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= Interdependence..
and the Correspondent Banker

The Bankers attending Liberty's 17th Annual
Correspondent Conference came away with a
better understanding of INTERDEPENDENCE in
Banking. Interdependence ... the important and
vital aspects of working together to serve ail
banking customers.

Oklahoma’s leading bankers were reminded of
the myriad services Liberty has available... to

help them help their customers, their communities
and to help them manage their own banks more
efficiently and profitably.

Here is a listing of the subjects covered and the
people who talked about them. If you missed the
conference and would like information on any of
these subjects, contact the Correspondent
Department at your Liberty.
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If prosperity iIsmeasured by industry,
Houston’s success Ismanufactured.

Helping turn the wheels

is Houston's largest bank.
Houston is the world’s leading
manufacturer of petroleum and re-
lated equipment. A highly specialized
industry that has brought Houston
world-wide attention.

But petroleum equipment is only
part of the booming manufacturing
center along the Texas Gulf Coast
which draws its power from Hous-

FIRST CITY NATIONAL =

ton, the Southwest's largest city.

Houstonians are employed in all
types of product manufacturing . . .
from chemicals and wood products
... to fabricated metals and machin-
ery. And more recently, electronics
and scientific instruments.

Helping manufacturers meet prod-
uct demands from around the world
isFirstCity National Bank —a down-
town “warehouse” of expertise and

resources for over 100 years.

Manufacturing and finance. What
we've learned is yours. First City
National proves to Correspondents
that more service is the result of more
experience.

Understanding business as well as
banking has helped us become . . .

The largest bank in the
Southwest’s single largest market.

A First City
Bancorporation
Member

Bank of Houston
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Strong tie:
you and us.

Here at Citibank, we are committed—you could even say dedicated—
to the principle of cooperation with our correspondents. We regard any project
on which you enlist our help—or we yours—as a joint endeavor, in which
each of us has an indispensable part. And inwhich we work together, sharing
interests and resources and experience, to achieve acommon objective.

Not surprisingly, that makes for close, continuing and mutually
beneficial relationships—which is what correspondent banking is all about.
Because good correspondent banking, aswe see it, has asingle, significant
purpose: to strengthen and expedite and make even more effective
what either of us could accomplish alone.

Without, incidentally, leaving any loose ends.
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OPEN LETTER TO
BANK PRESIDENTS

If ever the time was right to be concerned about saving

money on your building project... about getting maximum
value for the dollars you spend...about the assurance of
experienced design talent for functional, efficient banking
operations... about having your project completed on schedule
... how is the time!

And now is also the time to put an end to these concerns by
talking to HBE Bank Facilities Corporation.

We can save you money.Our single-source “Design/Construction” discipline
makes it possible to conserve dollars by eliminating wasted time and
costly duplication of services. We combine specialists in planning, design,
construction, equipment leasing and interior design under one roof and
under centralized managementto guarantee you cost-controlled savings.

You don’t spend thousands of dollars in design fees for proposals

that prove worthless. Aswe develop the operational program for your facility,
we also develop the price. The owner is systematically appraised of the
projected cost of the entire project. There are no overruns!...There are
no unpleasant surprises!

We guarantee the cost of your entire project at a very early stage.
Our single source responsibility provides total commitment to your
budget and your schedule and delivers your completed project within
your established parameters. You will know the final cost long before
your facility iscompleted, because it isguaranteed early in planning—
when other companies are only guessing.

Ifyou’re concerned about taking your operations to where your customers
are...or about modernizing or expanding your present quarters—and

if you're concerned about achieving the optimum in new facilities within
a realistic budget—talk with ustoday. Now isthe time! Contact Ted Luecke,
President. 314 567-9000.

HBE Bank Facilities Corporation

Subsidiary of HBE Corporation-717 Office Parkway-St. Louis, Missouri 63141-(314) 567-9000
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Hrst Minneapolis.

We're the student
loan administration
paperwork people.

Turn your paperwork over to the

Student Loan Servicing Center of the can actually make their student
First National Bank of Minneapolis. loan programs more profitable.

We're specialists. We're geared with We can probably give you a hand,
the proper people and equipment 0 « too.
to take this load out of your hands . Call us collect at (612) 370-4114.
and save you money. FlrSt * O The Student Loan Servicing

Over 325 lenders of every size Center. First National Bank of

have found that First Minneapolis M N neapO“S Minneapolis.

Student Loan Servicing Center
First National Bank of Minneapolis
120 South Sixth St., Minneapolis, Minnesota 55402 « Member FDIC
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Convention Calendar

May

May 11-13: Association for Modern Banking in
Illinois Annual Convention, Chicago, Hyatt
Regency Hotel.

May 11-13: Tennessee Bankers Association
Annual Convention, Memphis, Holiday Inn-
Rivermont.

May 11-13: Missouri Bankers Association An-
nual Convention, Kansas City, Crown
Center.

May 11-14: ABA Operations and Automation
Conference, Bal Harbour, Fla., Americana

Hotel.

May 12-13: Robert Morris_Associates Re-
gional Workshop on “Credit Administration
—The Credit Department Function,” Pitts-
burgh.

May 13-15:
Annual Convention,
Hotel.

May 14-16: Kansas Bankers Association An-
nual Convention, Topeka, Ramada Inn
Downtown. ) Lo

May 17: Bank Marketing Association Teller/
Customer Relations Program, Chicago, Con-
tinental Plaza Hotel.

May 17-21: Mississippi
Annual Convention, Biloxi,
Buena Vista Hotel.

May 18-20: ABA Southern Trust Conference,
Williamsburg, Va., Williamsburg Lodlge. )

M’a&/ 18-20: ank Administration Institute

orthern Regional Convention, Louisville,
Galt House. e

Ma¥ 18-22; Independent Bankers Association
of America First Seminar South, Fayette-
ville, University of Arkansas.

May 18-23: ABA National Personnel School,
Atlanta, Atlanta Townehouse. o
M?\Y 18-23: New Mexico Bankers Association
ew Mexico_School of Banking, Albuquer-

que, University of New Mexico.

May 18-31: School of Banking of the South.
Baton Rouge, Louisiana State University.

May 19-24: Illinois Bankers Association Agri-

Oklahoma Bankers Association
Tulsa, Fairmont-Mayo

Bankers Association
Pete Fountain’s
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How our bank can help your bank
grow with your farmers and ranchers.

The world’'s appetite for food and fiber is getting bigger
all the time. So today’'s demands for agricultural financing
may be more than you can handle with available funds.

First National Bank in St. Louis is ready to help
you and your customers.

With funds for operating and production loans,
machinery and equipment loans. With leasing
plans and exporting assistance.

Even investment and estate planning
to help them conserve their assets.

You'll find us easy to work with, and
we're staffed to respond quickly. Our
Agricultural Department is headed by
Neil Bergenthal, Vice-President, who
has 20 years of farm credit experience
in agribusiness and the U.S. Farm
Credit Administration.

Call Neil at (314) 342-6695. And
send for our new brochure, “The
Changed Nature of Agricultural
Financing.”

And grow with your farmers
and ranchers.

First National Bank
in St.Louisir”

Member PDIC IH [Ifli
510 Locust, St. Louis, Mo. 63101
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The Banking Scene

By Dr. Lewis E. Davids

Hill Professor of Bank Management,
University of Missouri, Columbia

Indians Help Selves by Founding Bank

NEW and different bank was

formed in late spring, 1974, called
AINB—American Indian National
Bank.

American Indian National reportedly
is the first means by which American
Indians have put their money to work
for themselves. Black-owned banks
have been in existence for about 70
years, and Pan-American banks, serv-
ing the predominantly Spanish-speak-
ing public, have been around since
1965.

Although AINB is one of the more
recently formed minority institutions,
its executive staff has thoroughly inves-
tigated its economic feasibility. At
press time, the bank had raised over
$1 million of its authorized $5.5-million
capital. The process has been much
smoother and more successful than in
many of the other minority banks, due
in great part to the high caliber of
American Indian National's executive
staff, which has only one non-Indian
in its ranks.

This new bank has some unique fea-
tures. Located in Washington, D. C,,
it is designed to help Indians and
banks explore the prospects of helping
Indians and their tribes gain access to
a full range of financial services, as
well as provide non-minority banks
and other financial institutions with an
understanding of the financial problems
of American Indians.

AINB's capital-raising
process has been smoother
than most, thanks to the
high caliber of its executive
staff.

MID-CONTINENT BANKER for May 1,

Although it's too early to ascertain
AINB’s plan of operations, there will
be a strong orientation to Washington.
It's likely that a representative or agen-
cy of the bank would be designated on
all federal Indian reservations and in
localities where Indians are concentrat-
ed.

It is most likely that it will be in the
latter area that most non-minority com-
mercial bankers will find American In-
dian National a valuable contact. There
are about 800,000 American Indians
across the nation, and a significant por-
tion of them do not live on reserva-
tions. Many of them do their banking
with the non-minority banks through-
out the country, and, for the most part,
have acted individually in transacting
business with these banks.

American Indian National
should prove a valuable
source for loan participation
or referral.

For cultural and economic reasons,
many have not been considered prime
borrowers. At times, there are language
barriers between Indian and bank, and
many are less secure, not being em-
ployed in jobs leading to easier credit
accommodation by banks for personal
loans, financing autos, trucks, agricul-
tural implements, home mortgages and
business loans.

Bank regulatory authorities have
been pushing for surveys by banks on
their progress in reducing employment
and loan discrimination, and many non-
minority bankers would like to increase
their accommodation of these groups.

1975

This new bank is designed
to help Indians and banks
gain access to a full range of
financial services.

But, because of unemployment and
language barriers, they have found it
difficult to act in this area. AINB spe-
cifically notes in its literature that it
will deal primarily with Indian tribes,
organizations and groups and that it

welcomes applications for loans with
supporting data.
Therefore, it would be in the best

interest of non-minority banks, when
confronted with loan applications from
Indian organizations with which they
have had little experience, to contact
American Indian  National, which
should prove to be a valuable source
for loan participation or referral.
Conclusion. Establishment of Ameri-
can Indian National is encouraging be-
cause it will try to fit a need that
has existed for too long a time.
Many American non-minority commer-
cial bankers should recognize that this
institution can be of help to them in
meeting the needs of American Indians
who, for one reason or another, have
not been able to be accommodated by
the majority banks. The bank’s board
and its officers have committed them-
selves to be responsible immediately
to requests for information about their
bank and its services. As one who has
contacted them, | can assure you that
they honor their commitments. Are
there correspondent relations that
would be mutually beneficial for your
bank to establish with AINB? If so,
contact them at 170 Pennsylvania Ave.,
N.W., Washington, DC' 20006. = *
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The"word”is out. Our System
for FNMA and government programs
Is In with thousands of lenders.

MGIC Sales Director,
explains how
MAGICUS is helping
lenders simplify
procedures and
achieve greater
profits using FNMA
and government
programs.

The “word,” MAGICUS,
how do you say it and
what does it mean?

“According to Webster, it's
pronounced “maj'-i-kus”
and means the ability to
produce extraordinary
results. But no matter how
you say it, it's the meaning
that counts. The System is
already helping thousands of
FNMA, FHLMC, and
GNMA program users, and
it can produce extraordinary
results for you, too.”

What do you mean by
“extraordinary results”?

“Simply more profit, less
fuss for your company. To
begin with, our Loan Proc-
essors’ Kit is recognized by
experienced and new FNMA
and government users as a
valuable educational tool

to help shorten personnel
learning time. It also reduces
paperwork and substantially
cuts costs by reducing loan
rejection rates.

“In fact, our underwriting
department tells me that the
double check service per-
formed for our customers has
revealed that 60 to 70% of
the loans reviewed have
failed to meet FHLMC
matrix requirements. The
most common failings are
incomplete information, and
the inability of the borrower
to meet 25% payment and
33% total obligation ratios.”

What about the new
plans and conversion
privileges?

“All of the elements in the
MAGICUS System are prov-
ing to be very helpful. Our
special FNMA and govern-
ment program plans make
coverage selection simple.
Yet the conversion privilege
on standard plans lets every
lender keep his options
open. He can enjoy higher
and more prudent standard
coverage on any loan today,
yet convert to lower-cost
FNMA and government
minimums later if he decides
to include that loan in any
government package. And
with the higher standard
coverage, he will enjoy
greater acceptance of the
loan should he decide to sell
in the conventional
secondary market.”

Can you report any addi-
tional hard facts on
lender response?

“Since our announcement,

over 3,000 institutions have
requested the use of one or
more elements in the
MAGICUS System. Nearly
10,000 guide kits have been
made available to loan
processors. In Florida sev-
eral institutions asked us to
conduct a special FHLMC,
FNMA, GNMA seminar for
their loan people—and even
paid a nominal fee to attend.
Every day we are receiving
phone calls and letters
requesting additional advice
and counsel on FNMA,
FHLMC, or GNMA deals.”

What can an institution
do to obtain help in its
own shop?

“Simply call the MGIC
representative. Today our
men in the field are being
called “FNMA and govern-
ment loan experts.” They
will be happy to work with
any mortgage officer and
his staff of loan processors.
Our goal is to continue the
MGIC tradition of taking
the lead in rendering the
highest degree of professional
service to the industry.”

FOR A FREE MAGICUS
KIT call your MGIC
Representative, or MGIC
direct: 800/558-9900. In
Wisconsin call: 800/242-9275.

MGIC

Better Homes
For More People

Mortgage Guaranty Insurance Corporation
A Subsidiary of MGIC Investment Corp.
MGIC Plaza, Milwaukee, W1 53201
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Community Involvement

Horn Blowing' Is Unheard of Here;

Bank s Friends Help It Grow

HAT HAPPENS when a bank

spares no expense in serving its
local community? One would answer
immediately that the bank’s business
would increase and that the publicity
arising from the good works would be
worth their cost.

(From r.) The Rev. Walter A. Miller, pastor,
Allen Metropolitan CME Church, Chicago, and
Bishop B. J. Smith present community service
award to Stanley S. Nicholson, pres., Drexel
Nat'l, Chicago, and George Worling, bank v.p.
Award was for bank's past and continuing
service to church.

Drexel National in Chicago is one
such bank, with an exception. It has
followed a policy of conducting all
public and private banking operations
by merit only. Hiring or promotion of
an employee, since institution of the
policy 12 years ago, never has been in-
fluenced by the employee’s color or
gender and an ongoing public ser-
vice program—sans horn blowing—has
helped change a $22-million bank into
a $60-million one in that time.

To repeat, no publicity was issued
extolling the deeds of the bank. Drexel
National does conduct aggressive news-
paper, radio and direct-mail advertising
campaigns to sell its services, but pub-
licity releases usually are confined to
announcing personnel changes.

Seven years ago, Drexel National de-
veloped a program of basic economic
education to warn of illegitimate busi-
ness practices that are used to bilk
many unsophisticated families in its
area. Bank officers, using a flip-chart

Wise Up,” it was taken into the com-
munity and is still being used and up-
dated. The Cook County Legal Aid So-
ciety wuses the program outside the
bank area, and a Spanish translation
is utilized in Latin communities.

The bank also has developed a pro-
gram with two sound slide films cover-
ing the use and handling of money,
wherein Drexel officers meet with sen-
ior citizens, giving additional advice
and materials to help with money prob-
lems encountered by the elderly.

A "Go Back Scholarship” was estab-
lished in conjunction with the Illinois
College of Optometry several years
ago. Under this tuition-support pro-
gram, the recipient agrees to practice
in a minority area after graduation,
bringing a health service to areas in
need of it

Through churches and community
organizations, the bank has broadcast
the message that its services are avail-
able to noncustomers and customers
alike, which results in a great number
of welfare recipients being referred to
Drexel National.

One noncustomer was caught in a
“fast” auto deal. Drexel National went
to the State’s Attorney’s office to help
him.

Another of the bank’s instances of
“good Samaritanism” finally brought
about the publicity it had seemingly
shunned for many years. The Allen
Metropolitan CME Church needed a

new home, and through the financial
assistance of Drexel National, which
included free legal and negotiating

help, the church group saved over
$40,000.

In thanking the bank, Metropolitan
CME Church gave a dinner, during
which a plaque for community service
was awarded Drexel National.

The ensuing publicity release was
muted and was given out only because
of the urgings of church members. # «

Bank Sponsors Bicentennial Concert

Chattanooga's first bicentennial event was a concert by the Chattanooga Symphony that saluted
the works of American composers. The concert, entitled "An American Salute,” played before
a standing-room-only crowd of some 2,000 at a shopping mall. The concert was sponsored by

presentation, covered subjects such as
interest charges, auto purchases, in-

S'Ea”ment bUymg' work-sell merCh?n' American National, which has been proclaimed Tennessee's first official state bicentennial bank
dise rackets, etc. Called "Operation by former Governor Winfield Dunn and the Tennessee State Bicentennial Commission.
12 MID-CONTINENT BANKER for May 1, 197S
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Agricultural News

Financing Asset Leasing in Farming:

A Major Role-Playing Area for Banks

By EDWARD J. WONG JR.
Sachnoff, Schrager,
Jones & Weaver, Ltd,,
Chicago

LMOST every business is continu-
A ally faced with the problem of fi-
nancing its acquisition of capital equip-
ment and facilities. This is no less true
in the agricultural industry. Agricul-
tural lending has come a long way.
Farm production and marketing prac-
tices have been changing from the time
this country was settled, and the
changes have been coming at a faster
and more complex rate with each pass-
ing year.

The present level of agricultural
debt in the United States exceeds $60
billion. This is almost equally divided
between non-real estate or short- and
intermediate-term debt and longer-
term farm mortgage debt. In the short-
term area, commercial banks provide
about 40% of the total debt, with ever-
increasing demands being placed upon
them by their customers.

One means of meeting the ever-in-
creasing demand for financing is in the
area of leasing the desired equipment
or facilities. Banks and other institu-
tional investors may play major roles
in this area.

The basic problem facing the drafts-
man of a lease where a bank is a direct
lessor is the potential conflict between
the interest of a bank, which usually
requires a true lease with revision of
the residuals to the lessor, and the in-
terests of the customer-lessee, which
may call for a type of conditional sales
agreement under which the lessee will,
for all practical purposes, be the owner
of the equipment.

If the bank is to claim an investment
credit on its purchase of the equipment
and depreciate that purchase price over
the term of the lease, the agreement
should be carefully drafted as a true
lease to preserve tax benefits for the
bank.

The following are some of the gen-
eral matters that must be considered
in the basic lease document.

e The rent should be a specified
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dollar amount per time period and
should not ordinarily be tied directly
to the cost of the equipment by the
bank-lessor. If there is to be a right of
renewal upon expiration of the basic
lease term, care should be taken to
have the renewal rental represent fair
market value rental and not to have the
term of renewal completely exceed the
estimated useful life of the equipment
so as to result in the lessor not retain-
ing a real ownership interest in the
equipment.

= In order to affirm the existence
of a true lease, it is helpful if the lessee
has a specific obligation to return the
equipment to the lessor at a reasonable
location chosen by the lessor at the
conclusion of the lease.

< Any purchase option at the termi-
nation of the lease that might be pro-
vided for should be for an amount rea-
sonably representative of fair market
value at that time, perhaps as deter-
mined by independent appraisers.

e During the lease term, the lessor
should have the right to inspect the
equipment and records pertaining
thereto and to have noted thereon indi-
cation of its ownership.

e The lessee also should agree that
it will not mortgage or pledge the
equipment or generally permit any
liens to exist during the term of the
lease, nor sublease or assign any of its
rights under the lease without the les-
sor's consent.

= Because the bank is not prepared
to service and repair leased equipment,
the bank agreement should provide for
the lessee to assume full responsibilities
for maintenance, replacement or ad-
dition of parts, either directly or
through a maintenance contract.

e The lessee also should agree to
pay all federal, state and local taxes im-
posed against the lessor, the lessee or
the equipment.

= Lessee is generally to be required
to carry insurance at its own cost
against all risk of physical loss or of
damage to the equipment, with pro-
ceeds of the insurance payable to the
lessor or the lessee as their respective
interests shall appear.

< In addition to insurance coverage,
the lease form may require the lessee
to assume liability for and indemnify
the lessor against all liabilities imposed
upon the lessor by virtue of its owner-
ship and lease of the equipment. Be-
cause retention of the investment credit
is often essential for a bank-lessor to
realize an acceptable rate of return, the
indemnification section also may in-
clude an agreement by the lessee to
pay to the lessor, as supplemental rent,
a sum which, after deduction of all
taxes, will be equal to the amount of
the investment credit, should it be lost.
An indemnity for loss of depreciation
deductions also may be included.

« The concept of casualty loss value
has been introduced to cover cases of
loss or destruction of equipment. A
scale of casualty loss values appended
to the lease indicates the percent of the
original cost of the equipment which
is to be paid to the lessor as supple-
mental rent on the next regular pay-
ment date should the equipment be
lost or destroyed or become obsolete
or economically unserviceable for use.
After payment by the lessee of this
casualty loss, the obligation to pay fur-
ther rent terminates.

= Provisions covering events of de-
fault and remedies also must be care-
fully dealt with.

e The bank lease also should con-
tain a provision against set-offs and
counterclaims by the lessee in order to
preserve for the lessor an absolute and
unconditional obligation to pay rent in
all circumstances. This protects the
bank-lessor against claims of manufac-
turers’ warranties, design defects, evi-
dence of use, damage or loss of equip-
ment, and similar issues.

Whenever a bank-lessor is presented
with a proposal to purchase equipment
and lease it in a state other than the
one in which its banking services are
located, it is confronted with a problem
of whether it is necessary to qualify un-
der the state “doing business” statutes.
Such statutes generally require that a
foreign corporation which transacts lo-
cal business first must obtain a license
from the state in order to conduct such
business.

Unfortunately, there are no easy an-
swers to the question of when such
qualification to do business may be re-
quired. Much depends on the type of
activity in the particular state involved.
For this reason, a number of banks
have adopted the general policy of not
leasing personal property outside their
home states.

However, a corporation which owns
personal property and leases it to
others in a foreign state ordinarily is
not required to qualify because of the
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This Doane program

can help your bank
be the ag bank

IN your area.

Understanding farmers’ and ranchers’ problems is just
good business. And letting them know you understand can
be just as important. But without the right kind of effort,
good public relations can be downright time-consum-
ing . . . and costly.

That's why the leading ag banks in over 1,000 com-
munities mail Doane’s Farming For Profit® newsletter to
their best customers and prospects each month.

It's full of current, helpful farm financial
facts and management tips . . . the Kkind D
your bank customers really need to farm at a

DOANE

profit. And it's written in a concise, easy-to-read form
busy farm operators like. What's more, it's printed with
your bank’s letterhead. So each time your customers—
and future customers—receive their issue, they think of
you. Favorably.

As a Farming For Profit client, you get exclusive rights
to the use of this program in your area. And, we'll be
glad to handle the complete mailing for you ifyou’d like.

But instead of telling you what a good
customer relations program Farming For
Profit is we'd rather show you. Look:

FREE...6 issues of
Doane’s Farming For Profit®

0O 1I'd like to see for myself what kind of helpful
marketing tool Doane’s Farming For Profit
can be. Start my FREE 6 monthly issues

Doane Agricultural Service, Inc.

right away and send full details about your
program. | understand I'm under no further 8900 Manchester Road p—2
obligation of any kind. St. Louis, Missouri 63144
O Please call for
appointment
(area code) (phone number)
YOUR NAME TITLE
NAME OF BANK
ADDRESS
CITY STATE ZIP
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Agricultural leasing "affords a bank an additional op-
portunity to provide needed services to customers that are
considered important to the nation...

leasing alone; particularly if the lease
is executed in another state. Since bank
leases do not involve service contracts
and repairs, there is, typically, very lit-
tle lessor contact with a foreign state.

If the bank-lessor were to enter into
a number of leasing arrangements in a
particular state, the qualification prob-
lem could become considerably greater.

In addition, there are statutes in
some states—such as Wisconsin, Flori-
da and West Virginia—which explicit-
ly provide that an unlicensed foreign
corporation may not hold or dispose of
property in the state. There are a num-
ber of cases which hold that qualifica-
tion statutes do not apply to national
banks, either on the grounds that they
do not come within the definition of
“foreign corporation” or that, as federal
instrumentalities, they cannot be regu-
lated by the state. However, there is
still a question as to whether these de-
cisions would be equally applicable to
direct leasing by national banks.

Another means of financing asset
leasing in which banks often become
involved, and which certainly can have
application in the agricultural industry,
is in providing the debt money in so-
called “leverage lease” transactions. In
a typical leverage lease transaction, a
third-party lessor generally puts up a
certain amount of equity money, e.g.,
20% of the purchase price, for the ma-
chinery or equipment, and borrows the
remainder, e.g., 80% of the cost of such
machinery or equipment, from a finan-
cial institution such as a bank or a
group of financial investors in the form
of a non-recourse loan (typically se-
cured by the equipment, lease and
rentals due thereunder), thereby “lev-
eraging” its capital investment. In such
transactions, the bank is basically mak-
ing a commercial loan and looks to the
collateral which is the subject matter
of the lease and the credit of the ulti-
mate lessee for repayment of the loan.

This type of transaction may involve
the expenditure of several thousands
or even millions of dollars, thereby re-
quiring the participation of several
lenders, and, as a result, requiring
rather extended documentation. Suffice
it to say, however, that at the bare
minimum in some manner, way, shape
or form, the following documents are
usually involved:

= An agreement between the own-
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er-lessor and lessee regarding the pur-
chase of the equipment and the ulti-
mate obligation to lease the same to
lessee.

= An order placed by the lessee for
the purchase of the equipment which
is assigned to the owner-lessor and as-
sumed by it.

= A loan agreement or the equiva-
lent with the lender that provides the
borrowed funds, together with the re-
guired secured non-recourse note evi-
dencing the borrowing.

« Security agreement between the
lender and owner-lessor whereby the
lender gives a security interest in the
equipment covered by the lease, the
lease itself, and rental and other pay-
ments due the lessor thereunder. A
UCC financing statement should be
filed as required to perfect such secur-
ity interest.

Depending on the size and character
of the transaction, trustees quite often
get involved on behalf of the owner-
lessor as well as the group of lenders.

All of my comments to this point
have either expressly dealt with or im-
plied that | was dealing with transac-
tions involving the lease of tangible
personal property in the nature of
equipment and machinery such as trac-
tors, combines, irrigation equipment
and the like, generally used in agricul-
ture. However, | am aware of the in-
volvement by at least one Chicago
bank in a leverage lease-type transac-
tion where the subject matter of the
lease consists of dairy cows. The bank
in question makes a line of credit avail-
able to a professional lessor on a re-
volving credit basis, which is reviewed
yearly. The professional lessor gets to-
gether a group of dairy farmers whose
businesses might otherwise be consid-
ered marginal and arranges to lease
dairy cows to them. The lessor utilizes
the borrowed funds, and presumably
some of its own equity funds, to pur-
chase the cows and lease the same to
the dairy farmer.

Generally, the lease runs for a three-
year period, the cows being deemed
to have a useful life of between seven
and 10 years.

The dairy farmer signs an agree-
ment with a milk processor whereby
he agrees to sell his production of milk
and cream to such company and simul-
taneously signs a document assigning

to the bank a portion of the check he
would receive.

The bank, upon receipt of the funds,
typically takes therefrom a percentage
of the amount necessary to pay out the
principal of the loan to its customer
and maintains a reserve in the account
for the payment of interest on the loan
at regular intervals. As indicated ear-
lier, livestock under proper circum-
stances may qualify for investment
credit and other attendant tax benefits.

Although there are many intricacies
involved in bank leasing activities re-
lating to such items as properly docu-
menting the transaction, complex fed-
eral income tax questions and the
whole question of whether leasing may
involve the bank in “doing business”
in other states, all of which tend to
make a direct lease by banks somewhat
more complicated than a term loan of
the same maturity, there is no question
but that a bank also has a significant
opportunity for additional profit, both
through tax benefits and the eventual
realization on the residual value of the
equipment. Further, it affords a bank
an additional opportunity to provide
needed services to customers that are
considered important to the nation, the
farmers and other persons involved in
the agriculture industry. *

BAI Holds Grad Program
At U. of Wisconsin

The Bank Administration Institute
(BAI1) School for Bank Administration
Board of Trustees has announced the
inclusion of a new graduate program
for alumni. It will run the first week of
the 1975 session at BAI's school at the
University of Wisconsin, Madison, July
27-August 8.

Consisting of seminars in the areas
of bank auditing, controllership, opera-
tions and administration, the program
is open to alumni on a first-come basis,
with each seminar limited to 15 partici-
pants.

Seminar chairman will be: opera-
tions, Robert B. Schaedle, vice presi-
dent and cashier, First National, Mem-
phis; audit, Ellwood F. Hudson, senior

vice president and auditor, United
Virginia Bankshares, Inc., Richmond;
controllership, George W. Benedict

11, vice president and controller, Bay-
state Corp., Boston; administration,
E. H. Morgan, senior vice president,
Wachovia Bank, Winston-Salem, N. C.
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A new handle on
equipment financing.
Money’s tight. And favorable terms for financing your

equipment needs can be hard to find. But not if you

lease your equipment from us— the Citizens Fidelity
Leasing Corporation.

We order the exact equipment you specify, then pay the
invoice which can include taxes, insurance, and installation.
In turn, you pay us in monthly, quarterly, semi-annual, or
even seasonal installments. Your payments may be
considered tax-deductible, and the term of the lease can
be tailored to the useful life of the equipment.

In effect, leasing from us means 100% long term
financing of your equipment needs. And that means you
conserve credit and capital at the same time. For more

information, call Mike Maxwell at (502) 581-2686. He’ll
help keep your working capital working . . . for you.

Citizens! Fidelity Leasing Corporation

Citizens Plaza-Louisville, Ky. .
A leasing service of Citizens Fidelity Corporation

Servicemark of Citizens Fidelity Corporation
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INnNsurance

Every Bank Should Have a Disaster Plan

And All-Risk Insurance to Back It Up

By JOHN J. MUSATTO
Account Executive
Scarborough & Co.

Chicago

HAT would happen to your bank’s

ability to serve its customers if it
was damaged or destroyed by fire, ex-
plosion, earthquake or other disaster?
Obviously, the bank carries insurance
on the building and its contents, but
does management have emergency plans
that can be implemented to enable
operations to resume in the shortest
period of time?

Planning is perhaps the most im-
portant element in handling an emer-
gency. Any disaster or emergency plan
must be thorough and its details must
be adequately communicated to bank
personnel.

Some general questions may be used
as a guideline to aid management in
determining the adequacy of an existing
plan or in drawing up a plan for the
first time.

= Who would make major structural

NEWS OF THE

BANKING

< Paul M. Ross, senior vice presi-
dent at First National, St. Louis, has
been elected senior vice president of
First Union, Inc.,, HC controlling the
bank. At First National, Mr. Ross was
head of the regional banking division. He
joined the bank in 1959 as a trainee,
was assigned to the commercial bank-
ing division in 1960 and became a
vice president in 1968. He was made
senior vice president and head of the
regional banking division in 1973. Suc-
ceeding Mr. Ross at First National as
head of the regional banking division
is David M. Culver, vice president.
Mr. Culver joined the bank in 1967 as
a special trainee, was elected a com-
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repairs if the bank building was dam-
aged?

= Do alternate ways to serve cus-
tomers exist in the event the bank build-
ing is destroyed?

= Have the availability, cost and
usability of alternate facilities been
checked in the event the bank building
is made unusable?

= Has a checklist been drafted out-
lining the things to be done as the
threat of disaster grows in cases of
flooding, a wave of violence, a fire
spreading?

= Have key employees been briefed
on steps to take in an emergency?

< Has it been made clear to all di-
rectors, officers and employees who
would take charge if the CEO is not
available?

= Are copies of key bank records
stored someplace other than in the bank
building?

e Have arrangements been made
with suppliers or correspondent banks

for equipment and personnel in the
event of a disaster?
mercial banking officer in 1968, as-

sistant vice president in 1971 and vice
president early last year. He was for-
merly in the metropolitan division.

ROSS CULVER

< Has a list been made of the sup-
plies currently used and where these
supplies can be purchased?

= Has an off-site back-up of critical
supplies, particularly printed forms,
been provided?

e Who has the back-up samples of
each supply item and where are they
located?

< Has a back-up copy of the bank's
disaster plan been stored in an off-site
location?

= Is insurance protection in force
covering the additional cost of doing
business at the original or a substitute
location after the premises and/or its
contents have been damaged or de-
stroyed?

An important element in a bank’s
contingency planning is adequate in-
surance protection. Obviously, no dis-
aster plan, no matter how compre-
hensive or elaborate, should be relied on
exclusively. Insurance is needed to back
up and supplement a disaster plan to
cover the additional cost of doing busi-
ness after the premises—either the
building or its contents, or both—have
been damaged or destroyed.

This particular form of insurance
protection is called “extra expense” in-
surance. Extra expense coverage is
needed as part of a bank’s emergency
planning for the following reasons:

= To enable the bank to continue
operating as normally as possible.

= To enable the bank to retain
customer goodwill by continuing to
offer banking services.

e To sustain the pressure of compe-
tition during business suspension.

e To conform with various state
banking regulations that make it man-
datory for banks to remain open for
business, except on holidays.

Scarborough is one of the bank in-
surance counselors offering extra ex-
pense insurance on an “all-risk” form.
While other policies may cover only
losses by fire, lightning, extended cover-
age and vandalism and malicious mis-
chief, the all-risk form covers loss from
any cause, including perils not covered
by other policies. These might include
flood, earthquake, explosion, sprinkler
leakage or other water damage, atomic
fission or nuclear radiation, collapse of
building, etc.

It behooves any bank’s management
to formulate a disaster plan and to
carry insurance adequate to back the
plan up. * *
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Easy
to operate...
24 hours

a day

LeFebure 724
Automated Customer
Terminal
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There are good reasons why LeFebure’'s Automated
Customer Terminal is easy to operate. (1) Money,
receipt and customer card are automatically returned
through one opening at one time. (2) Special transaction
envelope is automatically issued from inside unit.
Eliminates outside storage. (3) A LeFebure U/L Bag
Depository may be interfaced adjacent to the terminal.
(4) LeFebure's Terminal features on-line compatibility
with most computer units. (5) A LeFebure software
package is available for computer control.

LeFebure’'s Automated Customer Terminal “leads” the
customer through each step of every transaction. Handles
12 financial transactions plus three cash withdrawal
amounts. Handles all types of deposits or payments . ..
transfers funds, disburses cash ($20, $40 or $60) . ..
all from savings, checking, or credit card accounts.
Duplicate receipt of every transaction is self-contained
on roll inside unit. Learn more. Talk with your LeFebure
Sales Engineer now.

Division of Walter Kidde & Company, Inc.
Cedar Rapids, lowa 52406

We make more of the things you need than anyone else in the world.



« Diebold, Inc. An automatic re-
mote banking facility, including a Die-
bold TABS total automatic banking
system, has been introduced by Die-
bold Contract Services, Inc., a sub-
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New

Products
and
Services

sidiary of Diebold, Inc.,, Canton, O.
The unit also includes a Diebold after-
hour depository, alarm protection and
a double-hexagonal shaped building.
The facility requires a foundation slab
and electrical connection and is said
to be operational in approximately 90
days after ordering.

The facility provides two interior
areas, one for customer service with
two forms desks and customer access
to the TABS system and after-hour
depository; the other for service access
to the equipment. The customer area
is enclosed by floor-to-ceiling tempered
glass panels, the ceiling is fully lumi-
nous and a heating and air condition-
ing system are pre-installed. Flooring is
ceramic tile and standard exterior
panels are sand finish with brick or
stone aggregate panels optional.

Write: Diebold, Inc.,, Canton, O.
44711.

= International Premium Products.
This firm has introduced a bicycle safe-
ty triangle combining two well-known
symbols—a triangle that is an inter-
national danger warning symbol in use
at airports and on waterways, and a
bike symbol that warns motorists that
a bicycle is ahead of them. The triangle
is reflective for use after dark. The
units are available to banks for 750
each as an incentive item or self-
liquidator (retail price: $1.89).

Write: International Premium Prod-
ucts, 9441 Bay Colony Drive, Des
Plaines, IL 60016.

MID-CONTINENT BANKER for May I,

e Mosler. A new surveillance sys-
tem called Photoguard TV Surveillance
System is offered primarily to banks
seeking a means for detection and
identification of fraudulent check pass-
ers. The system is also said to be a val-
uable tool in operational analysis and
employee observation. Major features
include live-action viewing, instant re-
play, hard-copy prints, time and date
display and low-cost operation. Each
camera provides coverage for two teller

stations and is mounted above and be-
hind the teller line for continuous re-
cording of check cashing and other op-
erations taking place at the teller coun-
ter.

Write: Mosler Safe Co., 1561 Grand
Boulevard, Hamilton, OH 45012.

e LeFebure Corp. This firm has in-
troduced two new Wheeldex mecha-
nized check files. Each of the two
standard models has 12 cradles. The
files are available with a combination
of trays for 4" x 6/2 and 4" x 81"
checks. The files require 72/1" floor
space from front to back when file is
open and operator is seated. Push but-
tons are used to order selected trays to
the operator. The units can be operated
manually in cases of power failure.

Write: LeFebure Corp., Cedar
Bapids, 1A 52401.
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“The
Banker
INOur Town

It's been many years since we moved away
And though time tends to dim
I still remember
The banker in our town.
He was a decent man:
Proud of his work
And his bank
And the town. i 8§
A modest man:
Touching each of the lives
Of that town. j
We took him our dreams, \ \]|
All of us at one time or another.
He sat back, listening. Pondering.
Interested.
Concerned.
He asked his questions
Ofus
And himself;
Helpittg us to understand \j
And realize our dreams;
Relying more on faith
Than financial statement 1\
Alone.
He was a good judge
of ideas
And ofpeople,
Usually sensing what
teas best —
What was right.
The banker in our town.
He was a good friend of
most folks
In our town
And he was proud of that.
He took special pride
In what we did with our

lives.
Since, in no small way, -y
He had much to do with
realizing it.
He understood that our toion,
Its work,

Its well-being,
Correspondent Department
Mercantile Bank and Trust

1101 Walnut. Kansas City. Missouri
Member FDIC
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Was in the hands of the few

Who could take the responsibility;
People like himself—

The banker in our town.

His was afamily of bankers

In our town,

t Passing their heritage

To the next generation;

Taught in the ways of business
And banking

And people.

8§ It is strange how each of us calls him
i “My banker
Because, really, he is not any one of ours,
ff .f | But ours together:
“The town’sl

That’s the nature of his work.
Dedicated to each ofus

| individually,

5 Responsible to us collectively.
Yet all the while independent,
Self-determining.

The banker in our town

Showed us how to compromise

|, our reach
Within our grasp

\ And we are all the better

Afpf? for it.
For the help he gave us,

In those times

we took our first steps
] c in life,

* To help usfinancially
Which was his business,

To encourage us warmly

—_ Which was his way;

By showing his faith

He helped us to have faith
in ourselves.
And | know,
Ifever | need him again,
He will be there,
As always,
The banker in our town.

MERCNNTIIE
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W illyour customers
love you In September

as theydid in May? |

American Express Travelers Cheques
could make the difference.
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American Express'Travelers Cheques
could be the difference in your customers’
summer vacation.

May is the start of the travel season. And
as people start planning their summer vacations,
your best customers start coming to the bank
asking for travelers cheques.

And they trust you to recommend the right
kind. That'sthe American ExpressTravelersCheque.

Because only American Express Travelers
Cheques protect your customers’ vacation every
single minute they’re traveling.

Al across America, your customers can get
an “Emergency Refund”"24 hours a day, 365 days
a year. Weekends and holidays included.

No other travelers cheque can offer that kind
of protection. In fact, your customers could lose
travelers cheques on Friday night and be stranded
without funds until Monday morning.

But you can take steps to protect your
customers’ vacation with the right Travelers
Cheque.

Sell them American Express
Travelers Cheques in May. And look
forward to a loving September.

*Only American Express Company can arrange this service for your customers. Emergency
refunds of up to $100 at participating Holiday Inn locations across America.
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Selling Marketing

'Phenomenal’ Response:

Bank Sets New State Growth Record

With Aid of Free Checking Program

LTHOUGH free checking has been
A around for quite a while, it took
the newest bank in town to bring the
customer service to Tulsa.

Officials at United Bank, opened in
the fall of 1973, offered free checking
services to bank customers for two pri-
mary reasons: it was expected to cause
a dramatic increase in the new bank’s
demand deposit accounts and the new
money brought into the bank would of-
fer greater profitability than service
charge income would.

According to United Bank President
William B. Nash, the response by Tul-
sans has been absolutely phenomenal.”
Prior to the bank’s opening, projections
for growth indicated about $3JE£ million
in deposits in its first year of operation.
After only 10 months of operation, the
bank registered assets of $9.4 million.
It finished out 1974 with more than
$11 million on the books, thanks in
good measure to free checking. Accord-
ing to Mr. Nash, these figures set a
state record for growth.

After only four months of the free
checking offer, the bank’s checking ac-
counts had jumped from 1,500 to
3,000. Other local banks began making
similar offers.

The only conditions tied to United’s
free checking is that the account holder
be 18 years or older and be able to
make an initial deposit of at least $250.
No minimum balance or average bal-
ance is required. Customers who write
insufficient fund checks are put back
on the regular service charge system,
a point that was made explicit in bank
advertising.

Mr. Nash says that the number of
insufficient funds checks has dimin-
ished considerably since free checking
was offered.

The bank spent $25,000 to get the
word about free checking out to Tul-
sans. The advertising messages during
the two-week campaign told customers,
in essence, that since it was their mon-
ey that United Bank, as well as other
banks, used to invest and make a profit,
the bank felt it owed the consumer a
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United Bonk Pres. William R. Nash poses with
lobby display sign offering free checking pro-
gram.

share of that profit through free check-
ing. There were no gimmicks or fancy
talk in the approach, Mr. Nash said.

The message was so clear and logical
that many Tulsans apparently couldn’t
believe it, Mr. Nash said. “We received
a number of phone calls asking us what
the catch was in our offer and once we
told them that what they heard or read
in the ads was absolutely true, they
promptly came in and opened ac-
counts.” They came in such numbers
that the staff was expanded from 10 to
25 persons.

The bank explored the idea of free
checking for some time before offering
the service. Mr. Nash said that because
the bank employs a computerized sys-
tem for maintaining and servicing ac-
counts, management felt it could han-
dle more personal checking accounts
with maximum efficiency. * *

BMA Convention Dates

The Bank Marketing Association
will hold its 60th annual convention
September 28-October 1 in Las Ve-
gas. Theme will be “Bonanza '75—
A Gold Mine of Information.”

More than 2,500 bank marketing
people are expected to take part in
the four-day meeting that is de-
signed to cover the basic functional
responsibilities of bank marketers.

In Elkhart, Ind.:

February 2 Bank Opening
Officiated by Groundhog

Officials at the Concord Mall Branch
of St. Joseph Valley Bank, Elkhart,
Ind., wanted a “different” sort of celeb-
rity to help with opening ceremonies.
Since February 2, Groundhog Day,
was the date of the event, a groundhog
was enlisted for the job.

As seen in the accompanying photos,
Mr. Groundhog (top)—as played by
John B. Wiswell, bank data processing
center sales consultant—peeks out of
his “hole,” the new branch vault, and
finds many visitors to welcome. In the

center picture, students from nearby
Concord High School join the crowd of
official “Groundhog watchers” in help-
ing the celebrity find his shadow. After
fully awakening from his winter slum-
ber (bottom), Mr. Groundhog helps
bank officials with the ribbon cutting.
They are (from left): Jon S. Armstrong,
chairman; Mr. Groundhog; Lynn D.
Swinehart, senior vice president; and
Larry L. Andrews, branch manager
and assistant vice president.

Sleeping in the vault, not to mention
the work involved in hosting a bank
opening, must have made Mr. Ground-
hog hungry, for after the ribbon cut-
ting, he invited all visitors to come
inside for a continental buffet breakfast.
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In St. Louis:

A Map and 10 Promises
Bring New Customers

Mark Twain Bancshares, Inc., St
Louis, recently expanded its facilities
from five to nine locations and officials
felt that most St. Louisans were un-
aware of these locations.

Another problem confronting Mark
Twain was convincing potential cus-
tomers of the quick, efficient service of-
fered by the banks.

A successful campaign was begun,
using newspaper advertising, which
mapped out the locations of Mark
Twain facilities. This was coupled with
the "Banker Penalty Gifts Program.”

As seen in the accompanying repro-
duction, 10 concrete standards of ser-
vice have been set up, and when one
of those standards is not met, the com-
plaining customer receives a gift of
some sort. One month, a choice of one
of three books—Better Homes and
Gardens’ Handymans Book, Guinness
Book of World Records or Bantam’s
two-in-one cookbook, The Art of Salad-
making and The Soup and Sandwich
Cookbook, written by Carol Truex—
was offered.

According to officials, few penalty
prizes have been given away because
employees usually fulfilled the follow-
ing 10 promises: 1. There will be no
waiting to open a new account. 2.
There will be no open windows with-
out a teller. 3. Any questions will re-
ceive the correct answer. 4. If a cus-
tomer needs to discuss a matter with
different personnel, the latter will come
to the customer. 5. There will be no in-
terruptions while the customer is in

conference with someone. 6. Someone
will be on hand to direct a customer
to the right department. 7. Express
lines will expedite simple transactions
during busy times. 8. A phone call to
the bank will be answered by the third
ring. 9. Personnel always will give a
pleasant greeting. 10. Customers al-
always will receive a “thank you.

Come in for an Egg:

Easter Bunny Egg Display
Brings People Into Bank

What would a bank do with 50
dozen dyed Easter eggs? Ask the peo-
ple at First National, Camden, Ark.,
and they'll tell you they gave them
away to people coming into the bank
just prior to the spring holiday.

Table at First Nat'l, Camden, Ark., features
huge decorated Easter egg, along with dozens
of regular-sized dyed eggs, all supposedly
left by the Easter bunny.

Bank employees were kept busy dy-
ing the eggs, which were supplied by
a director who runs an egg farm. A
display was set up featuring a huge
decorated egg (see photo) along with
trays and baskets of colorful eggs that

P3MABK TWAIN BANKS

At long last. A responsible banking center where you want it...

Right around the corner.

Grand Opening of 4 new locations...8 in aL. Promises we keep...or you get a FREE gift.
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customers could eat on the spot or slip
into their pockets or pocketbooks for
later munching.

Radio spots were featured inviting
people to come to First National and
see the deposit the Easter Bunny had
made. Although the bunny’s deposit
consisted of colored eggs, it was hoped
the customers would get the hint and
make deposits of money!

Judging from the pleasing results of
the bank’'s Easter egg promotion, no-
body at the bank laid an agg when
they thought up this novel attention-
getting device!

In Atlanta:

'‘Bank Week"' Is Observed
With Mom's Apple Pie

As banks throughout Georgia began
their observance of the Georgia Bank-
ers Association-sponsored “Bank Week,”
Citizens & Southern National, Atlanta,
served its customers slices of what was
reported to be the “World’'s Largest
Apple Pie.” The pie was in Kkeeping
with this year's state-wide theme: One
great tradition, banking, salutes an-
other, Mom’s apple pie.

“Mom,” portrayed by staff member
Ellen Waddy, treated customers to
servings of apple pie and hot coffee at
the Main Office. Entertainment was
provided by the Sounds Accord barber-
shop quartet.

Baked by a local pie company, the
apple pie measured nine feet in diame-
ter and 10 inches in depth. The 1,000
pounds of filling contained 744 pounds,
or 1,674 apples, mixed in a 1,200-quart
kettle. The 12 lattice strips of crust
measured nine feet by six inches and
the pan was constructed of 14-gauge
black steel, weighing 360 pounds.

"Mom"™ (Ellen Waddy of Citizens & Southern
Nat'l, Atlanta) dishes up first serving of nine-
foot apple pie with assistance of (from 1)
Henry T. Collinsworth, gen’l v.p.; Frank P.
Lindsey Jr., GBA e.v.p.; and Phil Fannin, v.p.
and mgr., C&S Main Office. Bank was setting
for apple pie festivities, part of state-wide
GBA-sponsored "Bank Week" celebration.
Over 2,000 servings of pie and coffee went to
customers and guests during the day.

MID-CONTINENT BANKER for May 1, 1973

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



Bank Sponsors Egg Decorating Contest

Oan G. Kaplan, president,

First Bank of Park Forest South,
bank lobby as winners in bank's Easter egg decorating contest display their creations.

Ill., stands beside Easter Bunny in
Prizes

were presented in each of three age categories, with the first-place winners receiving $20 savings

accounts,
contestants received shiny half dollars.

‘It's Happening!"

Employees Bring in Deposits
During Incentive Promotion

Anyone desiring to know how to
conduct an employee incentive pro-
gram that can give a bank’s deposits
a real boost should contact Ed Keller,
president, Rogers County Bank, Clare-
more, Okla.

'Golden Days' Festival
* %k Kk » VC

Being greeted by an "old" prospector was one
of the highlights of the recent celebration at
National Bank of Commerce, Dallas, when the
bank opened its personal/professional banking
center. Prospector greeted some 4,100 people
who came in to sign up for free prizes and
learn about the new center. Among prizes
were a year's free parking in downtown
Dallas, a week's vacation for two in California,
a gold plated dinnerware set and a goldfish
aquarium. Theme of the promotion was "The
Golden Days of Banking" and the pitch was
that bank customers could return to the good
old days of personal service at the new
personal/professional banking center.

second-place winners $10 accounts and third-place winners $5 accounts. All

other

Mr. Keller engineered a recent pro-
motion that saw his bank’s personnel
go out into the community and bring
in $246,000 in new money in six
weeks. But that's not all! They also
were responsible for attracting credit
card sales, $26,000 in installment loans
and $11,000 in travelers check sales.

Title of the program was “It's Hap-
pening!” And it was an apt moniker.

For three months before launching
the program, the bank held sales orien-
tation courses and motivation sessions
for all employees to enable everyone
to become familiar with the products
to be sold during the promotion.

Employees were also told about the
prizes they would earn through a point
system—a given number of points for
each new account. They received color-
ful gift catalogs from E. F. MacDonald
Incentive Co. and were told how they
could “cash” in their points for premi-
ums.

Mr. Keller's philosophy for the pro-
gram was, “If it can't be fun—it won't
make. We're having fun with this pro-
gram!”

Mr. Keller's kind of fun is the kind
that is reflected in a dramatic jump in
bottom line figures for his bank!

From BMA:

Planned Bicentennial Book
To Delineate Celebrations

The BMA's Information Services De-
partment is in the process of writing
a Bicentennial Celebration Booklet,
scheduled for distribution this spring.
It will contain bicentennial programs
and promotions being used by banks,
lists of companies and suppliers of bi-
centennial items, national organizations
offering information about the event,
and additional sources and references
for further bicentennial assistance.

The BMA reports that hundreds of
ideas have been received. Members of
BMA and nonmembers from banks and
companies are invited to send pro-
grams, pamphlets, brochures, ads—
anything that explains their bicenten-
nial ideas—to the BMA. It is hoped the
booklet will give banks across the U. S.
an opportunity to share ideas on ways
to celebrate America’s 200th anniversa-
ry.

All banks responding will be men-
tioned in the publication.

Address bicentennial promotions to:
Nancy Klaprat, Director, Information
Services Department, Association Ser-
vices Division, 309 West Washington
Street, Chicago IL 60606.

Weighing In at Opening

First National, Memphis, attracted attention to
the opening of its new Kirby Woods Branch
in Germantown, Tenn., by holding a drawing,
the winner of which received his weight in
pennies. A mailing piece featured a striking
photo of a man clad in a suit of pennies to
dramatize the event. Shown above is the
winner, whose weight equalled a full bucket
of coppers, although the bank took heart and
gave her a check for $208—penny shortage,
you know!
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What S&H knows about
premiums, promotions and

merchandise could probably
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fill a bank.

So Sperry & Hutchinson has
created Financial Promotion
Services— to fill your bank
with new deposits and loan
applications.

FPS has been developed to pro-
vide the expertise and expe-
rience necessary to successfully
generate increased deposits
and loans through the use of
premium promotions. Asa
division of S&H, one of
America's oldest and largest
promotional organizations, FPS
benefits from an already estab-
lished network of trained
premium specialists, sophisti-
cated computer systems and
coast-to-coast warehouse facil-
ities which enable us to imple-
ment premium offers
immediately.

In addition, we guarantee full
return privileges of all mer-
chandise to participating
financial institutions.

https://fraser.stlouisfed.org
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Programs for financial institu-
tions include:

Direct Premiums

Continuity Programs

Internal Staff Incentive Programs
Travel Incentive Programs
Credit Card Programs

FPS offers a wide range of
quality merchandise for your
customers. Among the nation-

ally known and advertised
brands available:

General Electric

Waltham Watches

Corning Ware

Debonaire Cookware
Rockwell Calculators
Hamilton Beach

Ports of England Dinnerware
Spalding Sporting Goods
La-Z-Boy Chairs

GAF Cameras

For complete information on Financial Promotion Services
contact Jack Kreuzburg General Manager, FPS at
(513) 771-5590 or by returning the coupon below.

FINANCIAL PROMOTION SERVICES

A DIVISION OF SPERRY & HUTCHINSON
3003 EAST KEMPER ROAD
CINCINNATI, OHIO 45266

Please send me full information on Financial Promotion Services.

Title or Position

Financial Institution

City State Zip
O Please call me at
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Trust Advertising Can Be More Effective

By Providing Better Response Incentives

By JOHN A. ADAMS

Senior Vice President

McCann-Erickson, Inc.
Chicago

RUST ADVERTISING as a cate-

gory generally is regarded as need-
ing a lot of help. But just let an out-
sider say so at a meeting, and he risks
getting pelted with luncheon rolls.

Many trust advertising problems are
related to bigger profit problems in the
trust business, over which advertising
has no control. So while | can recog-
nize the problems, | can’'t help much
in solving them.

Major improvements in trust ads
really must come in the area of new
marketing concepts rather than in ad-
vertising execution. By and large, the
execution of trust advertising is fine.
It's what the ads are talking about that
is at the root of the difficulty. Strictly
speaking, that's not what an ad agency
representative should deal with. He
should deal with communication, not
product design or marketing programs.

Undaunted by all this, let me try to
build a bank of good will at the outset
by confessing that | have immense re-
spect for the great strides bank market-
ing managers have made in the last 15
years in professionalizing their indus-
try from a marketing and communica-
tions point of view. | honestly believe
the banking industry ranks right up
there with general merchandise retail-
ers and fast food outlets in terms of
fresh new marketing and communica-
tions programs, and | think it's going
to go even further in the years ahead.

As is always the case, progress is
uneven. The real focal point of all the
recent excitement in bank marketing
is in the retail and, to some degree,
commercial areas. Trust has lagged far
behind. Trust marketing programs and
communications, when they occur, usu-
ally are afterthoughts, done because
other banks are doing something, or
because every division in the bank
should get some “support.”

I maintain that any advertising
created in this fashion—be it for a
packaged goods product, an airline, a
retailer or a bank—is going to benefit
only the medium that carries it, and
the money spent could better be used
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to enhance bank profits. If you view
trust advertising as a permanent after-
thought, there’s really no way | can be
of much help.

However, if you're serious about
your trust department and want to
make it profitable if it isn’t; if you want
to go after business aggressively, take
it away from your competitors if you
have to, create new markets; if you're
willing to create new marketing pro-
grams for your trust division and spend
the money you need to promote them,
let's roll up our sleeves and get to
work.

At the outset, let me espouse three
points of view on trust marketing and

communications that involve paid
media:
First, there simply is no question

that you have one of the most com-
plicated services to promote anyone
ever had to deal with. Services that
comprise trust divisions are many and
diverse, loaded with legal and financial
implications, frequently concerned with
dire consequences like death, and usu-
ally are of interest or use to certain
people for only a relatively short period
of their lives.

Yet, as | reviewed the hundreds of
paid media trust ads, | found that the
advertising fell into the trap of tiying
to explain trusts; of talking about ser-
vices most people neither understand
nor want; of lapsing into technical jar-
gon that sent even an intensely inter-
ested reader like me reeling for the dic-
tionary.

Actually, much of the advertising
was quite well done on a purely execu-
tional level. Its problem lay in what |
believe is an incorrect assumption: that
the spinal trust services can be sold in
paid media advertising. | just don’t be-
lieve they can be. In the excellent syn-
dicated brochures we all buy, perhaps,
but not in newspapers, magazines, ra-
dio and TV.

| believe there really is only one per-
son who can sell trust services properly
to the right people at the right moment
in their lives, and that's the trust of-
ficer. My experience with client banks
has been that if a prospect comes into
contact with a trust officer, chances are
60% to 80% that he will be sold some
trust service. That's a pretty high con-

version ratio. Even a third of that
would be high.

Very much like a doctor, the trust
officer can quickly diagnose the situa-
tion, when he'’s presented the facts, and
prescribe the proper solution. He also
can follow up on a regular basis once
he knows the customer and can sell
services when they become appropriate
as the customer’s life situation changes.

I think all this has powerful implica-
tions for trust marketing and advertis-
ing programs. It seems to me that the
role of trust marketing and advertising
should be to bring qualified customers
into first-hand contact with the bank’s
trust officers. Keep in mind that | am
not saying that the advertising should
be designed to familiarize the public
with trust officers, rather it should ac-
tually deliver qualified prospects to the
door of the trust division. You also
should not infer that | believe the only
way to do this is by running some-
body’s name and phone number in an
ad, as is so frequently done now. The
method of delivering the prospects
could (and probably should) be quite
indirect.

The second point of view | would
like to expouse is that if trust advertis-
ing is going to be effective in deliver-
ing the prospects to your door, it must
provide a substantial incentive for the
qualified prospect to respond, one
heavily laced with consumer self-in-
terest.

As | look at trust advertising, | see
a great deal of bank self-interest. | see
friendly Sam Smedlap, trust officer,
looking out at me from the page. Sam
looks friendly, looks competent and
tells me a lot about trust services and
how well the bank performs in manag-
ing investments of the bank’s custom-
ers. | always am asked to call Sam at
the trust division’s number. The theme
line of the ad is: Trust Our Trust Di-
vision.

Now while I may need some of the
services Sam is telling me about, |
surely am not moved to call him up to-
day. There's no reason whatever why
I can’'t deal with the trust problem day
after tomorrow or day after that. Be-
sides, I've got my checking and savings
account somewhere else, plus my mort-
gage.

It seems to me that the Sam-type ads
are predicated on a blithe assumption
of avid interest on the part of the pub-
lic, which is only being held in check
by a feeling of awe or dread at talking
to a trust officer. Now that they see
him, the awe and dread are dissipated
and they’ll call for an appointment.

Of course that's not so. Prospects
don’'t flock to the bank as a result of
this kind of ad, and | doubt that peo-
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Yfoull find every
ank form we
printin our new
catalog,except

the ones you

desig

When you page through our new
Internal Forms catalog, you'll
probably find the form you need to
do a better, more efficient job.

On the other hand, if you have
special requirements for forms not
contained in our catalog, you'll find
a whole section devoted to custom

(We'll print those, too.)

forms. (You design it—we’ll print it.)
We’'re proud of our new internal
forms catalog. It displays everything
we have in actual size. So what you
see is exactly what you get.
No guesswork. It tells you exactly
how to go about designing any forms
you may need. We think you'll find

CHECK PRINTERS, INC.
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it's a most practical book that will
answer any questions you may have
about our internal bank forms.

If you didn’t receive your
copy of our new Internal Forms
catalog, just ask your DeLuxe
representative.
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". ..the most effective incentives are those that provide
major assistance in a key area of current interest to the
target market, whichever market you are pursuing at the

time/'

pie hark back to them when they need
trust services five and 10 years hence.
The ad really hasn't done its job. It
hasn't provided enough of an incentive
to respond, not someday, but now.

Fine, you say, what kind of incentive
would be sufficient? 1 believe that the
most effective incentives are those that
provide major assistance in a key area
of current interest to the target market,
whichever target market you are pur-
suing at the time. For example:

= How about a trust division offer-
ing a financial management course for
consumers that they can take right in
their homes, sold for a nominal self-
liquidating fee?

= How about the trust division of-
fering a free subscription to a regular
stock analysis report on 150 of the most
highly traded stocks on the New York
Stock Exchange?

« How about a free and impartial
analysis of a consumer’s stock portfolio
twice a year as a backup to what a
broker might say?

= How about a three-hour symposi-
um on tax shelters in the grand ball-
room of a hotel for people earning
$25,000 and up, given by top tax attor-
neys?

= What about a home financial
management newsletter to come out
six times a year?

= What about offering to prepare
tax returns for people with incomes ex-
ceeding $30,000 for a fee that would
begin at $150?

Some of these ideas may be com-
pletely unworkable. But that's not the
point. Conceptually, they're right. No-
tice that all of them are organically
connected to the work of the trust di-
vision. And notice, too, what programs
of this sort say by indirection about the
friendliness, helpfulness, competence,
etc., of the bank and its people. | be-
lieve that showing these values is at
least 10 times better than asserting
them.

With one or more programs of this
sort in hand, the advertising can begin
to have real bite. What you would do,
of course, is advertise this new and
much needed service as much as pos-
sible, get names and turn them over to
your trust officers for follow-up. It is
they who then sell the bank’s trust ser-
vices.

Aren’t these incentives expensive and
difficult to administer? Yes, by com-
parison with what most banks do now.
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But if the programs are made self-
liquidating, the cost impact should be
minimal. The key point, however, is
that no program is expensive or time-
consuming if it pays off, and I've got
to believe this kind of effort would pay
off handsomely. But you've got to want
the new business.

The last of the three points of view
I want to advance has to do with an
impact orientation in trust advertising.
By this | mean that when you adver-
tise, advertise so people can hear you,
can become interested, can respond.
Trust advertising schedules | have seen
usually subscribe to the slow-drip theo-
ry of advertising in that they have ad-
vertising running at minimal levels all
year long. One thing | have to tell you:
In this day and age, schedules like this
are buried by the competition for the
consumer’s time and attention.

My suggestion is that you cluster
your trust advertising into meaningful
impact programs. Run jive newspaper
ads and two magazine ads in one week
and then forget trust advertising for
three or four months if you have to.
Maybe one cluster a year is all you
can afford. Run that one and hope for
results that can earn a bigger budget
next year. It's far better in my book
to have some results at one point in the
year than no results all year long.

There is a point, of course, when the
budget is just too minimal for even one
cluster. At that point, | would suggest
you devote the money to a bigger
pamphlet program.

These are the three ingredients | be-
lieve are necessary to a successful trust
advertising program:

1. Deliver prospects to the trust of-
ficer and let him sell the services of the
division.

2. Provide a strong incentive for the
consumer to respond.

3. Adopt an impact orientation in
the advertising program.

As you undoubtedly have already
surmised, the bulk of what | have been
talking about applies to the consumer
market. But | believe the fundamental
principles also apply to the two other
groups of people trust divisions must
appeal to: businesses and institutions
and third parties, such as lawyers and
accountants. Most of the programs we
have mentioned as possibilities for con-
sumers, could, with different execution,
serve as programs for businessmen, in-
stitutional managers, lawyers and ac-

countants.

By way of illustrating this, Bank of
the Commonwealth in Detroit has in-
augurated a series of seminars for the
lawyers of the city. Each seminar deals
with a specific and highly technical es-
tate problem and leading experts on
the question are brought to Detroit to
participate in the panel discussion. A
recent seminar dealt with the massive
changes in Canadian property laws
which could adversely affect many
wealthy Detroiters who own summer
homes in Canada. The turnout was ex-
ceptional and Commonwealth trust of-
ficers had a chance to cultivate some
relationships they never had before.

Why couldn’'t similar programs be
developed for businessmen and institu-
tional managers? And why couldn’t ads
tout these programs and some of their
results, rather than wax eloquent in the
platitudes of the trust business? No rea-
son why not in my book.

I would like to quote a portion of a
letter Richard J. Lyster, marketing of-
ficer at Continental Bank, Chicago,
wrote to me outlining the Continental
Financial Management Course and
Continental’s reason for running it. It
summarizes my point better than |
could.

“Basically, our new approach is to
communicate to the public an image
of our trust department as a source of
personal financial planning and man-
agement services. Advertising specific
trust services is secondary to advertis-
ing this personal financial planning
theme for several reasons.

“First, | have become convinced that
people are not interested in reading
ads which identify themselves as being
from trust institutions. The public not
only doesn't know what trust institu-
tions do, but it also doesn’t care.

“Second, the differences in our trust
services are more apparent to us than
to our prospects. From an operational
and organizational point of view, it is
convenient for us to have each of our
services administered by a separate
group of people. However, from the
prospect’s point of view, all of our ser-
vices relate to financial management,
and the differences between services
are more a matter of the degree of man-
agement than type of service.

“Finally, we have gone to the per-
sonal financial planning theme for ad-
vertising cost efficiency. Our limited
advertising budget is not capable of
overcoming the vast lack of under-
standing that exists over trust services.
If we are successful in convincing af-
fluent prospects to come to us for per-
sonal financial planning help, we can
always ‘sell’ them a will or living trust
or custody account or whatever else is
appropriate.” * *

MID-CONTINENT BANKER for May 1, 1975

c*

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



NATIONAL DETROIT CORPORATION

W Parent Company of
NATIONAL BANK OF DETROIT

CONSOLIDATED BALANCE SHEET-March 31,1975

ASSETS

Cash and Due from Banks (including
Foreign Office Time Deposits
of $1,049,204,825)........ccceevrenueene
Money Market Investments:
Federal Funds Sold............cccoovee..
Other Investments..........ccccceeeeenee.

Trading Account Securities—
At Lower of Cost or Market.............
Investment Securities— At Amortized
Cost:
U.S. Treasury....cccoccceeeeeeeseeseienes
States and Political Subdivisions...
Federal Agencies and Other...........

Loans:
Commercial.....ccccccvvveiieeiiieiieeeee,
Real Estate Mortgage
CoNsSuMEr .......cceeeeeeenns .
Foreign Office......cccvvvevviineeinnen,

Bank Premises and Equipment (at cost
less accumulated depreciation of
$32,931,366) ..cceieieieeeee e

Other Assets ........ccoceennee.

Total Assets

$2,000,032,188

152,850,000
76,183,933

229,033,933
45,860,502

434,964,228
645,345,704
53,246,330
1,133,556,262

2,115,635,204
871,711,331
264,076,670
475,410,351

"3"726,833,556

56,110,637
169,021,774

$7,360,448,852

LIABILITIES, RESERVE AND SHAREHOLDERS’ EQUITY

Deposits:

Demand.......cccccevit voviiiiineiiieeee
Certified and Other Official Checks
Individual Savings. .. .....cccccoceennnen.
Individual Time

Certificates of Deposits
Other Savings and Time
Foreign OffiCe......cccveiviiiieeeennen

Other Liabilities:

Federal Funds Purchased and
Securities Sold Linder Agreements
to Repurchase

Capital Notes......ccoccceveiveecieeeeen,

Unearned Income and Sundry
LiabilitieS......cccceeviiiiiiiiiiiieiiiinn,

Total Liabilities......cccou.......
Reserve for Possible Loan Losses ....
Shareholders’ Equity:

Preferred Stock— No Par Value.......
No. of Shares
Authorized 1,000,000
Issued -

Common Stock—Par Value $12.50..
No. of Shares
Authorized 10,000,000
Issued 6,000,000

Capital SUrplus......c.cccoeecvvveeeiinnen.

Retained Earnings........cccoccceevvveenn.

Less: Treasury Stock— 51,404

Common Shares, at cost....
Total Liabilities, Reserve
and Shareholders’ Equity

$1,794,384,451
86,583,807
1,081,361,999
682,339,271
890,653,498
33,316,744
1,441,433,960
6,010,073,730
$606,627.000
100,000,000
175,342,807 881,969,807
6,892,043,537
71,032,501
75,000,000
175,000,000
149,690,157
(2,317,343) 397,372,814
$7,360,448,852

Assets carried at approximately $482,000,000 (including U.S. Treasury Securities carried at

$11,000,000) were

1,0 q_ledged at March 31, 1975, to secure public deposits (including deposits of
$111,786,640 of the Treasurer, State of Michigan) and for other purposes required by law.

Outstanding standby letters of credit at March 31, 1975, totaled approximately $13,500,000.
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Executive Vice President—
Libbey-Owens-Ford Company
Ellis B. Merry

Former Chairman— National Bank of Detroit

Peter J. Monaghan
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George Russell
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Arthur R. Seder, Jr.
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American Natural Gas Company
Robert B. Semple

Chairman— BASF Wyandotte Corporation

Nate S. Shapero

Honorary Chairman and Director

and Chairman of Executive Committee—
Cunningham Drug Stores, Inc.
George A. Stinson

Chairman and President— National Steel
Corporation

Peter W. Stroh

President—The Stroh Brewery Company

John C. Suerth
Chairman—Gerber Products Company

Robert M. Surdam
Chairman of the Board
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ADVISORY MEMBERS

Ivor Bryn
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William M. Day

Former Chairman—The Michigan Bell
Telephone Company

Ralph T. McElvenny

Former Chairman—
American Natural Gas Company

Austin Smith, M.D.
Former Chairman—
Parke, Davis & Company

33



RUCKER

e Bank Building Corp. Ambrose S.
Rucker Jr. has joined Bank Building
Corp., St. Louis, as a banker associate.
He will provide professional assistance

LOVETT

WALTER BIRMINGHAM

Corporate
News
Roundup

to the firm and its clients. Mr. Rucker
is a retired vice president of Commerce
Bank, Kansas City, which he served as
a correspondent officer, travelling pri-
marily in the mid-South. He also served
Mechanics Bank, Moberly, Mo., for 20
years.

Helping

You
Sell

BRUCE BLUME DON OHL
... Is our job
Our experienced personnel and field-

EMERY MONROE

tested programs offer you:

» Help in adapting quickly to industry

changes.

» Help in personalizing your credit in-

surance program.

» Help in penetrating your market to
get a higher percent of loans covered.

» Service that goes beyond the ordinary
to handle your "out of the ordinary"

JOHN MONTGOMERY

risks or problems.

Credit Life Is OUR BUSINESS.
Let Us HELP YOU Increase
YOUR Credit Life Business.

National Fidelity Life

405 B EAST VANDALIA
EDWARDSVILLE, ILL 62025
618/656-0095

NORBERT SCHINDLER
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= LeFebure Corp. James F. Lovett
has been promoted to marketing mana-
ger at LeFebure Corp., Cedar Rapids,
la. He will direct marketing functions
as well as advertising and sales pro-
motions. He was formerly manager,
product planning, banking equipment
and security systems and manager, ad-
vertising and sales promotion.

e Mosler. Loren R. Watts has been
appointed vice president, field opera-
tions, Mosler, Hamilton, O. He pre-
viously was vice president, corporate
sales and marketing, Vendo Co., Kan-
sas City. Mr. Watts' duties at Mosler
will be direction of domestic field sales,
installation and service operations.

LEVERT

= Howard, Weil, Labouisse, Fried-
richs, Inc. John B. Levert Jr. has been
named president of Howard, Weil, La-
bouisse, Friedrichs, Inc., New Orleans.
Mr. Levert has been with the firm
since 1970 and most recently had been
executive vice president, a post he at-
tained earlier this year.

= Continental Mortgage Insurance,
Inc. Richard Milner has been elected
an assistant vice president of Conti-
nental Mortgage Insurance, Inc., a sub-
sidiary of CMI Investment Corp., Madi-
son, Wis. He has been named to the
new position of director of research
and planning for the firm. He had been
a district sales director for CMI in the
San Francisco area.

= Scarborough & Co. Jay Mosberg
has joined Scarborough & Co., Chica-
go-based insurance counselors to banks,
as an account executive. He was for-
merly with Kemper Insurance as a per-
sonal lines and commercial casualty un-
derwriter. He was personal lines man-
ager at Reserve Insurance Co. immedi-
ately prior to joining Scarborough. An-
other newcomer to the staff is Tom
Ritter Jr., account executive in the spe-
cial risks department. His former em-
ployment includes Fireman's Fund In-
surance Co. and Zurich American In-
surance Co. He has served on the ex-
ecutive board of the Surety Underwrit-
ers Association of Chicago.
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“Confidence comes

| with County National.”

%

-f

St. Louis County National Bank in

Clayton is the largest bank in

the County . .. 4th largest in all of
* St. Louis.

This is the lead bank in County
National Bancorporation ... a group
of four banks now looking to the
future with an eye on further
expansion.

Today, many banks place their
emphasis on promotional type

Digitized for FRASER
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services. But County National
believes that thoughtful professional
services come first with people who
are really concerned about financial
matters. Security, reliability,
integrity. Those three words guide
our people and our policies.

That's the kind of a bank we've
always been. The kind of a bank we'll

always be.

The Thoughtful Banking Bank
—in Clayton.

ST.LOUIS
COUNTY
NATIONAL

BANK

Main Bank: 8000 Forsyth
Mini-Bank: 7520 Forsyth
Clayton, Missouri



Letters
To the
Editor

Ad Agency Executive Disagrees
With Louis Fink's Advice

Mr. Fink's advice on advertising
(“How Long Should the Same Ad Run?,”
published in the February issue of M ia-
Continent Banker) does a disservice
to your readers, because in at least two
important areas, he is wrong.

Neither textbooks nor popular opin-
ion ever produced great advertising,
and those formulas for developing
budgets and scheduling usually are
meaningless.

Advertising budgets are most effec-
tively developed according to a) what
does it take to get the job done—or
meet the objectives; and b) what the
dollar return will be as a result of the
expenditure.

Without analyzing these two elements
in the advertising program, arbitrary
dollar allocations are meaningless and
probably wasteful.

BANKERS WHO HAVE
USED THUMBODY'ARE
OUR BEST SALESMEN:

‘extremely successful*...
U ‘opened new accounts*
...'very exciting*...'enthu-
siastically recommend*...
‘accomplished objective*
...‘cost is relatively small

compared to value
of image created*! 99

Call or write Princeton Partners today for
copies of the extraordinary testimonial
letters quoted above and all the facts on
THUMBODY, America’s most successful
new advertising and promotion concept.
Scores of banks and S&Cs from coast to
coast and overseas, too, are selling services
by setting service the THUMBODY way,
dramatically demonstrating their determina-

te tion to serve each customer as somebody

£ special- as unique as

5 his individual thumb-

1 prim. THUMBODY

2 is an extraordinary

0 competitive edge

£ that can be yours

Z exclusively In your

£ market if you

© reserve it now.

Call (609)924-3749
PRINCETON PARTNERS, INC.
245 NASSAU ST.. PRINCETON. N.J. 08540

As for his advice on media that “. . .
your best bet is to run your ad in every
media you can afford,” this makes no
sense at all.

Media selection is a process of reach-
ing primary (and secondary) prospects
both as effectively and efficiently as pos-
sible. Again, goals must be established
against the audience(s) you are at-
tempting to reach (i.e.: 65% of the men
25-45, five times over seven weeks, at
x dollars per prospect). This process also
must be coordinated with the creative
message and medium best suited to
convey the selling proposition. Media
selection does not operate in a vacuum.

If there are any “rules” in the use of
media, it is to do an effective job in one
before you attempt to add another.

Your readers in the banking profes-
sion spend hundreds of millions of dol-
lars each year on advertising. It would
serve them well to provide advertising
information from the professionals in
the advertising agencies who are re-
sponsible for the majority of these dol-
lars.

Mel Warren

Executive Vice President
Mefford Wolf Weir
Denver

Stop Fighting S&L Branches;
Cooperate in EFTS Area

What happens when the largest fed-
eral savings and loan association in
central Illinois opens its first branch of-
fice in Hlinois in your town of 2,500 in
which yours is the only bank? We ap-
proached the problem, if you want to
call it that, with the typical small-
town philosophy of competitive busi-
ness—“Live and let live.” Already pay-
ing the highest legal rates on time de-
posits, we knew emphasizing them
wasn't going to interest prospective in-
vestors at our desks. To keep the mon-
ey from going to our new competitor,
we pushed the purchase of U. S. Gov-
ernment and agency securities through
our bank. The short-term rates were
better than the permissive rates of the
S&L, and we charged a comfortable
fee in completing the purchase. We
didn't get a deposit; our competitor
didn’t get a deposit, but we got a fee.

Loanwise, our new competitor pre-
sented no problem. Since opening its
office on October 29, 1973, it has made
two real estate loans in our communi-
ty. During that same time, we have
made 60 residential real estate loans
and helped eight farmers purchase 528
acres of land with farm real estate
loans.

Armed with these loan facts, we
were able to convince our local school
board to give our bank its time deposits
even though the federal savings and

loan was making a concerted effort to
get this time money by offering higher
rates and bringing in its home office ex-
pert to talk to the board.

Statistically, at the end of January,
1975, since October 29, 1973, the
opening date of the federal savings and
loan office in our town, our demand de-
posits have increased 3.47%; our sav-
ings accounts have increased 1.56%;
our certificates of deposit have in-
creased 14.02%; our loans have in-
creased 27.4%, and our loan-to-deposit
ratio has increased from 45.67% to
54.07%.

In summary, when people, mostly
bankers, ask us how the branch office
of the S&L has affected us, our stock
answer is, “Let's say it hasn't helped
us, but, at the same time, it hasn't hurt
us.” The deposits it's getting are those
we wouldn't get anyway. A large
amount of them are brought in from
out of town.

In conclusion, maybe we indepen-
dent bankers should stop fighting S&L
branching and concentrate on EFTS,
where we must get in on the ground
floor if we are to compete and survive.

Lewis H. Gregg
Executive Vice President
Minonk State Bank

Farm Credit System Description
As Gov't Agency Termed Invalid

Your February article by Deri Derr
(“Professionalism Is Current Ag Chal-
lenge as Needs of Farm Borrowers In-
tensify,” by Deri I. Derr, director, ABA
Agricultural Bankers Division) makes
some valid comments about agricultural
lending, but | would like to clarify his
description of the Farm Credit System
as “a government agency.” The major
Farm Credit units are the Federal In-
termediate Credit banks, Federal Land
banks, Banks for Cooperatives, Produc-
tion Credit Associations and Federal
Land Bank associations. The associa-
tions and banks are not government
agencies. They are cooperatives owned
by the farmers and ranchers and or-
ganizations that use them.

The only government unit in the
Farm Credit System is the Farm Credit
Administration in Washington, which is
an independent agency charged with
supervising the system, just as other
federal agencies supervise commercial
banks. The FCA operating costs, includ-
ing salaries, are financed entirely by
the 37 farmer-owned Farm Credit
banks, not by the government.

F. Vem Wright
President

Federal Intermediate
Credit Bank

New Orleans
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He just landed that new customer. But
itmeans a big bite out of his bank balance.

Your advice—don’t panic. When he’s
eyeball-to-eyeball with a cash flow
problem, all it takes is money to stare
it down.

You tell him again it's still time to call
Talcott in Chicago or Dallas.

Our Business Finance Division can be
his lifeline and get him cash to pay his
bills and restock.

As a banker you know Talcott’s Chicago
or Dallas experts can help him with
financing.

And together we can make sure his
helmet is screwed on straight, before
he takes a dive.

For more information, contact James Talcott, Inc. Business Finance
Division, 230 West Monroe Street, Chicago, Illinois 60606

(312) 782-9044 or 2222 Republic National Bank Tower,

Dallas, Texas 75201 (214) 742-2546.

Tell himto call Talcott.

He's enough to give him the bends.

Just as that slippery new customer seems
to be swimming his way, his cash line
fouls. Suddenly he’s choking for funds.

He comes to the bank for help.
What a breath-~Jaking
opportunity.

But he needs

more cash

than you can

float.

You tell him it's time to call
Talcott in Chicago or Dallas.

We react swiftly to a customers financing
needs at any depth. And your bank might
even want to be a partner with us.

Our Business Finance Division can
surface solutions to most cash problems.

Like raising his collateral treasure to
the top and putting his finances on . .
firm ground. Still tell himto call Talcott,
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The three-way
automatic teller.

leler-M atic
Most of today’s automatic tellers were designed
for only one type of installation. Through a
wall. For walk-up customers only.
Teller-Matic, on the other hand, recog-
nizes the changing nature of banking. Instead
of just one conventional application, Teller-
Matic allows you to forget installation problems

and put 24-hour teller service anywhere it's
needed. Anywhere!

First way: drive-in applications.
Teller-Matic is the only automatic teller now
in wide use that really performs in drive-in
applications. From the comfort, ease and
security of the front seat, the customer
effortlessly reaches all functions of the Teller-
Matic without having to risk a sideswipe with
the wall, or leaning awkwardly out of the
window. And all transactions can be com-
pleted with one hand— even deposits.

Second way: free-standing applications.
Flere, no other system even approaches
Teller-Matic. Because no other system offers
the four-sided good looks and complete self-
securing features of Teller-Matic. It is inge-
niously self-contained. And because it needs
no walls or special structural accommodations
for installation, it can go anywhere. A free-
standing Teller-Matic means that you can
bring bank services anywhere they're needed.

Third way: walk-up applications.

The walk-up configuration incorporates all

of the features that make Teller-Matic the
world’s most advanced automatic teller
system. Advanced-with step-by-step lighted
transaction instructions that make it almost
impossible for a customer to mishandle a
transaction. With one-at-a-time bill dispensing
that precludes pre-packaging and gives
customers greater options. With a proven
record of 98%+ uptime. And with operational
features that, quite simply, are years ahead
of any other system available today.

Teller-Matic. Banking’s only three-way
automatic teller system.

Mosler

An American-Standard Company
HAMILTON, OHIO 45012



As part of its "Love Louisville"™ campaign,

First Nat'l offered free

mugs to savers opening

FIRSTB/4NK PRESENTS A
TQ/4ST TO THE TOWN.

LOKE
LOUISHLLE
MUGS

Rretbank

new

accounts with $25 or more or beginning automatic savings accounts for $10 a month. Additional mugs
were available at $1.25 for additional $25 deposits. Mugs came in eight "Love Louisville” designs, as

seen on match books at left.

TheCase for Premiums
In Generating New Deposits

PRAISE premiums as a means of

generating deposits because 1| be-
lieve in them. They work. They stimu-
late account openings, and accounts
generate dollars. As a side benefit,
proper premiums properly promoted
can enhance a bank’s image, giving it
the appearance of being aggressive and
a good place to do business.

On the other hand, premiums are
not an end in themselves but a means
to an end. This is where bank manage-
ment seems to be hung up. Premiums
are a marketing tool, just like all the
others. The use of premiums must be
a planned consideration and the pro-
gram properly and thoroughly execut-
ed—like any other program.

To get everything in perspective, let
me give a little background on our
bank. First National Bank of Louisville

operates 42 branches in one county
with a market of 900,000 people. We
go back over 100 years.

Our present operation is the out-
growth of a merger in 1962 between
First National and Lincoln Bank. This
merger gave us the largest retail base
in Louisville, but we were still a pretty
conservative bunch. As a matter of
fact, as late as 1965 we opened a new
branch with no direct mail, no open
house, no premiums—and no custom-
ers. We just built it, ran one newspa-
per ad and put our feet up on the desk,
and waited, and waited, and waited.

So, you can see we had a little con-
servative management problem to over-
come before we got into our first pre-
mium program. Our main competitor
had been in stainless dinnerware and
ironstone china, and he was doing a

By BARKSDALE F. ROBERTS
Vice President
First National Bank
Louisville

MID-CONTINENT BANKER for May 1, 1975

great job, but we knew we had to have
something different to sell the idea to
top management.

We wanted something easy to han-
dle in our branches. We felt the item
should have prestige and would en-
hance the bank's image. There were
several limitations to overcome, but in
mid-1969 we introduced the Charms
of Kentucky.

This continuity program—and |
might add we lean strongly to continui-
ty programs rather than one-shot pro-
motions—was based on a sterling silver
bracelet with one charm which could
be purchased for $1.50 with a $25 de-
posit to a new or existing savings ac-
count. The bracelet with the first
charm cost the bank $2.35. Each addi-
tional charm—and there were 12 in all
=—could be purchased for $1.50 with
the same deposit of $25 or more.

Fortunately, we planned and execut-
ed the promotion properly, with a
fashion approach to the advertising.
And we put enough promotional dol-
lars behind it to give the program im-
pact and continuity. After our initial
success, we supplied the program to
some 25 correspondent banks in Ken-
tucky, most of them even more con-
servative than we, and they had equal-
ly good results.

This particular program gave us op-
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Case

portunities for specialized advertising,
so we developed ads around Valen-
tine's Day, Mother's Day and Christ-
mas. The results, in our opinion, were
great. In the first six months of the pro-
motion, new savings account openings
were up 21% and dollars were up
24.9%, and 1969 was a year of tight
money. With the national bicentennial
coming up shortly, this might be a
good program to consider again.

In any long-range marketing pro-
gram, you're going to have occasional
losers, and we’ve had ours. One of the
more classic bombs was our “Going
Places Cases” program. We thought we
had it all going for us. The ads had a
mod young stylewith strong people
orientation. We were even smart
enough to tie in related services like
our travel department and Master
Charge, but afteran initial opening
spurt the program died. With typical
American hindsight, it was easy for us
to see what we did wrong. And there
were several things.

From the time we started investigat-
ing the program to the time we im-
plemented it, we moved from a fairly
tight-money period into a freer money
situation. We relaxed and did not give
the program the firm commitment all
premium programs must have.

Because of the lack of commitment
and looser money, we raised the prices
on the two lead items, a tote bag for
women and a flight bag for men. Our
cost was $7 each and we had originally
planned to “loss leader” them at $5. So
we got greedy and pegged the retail
price at $9, still a good price but no-
where near the $5 tag.

Then, too, the program did not have
true continuity. A customer might want
the tote bag or flight bag, but this
didnt mean that he wanted extra
pieces of luggage. This was especially
true when you consider that all lug-
gage had to be ordered—only tote bags
and flight bags were immediately avail-
able at our branches.

Finally, to put the last nail in the
coffin, we broke the promotion just af-
ter we started into a recessionary peri-
od. Nobody wanted to do anything,
much less open a new savings account
or make additional deposits.

We have staged what | call “limited”
premium promotions wherein a premi-
um offer augments another type of pro-
gram. The premium will open new ac-
counts, but that is not the primary
purpose for it. We had such a program
in 1972 when Louisville was in the

forPremiums (Continued

process of rebuilding its center core
and riverfront. We wanted to convey
a leadership position in this project, so
we developed a “Louisville—City of
the Seventies” promotion. We had
graphics prepared on eight significant
features of the city and then plastered
them on everything we could think of.

We offered stamp sets for putting on
envelopes of mail going out of town.
We had sets of full-size posters, match-
es—the whole bit. Then, as a premium
for the usual $25 or more deposit, we
offered coffee mugs at $1.25 with the
eight graphic designs. This offer gave
additional impact to the program and
helped us obtain a moderate gain in
business. Most of all, it helped estab-
lish us as the leading bank in the re-
development of Louisville.

We like to use unusual premiums on
occasion, especially if there is a local
tie-in. You've got to be especially care-
ful when purchasing these premiums
because you don’t have the guaranteed
sale benefit of most premium programs,
and if the promotion bombs you've got
an awful lot of non-returnable premi-
ums on your hands. One of the most
successful we've done was our 100th
anniversary Kentucky Derby julep
glass promotion in the spring of 1974.

We offered a set of six glasses at
$3.50 with a $50 deposit to a new or
existing savings account or for opening
a new checking account. They stormed
the doors. The promotion ran for six
weeks, and we gained new accounts
and deposits dramatically during the
period. Over 16,000 sets were sold and
we even made a tidy profit on the ven-
ture.

I guess the meat-and-potatoes or
bread-and-butter of the premium busi-
ness is fine china. You've probably
heard many wild reports from banks
that have had fine china programs. All
I can say is that they're probably true.
The results we had were by far the
best of any premium program ever,
with new account openings up an av-
erage of 50% in the first six months.

We offered two patterns, one tradi-
tional and one contemporary, and the
program ran for about 15 months.
Once again we made sure that there
were enough promotional dollars be-
hind the program to make it succeed,
and it did.

Fortunately, we got into the program
before prices started shooting sky-high,
so the consumer was able to relate to
a good value. | might add that a com-
petitor broke with fine china the same

week we did with a place setting sell-
for $3.95 against our $4.50. We felt
ffect.

Let me touch briefly on branch
openings, because if there is ever a
time to let it fly, that's it! As the old
head of our branch system once told
me, “You spend $150,000 to $300,000
to put up a branch and you open it
only once, so let's get the people in
here.”

We let our image down a little in
our direct mail. We wanted to create
excitement and we wanted a lot of
bodies in the branch in a short period
of time so we gave a free radio every
hour. We have found this more effec-
tive than registering for one grand
prize. We vary the premiums, depend-
ing on the neighborhood, but blankets
and flashing lanterns always seem to
pull well, regardless of the neighbor-
hood or time of year.

You're probably asking what all this
has done for the bank. And here's
where we stand. We have an extremely
large share of the passbook market of
the four Federal Reserve-member
banks in Louisville. Savings balances
are up 62% in five years, with total net
accounts up 66%. After a recent check,
we found that our savings account bal-
ances were up 6% over the same time
the previous year. | might add that we
pay 4/2 on savings, compound and
pay interest quarterly and treat with-
drawals on a first-in, first-out basis.

So what's wrong with premiums?
Nothing. What's wrong are the banks.
Not enough banks look at premiums
as a planned marketing tool. They look
at premiums as a quick-cure panacea
for money problems, and they can't
work effectively that way.

I call it “premium panic.” We get
calls from all over the country about
our successes and failures with premi-
ums, and | am amazed at how panicky
some of the callers are. “Money’'s so
tight we can't breathe!” “We're losing
passbook dollars. We need to get them
up. What would you do?” The problem
is that premium programs need to work
ahead of the dollar need.

There's one basic tenet to remember:
Premiums, especially continuity premi-
ums, must build accounts before they
build dollars. You get opening deposit
dollars, and our research shows they
are not much less than the usual ac-
count openings without premiums. But
basically you are dealing in volume
where dollars follow numbers.

What's in the future for premiums?
In my opinion, expanded usage. All
customers are savings prospects. Every-
one should have a basic savings ac-
count, and by varying your premium
approach you can target in on the
whole market. * *
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How to Research a Premium Campaign

And Have More Successful Promotions

The following article was written by a
marketing officer in a Mid-Continent area
bank.

F ALL AREAS of bank marketing
O activities, the premium campaign
is one that permits the bank marketer
to apply tested concepts and theories
from a conventional sales organization.
Such organizations have greatly ad-
vanced the state of the art of research
for merchandising activities. The re-
search that has been developed for
merchandising activities can be applied
to many areas of the premium decision-
making function.

Quite often, the degree of success
of a banker's premium campaign is in
direct relationship to the amount of re-
search done for that campaign. An
analysis of three phrases of premium
campaign research may provide the
bank marketer with some food for
thought for researching the premium
campaign. The three phases of premi-
um campaign research are identified
as: advance research, those activities
executed prior to introduction of the
campaign; campaign research, those
activities done in the area of data col-
lection during the premium campaign;
and post-campaign research, those ac-
tivities and analyses performed after
termination of the campaign.

Advance Research. The cautious, but
competent, bank marketer may find
that advance research will provide em-
pirical data on which to build his pre-
mium campaign. Advance research also
may quiet his ulcers, at least temporari-
Iv-
yComprehensive advance research
can provide the bank marketer with in-
dications of consumer attitudes toward
use of premiums by financial institu-
tions as well as provide him with con-
sumer preferences on types of mer-
chandise and some indication of work-
able pricing strategies. This type of ad-
vance research can be supplemented
by an analysis of market conditions;
bank and S&L competition in the pre-
mium area and the pricing of compara-
ble merchandise in retail and discount
outlets.

MID-CONTINENT BANKER for May 1,

When sampling consumer attitudes
on the subject of financial institutions
using premiums, attention should be
paid to differences in responses from
different socio-economic groups. It is
safe to assume that the older, social-
security-dependent individual will not
respond favorably to a financial institu-
tion using premiums. However, strong
favorable response from younger age
groups with higher income levels could
be a positive argument for use of a pre-
mium campaign. The bank marketing re-
searcher also may want to construct his
guestionnaire in such a way as to de-
velop data on geographic areas most
receptive to premium concepts. This
may be valuable information if direct
mail is being considered as a communi-
cation device.

Advance research offers an opportu-
nity to determine merchandise pref-
erences, especially of those market seg-
ments favorably disposed to the premi-
um concept. Realistically, preferences
can be drawn only for generic types of
merchandise as opposed to specific
items.

An attempt to capture opinions on
specific items of merchandise may re-
sult in data in which you have little
confidence. Use of a sample question-
naire demonstrates how product pref-
erences can be determined using a pair
of “most attractive-least attractive”
guestions. When tabulated, a prefer-
ence ranking can be compiled on the
basis of a “score,” which is computed
by subtracting the number of negative
responses for each item from the num-
ber of positive responses. The item
with the highest positive score (or
smallest negative score if all scores are
negative) is the most attractive among
respondents.

Before the terms of the premium of-
fer are specified, it may be desirable
to collect information on pricing. The
concern here should be whether or not
a depositor is willing to deposit larger
sums in order to avail himself of a
lower price on the merchandise—or
possibly free merchandise. This can be
accomplished by asking for preferences
among various deposit level-percentage
discount relationships. If a significant
number of respondents indicates a pref-
erence for depositing larger sums to
buy merchandise at greater discounts,
thought should be given to adding an
incentive in the offer for those prefer-
ring to make larger deposits.

One final point on a direct mail sur-
vey: Print the questionnaire on two
different colors of paper. Mail one color
to the bank’s present customers and the
other color to non-customers. Knowl-
edge of differing attitudes between cus-
tomers and non-customers may be
helpful in setting the tone of the adver-
tising theme. In addition to this, the
bank marketer should concern himself
with competition in the premium area
among competitive banks and S&Ls.
It's safe to assume that someone inter-
ested in opening a new account may
“shop” your competitors who are con-
ducting premium campaigns. Your pre-
mium offer should be at least as attract-
ive as any ongoing premium program
in the marketplace. Primary considera-
tion should be given to the relation-
ship between cost and retail value as
well as deposit levels required to qual-
ify for the purchase.

An important part of advance re-
search of the marketplace is a canvass
of retail outlets and discount houses of-
fering the same or comparable mer-
chandise. Retailers perform an impor-

.. the degree of success of a banker's premium cam-
paign is in direct relationship to the amount of research

done for that campaign/*
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tant function for the bank premium
program: They establish true retail
value. The bank’s offer becomes far less
attractive if the discount house estab-
lishes “true retail value” at a price near
the price of the bank's merchandise.
Depending on the pricing relation-
ships, the retailers could be a strong
positive or negative force in your cam-
paign. A day spent visiting major de-
partment stores and discount houses
will be well worth the effort expended.

Campaign Research. Research activ-
ities should not terminate when the
premium campaign begins. During this
time, valuable information is available
for collection within the bank.

A basic item of data collection dur-
ing the campaign should be demo-
graphic information on premium buy-
ers. If the bank has an ongoing system
of collecting demographic data on new
accounts, a portion of the job is already
done. If this is not the case, monitoring
program results with a special tracking
document will be necessary. In terms
of demographic information, capturing
customer/non-customer data, age, sex,
location of residence and income data
would be desirable. While income is
a sensitive area from the customer’s
point of view, it is a valuable area
from the bank’s viewpoint.

The sample tracking document (see
illustration), used in a Weber barbecue
grill program provides information-col-
lecting capabilities on the specific mer-
chandise purchased. From this docu-
ment the premium campaign manager
can determine preferences for specific
types of merchandise within the pre-
mium offer. He will find this informa-
tion useful as an inventory control de-
vice. He also will benefit from this in-
formation in his attempts to determine
reorder points for fast-moving items.
For items in the merchandise line that
are moving slowly, the premium cam-
paign manager also can make decisions
regarding the promotion of those spe-
cific items.

An important data-collection activity

Weber Certificate

Account No.

Amount Deposited $

Source of Funds:
O JB Checking
O JB Savings

0O Downtown Bank
0O Suburban Bank

deals with deposit results. The sample
tracking document indicates the initial
deposit. From this information, average
deposits can be calculated. Average de-
posit figures can be broken down by
type of merchandise, type of discount,
segment of the offer selected, etc. This
is the type of information bank market-
ing people should present to senior
management to inform them of cam-
paign results.

Another important point of informa-
tion is the source of funds for deposit
dollars. This information is captured
on the tracking form and analyzed by
number of accounts and dollars of de-
posits. This information also tells us
those competitors we should avoid at
the next cocktail party.

Also in the area of deposit activity,
the document records the type of trans-
action. It tells whether the account was
a new checking or a new savings, or
whether there was an addition made
to savings. This information will vary
depending on the specific terms of the
offer. But attention should be paid to
including all possibilities within the
parameters of your offer.

Post-Campaign Research. At the
conclusion of the campaign, a final
analysis of the results should be made.
This analysis is based primarily on in-
formation generated by the tracking
document.

As a minimum, the campaign evalu-
ation should include number of new
accounts (by type of account), volume
of new deposit dollars (by type of ac-
count), dollar volume of deposits made
to existing accounts (“add-on” depos-
its), total funds coming from each of
the sources of funds identified on the
tracking document and merchandise
sold (by type of merchandise).

These points of information should
be compared to objectives of the cam-
paign developed prior to the campaign
kickoff. The analysis of merchandise
sold should be retained as an item of
market research to be used in formula-
tion of subsequent premium cam-

New New Savings
O Checking O Savings O Add-on

at O Main Office O Plaza Two

O Savings and Loan
O Mise, and Cash

paigns. Special attention should be di-
rected toward items that were most
successful within the line as well as
those items that resulted in mediocre
to below-average sales.

Comprehensive research of the pre-
mium campaign also should include an
account-retention study. This study can
be made at intervals of six months to
one year after the campaign’'s conclu-
sion. For a new account, to determine
whether or not it was retained, a com-
parison should be made of the opening
balance and the current balance in the
account at the time of the study. Ob-
viously, if the account is closed, the
customer has not been retained. How-
ever, one should also consider an ac-
count “lost” if the current balance has
dropped below the opening balance of
the account. This analysis requires the
joint consideration of the tracking doc-
ument and current central information
file data.

An analysis of existing accounts re-
sponding to the premium program be-
comes much more difficult. It may be
valuable to compare the new balance
created as a result of the add-on de-
posit with the current balance at the
analysis time. However, making this
study is time consuming and requires
comparison of historical central infor-
mation files, the tracking document
and current central information files.
The cost of doing this analysis may be
larger than its value.

In analyzing account retention, some
consideration should be given to other
reasons an account may be closed. For
example, marriages, deaths and trans-
fers out of town may be the primary
reasons for account closures. Conclu-
sions regarding account retention should
be tempered by attention to these con-
siderations. Results of the retention
study should be compared with a more
general closed-account survey, if one
has been conducted.

Conclusions. The discussion above
was intended to provide a framework
for collecting a reasonably complete
data base for formulating and execut-
ing a premium campaign. A basic as-
sumption made was that no informa-
tion existed on the premium concept
and that no previous campaigns had
been conducted. Clearly, this may be
an erroneous assumption. To the extent
that data have been compiled, the re-
search requirements should be de-
creased. Results of past premium cam-
paigns can constitute useful informa-
tion. In fact, past premium campaign
results may provide all the information
necessary to make logical premium

Units Sold campaign decisions. One also should
Weber Grills Utensils Total Price $ consider the records and results of
banks in similar markets using the same

Bank Representative — Date--------- (Continued on page 52)
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Dollars From Gingham!

— Or How One

Paid Offfor

r 11AKE one item of whose popularity
A you are convinced and build an en-
tire complementary program around it.

Such was the approach used by Pru-
dential Savings & Loan Association in
planning its “gingham” premium pro-
motion, which boosted deposits sub-
stantially at the S&L's seven St. Louis
and suburban offices and six outstate
locations.

Working with William Olohan, An-
chor Hocking Corp. representative, Mrs.
Pamala Farmer, executive assistant in
charge of promotion, selected the glass
manufacturer’s gingham-decorated mugs
and other glassware as the basis for
an imaginative campaign.

“Once we had the gingham mugs,”
Mrs. Farmer explained, “we started
searching for other items in a gingham
design so that our entire promotion
would be tied together.”

To obtain other “gingham” items,
Mrs. Farmer was assisted by James
Bowers of Bowers & Associates, manu-
facturer's representatives, who turned
up 11 different items decorated in
“gingham,” ranging from coasters to a
dinnerware set and even a cookbook.

In planning her promotion, Mrs.
Farmer arranged her premiums into
four groups, each of which had three
premiums of similar value. The group
from which the depositor selected his
premium was determined by the size
of his deposit, $50, $200, $1,000 or
$5,000.

Featured at the top of the list in
each group was a set of eight Anchor
mugs. For a $50 deposit, the customer
obtained the mugs plus a box of recipe
cards. Other items in the $50 group
were a utility stool and four carving
knives. The Anchor mugs proved most
popular in this group, with close to
1,200 customers selecting this item.

Selection from the second group re-
quired a $200 deposit. Here the custo-
mer had his choice of eight Anchor

StLouis

By ARTHUR C. NORRIS
Contributing Editor

mugs plus eight 13-ounce glasses and
a 60-ounce pitcher, a Thermo-Serve
picnic set including vinyl tote bag and
Thermos bottle or a Better Homes &
Gardens cookbook. Approximately 1,700
customers selected the picnic set with
almost as many taking the mugs, glasses
and pitcher. The ever-popular Better
Homes & Gardens cookbook attracted
close to 1,200 customers.

Topping the third group, which re-
quired a $1,000 deposit to obtain a pre-
mium, were the eight Anchor mugs,
eight 13-ounce glasses and eight red
and white coasters. The latter was the
most popular premium in this group
—approximately 250 customers took
it home. Other premiums in the group

PremPromotion

S&L

were an electric gingham bun warmer
and a 16-piece Melamine dinnerware
set. The dinnerware was the second
most popular.

Building up to the $5,000 deposit
group, the top premium included the
eight Anchor mugs, eight 13-ounce
glasses, the 60-ounce pitcher, eight sev-
en-ounce glasses, eight red and white
coasters and a set of gingham salt and
pepper shakers. Other premiums were
a wooden picnic basket with a gingham
tablecloth and six napkins (gingham,
of course) and four gingham TV trays
complete with stand. The TV trays were
the most popular item in this group,
with the picnic basket running second.

Prudential's “gingham” promotion
was so successful that the S&L's man-
agement is continuing to use premiums
as a means of obtaining increased de-
posits and new customers. * *

This display at St. Louis' Prudential S&L contains samples of its "gingham"

premium promotion—including mugs,

set. The young woman is Kathy Smith, administrative asst.,

group, at Prudential.

glassware, coasters, dinnerware
marketing
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Power Tool Incentives
Draw Male Customers
To Suburban Bank

By ARTHUR C. NORRIS, Contributing Editor

LE-oriented premiums—specifi-

cally power tools—will draw new
accounts and new deposits from men—
even in the case of a suburban bank.

This was proved by First National,
Des Plaines, 111, a Chicago suburb,
which offered a selection of McGraw-
Edison Shopmate power tools on a self-
liquidating basis and obtained more
than $1 million in new money.

“The selection of power tools as an
incentive was the result of two factors,”
explained William R. Kinnaird, vice
president. “First, we wanted a premi-
um that was fresh, new and exciting.
Second, we wanted one that would
have maximum appeal to the man of
the house. We chose the Shopmate
line because it was a well-known na-
tionally-advertised brand with which

we felt our men prospects would be
familiar.

“Research had indicated that men
have little or no interest in the usual
blanket or toaster offering that is more
closely oriented toward the woman of
the house, whereas they did express
great interest in items that appeal nat-
urally to men.

“In our opinion the results of the
promotion fulfilled expectations. Men
did outnumber women as qualified pur-
chasers of tools. Approximately three
times as many men as women bought
a tool or tools. New money deposited
as a direct result of the campaign
mounted to well over $1 million. In
addition, many responses came from
areas substantially beyond our normal
trading zone.”

Arthur R. Weiss, pres., First Nat'l, Des Plaines, IIl.,, explains power tool offer to bank employee

Jean Hermanson adjacent to lobby display.
ments.

Easy-to-read chart explains deposit/cost require-

Special power tool teller window was main-
tained by First Nat'l, Des Plaines, Ill., during
promotion. Window served as distribution point
for premiums.

The significance of this report lies
in the fact that bankers are agreed that
at least 75% of the deposits made in
metropolitan banks located in the out-
lying neighborhoods and suburban
areas of large cities are made by wom-
en. The reason, bankers believe, is ob-
vious enough. The man of the house
is employed downtown or some dis-
tance from the neighborhood of his
dwelling place so that he has little time
or opportunity to transact his banking
business.

The answer might be an account at
a bank near the man's place of busi-
ness or employment, but the woman
of the house wants the family account
to be conveniently located near the
dwelling. As a result she does the bank-
ing.

Nonetheless, as First National, Des
Plaines, and banks in Virginia and New
Jersey have demonstrated, the man of
the house can be pulled into the local
bank’s orbit if the gravitational pull,
as it were, is powerful enough. In at
least three different cases that neces-
sary gravitational pull proved power-
ful enough to produce a successful in-
centive program.

In the case of First National, Des
Plaines, the offer was presented in
what was essentially a self-liquidating
form. A /s inch variable speed drill,
for instance, could be bought for
$16.50 and a $200 deposit, $14.50 and
a $1,000 deposit, $11.50 and a $2,500
deposit or $6.50 and a $5,000 deposit.
On the basis of a $200 deposit, a sabre
saw was priced at $10.50, an orbital
sander at $14.50 and a 7/4 inch circu-
lar saw at $23.50.

Deposits made averaged significantly
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higher than the $200 minimum. This
is indicated by the fact that the most
popular item in the offer was the sabre
saw, which, Mr. Kinnaird points out,
“was the only tool the customer could
obtain absolutely free.” To do that the
deposit had to be a minimum of
$5,000.

The promotion started on May 30
and ran through the close of business
on July 19, 1974. As a result, the cam-
paign period included both Father's
Day and the end of a quarterly period
(when interest payments are made on
accounts and customers tend to move
their money around).

Full page ads in standard size format
were inserted weekly in all local and
neighboring area publications. Window
displays, lobby posters and a lobby
display which permitted customers to
examine the tools supported the ad-
vertising effort.

To provide inventory control and to
avoid confusion at regular teller win-
dows, a special “Power Tool Teller”
was selected and his window was
prominently labeled. A customer mak-
ing the necessary deposit who wished
to purchase a power tool received an
authorization slip from the teller and
took it to the power tool teller to make
his purchase.

Much of the success of this cam-
paign can be attributed to the quality
and force of the advertising campaign.
The bank’s full-page ads were essen-
tially posters the impact of which was
augmented by the heavy use of color.

In heavy one-inch-high type the ads
proclaimed: “First offers big savings
on 4 useful power tools!” The method
of obtaining the tools and the advan-
tages to be obtained from their use
were described in 18-point type. In the
same easily-read body type the story
of First National's 5%interest on savings
accounts was told.

Each of the tools was pictured and
described in detail and the circular
saw was shown almost full-size. All
this against a large color block which
immediately drew the eye of the read-
er.

Prices for the tools and the amount
of the deposits required were shown
in easy-to-understand detail in a table
at the bottom of the ad.

First National, Des Plaines, has a
history of successful incentive market-
ing.

“Approximately every quarter,” ex-
plained Mr. Kinnaird, “we make an of-
fer of some kind. Our purpose is to in-
crease deposits, of course, and to ob-
tain new customers and maintain old
customers at interest-paying time when
depositors have a tendency to draw
down or shift savings deposits.

MID-CONTINENT BANKER for May 1,

“We try to tie in our promotions
with the season of the year or with
items of public interest. Some of our
recent successful promotions offered
Eastman Kodak's Instamatic cameras,

American flags and a selection of live
hanging plants.”

Officers of First National, Des
Plaines, expect to continue their policy
of quarterly incentive offerings. * #

Calculators Go Over Big as Incentives,

Banks Report Unprecedented Demand

T APPEARS that wigs are about to

be booted out as the number one
incentive item in the history of bank-
ing. Bank marketing people have been
searching high and low for five years
for an item that would go over with the
public as well or better than wigs did
back in 1970.

The new whizbang incentive is elec-
tronic calculators, and, if figures are
any gauge of the popularity of a pre-
mium, try these on for size: 11,700
calculators were handed out by Conti-
nental Illinois National, Chicago, in
less than a month; 53,167 calculators
were taken home by customers of Se-
curity Pacific National, Los Angeles,
during a three-month promotion.

The Continental Bank offer featured
Hanimex 305 calculators, available for
$8.95 and a savings deposit of $300 or
more. Security Pacific handled Rock-
well Model 10R calculators, available
at $19.95 with a savings deposit of
$250 or more.

Continental Bank’'s William D. Ple-
chaty, senior vice president, has termed
the calculator promotion the most suc-
cessful retail promotion the bank has
ever conducted. Net gain in new ac-
counts during the first two weeks of the
promotion was 3,655, more than in any
four-week period during the last three
years.

Albert Clemens, vice president in the
marketing department at Security Pa-
cific National, said “the $66.3 million
increase in savings deposits generated
by the bank-wide calculator promotion
far exceeded our projected gain of $25
to $30 million.” About half the new
money was generated from outside the
bank, he added.

According to Mr. Plechaty, the suc-
cess of Continental’'s promotion is at-
tributable to three reasons: A calcula-
tor is a glamorous and popular item;
people apparently are approaching per-
sonal money management more serious-
ly and think a calculator will help
them; and the offer was made during
income tax preparation time.

Continental dropped its advertising
for the promotion after the first week
because the calculators were moving

1975

Electronic calculators offered by Continental
Bank, Chicago, were touted as being handy
for calculating income tax. Item broke all pre-
vious incentive records at the bank.

so fast it was obvious the initial supply
would be exhausted earlier than antici-
pated. Response was two to three times
above the bank’s original estimates,
which were based on comparable pre-
vious promotions by Continental and
other local banks.

Sample calculators were installed
throughout the bank’s customer con-
venience areas and were used by cus-
tomers as they filled out deposit slips,
etc. The bank has decided to leave the
calculators in place indefinitely.

Prior to launching the promotion in
its 485 branches, Security Pacific Na-
tional test marketed it in 20 branches.
Results were extremely favorable, ac-
cording to Mr. Clemens. In addition
to the tests, he said, market research
was conducted to discover what kinds
of items people would most like to pur-
chase through a bank liquidator.

The calculators were selected be-
cause they were bank-related, were
popular and were priced attractively,
Mr. Clemens said.

Move over wigs! * *
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Who Says Incentives Don t Attract Depositors?

Watches Attract Savings

More than 800 Timex watches were distributed
during a three-month promotion at Heri-
tage/County Bank, Blue Island, Ill., recently. The
promotion brought in $2.3 million in new de-
posits, most of which was new money. Watches
were given free to customers depositing from
$1,000 to $4,999 to new or existing savings ac-
counts. Those adding $5,000 or more could
select from a more expensive group of
watches. Photo shows bank personnel display-
ing watches.

Cameras Generate Deposits

About 250 Kodak Hawkeye pocket-instamatic
cameras were snapped up by customers of
Heritage First National, Lockport, IIl.,, during
the bank's recent premium promotion that of-
fered the cameras at $12.95 each to customers
depositing $100 or more in a new or existing
savings account or a new checking account.
Total deposit increase was $219,000. Bank per-
sonnel in photo are (from 1) Patrick Richter,
commercial-industrial division; Robert D. Mey-
rick, vice president, personal banking division;
and Karyn McCarthy, new accounts clerk.

Near Kansas Cify:

Bank Utilizes Two Premiums
To Celebrate Grand Opening

Premiums were responsible for
bringing in some “good” accounts at
United Missouri Bank, Blue Springs,
Mo., when the bank held its grand
opening last fall. Offered were sets of
24-piece glassware with deposits of
$300 or more to new or existing ac-
counts and an outdoor thermometer for
a $50 deposit. Opening prices of three
savings accounts were also used to at-
tract people to the event.

As might have been expected, the
thermometers went better than the
glassware, due primarily to the smaller
deposit involved. However, both pre-
miums did a job for the bank, drawing
in new accounts on their own merits,
according to I. Wesley Condron, bank
president.

After being in its new building for
less than four months, and in business
for just over 10 months, the new bank
has posted an impressive growth record
for its area—from $1 million to $3 mil-
lion.

Bicentennial Promotion Clicks

More than $600,000 in new savings deposits
was received during the first three months of
a six-month bicentennial premium promotion
at First National, Camden, Ark. The bank is
offering stainless in a 1776 pattern by Salem
China Co. The new deposits represent 250 new
accounts. One free place setting is offered with
an initial $25 deposit and additional settings
are available for $3.50 each with additional
$25 deposits. A bank spokesman said the pro-
motion is one of the best the bank has ever
conducted.

'Kitchen Helpers' Boost Deposits

West Bend kitchen products performed well for
Heritage/Standard Bank, Evergreen Park, Il
recently. During a three-month period almost
1,300 items were distributed, bringing in $650,-
000 in new deposits. A $500 deposit into either
a savings or checking account earned customers
a free eight-cup coffee maker or self buttering
corn popper. Those depositing $300 could re-
ceive a free teakettle, omelet pan or a bake
and broil pan. In photo, bank employee Laura
Shallow shows "kitchen helpers” to customers.

Gold Coins Bring Savings $

A rare and gold coin promotion at O'Hare In-
ternational Bank, Chicago, netted more than $4
million in savings, $3.4 million of which was
new money for the bank. The bank offered
gold or rare coins as incentives for new sav-
ings. Photo shows Personal Banking Counselor
Marian Johnson holding a U. S. Liberty $20 gold
piece in her hand while Security Chief Charles
Christensen Sr. helps her hold stack of silver
dollars representing value of gold piece at time
photo was taken last fall. Object: to point out
soaring value of gold coins. More than 2,000
rare or gold coins were moved during promo-
tion. That means the bank has a lot of cus-
tomers whose savings are earning interest at
the bank while their gold or rare coins ap-
preciate in storage.
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all Maurine

When Red Ward and Wilbur Waters are out, Maurine minds the bank,
or at least those matters that relate to correspondent banking.
After many years of experience

in dealing with various divisions of

Fourth National, Maurine

Berry knows the ropes.

No matter what co-bank

service you need,

Maurine knows how

to get the job done.

If Red and Wilbur
e out, call Maurine. j

You might like her

better than

ed and Wilbur

anyway!

Fourth

National Bank

Call Maurine, the better ker's banker.

TULSA, OKLAHOMA
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(From L) A. Robert Abboud, deputy ch., First Nat'l, Chicago, and ch., ABA Commercial Lending Division,
discusses last minute details before opening of ABA Marketing Conf. with George B. Rockwell, pres. &

CEO, State Street Bank, Boston, and Clarence C. Barksdale,

pres.,

First Nat'l,

St. Louis. Mr. Rockwell

was named ABA Marketing v.eh. during event, Mr. Barksdale is 1974-75 division ch.

Communication to Meet Today s Challenge

Is ABA Marketing Conference Theme

4 41%/fEETINGTomorrow’s Challenges

Today” was the title of the
ABA's 1975 National Marketing Con-
ference, held March 23-25 at Chicago’s
Hyatt Regency. But, in the words of
ABA Marketing Division Chairman
Clarence C. Barksdale, the theme
should have been “Meeting Today’s
Challenges Today.” Mr. Barksdale is
president and CEO, First National, St
Louis.

In the closing speech of the confer-
ence, Mr. Barksdale urged that his col-
leagues shed the old fashioned man-
nerisms of the quiet banker and begin
speaking out intelligently and effective-
ly in defense of the industry.

“We are members of a great indus-
try and we do have a story to tell,” he
said, adding, “but none of our strengths
will do us a bit of good unless we're
willing to stand up and talk about
them.

“Our audience, needless to say, has
to be the whole nation,” he said.

The 500 bank executives and mar-
keters in attendance applauded Mr.
Barksdale as he continued, saying, “1
believe, and it seems clear that several
of the earlier speakers at this conven-
tion believe also, that too many bank-
ers and too many businessmen are rest-
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By DANIEL H. CLARK
Editorial Assistant

ing today on the laurels of past success.
That won't work in today's business
climate—not for banking or any kind
of business. The good old days of the
1960s and early 1970s, when every-
thing seemed to come up roses and
everyone seemed to be able to reap the
benefits of tremendous nationwide
growth, are over. They may be over
forever—many things have changed in
fundamental ways. It is high time foi
all of us to prepare ourselves to cope
with difficult times. This is true in
marketing, and it's true in every aspect
of banking.”

Mr. Barksdale, citing the image
problem confronting bankers today, ex-
plained that the only “weak” banks in
the country today are those that fail to
represent the industry in public forums
and fail to serve their home communi-
ties as well.

He expressed the need to know the
competition better, urging competition
with S&Ls, citing the area of EFTS—
electronic funds transfer systems—as
one example of this need to compete.
“While only two banks in this country

now have off-premises automated teller
machines (ATMs),” Mr. Barksdale
said, “43 applications for ATMs have
been filed by S&Ls. If this pattern per-
sists and most bankers wait for a few
leaders to get all the possible problems
fully settled before entering important
new areas, our market share is sure to
be lost eventually.”

The need for more aggressive loan
policies was stressed. The days of gov-
ernment castigation of the banking in-
dustry for over-expansion are over, ac-
cording to Mr. Barksdale, and many
regulators, including Comptroller of
the Currency James E. Smith, feel that
loans will finance a turnaround in the
recession.

The message of many of the confer-
ence speakers was summed up by Mr.
Barksdale, when he said, “It is impor-
tant that we bankers begin exercising
firmer control over our future loan
commitments, that we not peddle them
as indiscriminately and cheaply in the
future as we too often did in the past.
In future years, in demand increases,
we'll have to become better pricers,
using better margins. To do this, we'll
have to know our products and the
profitability of each of our products.

“This subject of profitability plan-
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LEFT: (from 1.), James R. Austin, pres.. Peoples Nat'l, Shelbyville, Tenn.,
also ch., ABA Community Bankers Division, along with Barbara Pendle-
ton, v.p. & sec., Grand Avenue Bank, Kansas City, spoke on "Manage-
during workshop at recent ABA Mar-

ment/Marketing How to Cope"

keting Conference in Chicago, Emery Fager,

ning is an important one today, and as
far as the need for us to correct our
weaknesses is concerned, it may pres-
ently be our Achilles’ heel,” he said.
“It's an area where CEOs will be look-
ing to their marketing specialists for
good advice on product development,
product extension, market extension,
product mix and pricing strategies.”
Another major topic at the confer-
ence discussed by Mr. Barksdale was
the need for CEOs and marketing of-
ficers to understand and develop the
potential of bank employees. This cou-
ples with the importance of recogniz-
ing changes in populations served by
banks and how consumers of the future
will relate to the products of tomorrow.

pres.,
Topeka, served as workshop moderator. RIGHT: Pictured prior to speak-

Robert J. Person,

Commerce State,

banking is possible on a limited basis;
there is growing anti-business senti-
ment in Congress; some type of credit
allocation and interest rate controls are
likely over the next five years; power
and authority of banking regulators
will increase; strength of the economy
will be erratic and uncertain; inflation
will be erratic; long-term interest rates
will be high; short-term interest rates
will be variable and unpredictable;
capital markets may experience some
recovery; demands on banking will be
heavy and erratic; credit quality and
corporate liquidity will be fair; and
household savings will be the key to
a turnaround in the economy.

Mr. Abboud named four objectives

A Robert Abboud, deputy chairman,for successful banking in the future:

First National, Chicago, and ABA
Commercial Lending Division chair-
man, delivered the keynote speech, dis-
cussing marketing's input and how it
can influence the balance sheet and
earnings statement. He stressed the im-
portance of marketing assisting the
CEO in explaining the financial mar-
kets and banking industry in a credible
light, noting four elements involved in
senior management’'s development of
an overall corporate strategy: develop-
ing a common consensus on the outlook
for the environment; developing objec-
tives for the organization; deciding on
a strategy to achieve those objec-
tives; and communicating the strategy
throughout the organization and trans-
lating the strategy into a series of tac-
tics that the entire marketing force can
employ.

He urged implementation of these
through meetings between manage-
ment, marketers and staff. Mr. Abboud
stressed that such meetings in his own
bank necessitated inclusion of the mar-
keter, who would “protect” the organi-
zation from “taking the easy road” or
succumbing to “pack psychology.”

A synopsis of his bank’s outlook on
important issues followed: interstate

reliability;  credibility;
serve and quality.

In closing, Mr. Abboud said, “The
marketing professional and the organi-
zation must be sufficiently broad and

capacity to

Lobby of Chicago's Hyatt Regency, site of
ABA 1975 National Marketing Conference,
March 23-25. Hotel hosted over 500 bankers
from across nation.

ing during workshop on "Marketing and EFTS" at 1975 ABA Marketing
Conference are (l. to r.) Allan D. Nichols, sr.v.p.,

First Nat'l, Atlanta;

1st v.p., Central Nat'l, Chicago; and Robert A. Huss,
sr.v.p., Security Pacific Nat'l, Los Angeles.
Div. exec, committee member, Mr. Nichols is on planning and research
committee, which is chaired by Mr. Person,

Mr. Huss is ABA Marketing

knowledgeable to understand the en-
vironment and the forces at work in the
industry. If our assessment of the fu-
ture is correct, bank credit will become
less of a commodity and more of a
product uniquely tailored to the needs
of the individual customer,”

Equating the present age of consum-
erism with Alvin Toffler's definition of
“future shock,” the disorientation in-
duced when people are subjected to
too much change in too short a time,
was Dr. Leonard L. Berry, marketing
department chairman at the Virginia
Commonwealth University’s School of
Business, Richmond.

Dr. Berry, in one of the many group
workshop sessions held during the con-
ference, said, “The future must be re-
spected but cannot be feared. Fear
breeds imitation rather than innova-
tion, defensiveness rather than offen-
siveness. And fear breeds myth mak-
ing.”

He cited four myths that currently
obstruct the innovation and offensive-
ness needed in community banks: (1)
The bank is too small to practice mar-
keting; (2) a small bank cannot com-
pete with the larger bank; (3) the
small bank will be saved by protection-
ist regulation; (4) the small bank will
be saved via its acquisition by a hold-
ing company.

To survive, small-bank management
must throw off these myths, Dr. Berry
said, and implement some simple mar-
keting tactics: personalize the bank;
emphasize the basics, such as interest
paid, charges for services and customer
convenience; segment the market; min-
imize the disadvantages of smallness
through diversification and cooperation
—such as utilization of EFTS; and es-
tablish the bank as the premier cor-
porate citizen in the community.

Dr. Morris Massey, associate dean
of undergraduate students, College of
Business, University of Colorado, Boul-
der, offered reasoning behind the cur-
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is the right way to go for complete group insurance. With a new and
improved plan, associate members enjoy favorable rates and broad
coverages. Even dental protection. Your bank can enjoy these benefits
too. Write or call today for more information on the Bankers Only
group insurance plan.

Scarborough Associates, Inc., 222 N Dearborn St., Chicago, Illinois 60601,312 346-6060
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rent wave of consumerism in his
speech, “Management/Marketing Fu-
ture Shock.” He broke the U. S. popu-
lation into age groups, presenting an
argument that each is “programed”
during its formative years and that
“programing” never leaves us.

While the segment of the population
that is now in its 50s and 60s was pro-
gramed to believe in the ethic of hard
work and wealth accumulated over a
long period of time, those in their 20s
and 30s were reared under the influ-
ence of times of plenty. The latter
group was, according to Dr. Massey,
the most overindulged group of young-
sters ever. This group’s members re-
ceived anything they wanted, so they
grew to expect money and possessions
as a right. With the gradual disintegra-
tion of the family unit after World
War Il, caused by the increasing mo-
bility of the individual, television took
over from Mom and Dad as the main
“programer” of youth.

TV caused widespread acceptance
of change. Dr. Massey described, as an
example of this, the many people in
their 50s and 60s who refuse to use an
airplane or computer, while the eight-
year-olds on the playground rattle off
specifications of the latest General
Electric engine that powers the B-52
flying overhead. Recess over, the chil-

dren return to a classroom with a com-
puter as the instructor.

Dr. Massey cited his own youth,
when his heroes were Hopalong Cassi-
dy and Lou Gehrig. The young execu-
tive of today has no such clear-cut
hero-figure after witnessing television
broadcasts of assassinations of leaders
like the Kennedys or Martin Luther
King, events possibly brought about by
parties unknown who went unpun-
ished.

By understanding that different
groups are motivated by different val-
ues, bank officers can plan motivational
campaigns within the bank staff, as
well as sell to a group more effectively.

EFTS was another major conference
topic, and it was felt by those using the
transfer system that the big obstruc-
tion to its acceptance was the lack of
education about EFTS on the part of
the public. Panel members in the work-
shop entitled “Marketing and EFTS,”
were Robert J. Person (moderator),
first vice president, Central National,
Chicago; Allan D. Nichols, senior vice
president, First National, Atlanta; and
Robert A. Huss, senior vice president,
Security Pacific National, Los Angeles.

(Mr. Person has since become head
of the new West Coast office of Lester
B. Knight & Associates, Chicago-based
management consulting firm.)

Quick Quiz
For Busy Bankers

Question:

Answer:

What kind of Advertising is most effective?

The kind that gets itself read! People read what

interests them, not what interests you or your
bank. Why not give people what they like?

TOWN CRIER PUBLICITY offers a compelling combination
of human interest selections and personal friendliness and it
lets your bank reach the entire family with a message of value

and
appreciated.

interest. An effective method because it

is read and

mwsmamm

First Ogden Expansion Announced

David S. Sutton (l.), v.p. marketing, and Vernon
S. Hoesch, pres., both of First Ogden Corp.,
Naperville, I1ll., discuss the firm's expansion
plans during a recent press conference in
Chicago. First Ogden is located near Chicago
and provides about 30 different services to
small- and medium-sized banks in surrounding
counties, banks that are unable to afford
"extras" like marketing personnel or entry into
EFTS. First Ogden's expansion into other states
will occur through new, separate corporations.

Walter J. Connolly, president, Con-
necticut Bank, Hartford, and 1974-75
vice chairman, ABA Marketing Divi-
sion, has been named as the division’'s
chairman for the coming year.

George B. Rockwell, president and
CEO, State Street Bank, Boston, has
been elected 1975-76 division vice
chairman. He now serves on the Mar-
keting Division's executive committee.

Elected to the division's executive
committee during the marketing con-
ference were the following Mid-Conti-
nent area bankers: Marcella D. Perry,
chairman, First Pasadena (Tex.) State;
and Terence E. Renaud, chairman and
president, Twin City Bank, North Lit-
tle Rock, Ark. * #

Research
(Continued from page 42)

or similar premium items.

Determining how much research is
enough research is a difficult question.
It can be answered in part by deter-
mining the aversion to risk displayed
by yourself, by your chief executive of-
ficer and by your directors. The cost
of research must be balanced against
the benefits of better decision making.

To be sure, there is a point at which
the cost of research outweighs the im-
proved decision-making ability of the
researcher.

However, without a doubt, decisions
based on some market research are
wiser than decisions based on luck,
superstition and intuition characteristic

WRITE FOR DETAILS
and samples of how other bankers are using
our exclusive low cost service.

Town Crier Publicity

P. O. Box 40 Litchfield, Illinois 62056

A service of HENRICHS PUBLICATIONS, INC.

Since 1924 of the pre-market-research days of
banking. * *
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BANK TRAFFIC BUILDERS!

The Complete Family

DO-IT-YOURSELF LIBRARY

Give Chapter # 1

to your depositors just for coming in...
.and we'llgive it
to you

They collect the chapters and binder (with weekly deposits).

HANDY LOOSELEAF BINDERS

15 CHAPTERS
32 PAGES IN EACH
BEAUTIFULLY ILLUSTRATED

LOW COST...
3-12 WEEK CONTINUITY BANK PROGRAMS

Successfully promoted by:

CONNECTICUT SAVINGS BANK, New Haven, Connecticut
MUTUAL SAVINGS, Pasadena, California

UNION FEDERAL SAVINGS BANK, Pittsfield, Massachusetts
FIRST FEDERAL SAVINGS & LOAN, Santa Monica, California
EMPIRE SAVINGS & LOAN ASSOCIATION, Los Angeles, California
BUCKEYE FEDERAL SAVINGS, Columbus, Ohio

PLEASE PRINT CLEARLY

CALL:
Mr. Vern Neel, Ft. Wayne, Indiana
(219) 6722161 vour Name_
R I N Mr. John E. Curtin, NewYork, N.Y. Title_
C U | (212) 688-0496 Bank
PUBLICATIONS, INC. OR WRITE: Addr_ess.
201 NORTH MAIN ST. SoRTIN PUBLICSATIONS, INC .
ROANOKE,INDIANA 46783 Box 87 ' City___
Roanoke, Indiana 46783 State.

-Zip.
1.
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What Is the Future for Community Banks
In This Era of Unprecedented Change?

N HIS BOOK “Future Shock,” Alvin

Toffler writes of the shattering stress
and disorientation that a rapidly chang-
ing culture induces in individuals when
they are subjected to too much change
in too short a time.

I don't believe it overly dramatic to
suggest that at this moment in history
more than a few community bank ex-
ecutives are beginning to experience
the very real discomfort that results
when the future happens too quickly,
when seemingly awesome and over-
whelming challenges and questions,
once comfortably positioned into the
future, press relentlessly into the pres-
ent. Unquestionably, “future shock” is
invading the world of community
banking.

In this era of unprecedented change,
so confusing and uncertain and unset-
tling, what is to become of the com-
munity bank? My answer is that there
are many community banks that will
be left behind in the onrush toward to-
morrow. These banks will exist, but lit-
tle more than that; some will be ac-
quired by holding companies, others
absorbed into branching systems, and
still others will go it alone, without
any real vitality and without any sense
of participation in the new emerging
world of banking.

Conversely, many other community
banks will rise to the occasion, turn
problems to opportunities and flourish
in the same future environment that
some spokesmen now claim to be so in-
hospitable for small banks.

In short, the future of the communi-
ty bank is not to be decided by the on-
rush of a new kind of banking environ-
ment but, rather, by the responses of
individual community banks to this
new kind of banking environment. For
those community banks truly possess-
ing in Frank Wille’s words “the will to
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By DR. LEONARD L. BERRY

compete,” the future, in my view, is
promising. On the other hand, for those
small banks engulfed by the “fear of
tomorrow” the future is bleak.

Never before have the prospects of
the small bank so depended on the
marketing resourcefulness, courage and
aggressiveness of those executives who
lead it. And it is this factor—the ex-
istence or absence of inspired leader-
ship—that will, in my view, be the cru-
cial difference between those small
banks that cope with the future and
those that are bypassed by it.

The future must be respected, but
cannot be feared. Fear breeds imitation
rather than innovation, defensiveness
rather than offensiveness. Fear breeds
myth making. Four myths currently ob-
structing the innovation and offensive-

ness so desperately needed in more
community banks are:

= Myth No. 1—The hank is too
small to practice marketing. Any

thought that a bank can be too small
to practice marketing is nonsense. In
truth, the small bank doesn't have a
choice as to whether it shall practice
marketing; the only choice is whether
it shall practice marketing well or poor-
ly. All organizations, including those
in banking, offer some kind of product
to some kind of consumer and more or
less use marketing (such as distribu-
tion, promotion and pricing strategies)
to persuade the consumer to transact
for the product to the extent desired
by the organization. In other words,
marketing is inherent to the organiza-
tion. What is not inherent, however,
is good marketing. Good marketing
takes special efforts, and small banks
no longer can afford the luxury of be-

Dr. Leonard L. Berry is associate professor and chairman, Department
of Marketing, School of Business, Virginia Commonwealth University,
Richmond. He gave the talk on which the accompanying article is based
at the ABA’s 1975 National Marketing Conference in Chicago.

Dr. Berry has contributed many articles to business and marketing
journals and his book, “Marketing for the Bank Executive” (with L. A.
Capaldini) was published recently by Petrocelli Books, Division of Ma-
son and Lipscomb, New York City. Another of his books, “Marketing
and the Social Environment: A Readings Text,” also was recently pub-
lished. He has been commissioned by the ABA to co-author with Dr.
James Donnelly a textbook on bank marketing to be used in AIB classes
throughout the United States. The manuscript has been completed, and

the book will be published this year.

Dr. Berry is a member of the faculty, Stonier Graduate School of
Banking, Rutgers University, Graduate School of Banking, University of
Wisconsin, and School of Banking of the South, Louisiana State Univer-
sity. He is a frequent speaker before ABA and Bank Marketing Associa-

tion audiences.

Before assuming his present position in July, 1971, Dr. Berry served
on the marketing faculty at the University of Denver. He also taught at
Arizona State University while completing doctoral studies at that

institution.
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W hat'sin it
forme?

There's got to be something in it for you any time you
meet with a bunch of Kansas bankers or other
business leaders. You can be sure The Fourth will be
there, learning. And we might also add, contributing our
know-how to the general pool of what's to be learned.
Whatever the convention, or group meeting, or

other get-together, we'll see you there.

The only thing you really want to know about

any correspondent bank service is "What's in it for me?"
Dial (316) 261-4441 to ask Tom Potter,

Joe Stout, or Fred Swinson about any

of these bank-and-Fourth services:

wire transfer of funds

overlines

securities handling & safekeeping
collections, domestic & foreign
currency & change orders

cash letters

or whatever you wonder about

oogoogooao

FOURTH NATIONAL BANK & TRUST CO./WICHITA, KANSAS 67202 / MEMBER FDIC

TheFourth
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TOPEKA ITATE RAAK fi TRUST

SIMS
HRESTONEJIR

IS READY T
HELP YOU

Need some help? Topeka State Bank
has a new man who can help you. He’s
Sims Firestone, Jr., Vice-President, and
our newest face in Correspondent

Banking. I b/ k
Sims adds many years of correspondent tooelca state W
and general banking expertise to the 1 AND TRUSTCOMPANY
bank. MEMBER F.D.L.C,
Get in touch with Sims Firestone, Jr., or
Don Crites in Topeka State Bank’s Cor- 701 Kansas, TOPEKA, KS. 66603
respondent Department. We're ready to BANK CORRESPONDENT OFFICERS:
help your bank. JlfSt call (913) 234-0514 SIMS FIRESTONE, JR., Vice-President
in Topeka . . . we're ready to help when DON CRITES, Assistant Vice-President
you need help the most. ELMER T. BECK, Exec. Vice-Pres. (Retired)

56 MID-CONTINENT BANKER for May 1, 1975

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



ing without good marketing.

= Myth No. 2—The small bank can-
not compete with the larger bank. Not
only is it possible for small banks to
compete effectively with larger ones,
but, in fact, they have been doing so.
Speaking to the 1973 convention of the
Independent Bankers Association of
America, FDIC Chairman Wille stated:
“It should also interest those bankers
with large branch systems that the
greatest percentage growth in deposits
over the last 12 years occurred not in
their banks, but in those with only one
facility, while the next largest rate of
growth occurred in those small branch
banks with from two to five offices or
facilities. 1 see no evidence from those
figures that the smaller, independent
community bank is losing its vigor or
its viability.”

The truth is that not all marketing
advantages are on the side of larger
banks. As Robert K. Miller has pointed
out in recent literature, it's easier for
small banks, among other things, to es-
tablish personal rapport with custom-
ers, make and implement speedy deci-
sions, achieve good internal communi-
cations, effect an overall marketing
orientation throughout the bank and
weave the component parts of the mar-
keting plan together.

The critical opportunity for the fu-
ture is for the small bank to capitalize
fully on the marketing advantages of
being small while, at the same time, to
aggressively pursue minimizing the dis-
advantages of not being large.

= Myth No. 3—The small bank will
be saved by protectionist regulation.
Community bankers counting on keep-
ing liberalized branching from reach-
ing their states or point-of-sale (POS)
terminals from arriving in their stores
had better take the blinders off in a
hurry. There are circumstances lead-
ing to new arrangements in financial-
institution structure and regulation.
These new arrangements allow certain
activities that are now restricted be-
cause doing so appears to be in the
public interest and will restrict certain
activities now allowed because they
will appear contrary to the public in-
terest.

The tenor of the times was exempli-
fied by Comptroller James Smith when,
on the subject of Regulation Q, he told
a recent ABA audience: “Regulated
ceilings for deposit rates (Regulation
Q) have proved to be both inadequate
in their protection of deposit institu-
tions and unfair in their effect on de-
posit customers. We must move with
all deliberate speed to eliminate this
price-fixing mode of regulation.”

e Myth No. 4—The small bank will
be saved via its acquisition by a hold-

MID-CONTINENT BANKER for May 1,

"Although it's imperative that a community bank's CEO

is marketing minded . ., this . ..

is not going to be enough

in the '"Future Shock® world of tomorrow."

ing company. Any community bank
CEO waiting for his bank to be ab-
sorbed by a holding company when the
economy recovers may be in for a rude
awakening. Although some small banks
will continue to be acquired by hold-
ing companies, it seems reasonable to
also expect a good deal of competition
for HC resources. First of all, it's not
unlikely that bank HCs will be into the
business of acquiring S&Ls before long.
Secondly, we can expect increasing re-
sistance on the part of HCs against
spending heavily for the acquisition of
additional bank “offices” at a time
when resources will, in part, be re-
quired for establishing strong partici-
pation in EFTS programs, e.g., invest-
ing in a POS program with a regional
supermarket chain. Moreover, the very
nature of EFTS development renders
a serious blow to the need for having
a great many full-service, traditionally
designed branch offices.

The essence of the marketing man-
agement task is to initiate change with-
in the control of the organization to
adapt to market change beyond its con-
trol. Controllable change to respond to
uncontrollable change is necessary
since, in the final analysis, organiza-
tions exist to serve markets and mar-
kets are constantly changing. If the
market changes in some material way
and competitor A adapts to that change
and competitor B does not, then com-
petitor B should expect to lose some
previously held influence in terms of
persuading members of the market to
patronize it.

These realities apply no less to com-
munity banks than to other kinds of en-
terprises. If a sizable segment of a local
market desires maximum convenience
when it comes to routine banking func-
tions, if competitor A, say an S&L,
markets a system whereby its custom-
ers can conveniently make deposits
and withdrawals from interest-bearing
accounts in a local supermarket chain,
and if competitor B, say a community
bank, does not provide competitive
amounts of convenience to its custom-
ers, then competitor B should expect
to lose some, and perhaps more than
some, previously held business to com-
petitor A.

In short, community banks face a
crucial choice in preparing today for

1975

a fast-approaching tomorrow. Either
they will make the commitment to ag-
gressive and gutsy marketing, maximiz-
ing the attributes of smallness while
minimizing the disadvantages, or they
will forfeit either previously held influ-
ence in the market or previously held
freedom before they were acquired.

Psychological commitment to the
“will to compete,” however, is not
enough. There also must be invest-
ment. The first place to invest is in
putting somebody, a talented and ex-
perienced somebody, in charge of mar-
keting. No matter how small the bank,
if the kind of aggressive marketing re-
quired is going to happen, somebody
qualified needs to be put in charge.

Although it's imperative that a com-
munity bank’s CEO is marketing mind-
ed and establishes a marketing atmo-
sphere in the bank, this, in and of it-
self, is not going to be enough in the
“future shock” world of tomorrow.
Somebody in the bank has to be re-
sponsible for the overall planning, co-
ordinating, implementing and evaluat-
ing of newly diversified and ambitious
marketing programs, and the small
bank CEO typically has neither the
time nor the background for this re-
sponsibility. In  smaller community
banks, this director of marketing (or
whatever this person is to be called)
may have other responsibilities in addi-
tion to marketing, but he or she must
clearly be given the authority, respon-
sibility, budget, time and general man-
date to do the marketing job. And he
or she must have the appropriate cre-
dentials for the job, which means a re-
gional or nationwide search for the
right person and a salary not of $8,000,
but of double that or even more. It's
not a question of whether the commu-
nity bank can afford to do this. The
reality is that most community banks
can no longer afford not to do this.

The community bank having the
will to compete must engage in annual
marketing planning on a formal basis,
in marketing research to guide the
planning, in new product development
and in the attending of conferences
and culling of literature for new prod-
uct ideas, in EFTS, in persuasive pro-
motional campaigns, etc. None of this
is likely to happen in the manner that
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it should, however, unless a capable in-
dividual is given the responsibility to
make it happen.

Now | should like to turn to some
specific opportunities for the market-
ing-aggressive community bank:

= Personalize the bank. Although
convenience undoubtedly is extremely
important to many bank customers, re-
search study after research study shows
that personalized service also is ex-
tremely important. In a recent article,
| wrote:

“While the bank marketer searches
for the magic’ headlines that will make
his bank’s new advertising campaign
turn heads, many customers continue
to long for a convenient bank where
personnel are genuinely helpful and
nice, where one's name is known, in-
deed, where one is treated as though
his or her patronage were valued.”

That community banks are in the
best position to provide truly personal-
ized service is indisputable. Whether
in fact many community banks will
maximize this opportunity in the years
ahead remains to be seen.

The key opportunity is to help peo-
ple feel comfortable psychologically
and otherwise satisfied when interact-
ing with the bank, to help them
“. . . feel good rather than not good,
adequate rather than inadequate, con-
fident rather than dumb.”

In an article of mine in the April,
1975, issue of Bank Marketing maga-
zine, | define a number of things a
bank should consider doing if it genu-
inely aspires to offer truly personalized
service. Suffice it to say for now that
there is much that small banks can and
should consider doing in the interests
of providing customers such a satisfy-
ing personal relationship with their
bank that they will think twice before
giving it up for the new branch bank
in town. These possibilities range from
serving free coffee, tea or soft drinks
in the lobby on a daily basis to de-
signing the new bank building to “fa-
cilitate” psychological comfort, from
hiring the best telephone voice in town
to answer incoming calls to paying pre-
mium wages for the sharpest, most

competent, most customer-oriented,
contact personnel to be found any-
where.

To be sure, unless the CEO is com-
mitted to having a truly personalized
bank and works hard and creatively to-
ward this goal every day, then person-
alized banking will not materialize at
the level it can and should materialize.

= Emphasize the basics. Effective-
ness in bank marketing is far more re-
liant on good execution of the basics
than many in banking realize. The op-
portunity for the community bank is
to concentrate resources toward being
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second to no important competitor
when it comes to interest paid and
prices charged on widely used bank
services, customer convenience and, as
already mentioned, personalization of
service. Community banks ought to be
strongly considering such moves as to-
tally free checking and/or lobby hours
on Saturday, assuming market condi-
tions that would warrant such acts. For
one thing, it's going to be costlier, all
things equal, for a big bank competi-
tor to provide free checking or Satur-
day banking hours than for a small
bank to do so, meaning that the big
bank competitor may very well not re-
taliate in kind for some time or at all.
Also, such small bank aggressiveness
may well serve as a “stay-out” signal
to larger competitors considering mov-
ing into the market.

e Segment the market. In addition
to emphasizing the basics for the mar-
ket as a whole, the community bank
also will want to strongly consider go-
ing well beyond the basics for certain
carefully selected and researched, high-
priority segments of the market. For
instance, a rural bank might capitalize
on its expertise in agricultural banking
by designing and marketing a “pack-
age” of services for farming customers.
Or the community bank might create
an innovative, need-filling package of
services for small businesses. Building
on expertise, while filling unmet cus-
tomer needs, the community bank
should pursue certain market segments
with such specialized commitment that
it becomes difficult for competitors, no
matter what they do, to persuade mem-
bers of these segments to switch finan-
cial institutions.

* Minimize the disadvantages of
smallness through diversification and
cooperation. Included among the dis-
advantages of smallness in banking are
limitations on the range of services that
can be provided and capital/knowl-
edge deficiencies when it comes to re-
sponding to fundamental changes in
the fabric of the banking business, such
as is the case with EFTS.

Although such disadvantages cannot
be fully overcome, there are opportu-
nities to minimize their impact. For in-
stance, community banks should be-
come more inclined to view such com-
petitors as small and local finance com-
panies, mortgage firms and S&Ls as
possible subsidiaries of their own.

Also, there is much potential for the
community bank to cooperate with
banks and thrifts in noncompeting mar-
kets on joint sponsorship of such activ-
ities as marketing research and staff
training and such ventures as buying
a mortgage company or a group of fi-
nance companies. Moreover, coopera-
tive possibilities exist with direct com-

petitors when it comes to financing
CBCT placements in nonbank loca-
tions.

= Establish the bank as the premier
corporate citizen in the community. By
providing inspired leadership to a giv-
en community and selected problems
that it has, a community bank can
make it difficult for competitors to
make inroads on the market. This as-
sumes, of course, that the community
bank is not just a good corporate citi-
zen, but also is otherwise competitive.
People can be expected to reward a
bank for community leadership with
their patronage if to do so isn't other-
wise disadvantageous.

The central thesis of this presenta-
tion has been that in this time of “fu-
ture shock” in banking, it is incorrect
to assume either that the community
banks of America will be crushed or
that they will remain largely un-
scathed. The more realistic assessment
is that many community banks will be
bypassed by the world of tomorrow
while others will thrive. In other
words, the future of any community
bank is not to be decided by the newly
emerging banking environment but,
rather, by the response of the bank to
this environment. What is needed is
carefully planned, imaginative, re-
sourceful, aggressive marketing. What
is needed is the commitment to take
the battle to the changing competitor;
what is needed is the will to compete.

IRA Account Guide Published

A banker's Guide to Individual
Retirement Accounts (IRAs) has
been prepared by the ABA deposits
division. A copy of the 60-page
booklet will be mailed to each ABA
member bank in May.

According to Bernard J. Ruysser,
division chairman, the booklet's pur-
pose is to “transmit all concrete in-
formation available as of April 1,
1975, on the mechanics involved in
setting up an IRA program, so that
bankers thinking of offering IRAs to
their customers can begin to make
intelligent decisions on the matter.”

Mr. Ruysser is president and CEO,
Commercial National, Kansas City,
Kan.
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Chances are,
the Whitney has
already solved
your banking
problem.

No, we’re not omnipotent. Nor know-it-
all. But we have been around a long
time (more than 90 years) and we've
seen a lot of the banking business as
it came down the road. We've had a
great deal of experience in problem
solving — for ourselves, for our cus-

tomers, and for other banks. We like to
share what we’'ve learned, and in the
sharing, learn some more. So talk with
your man from the Whitney today. Your
problems may have been our problem
sometime. And if it has, you are wel-
come to our solution.

NATIONAL BANK OF NEW ORLEANS
Established 1883
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Repurchases to Maturity:
How the Technique Works

This is the second and final install-
ment of Mr. Auro’s presentation of re-
verse repurchases to maturity. The first
installment appeared in the April issue.

IN THE examples cited in the April
issue, the particular issues involved
had one coupon interest due at maturi-

Let's look at a situation where, in
addition to the end date coupon, the
time remaining to maturity is less than
one year, but more than six months,
therefore requiring consideration of
two coupon collections.

On October 11, 1974, the u. s
Treasury notes due May 15, 1975, rep-
resented such an issue. Coupon interest
would be due for collection on Novem-
ber 15 as well as on tbe maturity date,
May 15, 1975.

In considering this issue as a candi-
date for a reverse to maturity (RM),
two approaches are available to arrive
at the repo cost. One allows for pay-
ment of coupon interest due on No-
vember 15; the other operates as did
the previous illustration (see April is-
sue), with a “net out” only on maturity
date, and no coupon remission on No-
vember 15. Both are alternate ways for
nresenting the same situation, the latter
being the more economical approach
in terms of favorably affecting the repo
cost, since it permits more money to be
loaned out initially, lowering the cost.

Here’'s what happens in both in-
stances:

Both have two things in common.
The time to maturity, 212 days (based
on an October 15 settlement date),
and dollars generated from the sale of
the issue into the market on October
11. Settlement date in the example
used is October 15 because of a legal
Monday holiday.

Consider a sale into the market at
98-28/32 as a fair market price on
October 11. Therefore, each $1 million
par value would generate the following
dollars for October 15 settlement:

Principal $ 988,750.00
Accrued Interest 24,425.95
Total $1,013,175.95

Actually, if we didn't have to pay
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George Palumbo & Co., Inc.
New York

coupon interest on November 15 and
just netted-out on May 15 (maturity
date), we could lend the full amount.
In our netting-out procedure, and with
RM guarantees, one would owe the se-
curity owner par ($1 million) plus in-
terest due for two coupon periods
($58,750), or $1,058,750 per million
dollars par on maturity date. The
amount of makeup, assuming the full
amount of dollars generated from the
sale were loaned, would be the differ-
ence of the two amounts.

$ Due Security Owner
(May 15, 1975)

Less $ Loaned Security
Owner (October 15,
1974)

Total Makeup $

$1,058,750.00

1,013,175.95
45,574.05

Again, substituting the appropriate
quantities into “A”# we have:

($45,574.05) (360) (100)
/o (212) ($1,013,175.95)

- 7.638%

If coupon interest of $29,375 is re-
mitted on November 15 (our second
approach), allowance must be made
to have this amount available for pay-
ment on that date. Part can come from
repo income due lender between Octo-
ber 15 and November 15 on money
loaned to borrower. The remainder
comes from lending the borrower less
than received on October 11 market
sale. This would increase the overall
breakeven, reducing the amount of
dollars loaned out.

Total makeup in this case is com-
prised of three parts: (1) Coupon due
on the first coupon date, November 15,
less accrued interest received from the
sale; (2) the final coupon due; (3) the
adjustment to par factor. Actual
amounts involved are:

($makeup) (360) (100)
(days to maturity) ($loaned)

* %(B9) =

Coupon Interest due
November 15 $29,375.00

Less Accrued Interest
Received on Sale

October 15-November
15 "Makeup" $ 4,949.05 (1)

Coupon due May 15 29,375.00 (2)

24,425.95

Adjustment to Par 11,250.00 (3)
Total Makeup
for Full Period $45,574.05

The required makeup (1+2+3) is
the same, but, because coupon interest
must be remitted on November 15,
less can be loaned initially, and this in-
creases the breakeven.

Suppose dollars were loaned for the
period involved at an interest cost of
8% and that the end-date net-out pro-
cedure was applied because it gave the
lowest cost factor.

The difference check for May 15 set-
tlement again is computed on the basis
of netting-out individual obligations on
May 15. This amounts to the following,
assuming that the full amount of the
original sale was loaned.

Borrower Owes Lender

$ Received on
October 15

$ Interest due on $
Borrowed for 212
Days at 8%

Total (due Lender)

$1,013,175.95

47,731.84
$1,060,907.79

Lender Owes Borrower

Par $1,000,000.00
Accrued Interest

(2 periods) 58,750.00
Total (due Borrower) $1,058,750.00

Net Difference

(due Lender)
Total due Lender
Total due Borrower

Net (due Lender) $

$1,060,907.79
1,058,750.00

2,157.79

A difference check in this amount
can be sent by the borrower to the
lender on May 15, or the difference
can be settled by a “front-end” dis-
count, eliminating payment of any
money at maturity. While this increases
the repo cost, because less is initially
being loaned, the amounts involved are
slight and the effect is minimal. It pre-
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OFFICIAL

[

When we analyze the used car transactions

of thousands of new car dealers each month,

build in the figures from major auctions,
adjust for regional differences and
special circumstances ... then feed itall
into our IBM 360 . .. the results beat
guesswork every time.

Our Guide is accurate, timely, dependable,
essential to everyone with a business
interest in the used car. Use it profitably.

A REGIONAL EDITION

SUBSCRIPTION ORDER FORM

12 Issues a Year Every 30 Days

FOR YOUR MARKET

SUBSCRIPTION RATES

National Automobile Dealers Used Car Guide C 1 sub. 1500 4 sub. 49.25 6-14 sub.
Netional Automobile: Delers Used Car Guide G0 5 g, 200 5b 00 152 sub,
r \W. ngton, D.C. 20006
eet, ashington, 3 sub. 39.25 30 and over
Please enter our order for... New O Additional O N
Annual Subscriptions to the N.AD.A. Official Used ame BLEASE TYPE OR PRINT
Car Guide, issued every 30 days. By
O Remittance enclosed Street (P.O. Box).
O Will remit on receipt of invoice City.ovees e State....coovore e Zip Code

MID-CONTINENT BANKER for May 1, 1975

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis

11.00 ea.

10.50 ea.
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Figure |

RP to Maturity Cash Flow Schedule

3vaw US Tsy Bonds due May 15, 1985
Interest* Coupon Interest Net

Coupon Dates Due Lender Due Owner Due Lender
6 December-15 May 75 $ 26,146.67 $ 16,250 $ 9,896.67
15 Nov 75 29,415.00 16,250 13,165.00

15 May 76 29,415.00 16,250 13,165.00

15 Nov 76 29,415.00 16,250 13,165.00

15 May 77 29,415.00 16,250 13,165.00

15 Nov 77 29,415.00 16,250 13,165.00

15 May 78 29,415.00 16,250 13,165.00

15 Nov 78 29,415.00 16,250 13,165.00

15 May 79 29,415.00 16,250 13,165.00

15 Nov 79 29,415.00 16,250 13,165.00

15 May 80 29,415.00 16,250 13,165.00

15 Nov 80 29,415.00 16,250 13,165.00

15 May 81 29,415.00 16,250 13,165.00

15 Nov 81 29,415.00 16,250 13,165.00

15 May 82 29,415.00 16,250 13,165.00

15 Nov 82 29,415.00 16,250 13,165.00

15 May 83 29,415.00 16,250 13,165.00

15 Nov 83 29,415.00 16,250 13,165.00

15 May 84 29,415.00 16,250 13,165.00

15 Nov 84 29,415.00 16,250 13,165.00
Maturity-15 May 85 29,415.00 16,250 13,165.00
Total $614,446.67 $341,250 $273,196.67

* Annual lending rate of 7.95% on loan of $740,000.00.

sents the advantage of limiting money
transfers occurring in the transaction
to one time (at the beginning).

This is what it amounts to: Instead
of lending $1,013,175.95, we are lend-
ing $2,157.79 less, or $1,011,018.16.
Our breakeven equation (A) can be
applied to determine actual cost.

% Actual Cost =
($47,73184) (360) (100}
(212)(%1,011,018.16) /o

Remember, $47,731.84 represents
interest payment on the full amount of
the loan before the front-end discount.
The example used a front-end dis-
count instead of an end-date settlement
check, which increased the actual cost
of the repo .017%, or from 8% to 8.017%!
In actual dollars, this amounts to slight-
ly more than $100, a token price to
limit money transfer to a one-time-only
basis.

Finally, we have a reverse RM, in-
volving an issue that has a number of
years to go before maturity date is
reached—such as the 3fi% U. S Trea-
sury bonds due May 15, 1985.

Cash flow can be minimized and
procedure simplified by coordinating
coupon due-dates with interest due on
money borrowed. A schedule reflecting
this can be set up easily. Again, one
keeps in mind that there are the usual
two guarantees important to this exer-
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cise: The securities owner is given all
accrued interest due and receives par
for his security by maturity.

Operating on a settlement date of
December 6, 1975, and a market sale
of 74, we come up with the following:

Principal (Per $

million par) $740,000.00
Accrued Interest 1,885.36
Total $741,885.36
(1) Total coupon interest
due to maturity (10>/2
years— 2 1 periods at
$32,500 per year $341,250.00
(2 Par, less $ loaned on
December 6, 1975 258,114.64
Total make up required
(1+2) $599,364.64

We have from December 6, 1975,
to May 15, 1985 (10 years and 160
days) to make up this amount from in-
terest due on a loan of $741,885.36 for
the period, or $214.87 per million dol-
lars daily, a breakeven of 7.735%.

A cash flow schedule at a lending
rate of 7.95% would look likelthis: For
simplification, assume a loan of $740,-
000.

First, coordinate everything on cou-
pon dates. Considering only the coupon
interest due and interest due on money
borrowed, such a schedule, as present-
ed in Figure 1, notes net due lender
over the full period—$273,196.67 (A).

On May 15, 1985, the party with
which the repo was done owes the se-
curity owner the difference between
what was loaned on December 6, 1974
($740,000) and par ($1 million), or
$260,000 (B).

For the final net-out, one additional
factor is included to reflect a condition
on the initial settlement date (Decern-
ber 6, 1974): $741,885.36 was gener-
ated from the sale, but only $740,000
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Bank on

more from Mercantile...

We solve problems that
don’t come up every day... every day.

At Mercantile, it's often “busi-
ness as unusual.”

Expect us to handle the
unexpected.

We look upon problems as
opportunities.

That makes us different.

We’'re big on the little things for
our correspondents, too.

We know that sometimes small
problems can be big to your
customers.

Want some personal corre-
spondents? Call Mercantile at
(314) 231-3500.

Count on Mercantile.
Where you count.

M ERcnrm IE

BRfK

Central Group, Banking Dept. « Mercantile Trust Co. N.A.
St. Louis, Mo. « Member F.D.I.C.
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was loaned, leaving the difference,
$1,885.36 (C), as a credit in favor of
the securities owner.

The net cash flow over the full time
span involved is A-B-C, or:

A $273,196.67
Less B 260,000.00
$ 13,196.67
Less C 1,885.36
Final Net $ 11,311.31 (due Lender)

The $11,311.31 due lender is due
over the 10 years, 160 days (21 cou-
pon periods). Therefore, coordinating
all payments on coupon dates, all that
would be required is that the borrower
remit a check for $538.63 to the lender
each coupon period (final net number
of coupon periods). Again, a “front-
end” discount can be applied so all
cash flows occur on December 6, 1975,
and all subsequent coupon date net-
outs are simply book entries. Instead
of lending $740,000 on December 6,
one can lend $11,311.31 less than re-
ceived on the sale ($741,885.36), or
$730,574.05.

Figure 2 translates the effect of a
gain (or loss) of 1/32 on the market
sale into basis points, as a function of
the remaining time to maturity of the
issue. As we have seen in the previous
examples, calculations for RMs are
based on total dollars one derives from
a sale. Since markets are dynamic, this
price can change, requiring a revised
offering cost to maturity. Use of Figure
2 permits estimation without repeating
all calculations. (See page 62.)

In the example, a variation of only
1/32 is considered, but, in practice,
the overall effect is obtained by multi-
plying the basis point effect of 1/32
by the actual number of 32nds in-
volved and increasing or decreasing the
offering cost accordingly. In this exer-
cise, we won't vary the dollars loaned,
but keep them equal to original calcu-
lations.

The sale on October 2 of 5-7/8
U. S. Treasury notes due December 31,
1974, instead of a sale at 99-14/32,
was accomplished at 99-15/32, gen-
erating an additional $312.50. Figure
2 translates this improved sale to a 12/2
basis point effect (proceed vertically
at 89-day point until it intersects the
solid line, then proceed left to vertical
axis).

We can improve our offering by as
much as 12h basis points and still main-
tain the same profit. Our breakeven
should be about 12/2 basis points less,
onr “make up” $312.50 less.

g
($19,52146) (360) (100)
(89) ($1,009,500)
=7.82% or 13 basis points less
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The overall RM technique also has
been applied to Treasury bills and has
been useful where an owner must re-
flect Treasury bills as a required invest-

Multi-State EFT Network

ment, but can reverse them out in or-
der to generate cash for reinvestment
at improved yields. * *

Is Planned

By Group of Midwestern Banks

GROUP of midwestern banks has
A agreed to form a corporation that
will begin immediate development of
a unigue multi-state electronic funds
transfer network. The agreement was
announced last month following an ex-
tensive development study conducted
by Credit Systems, Inc. (CSI), St
Louis, operating center for Master
Charge in Missouri, Kansas, lowa, Illi-
nois and western Kentucky.

The new system's sponsoring banks
are: from St. Louis—Boatmen's Na-
tional, City Bank, First National and
Mercantile National; from Kansas City
—Traders National and United Mis-
souri; from Kansas City, Kan.—Com-
mercial National; from Belleville, 1ll.—e
First National; from Jefferson City,
Mo.—Central Trust; and from Daven-
port, la.—Davenport Bank.

In addition to these originating
banks, the service will be offered to all
banks, state and national, in the five-
state area. It will consist of an electron-
ic communications network that will
enable participating bank members to
provide remote access to a wide range
of consumer banking services to their
customers.

Through the new communications
network, consumers will be able to
transact most of their normal banking
business from thousands of convenient
locations throughout the area, accord-
ing to a CSI spokesman. There will be
two kinds of bank-service locations:
Compact equipment will be placed at
point-of-sale (POS) locations of par-
ticipating merchants, and free-standing
“Financial Convenience” centers will
be installed in busy areas such as shop-
ping and industrial centers, airports,
etc. These centers will contain auto-
mated banking equipment and will be
open 24 hours a day, seven days a
week.

The facilities will be shared by all
banks taking part in the system.

The new service will provide cus-
tomers of participating banks with di-
rect access to their various bank ac-
counts. They may withdraw funds—
or make deposits to—checking and sav-
ings accounts, transfer money from one
account to another, make payments on
various types of bank loans, obtain a

MID-CONTINENT BANKER for

credit card cash advance or cash a
check at any of the participating mer-
chant locations.

The system's sponsors believe mer-
chants will find the service desirable
because it will reduce the number of
bad checks, speed transactions, reduce
the necessary amount of cash on hand
and increase customer traffic. The sys-
tem also will permit rapid authorization
of bank credit card transactions.

Initially, the system will provide
about 6,000 merchant installations and
more than 130 “Financial Convenience
centers.” The system will have the po-
tential ultimately to interface with a
national or international network, pro-
viding account access for customers
from anywhere in the world.

The study leading to formation of
this system was made by Booz-Allen &
Hamilton, Inc., a management firm
specializing in the EFT field. The
company surveyed area CONSUMErs,
merchants and banks and found study
results to be decidedly positive, and
they were an instrumental factor in the
decision to introduce the program.

Participating banks’ investment in
the network will be in the area of mil-
lions of dollars, but they believe the re-
sult will be a unique and convenient
consumer service that has never been
tried on this scale anywhere else in the
world. * *

= Ronald A. Loose has been named
senior vice president in the correspon-
dent bank department at First National,
Denver. He joined the bank in 1966
and was named vice president in
charge of correspondent banks in 1970.
He was formerly with Bank of Amer-
ica, which he joined in 1962.
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Let's talk about our
strength and your security.

First National Bank of
Kansas City has a
reputation for being a
strong, conservative bank.
Strong because we have one
of the largest capital
structures of any bank in
the region, and some of the
longest standing
correspondent relationships.
Conservative because we
obtain and invest funds
cautiously.

Razzle dazzle has never
been a part of our approach.
And there have been times
when that has worked to
our disadvantage. But in
today’s economy, our
strength and conservatism
are looked upon as
something of a financial
fortress.

Our policies and people,
of course, are what make
the difference. We've always
placed strong emphasis
upon financial security and
service for our
correspondent banks.

That's one reason we call
ourselves The First People.
First of all, we're bankers.
And we take money very
seriously. Member FDIC.
816/221-2800

FIRST NATIONAL BANK

An affiliate of First National Charter Corporation
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B ank

Capital:

How Does It Influence Lending Operation?
How Does It Relate to Bank Liquidity?

EDITOR’S NOTE: This is the sec-
ond of a two-part article by Mr. Gable.
The first installment, which appeared
in the April issue of Mid-Continent
Banker, was focused on loan quality
control and how bank examiners evalu-
ate loans. In this article, Mr. Gable
concentrates on bank capital.

OW DOES bank capital influence

the lending operation, and how
does liquidity relate to capital? These
are questions | will discuss in this ar-
ticle. One subject | will not talk about,
at least for the time being, is capital
ratios and formulas used to evaluate
a bank’s capital. All these ratios and
devices, simple or sophisticated, are no
more than tools to help evaluate cap-
ital adequacy, whether they are used
or misused by banker or examiner.

To make more sense of any specific
comments on how capital influences a
bank’s lending function, | will review
first the more general role of capital in
a bank. To bank depositors, capital has
something to do with an intangible
called confidence. | agree that not all
depositors all the time will be much
concerned about it, but some depos-
itors will some of the time, and it's
those depositors about whom we must
be concerned.

To a bank’s borrowers, capital relates
to the bank’s ability to meet their fu-
ture borrowing needs and, at times,
some borrowers may make compari-
sons of the capital-debt ratios banks in-
sist they maintain with them.

To bank directors and senior man-
agement, capital—besides being a fac-
tor to which earnings sometimes are
compared—should relate to the bank’s
continued ability to serve present and
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future needs of the community and
provide assurance that the bank can re-
tain public confidence.

To many bank employees, including
those more astute and valuable than
others, capital may relate to the indi-
vidual's ability to serve his customers
in the future and may have some rela-
tionship to job security.

To everyone, the bank’s capital is a
measure of the adversities the bank can
withstand and continue to serve its
community’s needs as an ongoing insti-
tution.

There are five major types of risk
that capital protects against or, in other
words, five types of potential losses
that may have to be charged against
the capital cushion. These types of risk
are:

1. Loan losses. Under normal cir-
cumstances, bank loan portfolios are
commonly thought to contain the most
risk or provide the greatest potential
drain on capital funds. It's important
to note that | conditioned this state-
ment with “under normal circum-
stances” because under abnormal cir-
cumstances, credit loss in the loan ac-
count may be secondary to market
losses if a bank is forced to dispose of
assets to meet depositors’ and creditors’
claims during periods of economic ad-
versity.

2. Investment losses. The risk here
is in two parts. The market part results
from the possibility that a bank may
be forced to sell its investment securi-

ties under adverse market conditions
to meet creditors’ and depositors’
claims. Obviously, market risk is great-
est in long-term securities and in peri-
ods of rising and high interest rates.
There’s also the risk of credit loss in a
bank’s investment account. There
haven't been widespread credit losses
in bank investment accounts in recent
years. However, times change, and you
should be giving thought to such things
as a long-term reduction in auto travel
and what effect this development
might have on revenue bonds issued
by road and bridge authorities and
held in bank investment accounts. In
addition, the financial condition of
some of our major cities should be giv-
ing investment analysts the jitters.

3. Operating losses. The third major

type of loss that may have to be
charged to a bank’s capital cushion is
operating losses or the risk that ex-
penses will exceed income for short or
intermediate periods of economic ad-
versity. Some of you—on looking at
operating results of most banks in re-
cent years—may think there's not
much risk of loss here. However, |
think there may be some laxity on the
part of bankers and supervisors in real-
ly appraising the quality of bank in-
come. Here | ask you to look closely
at trend of earnings relative to total as-
sets and to give consideration to the ef-
fects on earnings if the bank has to
stop accruing interest on some relative-
ly large credits. Or have expenses been
permitted to escalate rapidly in line
with unusually high rates of return on
assets? | suggest that continuation of
such highly inflated gross income in
banks is uncertain at best.

One last point under this category
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Art Krebs
Arkansas-Louisiana

Jack Beets
Kansas

E. L Burch
Vice President

Don Thomason
Senior Vice President

fcl

Ben Adans
Missouri

Jack House
lowa

Duncan Kincheloe
Texas-Oklahoma

Paul Libbert
Missouri

‘We have atiger
In your territory.

Our symbol of strength and
solidity is getting us everywhere.

People like a leader. And
when that leader can also get
behind a problem and give it a
push toward a practical solu-
tion-well, that’s United Mis-
souri Bank for you.

And for you, all the way.

We are ready to come to you

to help you with your credit
overlines, to help you design
your pension and profit sharing
plans, to help you with your
municipal and government bond
portfolios, and to show you the
many ways our expanded agri-
business department can help
you with your farm customers.
Call us at 816-221-6800.

Verne Schweder
Kansas City Metropolitan

Phil Straight
Nebraska-Colorado

Tom Wood
Kansas

Bob Widlund
Oklahoma

Dave Van Aiken
Kansas

united missouri bankof kansas city, n. a.
None of the others come close.
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"The capital cushion doesn't amount to much for most
banks relative to their liabilities and contingent liabilities

and risk in assets."

relates to floating-rate notes that many
banks have been using recently to ex-
tend credit to commercial customers.
Introduction of such loans, which have
the interest rate floating with or
pegged to the bank’s prime rate or
some other market-sensitive rate, was
taken as a defensive measure to reduce
the risk potential that expenses would
exceed income as the cost of rate-sensi-
tive liabilities fluctuates. Bear in mind
that a risk rarely is eliminated in bank-
ing; most often, one risk is substituted
for another. With floating-rate notes,
| suggest that while the risk of operat-
ing loss has been reduced temporarily,
this has been accomplished at the ex-
pense of increased risk of credit loss in
the loan portfolio.

4. Losses on bank-owned real estate.
As an ongoing institution, the potential
for loss on bank premises in normal
economic conditions may not be great.
As in any business, however, that is
forced to curtail activities or close up,
brick and mortar loses value quickly.

5. Catastrophic losses. Such losses
result from defalcation, burglary, rob-
bery, lawsuits and local or regional
disasters. Most such losses should be
insured against, but deductibles in
banks' insurance policies have been in-
creasing.

The capital cushion doesn’t amount
to much for most banks relative to their
liabilities and contingent liabilities and
risk in assets. Generally speaking, only
a small part of total capital is available
to absorb losses. A bank can’'t dip into
its capital stock and surplus. Therefore,
its capital at best provides only a
cushion to absorb losses for a relatively
short time, and if capital is used to ab-
sorb losses, it soon must be replaced
if public confidence is to be retained
or possibly restored.

If capital, at best, provides only a
temporary cushion against adversities,
what then does provide the strength
in banks? The answer is earnings,
which provide funds to absorb ex-
penses and losses. Earnings come pri-
marily from loans, and loans involve
risk—which brings us back to loan
quality control. The latter is essential
to contain risk in the loan portfolio
within reasonable limits and to mini-
mize losses.

In summary,

the total risk that a

by its earnings, both quantity and de-
pendability and, second, by the capital
cushion available to absorb losses and
its ability to replace that capital cush-
ion should it need to be used to absorb
losses.

Before leaving the subject of bank

capital, I'll comment on some related
aspects.

First, | want to clarify and, hope-
fully, eliminate what has become a

wide misconception about bank capital
and capital ratios. Some banking indus-
try leaders, apparently to convince oth-
er bankers and bank supervisors that
capital levels are relatively unimportant
in today’'s banking environment, have
been quoted as saying that banks that
failed in the '20s and '30s had capital
ratios superior to those banks that did
not fail. This and similar statements
that have been tossed about for the
past few years bother me. Such state-
ments are diametrically opposed to
what | had learned about banking and
corporate finance, and what | know to
be wrong bothers me more than what
I don’t know at all. Thus, | have tried
to find out the basis for such statemests
that suggest that low capital ratios are
a sign of strength, while better capital
ratios are a sign of weakness.

What | then learned was that de-
posit starvation, that is, banks’ inability
to attract and retain deposits, was the
primary cause of bank failures in the
'20s and '30s. Banks faced with deposit
starvation have only two options: to
liguidate assets to bring the asset side
of the balance sheet down by an
amount of the deposit shrinkage or to
borrow money to replace the lost de-
posits. Obviously, when assets are
liquidated, the good or most market-
able assets go first. In either case,
whether the bank borrows funds or
liquidates assets to pay its depositors,
capital remains relatively constant. For
the bank facing deposit starvation, its
ratio of capital to deposits improves or
its ratio of capital to total assets im-
proves or both ratios improve. This
statistical phenomenon has been used
by some industry leaders to convince
bankers and bank supervisors that cap-
ital ratios and, in turn, capital adequa-
cy are unimportant. |1 don’t accept such
logic, and neither should bankers.

Adequate capital is as important in

in recent history. Similarly, capital ra-
tios also are important because when
the concerned depositor or borrower
tries to determine which bank is sound
or which bank is the soundest of sev-
eral, what other tools are available to
him other than ratio analysis of a
bank’s balance sheet and street talk?

To make my next point about bank
capital, I must summarize the func-
tions of capital in banks that | have
been talking about. | said that to a
bank’s customers and employees, cap-
ital was a measure of the adversities
the bank could withstand and continue
as an on going institution. I mentioned
that while earnings are the first line of
defense in absorbing various types of
potential losses, capital provides the
secondary cushion for absorbing losses,
including the potential risk that ex-
penses will exceed earnings for short
or intermediate periods of economic
adversity. With this description of bank
capital functions, it clearly follows that
subordinated debt in banks, by what-
ever name it may be called, is not a
substitute for equity capital. No losses
can be charged to subordinated debt
until the bank is closed, and a primary
objective of bankers and bank super-
visors is to perpetuate the banking or-
ganization. Subordinated debt adds to
the fixed operating expense of the
bank, and this, in turn, increases the
risk of operating losses. Therefore, in-
stead of subordinated debt substituting
for equity, it increases the potential de-
mand on equity capital and increases
the need for additional equity. There’s
much confusion among bankers and,
I'm sorry to say, bank supervisors, over
the role of subordinated debt in banks.
In my opinion, subordinated debt is
not a substitute for equity capital in
banks. This doesn’'t mean that there
isn't a proper place for some subordi-
nated debt in some banks; there is.
But it should be viewed in proper per-
spective as another long-term liability
that bears a fixed rate of interest and
must be paid at some future date.

Another aspect of bank capital that
doesn't get enough consideration re-
lates to dependability of income for ab-
sorbing losses in banks controlled by
bank holding companies. Income of
such banks considered independently
may be good and suggests a strong
first line of defense for absorbing
losses. But what are the income needs
of that financial superstructure that
hangs over the bank? If the parent has
a huge debt that requires servicing,
and its principal or only source of
funds to service the debt is dividends
from the subsidiary bank or banks, we

bank can take in its asset composition today’s banking environment, or per- (bank officers, directors and super-
is, first, dependent on and determined haps more important, than ever before visors) realistically should be looking
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LIFE INSURANCE

With A SINGLE Premium

BUT OFFERING

MULTIPLE Benefits!

Protects the Borrower , .. and the Bank . . . in These Situations:

Commercial Loans Inventory Loans
Construction Loans Leasing
Farm Loans M arine Loans
Home Loans Mobile Home Loans

(Any LARGE Loan With More Than Normal Risk)

Wherever and whenever REPAYMENT of a will place credit life on a $2,000 auto loan,

loan depends on the life of one individual,
bankers should analyze the borrower's insurance
program. When necessary, the banker should
strongly recommend MORE permanent life in-
surance and/or the use of our SINGLE-PREMIUM
TERM policy, which has been used by hundreds
of banks to protect against BIG losses in those
BIG loans!

All too often bankers (and other lenders, too)

but fail to recognize the importance of insuring
the life of a young farmer or businessman who
has just borrowed $50,000 for equipment, ex-
pansion, etc.

Our INSURANCE SPECIALISTS are trained
to help you recognize the various insurance
needs of your bank. Won't you let us show you
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day.

DOUGLAS HELEIN
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Field Representative
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at available bank earnings for absorb-
ing losses after the parent's needs for
earnings from the bank have been met.
The parent's needs for income from
subsidiary banks to pay dividends also
should be considered. While it might
be argued that the parent can pass its
dividend as easily as a bank can, in to-
day’s environment | suspect the man-
agement of many bank HCs would go
to extremes to avoid passing a dividend
and taking the unknown consequences
of what such action might have on the
group’s standing in the financial com-
munity.

Closely related to a holding compa-
ny's needs for funds from its operating
subsidiaries to service its debt and pay
dividends is the parent’s needs for
funds from its subsidiaries to meet its
overhead or operating costs. Historical-
ly, a major weakness of HCs has been
a tendency to become fat at the parent
level. Operations at the HC level are,
by nature, mostly staff-type operations.
The phenomenon of staff operations to
expand beyond the needs of the bread-
and-butter or line operations or to con-
tinue to exist after their original pur-
pose has been fulfilled is well docu-
mented. HCs are especially susceptible
to this elephantiasis phenomenon in
that costs are assessed against operat-
ing subsidiaries, the management of
which is economically encouraged to
cooperate with corporate headquarters
by paying assessed fees without ques-
tion as to value of services received for
such fees. It takes relentless efforts con-
tinuously applied to make sure HCs
don’t get top-heavy with overhead and,
in turn, become a burden to their op-
erating subsidiaries.

Some of my colleagues and many
bankers argue that a bank’s fortunes
can be insulated from its parent's for-
tunes. | believe such thinking is naive.
Therefore, when determining how
much risk a holding company-con-
trolled bank can take in its assets and,
more specifically, in its loan portfolio,
| believe consideration must be given
to earnings availability to absorb losses
net of the parent’s need for bank earn-
ings.

The last matter relating to bank cap-
ital that | don’t think is getting enough
consideration in today’'s banking en-
vironment relates to liquidity. Early in
my bank examination career, | picked
up what was described as a basic fun-
damental of banking and which said
something to the effect that liquidity
is an effective substitute for -capital,
but no amount of capital can substitute
for liquidity. To me, this means that
if a bank has adequate liquidity, that
is, short-term, marketable securities
that can be sold with relatively little
loss to meet its creditors’ claims, there

70

shouldn’t be much in the way of mar-
ket losses to be charged against its cap-
ital. But if the bank doesn’t have li-
quidity and has to dispose of assets un-
der adverse conditions to pay its cred-
itors, the charges against capital are go-
ing to be disastrous. When | see banks
with loans in an amount almost equal-
ling their deposits, of which | suspect
a large share are short-term, negotiated
CDs, and, at the same time, relying on
other short-term, negotiated funds to
carry other assets, then | really wonder
whatever happened to that basic fun-
damental of banking? Is it gone for
good or just temporarily dormant and
coming bank some time in the future
to haunt us as it did last summer?
How reliable is the philosophy that a
bank’s first line of liquidity lies in its
capacity to obtain additional short-
term funds tomorrow to pay off today’s
creditors? Is the fallacy that what may
be a sound practice for a small segment
of the population—unsound when prac-
ticed by too large a segment—going to
have an effect?

Let me elaborate more on liquidity

Fire ‘No Big Deal’

MICHIGAN CITY, IND.—Citi-
zens Bank suffered a major fire one
recent Wednesday afternoon. How-
ever, it was back in business the
following Friday, even though the
fire reached the equipment housing
its computer and the magnetic tapes
that controlled demand and account
deposit and other transaction rec-
cords. Why the fast recovery? The
bank gave two reasons:

e By drawing on equipment
from various parts of the country,
IBM, manufacturers of Citizens
Bank’'s computer equipment, was
able to replace the 360 Model 20,
which had been destroyed, in record
time. IBM installed and tested the
system at a temporary location near
the bank.

e The tapes emerged from the
fire because they had been housed
in a Wright Line Data-Bank safe,
which was designed and construct-
ed specifically for the protection of
magnetic media. The safe is a prod-
uct of Wright Line, Worcester,
Mass.

The bank’s senior vice president,
Robert Cleveland, pointed out that
recovery of the records in imme-
diately usable form was important
not only to the regular day-to-day
deposit accounting, but also to the
bank’s standing as a reliable source
of processing for many firms and
organizations in the community. He
cited, among the latter, United Fund
records, inventory and payrolls of
local firms and label printing.

and liability management. Consider a
bank’s liquidity as a pool of funds or
as a swimming pool in the yard of a
rural dwelling used for fire protection.
There’s only so much protection in the
pool. When some is used or drained
out, it must be replaced to get back to
the desired level of protection. Many
banks have been draining their pools
of liquidity for years, and even when
conditions permit, they haven't been
bringing the level of protection back
up to its former level. For many banks
today, there’'s precious little liquidity
left in the pool to provide any degree
of protection.

Some banks—primarily larger banks
at first—thought it was too expensive
to maintain a pool of liquidity. Instead,
they told us that their liquidity was
not like a pool at all, that it was more
like a stream flowing through a yard.
This stream was to have a never-end-
ing flow and the more it was used, the
more it would flow. This philosophy
is liability management or the theory
that a bank can always borrow more
tomorrow to meet the demands of to-
day’'s depositors and creditors. It's a
dangerous, unproved theory. There just
can’'t always be more for all banks to
borrow tomorrow. This is the fallacy
I mentioned. When too large a segment
of the population does the same thing
at the same time, what once may have
been a sound practice for a small seg-
ment of the population becomes un-
sound. The liquidity stream counted
on by liability-management-practicing
banks just cannot flow forever to meet
the insatiable demands of all practition-
ers; and bank depositors, other cred-
itors and borrowers are going to be
figuring this out in increasing numbers.

The most immediate danger of lia-
bility management for the small bank
is that the practice of borrowing short-
term funds from whatever source for
intermediate periods enables the bank
to avoid or delay correction of basic
mistakes in managing its assets. To the
extent the delay gives the bank some
time to select options and alternatives
to correct the mistake at minimum cost,
so much the better. However, too of-
ten, such delays in correcting the basic
mistake are permitted to go on indefi-
nitely, and, all the while, the problems
associated with the mistake become
more severe and the costs of correction,
which, in effect, are charges against
capital, become greater. *
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W hich of these
correspondent bankers

would you choose?

Name: Ted Smothers

Name: Harold Smith Data Processing. .,11 years
Transit Operations. . . 2 years Banking Division. . . 1 year
Bookkeeping. . . 3 years Correspondent Division. . .
Tellers. . . 6 years 3 years
Army Service. . . 3 years i i

Bond Department. . . 6 months Total Banking Experlencel.zl.years
Business Development. . . 2 years

Metropolitan Division. . . 2 years Hobbies. . . Fisherman, Khoury
Correspondent Division. . . 27 years League Baseball and

Total Banking Experience. . . Soccer Coach
45 years

Hobbies. . . Hunter, Outdoorsman,
Collector of Indian
Artifacts

Some bigdifferences, right?

Not really. Both have a common denominator called
“back-up by Boatmen’s.” That's right. They can
draw on the knowledge of data processing technicians,

marketing strategists, bond experts or whatever
specialist it takes to assure correct and valid answers THE BOATMEN S
and programs to any unique situation you ma
and progr: y uniq you may NATIONAL BANK
. i OF ST.LOUIS
Call Harold Smith or Ted Smothers, whichever you
choose, and let them show you what we mean with Broadway and Olive Streets. St. Louis. Mo. 63102 / 314 421-5200

“back-up by Boatmen’s.”
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Exclusively

Municipal Bonds

Your "Correspondent” for Municipal Bonds

Investment Bankers ¢ Municipal Bonds
ONE TWENTY SEVEN WEST TENTH
KANSAS CITY, MISSOURI 64105

(816) 221-4311
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Convention 'First-Timers'

These new faces will be rep-
resenting city-correspon-
dent hanks at state conven-
tions this year.

Missouri Convention

< William E. Sucldath is an account
representative at First National, Chi-
cago. He has been with the Banks,
Bank Holding Companies and Related
Activities Division since March, 1974.

= David M. Culver is vice president
and new head of the regional banking
department at First National, St. Louis.
He joined the bank in 1967 as a spe-
cial trainee. (See photo on page 18.)

e Paul F. Langewisch is a repre-
sentative in the correspondent depart-
ment at Commerce Bank, Kansas City.
He joined the bank in 1973 and holds
degrees in agricultural economics from
the University of Missouri at Columbia.

e A1 Ackermann will represent
Boatmen’s National, St. Louis, which
he joined in 1973. He is a 1972 gradu-
ate of Harvard University.

Oklahoma Convention

= Robert L. Widlund, assistant vice
president at United Missouri Bank,
Kansas City, joined the bank about a
year ago and recently began handling
correspondent customers in Oklahoma.

e Ted H. Smith, assistant vice pres-
ident, joined First National, Oklahoma

MID-CONTINENT BANKER for May 1,

City, in May, 1974. He was a national
bank examiner for four years, working
in western Oklahoma.

= Lonnie Hammonds is an assistant
vice president at First National, Fort
Worth, and is assigned to the corre-
spondent banking department.

< Michael E. (Mickey) Cissell is
vice president and manager, correspon-
dent bank division, Worthen Bank, Lit-
tle Rock. He joined the bank in 1972
and was formerly a regional calling of-
ficer.

= James J. Rau is an assistant vice
president in the regional banking de-
partment at First National, St. Louis,
which he joined in 1967. He was for-
merly an EDP sales rep for the bank.

= Kenneth S. Franklin Jr. is an as-
sistant vice president in the regional
banking department at First National,
St. Louis. He joined the bank as a
trainee in 1971 and is a former com-
mercial banking officer.

e Fred C. Danforth, account officer,
First National City Bank, New York,
travels in Oklahoma, New Mexico and
Texas. He joined the bank in 1973.

= Bradford M. Johnson is an account
officer at First National City Bank, New
York. He joined the bank in 1972 and
travels in Oklahoma, New Mexico and
Texas.

Kansas Convention

= Ben F. Caldwell is a vice presi-
dent at Commerce Bank, Kansas City.
He is coordinator for Kansas in the

1975
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Pan Am BA Is Organized
To Serve Hispanic Banks

The Pan American Bankers Associa-
tion has been formally organized. Com-
posed of the Hispanic-owned commer-
cial banks in the United States, the as-
sociation, whose organizational meeting
was held in El Paso recently, shares
common interests, identities and con-
cerns for the Hispanic community.

Pan Am BA intends to provide the
impetus for the growing Hispanic fi-
nancial community in the banking in-
dustry, train and employ Spanish-
speaking bank employees and develop
information on government and busi-
ness assistance available to Hispanic

74

correspondent division.
bank in 1970.

He joined the

 W. Thomas Falls Jr., assistant
vice president, Commerce Bank, Kan-
sas City, serves the southern area of
Kansas for the correspondent division,
which he joined last November.

e Frampton T. Rowland Jr. is a
vice president at Commerce Bank,
Kansas City, and serves the correspon-
dent division in northern Kansas. He
joined the bank in 1963.

< William E. Suddath is an account
rep at First National, Chicago. He
joined the Banks, Bank Holding Com-
panies and Related Activities Division
in 1974 and calls on customers in sev-
eral southwest and Mississippi valley
states.

e Don LacKamp joined First Na-
tional, Kansas City, last June and con-
tacts Kansas bankers for the correspon-
dent department. He is a graduate of
Kansas State University.

e Larry A. Morrow, assistant cash-
ier, American National, St. Joseph,
Mo., has been with the bank four years
and joined the correspondent depart-
ment a year ago.

Tennessee Convention

e Ronald B. Deal, assistant vice

president, First American National,
Nashville, joined the bank in 1966,
following graduation from Peabody
College. He calls on correspondent

banks in the western portion of Ten-
nessee.

banks and communities served by
them.
Initial directors of the association

elected at the meeting include: Mario
Quinones, president, Pan American Na-
tional, Houston; W. R. Squires Jr.,
president, Continental National, EI
Paso; Paul Hernandez, president, Plaza
del Sol National, Albuquerque; Eliu
Romero, chaixman, Centinel Bank,
Taos, N. M.; Morris Herring, president,
Banco International de Arizona, Tuc-
son; Hector Godinez, chairman, Banco
de Pueblo National, Santa Ana, Calif;
and Leveo Sanchez, chairman, Hemi-
sphere National, Washington, D. C.

Mr. Romero was named association
president, Mr. Sanchez, vice president,
and Mr. Squires, secretary treasurer.

Banking’s Escapades' Bared
In New Arthur Hailey Novel

Is Arthur Hailey, author of the re-
cently published novel “The Money-
Changers,” in the employ of the Comp-
troller of the Currency and the FDIC?

Those reading this yam about the
dark side of banking might think so.
According to Mr. Hailey, all is not up-
and-up in the high-rise banking towers
of the nation and something should be
done to clean out the greedy money-
changers who control the economic
well being of the United States.

Mr. Hailey goes to great pains to
expose the dishonorable practices in-
dulged in by his banker-characters who
run the mythical First Mercantile
American Bank, located somewhere in
the Midwest. Practically every vice
peculiar to banking is explored in this
book, from bribery to conflict of in-
terest to unrelenting greed to a cold-
as-stone outlook to minorities. The
perils of a rubber-stamp board are re-
vealed first hand by the author of
“Hotel,” “Airport” and “Wheels.”

The story concerns the rivalry be-
tween two executive vice presidents for
the job of president of First Mercantile
American, each of whom is eager to fill
the shoes of the bank’s long-time and
beloved former president who suc-
cumbs to disease in the novel's first
pages. One candidate is ambitious and
heartless, the other is ambitious and a
little less heartless. There's little doubt
from the outset which man will get the
job, but the journey to the top involves
some intriguing story telling laced with
the “must” topics that sell books today
—promiscuity, homosexuality, protests
by the poor and a vicious criminal con-
spiracy.

Nonbankers will glean considerable
inside information about bank opera-
tions from Mr. Hailey, including the
intricate workings of a charge card sys-
tem, bank security procedures, audit-
ing practices, how to reverse a ran on
a branch and what he says “really” goes
on in bank ivory tower boardrooms.

The question of whether or not the
banking industry has anything to fear
from Mr. Hailey's revelations gives food
for thought. The author's previous
novels dwelt on the airline and auto
industries—and look what's happened
to them!—J.F.

“The Money-Changers,” by Arthur
Hailey, New York, Doubleday, $10.
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MUNICIPAL BONDS

TAX EXEMPTION

The major attraction of state and municipal bonds is their ex-
emption from the federal income tax. While income from cor-
porate and other securities is subject to federal income taxes
ranging up to 70%, the interest on municipal bonds enjoys com-
plete exemption from these levies. This means that each dollar
of income from municipal bonds is spendable— not just the re-
mainder after the tax collector takes his due. Speculators are
not attracted to these securities because of this stable base.
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Tennessee Convention

ABA, U. S. Happy Birthday Party

To Highlight Tennessee Convention

N RECOGNITION of the 100th an-

niversary of the American Bankers
Association and the approaching bicen-
tennial of our nation, the Tennessee
Bankers Association will feature a
"Happy Birthday” party on Monday,
May 12, the second day of its three-
day convention.

The convention’s location has been
switched to the Holiday Inn-Rivermont
in Memphis because the hotel original-
ly scheduled in Nashville would not
have been ready in time.

Registration on Sunday, May 11, will
begin in the lobby at 3 p.m. and con-
tinue until 6, when the hour-long
grand-opening reception will begin in
the Holiday Hall.

Monday registration will be held
from 9 a.m. until 5 p.m. in the lobby.
The men’s golf tournament will take
place at the Farmington Country Club
during those same hours, while a wom-
en’s tournament is planned for the
morning of the next day. Appalachian
National Life of Knoxville will sponsor
the contests.

Tennis will be available at the Uni-
versity Club from 1 p.m. to 4 p.m.
Monday and Tuesday.

The State Bank Division will meet
concurrently with the National Division
Monday at 9:30 a.m. Robert L. Law-
rence of IBM will be the featured
speaker. At 10:15, the State Division
will convene its business session, fea-
turing an address by Joe Hemphill,
state commissioner of banking. Charles
Arendale, chairman, First Tennessee
Bank, Jackson, and president of the
State Bank Division, will preside. Those
attending the National Bank Division

MITCHELL WEATHERFORD
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meeting will hear an address by Terry
Buitt and Paul Black of the Memphis
Branch of the St. Louis Fed. Robert E.
Curry, division chairman, and presi-
dent, First National, Pulaski, will pre-
side at that meeting.

On Monday, busses will leave the
Rivermont at 10:45 a.m. for the wom-
en’'s luncheon, to be held at the
Memphis Hunt and Polo Club. During
the luncheon, a fashion show will be
presented by Woolf Brothers and a
collection of jewelry will be modeled
from Lowell G. Hays and Sons. How-
ard Vance, classical guitarist, will en-
tertain during the meal.

Following the luncheon, a shopping
trip is planned for the women at Kirby
Woods Shopping Mall in Germantown.

For the men, a stag luncheon is
planned at the Schlitz Belle. Busses will
begin leaving for that event at 11.

The Board of Directors will meet at
2:30 p.m. Monday in the Gloucester
Room. Final event of the day will be
the 6:30 “Happy Birthday” party in
Holiday Hall.

Tuesday’s schedule of events will be-
gin with the Independent Bankers Di-
vision breakfast in Ascot Hall from
7:30-9. Walter G. Birdwell Jr., division
chairman, and executive vice president,
Citizens Bank, Carthage, will preside.

Registration will begin at 9 am.,
while busses will begin departing for a
tour of LaGrange, a town known in
the past a “La Belle Village.” Women
attending will visit Immanuel Church,
a country store and three antebellum
homes—Revirie, Twin Gables and
Woodlawn. For those not wishing to
take such an extended tour, a trip to

BULLINER WILLSON

TBA Chairman

John P. Wright, TBA
ch,, and past TBA
pres., is pres., Ameri-
can Nat'l, Chattanoo-
ga, which he joined
in 1947. He is a past
pres., Robert Morris
Associates, and 1955
graduate, Stonier Grad-
uate School of Bank-
ing at Rutgers U.

Goldsmith Botanical Garden in Audu-
bon Park is planned, beginning at 9:30
a.m. and returning at 12:30 that after-
noon.

Tuesday's general business session
will start at 9:30 a.m. in Dunster Hall.
W. W. Mitchell, TBA president, and
chairman, First National, Memphis,
will issue the call to order. Carl Panter,
ABA state vice president, and presi-
dent, Ducktown Bank, will oversee the
ABA report and election.

Mr. Mitchell will then give the pres-
idential address, followed by a speech
on the economy by Dr. Paul Nadler,
professor, Business Administration, Rut-
gers University, then an address by
Governor Ray Blanton of Tennessee.
Committee reports and election of of-
ficers will round out the general busi-
ness session.

A luncheon Board of Directors meet-
ing is scheduled to begin at 12:15 in
the Gloucester Room. The Grand Re-
ception is slated for 6 p.m. in the
Foyer, with the Grand Banquet begin-
ning one hour later in the Holiday Hall.

Following the formal ceremonies, a
floor show will be presented. The eve-
ning will conclude with a dance, with
the Memphis Brass providing the
music.

TBA Officers. In addition to Mr.
Mitchell, other officers of the TBA the
past year have been: president-elect,
Jack Weatherford, chairman and CEO,
Murfreesboro Bank; first vice president,
Hugh Willson, president, Citizens Na-
tional, Athens; and second vice presi-
dent, Jack Bulliner, president, First
State, Henderson.

Mr. Mitchell joined First National,
Memphis, in 1935 and rose to senior
vice president in 1956 and executive
vice president in 1960. He was elected
a director in 1961, became president
in 1969, chairman in 1971 and CEO
in 1973. Mr. Mitchell had charge of
the loan department from 1957-1960

(Continued on page 108)
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Ham ilton
hospitality
starts early

The New

Saturday Night, May 10th
SUITE 1328

Tennessee Bankers Association Convention
May 11-13th < Hotel Rivermont « Memphis

THE HAM I LTON NATIONAL BANK

KNOXVILLE, TENNESSEE
Member FDIC
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Him to Jerry Philpoftt.

And .
turn on th

Information.

Tell Jerry what you need, and it’s yours.

Credit information and analysis ... investment
portfolio analysis ... trust information and services
... you name it.

Jerry Philpott is one of five who can fit your needs
into NBT’s capabilities.

Call him, and find out why we're the bank that the
Southwest is turning to.

(918) 584-3411

MEMBER F.D.I.C.

NATIONAL
BANK
OF TULSA

THE PACESETTER® BANK

Marvin
Bray
Correspondent
Bankers
Scott Charles Rice
Martin Department
Manager
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Oklahoma Convention

President

TUCKER

OBA Pres. Morrison G. Tucker is ch.,

Will Rogers Bank, Okla. City, and is associated
with four other local banks. He retired from
Liberty Nat'l, Okla. City, in 1969 and remains
on advisory dir.

Pres.-Elect

KELLY

Tracy Kelly, OBA pres.-elect, is pres,

and ch., American Nat'l, Bristow, and ch..
Citizens State Bank, Okemah. He also serves
as dir. and treas., Mid America Automated
Clearing House (MACHA), Kansas City, Mo.

Treasurer

LAMPL

Tulsa, May 13-15

Headquarters—Mayo Hotel

PROGRAM

FIRST SESSION, 9:15 a.m., May 14

Call to Order—MORRISON G. TUCKER, president, Oklahoma Bankers
Association, and chairman, Will Rogers Bank, Oklahoma City.

Introduction of New Members, 50-Year Club.

Address—*“Oklahoma’s Stake in Energy—ROBERT E. THOMAS, chair-
man and president, MAPCO Inc., Tulsa.

Address—“AIB Anniversary Message”—RICHARD L. KILLMON, vice
president, Fidelity Bank, Oklahoma City.

Address—DR. RAYMOND JALLOW, senior vice president and chief
economist, United California Bank, Los Angeles.

President's Message— MORRISON G. TUCKER.

Presentation of Service Awards.

Adjournment.

SECOND SESSION, 9:15 a.m., May 15

Call to Order— MORRISON G. TUCKER.

Meeting of ABA Membership—RON MURRAY, vice president,
National, Oklahoma City.

Address—“Trends in Banking”—JAMES H. JONES, chairman and CEO,
First National, New Orleans.

Address—*“Success Comes in Cans”—DR. JAMES BLAKELEY, Wharton,
Tex.

Election of Officers.

Message of New President— TRACY KELLY, president, American Na-
tional, Bristow.

Adjournment.

First

Convention Speakers

JONES BLAKELEY JALLOW THOMAS

H. Harber Lampl, pres., American Nat'l,
Shawnee, is OBA treas. He began his banking
career with his present bank in 1949, becoming
pres., 1970.

MID-CONTINENT BANKER for May 1,

These four speakers will appear at the Oklahoma convention in Tulsa. They are (from 1) James
H. Jones, chairman and CEO, First National, New Orleans; Dr. James Blakeley of Wharton, Tex.;
Dr. Raymond Jallow, senior vice president and chief economist, United California Bank, Los
Angeles; and Robert E. Thomas, chairman and president, MAPCO Inc., Tulsa.
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Energy, Banking Trends Are Topics

Of This Year s Oklahoma Convention

HOSE IN attendance at the 1975

Oklahoma Bankers Association con-
vention in Tulsa will find it a busy time
May 13-15. Two of the event's main
topics will be “Oklahoma’s Stake in
Energy” and “Trends in Banking.”

Registration will begin at 8 am. in
the Mayo Hotel lobby May 13, while
an 8:30 shotgun start golf tournament
is slated for the East Course of the
Indian Springs Country Club. The
OBA men’s doubles tennis tournament
is scheduled for the Tulsa Southern
Tennis Club from 9 a.m.-6 p.m.

Exhibits will open on Tuesday, May
13, in the Mayo Hotel lobby, at 1 p.m.,
and open houses are to be held from
3:30-6:30 and after the 7:30 dinner,
which will be served in the Tulsa Civic
Assembly Center.

A feature on Tuesday afternoon will
be a bank structure workshop beginning
at 2 p.m. and lasting until 3:30 p.m.
Morrison G. Tucker, OBA president,
and chairman, Will Rogers Bank, Okla-
homa City, will moderate. Panel mem-
bers will include the following Okla-
homa City people: Don Harr, execu-
tive vice president, IBA; Vic Thompson
Jr., president of the Oklahoma Financial
Education Association; and W. V. Alli-
son, president of Citizens for Con-
venient Banking.

The Civic Center will be the site of
a social hour, beginning at 6:30. Fol-
lowing the dinner, to be presided over
by Paul H. Mindeman, senior vice presi-
dent and senior trust officer at National
Bank, Tulsa, Barry Switzer, University
of Oklahoma'’s head football coach, will
address the audience on “What It Takes
to Be a Winner.”

Wednesday'’s schedule will begin with
8 a.m. registration in the Mayo Hotel
lobby and the first general business ses-
sion will start at 9:15 a.m. in the First
of Tulsa auditorium.

Following the call to order by OBA
President Morrison G. Tucker, there will
be an introduction of the new 50-Year
Club members. Robert E. Thomas,
chairman and president of MAPCO
Inc., Tulsa, will then speak on “Okla-
homa's Stake in Energy,” followed by
the “AIB Anniversary Message,” by
Richard L. Killmon, vice president of
Fidelity Bank, Oklahoma City. Dr.
Raymond Jallow, senior vice president
and chief economist at United Cali-
fornia Bank, Los Angeles, will then
address the assembly. To complete the
segment, Mr. Tucker will give the presi-
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OBA Chairman to Retire

Glenn P. (Red) Ward,
1974-75 OBA ch. and
immediate past pres,
of the association, will
retire from the former

position after this
years' convention May
13-15 in Tulsa. He

entered banking in
1952 as an agriculture
representative with
F&M Bank, Tulsa, be-
coming a.v.p. of busi-
ness development there
in  1953. Mr. Ward
joined Fourth National,
Tulsa, in 1959.

dent’s message, followed by presenta-
tion of the service awards and adjourn-
ment for lunch.

After the half-hour “Men’s Person-
ality Adjustment Period,” which begins
at noon in the foyer of the Crystal
Ballroom, the men’s luncheon will be
served in the ballroom.

Exhibits will open at 1:30 that after-
noon in the hotel lobby, followed at 5
by a social hour at the Civic Assembly
Center Arena. A western-style buffet
dinner is scheduled to commence at 6,
with entertainment by Hank Thompson
and His Brazos Valley Boys, Leroy Van
Dyke and the Auctioneers and Tommy
Overstreet and the Nashville Express.

May 15, the final day of the con-
vention, will start with the 9:15 a.m.
call to order by the president, of the
second general business session in the
First of Tulsa auditorium. A meeting
of the ABA membership will then en-
sue, with Ron Murray, vice president
of First National, Oklahoma City, pre-
siding. Purpose of the meeting will be
to elect a member of the governing
council and a nominating committee
member and alternate.

James H. Jones, chairman and CEO
of First National, New Orleans, will
then discuss “Trends in Banking,” fol-
lowed by Dr. James Blakeley’'s address,
“Success Comes in Cans.” Dr. Blakeley
is from Wharton, Tex.

After the speakers, the election of
officers will be held. The 1975-76 OBA
president, Tracy Kelly, who is president
of American National, Bristow, will
offer the message of the new president.
The convention will then be adjourned.

Several special activities will take
place in conjunction with the con-
vention. On Monday, May 12, will be

the 7 p.m. Past Presidents Club Dinner
in the Fourth National Bank Building’s
Summit Club. Presiding will be Con-
vention Chairman Glenn P. (Red)
Ward, senior vice president of Fourth
National, Tulsa, and immediate past
OBA president.

Tuesday’s special activities will be-
gin at 11 am., when conventioneers
can register in the hotel mezzanine for
Trust Division activities. At noon, a
luncheon will be held in the Pompeian
Court, featuring an “Update of Trust
Activities on the National Scene” by
Kenneth P. Gibbons, director, ABA
trust division. Election of officers will
then be held, followed by two work-
shops from 2:30-4.

The first of the two will concern
itself with trust investment and its
panel will include Bill Bequette, Ken
Brown and Neal Seidle. The second,
entitled “Employee Retirement Income
Security Act of 1974 Workshop (1974
Pension Reform Act)” will feature Jim
Dodd, Andy Landford and C. A. Hart-
wig.

Wednesday's special events are a
number of breakfasts, to begin at 7:45.
The 50-Year Club breakfast will take
place in the Golden Flame Room. An-
other will be held by the School of
Banking of the South, Homer Paul
presiding. Other morning meals have
been arranged by the Stonier Graduate
School of Banking, Madison Graduate
School of Banking Club and the Na-
tional Association of Bank-Women. = *

Bank Moves Sculpture

An original Harry Bertoia sculpture has been
relocated to "The People Place,” an inner-city
park under construction in the First Place Plaza
of First National, Tulsa. The sculpture was
originally installed in First National's Autobank
and dedicated in 1958.
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Who profits
from Fidelity’s
total commitment
to Correspondent
Service?

A corporation’s success reflects the
strength of its management. Fidelity’s total
commitment to serving correspondent
bankers means we offer you the resources
of a leading bank and the capabilities of our
top management team.

We're dedicated to providing a full range of
innovative services that are profitable to
you and helpful in serving your customers.
You can depend on the professional assist-

ance of Fidelity’s correspondent officers

. . Olen Treadway, Jim Timberlake and
Bob Reichert . . . and the experience and
knowledge of Fidelity’s top officers is al-
ways available to you in the management of
your bank. We believe this access to our
management team is essential to a mutually
beneficial correspondent relationship.
Give us a call. We understand banks on the
move, because we’'re Movers, too.

Fidelity Bank ,

Member F.D.I.C. ROBINSON AT ROBERT S. KERR
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Our unique collection system gives
all banks immediate, one-day credit.

If you have a customer who ships grain through
Hutchinson, we have a collection system that can save you
time and money.

With an account relationship at the First, you can
eliminate float and stop losing the ability to invest funds. A

A draft mailed rightlo us will be paid the day of M
receipt. You won’t have to wait three days, four days
or a week. Your funds will be available to invest, MM
usually the day after youve mailed your draft. Think, mm
for a minute, how that will increase your bottom line  f M
at the end of a year! ,

To discuss how your bank can benefit
from this unique, one-day collection system, call
Gary Karrer or Merle Starr at our New
Correspondent Center. (316) 663-1521

FirstNational Dank
@ of Hutchinson

Sherman and Main / Hutchinson, Kansas 67501
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Kansas

President

JENNISON

Robert H. Jennison, KBA pres., is pres.,

First State, Healy, which he joined as cash, in
1937. He also is pres., First State, Ransom,
and Security State, Scott City.

Pres.-Elect

AYRES

J. R Ayres, KBA pres.-elect, is pres., Citizens
State, Miltonvale, which he helped organize in
1946. He began his banking career with
Greenleaf State and is a former KBA chairman.

Treasurer

MARSHALL

Elwood Marshall, KBA treas., is pres., Home
Nat'l, Eureka. He has served there since his teen
years, except for a period with Bank of
America in Los Angeles and three years in
public accounting.
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Convention

Topeka, May 14-16

Headquarters—Ramada Inn

PROGRAM

FIRST SESSION, 2:15 p.m., May 15

The Governor's Views on Banking—ROBERT F. BENNETT, governor
of Kansas.

Commentary of the President—ROBERT H. JENNISON, president,
Kansas Bankers Association, and president, First State, Healey.

50-Year Club Induction—J. R. AYRES, president-elect, Kansas Bankers
Association, and president, Citizens State, Miltonvale.

American Bankers Association Elections—LINTON C. LULL, American
Bankers Association state vice president, and president, Smith County
State, Smith Center.

Address—U. S. SENATOR JAMES B. PEARSON (R.,Kan.).

SECOND SESSION, 10 a.m., May 16

Address—J. REX DUWE, president-elect, American Bankers Association,
and president, Fanners State, Lucas.

EFTS Film—*“The Future in Your Hands”

Presentation of Awards—DERYL SCHUSTER, regional director, Small
Business Administration, Kansas City, Mo.

AIB Commemoration Presentation—VAUGHN HOSMANN, member,
AIB 75th-anniversary committee, and president, Raytown (Mo.) Bank.

Installation of Officers and Regional Representatives.

Address—U. S. REPRESENTATIVE MARTHA KEYS (D.,Kan.).

Convention Speakers

These four speakers will appear at the Kansas convention in Topeka. They are (from 1) Dr. Ron
Barnes, senior associate and director of seminars. Center for Applied Behavioral Sciences of the
Menninger Foundation, Topeka; Governor Robert F. Bennett of Kansas; U. S. Representative
Martha Keys (D.Kan.); and U. S. Senator James B. Pearson (R.Kan.).
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Is KBA Theme
For This Year s Convention
To Be Held May 14-16

Fiesta Topeka

Those attending this year's Kansas
Bankers Association convention will
have the opportunity to mix plenty of
pleasure with business. Theme of the
May 14-16 event is “Fiesta Topeka,”
and headquarters will be the Ramada
Inn Downtown.

A men’s golf tournament, to begin
at 7:30 a.m., Wednesday, May 14, is
slated for the opening event of the con-
vention. Sites for the tournament will
be the Topeka Country Club and the
Shawnee Country Club.

Convention registration will begin at
8 a.m. in the Ramada Inn lower level.

A women'’s golf and tennis event, to
occur at the Topeka Public Golf Course
and the Topeka Country Club, respec-
tively, begins at 1 p.m. the first day.
“Fiesta Topeka's” final first day hap-
pening will be a welcome party begin-
ning at 6 p.m. at the Ramada Inn pool-
side. Tony Dipardo’'s Orchestra will
provide the entertainment.

Registration on the second day of
the KBA convention, Thursday, May
15, will begin at 8 in the morning and
continue until 8 that evening. The
Governing Council breakfast and meet-
ing will be held in the Ramada Inn
South Lower Lounge, beginning at
8 a.m.

One of the special events will begin
at 10 a.m. Thursday at Washburn Uni-
versity’s Theater in the Round, when
Dr. Ron Barnes will present the Men-
ninger Foundation symposium, “Get-
ting Along With People.” Dr. Barnes
is a senior associate and director of
seminars in Menninger's Center for
Applied Behavioral Sciences.

The symposium will be followed by
a picnic lunch in the Mulvane Museum
courtyard, weather permitting.

Several concurrent luncheons will be
held at 12:15, in addition to the picnic.
In the Ramada Inn, Parlor B, will be
the Schools of Banking luncheon, fea-
turing Dick Doolittle, administrator of
the Graduate School of Banking, Madi-
son, Wis. The Kansas Flying Bankers
will have their midday meal in the Don
Quixote room of the Holiday Inn
Downtown, the YBOK Iluncheon will
occur at the Topeka Town Club and
the 50-Year Club will have its lunch-
eon at the Ramada Inn, Gold Room,
Le Flambeau.

At 2:15 p.m. Thursday, the first gen-
eral session will begin in the Ramada
Inn Ballroom. Governor Robert F. Ben-
nett of Kansas will give his views on
banking; R. H. Jennison, KBA presi-
dent, and president, First State, Healy,
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Chairpersons of events for the KBA convention are pictured at a planning session. Seated, from I.
Marilyn Ellenz, Rich Campbell, Chairman Lanny Kimbrough, Ann Rolley and Jacque Kimbrough.
Standing, from 1.: Al Moore, Dan Bonine, Darv Hawley, Sims Firestone, Greg Studer, Duane Fager,

Russ Watkins, Sewali

Macferran, John Fernstrom and Bruce MacElvaine.

Not pictured: Maurice

Fager, Anderson Chandler, Elmer Beck and Bill Dickerson.

will provide his commentary; the 50-
Year Club induction will then take
place, with J. R. Ayres, KBA president-
elect, and president, Citizens State,
Miltonvale, presiding; Linton C. Lull,
state ABA vice president, and presi-

dent, Smith County State, Smith Cen-
ter, will oversee the ABA elections;
and then there will be an address by
U. S. Senator James B. Pearson (R.,
Kan.).

May 15 evening events will be
kicked off by a social hour, to start at
6, at the Ramada Inn poolside. Dinner
will be held in the Municipal Auditori-
um Arena at 7, and 8:30 will be the
starting time for entertainment by
country-western singer Jody Miller and
comedian-instrumentalist Glenn Ash.

The men’s breakfast, beginning at
7:30, Friday, May 16, will feature Bud
Moore, head football coach, Kansas
University, and the awarding of golf
tournament prizes. A 9:15 press con-

ference will be held in the Ramada
Inn’s Parlor D.
The Ramada Inn Ballroom will be

the site of the second general session.

beginning at 10 a.m. There will be an
address by J. Rex Duwe, ABA presi-
dent-elect and president, Farmers
State, Lucas, followed by the EFTS
film, “The Future in Your Hands.” Pre-
sentation of awards will be by Deryl
Schuster, regional director, Small Busi-
ness Administration, Kansas City, Mo.
Final events of the session will be the
AIB commemoration presentation by
Vaughn Hosmann, member, AIB 75th-
anniversary committee, and president,
Raytown (Mo.) Bank; installation of
officers and regional representatives;
and an address by Martha Keys, Dem-
ocratic U. S. representative from Kan-
sas.

A noon champagne luncheon will top
off the convention.

Committee chairmen. General chair-
man for the convention is Lanny Kim-
brough, vice president and trust officer,
Highland Park State, Topeka, and vice
chairman is Rich Campbell, vice presi-
dent and cashier, North Plaza State,
Topeka.

Committee chairpersons, all from
Topeka banks, include: budget, Sewali

Pinnick, Schwartz, Bartels Are Nominees For KBA Posts

PINNICK
&

SCHWARTZ

BARTELS
r

Floyd V. Pinnick and L. M. (Mike) Schwartz are the two contestants in this year's race for KBA
pres.-elect and James Bartels is the nominee for KBA treas. Mr. Pinnick is pres., Grant County
State, Ulysses, and presently serves on the KBA Governing Council and Board. He also is ch,
KBA Standing Committee on EFTS. Mr. Schwartz is pres., Citizens State, Paola, and dir.,, American

State, Osawatomie. Mr. Bartels is pres.,

Farmers State,

Hays, and Bushton State. Installation

of officers will take place during the KBA convention's second general session, Friday, May 16,

at 10 a.m.

MID-CONTINENT BANKER for May 1, 1975

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



Security National Bank

of Kansas City
Invites You to

“BRUNCH WITH THE BUNCH

In Suite 350
Ramada Inn-Downtown Topeka

“THE BUNCH"
be many of your KBA friends and all the

“MEN OF SECURITY"
Refreshments Buffet
Thursday, May 15,1975,10:30 AM to TOO PM

The continued hospitality of Security National will not conflict with official KBA functions.

SECURITY

BANK NAT/ONAL BANK

Seventh and Minn.—Kansas City, Kansas 66117
Dial Direct-913-281-3165 Member F.D.I.C.
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Sims Firestone, vice president, Topeka
State; Thursday night social, banquet,
entertainment, Maurice Fager, senior
vice president, First National; cham-
pagne luncheon, Dan Bonine, assistant
vice president, Merchants National; 50-
Year Club luncheon, Elmer Beck, ex-
ecutive vice president, Topeka State;
Kansas Flying Bankers, Anderson
Chandler, president, Fidelity State;
Schools of Banking, Darvin Hawley,

Macferran, president, First State; golf
tournament, Duane Fager, vice presi-
dent, Commerce State; facilities and
transportation, Bruce MacElvaine, vice
president, Southwest State; publicity,
Bill Dickerson, executive vice presi-
lent, Capital City State; welcome par-
ty, Al Moore Jr., assistant vice presi-
dent, Commerce State; men’s break-
fast, Russ Watkins, president, Fairlawn
Plaza State; registration, John Fern-

strom, assistant vice president, Kaw senior vice president, Merchants Na-
Valley State; women’'s golf and tennis tional; and YBOK luncheon, Greg
and Menninger Symposium, Ann Rol-  Studer, assistant vice president, Fideli-
ley and Jacque Kimbrough; housing, ty State.

f -

12 Officers to Retire
From KBA Gov. Council

Twelve officers will retire from the
KBA Governing Council this year. Of
that number, six are regional vice presi-
dents.

Retiring regional vice presidents are:
1. R. R. Domer, executive vice presi-
dent, Security National, Kansas City;
2. Dean W. Daniel, president, First
National, Coffeyville; 3. Wendell D.
Gugler, executive vice president, Farm-

ers National, Abilene; 4. Noel Estep,
executive vice president, Southwest
National, Wichita; 5. Dean D. Had-

dock, president, Guaranty State, Beloit;

6. Clarence A. Wilson, director, Home
State, LaCrosse, chairman, Farmers
State, Albert, and president, Central

Kansas Bankshares, Hutchinson.

Also retiring are Charles Brisendine,
executive vice president, Citizens State,
Liberal; W. D. Bunten, executive vice
president, Merchants National, Topeka;
Keith Kehmeier, chairman, Citizens
State, St. Francis; Linton C. Lull, pres-
ident, Smith County State, Smith Cen-
ter; Robert V. McGrath, chairman and

president, Boulevard State, Wichita;
I and Theodore Meyer, president, Mis-
N L L sion State.
C i AldsEraitijhg.
J
DEAN JOHNSON
Vice Resicent
Agricultural Loans
and Correspondent Banks
We are ptsassd to announce that Dean Johnson wwii direct the activities of
our Comrespondent Bank Department.
Dean has served as a valued member of our correspondent team tor the past
five years. He is the profession«i you have learned to expect from Hutchinson
National Bank and Trust Company.
So, when it conies to correspondent banking, took to the team with the
professionals.
ta H uoriai i m mSPHith =
bank and trust company
f
| ]
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HENRY G. BLANCHARD BERNARD J. RUYSSER
FRED DUNMIRE MAX DICKERSON
JACK MUELLER BOB LOYD
JACK MARKEY JOHN STRUBE
FARRELL MCATEE JIM HEFLEY
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Commercial

National's

Professionals
have some

great news
tor you!

See us at the

1975 K. B. A.
Convention

Mav 14-16
Topeka

COVWMEROAL

CNB Nanav

BANK

6th & Minneso ta Avenue
Kansas City, Kansas 66101
913 371-0035

Member F. D. I. C.
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KDCC Reports Another Growth Year;

Provides $17.5 Million in Loans

ansas development Credit

Corp. (KDCC), Topeka, reported
a year of growth at its annual meeting.
KDCC had more than $17.5 million in
loan services to Kansas businesses and
industry in 1974.

Of the $17.5 million, $3.8 million
was for loan approvals and commit-
ments, $10.7 million in working sec-
ondary money market loans, coupled
with over $1 million in loan payouts.
Principal reductions totaled $1.1 mil-
lion.

According to William Drenner,
KDCC chairman and executive vice
president, First National, Topeka, ap-
proved loans alone helped generate or
sustain an estimated 1,000 jobs and $7
million in payrolls.

Entitled “Kansas Funds Promote
Kansas Jobs,” the program has pur-
chased and resold Small Business Ad-
ministration guaranteed bank loans for
over $16 million since 1971. Of those,
$10.7 million are working loans still on

the books. Participation in the “Kansas
Funds” program by state pension sys-
tems, insurance companies, banks and
others has sustained an estimated 300
jobs and $2 million in payrolls.

In addition, groundwork has been
prepared for creation of Kansas Ven-
ture Capital, Inc., a risk capital organi-
zation. It will be a fully licensed small
business investment company and will
operate under KDCC's umbrella.

Since KDCC’'s 1965 beginning,
$51.3 million in loans and secondary
money market loans have been gener-
ated by the corporation. These services
have generated or sustained an estimat-
ed 12,700 jobs and $41 million in pay-
rolls.

During the annual KDCC election
of officers and directors, John J. Sulli-
van Jr., president, Roeland Park State,
was named chairman, succeeding Mr.
Drenner.

Others elected were: vice chairman,
J. Rex Duwe, chairman and president,

Farmers State, Lucas, and ABA presi-
dent-elect; president, George L. Doak
of Topeka; vice president, Larry J.
High of Topeka; vice president and
treasurer, Maurice E. Fager, sr. vice
president, First National, Topeka; and
secretary, Ellen M. Tyrell of Topelia..

KBA Chairman

Henry G. Blanchard,
KBA ch., is ch.. Com-
mercial Nat'l, Kansas

City, which he joined
in 1947. He is a past
pres., Greater Kansas
City Clearing House
Assn.  Mr. Blanchard
is immediate past
pres., KBA.

m LESTER C. CARLSON has been
promoted from comptroller to vice
president and comptroller at Merchants
National, Topeka, and Marjorie Heck
has been elevated to assistant vice
president. Bernie Finney, Jack R.
Shutt, Robert W. Spruill, Edward D.
Marchant, Joyce Binkley and Philip W.
Williams have been named assistant
cashiers. Mr. Carlson joined the bank
in 1969 and Miss Heck, in 1943.

Jointhe
Action Team

KANSAS STATE BANK AND TRUST COMPANY is now offering its total (CIF) CENTRAL INFORMATION FILE system
to your bank! Yes, KANSAS STATE BANK AND TRUST COMPANY will do your processing!

« Single Account Number Per Customer

« Demand Deposit Accounting

« Overdraft Automatic Loan Checking .

e Automatic Transfer of Funds

» Passbook or Statement Savings

* Golden Savings

* Certificate of Deposit
Club Savings

¢ Installment Loans

« Dealer Accounting

* General Ledger

* Combined Trial Balance

e Combined Statement

¢ Customer Marketing Analysis

¢ Complete Year-end Reporting

PAYROLL PROCESSING FOR YOU OR YOUR COMMERCIAL CUSTOMERS

« Complete System
« All Types of Business

MAIN OFFICE, 123 North Market / Wichita, Kansas 67202
LINCOLN HEIGHTS EAST OFFICE, Douglas and Oliver

Digitized for FRASER

https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis

¢ Labor Distribution

* Tax Reports and W2's

Call us today for information. 316/263-2211

KANSAS STATE BANK AND TRUST COMPANY

Member F.D.I.C.
MOTOR BANK, 122 North Main
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Investment Banking Since 1890

UNDERWRITERS-DISTRIBUTORS-DEALERS

GENERAL MARKET
MUNICIPAL BONDS
CORPORATE BONDS
LISTED and UNLISTED
STOCKS

Direct Wire to
the Exchange Floors

STIFEL, NICOLAUS

& COMPANY INCORPORATED

MEMBERS NEW YORK STOCK EXCHANGE, INC.
AMERICAN STOCK EXCHANGE, INC.
MIDWEST STOCK EXCHANGE, INC.

ST. LOUIS « ALTON « BLOOMINGTON <« CEDAR RAPIDS « CHICAGO < CHICAGO HEIGHTS
CLAYTON <« IOWA CITY « KANSAS CITY * LOUISVILLE « MEMPHIS « MILWAUKEE « MOLINE
OKLAHOMA CITY « TULSA * WICHITA
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m A. DWIGHT BUTTON, chairman,
Fourth National, Wichita, has been
named honorary initiate for 1975 by
Alpha Kappa Psi Fraternity, Gamma
Upsilon Chapter, Wichita State Uni-

versity's College of Business Adminis-
tration. Alpha Kappa Psi, a profession-
al business fraternity, has primary ob-
jectives of furthering the welfare of its
members, fostering scientific research
in the fields of commerce, accounts and
finance and promoting and advancing
educational environments leading to
degrees in business administration.

s DARWIN E. BAKER has been
named assistant vice president at Le-
nexa State. He formerly was with In-
dian Springs State, Kansas City, as an
installment loan officer and vice presi-
dent. Mr. Baker is installment loan su-
pervisor at Lenexa State.

The one with two.

Great Bend’s only bank with two locations . .

town at 17th and Main

western Great Bend business and residential

. down-
. and Westgate, serving

areas

with new mileage-saving convenience at Broadway

& K-96.

Great Bend, Kansas
316-792-2521
Member— F.D.1.C.

1950 — Our 25th Anniversary — 1975

STRENGTH - INTEGRITY - EXPERIENCE

Thanks to our correspondents and friends
for their business and for those of you not

acquainted with our service,
Estep,

Noel

visit with
Exec. V.P., who is ready to

meet your future needs.

DOUGLAS AND TOPEKA « WICHITA, KANSAS 67202
316-264-5303
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s LAWRENCE W. MAGETTE has
been named vice president, commercial
loan department, East Side Bank,
Wichita, and Michael C. Bigheart has
joined the bank as marketing officer.
Mr. Magette formerly was manager,
Huntington Beach Branch, Security Pa-
cific National, Los Angeles, a position
he held for 10 years. Mr. Bigheart
served as credit manager and then as
assistant  cashier, Union National,
Wichita, since 1971. In his new posi-
tion he will call on commercial busi-
nesses in the city.

m CONSTRUCTION has begun on a
new, 3,600 square foot permanent fa-
cility for Boulevard State's Woodlawn
Office, Wichita. Scheduled for a late
summer opening, the new structure
will replace a temporary building
which has been providing walk-in and
drive-in service since last July. Mrs.
Jeanette Nikkei is manager of the new
facility, which will feature three drive-
in service windows and five inside tell-
er windows.

H THE FED has approved a move by
Tipton Insurance Agency, Inc., to be-
come an HC through acquisition of
Tipton State Bank and Tipton Insur-
ance Agency.

Calder Mobile Positioned

This 47-foot-high Alexander Colder mobile, cre-
ated for Fourth Financial Center, Wichita, is
now susoended from the 130-foot skylight ceil-
ing of the structure's courtyard. Entitled "Mo-
bile fait d'demontables” (Collapsible Elements),
the large, heavy-gauge aluminum discs are
scaled in size and are colored in red and yel-
low. The entire piece, Calder's largest, weighs
approximately two tons, and the suspension
mechanism had been pre-designed as part of
the original steel structure of the building. The
creation was constructed under the artist's su-
pervision in his Biemont ironworks on the out-
skirts of Tours, France.
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ALL the “MEN” have
gone to the

KBA Convention
In Topeka...

“But don’t worry, I'm watching the Processing — Credit Information —
store — (I mean the Bank). So I'm your Overnight investments — Check Clear-
gal LUCILE here to help you with — ing — Trust Services — I'll even work
Excess Loans — Safekeeping of Securi- overtime to help you.”*

ties — Joint Custody Services — Data

FIRST NATIONAL BANK IN WICHITA

CORRESPONDENT BANKING SPECIALISTS SINCE 1876*MEMBER FEDERAL DEPOSIT INSURANCE CORPORATI

**EXCEPT THURSDAYS WHEN | HAVE MY HAIR APPOINTMENT.”
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Central Trust Bank Central Motor Bank

Central Trust is constantly in tune with the growth of Central Missouri and stands
ready to serve all your correspondent needs with the best in modern banking.

We look forward to seeing you at the MBA convention in Kansas City, May 11-13.

Fred Rost, Senior Vice President
John Morris, Senior Vice President - Jim Herfurth, Vice President

You have a friend at

THE CENTRALTRUST BANK

JEFFERSON CITY, MISSOURI 65101 Member Federal Deposit Insurance Corporation
MID-CONTINENT BANKER for May 1, 1975
Digitized for FRASER
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Missouri Convention

President

RISLEY

Charles W. Risley Sr., MBA pres., joined
Excelsior Trust, Excelsior Springs, in
1941. He became sec.-treas. in 1945 and
was named pres, in 1966.

Vice President

PFLEGING

Richard J. Pfleging, MBA v.p., is pres., Bank
of St. Ann, which he joined in 1964. A native
of New York, he was with the New York Fed

before joining Brentwood Bank in 1961.

Treasurer

RICHMOND

Charles K. Richmond, MBA treas., joined
American Nat'l, St. Joseph, in 1946. He became
an officer there in 1949 and was named

e.v.p. in 1973.
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Kansas City, May 11-13

Headquarters—Crown Center Hotel

PROGRAM
FIRST SESSION, 1:30 p.m., May 12

Presiding—WILLIAM O. WEIS, chairman, convention committee, and
vice president, First National, Kansas City.

Welcome—BRUCE RICE, sports director, KCMO-TV, Kansas City.

Address—GEORGE A. LeMAISTRE, director, FDIC, Washington, D. C.

Remarks—C. W. RISLEY SR., MBA president, and president, Excelsior
Trust, Excelsior Springs.

Introduction of Regional Vice Presidents and Secretaries and Chairmen
of Standing and Special Committees.

Executive Vice President’'s Report— FELIX LeGRAND, Jefferson City.

Treasurer's Report—CHARLES K. RICHMOND, MBA treasurer, and
president, Bank of St. Ann.

Report of Committee on Nominations.

Election of Officers.

Announcements and Adjournment.

SECOND SESSION, 9:45 a.m., May 13

Call to Order—C. W. RISLEY SR.

Meeting of Missouri Members of the American Bankers Association—
JAMES J. LANNING, ABA state vice president, and chairman and
president, Red Bridge Bank, Kansas City.

Address—ELMER W. LOWER, vice president, corporate affairs, Amer-
ican Broadcasting Companies, Inc., New York.

Address—WILLIAM McNEALY, group vice president, North American
Marketing, American Motors Corp., Detroit.

Announcements.

THIRD SESSION, 2 p.m., May 13

Call to Order—C. W. RISLEY SR.

AIB—75 Years of Banking Education—E. VAUGHN HOSMANN, presi-
dent, Raytown Bank.

A Survival Kit for Today’s Banker—SOMERS H. WHITE, president,
Somers H. White Co., Phoenix.

Installation of Officers.

Report of Committee on Resolutions.

Unfinished Business.

New Business.

Announcements and Adjournment.

Convention Speakers

RICE LeMAISTRE WHITE

Among the speakers at this year's MBA convention will be Bruce Rice, sports director,
KCMO-TV, Kansas City; George A. LeMaistre, director, FDIC, Washington, D. C.; and
Somers H. White, president, Somers H. White Co., Phoenix.
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KC Is Site for Convention;
'Put It All Together’
Is Theme for 1975

KANSAS CITY— ‘Tune In, Turn On
—Put It All Together in '75” is the
theme of the 1975 convention of the
Missouri Bankers Association, to be
held at the Crown Center Hotel here.
Dates for the event are May 11-13.

Sunday’s schedule begins at 2 p.m.,
when the registration desks open in the
Century Foyer, followed by the open-
ing of the commercial exhibits in the
Century Room at 4.

A golf tournament begins 8 am.
Monday at the Liberty Hills Country
Club, with a tennis tournament begin-
ning one hour later at the Kansas City
Racquet Club. Registration and com-
mercial exhibits open at 9 a.m., in the
Century Foyer and the Century Room,
respectively. At 9:30, First Missouri
Development Finance Corp. will hold

We'll see you at M.B.A. in KC.
Crown Center, May 1M2-13

AMERICAN NATIONAL BANK

BRENTWOOD BANK
CITY BANK

Serving the St. Louis Area

CONVENTION GREETINGS FROM YOUR FRIENDS AT ..

Members of MBA convention committee pose during meeting. Seated, from left: Roy Schumacher,
MBA dir. of public relations; George Stemmier Jr., Stemmier, Fisher Associates, St. Louis; Robert
Townsend, public relations and advertising, Shawnee Mission, Kan.; Charles L. Richardville, a.v.p.,
Leawood Nat'l, Kansas City; C. W. Risley, MBA pres., and pres., Excelsior Trust, Excelsior Springs;
Bill Weis, v.p., First Nat'l, Kansas City; Jack Wagner, a.v.p., Livestock Nat'l, Kansas City; Bob
Fitzpatrick, formerly v.p., Traders Nat'l, Kansas City, now v.p., Security Nat'l, Kansas City, Kan,;
Bill Gilmor, a.c., Bank of Independence; Bill Fisher, a.v.p., First Nat'l, Kansas City. Standing, from
left: Mel Schroeder, v.p.. Mercantile Bank, Kansas City; Bill Walsh, Jack Morton Productions, Inc.,
Chicago; Sylvia Greer, MBA; Bill Stephensen, MBA admin, asst.; Frank Greiner, a.v.p., Commerce
Bank, Kansas City; Paul Rossan, sr. v.p., First Nat'l, Kansas City; Felix LeGrand, MBA e.v.p. Not
pictured are Stan Samberg, v.p., Merchants-Produce, Kansas City; Ben Adams, a.v.p., United Mo,
Kansas City; Bob Plummer, v.p., Columbia Union, Kansas City; Richard Pfleging, MBA v.p., and
pres., Bank of St. Ann.

a stockholders’ meeting and breakfast
in the President’s Room and the nomi-
nating committee will meet in the Sen-
ator's Room at 10, followed by the
meeting there at 11 of the resolutions
committee. The sergeants-at-arms meet-
ing will be held in the Independence
Room at 11 and the 50-Year Club re-
ception and luncheon is scheduled for
11:30 in the Mission Room. A women'’s
luncheon has a noon starting time.

The first general business session will
begin in the Centennial Room at 1:30
p.m. and an informal mixer and dance
will be held from 9 p.m. to midnight,
featuring the Levee Singers from Dal-
las.

Tuesday’s events will begin at 7:30
a.m., with the School of Banking of the
South alumni breakfast in the Penn
Valley Room. Registration opens at 9
in the Century Foyer, with commercial
exhibits having the same opening time
in the Century Room.

The second general business session
has a 9:45 am. starting time in the
Centennial Room. The third general

Convention Entertainment

10449 St. Charles Rock Road

St. Ann,

Missouri 63074

next to St. Louis International Airport

TOTAL RESOURCES MORE THAN $25,000,000
Twenty-one Years of Service to St. Ann
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Appearing at the Monday night mixer and
dance will be the Levee Singers from Dallas.
Mixer will begin at 9 p.m.
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You'll ike Our New
Correspondent
Officer
because
he knows

the business

outside In
and
Inside out!

Meet John Jennings, another
Manchester Performance Man

on the move for you.

Someone who knows the business outside in, and out?
That’s right. It's the perfect combination of qualities for a
Manchester correspondent representative. Outside in . . .
John’s acclimated and trained for correspondent services.
Inside out ... he came up through the cashier ranks

with day-to-day staff operational and problem-solving
experience. Couple all that with his computer data
processing expertise and we think you’'ll see why

John Jennings should be your man.

If you'd like to discuss any of your correspondent needs
with John, just give him a call collect at 314 « 652-1400.

FULL
SERVICE

Manchester Bank

Vandeventer and Chouteau Avenues Member FDIC

St. Louis, Missouri 63110
MANCHESTER
FINANCIAL
r  BANKS
Digitized for FRASER

https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



business session begins in that room at
2 p.m., followed by a cocktail party in
the Century Lounge and the Garden
Terrace. Hosts of the cocktail party are
the following Kansas City banks: Co-
lumbia Union National, Commerce
Bank, First National, Livestock Na-

FOR IMMEDIATE
ATTENTION TO YOUR
NEEDS— AND FAST
SERVICE— ASK ONE
OF THESE MEN ABOUT

BANK
CREDIT
INSURANCE

Harold E. Ball
Carl W. Buttenschon
Leon Robinson
Milton G. Scarbrough

Foster (Horsey) Latimer
Missouri General Agent

INDUSTRIAL
LIFE INSURANCE COMPANY

(214) 748-9261
2808 Fairmont « Dallas, Texas 75201

A member company of
ffOfeS REPUBLIC FINANCIAL SERVICES, INC.

tional, Mercantile Bank, Traders Na-
tional and United Missouri. A 7 p.m.
informal president’s banquet is slated
for the Century Ballroom.

William O. Weis, vice president,
First National, Kansas City, is chairman
of the convention committee, and John

FUNDS AVAILABLE FOR
LONG TERM CORPORATE
BUSINESS FINANCING

FIRST MISSOURI LOAN POOL

Working Capital
Equipment
Construction
Acquisitions

Sale Leaseback
Financial Counseling

$25,000 to $500,000
5 to 15 years

JERRY STEGALL, E.V.P.

Sson 302 Adams St.
" r s PO, Box
< ht Jef?erson ng%
Mo. 65101

314-635-0138

Now we can provide our customers service

never before available....

The Florissant community demands more and more in service, and
now we’re equipped to offer it. Our association with First Union
opens a whole new realm of service for our customers. Our custom-
ers deserve it, and we can provide it— now.

MELVYN MOELLERING, Chairman & President
CYRIL A. NIEHOFF. Executive Vice President & Cashier

NORBERT W. LOHE, Senior Vice President
EMMA R. SCHOLL, Vice President

LESTER H. ROSEN KO ETTER, Vice President
ROY F. LARAMIE, Assistant Vice President
ROSA N. SMITH, Assistant Vice President

EUGENE J. MEYER, Assistant Vice President

DOROTHY R. JASPER, Assistant Vice
President

STEPHEN E. FRANK, Assistant Cashier

CARL W. PETERS, Assistant Cashier

DOLORES BIEBEL, Assistant Cashier

Florissant Bank

880 ST. FRANCOIS ST. & 13980 NEW HALLS FERRY RD.

Hometown Banks
Statewide Strength

FLORISSANT, MO.

Member of Federal Deposit Insurance Corporation
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Mercantile-
Louis, is vice

H. Obermann, president,
Commerce Trust, St
chairman.

Serving on the convention committee
are Kansas City bankers Ben Adams,
assistant vice president, United Mis-
souri; Joe Archias, assistant vice presi-
dent, Baltimore Bank; William J. Fish-
er, assistant vice president, First Na-
tional; W. R. Fitzpatrick, formerly vice
president, Traders National, now vice
president, Security National, Kansas
City, Kan.; Frank Greiner, assistant
vice president, Commerce Bank; Rob-
ert V. Plummer, vice president, Colum-
bia Union National; Charles Riehard-
ville, Leawood National; Paul Rossan,
senior vice president, First National,;
Stan Samberg, vice president, Mer-
chants-Produce Bank; Mel Schroeder,
vice president, Mercantile Bank; and
Jack Wagner, assistant vice president,
Livestock National.

Other convention committee mem-
bers include Paul M. Ross, senior vice
president, First Union, St. Louis, and
William  Gillmor, operations officer,
Bank of Independence.

50-Year Club Additions
To Be Inducted May 16

The MBA 50-Year Club luncheon,
which will be held Monday, May 12,
at Kansas City's Crown Center Hotel,
is scheduled to begin at 12:15 p.m.,
following an 11:30 reception. Accord-
ing to James B. Courrier, 50-Year Club
secretary and assistant vice president,
First National, St. Louis, the new mem-
bers will bring the club roster to 227.

New additions from the St. Louis
area include Julius A. Schaan (ret.)
and Ernest D. Wilier, assistant vice
president, Boatmen’s National; Julius
Lind of First National (ret.); Edward
W. Kirite, president, American Nation-
al; Fred H. Rider, vice chairman, and
William R. Niedringhaus, vice presi-
dent and cashier, Plaza First National
of Westport, St. Louis County (former-
ly First National of Wellston); and Eu-
gene F. Weber, assistant cashier, Nor-
mandy Bank.

Other inductees will be Elmer Eris-
man, vice president, Commerce Bank,
Kansas City; Ben L. Mohney, presi-
dent and trust officer, City Bank, Mo-
berly; C. Ray Willard, vice president
(ret.), Central Bank, Lebanon; Sidney
Cooke Sr., chairman, Hub State, Inde-
pendence; Vesper L. Shelby, president,
First National, Bethany; George G.
Rollins, president, Winona Savings
Bank; Frank V. Mehl, president, Jef-
ferson County Bank, Hillsboro; and
E. C. Falk, president, Farmers Trust,
Lee’s Summit.

MID-CONTINENT BANKER for May 1, 1975

Digitized for FRASER
https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis



Pfleging, Richmond, Anderson
Are MBA Officer Nominees

At its 1975 meeting, the MBA Nomi-

nating Committee named Richard J. What,s NeW at St' JOhnS?

Pfleging to run for president of the as- A facility to meet the expanding needs of our commu-
sociation, Charles K. Richmond for vice nity.

president and Mills H. Anderson for
treasurer. Committee members in at-
tendance were its chairman, William
H. Corken, president, Clifford Bank,

This new 4,100-square-foot, drive-up, wallc-in facility is
located at 9229 Natural Bridge. Night depository and
safe deposit service is also available.

Clarksville; W. J. Ingraham, vice presi-
dent, Cook & Vencil Bank, Galt; Paul
H. Knoblauch, president, First Nation-
al, St. Charles; E. Van Gibbs, executive
vice president, Farmers State, Risco;
David S. Eblen, vice president, Security
Bank, Branson; and D. D. Salveter,
president, Bank of Crocker.

Mr. Anderson,
the treasurer nom-
inee, is president,
Bank of Carthage.
He joined the bank
in 1946 as man-
ager, installment
loan  department.
Mr. Anderson ad-
vanced through the
ranks, being named
president in 1959.
He is a former
chairman of the MBA Consumer Fi-
nance and Governmental Affairs com-
mittees and has served on the Bank
Management and Membership commit-
tees. He has been active in the ABA,
having been a state member of the Ex-
ecutive Council, as well as a member
of the Borrowing Committee and Gov-
ernmental Relations Council.

ANDERSON

® JOHN M. HALL JR. and William
Clark Adreon Jr. have been named vice
presidents at United Missouri Bank,

We look forward to seeing our Missouri friends at the
MBA convention May 1 1-13 in Kansas City.

OFFICERS

SYLVESTER F. WITTE
WALTER C. BRANNEKY
FLETCHER E. WELLS ...
HUBERT V. KRIEGER

JERRY L. BYRD

EARL R. LUNDIUS ...
LEONARD W. HUDDLESTON
JACK K. ISHERWOOD
WILLIAM O. ROBARDS
FRED G. FETSCH ..
MARIE WELLINGHO
VIRGINIA F. HAUSER
CHARLES C. SMITH .
WALLACE J. SHEETS.
F. GILBERT BICKEL ....
HARRY C. MUMMERT
RUTH DICKEY .o
IRMA G. HASTINGS
EARLENE TAYLOR ...

s e PTESIAENTE
Executive Vice President
Vice President and Cashier
. Auditor and Comptroller
....................... Vice President
... Assistant Vice President
.. .. Assistant Vice President
.. Assistant Vice President
.. Assistant Vice President
Assistant Vice President
Assistant Vice President
Assistant Cashier
Assistant Cashier
.. Trust Officer
Vice President
... Vice President
Mgr. Loan Dept.
.. Mgr. Proof Dept.
Mgr. New Accounts

DIRECTORS

HERBERT W. ZIERCHER, Chairman
JOHN H. ARMBRUSTER
F. GILBERT BICKEL, D.D.S.
WALTER C. BRANNEKY

St. Louis. Mr. Hall began his banking
career in 1971 and joined his present
bank in 1973. Mr. Adreon recently
joined the bank, going from Maritz,

ANDREW W. GAROFALO

Inc., St. Louis. FRANK J. LAMA
EARL R. LUNDIUS
HARRY A. MCcKEE, JR.
HARRY C. MUMMERT
EDWIN C. RYDER, JR.
FLETCHER E. WELLS
SYLVESTER F. WHITE

s MICHAEL A. LUBY JR. has been
elected assistant cashier and Leland M.
Walker has been appointed assistant
auditor at First National, Kansas City.
Mr. Luby joined First National in 1973
and Mr. Walker, who also is assistant
auditor for First National Charter
Corp., parent HC, joined the HC in
1973.

Since 1926
Bank and Trust Co.

s AMERICAN SECURITY BANK,
Pacific, has concluded its month-long
official grand opening. The celebration
included a weekly television giveaway
and a “treasure chest” filled with cer-
tificates redeemable for goods and ser-
vices at area merchants. Response to
the grand opening was termed “quite
encouraging” by officials.

8924 St. Charles Road = St. Louis, Mo. 63114

MEMBER F.D.I.C.
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SANGUINEI

m MERLE M. SANGUINET has been
elected president and CEO at County
National Bancorp., Clayton. He also
is chairman and president of St. Louis

County National, Clayton, the HC's
lead bank. Edward H. Schmidt, who
had been president, has been named
chairman at the HC, a newly created
position. Martha Sheerin, assistant vice
president at the bank, has assumed ad-
ditional responsibility as secretary at
the HC and Matthew Toczylowski, in
addition to his position as a bank au-
ditor, has been named an auditor at
the HC.

Died: H. B. Campbell, 74, president,
Peoples Bank, Lilbourn, of a heart at-
tack, late in March.

SOUTHERN
COMMERCIAL
BANK

5515 SOUTH GRAND BLVD.

7201 SOUTH BROADWAY

ST. LOUIS, MISSOURI

314/481-6800

Convenience Banking in St. Louis Since 1891

Member F.D.I.C.

The officers and staff of Pioneer Bank & Trust Co.

invite you to visit our new headquarters building at 2211 S. Big Bend, St. Louis, Missouri.

The following officers of Pioneer Bank & Trust Company will welcome your queries
about banking services for both consumer and industrial accounts throughout West and

South St. Louis County.
WILLIAM T. BOEHM
Chairman of the Board and President

MARIO M. GAIA
Exec. Vice President

L. M. MARSHALL
Sr. Vice President

PHYLLIS W. HILL
Vice President

THOMAS J POWERS
Vice President and Trust Officer

SAMUEL H. GOLDMAN
Vice President

ROBERT G. SNYDER
Vice President

Assets Now
in Excess of

$60,000,000.00

PETER F. BENOIST
Asst. Vice President

DON W. GARNER
Asst. Vice President

EVELYN M. CALLAWAY
Asst. Treasurer

WINEFRED E. CORDER
Asst. Treasurer

JEAN PETTIBONE
Drive-In Manager

JOAN S. JACOBS
Auditor

PIONEER BANK & TRUST CO.

2211 S. Big Bend

644-6600 St.

Louis, Mo. 63117

Member FDIC
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m RICHARD F. FORD, executive
vice president, First National, St
Louis, and John Peters MacCarthy, ex-
ecutive vice president, St. Louis Union
Trust, have been elected directors of
First Union, Inc., St. Louis, the parent
HC. Mr. Ford joined the bank as vice
president in 1969, after working as
manager, institutional and corporate
business development department, Mer-
rill Lynch, Pierce, Fenner & Smith, St
Louis. He became executive vice presi-
dent at the bank in 1973, with respon-
sibilities for the commercial banking
divisions, international and retail bank-
ing and the marketing and advertising
departments. Mr. MacCarthy, who also
serves as secretary at First Union,
joined Union Trust in 1969, after serv-
ing as a partner in a St. Louis law
firm. In other news at First National,
Charles F. Knight, chairman and CEO,
Emerson Electric Co., St. Louis, has
been elected a director. He also is a di-
rector of St. Louis Union Trust.

FORD MacCARTHY
m COUNTY NATIONAL BAN-
CORP., Clayton, has been granted a

charter from the state commissioner of
finance for a new bank, to be located
in Chesterfield. It will be known as
County Bank of Chesterfield. Plans in-
clude a one-story building with 2,400
feet of space, three drive-up windows
and a parking area. The charter is sub-
ject to Fed approval.

m EXCELSIOR TRUST, Excelsior
Springs, and First National Charter
Corp., Kansas City, have announced
an agreement by which Excelsior Trust
will become a member of the HC. The
agreement, subject to regulatory and
shareholder approval, calls for First
National Charter to acquire at least
80% of the outstanding stock of the
bank through an exchange of shares.

m AFFILIATION of United Bank,
Macon, with Mercantile Bancorp., Inc.,
St. Louis, has received Fed approval.
The HC also has announced comple-
tion of affiliation with State Bank, Wil-
low Springs, and Salisbury Savings
Bank.
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LUMPE MEEKER

m LARRY E. LUMPE has joined the
correspondent division at Commerce
Bank, Kansas City, as senior officer in
charge of Missouri banks. He has been
elected senior vice president of the
bank and also will be named a vice
president at Commerce Bancshares,
Inc., Kansas City, parent HC. Gary L.
Callaway has been elected vice presi-
dent at the bank, to be in charge of the
BankAmericard division, and D. W.
Gilmore has been named a bank direc-
tor. Alvin D. Meeker has been elected
a regional vice president at Commerce
Bancshares, to serve the Commerce
banks in northeastern Missouri. Mr.
Lumpe began his banking career in
1948, serving banks in Lincoln, Cen-
traba and Rolla. He joined State Bank,
Poplar Bluff (now Commerce Bank),
in 1966, and later served as the first
president of Commerce Bank, St
Louis, and most recently was president,
Commerce Bank, University City. Mr.
Meeker joined Commerce Bank, Kirks-
ville, in 1957 and has served as presi-
dent there since 1972.

m CONSTRUCTION has begun on an
addition to Red Bridge Bank, Kansas
City. The present bank occupies 3,476
square feet of space on each of its two
levels, plus drive-up windows. The new
building will provide for an expansion
of teller facilities and additional vault
space. A centrally located service cen-
ter will be provided for information,
new accounts and safe deposit. The of-
ficer's lobby will be enlarged and the
perimeter walls will allow space for
four offices and a conference room.

Artist's conception of new addition to Red

There's more
tobeing
agooa

correspondent

bank

It takes men ready to be-
come personally involved
in your problems. Men
with the authority to make
decisions, and the knowl-
edge in their field to make
the right ones. Men like
Beanie Broadhead, John
Kain and Phil Miller...
agricultural pro’s from the
First Stock Yards Bank.

Just give them the chance
to show you the difference

between talking about
good correspondent ser-
vices and actually giving
them.

Credit information. Fi-
nancing assistance. Col-
lection and remittance ser-
vices. Just give them the
chance and they’ll show
you the personal, profes-
sional servicesyou’ve been
looking for in your cor-
respondent bank.

I FIRST STOCK YARDS BANK

MEMBER Livestock Exchange Building. St. Joseph, Mo. 64504 « 816-238-1738

F.D.I.C

CONVENTION GREETINGS
TO OUR MISSOURI
FRIENDS

BANKER

3803 S. Broadway
ST. LOUIS, MISSOURI 63118

BEST WISHES FOR A SUCCESSFUL CONVENTION

OFFICERS

CLIFFORD A. SCHMID
President

RICHARD O. WERNER
Executive Vice-President
& Sec’y

GEORGE B. WESSELS
Vice-President

ORVILLE J. GRANNEMAN
Vice-President

HARRY H. NELSON
Vice-President

WM. E. PETERSON. JR.
Chairman of the Board
Chief Executive Officer

SAM N. ANTONACCI
Vice-President & Comptroller

ALBERT C. WOTAWA
Treasurer

ROBERT L. TOBUREN
Assistant Vice-President

EDNA L. LONG
Assistant Secretary

r* CHippewa
ttustco

Bridge Bank, Kansas City. New construction
will add over 11,000 square feet of space on
two levels, more than doubling the building's
present size.
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1975— Our 94th Year!

Citizens Bank of
Grant City

GRANT CITY, MO,

Total Resources
$12,600,000

Capital Accounts & Reserves
$1,015,000

W. M. C. DAWSON, Chairman
JOHN P. DAWSON, President

Member of F.D.I.C.

m DONALD R. SELBY has been
elected president at Commerce Bank,
Kirksville. He most recently served as
regional vice president at Commerce
Bancshares, Inc., Kansas City, parent
HC. Prior to that, he was executive
vice president at Commerce Bank, Fen-
ton. Mr. Selby began his banking ca-
reer in 1950 at Boone County National,
Columbia.

m JOHN R. KIRK JR. has retired
from United Missouri banks of St
Louis and Kirkwood. He will serve as
a consultant for United Missouri Bane-
shares, Inc., Kansas City, the parent
HC. Mr. Kirk joined United Missouri
Bancshares group in 1971 as president,
United Missouri Bank, Kirkwood. He
was elected chairman of the two banks

Letus help you
put it all together

PERSONAL SERVICE « ON-THE-SPOT COMMITIVENTS
PROFESSIONAL KNOWLEDGE » tOtIST DEPARTIVENT

COVPUTER SERVICES (EOF)® IPARTIVE
AGRICULTURAL LOANS» UAL LOANS
INVESTIVENT COUNSELING ¢

" _/\jS L b an k OF ST.JOSEPH

Simply call (1-816-279-2724)
Martha or Nita. They’ll

put you in touch with
pro’s. Men who will come
to your bank and help you
put it all together.

FIRST NATIONAL BANK

of St. Joseph, Missouri 64501 « Fourth at Felix « 816-279-2724

Member Federal Deposit Insurance Corporation
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SELBY KIRK

in 1974. Mr. Kirk is a past president,
Associate Bankers of St. Louis and St
Louis County.

s WILLIAM E. FOWLER has been
elected president and CEO at Com-
merce Bank, Harrisonville. He has
served as executive vice president there
since 1973. He joined the bank in
1961.

« MARGIE STAFFORD has been
promoted to assistant vice president,
American National, St. Joseph, and
Lyle Leimkuhler has been elected au-
ditor. Mrs. Stafford joined the bank in
1961. Mr. Leimkuhler went from a
Kansas City accounting firm.

FIRST NATIONAL BANK
& TRUST COMPANY OF JOPLIN

Downtown/Southtown/Westown/Member FDIC
Member. First Community Bancorporation
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m THE FED has approved an applica-
tion by General Bancshares Corp., St
Louis, to acquire Traders National,
Kansas City.

ABA's Centennial Convention
To Feature Current Issues

NEW YORK—The ABA’'s Centen-
nial Convention will be held here Oc-
tober 4-8 and is expected to attract
more than 12,000 bankers and spouses.

The 1975 convention will focus on
issues affecting banking in the chang-
ing economy, such as public percep-
tion of banking, bank regulation and
who will do it, government vs. indus-
trial and consumer credit and competi-
tion and its role in a free economy.

Other topics of interest will be elec-
tronic funds transfer systems (EFTS),
the outlook for the nation’s money sup-
ply, enlarging minorities’ and women’s
involvement in all phases of banking,
new initiatives on Capitol Hill and the
state of the economy.

Registration and housing reservation
information for the convention was
mailed to CEOs of all ABA-member
banks during the first week in April.

Anyone wishing to register for the
convention should contact the ABA
Convention/Meeting  Services Divi-
sion, 1120 Connecticut Ave., N.W.,
Washington, DC 20036.

H\B

MISSOURI'S FIRST STATE CAPITOL

VISIT the
City of Saint Charles, Missouri

HOME OF MISSOURI'S FIRST STATE CAPITOL

First

National

B an k 1St.Char'IeS MISSOURI

100 NORTH MAIN, 5th AND FIRST CAPITAL
ELM AND HAWTHORNE

ESTABLISHED 1863

Greetings to Our Banker Friends
at This Convention Season

FROM THE OFFICERS AND DIRECTORS
OF THE SOUTH SIDE NATIONAL BANK

GEORGE J. HELEIN
President

J. RICHARD FURRER
Executive Vice President

H. WM. ROBERT
Vice President & Trust Officer

GEORGE F. BENNER
Vice President

WALTER C. HAMMERMEISTER
Vice President & Cashier

Herman J. Beetz
Ralph Crancer, Jr.
Howard F. Etling
J. Richard Furrer

Officers
ALBIN F. OEHLER
Vice President
RAYMOND E. KNORPP
Vice President
WALTER E. GOEBEL
Assistant Vice President
ROBERT C. WERKMEISTER
Assistant Vice President
LEON A. BREUNIG
Assistant Vice President
WILLIAM E. MUHLKE
Asst. V.P. & Auditor

Directors

Thomas J. Hejlek
George J. Heiein
Paul V. Helein
Charles F. Herwig

CAROL S. ALEXANDER
Asst. Cashier & Sec'y to the Board
ARTHUR L. JEANNET, JR.
Assistant Cashier
VERNON C. BETSCHART
Assistant Cashier
MARGUERITE CIBULKA
Safe Deposit Officer
ALYCE L. SCOTT
Personal Loan Officer
JOSEPH E. MAGER
Personal Loan Officer

Martin Schlitt
Edward C. Schneider
Edward Zeisler

RESOURCES OVER $82,000,000

South Side National Bank in St. Louis
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Crown Center Hotel

Selected to Host

Missouri Convention

Tropical garden adjoining Crown Center Hotel
lobby measures 100 x 60 feet, with a 50-foot
waterfall. Railinged walkway leads through
garden to all-weather swimming pool located
at top of bluff.
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15 story hotel is perched atop 70 foot high limestone bluff. Five-story
function block at base of bluff contains convention facilities. Penthouse
dining area at top of hotel is served by glass-enclosed elevators.

EGISTRATION at the Missouri Bankers Association convention

this year should be at a record level. Why? Because the MBA
will hold its annual meeting at Kansas City’s Crown Center Hotel, a
hostelry that is not only new, but elegant and unique.

The Crown Center complex is billed as a city within a city and as
the answer to urban renewal plans for deteriorating inner cities. The
complex includes the 750-room hotel, a major office complex and some
85 shops, including a major department store.

The hotel features a 12,000 square foot sunken lobby that includes
a 60-foot-high tropical garden with footpaths and waterfalls. Conven-
tion facilities include a 16,000 square foot ballroom and a multi-
media center.

Three restaurants and five cocktail lounges are scattered through-
out the hotel and the shopping area houses several eating places. The
rooftop restaurant and lounge are reached by glass encased elevators
that offer panoramic views of Kansas City.

Other hotel facilities include an indoor health club, all-weather
swimming pool and a games deck with tennis courts, putting green,
jogging track and volleyball court.

Hotel rooms feature private balconies, oversized beds and original
and limited edition art works. Underground parking is available.

The hotel, opened in 1973, is owned by Crown Center Redevelop-
ment Corp., a wholly owned subsidiary of Hallmark Cards, Inc.,
which maintains headquarters in the Center. The hotel is operated by
Western International Hotels, Seattle-based partner of United Air
Lines.

Future plans for the center include construction of a high-rise of-
fice building and various condominium housing units. Eventual week-
day population at Crown Center is expected to be 50,000, with 8,000
full-time residents.

Is it any wonder that the MBA expects a good turnout this year?
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W hile you're at
the convention...

James M. Kemper, Jr. Fred N. Coulson, Jr. Larry E Lumpe

Elmer Erisman John C. Messina Paul F. Langewisch

Put us on your
meeting list.

Look for these seven men from Commerce Bank at this year's
convention. They help keep banks of all sizes up to date on
investments, new methods and systems, regulations, trends and
everything involved in the changing pace of banking today. Join
them at the Missouri Bankers Convention of May 11-13.

The midwest's most experienced correspondent

At
Commerce Bank

$edve of Kansas City™ """

816.234-2000
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From the Mid-Continent Area

Alabama

m G. SAGE LYONS and Matthew S.
Metcalfe Jr. have been named direc-
tors, First National, Mobile. Mr. Lyons
is an attorney and Mr. Metcalfe is an
insurance executive.

m DENNIS M. KAISER has been
named manager, commercial credit de-
partment, Central Bank, Birmingham.
He succeeds Jack James, who goes to
Central Bank, Montgomery, as vice
president-senior lending officer. Mr.
Kaiser joined Central Bank, Birming-
ham, last year, after four years as cred-
it officer with another organization.

m DONALD B. TOWERY has been
promoted to vice president, Alabama
Bancorp., Birmingham. He has headed
the HC’'s accounting department since
he joined the firm in 1973.

m RICHARD E. ANTHONY and Mi-
chael W. Underwood have been elevat-
ed to vice presidents and commercial
loan officers, First National, Birming-
ham. Michael G. Gyurko has joined the
staff as assistant vice president, going
from a position as assistant treasurer,
Alabama Bancorp., Birmingham, the
bank’s parent HC. In other news at the
bank, Lawrence E. Sturges has been
elevated from assistant vice president
and installment loan officer to assistant
vice president and commercial loan of-
ficer and Francis E. O’Neill has been
promoted from assistant cashier to as-
sistant vice president, while William
E. Carrier has been named a trust of-
ficer, moving up from assistant trust
officer.

m ROBERT E. WILLIAMS has been
promoted to senior vice president, First
Alabama, Montgomery, while M. Er-
nest Richardson Jr. has been elevated

New BMA Flor-Aia Chapter

The Bank Marketing Association
has announced the chartering of its
16th chapter, in northwestern Flor-
ida and southern Alabama, called
the Flor-Ala Chapter. Of its roster
of officers, one is from the Mid-Con-
tinent area, Treasurer Charles Ste-
phenson, director of marketing, First
National, Dothan.

104

to assistant vice president; Grady Mc-
Calman, to credit officer; and Dennis
L. Stinson, to assistant credit officer.
Mr. Williams has been with the bank
for 11 years.

m RONALD W. CURRIN, executive
vice president, National Bank of Com-
merce, Birmingham, has been appoint-
ed to the additional position of branch
administrator at the bank’s new Roe-
buck Office. In other NBC news, Karl
Thorne, assistant cashier, will assume
responsibility for the bank’'s Master
Charge department, while Jeffrey L.
Collier has been named assistant vice
president.

Arkansas
s WORTHEN BANK, Little Rock,
has announced several promotions:

Thomas M. Beard, Robert F. Carpen-
ter, Jack W. Compton, Glenn R. Husel-
ton and Robert L. Jordan, to assistant
cashiers; Ben L. Rodriguez and A. John
Grillo Il, to credit officers; Ronald E.
King, to trust operations officer; and
Edwin C. Lamphier, to administrative
assistant.

m WAYNE COATES has been named
vice president and manager of the new
investment banking department, Wor-
then Bank, Little Rock. He joined the
bank in 1971 and became a vice presi-
dent, then worked for a Little Rock in-
vestment banking firm before returning
to Worthen to manage the new depart-
ment.

m LARRY E. GRAYBILL, controller/
operations division; G. Michael Sig-
man, marketing division; and Edward
W. Walker, consumer division, have
been named assistant vice presidents,
Worthen Bank, Little Rock.

IHHlinois

HESSING DRICK

m BROCK L. HESSING, vice presi-
dent, commercial loan department, has
been named to head the new lllinois
department at Commercial National;
Peoria. The department will be respon-
sible for correspondent bank accounts,
agribusiness relationships and com-
mercial customers outside its tri-county
area. Clifford A. Michael Jr., vice presi-
dent, will continue to be responsible for
the bank’s correspondent bank relation-
ships. The Illinois department is part
of the new commercial banking divi-
sion, to be headed by Robert T. Steven-
son Jr., vice president. Mr. Stevenson
formerly was in charge of the real estate
department. He also will supervise the
loan review and administration depart-
ment.

m JOHN E. DRICK, executive com-
mittee chairman, First National, Chi-
cago, has assumed additional respon-
sibilities as chairman of the credit pol-
icy committee. The bank has announced
these other promotions: Rudolph E.
Palluck, senior vice president and head,
administrative department, to head,
corporate banking department; James
S. Dailey, senior vice president, to
head, real estate department; Homer J.
Holland, vice president and head, per-
sonal banking department, to head, ad-
ministrative department; and James A.
Cassin, vice president and head, inter-
national banking department’'s conti-
nental Europe and sub-Sahara Africa
region, to head, personal banking de-
partment. Mr. Drick joined the bank
in 1935; Mr. Palluck, in 1937; Mr.
Dailey and Mr. Holland, in 1971; and
Mr. Cassin, in 1967.
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INDIVIDUAL BANKS
COMMITTED TO MUTUAL GROWTH

The Continental _
Correspondent Community

Portfolio Advisory
Service

<Expert Analysis =Timely Evaluations
<Profitable Recommendations
«Continuous Follow-Up

Where correspondents share
a banker s approach to
investment opportunities.

CONTINENTAL BANK

CONTINENTAL ILLINOIS NATIONAL BANK AND TRUST COMPANY OF CHICAGO
231 SOUTH LA SALLE STREET, CHICAGO, ILLINOIS 60693
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Do You Want to Buy
Control of a Bank?
Do You Want to Sell

Control of a Bank?

Do You Want to Make a Start,
by Buying a Minority Interest?

If your answer to any of the
above questions is "Yes", the
man for you to contact is

JASON V. OTT, President

Prescott, Wright, Snider Co.

Phone 816 842-3143
Twenty West Ninth Building
Kansas City, Mo. 64105
Since 1885

Our firm has been in the investment banking business since 1885. We
can also serve your needs in the fields of Listed Securities, Municipal
Bonds, Corporate Bonds, Over-The-Counter Stocks and Mutual Funds.
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m THOMAS A. SPORER, vice presi-
dent, American National, Chicago, has
been elected president, IBA consumer
credit division. His term commences
July 1. Other new officers are: first vice
president, Robert G. Streuter, vice pres-
ident, City National, Murphysboro; sec-
ond vice president, Lawrence A. Wil-
son, vice president, City National, Dix-
on; and secretary, Norman C. Peterson,
IBA, Chicago. Executive committee
members elected for a three-year term
are: B. J. King, assistant vice president,
Herrin Security Bank; and James N.
Brasel, assistant vice president, First
National, Woodstock. For a two-year
term: Robert Ritter, manager, install-
ment loan department, Bank of Pontiac.

SPORER OWENS

m BERNARD W. OWENS has been
named vice president, commercial
banking department, Exchange Na-
tional, Chicago. Promoted to assistant
vice presidents were: Jerome Ex and
Donald H. Reisse, auditing group; and
John F. Fitzgerald, commercial banking
department.

m DON J McGRATH has been named
investment officer, Illinois National,
Springfield. Mr. McGrath will have re-
sponsibility for the bank’s money desk.
He also will manage the government
and corporate securities portfolio. Mr.
McGrath served as advertising man-
ager for the bank from 1970 to 1972.

15th BMA Chapter Formed

The 15th Bank Marketing Asso-
ciation chapter has been formed in
central Illinois. It serves banks in the
Peoria, Bloomington, Springfield, Pe-
kin and Galesburg areas.

Newly elected chapter officers
are: president, Hazen M. Allen, vice
president, Commercial National,
Peoria; first vice president, Ron
Sides, marketing department, Spring-
field Marine Bank; second vice
president, H. Ray Moore, vice pres-
ident, First Galesburg National;
secretary, Rosalie Danielson, mar-
keting department, Citizens First
National, Princeton; and treasurer,
Robert H. Baker, vice president,
Jefferson Trust, Peoria.

Indiana

m L. RONALD DUNN, O. Webber
LaGrange, Clarence C. Wood, Timothy
H. Kilfoil and John A. Smith have been
named vice presidents at American
Fletcher National, Indianapolis. Pro-
moted to assistant vice presidents were
Alan E. Campbell, Charles B. Lauck
and E. LeRoy Summers. Mr. Dunn
joined the bank in 1969; Mr. La-
Grange, in 1968; Mr. Wood, in 1964,
Mr. Kilfoil, in 1969; and Mr. Smith, in
1970.

m GEORGE A BECKER and William
J. Sherman Jr., branch banks division;
Gerald L. Rush, metropolitan division;
William F. Tearman, trust division;
and Gary W. Ware, administrative ser-
vices division, have been elevated to
vice presidents at Indiana National, In-
dianapolis. Charles F. Kinney, William
R. Lockwood and Bruce E. Whitham
have been named assistant vice presi-
dents. Mr. Becker, branch manager,
joined the bank in 1957; Mr. Rush, in
1968; Mr. Sherman, in 1954; Mr. Tear-

man, in 1967; and Mr. Ware, who is
manager, operating services, joined
INB in 1970.

m JOHN O. KOONTZ has been

named assistant vice president at Mer-
chants National, Indianapolis. He will
be assistant department manager, in-
stallment loans. James Andrew Richey
and Robert Michael Miner have been
promoted to assistant trust officers, per-
sonal administration division, trust de-
partment, while Robert J. Schindler has
been named director and division ex-
ecutive, international division.

m JAMES RUSSELL OGDEN IIl has
been appointed trust investment officer
at Old National, Evansville. He previ-
ously was an investment officer at Cit-
izens Fidelity, Louisville, where he
worked as security analyst.

m JON S. ARMSTRONG has been
elected chairman of SJV Corp.,, HC
for St. Joseph Valley Bank, Elkhart. He
assumed the chairmanship after serving
as vice chairman since 1973. Lewis S.
Armstrong, who retired as chairman
after 38 years’ service with the bank,
has been elected honorary chairman.
The new chairman joined St. Joseph
Bank, South Bend, in 1963, where he
attained the title of senior vice presi-
dent. In 1968, he joined St. Joseph Val-
ley Bank as president, and later be-
came president of SJV Corp. In 1973,
he was elected chairman, St. Joseph
Valley Bank.

m ERNEST W. BILL SMITH has
been elected a director at Citizens

MID-CONTINENT BANKER for May 1, 1975

Bank, Jeffersonville. Mr. Smith has

practiced law since 1965.

m THOMAS S. CLARK has been
named vice president, marketing divi-
sion at Purdue National, Lafayette, and
C. Virgil St. John has been elected a
director. Mr. St. John replaces Jerome
J. Stefaniak, who has taken an advisory
board seat.

m LINUS G. BOHNERT has been
named to serve as the first chairman
in the 89-year history of Dubois Coun-
ty Bank, Jasper. Hugo Melchior has
been promoted to president. Mr. Bohn-
ert has served on the bank’s board 44
years and as board vice president 28
years. He became board president in
1965. Mr. Melchior has been with the
bank 54 years and was elected senior
vice president of the board in 1966. In
other news at the bank, E. F. Uebelhor
has been named executive vice presi-
dent of the board and Dave Eckerle
has been elected board secretary.

Kentucky

s WANDA B. ARNOLD and Robert
E. Harris have been named assistant
vice presidents at First Farmers, Owen-
ton. Mrs. Arnold is bookkeeping super-
visor and assistant to the operation of-
ficer. She also handles computer trans-
actions, new accounts and payrolls. Mr.
Harris is branch manager in Gratz.

s W. BARRETT NICHOLS, admin-
istrative assistant, regional banking,
has been promoted to assistant cashier
at Citizens Fidelity, Louisville. He has
been with the bank since last fall.

m RONALD L. PREWITT has been
named assistant vice president in
charge of installment loans at Bank of
Williamsburg, while Ronald W. Bun-
dy, Janice Moore, Mary F. Perkins and
Princess Bowman have been named as-
sistant cashiers.

Accounting Method Changed

LOUISVILLE— First National has
switched its accounting method for
installment  loan income from
straightline to effective-yield. The
new method “more accurately states
the vyield on installment loans as
it matches interest earned to the
funds invested in loans,” according
to A. Stevens Miles, bank president.

The change is expected to in-
crease the bank’s first quarter after-
tax net operating income about five
cents per share over what would
have been reported under the for-
mer method.
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Louisiana

m ERNEST J. LANGENHENNIG has
been named vice president and person-
nel director at Bank of New Orleans.
Michael J. Martin has been appointed
assistant cashier. Mr. Langenhennig
joined BNO in 1969 and Mr. Martin
joined the bank in 1966.

O'HARE THORNE-THOMSEN
m JAMES R. O'HARE and Fletcher
Thorne-Thomsen have been promoted
to vice presidents, correspondent bank-
ing department, National Bank of
Commerce, New Orleans. C. G. Har-
gon and William H. Keener have been
named assistant vice presidents. Mr.
O’'Hare joined the bank in 1960 and
Mr. Thorne-Thomsen, in 1972. At the
HC, First Commerce Corp., at the
bank and their subsidiaries, Ronald E.
Hagen has been appointed vice presi-
dent and manager, operations. He for-
merly was associated with Marine Na-
tional, Erie, Penn., and Society Na-
tional, Cleveland.

BNO Automates Proof, Transit

Jacques A. Livaudais (seated), e.v.p., Bank of
New Orleans, signs order for 20 Burroughs
check document processing systems and com-
puter, reportedly the first to be used by a
commercial bank for automating internal
proof/transit operations. Looking on are Walter
G. Hamilton, New Orleans br. account mgr.,
Burroughs Corp., and Elaine Imhoff, BNO
operations v.p. Installation of the equipment
is scheduled to begin in January.

108

Mississippi

m ROY K. MOORE, vice president
and director of security, Deposit Guar-
anty National, Jackson, has been ap-
pointed a member of the ABA’s Insur-
ance and Protection Division, govern-
ment relations committee. The division
is concerned with the surety problems
of banks and the methods and equip-
ment used in creating and maintaining
maximum protection of bank assets and
personnel.

m ALFRED G. RATH has been pro-
moted to credit officer; Jack R. Case,
to assistant comptroller; and Daniel L.
Edwards, to assistant trust officer at
Hancock Bank, Gulfport.

New Mexico

m FIRST STATE of Sierra County,
Truth or Consequences, has announced
completion of the major part of its
move from its temporary location to its
new building. Opening ceremonies in-
cluded a free barbecue and gifts for
all and a drawing for an upright freezer
full of beef for bank customers. Travis
Waller is president; Johnny Taylor is
vice president; and William 1. Buhler
serves as chairman.

m DOROTHEA M. DINES and Larry
G. Dillow, assistant vice presidents,
Mimbres Valley Bank, Deming, have
been promoted to vice presidents. Ed-
ward T. Ybarra, assistant cashier, has
been elevated to assistant vice presi-
dent.

m JAMES F. BAILEY has been pro-
moted to vice president and Donna J.
Miller has been named assistant trust
officer, First National of Rio Arriba,
Espafiola.

m KENNETH COX has been named
president, Ruidoso State. He has been
with the bank 3/2 years, serving as sen-
ior vice president and executive vice
president. He succeeds Ed Wimberly,
who remains chairman. Previously, Mr.
Cox was associated with Security Na-
tional, Roswell, for 11 years.

m BOB PRICE, vice president, Peoples
State, Artesia, has been named execu-
tive vice president and CEO. He will
temporarily fill the vacant president’s
position, created by the resignation of
Tom Taylor, who has assumed the pres-
idency of Citizens Bank, Albuquerque.

m JOHN DAVIES has been named
loan officer, Valley Bank, Farmington.
He formerly was manager, Citizens
State, Cortez, Colo.

m C. M. METCALF has been elected
vice president-data processing, Mercan-
tile National, Dallas. He comes from a
bank in Houston, where he was vice
president and manager, systems and
data processing services.

- HARRY SHUFORD, chairman,
First National, Dallas, has been named
president, Dallas Clearing House Asso-
ciation, while Charles Pistor, president,
Republic National, was elected vice
president of the association. Roy L.
May has been reelected secretary,
treasurer and manager.

m JAMES W. DANNER has been pro-
moted to senior vice president and
cashier, Kleberg First National, Kings-
ville. He has served as vice president
and cashier since 1968. Previously, Mr.
Danner was associated with Pan Ameri-
can Bank, Brownsville. In other Kle-
berg First National news, Robert R.
Shelton, vice president and director of
King Ranch, Inc., Kingsville, has been
named a director.

TBA Convention
(Continued from page 76)

and is a former president of Robert
Morris Associates and presently serves
as a director of the Memphis branch of
the St. Louis Fed.

Mr. Weatherford entered banking in
1949 at Murfreesboro Bank upon grad-
uation from the University of Tennes-
see and became the bank’s president
and CEO in 1970. He is a graduate of
Stonier Graduate School of Banking.
Mr. Weatherford has been chairman of
the TBA's State Bank Division and of
its Groups Four and Five.

Mr. Willson, in addition to his posi-
tions with the TBA and Citizen's Na-
tional, serves on the board of the Nash-
ville Branch of the Atlanta Fed and as
a director of the Monroe County Bank,
Sweetwater. Mr. Willson attended the
University of Tennessee, 1946-1951;
the University of California, 1950-51;
and the LSU School of Banking of the
South, 1965.

Mr. Bulliner went to First State,
Henderson, in 1948 as a clerk, advanc-
ing through the ranks, being named
loan officer and a director in 1959. In
1964, he was named vice president and

cashier, the same year he served as
president of the Tennessee Young
Bankers. Mr. Bulliner became presi-

e *

dent of his bank in 1970.
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Smallpart
orbig part?

This small part plays a big part in correspondent banking today. Just
as we've played a big part developing collection systems that reduce float and
increase profits. For we know a bank’s performance isn't just a matter of size.
Its a matter of innovation. That's one thing we’'ve learned these past one
hundred years.

We're First National Bank in Dallas, with over $4 billion in assets.
Through our experience and the correspondent services we offer, we can play
a big part in the growth of your bank, too. For more information call our
Correspondent Banking Division. You learn a lot in 100 years.

First National Bank in Dallas

Member F.D.I.C A subsidiary of Fint IrlemaUonal Bancsharcs. Inc.

Branch offices in London, Paris, Singapore and Cayman Island& Representative offices in Tokyo, Sao Paulo and Beirut
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Look
to
Ziegler

f\West Bend

for
tax-exempt

Investments.

Whether you manage a portfolio for your bank or
for your bank’s customers, tax-free investments
may be just what you need for diversification. And
Ziegler may be just what you need for tax-free
investments.

B. C. Ziegler and Company has been underwriting
and distributing institutional securities for over
sixty years. Our tax-exempt affiliate, Barcus,
Kindred and Company, has specialized in the un-
derwriting and distribution of tax-free municipal
and non-profit-corporation revenue bonds for over
forty years. This combined record of experience
can be of great benefit to investors in tax-exempt
securities.

For our latest offerings or information on tax-free investments,
write Bob Poggenburg, B. C. Ziegler and Company,
215 North Main Street, West Bend, Wisconsin 53095.
Or call him collect at (414) 334-5521.

B.C. Zieglerand Company

West Bend, Wisconsin 53095

Federal Reserve Bank of St. Louis

Personal Banking Machines
Planned by St. Louis HC

ST. LOUIS— Mercantile Bancorp., a
multi-bank HC based here, has con-
tracted with Diebold, Inc., Canton, O.,
to install personal banking machines
in its St. Louis-area banks.

Initially, the HC is buying 13 Die-
bold TABS 600s (TABS is a Diebold
trademark meaning Total Automatic
Banking System). Mercantile’'s data
processing department now is testing
the first machine. After the machine is
linked to Mercantile’s computer system,
the 13 machines will be installed on
the premises of St. Louis-area Mercan-
tile affiliate banks later this year.

The round-the-clock machines will
be on line with Mercantile’s computers,
and so there will be no need to limit
the number of transactions a customer
may conduct in a single day as with
off-line systems. Mercantile will offer
banking cards and personal identifica-
tion numbers to customers. Beyond this
secret number, a customer will need
no special knowledge to operate the
machine: A TV screen will guide the
customer through the transaction step
by step. If the customer needs assist-
ance or has a question concerning a
transaction, there will be a telephone
handy with a direct line to the bank.

The round-the-clock banking system
is being designed to be compatible
with an interstate electronic funds net-
work, which is being planned by
Credit Systems Inc. (CSl), regional
processing center for Master Charge.

After Mercantile’s electronic bank-
ing is established in the St. Louis area,
the system will be expanded to include
the HC’'s affiliate banks throughout
Missouri, said Harrison F. Coerver,
vice chairman and CEO.

ACH Package Available

WASHINGTON, D. C.—The Na-
tional Automated Clearing House
Association (NACHA) now has a
package of organizational materials
for developing automated clearing
house (ACH) groups.

The package contains samples of
materials developed by existing
ACHs, will be distributed automat-
ically to the 20 current NACHA
members and will be sold for $100
to nonmember ACH groups.

Further information may be ob-
tained from Douglas D. Anderson,
Payments System Planning Division,
American Bankers Association, 1120
Connecticut Ave., N.W., Washing-
ton, DC 20036.
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The Financial Buyer’s Guide

PRODUCTS -

ATTRACT NEW CUSTOMERS AND SELL ADDITIONAL
BANK SERVICES with today's hottest incentive— MINI
CALCULATORS. Your cost only $13.95 (quantity discounts
available) for an eight-digit American-made calculator.
GREAT as a self liquidator or deposit incentive. Write or
call collect today for details on our programs. RON HEN-
RY ASSOCIATES, 3009 5th Ave., Beaver Falls, Pa. 15010,
412/846-2058

SERVICES -

IDEAS

HOW TO PLAN, ORGANIZE & CONDUCT BANK AN-
NIVERSARIES, FORMAL OPENINGS, OPEN HOUSES.
This book is actually a practical "how-to" manual that
provides the banker with workable "formulas" for organiz-
ing and conducting any type of bank opening. Based on
hundreds of successful openings, the book presents a
planning approach, checklists of opening-day problems,
as well as detailed plans (including budget samples) used in
actual openings and anniversaries $15.00 postpaid. Send
check to MID-CONTINENT BANKER, 408 Olive, St. Louis,
Mo. 63 102 (Missouri banks add 4°2% sales tax.)

FEDERAL REGULATION OF BANK HOLD-

EZEE-READ DAILY INTEREST TABLES. Book
covers rates from 1% to 14% %, from one
clay to 10 years, on both 360-day and 365-day
basis. Visible thumb index makes for speed in
locating desired rate. Book size: 6" x 9" . . .
sturdy cover, pages lie flat when open. Com-

plete instructions for use of tables, bach tains 494 pages, indexed, loose leafed to
supplements when
$45.00. send check to Commerce Publishing
Louis, Mo. 63102. (In

loan officer should have one. $17.50 postpaid. accommodate

Send check to MID-CONTINENT BANKER,

403 Olive, St. Louis, Mo. (In Missouri, add Co., 408 Olive, st

4/2% sales tax.) Money-back guarantee. Missouri, add 4/2%

ING COMPANIES. An exhaustive analysis of
the Bank Holding Company Act of 1956, as
amended, published by The Bureau of Na-
tional Affairs. This reference material will prove
indispensable to legal
of banks and bank holding companies. Con-

advisors, management

FACTS & FIGURES FOR FARMERS (AND
BANKERS). A complete reference source that
will help the farmer (and his banker) calcu-
late inputs, measure land, figure silo capaci-
ties, balance rations, calibrate sprayers, an-
alyze budgets, estimate space requirements,
machinery operating costs and capacities . . .
to name just a few sections in the book. $6.95
available. . .
postpaid. Send check to Commerce Publish-
ing, 408 Olive, St. Louis, Mo. 63102 (In Mo.,
add 4/2% tax.)
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Continental Bank, Chicago, Plans CBCTs;
Will Take Issue to Court If State Objects

CHICAGO—Continental Illinois Na-
tional has announced its intention to
establish three customer-bank com-
munication terminals (CBCTs) in the
Chicago downtown area by July 1

One of the units will be located in
Two Illinois Center, an office-hotel
complex about a mile from the bank’s
headquarters. The second and third
units will be located in office buildings

This Is no
ordinary

bank directory.

standing
V pw C | order

PTf*
J/o o

*Plus shipping and handling

single
issue

| 12

AMERICAN
Bunk Directory
* 6364 Warren Drive
Norcross, Ga. 30071
(404) 448-1011
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https://fraser.stlouisfed.org
Federal Reserve Bank of St. Louis

within 1,500 feet of the bank’s head-
quarters, the maximum distance al-
lowed by Illinois statutes.

Although the bank cited the Comp-
troller of the Currency’s ruling that the
CBCTs do not constitute branches, the
Illinois commissioner of banks & trust
companies, Richard K. Lignoul, has an-
nounced that the devices would violate
the state’s prohibition on branching. It
is expected that the commissioner will

What's so special about the
American Bank Directory?
It's the only desk-top
national bank directory, so
compact you can hold it

in one hand. ABD's
convenient thumb-indexed,
two-volume format makes it
easy to locate complete,
essential facts and figures
on every bank and multi-bank
holding company in the
nation. But that's not all.
The American Bank
Directory is still America’s
lowest-priced complete bank
directory. That's what's so
special. Call or write today
to order The Extraordinary
Bank Directory.

all the way to the Supreme Court.”

The CBCTs will be on-line and will
be activated by magnetically-encoded
plastic cards. The units will be in op-
eration continuously and customers
will be able to make consumer loan
payments, deposit funds into checking
and savings accounts, transfer funds
between savings and checking accounts
and withdraw funds in $25 increments
up to $100 from savings or checking
accounts or as advances on Master
Charge accounts. * *
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THE HARD-DRIVING
MEN OF STOCK YARDS
BANK, OF COURSE.

And another standout! While you're
convening with officers of S.Y.B., your staff still
can be profiting from authoritative correspondent
services from S.Y.B. s staff on duty for
your convenience, and ready to answer all
calls to 618-271-6633.

YOUR BANKERS BANK*

just across the river from St Louis

THE NATIONAL STOCK YARDS NATIONAL BANK

NATIONAL STOCK YARDS. ILLINOIS 62071

Capuscc Invjrnci CoT>
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You can’t find a banker
who can give you faster decisions
than Paul Ross.

Because he speaks for First.

No bank anywhere gives its
correspondent bank officers more
freedom to act on their own.

Because we know our men.
And they know their bank.

For any special services from
overline loans to computerized
bond analysis, get the job done
better ... by working with a man
who speaks for First.

Fast.

Some Special Services for

Our Correspondent Banks:

Fast action on overline loans ...
even if your bank is not yet a First
correspondent.

Computer services second to none.
Years of experience in all forms of
EDP. Our computer marketers and
technicians will be happy to visit
and talk with you.

Computerized transit and clearing
activities speed up collections with
the new RCPC's.

Bond Department services,
including fast computerized
portfolio analysis. Our investment
experts are in constant contact with
bond dealers nationwide.

Personal and Corporate Trust
services through St. Louis Union
Trust. Largest trust company in
Missouri. Over $4 billion in assets.

Exchange ideas at our Annual
Conference of Bank Correspondents
. . plus special educational seminars.

Paul M Ross
Senior Vice President

(1) 342:6385 First National Bank
in St.LOUiS Member FDIC
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