwill if 
more people become interested in 
getting their financial affairs in order 
and consider the bank a trusted 
partner. 

She believes it has been helpful for 
bank employees as well. “Even with all 
my experience in banking I’m amazed 
at how much I learn from every class I 
attend,” she said.

Long recommends that banks 
interested in putting together a similar 
program start with an advisory group 
from the community to identify needs 
and potential resources. In First 
Citizens’ case, a member of its advisory 
group was involved in local libraries, 
which is what led to the partnership 
with the ALA. 

As word has spread over the past 
year, participation in Smart Women has 
expanded rapidly. Long has fielded 
inquiries from estate planning experts, 
divorce attorneys and others interested 
in offering their expertise or speaking 
at seminars. The bank has formed a 

Sarah Rosley always aspired to pursue 
a career in the financial services 
industry, and the New Hampshire 
native set her sights on working for 
Savings Bank of Walpole after follow-
ing its social media accounts while in 
college. 

The $415 million-asset bank uses 
Facebook and Instagram to highlight 
its sponsorship of local events, such as 
a garden tour and Fourth of July 
fireworks display. One summer post 
touts how bank employees have spent 
1,440 hours helping local organizations. 
There are also pictures of employees 
dressed up as black cats for a trick-or-
treating event in July.  

It was content like this that charmed 
Rosley, so much so that the $415 
million-asset bank was the “first and 
only place I applied to” after graduat-
ing from Keene State College in 2016 
with a degree in management, she 
said. 

“I think that was just something that 
I really wanted to be part of … giving 
back and having an institution that 
would support and really encourage 
that,” said Rosley, who is now 22 and 
works as a mortgage loan officer at 
Savings Bank of Walpole. 

Rosley is like a lot of millennials. And 
though her demographic segment is 
known for wanting to work for compa-
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relationship with a retired financial 
counselor who runs sessions for small 
groups on financial literacy and 
budgeting. 

But Long still sees plenty to do. The 
initiative is mostly focused on the area 
around the bank’s headquarters and in 

middle Tennessee. Long would like to 
eventually roll it out over the bank’s 
entire footprint across the state. 

“This effort has energized me,” Long 
said. “What better way to invest in your 
community than to try to improve lives 
in the community?” — Lou Whiteman

10.  
Centier Bank
Merrillville, Ind.
Assets: $4 billion   
Employees: 842
President and CEO: Michael Schrage

11.  
Peoples Bank
Lubbock, Texas
Assets: $468 million 
Employees: 115
Chairman and CEO: Larry Allen

12.  
Apollo Bank
Miami
Assets: $630 million  
Employees: 93
Chairman and CEO:  Eduardo Arriola

13.  
City Bank
Lubbock, Texas
Assets: $2.6 billion  
Employees: 659
President and CEO: Cory Newsom 

14.  
TowneBank
Portsmouth, Va.
Assets: $10.6 billion  
Employees: 979
Executive Chairman:  G. Robert Aston Jr.

15.  
FirstCapital Bank of Texas
Midland, Texas
Assets: $1.1 billion  
Employees: 202
CEO: Brad Burgess

16.  
Pinnacle Financial Partners
Nashville, Tenn.
Assets: $22.8 billion 
Employees: 2,182
President and CEO: Terry Turner

17.  
Forward Bank
Marshfield, Wis.
Assets: $441 million  
Employees: 119
President and CEO: William Sennholz

18.  
Savings Bank of Walpole
Walpole, N.H.
Assets: $415 million  
Employees: 88
CEO: Gregg Tewksbury

18
How First Citizens helps  
women achieve financial  
independence

The way to millennials’ 
hearts? Tattoos, cell-
phones and volunteerism  

women on a range of topics designed 
to boost financial independence.

The bank, with the help of the ALA, 
offers online resources that cover 
planning for retirement, buying a home, 
managing a budget and navigating 
Social Security. Women can access the 
materials anywhere, including a few 
computers set up in branches. 

Quarterly seminars focus on similar 
themes, such as a recent one hosted by 
a Social Security expert. 

Participants take home a bookmark 
printed with links to various sources of 
information. 

The goal of the program is not to 
attract business, but Long sees benefits 
for First Citizens beyond goodwill if 
more people become interested in 
getting their financial affairs in order 
and consider the bank a trusted 
partner. 

She believes it has been helpful for 
bank employees as well. “Even with all 
my experience in banking I’m amazed 
at how much I learn from every class I 
attend,” she said.

Long recommends that banks 
interested in putting together a similar 
program start with an advisory group 
from the community to identify needs 
and potential resources. In First 
Citizens’ case, a member of its advisory 
group was involved in local libraries, 
which is what led to the partnership 
with the ALA. 

As word has spread over the past 
year, participation in Smart Women has 
expanded rapidly. Long has fielded 
inquiries from estate planning experts, 
divorce attorneys and others interested 
in offering their expertise or speaking 
at seminars. The bank has formed a 

Sarah Rosley always aspired to pursue 
a career in the financial services 
industry, and the New Hampshire 
native set her sights on working for 
Savings Bank of Walpole after follow-
ing its social media accounts while in 
college. 

The $415 million-asset bank uses 
Facebook and Instagram to highlight 
its sponsorship of local events, such as 
a garden tour and Fourth of July 
fireworks display. One summer post 
touts how bank employees have spent 
1,440 hours helping local organizations. 
There are also pictures of employees 
dressed up as black cats for a trick-or-
treating event in July.  

It was content like this that charmed 
Rosley, so much so that the $415 
million-asset bank was the “first and 
only place I applied to” after graduat-
ing from Keene State College in 2016 
with a degree in management, she 
said. 

“I think that was just something that 
I really wanted to be part of … giving 
back and having an institution that 
would support and really encourage 
that,” said Rosley, who is now 22 and 
works as a mortgage loan officer at 
Savings Bank of Walpole. 

Rosley is like a lot of millennials. And 
though her demographic segment is 
known for wanting to work for compa-

nies that focus on people as much as 
profits, it is a sentiment that other age 
groups increasingly express as well. 

Savings Bank of Walpole has 
embraced this, ramping up its commu-
nity involvement and social media 
efforts and tweaking internal policies to 
better appeal to current and prospec-
tive employees. 

“We know that millennials are really 
interested in making a difference,” said 
Mark Bodin, who had been the bank’s 
chief financial officer for eight years 
before becoming president in July. “We 
found the ability to go beyond just 
being a workplace but to also kind of 
connect with what’s important in 
people’s lives. I think it matters more 
and more to young people.” 

Attracting younger workers has 
always been important to the bank, but 
it has been more purposeful about 
demonstrating this in recent years by 
rethinking some longstanding rules that 
feel like they have become outdated, 
Bodin said. 

For instance, last year the bank 
started allowing employees to use 
cellphones during down time in 
branches when no customers are 
around. It also changed its policy on 
tattoos last year, allowing small ones to 
be visible during the work day. 

“A lot of young people have tattoos 
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now,” Bodin said. After noticing some 
employees struggling to comply with 
the policy to keep them covered while 
they worked, “we just realized that it 
wasn’t realistic anymore.” 

A social media committee was 
formed about a year ago, after 
executives asked a team of younger 
employees to help the bank strategize 
how to improve in this area. One of the 
new tactics it hopes will help it reach a 
larger audience is posting employee 
spotlights, promotions and anniversa-
ries on Facebook, Instagram and 
LinkedIn. 

This summer, its Facebook followers 
tripled to more than 1,800 after the 
bank made changes like creating a 
calendar that displays a list of commu-
nity events.

In a recent move to appeal to millen-
nials, Savings Bank of Walpole created 
the position of community engagement 
coordinator. One aspect of the job will 
be determining the types of volunteer 
activities that employees want to 

participate in. For instance, most of the 
bank’s community service efforts have 
revolved around helping youth organi-
zations. But that could expand because 
some employees have expressed 
interest in serving the elderly, Bodin 
said. 

“We believe that working for an 
employer that not only does good for 
the community, but aligns with your 
own values and gives you opportunities 
to volunteer is a strong retention tool,” 
Bodin said. “And we have low turnover.”

The community engagement 
coordinator, who will also head the 
social media committee, will take on a 
bigger role over the next few years as 
the bank expands the organizations it 
supports, he said. 

Bodin’s hope is that Savings Bank of 
Walpole continues to attract more 
young people like Rosley. “You bring in 
the right people. You have the right 
path and opportunities for them. They 
become your leaders,” he said. 

— Chental-Song Bembry 

19.  
SouthWest Bank
Odessa, Texas
Assets: $387 million  
Employees: 101
CEO: Dewey Bryant

20.  
1st Security Bank of Washington 
Mountlake Terrace, Wash
Assets: $1 billion  
Employees: 331
CEO: Joe Adams

21.  
Bridgewater Bank
Bloomington, Minn.
Assets: $1.7 billion  
Employees: 123
President and CEO: Jerry Baack 

22.  
FNBC Bank
Ash Flat, Ark
Assets: $441 million 
Employees: 93
President and CEO: Marty Sellars

23.  
HomeTown Bank
Roanoke, Va.
Assets: $551 million  
Employees: 107
President and CEO: Susan Still

24.  
Origin Bank
Ruston, La.
Assets: $4.2 billion  
Employees: 659
Chairman, president and CEO:  
Drake Mills 

25.  
Chesapeake Bank
Kilmarnock, Va.
Assets: $793 million  
Employees: 384
Chairman, president and CEO:  
Jeffrey Szyperski

26.  
1st Summit Bank
Johnstown, Pa.
Assets: $1 billion   
Employees: 184
President and CEO: Elmer Laslo

27.  
The First State Bank
Oklahoma City
Assets: $302 million  
Employees: 56
Chairman and CEO:  David Durrett

BEST BANKS TO WORK FOR

success of the reinvigorated wellness 
program largely to having a dedicated 
training officer. 

She also cited the addition of 
nonbanking courses, saying even those 
can help employees do their jobs 
better.  

The stress management class aims 
to provide employees with some coping 
strategies, from breathing exercises to 
something as simple as taking a quick 
30-second walk around the office. 

Summo said helping employees 
combat stress is good for productivity, 
”keeping our projects running on time.”

Inspired by the improved productivi-
ty, HomeTown is now in the process of 
developing a new training program 
geared toward managers that it 
expects to roll it out in September.

About 18 managers have signed up 
for the four-month program, which will 
place a heavy emphasis on building 
communication skills. It is designed to 
help managers be more effective in 
providing feedback, dealing with 
conflicts, building their teams and 
motivating employees.

Emotional intelligence training has 
become particularly popular at 
HomeTown, as it can help employees 
better understand their colleagues’ and 
customers’ behavior, Summo said.

“In banking, we deal with a lot of 
different personalities, especially on the 
front line of our branches, and we want 
to make sure that our employees are 

23A little understanding 
goes a long way, as this 
wellness program shows 

HomeTown Bank first created a 
companywide wellness program in 
2013, but it didn’t really catch on with 
employees until three years later, 
when Ashley Ratliff took charge of it.    

At the outset, the physical, mental, 
financial and social wellness pro-
grams were typically put on by 
external organizations or employees 
who had other responsibilities. So the 
results were uneven, said Nadia 
Summo, the vice president and 
director of human resources and 
training at the $551 million-asset bank 
in Roanoke, Va. 

In 2016, the bank promoted Ratliff 
from branch manager to the newly 
created position of training officer, 
and tasked her with building a more 
consistent and engaging program. 

Since then, employee participation 
in the various wellness programs has 
increased steadily as Ratliff has 
expanded the curriculum. After first 
surveying employees to find out what 
they wanted, she added more sessions 
around a broader range of topics, 
including emotional intelligence and 
stress management.

Summo attributed the overall 

Susan Still, HomeTown’s 
president and CEO, rings the 
Nasdaq opening bell.
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participate in. For instance, most of the 
bank’s community service efforts have 
revolved around helping youth organi-
zations. But that could expand because 
some employees have expressed 
interest in serving the elderly, Bodin 
said. 

“We believe that working for an 
employer that not only does good for 
the community, but aligns with your 
own values and gives you opportunities 
to volunteer is a strong retention tool,” 
Bodin said. “And we have low turnover.”

The community engagement 
coordinator, who will also head the 
social media committee, will take on a 
bigger role over the next few years as 
the bank expands the organizations it 
supports, he said. 

Bodin’s hope is that Savings Bank of 
Walpole continues to attract more 
young people like Rosley. “You bring in 
the right people. You have the right 
path and opportunities for them. They 
become your leaders,” he said. 

— Chental-Song Bembry 

28.  
BankPlus
Ridgeland, Miss.
Assets: $2.8 billion  
Employees: 739
President and CEO: William Ray 

29.  
Independence Bank
Owensboro, Ky.
Assets: $2.2 billion  
Employees:  384
President and CEO: Chris Reid

30.  
Heartland Bank
Geneva, Neb.
Assets: $394 million   
Employees: 72
Chairman and CEO: John Wilkins

31.  
Prime Meridian Bank
Tallahassee, Fla.
Assets: $358 million 
Employees: 74
President and CEO: Sammie Dixon

32.  
First Internet Bank
Fishers, Ind.
Assets: $2.9 billion  
Employees: 199
President and CEO: David Becker

33.  
Paragon Bank
Memphis, Tenn.
Assets: $394 million  
Employees: 84
CEO: Robert Shaw Jr.  

34.  
Community Bank
Brandon, Miss.
Assets: : $3.2 billion   
Employees: 777
Chairman: Freddie Bagley

35.  
Capital City Bank
Tallahassee, Fla.
Assets: $2.9 billion   
Employees: 802
Chairman, president and CEO: 
Bill Smith 

36.  
River Valley Bank
Wausau, Wis.
Assets: $1.3 billion  
Employees: 245
President and CEO: Todd Nagel

success of the reinvigorated wellness 
program largely to having a dedicated 
training officer. 

She also cited the addition of 
nonbanking courses, saying even those 
can help employees do their jobs 
better.  

The stress management class aims 
to provide employees with some coping 
strategies, from breathing exercises to 
something as simple as taking a quick 
30-second walk around the office. 

Summo said helping employees 
combat stress is good for productivity, 
”keeping our projects running on time.”

Inspired by the improved productivi-
ty, HomeTown is now in the process of 
developing a new training program 
geared toward managers that it 
expects to roll it out in September.

About 18 managers have signed up 
for the four-month program, which will 
place a heavy emphasis on building 
communication skills. It is designed to 
help managers be more effective in 
providing feedback, dealing with 
conflicts, building their teams and 
motivating employees.

Emotional intelligence training has 
become particularly popular at 
HomeTown, as it can help employees 
better understand their colleagues’ and 
customers’ behavior, Summo said.

“In banking, we deal with a lot of 
different personalities, especially on the 
front line of our branches, and we want 
to make sure that our employees are 

very-well equipped to handle all kinds 
of personalities and emotions,” she 
said.

These skills are especially important 
in banking, an industry where it is not 
uncommon for front-line workers to 
encounter customers dealing with 
financial problems.  

“We want to make sure that every 
customer that walks through the door 
feels like they have somebody they can 
talk to about something sensitive,” 
Summo said.

Ratliff said that 84% of the bank’s 
employees have participated in 
emotional intelligence training. Another 
popular class is personality profile 
assessments, which has a participation 
rate of 78%.

“We had two young ladies who did 
not get along because of different 
personalities and once they took this 
class, the difference in their behaviors 
and how they worked with one another 
changed drastically,” said Ratliff. 
“They’re like, ‘Oh my God, I thought she 
was doing it this way to irritate me, but 
she was doing it this way because this 
is the way she thinks.’”

Now, every new hire of the bank 
needs to complete the profile test, and 
their profile types are sent to their 
managers. The new employees get to 
see their entire team’s profile as well.

“Putting the right people in the right 
spot makes a big difference,” said 
Ratliff. — Jinman Li

A little understanding 
goes a long way, as this 
wellness program shows 

In 2016, the bank promoted Ratliff 
from branch manager to the newly 
created position of training officer, 
and tasked her with building a more 
consistent and engaging program. 

Since then, employee participation 
in the various wellness programs has 
increased steadily as Ratliff has 
expanded the curriculum. After first 
surveying employees to find out what 
they wanted, she added more sessions 
around a broader range of topics, 
including emotional intelligence and 
stress management.

Summo attributed the overall 

Susan Still, HomeTown’s 
president and CEO, rings the 
Nasdaq opening bell.
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37.  
Marquette Savings Bank
Erie, Pa. 
Assets: $847 million   
Employees: 131
CEO: Michael Edwards

38.  
Security Bank
Midland, Texas
Assets: $818 million   
Employees: 173
Chairman and CEO: James Thomas

 39.  
TIB The Independent BankersBank
Farmers Branch, Texas
Assets: $2.5 billion   
Employees: 306
President and CEO:  
Michael O’Rourke

40.  
First Bank Financial Centre  
Oconomowoc, Wis.
Assets: $1.2 billion   
Employees: 338
President and CEO: Mark Mohr

41.  
First Green Bank  
Orlando, Fla.
Assets: $731 million   
Employees: 95
President and CEO: Keith Costello 

42.  
Vista Bank  
Ralls, Texas
Assets: $686 million   
Employees: 143
CEO: John Steinmetz

43.  
Centric Bank  
Harrisburg, Pa.
Assets: $610 million    
Employees: 107
President and CEO: Patricia Husic

44.  
Evergreen Bank Group   
Oak Brook, Ill.
Assets: $858 million    
Employees: 129
President and CEO: Darin Campbell 

45.  
United Community Bank  
Blairsville, Ga.
Assets: $12.2 billion   
Employees: 2,168
CEO: H. Lynn Harton  

BEST BANKS TO WORK FOR

40On quiet Saturday mornings, Mark 
Mohr, president and chief executive of 
First Bank Financial Centre, likes to sit 
at his desk at home with colored pen in 
hand, thinking about what to draw — a 
big-bearded wizard, a grinning 
snowman holding a cold drink, or a 
stout elk in a suit and tie. 

These creations appear on the 
envelopes of work anniversary cards for 
the bank’s 338 employees. Each 
illustration is unique and pegged to the 
employee’s personality and interests. 

“I wanted to do something memora-
ble, something that the employee knew 
wasn’t just routine,” Mohr said. “I could 
have given them an anniversary card 
with a message in it. That’s great, but I 
thought, ‘How do I make this different? 
How do I make sure employees know 
how much I appreciate what they do?’ ”

Mohr, an amateur artist without 
formal training, came up with the idea 
of personalized drawings during his first 
year at the bank 11 years ago.

Initially the sketches took him half 
an hour to complete, but now he can 
create more detailed ones in about 15 
minutes. 

Mohr sketches 10 to 12 pieces every 
month. He gives them to employees on 

36It’s all about ‘incredible 
customer experiences’  
for River Valley  

Robin Hegg is always looking for new 
ways to amp up employee engagement 
at River Valley Bank in Wausau, Wis. 

At one point, the $1.3 billion-asset 
had two separate groups that focused 
on different aspects of the bank’s 
culture. The Incredi-League was 
responsible for party planning, while the 
New Employee Ambassadors welcomed 
new hires. 

But Hegg, the chief human resources 
director at the bank, thought all of this 
activity could get taken to the next level. 

“We wanted to make sure that the 
employee advocacy group was tied to 
providing a culture in which employees 
voices can be heard as to what they 
want in their work environment, as well 
as being an employer of choice,” Hegg 
said. 

That led to the founding of the 
ICEBreakers last summer. The name is a 
play on a concept central to the bank’s 
core values, “incredible customer 
experiences,” which is known by the 
acronym ICE internally. The group’s 
mission is to support outstanding service 
and foster a positive workplace culture 
for employees.

River Valley tries to provide that 
exceptional service through small 
touches, such as giving customers 
refreshments when they walk into a 
branch, and bigger gestures, like accom-
modating someone after hours when 
possible, Hegg said. 

The first 15 members of ICEBreakers 
were selected from across the organiza-
tion by nominations from senior 
leadership based on certain qualities, 
such as being a positive role model. But 
in the future, the nomination process 
might involve employees at all levels. 

The group meets at least once a 
month to come up with ways to improve 
the workplace and incorporate new 
volunteer opportunities. Overall three 
central components help guide the 
group: connect, engage and lead. 

The “connect” part — a nod to the 
old New Employee Ambassadors group 
— helps newbies adjust to the River 
Valley culture. After an employee logs 
90 days on the job, they attend a 
program called Break the Ice, which 
includes ICEBreakers introducing 
themselves and sharing the bank’s core 
values. River Valley actually uses a 
graphic of an iceberg to illustrate that 
what an employee sees of an organiza-
tion during the recruitment process is 
only “the tip of the iceberg,” Hegg said. 

The owners of the bank, Ron and Kay 
Nicklaus, also make an appearance and 
share the history of the company. Chief 
Executive Todd Nagel stops by as well to 
discuss River Valley’s future. 

The “engage” component involves the 
committee hearing from co-workers. 
Five of the ICEBreakers are dedicated to 
gathering and analyzing feedback, 
including through one-on-one meetings, 
so they can improve the overall quality 
of life at the bank, Hegg said.

“Part of being an ICEBreaker is being 
approachable and reachable,” Hegg 
said. “So when we want to gather 
feedback from employees, we can have 
them meet one-on-one with an 
ICEBreaker and provide input on various 
topics.” 

Lastly, the group tries to “lead” both 
in the bank and in the community. For 
instance, last year, when the ICEBreak-
ers were tasked with coming up with 
recommendations for Employee 

Appreciation Week, they had to present 
their ideas to a team of executives.  

Most recently, one of the ICEBreakers 
led a 5k run to support the Never 
Forgotten Honor Flight organization 
that collects money for veterans to 
travel to Washington, D.C. Overall River 
Valley employees volunteered 130 hours 
with the event in addition to the 83 
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46.  
Happy State Bank  
Amarillo, Texas
Assets: $3.3 billion   
Employees: 706
CEO: J. Pat Hickman

47.  
Washington Trust Bank 
Spokane, Wash.
Assets: $6.3 billion   
Employees: 972
Chairman and CEO: Peter Stanton

48.  
Peoples Bank
Munster, Ind.
Assets: $936 million   
Employees: 215
President and CEO:  
Benjamin Bochnowski

49.  
Dacotah Bank 
Aberdeen, S.D.
Assets: $2.4 billion  
Employees: 525
President and CEO: Joe Senger

50.  
Signature Bank  
Rosemont, Ill.
Assets: $719 million  
Employees: 58
President and CEO: Michael O’Rourke 

51.  
The Westchester Bank  
White Plains, N.Y.
Assets: $829 million   
Employees: 67
President and CEO: John Tolomer

52.  
Citizens National Bank  
Bossier City, La.
Assets: $931 million    
Employees: 179
President and CEO: Jason Smith 

53.  
First National Bank Alaska   
Anchorage, Alaska
Assets: $3.6 billion    
Employees: 662
Chairman and CEO: Betsy Lawer 

54.  
Alerus  
Grand Forks, N.D.
Assets: $2.1 billion   
Employees: 400
Chairman, president and CEO:   
Randy Newman  

40First Bank CEO uses  
artistic passion to show 
employees he cares  

On quiet Saturday mornings, Mark 
Mohr, president and chief executive of 
First Bank Financial Centre, likes to sit 
at his desk at home with colored pen in 
hand, thinking about what to draw — a 
big-bearded wizard, a grinning 
snowman holding a cold drink, or a 
stout elk in a suit and tie. 

These creations appear on the 
envelopes of work anniversary cards for 
the bank’s 338 employees. Each 
illustration is unique and pegged to the 
employee’s personality and interests. 

“I wanted to do something memora-
ble, something that the employee knew 
wasn’t just routine,” Mohr said. “I could 
have given them an anniversary card 
with a message in it. That’s great, but I 
thought, ‘How do I make this different? 
How do I make sure employees know 
how much I appreciate what they do?’ ”

Mohr, an amateur artist without 
formal training, came up with the idea 
of personalized drawings during his first 
year at the bank 11 years ago.

Initially the sketches took him half 
an hour to complete, but now he can 
create more detailed ones in about 15 
minutes. 

Mohr sketches 10 to 12 pieces every 
month. He gives them to employees on 

their first, third and fifth anniversary 
dates and then every five years after 
that. 

“It’s fun to do,” he said. “I am using 
part of my brain that I don’t normally 
use during the week. It’s therapeutic.” 

The challenge is to decide what to 
draw for a person, Mohr said. He gets 
inspiration by chatting with employees 
about their hobbies and significant life 
events. A newly engaged employee 
could receive a hand-drawn ring, while 
someone returning from vacation may 
be treated to a Hawaiian-themed 
sketch.

Instead of just setting the card on 
someone’s desk, Mohr adds another 
personal touch by turning the delivery 
of the drawings into a small party. 

All of this is indicative of Mohr’s 
leadership style. He described himself 
as a “walk-around president” who likes 
to stay connected to co-workers.

“Wherever he sees people congre-
gating, Mark stops so that he has the 
opportunity to interact with everyone,” 
said Rachel Dumke, talent development 
manager at the bank. “He just under-
stands what every individual person’s 
motivators are. He knows what makes 
them tick.”  — Roxanne Liu    

It’s all about ‘incredible 
customer experiences’  
for River Valley  

The group meets at least once a 
month to come up with ways to improve 
the workplace and incorporate new 
volunteer opportunities. Overall three 
central components help guide the 
group: connect, engage and lead. 

The “connect” part — a nod to the 
old New Employee Ambassadors group 
— helps newbies adjust to the River 
Valley culture. After an employee logs 
90 days on the job, they attend a 
program called Break the Ice, which 
includes ICEBreakers introducing 
themselves and sharing the bank’s core 
values. River Valley actually uses a 
graphic of an iceberg to illustrate that 
what an employee sees of an organiza-
tion during the recruitment process is 
only “the tip of the iceberg,” Hegg said. 

The owners of the bank, Ron and Kay 
Nicklaus, also make an appearance and 
share the history of the company. Chief 
Executive Todd Nagel stops by as well to 
discuss River Valley’s future. 

The “engage” component involves the 
committee hearing from co-workers. 
Five of the ICEBreakers are dedicated to 
gathering and analyzing feedback, 
including through one-on-one meetings, 
so they can improve the overall quality 
of life at the bank, Hegg said.

“Part of being an ICEBreaker is being 
approachable and reachable,” Hegg 
said. “So when we want to gather 
feedback from employees, we can have 
them meet one-on-one with an 
ICEBreaker and provide input on various 
topics.” 

Lastly, the group tries to “lead” both 
in the bank and in the community. For 
instance, last year, when the ICEBreak-
ers were tasked with coming up with 
recommendations for Employee 

Appreciation Week, they had to present 
their ideas to a team of executives.  

Most recently, one of the ICEBreakers 
led a 5k run to support the Never 
Forgotten Honor Flight organization 
that collects money for veterans to 
travel to Washington, D.C. Overall River 
Valley employees volunteered 130 hours 
with the event in addition to the 83 

hours that the ICEBreaker spent 
managing it, Hegg said. 

In the end, the ultimate goal of the 
ICEBreakers is to ensure that both 
customers and employees are happy.

“At the end of the day, it’s really 
simple: Happy employees equal happy 
customers,” Hegg said. “That’s what 
we’re driving toward.” — Frank Gargano
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55.  
Helm Bank USA  
Miami
Assets: $825 million    
Employees: 126
President and CEO:  Fernando Munera

56.  
United Community Bank of West Ky.
Morganfield, Ky.
Assets: $250 million   
Employees: 57
CEO: Garland Certain

57.  
Peapack-Gladstone Bank
Bedminster, N.J.
Assets: $4.3 billion   
Employees: 417
President and CEO: Douglas Kennedy

58.  
First Horizon National Corp. 
Memphis, Tenn.
Assets: $40.2 billion  
Employees: 5,866
Chairman, president and CEO:   
D. Bryan Jordan

59.  
Pan American Bank & Trust  
Melrose Park, Ill.
Assets: $344 million  
Employees: 61
President and CEO: Frank Cerrone 

60.  
Kentucky Farmers Bank  
Ashland, Ky.
Assets: $180 million  
Employees: 68
Chairman and CEO: April Perry 

61.  
First National Bank of Middle Tenn.
McMinnville, Tenn..
Assets: $508 million    
Employees: 135
President and CEO: Pieter van Vuuren

62.  
Veritex Community Bank   
Dallas.
Assets: $3.1 billion    
Employees: 309
Chairman, president and CEO:  
C. Malcolm Holland  

63.  
Civista Bank  
Sandusky, Ohio
Assets: $1.6 billion   
Employees: 347
President and CEO: Dennis Shaffer  

BEST BANKS TO WORK FOR

67Choice Financial in Grand Forks, N.D., 
prides itself on its personalized service 
and the willingness of its employees to 
go above and beyond for customers.

But the time a Choice banker ended 
up in the shower with a customer? That 
was an April Fools’ gag.

For the last three years, it has staged 
increasingly elaborate jokes on April 1. 
Two years ago, it was the introduction 
of a pet checking account, featuring 
paw recognition technology for mobile 
bank logins. Last year the bank 
celebrated its status as one of the 
state’s top agriculture, or “ag,” lenders 
and played off the unique local accent 
by declaring itself the top “egg lender.” 

This year the focus was personal 
services, introducing Always There 
Banking, which featured a banker 
assigned to every customer, 24 hours a 
day, wherever they were and whatever 
they were doing. The accompanying 
video featured bankers showing up on 
vacation with a customer, by their side 
while sleeping and in the shower when 
the customer forgets the soap.

Shelley Szudera, director of market-
ing at the $1.3 billion-asset bank, said 
that when the video is posted to the 

53A craving for feedback 
presents an opportunity 
at First National

How do you know if your bank’s culture 
is really as strong as senior leaders 
think it is?

That’s a question executives at First 
National Bank Alaska in Anchorage 
began pondering a few years back, 
when federal regulators started 
assessing banks’ culture and values in 
the course of conducting examinations.

So in late 2016, the $3.6 billion-asset 
bank brought in the Pacific Institute 
and the Michigan Ross School of 
Business to gauge employees’ impres-
sions and see if they matched those of 
Chairman and Chief Executive Betsy 
Lawer and other senior leaders. The 
results were encouraging. 

In surveying both employees and top 
executives, the consultants found First 
National’s culture to be above average 
when compared with peers and 
concluded that employees, by and 
large, felt good about where they 
worked.  

But the companywide survey — the 
first-ever conducted by the 96-year-old 
First National — also exposed a few 
shortcomings, particularly in the areas 
of training and development, according 
to Chief Administrative Officer Cheri 
Gillian. 

Though the bank has a long history 
of promoting from within, employees 
said in the survey that they wanted 
more constructive feedback from 
supervisors and more formal training 
and development programs in place to 
prepare them for new roles.

“We felt like we had a good program, 
but one of things we learned is that 
employees crave individual recognition 
from their supervisors, and personalized 
discussion about their strengths, 

challenges and opportunities for 
growth,” Gillian said. 

The bank wasted little time respond-
ing. Over the past 18 months, it has 
established a customized review 
process that Gillian said has increased 
engagement between employees and 
their supervisors. It also has formalized 
its training program and strengthened 
the curriculum to include more webi-
nars and off-site education.

Though it always provided educa-
tion, “it’s much more deliberate now,” 
Gillian said.

This heightened focus on developing 
talent will only enhance the bank’s 
already strong culture. Apart from 
being recognized as a Best Bank to 
Work For, First National has been 
honored by Alaska Business Magazine 
as the state’s No. 1 place to work 
among companies with at least 200 
employees for three years running. The 
magazine also has honored the bank 
as top corporate citizen for two 
consecutive years.

The emphasis on culture dates to the 
early 1940s, when attorney Warren 
Cuddy acquired a controlling stake in 
the bank and said that part of its 
mission was to “furnish employees with 
competitive salaries and a pleasant 
working environment.”

First National’s and Alaska’s fortunes 
ebbed and flowed over the next eight 
decades, but the family-owned bank 
under Cuddy, then his son, Dan, and 
now his granddaughter, Lawer, always 
strived to be one of the state’s premier 
employers.

Perhaps the best way to measure 
employees’ job satisfaction is length of 
employment, and Gillian said that 

many of the bank’s roughly 650 
employees across the state have two 
decades of tenure or more. 

Some of the bank’s employees also 
left at one time or another in their 
careers, only to return a few years later. 
Gillian herself joined the bank right out 
of college as a graphic designer, left 
after four years to pursue a career in 
advertising, and then rejoined it in a 
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64.  
Texas First Bank  
Texas City, Texas
Assets: $1.1 billion    
Employees: 214
President and CEO: Christopher Doyle

65.  
Home Bank 
Lafayette, La.
Assets: $2.2 billion   
Employees: 449
President and CEO: John Bordelon 

66.  
Athens Federal Community Bank 
Athens, Tenn.
Assets: $482 million  
Employees: 117
President and CEO: Jeff Cunningham

67.  
Choice Financial  
Grand Forks, N.D.
Assets: $1.3 billion  
Employees: 245
CEO: Brian Johnson 

68.  
First Busey Corp.  
Champaign, Ill.
Assets: $7.7 billion   
Employees: 1,321
President and CEO: Van Dukeman

69.  
Enterprise Bank & Trust  
Clayton, Mo.
Assets: $5.4 billion    
Employees: 646
CEO: Jim Lally 

70.  
Bank of Tennessee    
Kingsport, Tenn.
Assets: $1.2 billion    
Employees: 270
Chairman and CEO: Roy L. Harmon Jr. 

71.  
First Premier Bank  
Sioux Falls, S.D.
Assets: $1.8 billion   
Employees: 354
CEO:  Dana Dykhouse  

72.  
The Cape Cod Five Cents Savings Bank  
Harwich Port, Mass.
Assets: $3.3 billion    
Employees: 503
Chairman, president and CEO:    
Dorothy Savarese

67Why Choice Financial  
takes April Fools’  
Day seriously  

Choice Financial in Grand Forks, N.D., 
prides itself on its personalized service 
and the willingness of its employees to 
go above and beyond for customers.

But the time a Choice banker ended 
up in the shower with a customer? That 
was an April Fools’ gag.

For the last three years, it has staged 
increasingly elaborate jokes on April 1. 
Two years ago, it was the introduction 
of a pet checking account, featuring 
paw recognition technology for mobile 
bank logins. Last year the bank 
celebrated its status as one of the 
state’s top agriculture, or “ag,” lenders 
and played off the unique local accent 
by declaring itself the top “egg lender.” 

This year the focus was personal 
services, introducing Always There 
Banking, which featured a banker 
assigned to every customer, 24 hours a 
day, wherever they were and whatever 
they were doing. The accompanying 
video featured bankers showing up on 
vacation with a customer, by their side 
while sleeping and in the shower when 
the customer forgets the soap.

Shelley Szudera, director of market-
ing at the $1.3 billion-asset bank, said 
that when the video is posted to the 

bank’s website, it attracts attention 
from employees and customers, 
particularly friends and family of those 
featured in it. She said that the April 
Fools’ campaign is reflective of the 
overall culture at Choice.

One of the core values at Choice, 
which has been on the Best Banks to 
Work For list for several years, is “have 
fun.” 

“From leadership on down, we 
believe in empowering employees,” 
Szudera said. “We encourage trying 

A Choice Financial employee uses its 
video phone technology to show off 
her pet rock to a colleague.

A craving for feedback 
presents an opportunity 
at First National

challenges and opportunities for 
growth,” Gillian said. 

The bank wasted little time respond-
ing. Over the past 18 months, it has 
established a customized review 
process that Gillian said has increased 
engagement between employees and 
their supervisors. It also has formalized 
its training program and strengthened 
the curriculum to include more webi-
nars and off-site education.

Though it always provided educa-
tion, “it’s much more deliberate now,” 
Gillian said.

This heightened focus on developing 
talent will only enhance the bank’s 
already strong culture. Apart from 
being recognized as a Best Bank to 
Work For, First National has been 
honored by Alaska Business Magazine 
as the state’s No. 1 place to work 
among companies with at least 200 
employees for three years running. The 
magazine also has honored the bank 
as top corporate citizen for two 
consecutive years.

The emphasis on culture dates to the 
early 1940s, when attorney Warren 
Cuddy acquired a controlling stake in 
the bank and said that part of its 
mission was to “furnish employees with 
competitive salaries and a pleasant 
working environment.”

First National’s and Alaska’s fortunes 
ebbed and flowed over the next eight 
decades, but the family-owned bank 
under Cuddy, then his son, Dan, and 
now his granddaughter, Lawer, always 
strived to be one of the state’s premier 
employers.

Perhaps the best way to measure 
employees’ job satisfaction is length of 
employment, and Gillian said that 

many of the bank’s roughly 650 
employees across the state have two 
decades of tenure or more. 

Some of the bank’s employees also 
left at one time or another in their 
careers, only to return a few years later. 
Gillian herself joined the bank right out 
of college as a graphic designer, left 
after four years to pursue a career in 
advertising, and then rejoined it in a 

marketing and communications role. 
That was 25 years ago.

“We have so many long-term employ-
ees here, and many of them, like me, are 
rehires,” Gillian said. “They go some-
where else, they recognize they weren’t 
as happy there and they come back.”

For a bank, or any company for that 
matter, is there a better compliment 
than that?  — Alan Kline
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functions and to be able to apply their 
expertise on the job. Interns still work in 
areas where the bank needs extra 
seasonal help, like in the teller lines and 
the call center, but their experiences go 
well beyond that now.   

Take Jordan Plummer as an exam-
ple. She will be a junior majoring in 
marketing at Suffolk University in the 
fall. Based on her interests, last summer 
she was introduced to the marketing 
department, in addition to working as a 
teller. When Plummer returned this 
summer, she worked more closely with 
the marketing team, including organiz-
ing appearances of baseball players 
from a local collegiate league at Cape 
Cod Five branches. 

“We are interns, but you feel like a 
young professional. You don’t feel like 
you’re any less than anyone else,” she 
said. “They treat you with respect and 
give you big projects. It’s awesome that 
they trust us enough to do those 
things.” 

The Harwich Port, Mass., bank 
refined its approach to finding and 
hiring interns, focusing on students who 
want to stay in the area and whose 
studies align more closely with banking. 
(Noting that she was a psychology 
major herself, Savarese added that this 
doesn’t exclude liberal arts majors.)  

To turn up the kind of candidates 
Cape Cod Five wants, the bank’s staff 
networks with career development 
centers at colleges and attends 
summer job fairs at area schools, like 
Bentley University and University of 
Massachusetts Dartmouth.  

The bank also added more struc-
tured activities so interns could 
socialize with each other and with the 
bank’s leadership. Each round of 
summer interns is now greeted with a 
welcome breakfast with Savarese and 
a speed-dating-like event where they 
can ask icebreaker questions and 
network with senior officers. 

73.  
First United Bank 
Dimmitt, Texas
Assets: $1.3 billion   
Employees: 227
CEO: R. Mark Bain

74.  
Ally Financial
Detroit 
Assets: $170 billion    
Employees: 7,961
CEO: Jeffrey Brown 

75.  
Martha’s Vineyard Savings Bank 
Edgartown, Mass.
Assets:  $819 million  
Employees: 115
President and CEO: James Anthony 

76.  
Old Point National Bank   
Hampton, Va.
Assets: $988 million  
Employees: 276
Chairman, president and CEO:   
Robert Shuford Sr. 

77.  
American Savings Bank  
Honolulu
Assets: $6.9 billion    
Employees: 1,182
President and CEO: Rich Wacker

78.  
Zions Bank   
Salt Lake City.
Assets: $66.3 billion     
Employees: 1,707
President and CEO: A. Scott Anderson 

79.  
Bank First     
Manitowoc, Wis.
Assets: $1.7 billion     
Employees: 252
CEO: Michael Molepske 

BEST BANKS TO WORK FOR

72Cape Cod Five wants to 
get its interns excited 
about a banking career

Dorothy Savarese knew Cape Cod 
Five Cents Savings Bank’s internship 
program needed to be revamped 
when none of the participants 
actually came back to work there 
after graduation. 

Historically, the $3.3 billion-asset 
bank had used the program to fill a 
seasonal need, as transactions spiked 
and full-time employees took vaca-
tions during the summer. That meant 
the bank hired college students often 
majoring in areas like biology or 
pre-med who were really just looking 
for a summer job. 

But Cape Cod Five decided it had 
to be more intentional about the 
program if it wanted to ultimately 

create a talent pool from which it 
could hire. Last summer was the first 
year for its more structured internship 
program, and the bank is already 
starting to see positive results. 

“We all know that for us to be 
successful as an industry, it’s critical 
that we bring this current generation 
into the fold, to have them embrace 
banking as a way of serving their 
community and find that it’s a 
fulfilling career,” said Savarese, 
president and chief executive of Cape 
Cod Five. 

Transforming the program meant 
first identifying meaningful opportuni-
ties for participants. Savarese wanted 
them to be exposed to different 

new things, and say it is OK to fail 
forward. Being able to laugh a little bit 
is an important part of who we are.”

Choice’s marketing strategy embrac-
es the unexpected. In 2016, not long 
after the bank entered Medina, N.D., 
through an acquisition, a group from 
the local high school had funds 
earmarked for a trip to Washington, 
D.C., stolen. So the bank set up a 
competition at a Friday night basket-
ball game, offering $100 for every free 
throw made by the school superinten-
dent and athletic director. 

The bank added a $4,000 surprise 
donation at the end of the competition, 
bringing the total up to $4,800. That 
fully reimbursed the stolen funds. 
Szudera said the contest helped the 
bank introduce itself to the community.

Choice’s current project is tied to a 
deal to buy Venture Bank and expand 
into the Minneapolis-St. Paul market. 

To help employees across the bank’s 
increasingly widespread footprint get 
to know each other better, each branch 
is creating a video virtual tour of their 
location and profiling team members to 
be shared across the network. 

The bank celebrates other unusual 
holidays, including Popcorn Day and 
Fun At Work Day, which includes a 
rock-paper-scissors tournament. 

But April Fools’ is quickly becoming 
the bank’s signature holiday. Szudera 
said that 2019’s surprise, which she 
would not disclose, is already on the 
drawing board.

“Choice isn’t trying to be the biggest 
bank, we’re trying to be the best bank. 
The best bank to work for, the best to 
bank with, everything,” Szudera said. 
“Our marketing has always been 
grassroots, unconventional. I believe 
that’s the strategy that works best for 
us.”  — Lou Whiteman
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functions and to be able to apply their 
expertise on the job. Interns still work in 
areas where the bank needs extra 
seasonal help, like in the teller lines and 
the call center, but their experiences go 
well beyond that now.   

Take Jordan Plummer as an exam-
ple. She will be a junior majoring in 
marketing at Suffolk University in the 
fall. Based on her interests, last summer 
she was introduced to the marketing 
department, in addition to working as a 
teller. When Plummer returned this 
summer, she worked more closely with 
the marketing team, including organiz-
ing appearances of baseball players 
from a local collegiate league at Cape 
Cod Five branches. 

“We are interns, but you feel like a 
young professional. You don’t feel like 
you’re any less than anyone else,” she 
said. “They treat you with respect and 
give you big projects. It’s awesome that 
they trust us enough to do those 
things.” 

The Harwich Port, Mass., bank 
refined its approach to finding and 
hiring interns, focusing on students who 
want to stay in the area and whose 
studies align more closely with banking. 
(Noting that she was a psychology 
major herself, Savarese added that this 
doesn’t exclude liberal arts majors.)  

To turn up the kind of candidates 
Cape Cod Five wants, the bank’s staff 
networks with career development 
centers at colleges and attends 
summer job fairs at area schools, like 
Bentley University and University of 
Massachusetts Dartmouth.  

The bank also added more struc-
tured activities so interns could 
socialize with each other and with the 
bank’s leadership. Each round of 
summer interns is now greeted with a 
welcome breakfast with Savarese and 
a speed-dating-like event where they 
can ask icebreaker questions and 
network with senior officers. 

Finally, the bank keeps in touch with 
its interns once the summer is over, 
which has been key to getting some 
interns to refer their friends and to 
return for another tour, said Laura New-
stead, chief human resources officer. 
Her department sends holiday cards 
around Thanksgiving and thank you 
notes. Past interns who refer their 
friends to the program receive a gift 
card. 

College career development centers 
often encourage students to try 
internships with different companies 
each summer, Newstead said. Cape 
Cod Five has tried to make returning to 
the bank for a second internship 
enticing by promising participants a 
different experience. 

This year its summer internship 
applications increased 14% from last 
year, to 193. The bank also has 
extended post-graduation job offers to 
five of its 35 interns last year and eight 
of its 45 interns this year. 

Cameron Santos interned both 
before and after the bank updated the 
program and noticed the more 
intentional approach. During his 
second internship last summer, Santos 
worked on a project rebranding the 
bank’s ATMs, which concluded with a 
presentation to Savarese and other 
bank leaders.  

Cape Cod Five recently hired Santos 
into its rotational development 
program after he graduated from 
Babson College in May. He credited his 
work on that ATM rebranding project 
with changing his views about a 
potential career in banking, noting 
Cape Cod Five had actually imple-
mented some of his designs and ideas. 

“The biggest thing is to stress that 
interns can actually make a difference 
and have an impact. That’s huge,” he 
said. “It’s a very good feeling having 
your work and your value recognized.”

— Laura Alix  

80.  
First Choice Bank   
Cerritos, Calif
Assets: $947 million   
Employees: 102
President and CEO: Robert Franko  

81.  
Synovus   
Columbus, Ga.
Assets: $31.4 billion    
Employees: 4,563
Chairman and CEO: Kessel Stelling

82.  
Citizens State Bank of La Crosse  
La Crosse, Wis.
Assets: $249 million   
Employees: 62
CEO: Dennis Vogel 

83.  
Tioga State Bank
Spencer, N.Y.
Assets: $475 million    
Employees: 97
President and CEO:  Robert Fisher

84.  
The Muncy Bank and Trust Co.  
Muncy, Pa. 
Assets: $429 million   
Employees: 106
Chairman, president and CEO:   
Robert Glunk

85.  
Somerset Trust Co 
Somerset, Pa.
Assets: $1.2 billion   
Employees: 378
Chairman and CEO: G. Henry Cook  

Cape Cod Five wants to 
get its interns excited 
about a banking career

create a talent pool from which it 
could hire. Last summer was the first 
year for its more structured internship 
program, and the bank is already 
starting to see positive results. 

“We all know that for us to be 
successful as an industry, it’s critical 
that we bring this current generation 
into the fold, to have them embrace 
banking as a way of serving their 
community and find that it’s a 
fulfilling career,” said Savarese, 
president and chief executive of Cape 
Cod Five. 

Transforming the program meant 
first identifying meaningful opportuni-
ties for participants. Savarese wanted 
them to be exposed to different 

To help employees across the bank’s 
increasingly widespread footprint get 
to know each other better, each branch 
is creating a video virtual tour of their 
location and profiling team members to 
be shared across the network. 

The bank celebrates other unusual 
holidays, including Popcorn Day and 
Fun At Work Day, which includes a 
rock-paper-scissors tournament. 

But April Fools’ is quickly becoming 
the bank’s signature holiday. Szudera 
said that 2019’s surprise, which she 
would not disclose, is already on the 
drawing board.

“Choice isn’t trying to be the biggest 
bank, we’re trying to be the best bank. 
The best bank to work for, the best to 
bank with, everything,” Szudera said. 
“Our marketing has always been 
grassroots, unconventional. I believe 
that’s the strategy that works best for 
us.”  — Lou Whiteman
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Aspiring to become recognized as a 
best place to work is a worthwhile goal 
for any bank. Those who make this 
commitment often have highly 
engaged employees — who, as Temkin 
Group’s research shows, are more likely 
to work late if needed, help co-workers 
without being asked, be committed to 
the success of the organization, and 
recommend improvements. Our 
research also shows that companies 
with more highly engaged employees 
deliver better customer experiences 
and have stronger financial results.

So, how can banks create an 
environment that employees want to 
be a part of and inspires them to put in 
sustained levels of effort? Though 
programs designed to make the 
workplace more fun — such as “bring 
your pet to work” days or after-work 
sports leagues — might be nice, they 
are not sufficient for driving true 
engagement. Instead, create a work 
environment that focuses on human 
beings’ intrinsic needs for meaning, 
competence, progress, and choice.

Let’s take a closer look at one of 
these intrinsic needs: meaning. Feeling 
a sense of meaning is so vital to people 
that companies should begin connect-
ing individuals to their organizational 
purpose before they even officially 
become employees. When we conduct-
ed research into which potential job 
attributes people found most appealing 
— the company’s mission, pay level, or 
boss — a majority of respondents 
(54.4%) identified “inspiring mission” as 
the most important consideration; only 
26.9% selected “above-average pay.”

Not only does meaningful work 

attract people to a job, it keeps them 
more engaged. When workers feel as if 
they lead a purposeful life, they are 
nearly two times as likely to recom-
mend their employer’s products and 
services and 1.7 times as likely to do 
something good for their company, 
even if it is not expected of them.   

To design a workplace that creates 
meaning for employees — and thus 
results in high engagement — look first 
to managers. More than 80% of 
employees say they “always” or “almost 
always” try their hardest when they 
have a boss who leads with purpose. 

These are five key behaviors of 
purposeful leaders:
● Explains why a task is important 
   rather than just telling employees 

what to do. 
● Regularly shows appreciation for  
 employees’ work.
● Makes decisions consistent with 
 what he or she says is important.
● Helps employees do well in their 
 jobs.
● Exudes passion for contributing to 
 the company’s success.

In addition to getting leaders to 
embrace these behaviors, a bank can 
foster its employees’ sense of meaning 
by articulating how every role helps it 
to deliver value and fulfill promises to 
customers. Challenge employees to 
internalize this message by asking them 
to think about what the bank’s values 
mean to them and then identify one 
thing they can do in their role every 
day to support those values. To 
reinforce a sense of meaning and 
purpose, design organizational routines 
— from training, to performance 

management, to rewards and recogni-
tion — that support employees’ efforts 
to live the bank’s values. For example, 
every month Regions Bank presents its 
Better Life Award to an employee who 
embodies its values: put people first, do 
what is right, focus on the customer, 
reach higher, and enjoy life. Employees 
are nominated by their managers and 
peers and receive special recognition, 
including a $1,000 donation in their 
name to a charity of their choice.

Another powerful tactic banks can 
use to help employees derive meaning 
from their work is to show them 
firsthand the organization’s purpose in 
action. Create opportunities for 
employees — especially those not on 
the front line — to hear directly from 
customers. Customer panel discussions 
during training sessions, customer visits, 
or customer videos are a few options. 
Banks also can solicit customer 
feedback that recognizes specific 
employees and then thank those 
employees for creating positive 
customer experiences.

Because purpose connects individu-
als in pursuit of a shared goal, banks 
that tap into their employees’ sense of 
meaning will ultimately be more 
successful. So harness this intrinsic 
need with potent engagement tactics. □

Aimee Lucas is a vice president at 
Temkin Group, a customer experience 
research, advisory and training firm.

The Power of Purpose
By Aimee Lucas

BankThink
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10 YEARS. 10,000 STORIES. 
$12 MILLION IN GIVING.

Paying it forward has changed all of us.
Since 2008, Bell Bank has given every employee $1,000 
every year to Pay It Forward, giving to individuals, families or 
organizations in need. 

We’re proud of our team’s care in fi nding opportunities to help 
– whether in their local communities or across the globe. Pay It 
Forward has changed all of us for the better.

“We’ve been blessed 
many times over. Those 
blessings allow us to 
give – and each time we 
Pay It Forward, we are 
again blessed.” 

– Michael Solberg, 
   President and CEO

10
CELEBRATING

PAY IT FORWARD

bellbanks.com/payitforward
Member FDIC
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Marketplace Showcase
Welcome to the premier monthly showcase of products, services and solutions for the Banking and Financial Industry

LEGAL – FOUNDATION NOTICES

Visit us at
www.AmericanBanker.com/Magazine

Thank you, Deepa. Under Digital Account Services, can you 
change the contact from Mei-Yee Mak to:
 
Greg Tate
Greg.tate@sourcemedia.com
212.803.8637

NOTICE
The annual r eturn of the NINA M. R YAN 
FOUNDATION, INC . for the calendar year 
ended December 31, 2017 is available at its 
principal office located at 100 First Street, 
Suite 1600  San Francisco, CA 94105  (415) 
764-2700 for inspection during r egular 
business hours by any citizen who requests it 
within 180 days hereof. The principal Manager 
of the Foundation is Richard D’Agostino.

NOTICE
The annual r eturn of the EDGAR M. 
LEVENTRITT FOUNDATION, INC. for the 
calendar year ended December 31, 2017 
is available at its principal of fice located at 
100 First Str eet, Suite 1600  San Francisco, 
CA 94105  (415) 764-2700 for inspection 
during regular business hours by any citizen 
who r equests it within 180 days her eof. 
The principal Manager of the Foundation is 
Richard D’Agostino.

030_ABM0918   30 8/9/2018   3:51:44 PM



Marketplace Showcase
Welcome to the premier monthly showcase of products, services and solutions for the Banking and Financial Industry

SUBSERVICING

The Name You 
Can Count On in 
Loan Servicing

www.cenlar.com
1-888-SUBSERVE (782-7378)

CRA INVESTMENTS

Visit us at
www.AmericanBanker.com/Magazine

Single Fee Subservicing Solutions

 

• Transparent Servicing and Reporting
• 24/7 Online Account Access
• Full Service On-shore Sta�ng

NMLS #131062

Toll Free (800) 945-4506

LEGAL – FOUNDATION NOTICE

NOTICE
The annual report of 

THE BLUMBERG FOUNDATION

for the fiscal year ended March 31, 2018 is 
available at its principal office located at  

40 Northwood Lane Stamford, CT 06903,  
(203)-968-6573 for inspection during regular 
business hours by any citizen who requests

 it within 180 days hereof.
The Principal Manager of the Foundation is

Louise Albin.

SEPTEMBER 27-28, 2018 | AUSTIN, TX

Presented by:

REGISTER TODAY
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BackPorch

FHFA director being 
investigated for alleged 
sexual harassment,  
reportedly speaking to 
an employee about a  
tattoo on her ankle

SUNDIE SEEFRIED 
“Everything that I’ve learned is being poured out 
of my head into this software, and I didn’t know 
you could automate a brain.” 
Partner Colorado Credit Union CEO, on a technology  
platform for pot banking that her institution is developing 
and marketing to others

LARRY FINK
“If you strip out a hand-
ful of outperforming 
tech stocks, the lack of 
breadth in the equity 
markets is troubling.”
BlackRock CEO, saying  
investors are leery because 
most of the S&P 500’s gains 
this year have come from just  
a few stocks in one sector 

MEL  
WATT
 “If I kissed that 
one, would it  
lead to more?”

JACK 
REMONDI
“You’ve had five years to 
look for your evidence — 
you’ve found none.”
Navient CEO, calling for the 
CFPB to dismiss its lawsuit  
accusing the student loan  
servicer of improperly levying 
$4 billion in interest charges

DAVID SOLOMON
“We’re at a point in time where ‘enough 
already’ … I have trouble talking to my 
daughters about this and explaining 
why, for so long, we haven’t made more 
progress on this front.”  
Goldman Sachs’ incoming CEO, expressing 
exasperation with the lack of women in senior 
roles at his firm and across the industry
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JAMES 
GORMAN
“ ‘What’s our strategy?’ 
How about ‘make some 
money?’ ” 
Morgan Stanley CEO,  
responding to an employee’s 
question about his turn-
around plan for the company 

SEN. SHERROD 
BROWN
“That’s like letting the  
students help write the 
exam.”
Senate Banking Committee 
member, criticizing a Fed  
proposal to open its stress test 
scenarios to comment periods

KEVIN GIDDIS
“The current state of the 
bond market is quite  
confusing and as muddy 
as the Mississippi River.”
Head of fixed income capital 
markets at Raymond James, on 
the impact of mixed economic 
data over the summer

VINCENT 
MORTIER
“Bank balance sheets 
have always been  
bullshit.”
Deputy chief investment officer 
at Amundi Asset Management, 
attributing the leverage ratios 
reported by European banks to 
window dressing tactics
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Transform your financial 
business with a partner 

you can trust.

Loomis is proud to offer financial institutions a full 
range of configurable solutions that help increase 
operational efficiency and presence without having 
to grow the physical footprint. These services, backed 
by the industry’s largest cash distribution network, 
advanced technology, and unmatched support and 
service, are designed to cut costs, reduce risk, 
diversify client offerings, and boost profitability.

Loomis Managed Cash Services

© 2018 Loomis Armored US, LLC. All rights reserved.

Comprehensive cash management
Full processing and vaulting services, with 
complete visibility and robust reporting

Leading cash-in-transit services
The most secure armored transport, with a 
state-of-the-art fleet and the best-trained staff

The nation’s leading ATM service provider
End-to-end ATM solutions, scalable cash 
forecasting, and outstanding maintenance 
and security

A partner in Treasury Management
A relationship that can help diversify offerings, 
scale clients’ businesses, and reduce risk

The Loomis advantage
Service, support, transparency, and a commitment 
to excellence from the industry leader

loomis.us/managedservices

Accuracy, dependability, and superior 
performance for your financial institution

32892_Loomis_Financial_Services_Media_Creative_2018_American_Banker_PROD.indd   1 3/1/18   9:56 AM
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