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*N0 OTHER OKLAHOMA BANK 
CONSISTENTLY MAINTAINS 

GREATER LIQUID ASSETS AND NET CAPITAL THAN 
OKLAHOMA’S LEADING BANK.

Statement of Condition December 31, 1975

RESOURCES
Cash and Due from Banks $186,552,740
U. S. Treasury & Agencies Securities 175,443,432
Other Securities 91,370,235
Funds Sold 100,220,000
Loans —  net of Reserve 317,069,409
Fixed Assets—  Less Accumulated Depreciation 6,750,162
Other Assets 14,050,368

TOTAL RESOURCES $891,456,346

LIABILITIES AND SHAREHOLDERS’ INVESTMENT
TOTAL DEPOSITS $745,753,400

Funds Purchased 73,685,000
Other Liabilities 9,928,754

Total Deposits, Funds Purchased and
other Liabilities $829,367,154

Subordinated Debentures $ 19,600,000
Shareholders’ Investment $ 42,489,192

TOTAL LIABILITIES, DEBENTURES AND
SHAREHOLDERS’ INVESTMENT $891,456,346

*SOME PLAIN TALK ABOUT 
BANK STRENGTH FROM THE DEPOSITORS’ VIEW

The depositors’ first protection is 
of course the strength of a bank’s 
LIQUID ASSETS such as cash, 
short term treasury securities 
and other assets which can be 
readily converted to cash at 
stated values (not to mention the 
added safeguard of the F.D.I.C.);

another measure of strength from the 
depositors’ view is a bank’s NET CAPITAL 
which consists of capital, surplus, undi
vided profits, reserves and capital notes 
(subordinate to deposits) less land, bank 
premises, equipment, other fixed assets, 
net bond depreciation and that portion of 
any loan deemed uncollectible.

OKLAHOMAS LEADING BANK

i  LIBERTY
THE BANK OF MID-AMERICA

Liberty National Bank and Trust Company P.O. Box 25848 • Oklahoma City 73125 Phone: 231-6000 Member F.D.I.C.
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First National Bank of 
Commerce —New Orleans — 
recently led a fifty-bank 
consortium in arranging a 
$25 million loan which will 
provide the interim financing 
for construction of fuel oil 
storage facilities located in 
Mississippi. The plant, when 
completed, will store vital 
fuel oil for subsequent power 
generating in a major portion 
of the Gulf South. All banks 
involved in the consortium 
are headquartered in the 
South.

Back in 1970, when First 
NBC put together the 
financing for the Louisiana 
Superdome —the largest 
municipal financing project 
in the South’s history—we 
proved that this region is 
financially a lot more potent 
than it was given credit for 
being. So when we went 
looking for other banks to 
join forces in making this 
new $25' million loan, the 
first place we looked was in 
the South. Our Correspon
dent Bankers and our

National Accounts people 
got on the phone and soon 
found the 49 other Southern 
banks which helped make 
the-loan a reality.

We probably could have 
completed the consortium 
with fewer calls. To banks in 
the major money centers. 
But, to our way of thinking, 
we’d rather do our work 
here at home.

First National Bank 
of Commerce

Correspondent Banking

210 Baronne Street /  New Orleans, Louisiana 70112
WATS Lines: Louisiana 1-800-362-8530. Alabama, Arkansas, Mississippi, Oklahoma and East Texas 800-535-8542.

In other areas call collect 504-529-1371.

Southern Lights.
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Count on Mercantile. Where you count.

M=RcnnTiL=
B R f K

Central Group, Banking Dept. • Mercantile Trust Company N.A.
(314) 425-2404 • St. Louis, Mo. • Member F.D.I.C.

Our resources are assets to you.
The point is, at Mercantile, you get all the 
services you’d expect from one of America’s 
largest correspondent banks. And more.
But the biggest asset of all is our eagerness 
to work for you!

Bank on
more from Mercantile...
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Editors

March
March 14-17: Robert Morris Associates Finan

cial Statement Analysis Workshop, Boston, 
Colonnade Hotel.

March 14-18: Independent Bankers Associa
tion of America Convention, Honolulu, 
Sheraton Waikiki Hotel.

March 18-19: Robert Morris Associates Inter
national Lending Workshop, Atlanta, Omni 
International.

March 21-24: ABA Trust Operations/Automa
tion Workshop, New York City, Americana 
Hotel.

March 21-26: Kansas, Missouri and Nebraska 
Bankers Associations’ Commercial Lending 
School, Lincoln, Neb., University of Ne
braska.

March 30-Apr il 9: ABA National Commercial 
Lending School, Norman, Okla., University 
of Oklahoma.

April
April 1-3: ABA Meeting With Comptroller of 

the Currency, Lincolnshire, 111., Marriott’s 
Lincolnshire Resort.

April 4-6: ABA Midwestern Regional Bank 
Card Conference, Cincinnati, Stouffer’s Inn.

April 4-7: ABA Bank Trainers’ Workshop, 
Denver, Marriott Hotel.

April 4-7: ABA National Installment Credit 
Conference, Miami Beach, Fla., Fontaine
bleau Hotel.

April 10-13: Association of Reserve City
Bankers Annual Meeting, Palm Beach, Fla., 
the Breakers.

April 11-14: Robert Morris Associates Finan
cial Statement Analysis Workshop, Denver, 
Cosmopolitan Hotel.

April 18-23: Robert Morris Associates Loan 
Management Seminar, Bloomington, Ind., 
Indiana University.

April 21-23: ABA Governing Council Meeting, 
White Sulphur Springs, W. Va., the Green
brier.

April 21-24: Independent Bankers Association 
of America Seminar/Workshop on Bank 
Ownership, New Orleans, Royal Orleans 
Hotel.

April 25-27: ABA Southern Trust Conference, 
Pinehurst, N. C.

April 25-27 : ABA Southern Regional Bank 
Card Conference, Richmond, Va., Richmond 
Hyatt House.

April 25-28: ABA National Conference on 
Real Estate Finance, Dallas, Fairmont Hotel.

April 25-29: Bankers Association for Foreign 
Trade Annual Meeting, Hot Springs, Va., 
the Homestead.

April 25-30: ABA National Commercial Lend
ing Graduate School, Norman, Okla., Uni
versity of Oklahoma.

April 25-30: ABA Community Bank CEO 
Program, Palm Beach, Fla., La Coquille 
Club.

April 25-30: Robert Morris Associates Loan 
Management Seminar, Bloomington, Ind., 
Indiana University.

April 29-May 1: ABA Meeting With the 
Comptroller of the Currency, Buck Hill 
Falls, Pa., Buck Hill Inn & Golf Club.

May
May 1-4: Louisiana Bankers Association’s An

nual Convention, New Orleans, Fairmont 
Roosevelt Hotel.

May 2-4: Association for Modern Banking in 
Illinois Annual Convention, Lincolnshire, 
111., Mariott-Lincolnshire Resort.

May 2-4: Texas Bankers Association Annual 
Convention, El Paso, El Paso Convention 
Center.

May 2-4: Bank Administration Institute
Northern Regional Convention, Chicago.

May 2-5: Bank Marketing Association Mar
keting Research Conference, Chicago, Hy
att Regency-Chicago.

May 2-7 : ABA National Personnel School. 
Arlington, Va., Ramada Inn.

May 4-8: Alabama Bankers Association An
nual Convention, San Juan, P. R., Puerto 
Rico Sheraton Hotel.

May 5-7 : Kansas Bankers Association Annual 
Convention, Wichita, Holiday Inn Plaza.

May 9-12: Conference of State Bank Super
visors Annual Convention, Colorado Springs, 
Colo., the Broadmoor.

May 13-14: Robert Morris Associates Inter
national Lending Workshop, Chicago, Hyatt 
Regency.

May 13-16: National Association of Bank- 
Women Inc. Rocky Mountain/Western Re
gional Conference, Albuquerque, Hilton Inn.
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“For the time being, we expecl savings flows into S&L's to 
remain at a very high level; and savings flows for the year may 
not be too much below the (record level of last year]’

-FE D E R A L  HOME LOAN BANK BOARD
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With savings up, investors 
have to get money out.
Lets go with conventionals

and MGICs 
secondary market.
Today, experts in financial markets know you always check 
the largest, broadest market first. That is what MGICs 
secondary market is. And now it can work for you better 
than ever before.
At MGIC, we feel secondary market is so important we’re 
calling this “the year of the secondary market!’ And we 
are taking several major steps to help you when you 
need us. They are:

• Doubling our staff of secondary marketing special
ists, already the largest in the industry, both at the 
home office and in the field. These people are in 
constant contact with buyers.

• Committing the skills and talents of our sales force 
of more than 100 representatives to finding 
investors who are ready to buy loan packages 
right now.

• Increasing our counseling services. Whether you 
are large or small, you can now receive additional 
assistance or advice in getting negotiations started.
You also get expertise on how to put together all of 
the documentation to make your buyer’s 
decision easy.

Then there is the way in which we work with you —always 
with speed, reliability, and with your profits in mind.
For these reasons we say—when-it comes to mortgage 
insurance there is no substitute for experience.
MGIC experience.

MGIC
Because experience pays.

Mortgage Guaranty Insurance Corporation, a Subsidiary of MGIC Investment Corp., MGIC Plaza, Milwaukee, WI 53201
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The Banking Scene

By Dr. Lewis E. Davids

Hill Professor of Bank Management, 
University of Missouri, Columbia

W hich Banks D eserve Public Funds?

REGULATION Q precludes payment 
of interest on demand accounts 

and severely circumscribes the interest 
commercial banks can pay on time de
posits. It was adopted in the mid-1930s 
at the request of commercial bankers, 
as a trade-off with Washington to ob
tain banker-associations’ support for 
federal deposit insurance, an idea which 
few bankers then considered as viable 
in light of the notorious failures of de
posit insurance systems under state 
control.

Conventional wisdom was that the 
weak banks had bid too high for needed 
public and private funds—higher than 
more rational and better-run banks 
knew they could afford.

"The U. S. Treasury , in its 
obsession with reducing the 
windfall profits supposedly  
accruing to banks because  
they w eren 't paying interest 
on TT&L accounts , has served  
as a disruptive force in the 
m oney m arket."

This cutthroat bidding accelerated 
the problem in the late 1920s. Some
what akin to Gresham’s Law of Money, 
which says “bad money drives out 
good,” the “bad” banks bid too high, 
driving the “good” banks out of the 
money market. The “bad” banks could 
not earn sufficient margin on the funds 
bid for under prudent lending and in
vesting practices and thus reached out 
for risky loans at higher yields.

Whether or not this situation was a 
major cause of the banking collapse 
of the 1930s has been debated by bank
ers, economists and financial historians.

There probably is some truth to both 
sides of the question, but the real an
swer might be one of degree. How 
many of the banks that failed did so for 
other reasons? Some failed due to poor 
agricultural loans resulting from the 
collapse of agricultural prices after 
World War I; others, because of stock- 
market excesses and the resultant panic, 
or from the consequences of any of 
these reasons, causing billions of dol
lars in paper profits to be wiped out. 
The result was a spiraling drop in 
sales, increases in layoffs, losses and 
widespread bankruptcies of businesses 
and individuals.

We in banking have lived with Regu
lation Q for approximately 40 years. 
But it’s a far different Q now than as 
originally conceived. Many students of 
finance attribute the fantastic growth 
of the savings and loan industry in the 
1940s, ’50s and ’60s to the fact that they 
weren’t under the regulation, and when 
they were brought under similar regula
tions in the late 1960s, the S&Ls were 
permitted a higher ceiling than com
mercial banks.

In addition, there are market instru
ments having attractive interest rates 
which are insured, guaranteed or are 
direct or indirect obligations of the 
federal government. For some time, 
they have been popular with “tradition
al” savers in banks. A process of disin
termediation has served as an escape 
valve for individuals and businesses 
that have opted not to be controlled 
by regulations covering banks’ or S&Ls’ 
interest payments.

Generally, for half a decade, big 
banks have favored the removal of Q, 
while smaller banks have favored re
taining it, especially its restrictions on 
market-determined interest payments 
on balances below $100,000.

Most economists with federal bank 
regulatory agencies, in theory, support 
the regulation’s removal, but want it 
done away with at some time in the 
future, due to current economic con
ditions. In practice— at the Fed espe
cially—tinkering with Regulation Q has 
become a sort of “fine tuning” device, 
another esoteric “pitching wedge” in 
the golf game of monetary policy.

Two things are developing in our 
economy that bankers should ponder, 
whether they favor retention or re
moval of Q:

The first is the U. S. Treasury’s re
versal of its position that public funds 
in TT&L accounts benefit the institu
tions more than the banks are bene-

" Let us say  a silent p ra y er  
t h a t  p r o b l e m  b a n k s , a n d  
those with capital adequacy  
d e f i c i e n c i e s , w i l l  b e  p r e 
cluded from c o m p o u n d i n g  
the problem  by their rem oval 
a s  c a n d i d a t e s  f o r  p u b l i c  
funds."

fitted by the relationship of those ac
counts to the services the banks perform 
for the government. Treasury now 
holds, as a result of a study made sev
eral months ago, that it should be re
imbursed for TT&L accounts. In effect, 
Treasury says, the accounts should be 
classified as “time” rather than as “de
mand” and that some interest or pay
ment be made by the banks to Treasury 
for these funds, even though they are 
left in banks for very short periods.

Interest rates have dropped dramati
cally since Treasury made that decision, 
so the windfall profits of banks in this
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From then to now we've 
planned and built or remodeled 

more bank buildings than 
any other company anywhere.
Since our beginning in 1913, when we 
were known as the St. Louis Bank Fixture 
Co., we’ve pioneered many designs, 
concepts and methods that are now 
banking standards. We were instrumental 
in the demise of tellers’ cages. We “opened 
up’’ bank lobbies. We introduced drive-in 
banking. We have developed a revolu
tionary concept in preplanned bank 
buildings. And on more than 6000 projects 
we've helped banks increase earnings 
through proper planning, design and 
construction (or remodeling) of their 
buildings. May we help you? We have a 
man right in your area.

Bank Building |C ^ | 
Corporation V

Helping banks and banking since 1913
Client Service
M ississippi, G eorgia, Tennessee and K en tu cky: 404/ 633-2971 
A rkan sas, Lou isiana, O k lah o m a and T exas: 214/ 630-1131 
M issou ri, Illin o is and Indiana: 314/ 647-3800

(T aBank Building Corp., 1130A Hampton Ave., St. Louis, M O 63139
Please send me a co py of yo ur brochure , " H o w  T o  De termine 
W he n,  How  and W h y  You Should Rem od el, ” _

M C - 3 7 6
How to determine 

when, why and how
you should

Title

A d d re ss .

V. C ity , S ta te  and Zip
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regard today would be much lower 
than hypothesized. They even may be 
nonexistent.

Still, the wheels of the government 
bureaucracy have been set into motion 
and banks can be considerably assured 
of the probability that the popularity 
of making the bankers “pay” won’t be 
overlooked by the Congress. This is 
especially so now, in light of the ma
jority compositions of both the House 
and the Senate banking committees.

The publicity involving the proposed 
payments to the U. S. Treasury for 
TT&L accounts already has stimulated 
state and municipal governments to 
press for payment for their short-term 
public funds. For example, last August 
the state of Colorado instituted what it 
calls “truly” competitive bidding for 
the state’s $ 15-million checking account. 
The term “truly” is used by Colorado to 
differentiate the fact the some states use 
the term in another context, in effect 
pricing the bid equally for all banks 
seeking time public funds.

Further, there is increasing aware
ness and interest by S&Ls in acquiring 
both time and demand deposits of state 
and local treasuries. They don’t desire 
to jeopardize their legally permitted 
higher-interest-rate ceilings for time de
posits under $100,000.

I won’t argue whether or not a state’s 
checking account is a demand deposit 
and whether a bid for it constitutes the 
payment of interest in violation of Reg
ulation Q. States rights do exist, but so 
do the pragmatic factors of the real 
world. The U. S. Treasury, in its obses
sion with reducing the windfall profits 
supposedly accruing to banks because 
they weren’t paying interest on TT&L 
accounts, has served as a disruptive 
force in the money market. That force 
is hard to measure in terms of dollars 
and cents, but it was an element that 
compounded the problems of the Fed
eral Reserve System and of all financial 
institutions.

TT&L Funds Reduced

By reducing the funds held in TT&L 
accounts in banks, the additional un
certainty naturally made bankers more 
concerned about their liquidity posi
tions at the same time the government 
was engaged in open-mouth operations, 
trying to stimulate the economy.

Sadly, few public figures have recog
nized this relationship. In fact, the more 
volatile public funds become and the 
more they are shifted from one bank to 
another and the more the uncertainty 
arises concerning the stability of these 
deposits, the more banks must concern 
themselves with their own liquidity.

It’s sadly amusing to note some of

the statements of public figures. They 
straddle the topic of acquisition and 
bids for public funds, but they de
plore the fact that the higher bids are 
generally made by large institutions in 
big cities, thus “draining” the funds 
from local communities.

Also amusing, if it weren’t for its 
aspects of near-tragedy, is how some 
have—attempting to counteract this 
natural phenomenon—established com
puter programs that are oddly pro
grammed to select “good” financial in
stitutions: banks that have a statistical 
profile of balance-sheet items which the 
government official deems socially and 
politically good. The bank in question 
might be one that has used short-term 
public funds to invest or lend for pe
riods of up to 40 years or one that has 
made loans and/or investments in cate
gories with high social and political 
merit but low economic viability.

Apparently, such state and municipal 
treasurers haven’t gone to the trouble 
to discuss the topic in depth with bank 
examiners. To illustrate, I know of a 
bank that for some time had been of 
concern to examiners for its exceptional
ly poor management and resultant 
capital inadequacy. It was singled out 
by a treasurer of a public body as 
meriting a sizable deposit from his 
agency. This was because the institu
tion had done such a “good” job, or so 
his ubiquitous computer printout had 
said.

Problem  C om pounded

Compounding the problem, the pub
lic official simply didn’t recognize that 
a bank with severe capital adequacy 
problems is put in a poorer position 
by the infusion of a deposit. The great
er the growth of deposits relative to 
the static capital, the greater the in
adequacy of capital.

Whether or not banks like it, the 
trend toward more bidding on public 
funds appears irreversible at federal, 
state and local levels. Remember, there 
will be monetary costs for such funds, 
costs that should be weighed carefully 
by each banker. There also are social 
costs to banks and public bodies that 
shouldn’t be overlooked, even if those 
funds are collateralized or insured: the 
use of improper criteria for selection of 
depositoiy banks.

Santayana, the philosopher, said, 
“Those who will not learn from the past 
are doomed to repeat it.” Let us say 
a silent prayer that problem banks, and 
those with capital adequacy deficiencies, 
will be precluded from compounding 
the problem by their removal as candi
dates for public funds. * *

Soaring Installment Debt Growth 
W ill Boost C re d it Life Sales, 
A ccording  to  Insurance Firm

A 1,000% increase in the sale of 
credit life insurance has been pre
dicted by the year 2000, according to 
Theodore Sanborn, chairman, North 
Central Life Insurance Co., St. Paul.

Mr. Sanborn said that industry pre
dictions indicate that sales of credit 
life will increase at a rate faster than 
the sales of all other forms of life in
surance, reaching 9% of the total cover
age in force by 2000.

He said that, despite the slowdown 
in the growth of consumer installment 
debt during the first half of the 1970s, 
the balance of the decade will see 
growth at a rate superseding the near 
140% rate of growth during the last 
decade.

North Central Life has created a 
new division to market insurance con
cepts developed in association with 
banks. The firm recently passed the 
milestone of having more than $1 bil
lion of insurance in force.

According to North Central Life 
President Stanley P. Kane, the firm’s 
twin marketing thrusts are in the area 
of credit life and ordinary insurance 
for bank customers.

SA N B O R N  K A N E

Mr. Kane said that the firm has made 
“substantial progress in providing in
novative forms of ordinary insurance 
coverages for customers of financial 
institutions and is now marketing simi
lar products to the general public.”

He said the most significant of these 
products are the “over-lines” programs 
that insure the lives of major borrowers 
whose loans exceed the normal limits of 
credit life. Other programs have been 
developed for disability protection, re
tirement income and protection against 
the high costs of hospital-medical ex
penses.

■ ALFRED E. GALLO has been 
named president, chairman and CEO, 
United of America Bank, Chicago, going 
there from Cosmopolitan National, Chi
cago, where he had been president. Mr. 
Gallo, who is a lawyer, presently is vice 
president, IBA Trust Division.
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Your correspondent bankers:
] . Bob Thompson
2. Hubert Barksdale
3. Norman Farris
4. Sid Thom 

Mortgage Financing
5. Ed Henry

Agricultural Loans, Overlines and Participations
6. Andy Waldo 

Lease Financing
7. Tom Bridgers

Data Processing Services
8. Jim Phillips 

Travel Service

9. Jim Kennedy
Investments, Trusts, Money Management

10. Jim Lake
Advertising and Marketing Program

11. Junius Holmes 
Abstract and Title

12. Jim Cobb 
Proof/Transit Operations

13. Martha Mason
International Banking Transactions 

14 Bill McLean
Commercial Financing 

15. Bill Bowen
Executive, Legislative and Government

Imber FDIC

To help make your good bank better.

Meet the professionals who know the 
ways and have the means to successfully 
cope with any banking assignment. When 
you have CNB as your correspondent, 
you have this talent available to help 
make your good bank better.

To take advantage of our Ways and Means Committee, just 
give our correspondent bankers a call at this toll-free 
number: 1-800-482-8430

GNH Commercial 
National Bank

OF LITTLE ROCK
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Community Involvement
................................................................................. .

Cardiac Emergency:

First-Aid M ethod Taught 
To Employees of Bank

Employees of Fannin Bank, Houston, 
should be better equipped to save a 
life with knowledge they gained in a 
bank-endorsed demonstration of the 
techniques of cardiopulmonary resusci
tation (CPR).

Basic CPR is a procedure used to 
help restore breathing and/or heartbeat 
to a victim of cardiac arrest. The 
courses, which were offered by the 
Junior League of Houston, consisted 
of a him, lecture and practice on man
nequins. Participants also were tested 
and given certificates for successful 
completion of the course.

E m p lo ye e s o f  F a n n in  B a n k , H o u s to n , p e r fo rm  
c a r d io p u lm o n a ry  re s u s c ita tio n , e m e rg e n c y  f irs t -  
a id  t re a tm e n t  to  re s to re  h e a r tb e a t  a n d  b r e a th 
in g , to  " v ic t im "  o f  h e a rt  a t ta c k . F lo yd  S w in g e r, 
re a l e s ta te , a n d  K a th y  G o m e l, m k tg .,  p ra c tic e  
on d u m m y  d u r in g  b a n k -e n d o rs e d  course , w h ile  
N a n c y  P ru d e n  o f  J u n io r  L e a gue  o f  H o u s to n , 
w h ic h  o ffe re d  course , lo o k s  on  in  b a c k g ro u n d .

Hearty Drinker':

Bank's Fund C ontribution 
Keeps Drawing ’at Home'

First National, St. Louis, has con
tributed $25,000 to an art fund, assur
ing that a George Caleb Bingham draw
ing, “Hearty Drinker,” will remain in 
Missouri.

The work is one of 112 being sought 
in behalf of the people of the state by 
Bingham Sketches, Inc., a not-for-profit 
co rp o ra tio n  created by G overn or 
Christopher Bond. Mercantile Library 
Association, St. Louis, has agreed to sell 
all the sketches to the fund, provided 
the $1.8 million it is asking for the col
lection is raised by June 30.

“Hearty Drinker” depicts a man tilted 
back casually in a straight-back chair,
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C la re n ce  C. B a rk s d a le  (I.), p re s , a n d  CEO, F irs t 
N a t 'l ,  St. Lou is, a n d  E d w in  S. Jone s, ch .f a d m ire  
G e o rg e  C a le b  B in g h a m  d r a w in g ,  " H e a r ty  
D r in k e r , "  w h ic h  w i l l  be  a c q u ire d  f o r  M is s o u r i 
th ro u g h  $ 2 5 ,0 0 0  c o n t r ib u t io n  b y  b a n k . D ra w in g  
is o n e  o f  112 b e in g  s o u g h t in  b e h a lf  o f  s ta te  
b y  B in g h a m  S ketches, In c ., a n o t - fo r - p ro f i t  
o r g a n iz a t io n .

a broad smile on his face as he extends 
a glass being filled. The drawing was 
executed by Bingham and is a detail 
from his work, “The County Election,” 
which was done in 1852.

At press time, a total of $375,000 had 
been raised by the fund. Failure to raise 
the entire amount by June 30 will result 
in the collection being broken up aud 
auctioned.

Everything Playing:

Peanut Festival Chairman 
Is Dothan, Ala., Banker

James H. Eason, executive vice presi
dent and cashier, City National, Dothan, 
Ala., has been named the 1976 chair
man of the National Peanut Festival.

The festival, which began as a one- 
weekend-per-year event, has been en
larged over the years so it now is the 
equivalent of a state fair and is one 
week long. It features a science fair 
exhibit, youth, h om em aking , com
mercial and noncommercial exhibits, 
livestock shows, a recipe contest, a soap 
box derby and a number of other fun, 
sporting and beauty events.

Mr. Eason, who will donate his time 
for the festival, joined City National in 
1969. Prior to that, he served as auditor, 
First National, Tuscaloosa, Ala.

Help for Business:

Seminars Prove Popular;
W ill Continue in 1976

St. Joseph Bank, South Bend, Ind., 
has announced continuation of its spon
sorship of business-oriented seminars 
begun last year.

Four sessions are planned for 1976,

beginning with one entitled “The More 
Efficient and Effective Use of Profes
sional Services,” which was held Janu
ary 22 at the Center for Continuing 
Education on the Notre Dame campus. 
The discussion was paneled by an ac
countant, a lawyer, a consultant and a 
banker.

E. A. Rich, bank vice president for 
corporate affairs, who serves as chair
man and moderator for the seminars, 
said the programs are designed to pro
vide area businessmen with the latest 
advice on practical matters in running 
businesses.

Invitations were extended to busi
nessmen throughout the northern In
diana-southern Michigan area.

Cultural Benefit:

Merc Holds Fund-Raiser 
For St. Louis Museum

Mercantile Bank, St. Louis, held a 
fund-raiser in the new Mercantile 
Tower Building recently, with proceeds 
going to the St. Louis Art Museum. The 
event saw the unveiling of a collection 
of more than 200 containers of simple, 
natural materials, used for packaging 
in Japan. The show was entitled “The 
Art of the Japanese Package.”

More than 900 guests paid $10 each 
to attend and that sum was matched 
by a grant from the National Endow
ment for the Arts to be used to pur
chase a piece of sculpture for the mu
seum.

The event marked the first time a 
museum show has been exhibited in a 
commercial building in St. Louis. 
Among the items on display were con
tainers for fresh eggs, dried fish, condi
ments, rice and beverages. Most of the 
items are in common use in Japan 
today.

The exhibit remained on display to 
the public for a month.

Lynn H. M ille r  (c.), e .v .p .. M e rc a n tile  T rust, 
e x a m in e s  p o r t io n  o f  J a p a n e s e  p a c k a g in g  d is 
p la y  w i th  h is w i fe .  A t  r. is R ich a rd  C le v e la n d , 
d e s ig n e r o f  th e  d is p la y  a n d  a m e m b e r o f  th e  
St. Lou is A r t  M u se u m , c o s p o n s o r o f  th e  e x h ib it .
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Mississippi
A  Great Place lb  Learn
Mississippi knows that its future depends upon 
the quality education of its young people. That’s 
why sixty percent of the State’s general fund is 
spent on education, one of the highest percent
ages in the nation. With 43 junior and senior 
colleges and universities spread across our State, 
Mississippians know they have an opportunity 
for quality education. ̂ Vocational and technical 
centers play an important role in the education 
scene, too. A state-wide system of 69 training 
centers enroll almost 100,000 students in various 
fields. 3$ Mississippi 
is a great place to 
learn. If you want to 
find out more about 
Mississippi, its 
people, and its 
educational facilities,
First National is the 
best place to get the 
story.

r i  First N a tio n a l B a n k
Jackson, Mississippi Member FDIC 

BRANCHES: Amite County Bank. Gloster/Liberty:
Commercial National Bank, Greenville/Leland: First National Bank. McComb;
The Bank of Greenwood. Greenwood: Tylertown Bank. Tylertown
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Presenting

BANKERS
A Sensible Risk 
Management 
Program In One 
Step- By-Step 
Practical 
Desk Top 
Reference Guide

Now every commercial banker can understand, 
plan and monitor a sensible program of Risk 
Management. This new, concise manual helps 
you measure all the loss exposures you 
face...shows how to reduce needless and costly 
insurance gaps or overlaps...aids you in 
establishing a full-dimensional risk manage
ment program, including loss funding, to 
conserve your bank assets and get more for 
your insurance and protection dollar.
This unique manual - (which is by the same 
publisher o f the Risk and Insurance Manage
ment Guide For Savings Institutions) - takes 
you step-by-step through every area of Risk 
Management planning - in simple terms, with 
specific examples. You needn't be an insur
ance agent to understand it. Yet every section 
reveals new, proven ways to reduce your risks, 
losses and problems and is constantly kept up 
to date.
THE RISK AND INSURANCE 
MANAGEMENT GUIDE
•Complete Loose-Leaf, Tab-Divided, Section Indexed 
•Ten issues of "R isk  M anagem ent News"
•Guide Updates For The First Year

* 1 0 0 . ° °
HOW YOUR GUIDE 
STAYS UP-TO-DATE
You will be automatically billed $50.00  annually for 
continuing service beyond the first year to keep your 
guide current.

10-DAY TRIAL OFFER
Take 10 days to examine this vital manual at your 
leisure. If you are not satisfied, simply return the guide at 
no cost or obligation.

< Mid-Continent Banker
408 Olive St.
St. Louis, Mo. 63102

_

< T
Please send me The Risk and Insurance Management 
Guide for Bankers. The $100.00 initial price includes the 
first ten issues of “ Risk M anagem ent News" plus all 
revisions and additions to the Guide. 1 understand if 1 
am not completely satisfied I may return the Guide 
within ten days and my money will be refunded.

Please include appropriate sales tax.

□  Check enclosed, please ship postage paid.

□  Bill me and add $2.50 to cover postage and handling.

□  Please send me further information.

Name.....................................................................................................

T itle .........................................................................................................

I City..

I____
..Zip..

Corporate
News

Roundup

• Bank Building Corp. Thomas E. 
Murphy has been named director, BBC 
Financial Research Associates, the new 
name for the Real Estate Services Di
vision of Bank Building Corp., St. 
Louis. The name change has been made 
to reflect the expanded scope of con
sulting services offered to the financial 
market by BBC. Some of those services 
are applications for new charters and 
branches, site selection, branching and 
home office studies and tenant market 
analysis.

• SLT Warehouse Co. John Young 
has been promoted to district manager, 
New Orleans, with SLT Warehouse 
Co., which is headquartered in St. 
Louis. He went there from the com
pany’s Memphis Office.

• Christmas Club a Corp. Bryan 
Bernart has been appointed vice presi
dent-marketing by Christmas Club a 
Corp., Easton, Pa. Mr. Bernart will be 
responsible for the company’s market
ing strategies, product planning and 
sales organization. Prior to his appoint
ment, he had held sales and marketing 
positions with Pitney Bowes and the 
Singer Co.

• Amiel Industries. Amiel Industries, 
Atlanta, has named Gerard F. Murphy 
national sales manager; Peter J. Petrop- 
oulos, national sales manager for vend

ing operations; and Craig Startt, prod
uct manager. Mr. Murphy joined the 
firm a year ago after having served 
Olivetti Corp., while Mr. Petropoulos, 
who has 30 years’ experience in coin 
operations, formerly had his own firm, 
International Sales Marketing and Man
agement Consultants, Pompano Beach, 
Fla. Mr. Startt previously was south
eastern regional manager, Varian Data 
Corp. He joined Amiel last May.

• Elec-Tro-teC, Inc. Thomas O. 
Doner has been appointed general man
ager of Elec-Tro-teC, Inc., Elk Grove 
Village, 111. Mr. Doner has more than 
23 years’ experience in sales, marketing 
and administration with manufacturers 
of electronic components and systems.

• Mosler. Arvis Williams, formerly 
client service representative for HBE 
Bank Facilities Corp., St. Louis, has 
accepted the position of bank sales en
gineer with Mosler, Hamilton, O. With 
HBE, he traveled in Illinois, Indiana, 
Kentucky and Tennessee and prior to 
that, traveled for Mosler in greater Chi
cago, eastern Illinois and northwest In
diana. Mr. Williams fills a vacancy in 
eastern Oklahoma left by the death 
of Charles Perkins.

• Security Corp. Don Marsten, presi
dent, and Jack Schneiderjohn and Ed 
Holder, vice presidents, Monday Secu
rity Corp. of Webster Groves, Mo., have 
received Security Corp.’s Five-Year 
Dealer Service Award. Security Corp., 
a national marketer of banking equip
ment and services, has its headquarters 
in Irving, Calif. Monday Security Corp. 
is a national independent dealer net
work affiliate of Security Corp. of Irvine.

Ja ck  S c h n e id e rjo h n  (second  f ro m  I.), v .p .,  a n d  
Don M a rs te n  ( th ird  f ro m  I.), p re s ., M o n d a y  
S e cu rity  C o rp ., W e b s te r  G ro ve s , M o ., re ce ive  
F iv e -Y e a r D e a le r S erv ice  a w a rd s  f ro m  G a ry  J. 
G r if f  (1.), v .p ., a n d  Jo h n  K. G r if f ,  p re s ., S e cu rity  
C o rp ., I rv in e ,  C a lif .  N o t p re s e n t f o r  p h o to  w a s  
Ed H o ld e r, v .p .,  M o n d a y  S e c u rity  C o rp ., w h ic h  
is n a t io n a l in d e p e n d e n t d e a le r  n e tw o rk  a f f i l i 
a te  o f  S e cu rity  C o rp . o f  I rv in e .
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With single interest participating deductible coverage —  a new concept we pioneered —  our 
computer rides herd on all your auto loans. You get a full status print-out every month. Each 
week you get a report on the loans being processed.

This saves overhead for your bank and protects you from losses through uninsured acci
dents. It keeps your customer in his car and protects him, too, from being caught without in
surance through cancellation or oversight. You avoid repossession for physical damage to the 
auto.

We audit each loan. If the customer lacks insurance, we notify him and automatically issue a 
binder. If he then brings in his own policy, the binder is cancelled. If he doesn’t, a policy is 
issued. Either way, both the bank and the customer are protected.

That’s the kind of thorough service banks have learned to expect from Financial Insurance 
Service, the bank insurance experts. We even process the claims ourselves.

Financial Insurance Service can provide any service, handle any risk. We deal only with the 
highest-rated insurance companies. Our field force of highly trained specialists serves banks 
—  and only banks —  in 25 states.

Ask for our free booklet, The Risks That Take Bankers. Or call or write today with any other 
questions you have about any kind of bank insurance.

You’ll find we’re quick on the draw.

FINANCIAL INSURANCE SERVICE. INC.
22 0 0  EAST DEVON AVENUE • DES PLAINES. ILLINOIS 6 0 0 1 0 *3 1 2 /2 9 7 -4 6 6 0
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New

* Alcott Calculator Co. The “Equal 
Monthly Amortization Payment Guide” 
is a circular slide-chart for use in de
termining equal monthly payments of 
interest and principal to amortize loans 
and is manufactured and marketed by 
Alcott Calculator Co., Orlando, Fla. 
The device is seven inches in diameter 

and calculates loans from one to 50 
years at interest rates from 5/2% to 15%. 
The three-piece slide-chart is printed 
on heavy-duty card stock and is var
nished. Space is provided for bank 
name. Quantity prices are available. 
Write: Alcott Calculator Co., Dept. 
F6, Box 7396, Orlando, FL  32804.

• Doane Agricultural Service, Inc.
Estate Planning for Farmers, a 288- 
page book, has been published by 
Doane Agricultural Service, Inc., St. 
Louis. Designed to aid farmers in 
setting up sound estate programs, the 
book covers subjects such as equitable 
transfer of farm property to sons and 
daughters; methods of cutting federal

estate taxes, probate and settlement 
costs; planning family financial security; 
organization of the farm business before 
retirement; and use of wills, trusts and 
insurance as estate-planning tools. It 
was authored by J. W. Looney. Write: 
Doane Agricultural Service, Inc., 8900 
Manchester Road, St. Louis, MO 63144.

16

and

• Financial Products Inc. The modu
lar Instant Auto Teller, which is six feet 
by eight feet in size, has been de
veloped by Financial Products Inc., Eau 
Claire, Wis. Designed to help solve 
problem areas in drive-up banking, the 
pre-built units can be delivered to the 
site in two weeks. Hookup is all electric 
and no special foundation is needed. 
The Instant Auto Teller can be pur
chased or leased and is equipped with

drive-up window, BR glass, teller 
pedestal and cash tray, open/closed 
sign, electric heat and air conditioning, 
carpeting, countertops and alarm and 
telephone conduit. Its exterior is of 
stone aggregate, cedar paneling and 
fiberglass roof and soffit. Other sizes 
and pneumatic models are available. 
Write: Financial Products Inc., P.O. 
Box 1035, Eau Claire, W I 54701.

• C re a tiv e  M e rch a n d ise rs , In c .
“Money Matters” is a board game using 
everyday language and occurrences to 
explain savings to children. It was de
veloped by Creative Merchandisers, 
Inc., Chicago. Designed for players 
from age 5-12, the game teaches real- 
life money matters by paying a player 
who lands on, for instance, the “Sell 
Newspapers” square, and charging a fee 
to those who land on squares such as 
one marked “Music Lesson.” Object of 
the game is to be the first player with 
a $100 savings account. Interest is 
earned by depositing money in the 
“bank” for one turn, with a treasurer- 
keeping records of deposits and with
drawals. Other players must check their 
accounts for errors. Designed as a

premium that educates, “Money Mat
ters” provides practice in arithmetic 
and teaches the concept of savings and 
interest. Write: Creative Merchandisers, 
Inc., 61 W. Superior Street, Chicago, 
IL  60610.

B T J i J

• Business Data Systems, Inc. The 
TEL LITE  high-visibility traffic control 
signs, manufactured by Business Data 
Systems, Inc., Milford, Mich., are avail
able in a number of models aud mount
ing options to complement a variety of 
architectural styles. Designed to be 
legible in all weather, the signs feature 
messages of “OPEN” in green and 
“CLO SED” in red, while a solar screen 
face prevents sun glare. The units are 
of brushed stainless and use long-life 
lamps. Special plated finishes are avail
able. Write: Business Data Systems, 
Inc., 578 Hillwood Drive, Milford, MI 
48042.

• Amiel Industries. “The Champ” is 
the nickname of this heavy-duty auto
matic coin wrapper, the AI-9400, which 
is manufactured by Amiel Industries, 
Atlanta. The machine counts five de
nominations at 2,100 coins per minute 
and averages 21 rolls per minute with 
minimal maintenance. Features of the 
AI-9400 include a solid-state visual 
alarm system, which detects paper de
pletion, incorrect coin setting, misalign
ment of coins, an empty hopper, paper 
failure and improper coin feeding due 
to damaged or foreign coins. Write: 
Amiel Industries of North America, 
Inc., 3000 Clearview Parkway, At
lanta, GA 30340.
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At First National Bank of 
Kansas City, we offer a tradition 
of excellence. To correspondent 
banks. Retail and commercial 
customers. Investors.

Since 1886 this tradition has 
been dependent on more than 
stately architecture and specific 
bank personalities.

Excellence is built by a con
sistent policy and commitment 
that permits the bank to grow 
with strength one generation to 
the next, no matter what the 
economic climate.

The results are one of the 
largest capital structures in the 
region, a liquidity position re
spected throughout banking and 
long-standing correspondent 
relationships.

Our correspondent bank com
mitments mean that we stand 
behind our customers through 
good times and bad. That our 
word is good. That our people 
you see today will be the people 
you see tomorrow. And that we 
nave a depth of staff so that 
more than one person can 
answer your questions without 
passing the buck.

If you are looking for 
strength, dependability and 
experience in a correspondent 
bank relationship, you can 
expect all this as well as service 
and commitment from the First 
National Bank. It’s our tradition.

FIRST NATIONAL BANK
An Affiliate of First National Charter Corporation. Member FDIC.

(816) 221-2800
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Estate Planning Seminars for W om en  
Bring in New Business for Bank

BANKS’ TRUST DEPARTMENTS 
should deal differently with women 

customers and potential customers than 
they do with men, according to Leone 
H. Park, vice president, business de
velopment and re
tention, U n i t e d  
M issou ri B a n k ,
Kansas City.

F o r  in s ta n c e , 
says Mrs. Park, a 
woman thinks in
tuitively, while a 
man thinks ob jec
tively. She uses her 
intuition to avoid 
e m b a rra ssm e n t, 
keep from making 
mistakes, help her make decisions, size 
up people, tell her what to say and 
what not to say, and she uses this 
intuition quickly.

Quoting from Robert T. Allen’s book, 
The Grass Is N ever Greener, Mrs. Park 
says, “A woman just can’t disassociate 
ideas from people. A woman never at
tacks a question; she attacks the person 
who asked it. A man has no difficulty 
discussing only the message.”

” . . . a wo man often is on 
the defensive ; she wants to 
be prepared  with a rgu
m ents , with a sales ta lk , 
with reasons she can use to 
prove to anyone w ho ques
tions her that she had made  
a wise decision.”

A woman’s more subjective nature, 
Mrs. Park points out, makes it almost 
impossible to separate, for example, a 
speaker from his advice, a writer from 
his ideas. If she doesn’t like the speak
er, she finds it very difficult to like 
what he says. If she’s convinced he’s 
no good, she’ll refuse to believe his 
ideas are much better. Mrs. Park de
scribes a woman’s language as a lan
guage of feeling, and so bankers have to 
sell themselves as well as their banks.

In addition, says Mrs. Park, a 
woman often is on the defensive; she 
wants to be prepared with arguments, 
with a sales talk, with reasons she 
can use to prove to anyone who ques
tions her that she has made a wise

decision. Since she usually w on t  re
member facts, figures or details—but 
will remember benefits, that is what 
she wants to hear, Mrs. Park empha
sizes, not just to sell her, but to enable 
her to sell someone else.

With all this in mind, United Mis
souri of KC decided a few years ago to 
start holding estate planning seminars 
for women and to make them as casual 
and “folksy” as possible. As a drawing 
card, the bank wanted someone to 
whom the women could relate, and 
columnist Ann Landers was chosen. 
Why Ann Landers? Mrs. Park answers 
by pointing out that Miss Landers’ 
syndicated newspaper column’s reader- 
ship is in the millions, and she has had 
many estate planning, trust and tax 
questions sent to her.

The bank wanted two other partic
ipants—one to speak on probate and 
the other on estate planning. These 
speakers were Judge William W. Treat, 
of New Hampshire, president, National 
College of Probate Judges, and Rich
ard B. Covey, an attorney with Car
ter, Ledyard & Milburn, New York 
City. All the speakers readily understood 
that their talks had to be in words and 
phrases the women listeners could ab
sorb, says Mrs. Park. She adds that her 
bank had considerable correspondence 
with the speakers prior to the seminar.

Next, according to Mrs. Park, the 
bank believed it was important to get 
some “feed-in” from representative 
women and men in the area and, in 
turn, get these men and women to talk 
up the seminar among their friends. 
Therefore, UMB established an advis
ory committee consisting of five men 
directors, one woman director, two 
elderly women trust customers, a 
young woman and a middle-aged 
woman who were trust prospects. This 
group met with bank representatives 
three times—in March, April and May 
(the seminar was scheduled to be held 
the following September). The bank 
gained more than it had hoped for 
from this group. For instance, these 
women suggested that the bank put to
gether a simplified glossary of about 35 
trust terms and distribute it at the 
seminar. They contributed other ideas 
and gave final approval of all phases 
of the seminar and the luncheon that 
was to go with it. They were most

enthusiastic, says Mrs. Park, and dicl 
spread the word months before the 
seminar was held.

The guest list was composed of cus
tomers, prospects, wives of lawyers, ac
countants and insurance men and, 
finally, each officer of the bank was 
allowed to turn in up to five names. 
The invitation list was held to 3,000, 
which was difficult, according to Mrs. 
Park, because most women don’t like 
to go to any type of function by them
selves. Consequently, the bank had 
this imprinted on the reply cards: “I 
will bring with me the following guest, 
Miss, Mrs. or Mr.......................” In ad
dition, there was room to put the guest’s 
address. Mrs. Park notes the Mr., 
pointing out that the bank did want 
men to attend, if interested, and many 
did. However, all invitations were ad
dressed only to women, and they read, 
“United Missouri Bank of Kansas City 
invites you to attend ‘Your Family 
Matters’—a symposium developed to 
acquaint women with the concepts of 
estate planning.”

Mrs. Park points out that UMB 
called the symposium “Your Family 
Matters” to tie in the seminar with its 
bimonthly publication with the same 
title. She adds that anyone invited to 
the seminar who wasn’t on the publica
tion’s mailing list is on the list now.

The bank believed the seminar 
should be held at a location with am
ple parking space and not too far from 
where the women live. The Alameda 
Plaza in the Country Club Plaza area 
—which is on the fringe of a major 
residential section of the city—was cho
sen.

” . . .  a wom an thinks in
tuitively. She uses her intui
tion to avoid em barrass
ment, keep  from making  
m istakes, help her m ake d e
cisions, size up people, tell 
her w hat to say  and what  
not to say. . . .”

Mrs. Park says the bank wanted the 
main attraction to be the program and 
to keep the day casual, and so she con
vinced the hotel to serve a “pickup” 
lunch—meaning no silverware! To hold 
the food, she obtained medium-sized 
woven baskets and had them dyed 
bright blue, UMB’s official color.

Again—to get enthusiasm, support 
and backing from as many persons con
nected with the bank as possible—Mrs. 
Park asked wives of the men in per
sonal trust and estate planning to help. 
They used pinking shears to cut 250 
yards of checked gingham material into 
18-inch squares, which were placed on 
top of the picnic-style food in the bas-

PARK
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AM IEL INDUSTRIES

Roll your own!

;'^j| ward-thinking banks han
dling ever-increasing quantities of 

coins to evaluate the many benefits of 
wrapping their own coins.

Convenience: Have wrapped coins available when 
you and your customers want them.

Security: Sort and wrap your coins in your bank with your 
people.
Service: Your ability to respond to your customers’ needs is sig
nificantly increased and this added service means more and 
more customers. Amiel Industries is ready to help you realize 
these benefits. We’ve developed the biggest little automatic coin 
wrapping machine in the world—the AI-9100. Big in produc
tion, yet little in size. . .  simple to operate.. .quiet and easy to 
maintain. The A I-9100 is the ideal automatic coin wrapper 
for the forward-thinking banker. For more information and a free 
trial evaluation, call or write the nearest Amiel Industries Office.

Corporate headquarters—PO. Box 48149 , Atlanta, GA. 30340 , (404) 
455-0090 • Plaza 66. Bldg. B-9, Ml. Prospect Ave., Clifton, N.J. 07013, (201) 
473-0166 • 2101 Ferry Avel Suiter# 601--1800 Pavilion. Camden. N,J. 08104  
(609) 962-9490 • 3000ClearviewPkwy.. Atlanta, GA 30340, (401) 455-0090 • 
1285 Rand Rd„ Des Plaines. ILL. 60016. (312) 299 6630 • 2284 Weldon Pkuy.. 
St. Louis. MO. 63141, (314) 567-3323 • Suite *125. 12830 Hillcrest Rd.. 
Dallas. TX 75230, (214) 387-4579 • PO. Box 1348, Denver. CO. 80201, (303) 
499-1663 • 325 Corey Way #111. South San Francisco, CA 94080, (415) 
873-0316 • 395 Freeport Blvd. #10. Sparks. NEV. 89431, (702) 359-9588

The World’* Leader 
in Coin & Currency 
Handling Systems & 
Equipment
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Durham Life’s new 
Low 100.

Designed especially for 
mobile home loans and second 
mortgages, the fastest growing 
part of the mortgage loan 
business.

We call it the Low 100 
because premiums are lower 
for the borrower, but you get 
100% protection.

You’re paid back the entire 
unpaid balance net of unearned 
interest and finance charges, 
yet you can offer your custom
ers lower monthly payments. 
We keep the premiums low by 
fully covering your exposure 
and no more.

One premium is charged 
regardless of age. The entire 
premium is paid at one time,

eliminating paper work, collec
tions and policy lapses. And 
no medical exam is required.

With all this you still 
get the same attractive com
mission plan.

The Low 100. One more 
policy in Durham Life’s 
complete line of credit life. 
Everything you’ll ever need. 
Call Dan Boney.

Durham Life
Durham Life Insurance Company 
Home Office: Raleigh, N.C. 27611 
P.O. Box 27807, Tel. 919/782-6110
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kets. The squares served as napkins 
and, along with the baskets, were taken 
home by the guests. Mrs. Park says 
that although the women were well off, 
they still liked to get something free.

A large blue and white UMB banner 
was hung behind the head table.

At each place setting were a yellow 
pad and pencil, each with the bank 
name and logo on it, plus a folder con
taining: a letter of greeting from UMB 
Chairman B. Crosby Kemper; a glos
sary of trust terms (suggested by the 
seminar advisory committee); a page 
called “Two Fates of a $300,000 
Estate,” showing the difference in taxes 
between a simple will of a husband 
leaving everything to his wife and a 
will of a husband establishing marital 
and nonmarital trusts; an article by 
Judge Treat, “The Wife: Surviving
Quarterback of the Estate-Planning 
Team”; two booklets put out by UMB 
—“A Guide to Planning Your Family’s 
Future” and “A Guide to Choosing 
Your Executor”; 3x5 cards for ques
tions to be asked during the seminar 
and a reply post card to be used if a 
guest wanted more material or a per
sonal appointment with a UMB trust 
representative. In addition, the bank 
distributed simple, but elegant, pro
grams that included pictures of the 
three speakers.

Five days before the seminar, a 
capacity number—825—had signed up. 
In addition, bank personnel invited in
cluded directors, executive committee 
members, trust administrators, estate 
planning and investment advisory cus
tomer contact persons. Each of their 
spouses received a personal invitation 
from UMB’s president, Jerome H. Scott
Jr-

During the “sherry” hour, photog
raphers took many pictures, which 
were sent, with personal letters, to the 
persons photographed. The three speak
ers circulated and met many of the 
women, and there was the usual radio, 
TV and newspaper coverage, including 
interviews with the speakers.

Besides the three “headliners,” speak
ers included Mrs. Park with brief open
ing remarks, Mr. Scott and Mr. Kem
per, an executive vice president who 
heads the personal trust department 
and the estate planning division head. 
After all the talks were given, as much 
time as possible was given to answer
ing questions. Mrs. Park says that the 
speakers were deluged with inquiries— 
about 300! She describes them as most
ly very good questions. Because there 
wasn’t time to answer all the questions, 
the bank devoted the next issue of 
“Your Family Matters” to those ques
tions that fitted certain categories.

Later, each guest received a letter of 
thanks from UMB for attending. Also, 
about 100 to 150 letters were received

by the bank, many of them saying, 
“I’m proud of my bank,” not the  bank. 
In addition, three were humorous sto
ries of some of the guests—Mrs. Park 
points out that they have substantial fi
nances—trading the baskets for the 
material. For instance, one woman 
wanted the material for a quilt she was 
making and “wanted to remember this 
day” by using several pieces of the 
blue material for her quilt.

More importantly, UMB realized 
business from the seminar: According 
to Mrs. Park, the bank obtained trust
eeships and/or executorships from 
about 7% of those attending, and ad
ditional business continues to come in.

As to the cost of the seminar, Mrs. 
Park itemizes it like this: $12,000 had 
been allotted, and the total bill was 
$12,433, or about $15 per person. Of 
this, $3,200 was for speakers’ hono
rariums and expenses; $6,000 for sher
ry, lunch, baskets, dying the baskets, 
decorations, six off-duty policemen to 
help the women park and $3,200 for 
invitations, printed material, yellow 
pads and photographs.

The first seminar was so popular 
that UMB has held others since then— 
one series at UMB in Kansas City and 
another at a sister bank, United Mis
souri South, which is close to the 
residential area where the women 
UMB wants to reach live.

Even UMB’s customers are selling 
for the bank. Mrs. Park tells of one 
customer calling her to ask her to con
tact a friend of the customer’s to whom 
she had sold a United Missouri living 
trust. According to Mrs. Park, this has 
been happening more frequently since 
the seminars. ® *

Bank Ownership Is Topic 
Of IBAA Workshop

NEW ORLEANS—The Independent 
Bankers Association of America will 
hold a seminar/workshop on bank own
ership April 21-24 at the Boyal Orleans 
Hotel.

Authorities from a variety of fields 
are scheduled for the workshop, ac
cording to IBAA officials.

Information and guidance will be 
provided in the areas of tax considera
tions in a bank sale, how to negotiate 
a sale, alternatives to selling to a multi
bank HC, advantages and disadvan
tages of the one-bank HC, evaluating 
bank performance, estimating and pro
viding for future capital needs, regula
tory considerations, bank stock valua
tion and what to look for and where to 
look in acquiring a bank.

The four-day program will feature 
lectures and workshop sessions, and 
delegates will be able to obtain specific 
information and ask questions of speak
ers.

Something for Nothing:

'O peration Identification'
Is Bank-Police Program

The banks in Texarkana, Tex., re
cently got together and ran an ad say
ing, “We’ll loan you something for 
nothing.”

No, it wasn’t a come-on, it was a pro
gram held in cooperation with the local 
police that was called “Operation Iden
tification.” Each bank designated an 
area in its lobby as a check-out station 
for electric engravers. Citizens would 
borrow the engravers, mark their val
uables at home with their license num
bers and thus discourage thieves.

We’ll loan yon 
something for nothing.

We’ve got a new kind of loan for you. and it's a real 
security plan.
Come to our lobby and we’ll loan you an electric 
engraving pen free Take the pen home, mark all your 
valuables with your drivers license number, return the pen 
to us and we'll give you warning decals to put on the 
outside of your home.
It’s all part of Operation Identification. We’re cooperating 
with the Crime Prevention Units of the Texarkana Police

Marked items are undesirable to burglars, so participate in 
Operation Identification because.. .
Crime Prevention begins with you.

Commercial National Bank
224 Ea.il 4ih • 773-4561 • Member FDIC

Oak lawn Bank
3000 New Bmmn R.ad • 838-6502 • Member KDIC

State First National Bank

Twin City Bank

Texarkana National^Bank

in cooperation with
The Crime Prevention Units
Texarkana Police Departments.

Once the engraver was returned, 
“Operation Identification” decals were 
issued to be put on exterior windows 
and doors as a warning to would-be 
burglars that items inside the home 
were marked.

Participating in the program were 
Commercial National, Texarkana Oak- 
lawn Bank, State First National, Twin 
City Bank and Texarkana National.

Bank officials say the project not 
only helps prevent crime, but builds 
lobby traffic.

Traffic Safety Is Topic 
O f HC-Sponsored Film

“The Long Blue Line,” a 16mm film 
on traffic safety, has been co-sponsored 
by Central Bancshares of the South, 
Inc., Birmingham.

Narrated by Bobby Goldsboro and 
starring country singer Ferlin Husky 
and coaches Balph (Shug) Jordan and 
Paul (Bear) Bryant, the 30-minute film 
was produced for the Alabama Depart
ment of Public Safety. It reportedly will 
be available for showing to civic groups, 
schools and churches.

In addition to the HC, a number of 
other firms have taken part in under
writing the film’s cost.
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NEWS ROUNDUP

News From Around the Nation

Due-Course Doctrine Breach Proposed by Fed
The Fed has proposed a regulation that will breach the 

holder-in-due-course doctrine, which holds that a consumer 
must honor his obligation to a creditor regardless of any 
dispute with a merchant.

The proposed rule would extend liability to banks for 
consumer goods and services that they finance and which 
turn out to be faulty.

The new regulations would make it unlawful for a bank, 
directly or indirectly, to take or receive a consumer credit 
contract that fails to contain the following provision in 
prominent-sized type:

“Any holder of this consumer credit is subject to all 
claims and defenses which the debtor could assert against 
the seller of goods or services obtained pursuant hereto 
or with the proceeds hereof. Recovery hereunder by the

debtor shall not exceed amounts paid by the debtor here
under.”

The proposal was made to bring the Fed’s rules in 
line with a proposal made by the Federal Trade Com
mission (FT C ) last fall. The law requires the Fed to be 
in compliance with FTC  regulations in the area of unfair 
and deceptive practices to consumers in or affecting com
merce.

The Fed regulations would cover banks as creditors 
when they lend purchase money or finance the sale of 
goods or services to consumers on a deferred-payment 
basis. This would not include credit card transactions. 
Thrifts will come under similar regulations.

Comment will be accepted by the Fed through March 
31.

Insurors Support Proxmire Bill
The National Board of State Directors of the Inde

pendent Insurance Agents of America has endorsed pas
sage of Senate bill 2721 to amend the Bank Holding 
Company Act and the Bank Merger Act to restrict the 
non-banking activities in which registered bank HCs may 
engage. The bill is known as the Proxmire Bill after its 
sponsor, Senator William Proxmire (D .,W is.), chairman, 
Senate Banking Committee.

The group claims that the consumer is not well served 
by banking institutions engaging in a broad variety of non
banking activities. It says bank entry into non-banking 
activities can be expected to lessen competition and lead 
to the coercion of borrowers in connection with the pur
chase of non-banking services.

Fed Amends Regulation Z
The Fed has announced regulatory amendments to 

Regulation Z that eliminate the need to make Truth in 
Lending disclosures together with Real Estate Settlement 
Procedures Act (RESPA) disclosures.

The amendments also eliminate the requirement for 
disclosure of closing costs in certain real estate trans
actions not covered by RESPA.

The amendments are being made to bring Fed regu
lations in line with recent legislative revisions in the two 
acts.

HC Travel Agencies Banned
The Fed has ruled that HCs can’t operate travel agen

cies because such operations fail to meet the legal require
ments that HC activities be closely related to banking 
operations.

About 150 commercial banks provide travel-agency 
services and nearly two-thirds of the agencies affiliated
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with banking organizations were established within the 
last 15 years.

Bankers Endorse Taxable Muni Bonds
The ABA has endorsed a concept that would allow 

municipalities the option to issue taxable or non-taxable 
bonds.

In congressional testimony, the ABA stated that the 
creation of a taxable municipal bond market would 
broaden the market for state and local bonds, stabilize 
that market during periods of monetary stringency and 
provide more efficient assistance to state and local govern
ments.

The Municipal Capital Market Improvement Act (HR 
11214) would require the secretary of HUD to pay a 
subsidy of 40% of the interest cost to a state or local 
government that elects to issue federally taxable obli
gations. The decision to issue taxable bonds would be 
optional with the issuer.

By expanding the bond market to more financial sources, 
the ABA said, rate volatility of all municipal borrowing 
would be diminished.

N . Y .  Fed Won't Lose on Franklin Nat l
The FD IC expects to realize enough from the sale of 

Franklin National Bank assets it controls to pay off the 
New York Fed, but there is little hope of any distribution 
to the defunct bank’s HC.

The agency noted that the liquidation process will con
tinue for nine to 14 years and that there is a wide range 
in estimates of future amounts to be received from the 
assets.

It was noted that before the HC would receive any 
payout, the holders of about $27 million of the bank’s 
4/1% capital debentures and $17.7 million of the bank’s 
cumulative preferred stock would have to be paid.
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Agricultural News

All Factors of Hedging Complexities 

Must Be Considered by Ag Bankers
By CHARLES E. WILCOX 

C om m ercia l B anking O fficer 
H arris  Trust & Savings Bank 

Chicago

HEDGING is more complex than its 
basic definition would imply. Al

though a banker can’t reasonably be 
expected to give sound advice on an 
individual hedging decision, he must 
be aware of some factors his customer 
must consider:

• There are many kinds of hedges, 
so your customer’s approach could be 
quite different, depending on the na
ture of his business. Is the timing right? 
There are good and bad hedges.

*  The producer must know the 
quantity of produce to hedge. That 
sounds basic, but many things can get 
in the way of a producer eventually 
bringing what he originally anticipated 
to the cash market. His banker should 
be aware of significant differences be
tween cash and futures, i.e., speculative 
position.

• How much risk can your customer 
afford? An experienced producer with 
good net worth may have a less com
pelling need to hedge in a given situa
tion.

• Before an effective hedge can be 
set, a producer must be able to figure 
his own costs. This is basic if a profit 
target is to be set, but not as easy as 
it sounds. Cattle and grain prices have 
been quite volatile recently, as has the 
cost of borrowing, the cost of chemicals 
and fertilizers and the cost of feed 
grain additives. A cattle feeder has to 
consider hedging his feed grains, as 
well.

• The producer must know the exact 
futures contract specifications and how 
they relate to the grade of product he 
typically produces. One can’t ignore 
grade premiums and discounts from 
approved delivery specifications, which 
can be substantial. The real importance 
of this comes in historically comparing 
the consistency of price movement be-

This article is excerpted from The 
Banker and Hedging, a publication 
of the Chicago Mercantile Exchange.

tween local cash price and the futures,
i.e., the “basis.”

• The businessman can’t make his 
hedging decisions in a vacuum, nor can 
he expect to rely on his banker. A 
qualified and experienced broker, with 
a strong background in handling hedge 
accounts in his particular commodity, 
is a must. The banker, perhaps through 
his big-city correspondents, can assist 
here.

• Don’t forget the rough guideline 
of “equal and opposite”—ownership of
1,000 head of cattle and long an equiv
alent weight in the futures definitely 
isn’t a banker’s hedge (a “Texas 
hedge,” yes—twice the speculation).

A lot more brokers are willing to 
handle your customer’s hedge account 
than are qualified  to do so. The right 
choice of broker, after reviewing the 
pertinent criteria carefully, can affect 
the banker if he is lending a more 
liberal amount against a hedged com
modity. It behooves you, the banker, to 
involve yourself, at least to keep your 
ears open, especially if your customer 
is new to hedging. Also, your customer 
and his broker must understand fully 
what their respective duties and obli
gations are to one another.

As in any other successful business 
development, hedging has been suc
cessful because it’s profitable. It’s mu
tually beneficial to both the producer- 
businessman and his bank. For the pro
ducer, some of the advantages are ob
vious: People hedge to retain profit
making opportunities. They do it not 
just to avoid risk, but to make a reason
able profit. They essentially are spec
ulating on the basis, or price relation
ships, of cash and futures prices over 
time. Absolute price is secondary.

Secondly, price risks are minimized. 
Price risks could quickly ruin an other
wise well-run business.

Hedging normally gives the customer 
access to an additional source of funds 
from his bank, since banks are willing 
to increase their percentage advance 
when profits have been protected. This 
translates to increased leverage on 
equity capital, since a larger multiple 
of working capital is allowed to be bor
rowed.

Hedging also provides a source of 
funds for margining loan advances on 
a regular basis, due to the daily settle
ment procedures at the exchanges. Of 
course, the hedger then expects his 
banker to increase his advance when 
market values increase, so he can meet 
his margin calls against his short posi
tion in the future.

Each of the advantages noted above 
also has implicit advantages to banks 
lending money. A profitable relation
ship tends to be strong, especially when 
the banker has helped his customer 
maximize profits. The price security in 
hedges adds to the bank’s security and 
valuation of collateral on a day-to-day 
basis is made more easily.

A properly hedged customer can ex
pect to borrow more, safely, possibly

improving the banker’s earning-asset 
situation. For the banker, it means 
greater financial flexibility.

All these advantages, in the broader 
economic sense, add up to greater 
liquidity in the markets, which will 
allow supply and demand factors to 
determine what prices really should be 
at a certain time. An efficient market, 
with a freer flow of goods and services, 
should add up to higher volume and 
lower margins, which should benefit 
the ultimate consumer.

Understanding the fundamentals and 
procedures of hedging is simple enough, 
but to become a good operational hedg
er demands much study and consistent 
attention. Historical price and basis 
pattern data are abundant, but the pro
ducer must develop his own series of 
data, due to differences in hedging lo
cations. Only by doing this can the pro
ducer reasonably evaluate factors affect
ing the basis and compare current basis 
changes with historical patterns. Here, 
the hedge broker can be of invaluable 
assistance.

The discipline built up around these 
programs undoubtedly will enhance a 
customer’s desire and ability to im-

"Understanding the fundam entals and procedures of 
hedging is simple enough, but to becom e a good op era 
tional hedger dem ands much study and consistent atten
tion."
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" Volatile price m ovem ents and narrow  profit margins  
in m any commodities now m ake hedging m ore desirable  
than ever. While hedging som etim es allows a less than 
well-capitalized firm to attract financing, it can't be the 
sole credit requirem ent."

prove his profit-and-loss accounting. 
As in other types of businesses, the 
ability to determine how they m ade  
profits, not just how much, will set a 
modern business manager apart from 
the crowd.

A daily record showing all long and 
short positions is essential. The farmer’s 
banker really should demand no less 
than a record clearly showing—so even 
a banker with a somewhat fundamental 
conceptual knowledge can understand 
it—all grain bought or sold on contract 
or in the futures, grain physically on 
hand and net long and net short po
sitions in each commodity handled.

A projection of actual production 
costs and their impact on expectant 
profitability goes a long way toward 
convincing a banker that a man has a 
handle on his business. It is a plan to 
go by, outlined within the parameters 
of realistically established goals. He 
should include in his projections the 
proposed financing of the asset levels to 
be attained through his production sea
son, as well as his alternative sources 
of payout.

You, the banker, then can help him 
determine, in a shared decision, what 
it will take to accomplish his plan. 
Does he have enough working capital? 
Could he increase profitability through 
greater leverage without significantly 
increasing the risk of bori-owed money?

That’s where the banker and hedging 
come in.

Volatile price movements and narrow 
profit margins in many commodities 
now make hedging more desirable than 
ever. While hedging sometimes allows 
a less than well-capitalized firm to at
tract financing, it can’t be the sole 
credit requirement. Traditional require
ments of business ability, integrity and 
method and timing of loan payouts re
main essential points. The fact that 
loans are secured by hedged commod
ities with known value and limited 
price risk doesn’t mean complete finan
cial statements shouldn’t be analyzed

for their basic soundness and ability to 
service the total debt load. “Know your 
customer” still is number one.

Requirements for the physical secur
ity of collateral, such as warehouse 
receipts and proper hazard insurance, 
are important, no matter how great 
the advance. A properly hedged bor
rower can expect a more liberal ad
vance against his inventory—up to 85% 
or 90% in many cases—but with it come 
additional requirements on behalf of 
the borrower and lender. First come 
the regular detailed inventory position 
reports mentioned earlier. These enable 
the bank to closely monitor the bor
rower’s avoidance of improper amounts 
of speculation.

Collateral should be valued to the 
market on a regular basis, daily if the 
margin is narrow. With hedged col
lateral, the futures markets provide a 
convenient quotation system for valuing 
inventory on a current basis.

Margins are required to bind the 
broker to the transaction and the bro
ker, in turn, must obtain margin from 
the customer as a “good faith” deposit 
or guarantee of the contract’s fulfill
ment.

The borrower financing a hedge con
tract must assure himself that he has 
sufficient funds to comply with margin 
calls, normally assisted by the bank. 
Once a banker has agreed to finance a 
hedge transaction, he should be pre
pared to extend additional amounts for 
maintenance margins as the contract 
price increases (goes against his short 
futures position). Funds come from the 
additional loan value of collateral.

If the value of collateral declines,

the bank should call on the borrower 
for additional margin for his loan. This 
the borrower can obtain from his bro
ker, since he will show an increase in 
the value of his hedge account, from 
which he can draw as the market goes 
down.

This system can alert the banker to 
a potential problem, too. If the bor
rower can’t get money from his broker, 
it could suggest that the collateral 
hasn’t been hedged properly.

Following the loans once they’re on 
the books is as important as considera
tions prior to making the loans. Specific 
procedures must be set up (and tested 
prior to actual loan activity, if possible) 
to ensure the logic of those procedures. 
Strong internal policies will minimize 
mistakes and the potential of a loan 
going out of control.

These procedures will vary a great 
deal with the circumstances, but should 
be as standardized as possible. A good 
internal audit system to alert you of 
improper margins for your loan is es
sential. With the aid of computers, 
along with a responsive systems and 
programming staff, loans can be rela
tively easy to process. Computers don’t 
understand markets very well, so the 
responsible officer’s own vigilance still 
is an absolute.

It’s extremely important that bank 
management at all levels be familiar 
with hedging principles. This probably 
will require an additional educational 
process within the bank, but the po
tential payoff that comes from shared 
decisions, instead of a dependence on 
one “resident expert,” could return the 
investment many times over. * *

24 Hour Toll Free Telephone Service 
Weekly Confidential Market Report 

Marketing Seminars conducted for Clients in Your Area
WRITE OR CALL
FGL, 1200 35th St.

West Des Moines. Iowa 50265 
515 223-2200
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Practice Dual Control in Your Bank 

To Effectively Cut Theft Losses
By OSCAR W. JONES 

D irector, Loss P revention Services 
Scarborough & Co., Chicago

DUAL CONTROL means two per
sons, working together, place in 

or remove from the vault, cash being 
held under dual control. Locks and 
combinations must be so arranged that 
no one person can operate them.

In addition, there must be a written 
and signed record that both parties 
participated in any vault deposits or 
withdrawals of cash.

All movements of cash within a bank 
should be under dual control, except 
the teller’s individual cash fund, which 
must be kept under strict “sole’ custody 
by the teller, during and after business 
hours. Due to this “sole custody’’ rule 
for the tellers’ individual cash funds, 
these funds should be counted together 
by the teller and another officer or em
ployee of the bank at periodic inter
vals. This should be done at least 
monthly, in order to assure that all the 
funds are complete and accounted for.

" All m ovem ents of cash 
within a bank should be un
der dual control, except the 
teller's individual cash fund, 
which must be kept under  
strict 'sole' custody by the  
t e l le r . . .

Tellers frequently will be out-of
balance at the close of the business day, 
and quite often the differences can’t be 
located. In such instances, the small 
overages and shortages should be writ
ten off the general ledger on the days 
of their occurrence.

Particular caution should accompany 
any movement of currency, since its 
vulnerability increases with exposure. 
All transfers should be made in a rou
tine, orderly fashion, following certain 
standard procedures:

• When shipping or receiving cash 
to or from the Fed or other bank by 
armored car, pay particular attention

This article was adapted from a Loss Pro
tection /Prevention Bulletin of Scarborough 
ir Co., Chicago.

to the immediate shipping or receiving 
area. It may be highly vulnerable. 
Proper identification should be obtained 
from every employee of an armored car 
service prior to his access to any cash 
storage area.

• Movements of armored car service 
personnel should be witnessed by at 
least two employees of the bank. The 
first employee should accompany the 
armored car service representatives at 
all times and the second bank employee 
should remain near an alarm-activating 
device from which all movements may 
be observed. He should be in a po
sition to immediately activate the alarm 
on observing unusual movements or 
circumstances. If the employee manning 
the alarm button questions the move
ment or conduct of the armored car 
employees in any way, he should make 
no attempt to resolve his doubt, but 
immediately should activate an alarm.

• Cash shipments between branches 
and main office vaults should be made 
by armored car service. If this isn’t 
available, or isn’t feasible, at least two 
bank employees should make these 
transfers. The same precautions that 
apply to shipments by armored car 
service should be taken at the shipping 
and receiving terminals when bank em
ployees make the transfers. When bank 
personnel make cash transfers, they 
should use varying routes and time 
schedules in order to avoid establishing 
a determinable pattern. Often, banks 
can obtain local police escorts to ac
company inter-office cash transfers by 
bank employees. Banks should strive 
to work in harmony with local law en
forcement agencies in all such matters, 
for cooperation is of mutual benefit.

In planning new construction, give 
serious consideration to installation of 
a separate entrance to the facility, the 
sole purpose of which would be for the 
shipping of cash via an armored car or 
similar service. This entrance should be 
located as near the vault as possible, or, 
if the bank is of sufficient size, with 
immediate access to the vault.

If a cash receiving and shipping area 
is constructed, arrangements should be 
made to provide it with protective 
barriers in conjunction with continuous 
guard service, or continuous surveil
lance equipment, or both.

Let’s consider internal movements of 
cash between tellers stations and the 
head teller or between tellers—includ
ing the head teller—and the vault. For 
safe removal of excess cash to a locked 
safe, vault or other protected area, the 
easiest and safest method is for each 
teller or each group of tellers to use a 
movable steel cabinet with lockable 
drawers. This should enable each teller 
to remove excess cash before, during 
and after business hours in reasonable 
safety and to safely store his cash in the 
vault each night in preparation for the 
next business day.

During business hours, only cash 
that’s locked up should be transported 
across the lobby of the facility. Excess 
cash should be removed from each tel
ler’s station as soon as feasible. Unless 
absolutely necessary, cash shouldn’t at 
any time be left in open view of 
customers in the lobby.

Finally, in connection with the move
ments of cash, whether the movement 
is external (between vaults) or internal 
(between teller stations and vault), all 
removals of cash from and all place
ments of cash within the vault should 
be made under dual control.

“Bait money” is currency a bank can 
identify as having been in its possession 
at a specific time. In the event of a 
robbery or burglary, it can be used for 
the purpose of identifying and con
victing the person perpetrating the 
crime.

Frequently, a suspect will be taken

"Excess cash should be re 
m oved from each teller's  
station as soon as feasible. 
Unless absolutely necessary ,  
cash shouldn't at any time 
be left in open v iew  of cus
tomers. . . . "

into custody shortly after commission 
of a crime, and undoubtedly the most 
incriminating evidence that could be 
obtained to link him to the crime would 
be the discovery of bait money in his 
possession. Equally incriminating would 
be proof of his having made a purchase 
with bait money: Large cash trans
actions, such as the purchase of an 
automobile, are infrequent, viewed with 
suspicion and subject to police checks 
which reveal identifiable currency. Be
cause of bait money’s tremendous value 
when presented in court trials as evi
dence linking a particular person with 
the robbery or burglary of a particular 
bank, the Bank Protection Act of 1968 
requires every banking institution to 
maintain bait money in each tellei-’s 
station and in its reserve currency 

(Continued on page 109)
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Cut the travel time 
of your overseas drafts 
and collections in half.
When yo u ’re processing foreign 
drafts and documentary collections, 
the shortest distance between two 
points is a straight line. So from now 
on, with Chase’s new service, you can 
send your foreign drafts and coi
tions directly to the overseas bank, 
without taking a time-consuming de
tour through your New York corres
pondent. It’s a Chase advantage that 
can save over a week’s time com 
pared to the service offered by most 
other banks, and the drafts and 
collections will still remain under our 
control.

What does that mean to you? It means 
that if yo u ’re a correspondent of 
Chase, you can provide better, faster 
service for your customers. Their 
drafts will be executed quicker and 
their collections completed faster. 
And a customer who gets better ser
vice from you is a customer who’s 
more satisfied with you.

©Chase Manhattan Bank, N.A. 1975 
MEMBER FDIC

How does our new service work? It’s 
very simple. We provide you with pre
authorized forms for drafts and docu
mentary collections. That way, you 
give an immediate confirmation to 
your custom er and you send the 
action form directly overseas, without 
having to send itthrough New York.

If you’d like to receive more informa
tion about how you can cut overseas 
draft and collection travel time in half 
and an explanation of how Chase’s 
other international services can 
give your bank a competitive advan
tage, call a Chase Relationship Man
ager collect at [212] 552-3192 or just 
fill out and mail in the coupon below.

CHASE

Give your bank the Chase Advantage®
i-------------------------------------------------------------------------------- 1
I Chase Relationship Manager |
I Correspondent Banking Division I
I P.O. Box 217, Bowling Green Station i
I New York, New York 10004 |

□  Please have a Relationship Manager contact me regard
ing foreign draftsand documentarycollections.

. □  Send me more information on other international ser- , 
vicessomy bankcan haveacompetitiveadvantage.

I Name______________________________ Title_________ 1
1 Bank____________________________________________  1
1 Address_________________________________________
! City_____________________State_________ Zip_______ (
I PhoneC ) ___________________________________  |
I____________________________________________________ I
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Commercial Lending

Effective Administration of Collateral: 

Vital W hen It  Comes Time to  Liquidate
By MELVIN E. RUBENSTEIN

Executive V ice President 
Rosenthal & R osenthal, Inc.

N ew  York C ity

A REA LISTIC assumption secured 
lenders make is that someday 

they will be faced with a voluntary or 
involuntary liquidation of collateral. 
The success of that liquidation in large 
measure will be attributed to the effec
tive administration of the collateral.

After a loan has been structured, it 
is essential that procedures and tech
niques of collateral administration be 
designed that will provide for an early 
warning of any adverse change in the 
condition, value and market for the 
collateral. This entails verification of 
the collateral, an examination of its 
condition and, depending on its vol
atility, a constant knowledge of its 
marketability and liquidation value.

Furthermore, awareness of adverse 
changes in the financial condition of the 
borrower can serve to alert lenders to 
the necessity of closer scrutiny and ad
ministration of collateral, the lowering 
of advances against it and other con
structive changes in the administration 
of a revolving loan that can improve 
the chances of a successful liquidation.

The creation of fraudulent accounts 
receivable seldom occurs when a busi
ness is sound or successful. Inventory 
rarely disappears when a company 
prospers and the maintenance of equip
ment is usually not neglected in a 
profitable enterprise. But when a bor
rower is in dire financial straits, tempta
tion to commit fraud and violate loan 
agreements can arise.

Therefore, the cornerstone of any 
effective program of collateral adminis
tration is the necessity of monitoring 
the financial condition and trend of the 
borrower. Audited financial statements 
should be obtained. In addition, peri
odic field examinations are customarily 
made that entail a review, not only of 
the collateral, but the financial con
dition, activity in the borrower’s prem
ises and, frequently, an evaluation of

This article is adapted from remarks made 
by Mr. Rubenstein at the 61st Annual 
Fall Conference, Robert Morris Associates, 
last November.

his immediate and near-term business 
prospects.

The collateral most frequently lent 
against is commercial accounts receiv
able. Since this represents collateral for 
a service rendered or a product sold 
and delivered, proper documentation is 
generally submitted and must be re
viewed. Verification is made periodically 
and provision is made as to the analysis 
of the receivables’ condition and be
havior compared to industry norms, 
trade practice and experience.

Trends must be carefully measured 
to determine if a deterioration of the 
collectability of the accounts has oc
curred. For example, watch for sales 
to a less desirable customer, a concen
tration of credit, slowing down of col
lections, increases in returns and al
lowances, etc.

" The creation of fraudu
lent accounts receivable sel
dom occurs when a business 
is sound or successful/'

In addition, the lender must con
stantly be on the alert for product 
and marketing changes, such as the 
selling of new and unproved products, 
the granting of warranties where for
merly none existed, obtaining large con
tracts over extended periods of time 
without privileges of part shipments 
and, in some cases, severe penalties for 
noneompletion, the selling of consign
ment or guaranteed sales where for
merly this did not exist, the granting of 
volume discounts and rebates not di
vulged.

In effect, any change in the market
ing area that could adversely affect the 
liquidation of accounts receivable ne
cessitates altering the formula of ad
vances against accounts receivable so 
that the lender may be assured of 
realizing the loan against the accounts 
assigned.

The internal technique of administer
ing accounts receivable collateral ranges 
from an examination of invoices as
signed, shipping documents, remit
tances in kind, account debtor vouchers, 
agings of accounts, past-due and con
centration lists, etc. The degree of de
tail administration varies, depending 
upon the financial strength of the

borrower, the amount of paperwork and 
the character and risk in the accounts 
being assigned.

Administrative techniques cover a 
wide spectrum, from that of complete 
notification to accounts to pay directly 
to the lender to depositing remittances 
in bank accounts controlled by the 
lender, from the receiving of shipping 
evidence to the waiving of it and from 
the lender maintaining a duplicate set 
of accounts-receivable ledgers to that of 
simply maintaining a control ledger.

The point is that the nature of the 
administration of accounts receivable 
can vary.

Certain basic fundamentals will al
ways remain, however. The lender must 
be able to liquidate his collateral with
out the cooperation or presence of the 
borrower and he must always be in a 
position to evaluate the liquidation 
value of the accounts and, if unfavor
able changes occur either in the ac
counts receivable or the viability of 
the borrower, he can act quickly to 
protect his position. What is generally 
involved in these “basic” fundamentals 
is the lender’s ability to monitor, evalu
ate, verify, notify and collect the ac
counts.

Supplementing the internal proce
dures, the lender should authorize 
periodic examinations by his field audi
tors of the borrower’s place of business. 
This involves not only a financial exami
nation of the borrower’s books and 
records, but an investigation and first
hand observation of the borrower’s 
physical condition and the review of 
any factors that would adversely affect 
the accounts receivable.

Supplementing periodic field auditor 
examinations, visits should be made by 
the credit man or loan officer to review 
with the borrower his financial con
dition, prospects and problems.

C om b in in g  internal administrative 
procedures with constant verification 
accompanied by periodic field exami
nations is the fundamental technique 
in administering accounts receivable 
collateral. The purpose is to provide 
the essentials in accounts receivable 
administration, but this must be supple
mented by the experience, judgment 
and intuition of the credit man or loan 
officer responsible for administering the 
loan. It is his business acumen in evalu
ating all the data provided, his close
ness to the client and his knowledge 
of market conditions that assure the 
effective administration of the collateral.

The value of the collateral should be 
checked at recurrent intervals, depend
ing on the volatility and nature of the 
commodity. Use should be made of 
trade and government publications, out
side appraisers and customers for the
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collateral. The lender must avail him
self of all sources of information in 
order to keep informed as to values and 
markets, to maintain adequate margin 
for changing conditions and to be 
aware of the expenses involved in liqui
dation.

The value of released merchandise 
must take into consideration the prob
ability that initial withdrawals will be 
for the more salable goods, possibly 
leaving the lender with broken lots or 
aged inventory—the less valuable items. 
Consequently, if the inventory is being 
valued at one price per unit, with
drawal should be made at a higher unit 
price, assuring the lender of a greater 
margin for the remaining inventory.

Adequate insurance should be main
tained and provision made for renew
als. In addition, warehouse charges 
should be paid by the borrower 
promptly, as they represent a prior lien 
on pledged inventory.

Procedures should be determined as 
to how and under what conditions 
collateral will be released and paid for: 
Whether a minimum retention will be 
set in the warehouse, whether releases 
are to be paid for by borrower’s check, 
a substitution of collateral or the as-

" Administering collateral 
is often the vital bridge b e
tw een the granting of a loan 
and the successful liquida
tion of collateral

signment of accounts emanating from 
the collateral released. The essential 
element in this aspect of administering 
collateral is full accountability and con
trol over the proceeds.

The financial condition of the bor
rower should be continually monitored 
and consideration should be given to 
altering the loan formula to obtain ad
ditional margin if it appears the bor
rower is approaching financial embar
rassment. Furthermore, it is necessary 
to keep abreast of changing legal re
quirements regarding disposition of the 
collateral.

Chattels are the least complicated of 
the collaterals to administer because of 
the nature of the collateral and rela
tively fixed structure of the loan. Lend
ers are primarily concerned with main
taining the condition of the chattels and 
the payment of the loan. Field exami
nations determine the condition and 
maintenance of the chattels and, if no 
breach of the loan agreement occurs, 
there is little that can be done to adjust 
the borrowing formula.

The lender is therefore primarily 
concerned in administering a chattel 
mortgage loan, that the borrower does

not violate the loan covenants and that 
the agreement drafted enables the 
lender to take some action to protect 
the value of the collateral if the agree
ment is breached.

When a loan was originally granted, 
certain assumptions were made—the 
collectability of accounts receivable, 
the value of inventory in liquidation, 
the recovery of chattels in auction, etc. 
These assumptions can never be fixed 
but must continually be reviewed, and 
if any changes occur in the condition, 
nature or value of the collateral, the 
lender must move expeditiously to pro
tect himself. Proper administration of

collateral should give us the earliest 
possible indication of adverse changes.

Administering collateral is often the 
vital bridge between the granting of a 
loan and the successful liquidation of 
collateral. It must command a signifi
cant amount of attention and concern.

■ LIT T L E  ROCK—First National has 
reported deposits of $220 million at 
year-end 1975, a 100% gain since 1968. 
Assets now stand at $289 million, loans 
at $141 million, net income at $1.65 
million and capital funds at $15.6 mil
lion.

Every banker has them— problem loans with seem
ingly insufficient or unsatisfactorily controlled col
lateral. And because business will be looking to their 
banks more and more for expansion capital, the prob
lem will be compounded, not simplified.

Douglas-Guardian has been in the business of 
uncomplicating inventory collateral for banks and 
their customers for over 50 years. We simply bring 
our Traveling Credit to the situation in the form of 
Field Warehousing. We are doing it every day for 
banks just like yours. We would like to work with 
you on your current “ problem child.”

Together we might be able to turn 
him into a little angel.

Douglas-G uardian W arehouse Corporation
P.O. Box 52978, New Orleans, La. 70152, Phone (504) 523-5353 
Offices in 15 principal cities
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EFTS (Electronic Funds Transfer Systems)

IBAA Suit Against FHLBB 
Cites Remote Service Units:
'S&Ls Illegally in Banking'

WASHINGTON, D. C.—The Inde
pendent Bankers Association of America 
has announced a suit against the Fed
eral Home Loan Bank Board for per
mitting federal S&Ls to “illegally” get 
into the banking business.

Basis for the suit is an FH LBB regu
lation authorizing federally chartered 
thrifts to establish electronic financial 
facilities called remote service units 
(BSU s). The IBAA wants the “plug” 
pulled on S&L use of electronic facili
ties, maintaining that BSUs violate fed
eral laws drawn up during the 1930s to 
maintain distinctions between commer
cial banks and the thrifts.

The IBAA also claims that thrift cus
tomers and their funds are protected in
adequately when using the machines 
because of the FH LBB decision not to 
treat BSUs as branches or satellite of
fices. This exempts the electronic termi
nals from meeting the requirements 
established for other thrift facilities, the 
association holds. According to an IBAA 
spokesman, the machines allow S&L 
customers to perform nearly every fi
nancial transaction possible in a thrift, 
but they also give third-party payment 
privileges to anyone using them.

It is the third-party payment that is 
the crux of the suit. The IBAA holds 
that they are checking accounts, which 
are illegal for S&Ls under the Home 
Owners’ Loan Act of 1933. The associ
ation spokesman added that thrift 
customers using an BSU to tap savings 
accounts for cash actually were getting 
an interest-bearing checking account, 
something that was banned during the 
’30s as a factor in bank failures of the 
era.

The FH LBB’s continued renewal of 
its BSU experiment, the IBAA says, 
violates Congress’ intent in establishing 
the National E F T  Commission.

The IBAA indicates suit was brought 
against the FH LBB because member- 
banks felt the actions of the board and 
the Comptroller of the Currency over
stepped the powers granted them by 
Congress—the only body, the IBAA 
says, having the right to bring about 
such changes in the business of the 
nation’s financial in s titu tio n s . The 
FH LBB and Comptroller have the job 
of regulating, not legislating, the as
sociation spokesman added.

The IBAA also filed suit against 
Comptroller James Smith for his ruling 
allowing national banks to establish 
electronic banking facilities (C BC Ts), a 
suit which was won on the district-court 
level here, causing the Comptroller to 
rescind that ruling. The case is being 
appealed.

Oklahoma Legislature 
Decides Future of Bills 
On Electronic Facilities

OKLAHOMA CITY—Bills se ttin g  
guidelines for remote electronic bank
ing terminal use by state and national 
banks have been introduced in both 
houses of the Oklahoma legislature.

The measures, which define “con
sumer banking electronic facilities” as 
manned or unmanned electronic de
vices located apart from a bank’s prin
cipal office and performing services for 
the bank’s customer, say use of the de
vices must be shared by the banks with 
other banks and state-chartered finan
cial institutions.

The proposed legislation was intro
duced by Senate President Pro Tern 
Gene D. Howard (D.,Tulsa), and 
House Speaker William B. Wallis (D., 
Tallequah). In addition, the OBA is 
sponsoring the measures.

The OBA also is considering spon
sorship of legislation establishing a 
three-member commission to authorize 
and regulate EFTS use. That measure 
would, OBA officials say, affect all fi
nancial and lending institutions in the 
state.

These actions came in the wake of 
a ruling by Chief U. S. District Judge 
Allen E. Barrow of Tulsa that present 
off-site E F T  systems in use by two 
Tulsa banks, Bank of Oklahoma and 
Utica National, aren’t violations of the 
state’s unit-banking statutes pertinent 
to branch banking operations.

The ruling was the first in the U. S. 
upholding Comptroller of the Cur
rency James E. Smith’s interpretation 
that off-site CBCTs of national banks 
aren’t branches.

Judge Barrow’s decision lias been 
appealed to the 10th Circuit Court of 
Appeals, Denver.

A bill allowing state banks to install 
remote electronic terminals—if national 
banks could use them—was passed in 
the 1974 session of the Oklahoma legis
lature, but now is in the House Com
mittee on Banks and Banking.

ATM Users Treated to 'Burgers 
By C entra l Trust o f C incinnati

CINCINNATI—Central Trust of
fered free hamburgers from a fast-food 
chain to all customers who used its 
ATMs during a two-week period. Cus
tomers and non-customers who partici
pated in demonstrations of the devices 
also received hamburgers.

The offer was limited to those 17 
years of age or older. All they needed 
to do to claim a hamburger was to 
present a transaction memo at the 
restaurant.

The promotion was advertised in 
newspapers and on radio, while all the 
bank’s checking customers received 
notices of the event as statement stuff- 
ers. Demonstrations of the ATMs were 
held at all Central Trust day-and-night 
bank locations, at minibanks and at re
tail stores where the machines are 
located.

This is a d  o f  C e n tra l T rust, C in c in n a t i,  o f fe r in g  
f re e  h a m b u rg e rs  f ro m  fa s t- fo o d  c h a in  to  a l l  
cu s to m e rs  w h o  use o r  o b s e rv e  d e m o n s tra tio n  
o f  b a n k 's  A T M s d u r in g  tw o -w e e k  p ro m o tio n .  
To c la im  h a m b u rg e rs , cu s to m e rs  m e re ly  p re 
sen ted  t ra n s a c tio n  m e m o s a t  re s ta u ra n t.
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Bank Ins ta lls  'T a b le to p ' ATMs;
U pdates 15 O ther M achines

LO U ISVILLE—Liberty National has 
installed three Docutel “table-top” 
ATMs and has completed an updating 
of the other 15 Money machines it had 
previously installed throughout Jeffer
son County.

Two of the new T4 Money machines 
are located in the bank’s Main Office, 
while a third has been installed at its 
Airport Branch. The machines are in-

This is D o cu te l " t a b le t o p "  AT M  b e in g  used b y  
L ib e rty  N a t ' l ,  L o u is v ille , in  tw o  M a in  O ffice  
lo c a t io n s  a n d  a t  its  A ir p o r t  B ra n ch . U n its  co m 
p le te  m o s t t ra n s a c tio n s  in  seconds, p ro v id e  cash 
in  in c re m e n ts  f ro m  $5 to  $1 0 0 .

tended to service customer traffic dur
ing banking hours and will complete 
most routine banking transactions. They 
will provide cash in increments from 
$5 to $100 and include a new feature 
—as do the updated Money machines— 
balance inquiry.

Liberty National’s 15 other ATMs 
have been modified to perform the fol
lowing functions: cash withdrawal from 
or deposits to checking and savings, 
cash advances from Master Charge, 
transfer of funds between checking and 
savings and payments on all loans.

The 18 machines Liberty National 
now has in service formerly were acti
vated by the Liberty Master Charge 
card and a personal identification code 
number, but a new debit card—called 
“Money”—has been issued by the bank, 
allowing all checking and savings cus
tomers to access the machines.

S ta tew ide  EFT F eas ib ility  Study 
Begun For III. Bankers Assn.

CHICAGO—Peat, Marwick, Mitchell 
& Co. has been commissioned by the 
Illinois Bankers Association to study the 
feasibility of a statewide E F T  network. 
The firm will make its recommendations 
to the I BA around April 1.

The IBA’s decision to commission 
the study to see whether there is a need 
for creation and establishment of the net
work came after a seven-month research 
period by the association. The IBA EFT 
Committee traveled across the country, 
analyzing strengths and weaknesses of

E FT  systems and networks in operation 
or being developed.

According to an IBA spokesman, such 
a network in Illinois would be designed 
to provide capabilities for E FT  to all 
banks seeking an alternative to existing 
systems in the state. Above all, the 
spokesman continued, the IBA wants 
to ensure protection of the right of 
privacy of consumers using an E F T  
system in the state.

The IBA said the study would in
vestigate legal, financial, organizational, 
marketing and implementational re
quirements for a statewide network.

A u to m a tic  Blue Cross Paym ents 
O ffe red  to  Kansas Custom ers

Subscribers of Blue Cross and Blue 
Shield of Kansas will be able to autho
rize automatic payment of insurance pre
miums through their local banks, begin
ning early this year.

Arrangements for the program have 
been worked out through the company’s 
bank, Merchants National, Topeka, and 
M ACHA— M id -A m erica  Automated 
Clearing House Association—which is 
headquartered in Kansas City, Mo. Na
tional Share Data Corp., Dallas, a Wes
tern Union subsidiary, is the bank’s 
computer manager.

The service reportedly will generate 
over 40,000 electronic debit entries 
monthly and will affect nearly every 
bank in Kansas, according to a MACHA 
spokesman.

A m erican  N a t'l Insta lls  Kiosk 
In Shopping C enter M a ll

CHATTANOOGA—American Na
tional has constructed a branch facility 
in the mall of the Eastgate Shopping 
Center. Built in the form of a kiosk 
measuring 12 feet by 14 feet, a bank 
spokesman says the “Eastgate Speed 
Banking Center” is the first of its kind 
in a shopping center in this country.

Staffing the kiosk are one secretary 
and one teller. The bank’s automated

This is d r a w in g  o f  n e w  b ra n c h  fa c i l i t y —  
" E a s tg a te  Speed B a n k in g  C e n te r"—  o f  A m e r i
can N a t 'l ,  C h a tta n o o g a ,  w h ic h  is in  E a s tg a te  
S h o p p in g  C e n te r m a ll.

teller equipment, Teller-24, is used 
seven days a week during the shopping 
center’s operating hours.

The American National spokesman 
said much construction time was saved 
on the Speed Banking Center, since it 
was built at a remote location and then 
transported to the mall. This, he indi
cated, negated any effects of adverse 
weather conditions or on-site building 
material shortages, since it was con
structed in the builder’s factory. The 
vault and ATMs were installed after the 
kiosk was in place, he added.

C itizens N a tio n a l, B ow lin g  Green,
Starts Check V e rifica tio n  System

BOWLING GREEN, KY.—Citizens 
National has introduced the Merchant 
Check Verification and Guaranty Sys
tem.

Under the program, merchants are 
able to inquire directly into the bank’s 
computer 24 hours a day through a 
touch-tone system. The merchant re
ceives a voice response verifying or de
nying validity of the check. If the 
check is good, the merchant can post 
it against the account and have the 
check guaranteed for its amount.

Some of the benefits of the system 
include the immediate guarantee of the 
check, elimination of checks returned 
for insufficient funds and the encour
agement it gives customers to shop at 
participating stores, due to the system’s 
convenience.

C itizens F ide lity  A dds 22 O utle ts 
To Its 'Service Tree' P rogram

L O U I S V I L L E  — Citizens Fidelity 
Corp. has announced the addition of 22 
retail outlets to its Service Tree pro
gram, permitting customers to deposit 
or withdraw—at off-premises locations 
—from their checking or savings ac
counts.

The new merchants in the program— 
10 A&P Food stores, four Gateway Su
per markets, four Stewart’s, two Key 
markets, one Cissell’s Little Giant and 
one Giant Foods—bring the total num
ber of locations for the service to 37.

Customers access their accounts by 
using a Service Tree Card and their 
personal security number through a 
modified AT&T telephone. Existing Ser
vice trees presently operate 16 hours 
daily and are staffed to handle custom
ers’ questions.

MID-CONTINENT BANKER for March, 1976 3|

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



" I can help keep your 
agribusiness customer from
crossing the street. You’re very likely to
be loaned up seasonally if you have large agribusiness cus
tomers. That means overline financing, sometimes loan 
participation. I think you get a better deal on both with a big 
bank like United Missouri. Our own large correspondent 
business means were not after your customers. We just want 
to help you serve them better. If this makes sense to you, my

W. united missouri bank 
ailmC l b  kansas city, n. a.
Joe Henderson. He runs United Missouri's Agribusiness division.
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Written Loan Policies 
Are Musts for Banks

ED ITO R’S N O TE: W ith loan losses 
increasing in recent years and write-offs 
o f real estate investment trusts (REITs) 
also going up, banks are focusing more 
attention on their loan policies and 
practices than formerly. For this reason, 
the follow ing article by Mr. Herrmann 
is particularly appropriate because he 
presents an in-depth discussion o f bank 
loan policies as seen  from  an examiner s 
viewpoint.

T JIST O R IC A L L Y , the national bank 
examiner has been recognized as 

a well-trained, highly professional an
alyst who devotes a major portion of 
his examination time to a qualitative 
analysis of the loan portfolio. I ’m sure 
you will agree that loan write-ups, i.e., 
a bank’s classified credits, are relied on 
not only by the directorate and senior 
management, but also by other regula
tory agencies and external auditors. We 
believe we do a good job in this area 
and are anxious to do an even better 
job.

If I were to describe in a few words 
the direction in which we are moving, 
the best analogy would be the change 
from fire fighting to fire prevention. 
The examiner has played the role of a 
Monday morning quarterback. In many 
cases, we tell the bank what’s wrong 
with various credits within the port
folio and suggest remedial action. How
ever, we don’t go far enough to ensure 
that similar problems don’t develop be
tween examinations. We believe we 
not only must identify problems, but 
also their causes. By focusing more at
tention on loan policies and practices, 
that is, examining the bank from the 
top down, an examiner greatly enhances 
his ability to detect situations that have 
the potential for future deterioration

* Mr. Herrmann is director, domestic group, 
bank operations division, Comptroller of 
the Currency, Washington, D. C.

By ROBERT J. HERRMANN*

and may adversely affect the bank’s 
soundness. Accordingly, one o f the 
prim e objectives in evaluating the loan 
area is the determination that written 
policies and practices have been  form u
lated  and that they are adequ ate for  
the bank under examination. Once this 
is established, we can examine the loan 
areas and determine compliance. We all 
know that the real responsibility for 
maintaining sound lending policies rests 
with the individual bank. The funda
mental element of a bank’s effort to 
assure quality in its portfolio is a written 
policy. Unfortunately, not every bank 
has an adequate policy, or for that 
matter, any policy at all, and even 
some who have good written loan poli
cies do not observe them. The contem
plated thrust of our loan examination 
effort will focus on the existence of 
written policies. The formal statement

should avoid the pitfalls of being too 
brief or too vague and, as a minimum, 
the following points should be covered:

• Types of loans and collateral con
sidered desirable for the bank’s port
folio.

• Types of loans and collateral con
sidered inappropriate — considerations 
here mainly being the available exper
tise and ability to supervise certain 
types of credit.

• Lending limits for each loan officer.
• A suitable aggregate loan level.
• Loan mix or established level of 

loans by type—commercial, term loans, 
consumer, etc.

• Geographic area from which loans 
should be generated and circumstances 
under which loans outside this area may 
be granted.

• Kind or extent of information to 
be gathered for each type of credit 
extension—this will take the form of a 
laundry list.

• Written acknowledgements of the

In the accompanying article, Robert J. Herrmann lists nine points 
he believes should be covered in banks’ written loan policies. They 
are:

• Types of loans and collateral considered desirable for a bank’s 
portfolio.

• Types of loans and collateral considered inappropriate—consider
ations here mainly being the available expertise and ability to super
vise certain types of credit.

• Lending limits for each loan officer.
• A suitable aggregate loan level.
• Loan mix or established level of loans by type—commercial, term 

loans, consumer, etc.
• Geographic area from which loans should be generated and 

circumstances under which loans outside this area may be granted.
• Kind or extent of information to be gathered for each type of 

credit extension—this will take the form of a laundry list.
• Written acknowledgements of the borrower at the inception of the 

loan regarding his understanding of repayment provisions.
• Periodic review, inspection and administration of loans after 

disbursement.
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" The importance of periodic loan review  and of increas
ing the frequency  of that rev iew  when economic conditions 
dictate cannot be overem phasized

borrower at the inception of the loan 
regarding his understanding of repay
ment provisions.

• Periodic review, inspection and ad
ministration of loans after disbursement.

Formation o f a sound lending policy 
warrants most careful consideration by  
the bank’s executive management and 
directors. After giving due weight to 
such relevant factors as deposit base 
and legitimate credit needs of the com
munity served, a bank should incorpo
rate each  o f the nine above-m entioned  
items into a com prehensive written 
statement.

“ Although REITs are not 
the only significant chal
lenge facing m ajor banks to
d a y , it's painfully clear they  
are our most formidable  
problem

One point we emphasize in our 
recommendations and one that becomes 
in c re a s in g ly  important in  today’s 
economy concerns loan review. The im 
portance o f periodic loan review and o f 
increasing the frequency o f that review  
when econom ic conditions dictate can
not b e  overem phasized. Our examination 
records reflect the fact that many of 
today’s criticized loans result from fail
ure to establish a firm loan review pro
cedure. Many loans that were reason
ably sound at inception develop into 
problems and losses which review and 
positive action might have avoided.

Where are we today? As everyone 
knows so well, commercial banking has 
undergone dramatic change over the 
past decade. During the period 1960-
1973, the U. S. commercial banking sys
tem—nearly 14,000 banks—more than 
tripled in size, with assets jumping 
from $256 billion in 1960 to $837 
billion in 1973. The most significant 
growth came in loans, which grew at a 
compound annual rate of 11.2%. Where 
loans represented 47% of bank assets in 
1960, loans accounted for 59% of assets 
in 1973. This expansion continued in
1974, and it’s a generally accepted view 
that banks have erred in stressing asset 
growth over soundness. During the last 
two years, the growth and the glamour 
of the banking industry have been 
severely questioned by a myriad of ad
verse developments—the U. S. National, 
Franklin National, Security National 
and Herstatt collapses, the credit crunch

of the summer of 1974, the crisis of the 
recycling of oil funds, extremely heavy 
loan demand, speculation concerning 
the liquidity, solvency and capital 
adequacy of some of the country’s 
largest banks, the discrediting of the 
holding company movement, New York 
City’s fiscal crisis and, finally, the im
pact of high inflation, high interest rates 
and deep recession on the viability of 
many large U. S. corporations—among 
them Lockheed, W. T. Grant, Memorex 
and some airlines. Perhaps no area of 
the economy was harder hit by in
flationary-recessionary p ressu res than 
was the real estate construction, housing 
and mortgage-related industries. With
in this latter field, the real estate in
vestment trusts (REITs) probably were 
hardest hit and virtually devastated by 
high borrowing costs, heavy loan losses 
and the slowdown in demand for the 
properties they were financing. Al
though REITs are not the only signifi
cant challenge facing major banks today 
—it’s painfully clear that they are our 
most formidable problem. Rased on

Written Loan Policy Workshop 
To Be Held Three Times 
By Robert Morris Associates

“Written Loan Policy” is the title of 
a workshop to be given three times this 
year by the Policy Division of Robert 
Morris Associates. Sessions will be held 
April 8-9, Peachtree Plaza, Atlanta; 
June 1-2, Continental Plaza, Chicago; 
and September 23-24, Hyatt-Regency- 
Cambridge, Mass.

Registration is open to non-RMA- 
member banks, but member banks will 
receive preference.

The workshop is designed to assist 
bank CEOs and senior loan adminis
trators in the consideration, develop
ment, supervision and management of a 
written loan policy. The program is de
signed to help an officer draft his insti
tution’s first written loan policy or im
prove one already in existence. William 
Loring, senior vice president, United 
Bank of Denver, will coordinate the 
sessions.

The workshop fee is $175 for RMA- 
member banks and $200 for nonmem
bers. Additional information may be ob
tained from Registrar Cecelia Small, 
Robert Morris Associates, 1432 Phila
delphia National Bank Building, Phila
delphia, PA 19107.

numbers published last September in 
the Drexel Burnham Study, approxi
mately 20% of the principal on approxi
mately $7.6 billion of loans to troubled 
REITs can reasonably be expected to 
be written off over the next two to five 
years.

The imprudent lending practices in 
the R EIT industry that apparently were 
condoned by their lenders are well 
known. Reflecting back on our written 
loan policies, I will outline them 
briefly:

A. Improper assessment of supply- 
demand equations for projects being 
financed.

B. Lending without firm “takeout” 
commitments.

C. Unrealistic appraisals leading to 
excessive loan-value ratios.

D. Excessive concentrations of credit 
to : 1 ) one developer, 2 ) one geographic 
market.

. . it's a generally  ac
cepted v iew  that banks have  
erred  in stressing asset 
growth over soundness."

I ask you. Could a realistic and 
comprehensive loan policy have pre
vented these abuses?

Our banking system has something 
like $900 billion in assets, with capital 
and loan-loss reserves exceeding $70 
billion. Even in the worst circumstances, 
and the worst won’t occur, our banking 
system can withstand the shocks. What 
is inevitable for some time to come will 
be lackluster earnings performance, but 
the banks will stand solid on the comer.

For the short term, the real worry is 
that the banks have been badly scared. 
It’s abundantly clear that no sustained 
revival of the economy can be expected 
unless banks expand their lending to 
business, unless they can consider sound 
new loans, unless they’re willing to help 
launch promising new ventures.

Times have been and, perhaps, will 
continue to be difficult. Choices will not 
come easy for any of us in the fore
seeable future. Changes are on us 
whether we like it or not. The effect of 
these changes will depend on whether 
those of us in the industry try to under
stand and manage the forces that work 
or merely react to the problems and 
issues which eventually affect us all. 
During periods of growth and ex
pansion, it’s quite natural to postpone 
the hard choices and benefit from forces 
only barely understood. In my opinion, 
we no longer have that luxury.

Because a bank’s lending activities 
are, for the most part, the base on 
which it will succeed or fail, it is in- 

(Continued on page 110)

34 MID-CONTINENT BANKER for March, 1976

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



/

Most U. S. Banks Not Considered Problems, 
FDIC Chairman W ille Tells Senator Proxmire

EARLY this year, the Washington 
Post published a story that said 

two New York City banks—First Na
tional City and Chase Manhattan, 
which are ranked second and third, re
spectively, in size in the country—- 
were on a secret “problem bank” list 
maintained by the Comptroller. The 
Post story opened the dikes. Since then, 
stories have popped up in the New 
York Times, the W all Street Journal and 
other newspapers around the country, 
all saying that there are anywhere up 
to 350 of these so-called “problem 
banks” scattered across the nation. Ac
tual lists of some of these banks some
times accompanied the stories.

Comptroller James E. Smith and 
other regulators quickly responded to 
these negative stories by pointing out, 
first of all, that the information about 
these banks was obtained from un
authorized sources and, moreover, was 
very much out of date. In fact, Mr. 
Smith particularly took the W all Street 
Journal to task for a January 26th story 
he described as “so filled with error and 
misstatement as to make detailed denial 
of its assertions virtually impossible.” 
He added, “With the appearance of this 
story, I perceive an enlarging compe
tition among major U. S. newspapers to 
print the names of banks presumed to 
have problems. Such competition is a 
fool’s game, which has the grave po
tential for creating crisis where no sub
stantive basis for crisis exists.”

The Comptroller emphasized that he 
believes the outlook for banking is dis
tinctly positive.

Another regulator— FDIC Chairman 
Frank Wille—sent a letter dated Janu
ary 24 to Senator William Proxmire 
(D .,W is.), chairman, Senate Committee 
on Banking, Housing and Urban Affairs. 
The Wille letter’s purpose was to pre
sent updated information on “problem” 
banks.

Mr. Wille started off by describing 
what the FDIC considers the three 
categories of problem banks:

• Serious problem —potential payoff. 
An advanced serious-problem situation 
which presents an estimated 50% chance 
of requiring FD IC financial assistance 
in the near future.

• Serious problem . A situation that 

MID-CONTINENT BANKER for March,

threatens ultimately to involve the 
FDIC in a financial outlay unless drastic 
changes occur.

• Other problem s. A situation that 
contains significant weakness, but a 
lesser degree of vulnerability. Such 
banks require more than ordinary con
cern and aggressive supervision.

According to Mr. Wille, the FD IC ’s 
classifications aren’t limited to non- 
member banks it regularly examines, 
but also include national banks and 
state member banks that meet the re
quired criteria based on the most recent 
information available. Therefore, the 
FD IC  list overlaps, he continued, but 
doesn’t necessarily duplicate, a listing 
of national banks being supervised more 
closely than other national banks by the 
Comptroller or a listing of state mem

ber banks in categories three and four 
(the two most severe categories of fi
nancial condition) maintained by the 
Fed.

“There are no simple mechanical 
formulae that can be universally ap
plied to determine whether or not an 
operating bank warrants FDIC problem- 
bank status,” said the Wille letter. “In
deed, we believe a problem-bank desig
nation should be imposed only on a 
case-bv-case basis after a compre
hensive, in-depth analysis of the entire 
bank. Among the more important ele
ments requiring analysis and evaluation 
are asset quality and liquidity, the 
margin of capital protection, the degree 
of stability or volatility in the bank’s 
liability structure, the character and 
ability of its management, the bank’s 
earnings performance and its adherence 
to applicable laws and regulations. 
These elements are closely interrelated 
and, depending on a given situation, 
each element may be weighted differ-

1976

ently. Accordingly, we always have dis
seminated general criteria—not specific 
guidelines—for the designation of prob
lem banks to our regional directors, in 
order to encourage independent judg
ment and provide some flexibility to 
meet new areas of regulatory concern 
as they arise. The Washington Office of 
the Division of Bank Supervision then 
applies more standardized research and 
evaluation to the recommendations of 
our regional directors before determin
ing whether to add or delete a par
ticular bank in our list of problem 
banks. The listings themselves are not 
subject to approval by the corporation’s 
board of directors, although the board 
regularly receives extensive information 
about all problem banks and may be 
directly involved in imposing and en

forcing a corrective program on par
ticular banks.”

Mr. Wille pointed out that the FDIC 
removes banks from particular cate
gories of its problem-bank list when 
they no longer meet the requirements 
for inclusion. He said that his corpo
ration’s general experience in recent 
years has been that about 75% of the 
banks listed on one date still will be 
operating, but will no longer be con
sidered a “problem” bank in any cate
gory two years later. During 1975, for 
example, 282 banks were added to the 
list, while 106 were removed (only 13 
of them by actual failure).

As of the beginning of 1975, said Mr. 
Wille, 349 banks appeared on his 
problem-bank list. Since January 1, 
based on the FD IC ’s continuing review 
of more current information, 11 banks 
have been reclassified; 13 banks have 
been added to the list; one bank has 
been redesignated a “non-problem,” and 

(Continued on page 110)

"There are no simple mechanical formulae that can be 
universally applied to determ ine w hether or not an oper
ating bank w arrants FDIC problem -bank status . Indeed, 
w e believe a problem -bank designation should be imposed  
only on a case-by-case basis after a com prehensive, in- 
depth analysis of the entire bank."
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Failed Hamilton National, Chattanooga, 
Reopened as First Tennessee National

THE LARGEST Mid-Continent-area 
bank failure in U. S. history oc

curred last month when Hamilton Na
tional, Chattanooga, was ruled insolvent 
by the Comptroller of the Currency.

Most of the $460 million in assets of 
the lead bank of Hamilton Bancshares 
were assumed by First Tennessee Na
tional Corp., Memphis-based HC whose 
lead bank is First National, Memphis. 
Hamilton National is now operating as 
First Tennessee National of Chatta
nooga.

Hamilton National’s failure was said 
to have stemmed chiefly from recent 
troubles with loans made by the HC 
and a non-bank subsidiary—Hamilton 
Mortgage Co.—in the depressed build
ing and real estate industries.

Many of the real estate loans went 
into default, eliminating any possibility 
Hamilton National had to sell the loans 
that were acquired from the HC and 
Hamilton Mortgage.

The Comptroller said that trouble 
with real estate loans was initially de
tected in the fall of 1974 during a 
routine bank examination, which un
covered $100 million in real estate loans 
originated by Hamilton Mortgage and 
$30 million from other Hamilton Bane- 
shares affiliates.

Directors of Hamilton National were 
required to agree formally not to ac
quire any loans or extend or guarantee 
credit to the parent HC and any of the 
HC’s non-banking units in December, 
1974.

The FDIC began negotiating contin
gency plans early this year in case of 
failure and was declared receiver for the 
bank last month. First Tennessee Na
tional won out over United Tennessee 
Bancshares Corp., Memphis, and Ten
nessee Valley Bancorp., Nashville. Lead 
bank for United Tennessee is National 
Bank of Commerce, Memphis. Lead 
bank for Tennessee Valley is Commerce 
Union, Nashville.

First Tennessee’s winning bid was at 
a purchase price of $16.3 million. The

J o h n  D u lin , w h o  w a s  
s .v .p . a n d  h e a d  o f  
th e  m e tro p o lita n  d iv . ,  
F irs t N a t ' l ,  M e m p h is , 
h a s  b ee n  n a m e d  p res , 
o f  F irs t Tennessee N a t 'l  
o f  C h a tta n o o g a ,  f o r 

m e r ly  H a m ilto n  N a t ' l  

o f  C h a tta n o o g a .  M r. 
D u lin , w i th  F irs t o f  
M e m p h is  s ince  196 1 , 
on ce  m a n a g e d  its  c o r
re s p o n d e n t b a n k  d e p t.

HC assumed $400 million in deposits 
and agreed to assume other Hamilton 
assets. The FDIC advanced First Ten
nessee about $55 million in cash and 
said it might be required to advance 
another $75 million in the next few 
months. The FD IC also agreed to pur
chase $16 million in First Tennessee 
notes that will represent the equity 
capital of the new bank and $8 million 
in subordinated capita] notes directly 
from the new bank.

The FD IC also agreed to assume 
about $50 million in loans originated 
by Hamilton Mortgage and another $36 
million in other loans. First Tennessee 
agreed to take over the $180 million 
of Hamilton National’s loan portfolio, 
subject to the right to return as much 
as $70 million of loans to the FDIC 
within the next few months.

In approving the acquisition, the Fed 
rescinded its recent approval allowing 
First Tennessee to acquire Pioneer 
Bank, Chattanooga. The Fed also stated 
that it believes the financial prospects 
of the new bank are “satisfactory.”

Shortly after Hamilton National had 
been declared insolvent, Hamilton 
Bancshares announced the sale of its 
Memphis affiliate, Hamilton First Amer
ican, to a business trust headed by 
Mark Vorder Bruegge, former president

A s s u r a n c e  that the Fed was
making every effort to uncover the 

source of the unauthorized release of 
confidential information on so-called 
“problem banks” was given last month 
by Fed Chairman Arthur F. Burns. He 
was responding to a letter from Arthur 
S. Hamlin, president, C an an d aig u a  
(N. Y.) National, who expressed con
cern that information obtained during 
examinations of banks was not confi
dential, as it is supposed to be.

Mr. Hamlin was referring to the 
Washington Post article on First Na
tional City and Chase Manhattan, both 
of New York City. The Post story indi
cated the two banks were on a “prob
lem” list maintained by the Comptroller 
of the Currency.

As Mr. Hamlin put it, “The recent 
incident would seem to indicate that 
a newspaper reporter not only had ac
cess to this confidential material, but

H a m ilto n  HC Folds

Hamilton Bancshares and three of 
its nonbanking subsidiaries—Hamil
ton Mortgage Co.; Hamilton Fi
nancial Service, Inc.; and Hamilton 
Factors, Inc.—declared voluntary 
bankruptcy a few days after the 
HC’s lead bank, Hamilton National, 
Chattanooga, failed.

The HC owed a group of New 
York banks $86 million, but efforts 
to save the firm by infusion of funds 
from the FDIC failed.

of Commercial & Industrial Bank, 
Memphis. Mr. Vorder Bruegge, named 
vice chairman of Hamilton First Amer
ican, is the brother of John Vorder 
Bruegge, vice chairman, Hamilton 
Bancshares.

Jake F. Butcher, CEO, United Amer
ican, Knoxville (formerly Hamilton 
National, Knoxville), has been named 
chairman of Hamilton First American, 
Memphis, and the bank is expected to 
change its name to United American, 
Memphis.

Prior to the closure of Hamilton Na
tional, Chattanooga, Hamilton Banc
shares sold its interest in Hamilton Bank, 
Nashville, to a group of businessmen in
cluding C. H. Butcher, chairman, C&C 
Banking Group, Knoxville, and brother 
of Jake Butcher. Frank A. Woods, a 
Nashville attorney, was named presi
dent of Hamilton Bank, which will 
change its name to United American, 
Nashville. * *

also may have been assisted by some
one in the Comptroller’s office in in
terpreting the examination report and 
possibly in writing the article.”

Chairman Burns, in a letter respond
ing to Mr. Hamlin, said that, as re
quired by law, he has advised the 
U. S. Attorney General and has asked 
that he take appropriate action in the 
matter. He added that a similar re
quest for appropriate action was made 
with respect to the report in the Janu
ary 22nd edition of the New York 
Times concerning a list of so-called 
“problem” bank holding companies.

In addition, said Mr. Burns, his office 
is taking steps to tighten internal pro
cedures to guard against the unauthor
ized disclosure of board material. His 
letter closed by saying that the infor
mation contained in the newspaper re
ports is more than a year old and thus 
is outdated. * *
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Attorney General Asked to investigate 
How Press Got Problem Bank List
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This n e w s p a p e r  a d  is one o f  s e v e ra l F irs t N a t 'l  
o f  B o sto n  ru n s  to  te l l  p u b lic  a b o u t  its  p e rs o n a l 
f in a n c ia l p la n n in g  course . B a nk in d ic a te s  course  
has g e n e ra te d  s ig n if ic a n t  n u m b e r  o f le a d s  fo r  
its  p e rs o n a l t ru s t  d iv is io n .

Financial Planning Course 
For Individuals Marketed 
Successfully by Bank

If your idea 
of financial planning 

is saving for a rainy day, 
you need 

our program .

By ROSEMARY McKELVEY 
M a n a g in g  Editor

A PERSONAL financial p la n n in g  
course designed to interest men 

and women of any age, family situation 
and financial status has been marketed 
successfully for several years by the 
Old Colony Trust Division of First 
National of Boston.

The program’s objective is to offer 
a consumer-oriented service that will 
make individuals into better money 
managers. If this is accomplished, said 
Edward S. Rowell Jr., business de
velopment officer, the bank believes 
these persons will be better users of 
bank services.

Mr. Rowell, who has charge of the 
course, pointed out that it already has 
generated a significant number of leads 
for the personal trust division’s business 
development department. He said the 
course teaches individuals enough 
about financial planning that they be
come aware of the opportunities for 
using a corporate trustee and, frequent
ly get in touch with the bank. Mr. 
Rowell believes the continuous flow of 
such new business eventually should 
return the bank’s investment in the 
program.

The program has been accepted not 
only by individuals (about 20,000 have 
taken it), but various firms are in
cluding it in their employee-benefit 
packages, with some companies paying 
the entire expense—$36 per person— 
and others paying most of the cost and 
their employees paying the rest.

The course includes six lessons:

1. Investments—
A. Investment policy, risks, liquid

ity, etc.
B. Government securities.
C. Corporate bonds and debentures.
D. Equity securities.
E. Investment companies.
F. Real estate and special situa

tions.
2. E m ployee Benefits—

A. Insurance (permanent, term , 
medical, disability).

B. Pensions and retirement plans.
C. Profit sharing.
D. Stock options and bonuses.
E. Phantom stock.
F. Tax-sheltered annuities.
G. Corporate savings plans.
H. Social Security (deferred com

pensation) .
3. Self-Initiated Programs—

A. Personal plans (savings accounts, 
home ownership, insurance).

B. Forming a small business (the 
appeal, social security, Keogh 
Act, insurance, taxes).

4. Taxes, Gifts and Joint Property—
A. Effects of taxes on estate build

ing.
B. Gifts (purpose, effects on estate 

taxes).
C. Joint property (real estate, per

sonal property, advantages and 
disadvantages).

5. Trusts and Wills—■
A. Trusts: living (revocable and ir

revocable, short term or rever
sionary, support, minority, in
surance, pilot) and testamentary.

B. Advantages of wills (choice of 
beneficiaries, division of estate, 
estate management, provision for 
minors, prodigal child or wife,

pour-over p rov ision , common 
disaster, joint and reciprocal 
wills).

6. L ife  Styles and Your Estate Plan—
A. Life style.
B. Mechanics of estate planning.
C. Computerized financial analysis.

Each lesson is written in clear, un-
technical language and is completed 
by a quiz designed to test the knowl
edge just acquired by participants. 
Answer sheets can be mailed to the 
bank in postage-paid envelopes sup
plied with each lesson. The bank then 
returns a personalized critique of the 
answers.

To start the “students” off right in 
planning their financial futures, the 
bank gives each one a complete, com
puterized breakdown of his present as
sets that tells him exactly where he 
stands. This detailed document, running 
10 to 18 pages, is supplied without ex
tra charge. Extra copies also are avail
able for participants’ attorneys.

The bank estimates it should take 
each student about 1/2 hours to read 
each lesson.

The course is the unexpected off
shoot of the Old Colony Trust Divi
sion’s long experience in the legal, finan
cial and economic aspects of managing 
property for others. Over the years, 
the division’s staff members have been 
answering recurrent questions from 
their customers on subjects now cov
ered in the course. Many of these cus
tomers have told the bankers that if 
they’d known some of these facts be
forehand, they could have done a much 
better job of handling their personal 
affairs.

One day a customer made a remark
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that had been heard many times be
fore: “Your bank ought to give lessons 
in these basic practical things so every
one could learn about them.” As a 
result, the bank put the course to
gether and offered it to the public.

Then a customer who headed his 
own firm suggested that other firms 
besides his own might be interested in 
making the course available to their 
employees. He was right.

One electronic equipment manufac
turer liked the course and originally 
intended to offer it only to its large 
and highly paid engineering staff. How
ever, after the personnel director took 
the course herself, she became con
vinced that the course would be help
ful to all employees and was a must 
especially for younger married people. 
She obtained board approval to in
clude the course under the company’s 
educational-assistance program, which 
would reimburse course takers for 80% 
of the cost. Shortly thereafter, folders 
describing the course were sent out 
in all employee pay envelopes, and a 
number of persons responded imme
diately from practically every employ
ment category.

The firm reported that employees 
taking the course liked being able to 
get so much valuable information in

just six lessons, which they could take 
their own time to complete. They es
pecially appreciated the computerized 
financial analysis with its detailed sug
gestions for guiding their own financial 
planning in the right direction.

Another firm, a manufacturer of pre
cision measuring systems, had been 
looking for some type of financial plan
ning assistance for middle-manage
ment people not eligible for the costly 
financial-consultant service to which 
top management has access. The bank’s 
course seemed to be the answer. How
ever, the company’s treasurer tried out 
the course and became so enthusiastic 
that he concluded this kind of informa
tion was needed by just about every
one in the company. As a result, the 
firm offers it to all employees and pays 
half the cost. The course was an
nounced through bulletin-board dis
plays with nearby supplies of course 
folders for pickup. About 250 em
ployees enrolled immediately, sending 
their checks with their enrollment 
forms directly to Old Colony. The 
company now offers the course on a 
yearly basis.

The bank pointed out that one rea
son the course generally meets with 
a favorable reception is that it pre
sents no administrative problems for 
the sponsoring company. Virtually all

a firm has to do is inform employees 
that the course is available. An em
ployee’s name goes directly to Old 
Colony as soon as he enrolls. From 
then on, the course is conducted en
tirely by mail, with all course material 
going to the employee’s home address. 
The bank also provides a special phone 
number for answering student inquir
ies.

In addition, Old Colony supplies 
firms planning to offer the course with 
such introductory promotional mate
rial as displays and bulletin-board post
ers, descriptive folders and enrollment 
forms—even articles for use in com
pany publications.

Another selling point is the confi
dentiality of the course. Old Colony 
emphasizes that all paperwork con
nected with it is handled by computer, 
that those taking it are identified by 
a coded number, which the computer 
verifies every time it’s used, that under 
no circumstances is student data re
vealed to anyone except the student 
and that each financial analysis is kept 
only briefly—in case a student wants 
an extra copy—before it’s destroyed.

First National is franchising the 
course outside the New England area. 
Under the franchise arrangement, 
banks may offer the course under then- 
own names in their own market areas.

Open Houses, Premiums, Calling Program 

Calls Attention to New KC Facility
A  SERIES of open houses was held 

at the recently opened Loma Vista 
facility of First National, Kansas City, 
to create awareness of the facility, 
generate traffic and secure new ac
counts.

The facility is First National’s first 
venture out of the downtown area, and, 
since seven other banks are located in 
the area, First National had to come up 
with an effective marketing plan to

make itself known in the neighborhood.
According to Rodney K. Brown, First 

National marketing officer, an initial 
marketing plan was prepared and de
signed to make an impact for a 90-day 
period surrounding the opening of the 
facility. Direct marketing techniques 
were employed because they effectively 
communicated with the bank’s pros
pects at a reasonable cost, Mr. Brown 
said.

A special tabloid newspaper, two di
rect mail pieces and large space ads in 
the local newspaper were utilized to 
call attention to the facility.

The marketing materials stressed lo
cation/ convenience, extended hours and 
a complete range of banking services 
supported by specialists at the main 
bank downtown, Mr. Brown said.

Two premiums were offered with 
qualifying deposits—electronic calcu
lators and green plants in six-inch pots. 
The premiums were said to play an im
portant and successful role in stimu
lating new business at the facility.

For two weeks before the facility 
opened, First National officers took part 
in a business calling program in the 
Loma Vista service area. More than 
1,200 businesses were contacted and 
the calling officers presented packets of 
banking services information to each 
prospect. In addition, they left quantities 
of packets for employers to distribute 
to employees.

The series of open houses concluded 
with a public grand opening featuring 
local radio personalities. Refreshments, 
helium filled balloons and free gifts for 
all attending were also used to call at
tention to the opening. * •

LEFT: N e w  Lom a V is ta  F a c il ity  o f  F irst N a t ' l ,  K a nsas  C ity , fe a tu re s  b r ic k  a n d  g la ss  e x te r io r .  
R IG HT: O p e n in g  d a y  cu s to m e rs  ¡am  b a n k  lo b b y ,  a ttra c te d  b y  o ffe rs  o f  tw o  p re m iu m s , g if ts  f o r  

e v e ry o n e .
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Small Banks Can Survive EFTS
— if they work to influence the direction 
toward which these systems develop

I T SEEM S as if nostalgia for the 
“good old days” is becoming as 

much a part of American culture as the 
dynamism and aggressive inventiveness 
—“yankee ingenuity,” it’s often called— 
that are a part of the American char
acter. We really shouldn’t wonder at 
that phenomenon, because any sociolo
gist will readily point out that one is in
fluenced by the other; that rapid ad
vances in technology often come faster 
than they can be assimilated by the 
people for whom these advances are 
made.

There’s visible evidence of our yearn
ing for the uncomplicated past in the 
fashion, entertainment and advertising 
industries, to name a few. Witness, for 
example, the success of boutiques and 
“little” shops, the revival of the “down- 
home” image in advertising and the 
nostalgia for the old general store or 
corner market. At this time, when the 
public seems to be questioning the pre
cept that “bigger is better,” there are 
some people in the industry who think 
that the small bank is on the edge of 
a technological revolution that will 
mean its decline. In the future, will the 
rural bank or community bank become 
the object of our reminiscing?

E FT  systems have prompted more 
articles in recent years and have 
spawned more acronyms (and commit
tees) than anyone cares to think about. 
But an important question raised time 
and again and never fully answered is: 
W hat will b e  the effect o f EFTS on 
the small bank? That this question has 
not been answered is hardly surprising 
as no one is quite sure what the long- 
range effects of E FT S will be. The fol
lowing quotation, from page 61 of The

By MARY BETH RESSLER 
D irecto r o f C om m unications 

Systematics, Inc.
L ittle  Rock

Bankers E FT  H andbook, prepared by 
Arthur D. Little, Inc., sums up what is 
now known (or not known) on this 
question:

“Small banks and banks located in 
small communities are greatly con
cerned that large banks and bank hold
ing companies within and outside their 
state will use E F T  to ‘invade’ their 
traditional market area. No one can 
conclude with any assurance at this 
time that this fear is with or without 
justification.”

If the answer to the question cannot 
be given at this time, perhaps rather 
than add one more article to the stacks 
in editors’ offices, we should ignore the 
question, stop asking it and wait for the 
outcome, whatever it is. But because 
the outcome is uncertain is precisely 
the reason why the question should be 
raised and discussed once more. This 
is preferable to bemoaning an effect of 
technology at a time when the effect is 
irreversible.

" EFTS does not signal the 
demise of the small bank. 
To automatically infer other
wise is to produce the panic- 
inspired strategy undertak
en so far by  small bankers'  
groups, which is not a solu
tion to the problem  at hand."

E FT S does not signal the demise of 
the small bank. To automatically infer 
otherwise is to produce the panic- 
inspired strategy undertaken so far by 
small bankers’ groups, which is not a 
solution to the problem at hand. Most 
banking industry representatives gen
erally concede that to fight EFTS, to 
impose a moratorium within the in
dustry and to try to regulate a tech
nique still in its experimental stage are 
not practical because these actions give 
competitors like thrift institutions and 
large retail store chains a competitive 
edge. The best general tactic is to artic
ulate and to address the issues, thereby 
influencing the direction toward which 
EFT S develops.

There have been several statements 
of a positive nature made previously 
with respect to small banks and EFTS. 
In some cases, the statements have been 
offered as a placebo to calm unruly ele
ments within the industry; in some 
cases, the statements were injected into 
an article or speech whose main point 
dealt with something else. In many 
cases, the statements are incomplete 
without further consideration.

• A small bank that may not be able  
to afford a brick-and-mortar branch  
might well b e  able to afford a CBCT. 
There is no doubt that this is true, but 
one might interject here that a larger 
bank might well be able to install two 
or three, or even more, CBCTs to re
place a brick-and-mortar branch that it 
could afford anyway.

It’s difficult to predict consumer be
havior at this point, but it may be that 
a CBCT will not be as large an asset 
for the smaller bank as it is for the 
larger bank. Customers who rely on 
personal service may reject the CBCT
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" One great advantage to customers of a small bank is 
what could be a disadvantage for the small bank—a POS  
terminal located a w a y  from its generally  recognized terri
tory, perhaps in a city area n earby

or at least may take longer to accept it; 
and even if the percentage of customers 
who use the terminals is the same in 
a small bank and a larger one, the 
usage rate would be lower for the small 
bank, and usage is a key factor in cost- 
justifying a terminal. Large-bank custo
mers, usually residents of a metropoli
tan area, need or perceive a need for 
CBCTs more than rural or small-town 
customers do. The 24-hour service, a 
main attraction of a CBCT, has less 
validity for a small or rural community.

Yet the small banker may see himself 
as being caught eventually in a vise 
between the retailer who wants a POS 
terminal to reduce check losses and the 
customer who is reluctant to stop using 
the check with its advantages of float. 
Obviously, the POS system must offer 
the same advantages that the checking 
account does, plus added convenience, 
so the bank must allocate resources for 
automatic overdraft and more time per
haps to police the small “loans” asso
ciated with it. In all likelihood, how
ever, in such a situation, the small bank 
will not be forced into action because 
of competitive pressure brought by a 
larger bank. It’s not likely that the large 
bank will establish a CBCT where it 
has no customer base and not much of 
a possibility of acquiring any.

Location of a POS terminal or any 
CBCT is of utmost importance, and the 
community bank should give it much 
consideration. It is true that a strategi
cally placed CBCT, located in a factory 
or a retail store, would give any bank 
the advantage of offering a large num
ber of customers the convenience of 
performing routine banking functions 
and would enhance the services of the 
bank much as a branch would.

One great advantage to customers of 
a small bank is what could be a dis
advantage for the small bank-—a POS 
terminal located away from its generally 
recognized territory, perhaps in a city 
area nearby. This is a delicate part of 
EFTS for the small bank: giving custo
mers the convenience of having their 
checks honored where they might not 
be otherwise, but moving its banking 
functions into another area, perhaps one 
dominated by several larger banks. In 
such a situation, the customer must be 
made aware that the convenience of

extending banking functions of the full- 
service bank in his home area is pro
vided by that bank independently of 
its larger city cousin, no matter whose 
name is on the terminal, or who uses 
the terminal besides him. Because it is 
true that due to the number of finan
cial institutions and market locations 
for POS terminals, the most viable sys
tem is that of sharing terminals, which 
is the subject of another issue often 
stated.

• There has been  a concerted effort 
toward both mandatory and voluntary 
sharing o f POS terminals, tvhich has 
the effects o f protecting the smaller 
bank. It is true that a cooperative ef
fort works to the benefit of everyone, 
expeciallv the small bank. But in a 
shared system, who determines the lo
cation of the terminal? If another bank 
has complete authority to decide where 
the terminal will be placed, there is 
no way that the small bank can be as
sured of marketing advantages asso
ciated with location. If, indeed, the 
small bank chooses the location of a 
shared terminal, it may seem that it 
is inviting other banks into its tradi
tional marketplace.

The small bank may be at a disad
vantage again if Citicorp’s admitted 
philosophy of sharing (“don’t”) is true, 
the HC’s reasoning is that the hardware 
configuration will determine the ser
vices offered, and—in a shared-terminal 
system—there’s not enough leeway to 
allow for unique competitive services. 
A larger bank with a full marketing de
partment and a larger budget for per
sonnel and advertising may swamp 
even the most innovative small bank’s 
marketing efforts.

In a shared-terminal system, whose 
terminal is it, what name is on the ter
minal and who determines the pricing? 
If a small bank has no terminals to offer 
in the bargain, or does not have an 
equal share in planning, it may be at 
the mercy of another bank’s pricing pro
cedure. Also, the cost might well be
come more of an issue with the custo
mers of a small bank, which may have 
to pass down more costs of the system 
to its customers, rather than subsidize 
it from other resources, as a larger 
bank might be able to do.

These are some of the problems that

a small bank might encounter if it is 
involved in a terminal-sharing system. 
However in most cases, the problems 
are not insurmountable. In northwest 
Arkansas, for example, one company, 
Systematics, Inc., participated in an 
advisory capacity with a group of small 
and medium-sized banks that ap
proached the sharing plan with due 
caution and in a truly cooperative 
spirit, and these problems were worked 
out to the satisfaction of all participants.

The small bank even may have the 
advantage of choosing the best of sev
eral cooperative efforts in its area or 
of organizing one of its own. The key 
is to stay attuned to the needs and de
sires of the customers and to refrain 
from being forced into action by pres
sures that appear to be real but are 
not.

• I f it offers com petitive services at 
com petitive prices, the small bank  
should have no fear  o f losing its custo
mers. This certainly is problematical for 
the small bank that simply doesn’t have 
the resources to subsidize a product or 
a system from other income, or is not 
able to risk loss leaders in an area that 
a larger institution might. This should 
be less of a problem for a bank in a 
rural area or a small town that’s firmly 
established as a vital part of the com
munity than it would be for the subur
ban bank whose customers read the 
same newspapers, see the same ads and 
shop at the same stores that the custo
mers of a large city bank do. It is true 
that a larger bank may be able to offer 
the same service at a lower price and, 
therefore, become a more threatening 
competitive force, and the suburban 
bank must surely be aware of that fact. 
However, this is not a problem  unique 
to EFTS, and, presumably, the manage
ment has had to deal with a problem 
of this kind—if not to such a degree— 
before.

• The n eed  for “locality” will b e  
dim inished by EFTS. A bank may be  
able to retain the customer, even if the  
latter m oves from  the community. This 
is proposed as one of the long-range 
benefits of EFTS. It’s been said that, 
for this reason, there has been a greater- 
than-normal effort made recently by 
commercial banks to attract new custo
mers and to enlarge their customer 
base. If true, this may be a positive 
factor of EFT S for the small bank, be
cause a customer may be unwilling to 
give up more personalized service when 
he moves to a different area, especially 
since population movement has been 
from rural areas to metropolitan areas. 
However, traditionally, some custo
mers have felt the need to change to 
local banks after moving to establish 
themselves more quickly in their new
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Call Jim .

Jim  is in charge not 
only of Fourth 
National's own in
vestment portfolio, 
but he is also here 
to help you, our cor
respondent bankers, 
with your's.
W hether it be ad

ii particular 
la m e n ts  and 

s, or overall 
|egy on invest- 
t management, 
is the man to 
A s past Presi- 
of the Okla- 
a Society of 

¡nancial Analysts, 
is a recognized  

ader in the field.

Call Jim. A better banker's banker.

(918) 587-9171
Fourth
National Bank
Tulsa. Oklahoma

Call Jim  Dixon, Vice  
President and In
vestment Officer at 
Fourth National, 
and you have called  
upon 18  years of 
experience in the 
investment areas of 
banking.
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communities.
There’s been a recent report by 

demographers that in 1975, for the first 
time since the depression years, there 
was a greater movement by the popula
tion from the city to rural areas. This 
most certainly could be an advantage 
for the rural bank, so the “locality'’ is
sue must be made to work for the bank 
by innovative management, either to 
keep customers or to attract new ones. 
There’s no general plan that is best for 
all banks, but the small banker might 
do well to learn whether there is a 
potential benefit for his bank and act 
accordingly. This issue will be an im
portant factor only in the long term,

nnnrnnnü)

Pi FOR THE 
RIGHT MAN

r~N ^

r  r

V ? T f V r r
f'.C.OR THE 
RIGHT JOB

n

P f
FINANCIALT' 

PLACEMENTS^ 1

(912 B a ltim o re , K an sas  C ity , M o.
_L Cl phone 816 421-7941

...e xecu tive  personnel C  
fo r banking, finance 

and related fields 
contact 

TOM CHENOWETH,
I 1 I I manager

but preparing as soon as possible for 
foreseeable effects is definitely a good 
policy.

We may conclude that E FT S cer
tainly will affect the smaller bank, per
haps even more dramatically or at 
least in different ways than it will affect 
larger banks. There is no question that 
economy of scale is an important factor 
in E FT S; but some institutions may be 
threatened more than others by certain 
aspects of EFTS. E FT S will stimulate 
each bank to study its marketing ob
jectives along with the viability of its 
product and its competitive position. 
As a result, there are key changes that 
will come about in the priorities and 
in the policies of some banks. After all, 
EFT S is a way of marketing a product, 
and marketing probably will become 
more important than it has been in the 
past.

Banking has evolved so that each in
stitution enjoys a kind of geographical 
protection, but—at the same time—it 
has a traditional community role that 
cannot be negated all at once by the 
marketing of a technique. The idea 
that most small banks will not survive 
is simply not supported by the evi
dence. * *

EDP M anagem en t A greem ent Signed 
By KCK Bank and Systematics

KANSAS CITY, KAN.— Security Na
tional has entered into a facilities man
agement agreement with Systematics, 
Inc., Little Rock. Under the agreement, 
Systematics will provide data process
ing services for the bank and its cus
tomers from an operating facility in 
the present Security National Bank 
Building and an expanded commercial 
data operations center in the new Se
curity National Main Bank Building.

According to the contract, present 
Security National EDP personnal and 
existing bank EDP equipment become

G ra y  B re id e n th a l (s e a te d , I.), p re s ., S e cu rity  
N a t ' l ,  KCK, s ig n s  c o n tra c t w i th  S ys te m a tics , 
In c ., L ittle  Rock. L o o k in g  on a re  (s ta n d in g , 
I. to  r .) :  F rancis  P. Lem ery  s .v .p . & cash.; 
W . L. W e b b e r, ch .; a n d  R. R. D o m e r, asst, 
to  p re s ., a ll o f  b a n k ;  a n d  J. D a v id  F ra n tz  
(s e a te d , r), v .p .,  S ys te m a tics .

N ew  P rogram  From 1st Mo.

JE F F E R S O N  C IT Y — First M is
souri D evelopm ent F inan ce Corp. has 
instituted a new program to assist 
the state’s businessmen who need 
working funds by converting existing 
equity in their companies.

Sale leaseback, as it is called, is 
accom plished by the businessman 
selling his industrial plant to First 
Missouri, then leasing it  back at 1.2% 
of the purchase price per month. The 
businessm an has the option to buy 
the plant back  any tim e from six 
months after purchase to the 10th 
year of the lease. T h e  buy-back price 
is the purchase price, plus 10%, de
clining 1% annually.

In other news at First Missouri, 
the loan lim it to any firm has been 
increased from $ 2 50 ,000  to $500 ,000 . 
A s i n g l e  b o r r o w e r  c a n  b o r r o w  
$25 ,000 .

a part of Systematics, and Security Na
tional’s EDP systems will be oriented 
into the Systematics family of financial 
systems. Systematics also will work 
with Security National management 
toward selection and installation of all 
new EDP systems in the bank’s new 
banking center building.

New Development Firm 
Formed in Missouri 
To A id  Small Companies

JEFFER SO N  CITY—Jerry Stegall, 
executive vice president, First Missouri 
Development Finance Corp., has been 
named president of Missouri Business 
Development Corp. (M BD C), a not- 
for-profit organization assisting develop
ment of small businesses in the state.

Other directors are Adrian Harmon, 
president, Citizens Bank, Warrensburg, 
a former First Missouri president, and 
R. E. O. Slater, current First Missouri 
president. He is CEO, Zero Manu
facturing Co., Washington.

The corporation has been under
written by First Missouri, and MBDC 
plans to make loans to small-business 
owners in amounts up to $25,000, at 
12% annual rates. All donations to 
MBDC are tax deductible.

Besides offering loans, MBDC will 
supply information to businessmen on 
local needs for business services, on 
business opportunities throughout the 
state, advice on how to legally establish 
a business, on how to obtain equipment, 
management and managerial training 
advice and on how to obtain necessary 
property.
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D iscussing  coal p ro d u c tio n  
in W illiam sburg  are M urp hy  
B rock, L ibe rty  V ice President; 
H ugh Steely, C h a irm a n  and 
P residen t o f F a rm er’s N ational; 

J im  M cKenzie, Asst, C ash ie r 
L iberty  Bank; “ A n d y ” Frost, 
O w n e r o f W oodb ine  Coal 
C o m p a n y ; and Jo h n  ILawson, 
V ice P residen t o f 
F arm er's  National.

Liberty National Bank
and Trust Company of Lou ¡svi I le
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Kansas City CHA Starts Reward System  
To Help Agencies Solve Bank Crimes

Initial preparation of the system be
gan early last year. The system is 
modeled after similar plans in other 
cities. Its initiation was encouraged by 
law enforcement agencies in the Kansas 
City area. * *

O p e r a t i o n  b r e a k e r , a reward
program for information leading to 

the arrest and indictment of people in
volved in bank crimes, has been an
nounced by bankers in the metropolitan 
Kansas City area.

BREAKER is an acronym for “Bank
ers Reward to Expedite Action Against 
Kidnapping, Extortion and Robbery.” 

The program is sponsored by the 110 
banks making up the Greater Kansas 
City Clearing House Association.

Purpose of the program is two-fold, 
according to John J. Sullivan, CHA 
president and president, Roeland Park 
(Kan.) State. It is expected to serve as 
a deterrent to crimes against banks and 
to aid law enforcement officials in solv
ing bank crimes. Cooperating in the 
venture are Kansas City bankers, law 
enforcement officials and the press.

In a number of cases, Mr. Sullivan 
said, rapid apprehension of individuals 
involved in crimes against banks occurs 
with the information law enforcement 
officials have obtained on their own. 
Operation BREAKER will be put into 
action only when law enforcement of
ficials determine that more information 
is needed to solve a particular crime. 
In all instances, the CHA will maintain 
close contact with the law enforcement 
community on bank crimes.

After Operation BREAKER is deter
mined necessary to solve a particular 
crime, the finance committee of the 
CHA will set a reward level, based on 
the nature and particulars of the crime.

If two informants come in with the 
same information, the first one to re
port will receive the reward. If there 
is more than one informant, but each 
has different information, the reward 
will be split. The reward also would be 
split if there are a number of persons 
involved in the crime and various pieces 
of information are needed to apprehend 
all the criminals, Mr. Sullivan said.

The next step is to contact the Kan
sas City media, who will be asked to 
announce that Operation BREAKER 
has been put into effect by means of 
public service announcements and news 
coverage. The announcements will 
identify the crimes, request information 
on a strictly confidential basis, mention 
the reward and give a telephone num
ber for the informant to use to contact 
law enforcement agencies.

All informants will remain anony
mous. Those answering the Operation 
BREAKER telephone will not only

take the information, but will establish 
a way to communicate with the infor
mant without the informant revealing his 
true identity. This is done by asking 
the informant to establish a five-digit 
number that he can remember easily 
and asking him to give the number to 
the Operation BREAKER operator. The 
operator then gives the informant a 
pseudonym.

Upon arrest and indictment of the 
person involved in the crime, the CHA 
will publish an announcement in the 
local press asking the informant to “call 
home.” Only the pseudonym will be 
used in the announcement. When the 
informant calls, identification will take 
place using both the pseudonym and 
the five-digit code. After establishing 
identification, arrangements will be 
made for payment of the reward.

The rewards and total cost of Opera
tion BREAKER will be borne by the 
members of the CHA, prorated by size. 
Banks outside the CHA area will be 
permitted to use the system if they pro
vide the reward money.

A  1919 W om en's L ibber

W om en’s libbers hailed the open
ing of New York C ity’s F irst 
W om en’s Bank last O ctober 16 
w ith its 100% fem ale staff and board 
of directors as a unique departure 
never before accom plished. B ut it 
wasn’t.

Almost exactly 56  years earlier—  
o n  O c t o b e r  6, 1 9 1 9 — th e  F i r s t  
W om an’s Bank opened for business 
in Clarksville, Tenn. The bank was 
the b r a i n c h i l d  of Brenda (M rs. 
F ran k ) Runyon, the w ife of a Clarks
ville physician, who opened the bank 
because she w anted something to do. 
And to get that something to do she 
enlisted the aid of other Clarksville 
women so the bank’s staff and board 
of directors w ere 100% fem ale.

T he bank opened w ith assets of 
$15 ,000 , and its deposits topped 
$20 ,000  the first day. As part of the 
opening cerem onies, m en received 
cigars and women were given flowers. 
A fter 14 m onths’ operation, the bank 
paid a small dividend to stock
holders.

T h e  F irst W om an’s Bank operated 
for nearly seven years until Mrs. 
Runyon injured her hip. As a result 
of the accident, the bank was sold as 
a going concern to the present F irst 
Tru st & Savings, Clarksville.

Topping-Out Is Celebrated 
For Bank of Ok. Tower

TULSA—Progress on the Bank of 
Oklahoma Tower has been more rapid 
than expected. While the building was 
begun last May, the topping-out cere
mony already has been held. It orig
inally was expected to take place 
sometime this month.

S ig n in g  c e re m o n ia l s te e l g ird e r  d u r in g  b e a m 
ra is in g  ce re m o n ie s  a t n e w  B a n k  o f  O k la h o m a  
T o w e r, T u lsa , a re  ( fro m  I.) S ta te  G o v . D a v id  
B o re n ; J o h n  W illia m s , ch., W ill ia m s  Cos., one 
o f  b u ild in g 's  m a jo r  te n a n ts ;  E ugene S w e a r in 
g e n , b a n k  ch .; L e o n a rd  J. E a to n , p re s .; a n d  
Joe W illia m s , W ill ia m s  Cos. p res.

Reportedly the state’s tallest build
ing at 52 stories, it is located in the 
nine-square-block Williams Center. 
Bank of Oklahoma Tower’s exterior fea
tures anodized aluminum and solar 
bronze glass.

The building will have 1.4 million 
square feet of space and will have the 
bank and the Williams Companies as 
major tenants. Completion of the tower 
is slated for first-quarter 1977.

Health Help:

Fourth of W ichita  Gifts 
Go to  Area Hospitals

Fourth National, Wichita, has gifted 
the Wesley Medical Center with $40,000 
for purchase of an image intensifier. 
The gift was from Fourth National’s 
Charitable Trust Fund. Similar gifts 
were presented to all other Wichita 
hospitals.

The mobile flouroscopic unit is used 
during open-heart surgery, total joint 
reductions, pacemaker implants and 
more, making it possible for a physician 
to look inside a patient during pro
cedure. The unit’s advantage is that an 
organ or implanted object can be seen 
without having to wait for X-ray film 
to be developed.
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Every Director and Officer Needs a Copy o f . . .
These Three Board-Related Books

(QUANTITY PRICES LISTED BELOW)

Composition 
and Compensation 
of Bank Boards

$ 4.25

Responsibilities 
of Bank Directors

Conflicts 
of Interest

(1) COMPOSITION AND COMPEN
SATION OF BANK BOARDS $4.00
. . .  A statistical analysis of bank boards 
based on comprehensive surveys by the 
author, Dr. Lewis E. Davids, editor of 
The BANK BOARD Letter. This book 
will give the reader an insight into the 
variety of occupations represented on 
bank boards; the number of inside and 
outside directors; frequencies of meet
ings; salaries paid. Also included are 
many tables, showing retirement ages 
for directors, per-meeting and annual 
fees, highest paid directors, etc. De
signed to help you make comparisons 
and put your board structure and fees 
in proper perspective.

Q U A N T IT Y  PRICES

2 -5  $ 3 .8 5  e a . 11 -25  $3 .3 5  ea .

6 -1 0  $ 3 .6 0  e a . o v e r  25  $ 3 .1 0  ea.

(2) RESPONSIBILITIES OF BANK 
DIRECTORS $4.75 . . . Written by 
Raymond Van Houtte, president & 
CEO of Tompkins County (New York) 
Trust Co., this book is “right” for to
day’s problems. Due to the economic 
influence banks have on their commu
nities, the rapid growth of holding 
companies and the ever-growing “con
sumer” movement, directors must know 
what is expected of them and the bank 
they serve in terms of responsibilities 
to depositors, shareholders and the pub-

lic. Responsibilities examines recent 
court decisions, investment return, con
tinuity of management, long-range 
planning, effects of structural changes 
—HCs, branching, mergers—on com
petition, and more.

Q U A N T IT Y  PRICES

2 -5  $ 4 .5 0  ea . 11 -25  $ 4 .2 0  ea .

6 -1 0  $ 4 .3 5  ea . o v e r  25  $ 4 .1 0  ea.

(3) CONFLICTS OF INTEREST FOR 
DIRECTORS AND OFFICERS OF 
FINANCIAL INSTITUTIONS $5.95
. . . Includes everything directors and 
officers should know about the topic: 
Presents the problem of “conflicts,”

gives examiners’ views of directors’ 
business relationships with the bank, 
examines ethical pitfalls involving con
flicts, conflicts in trust departments, 
details positive actions for reducing 
potential for conflicts. Other important 
data are the Comptroller’s ruling on 
statements of business interest of di
rectors and principal officers of nation
al banks and sample conflict of inter
est policies in use today that can be 
adapted by your board.

Q U A N T IT Y  PRICES

2 -5  $ 5 .5 0  e a . 11-25 $ 5 .0 0  ea.

6 -1 0  $ 5 .2 5  ea . o v e r  25  $4 .7 5  ea.

THE BANK BOARD LETTER 
408 Olive St., St. Louis, Mo. 63102 
Send These Books:

................................  copies, Composition & Compensation $

................................  copies, Responsibilities of Bank Directors $

................................  copies, Conflicts of Interest $
Total enclosed $

Name ....................................................................  Title ...........
Bank .............................................................................................
Street ...........................................................................................
City, State, Z ip ............................................................................
(Please send check with order. In Missouri, add 4%% tax.)
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Moke sure your Career Apparel program 
does the jab. Du Pont can help you.

If your career apparel program  is to be effective, a lot of things have to be done right.
You have to  project the im aqe you w ant for your b a n k . . .  satisfy em ployees' needs, 
d e c id e  on  c o n te m p o ra ry -lo o k in g  a p p a re l th a t's  p ro p e rly  m a d e  w ith  e xce lle n t- 
performing fabrics o t  Dacron* polyester... and assure yourself of continuity of supply to
fit new  employees, which means choosing reliable suppli ers. If you'd like help in setting 
up a program that will do all of these things for your bank —  
contact our Career Apparel specialists at (3 0 2 ) 999-2854.
Or write: The Du Pont Company, Textile Fibers, Centre Road 
Building, Suite 31J6, Wilmington, Del. 19898.
*D u  Pomr reg iste red tradem ark.

POLYESTER
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Four very timely Bicentennial promotions from Salem:

•  Georgetown Stoneware * 1 7 7 6  Stain less
•  S ilverp lated Goblets » Y o rk to w n  Ironstone

. . . so appropriate during our 200th Anniversary celebration. 
We have co-ordinated for the Bicentennial in product and packag
ing.

All Salem products are part of complete programs for generating 
new customers and new deposits. They include a complete sup
port package: displays and advertising materials, direct mail

pieces, internal control and report forms, personnel training, 
market exclusivity, successful track records, and return privilege 
of unused merchandise.

Write for more information:
S A L E M  C H IN A  C O M P A N Y  
S A L E M  S IL V E R S M IT H S
South Broadway Extension 
Salem, Ohio 44460

Better yet, phone Jay Keller: (216 ) 332-4655

«BICENTENNIAL ...from  Salem
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Mr. Banker: 
it’s time to get your 
Insurance Operation 
off the ground!
Who has the broadest, most direct 
contact with the financial affairs of the 
general public? Who has the confi
dence of this public? Who can best 
understand their insurance needs, 
finance their premiums, take care of 
insurance collateral on their loans? 
You can!

You can market appropriate insur
ance coverages to your customers in 
credit-related transactions more ef
fectively and economically than we or 
any other insurance company can. 
Through a well-run agency or reinsur
ance operation you can serve your 
customers and uncover potentially 
significant new sources of profit.

We at Old Republlccanactasprime 
carrier and probably process claims 
and rate filings more effectively and 
economically than you can. Together 
we can make a great team. That Is 
why we already are in partnership with 
commercial banks and hundreds of 
corporations of all types who serve 
the public. And that is part of the rea
son we write the largest volume of 
credit life and credit disability pre
miums of any company in the world.

The time is right. If you are a one- 
banking holding company we can help 
you form a profitable underwriting 
subsidiary, or show you how to make 
your reinsurance operation really 
perform. We can help holding com
panies and banks alike form profit- 
producing insurance agencies. We are 
experts in risk management. We can 
show you how to ‘‘get off the 
ground. . . ” safely and soundly.

Old Republic areas of 
participation with banks
Feasibility studies including pro-forma op
eration statements for bank holding company 
life and disability insurance subsidiaries.

All insurance coverages permitted in Regu
lation Y including:

□  Consumer loan credit life and disability

□  Agricultural credit life and disability

□  Mortgage life and disability

□  Fire, extended coverage and homeowners

□  Credit guaranty

□  Mobile home coverages

□  Leasing

□  Crop hail

□  Automobile coverages

□  Trust Department — employees and 
pension plan coverages

□  Maturity value savings plan insurance

□  Usual banking holding company coverages

□  Commercial loans

PARTNERSHIP FOR PROFITS

OLD REPUBLIC
international corporation
INGENUITY IN INSURANCE

For more information or a copy of our 
1974 Annual Report please contact:
William R. Stover, President 
Old Republic International Corporation 
307 N. Michigan Ave., Chicago, III. 60601 
Telephone (312) 346-8100
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“Our best promotion ever!
We had tremendous response 

and appreciation from customers 
and from our community.”

“Never have I  seen 
a promotion 
attract the interest 
that this one d id !”

Paul L. Rimes 
Executive Vice President 
Southern National Bank 
Hattiesburg, Miss.

In full-color, these 8x 10 Family Portraits can be made avail
able to your customers ABSOLUTELY FREE!

Yes, the above quotations from Missis
sippi banker Paul L. Rimes are character
istic of what financial executives are saying 
about the Olan Mills Family Portrait Pro
gram . . . and you’ll want to know more 
about this highly successful public relations 
idea and how it will benefit YOUR insti
tution.

Olan Mills Studios offers your institution 
a LOW-COST plan, proven in hundreds of 
institutions, which will enable you to offer 
the one thing that has enduring appeal to 
EVERY family . . .  a beautiful, full-color 
family portrait, ABSOLUTELY FREE! It is 
a portrait that will be cherished now and 
treasured through the years.

These portraits can be offered to present

customers as a goodwill gesture . . .  to 
prospects for opening a new account . . . 
to the public in connection with branch 
openings, anniversaries and seasonal cele
brations, i.e., Christmas, Easter or Valen
tine’s Day.

Best of all, our skilled representatives 
will provide, at no extra cost, detailed 
plans, including advertising and promotion
al materials, to make your promotional pro
gram a successful one.

If building business and goodwill are im
portant to your institution, you’ ll want to 
find out more about the Olan Mills Family 
Portrait Program. You, too, will be amazed 
at the response from your customers and 
from your community.

Call or write Olan Mills Family Portrait Treasury

1101 Carter Street 
""" Chattanooga, Tennessee 37402 

5 5 E  Phone (615) 622-5141
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Bank
Amer ¡corn?

Just as Americorn is im portant to the nation, the bank is 
im portant to the agribusinessman. As the cost of food pro
duction and handling continues to increase every year your 
customers have greater loan requirements. Not only is your 
risk increased by larger loans but the widely fluctuating  com-

m odity prices add additional risk.

The need for more financial protection is becoming more 
apparent. Don’t you owe it to yourself and your customers to 
investigate the advantages of risk reduction through com
modity fu tures hedging?

Can you afford to
^ ignore the world of com m odities?

M a il th is  
c o u p o n  o r  ca ll 

th e  C ia y to n  
B ro k e ra g e  

o ffic e  n e a re s t 
you.

Send me 
“The World of 
Commodities” 

market letter for 
four weeks. 

I'd like to 
watch your analysis 

of world markets in action. TELEPHONE

Clayton Brokerage Co.
of St. Louis, Inc.

7701 Forsyth Blvd., St. Louis, Missouri 63105
m em ber of all m ajor exchanges, o ffices  nationw ide.

P h o e n ix ,  A r iz . 
S p r in g d a le ,  A rk . 
L o n g  B e a c h , C a lif.  
L os  A n g e le s ,  C a lif. 
S a n  F ra n c is c o ,  C a lif.  
S a n ta  B a rb a ra , C a lif.

D e n v e r, C o lo . 
G re e n w ic h ,  C o n n . 
W a s h in g to n , D .C . 
A t la n ta , G a.
Id a h o  F a lls , Id a h o  
C h ic a g o , III.

F o r t  W a y n e , In d .
W e s t D e s M o in e s , Io w a  
L o u is v il le ,  Ky. 
S o u th f ie ld ,  M ic h . 
" M in n e a p o lis ,  M in n . 
J e f fe rs o n  C ity , M o .

K a nsas  C ity , M o . 
L a n c a s te r , M o .
S t. L o u is , M o . 
A lb u q u e rq u e ,  N .M . 
N e w  Y o rk , N.Y. 
C le v e la n d ,  O h io

D a y to n , O h io  
P h ila d e lp h ia , Pa. 
A b e rd e e n ,  S .D . 
M e m p h is ,  T e n n . 
A u s tin ,  T e xa s  
D a lla s , T e xa s

H o u s to n , T e x a s  
S a n  A n to n io ,  T e xa s  
" S e a tt le ,  W ash.

" O p e n in g  s o o n
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Will you be a winner in the 
battle to boost your market 
share and build your profits?

You w o n ’t if you let o th e r fin a n c ia l in s titu tio n s  —  lead ing  edge in s titu tio n s  —  
beat you to  the punch in o ffe rin g  in n o va tive  se rv ice s  tha t yo u r cus tom ers  w ant 
and need. A re  you c u rre n tly  now  p ro m o tin g :

■ Deposit based retirement plans? IR A ’s, HR-10 plans, p ro to typ e  p lans fo r 
sm all c o rp o ra tio n s  —  all rep resen t a s te a d ily  g ro w in g  source  of la rge  b a l
ance, lo n g -la s tin g  accou n ts .

■ Telephone cash transfer accounts? B illio n s  o f d o lla rs  are sud d e n ly  up fo r 
g rabs  —  th e y ’re the  funds  fo rm e rly  held id le  by in d iv id u a ls  and businesses 
in n o n -in te re s t paying accou n ts . But they  w o n ’t be held the re  fo r long!

■ Direct deposit accounts? P ayro ll, S o c ia l S e curity , pension, annuity , and d iv 
idend paym ents  —  all can now  be dep o s ite d  d ire c tly  in acco u n ts  w ith  you.
The cu s to m e r ga ins  co n ve n ie n ce  and se cu rity ; you ga in  a big increase  in 
d e p o s it ba lances.

D o n ’t be ca u g h t napp ing  w h ile  yo u r c o m p e tito rs  are firs t to  p rom ote  these 
se rv ice s  am ong yo u r best custom ers. C heck the a p p ro p ria te  boxes be low  to 
rece ive  fu rth e r in fo rm a tio n  on how  w e can help you set up, im p lem ent, and 
m arke t any or all th re e !

 ̂ ¿ifejpedy-------------------- -j
524 H am burg T u rn p ike

I V  B i l l  1  V  W ayne, New Jersey 07470 • (201) 345-2000 
^ ^ I N C .  I

I

Tell me h o w y o u  can he lp  me deve lo p  and m arke t

□  D eposit based □  T e leph one  cash □  D irec t
re tire m e n t p lans tra n s fe r acco u n ts  de p o s it acco u n ts

NAM E ________________________________________________ TITLE _______________

IN S T IT U T IO N _______________________________________________________________

ADDRESS ___________________________________________________________________

C IT Y _________________________________ S T A T E _____________ZIP
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They could have bought 
But here’s why 68 banks

In 1975, more banks chose a Tyco 
train set as a deposit-related premium 
than all other brands combined. Their 
promotions were among the most 
successful they’d ever had. With any 
kind of premium.

Ask the banks in the Banco Group. 
Ask First Pennsylvania. Or any of the 
other 68. We’ll send you the complete 
list, on request.

You’ll find, first of all, that a 
major consideration in their choice

was simply consumer 
acceptance.

Tyco sells more 
electric train sets 
than anybody else 
in America. That’s 

been true 
for years. Tyco 
is the most 

advertised brand, 
the brand consumers ask for. 
Remember last year’s sensational 
“Chattanooga Choo Choo”? It’s a Tyco.

But Tyco is also the most popular 
choice with bankers because we don’t 
just sell you a train set. We help put 
together a * 
complete pro- \ /
motion. We 
back it with

superb materials at a 
fraction of their normal cost. Such as:
A 30-second television commercial, 
tailored to your specific requirements,
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a lower-priced train, 
chose Tyco last year.
with all the specialized skills and pro
fessional experience that have made 
Tyco’s network commercials so 
effective.

There’s pre-printed paper for full 
color 24-sheet posters. A produced 
60-second radio spot. A half-page 
newspaper ad. All sorts of in-bank 
materials from full 
color brochures to 
counter cards to 
lapel badges.

You can use 
these materials, 
adapt them, or 
simply review 
them for reference.

Don’t
miss the YÇ 

train

The main point is that 
they’re proof that Tyco 
really produces a total 
promotion concept.

YOUR NAME 
AND LOGO HERE

Write today for a complete 
package—by return mail—that 
contains samples of these mate
rials. Or phone for a presentation. 

And one thing more. As the 
largest train manufacturer in the 

country, Tyco is fully prepared to show 
you highly competitive prices. There is 
always somebody who can offer you a 
cheaper set. It may be all they 
have to offer.

TYCO
Tyco Industries, 540 Glen Ave., Moorestown, New Jersey 08057 (609) 234-7400 

A Consolidated Foods Company • Responsive To Consumer Needs
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First of Atlanta Uses Train Sets, Watches 
To Gain Larger Share of Savings Market

C AN AN “old-fashioned” premium 
campaign, combined with a modern 

savings package approach, produce over
12,000 new customers and more than 
$30 million in increased savings ac
counts for a commercial bank in today’s 
capital-starved economy?

That’s precisely what First National, 
Atlanta, accomplished over a five-month 
period in 1975.

The premium promotion was part of 
the bank’s marketing strategy that was 
spurred by the desire to gain a larger 
share of the savings market in the 
bank’s trade area.

“In light of both the general economy 
and the increased competition for dol
lars in the financial marketplace, we are 
placing more and more importance on 
the bank’s traditional role as ‘the de
partment store for financial services,’ ” 
said Allan D. Nichols, marketing senior 
vice president for the bank. “And, we 
consider savings to be one of the very 
important stops in that traditional ‘one- 
stop shopping’ concept,” he continued.

In this uncertain economic climate, 
Mr. Nichols sees a redefinition of the 
term “luxury” by the American family. 
“What used to be considered a necessity 
—like a new refrigerator or a summer 
vacation—is now looked upon as a 
luxury in many cases. Although people 
still have discretionary income, they 
feel an increasing need to invest that 
money in secure savings plans with a 
guaranteed return, rather than specu
lative ventures. They need to know the 
money will be there for those ‘luxuries.’ 
Hence, a new savings trend is develop
ing here and across the nation.”

The 1975 consumer savings market in 
the bank’s trade area amounted to ap
proximately $4 billion, of which S&Ls 
held some $3 billion. Part of that im
balance unquestionably was due to ag
gressive marketing by S&Ls, which 
spent approximately 10 advertising dol
lars for every one spent by banks 
against consumer savings over the last 
several years.

“We decided to try to gain a reason
able share of that market,” Mr. Nichols 
said.

In the middle of March, First Na
tional began an ongoing “instant inter
est” campaign (in which customers 
can immediately draw a year’s interest 
upon purchasing a one-year savings cer
tificate) which proved successful enough 
to generate some 40 inquiries from 
banks outside the state for rights to the 
package.

Then, on May 20, the bank kicked

off a premium promotion of the type 
most often associated with S&Ls, offer
ing free watches of various values for 
a variety of new savings accounts and 
certificates. That cam p aig n , which 
added $30 million in savings deposits 
after discounting normal growth, ended 
near the end of October.

Its success spurred the bank’s final 
promotion of the year—another premi
um campaign in which model railroad 
trains were given to new savings ac
count customers. The train premiums 
attracted approximately 3,000 new de
positors totaling nearly $9 million. More 
than 3,000 train sets were moved.

“We have learned some interesting

things in the course of the year,” said 
Mr. Nichols, who believes the Christ
mas-time model train promotion has the 
potential to continue increases in the 
bank’s share of the savings market.

“For example, I’ve gotten plenty of 
questions about the value of accounts 
opened because of premiums, with the 
reasoning being that such accounts are 
likely to move on when someone else 
has a premium promotion,” he said.

“I’m very encouraged with our re
sults, which show that 40% of the new

money was put into certificates with 
longer than one year’s maturity.”

Additionally, First National views 
consumer savings as a steady source of 
new funds, Mr. Nichols continued. He 
pointed out that such savings have 
grown at a rate of 10% over the last 
five years in metro Atlanta.

“Despite inflation and other negative 
factors, we expect this rate to remain 
at approximately the 10% level over the 
next few years. We believe that a sig
nificant portion of the money which 
heretofore was channeled into real 
estate, stocks and other investments is 
going into savings accounts now and in 
the immediate future,” he said. • *

A l l a n  D . N i c h o l s ,  
s .v .p . a n d  d ir .  o f  
m a rk e t in g .  F irs t N a t 'l ,  
A t la n ta ,  a d m ire s  one 
o f  th e  m o d e l t ra in s  
h is b a n k  o ffe re d  d u r 
in g  a s a v in g s  p ro 
m o tio n  a im e d  a t  c a p 
tu r in g  m o re  o f  th e  
lo c a l co n su m e r s a v 
in g s  m a r k e t .  The 
A  H M - b  r a n d  tra in s  
w e re  s u p p lie d  b y  
H o b b y  M a rk e t in g ,  
Inc ., R e a d in g , M ass.
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Put your next promotion 
on the right track 

with a Lionel HO train set.
Electric trains are a powerful incentive for bringing in new deposits. 
And no other name in model railroading can match Lionel for quality 
and consumer brand awareness. At Lionel, we offer a wide range of 
HO scale train sets, plus a complete selection of accessories for 
follow-up promotions. For deposit promotion results that are way out 
of the ordinary, get on board with Lionel!

I----------------------------------------------------------------------------------------- 1
Please have your incentive representative contact me for:

I EH an immediate promotion program EH future promotion programs .

I Name______________________________ Title____________ j
I Company___________________________________________  |
I Address______________________________________________|
I City ___________  State__________ Zip_____  |
I Telephone____________________________________________ I
I______________________________________________________I

L IO N E L
Available in Canada through Parker Brothers, P.O. Box 600, Concord, Ontario L4KIB7.

Lionel® of Fundemensions/A Division of the General Mills Fun Group, Inc., MountClemens, Mich. 48043.
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Financial Institutions O ffer M odel Trains 

To M ake Christmas Happy, Swell Deposits
A  LOT of kids (and their dads) had 

happier than normal Christmases 
last year because various banks offered 
model train sets as premiums prior to 
the holiday.

First Pennsylvania Bank, Philadel
phia; First National, Louisville; and First 
National, Rock Island, 111. were among 
the financial institutions offering Tyco 
train sets that came complete with twin 
diesel locomotives, four freight cars and 
a caboose, power pack and 26 sections 
of track that made an over-and-under, 
figure-eight layout 40" by 87" in size.

First Pennsylvania advertised its 
train premium on radio and TV and via
600,000 cardboard milk cartons on the 
shelves of grocery stores. The offer 
opened early in November in the bank’s 
80 branches. The initial order of train 
sets was 10,000 and customers could 
buy one for $24.95 after depositing 
$150 or more in a new or existing re
tail savings account or time certificate.

First of Louisville required a $100 
deposit in a new or existing savings ac
count in order for customers to buy the 
sets for $22. The promotion began early 
in October and ran through Christmas. 
Initial order from the supplier was 1,500 
sets, but more were needed as the pro
motion progressed. TV, newspaper and 
point-of-purchase advertising supported 
the promotion.

Total number of train sets sold by 
the bank was 7,000, which yielded $1.8

million in passbook savings deposits re
lated exclusively to the train purchases. 
The average deposit was $257—more 
than $150 more than required.

First National’s four-color newspaper 
ads were boldly headlined “Don’t miss 
the train” and featured a large illustra
tion of a diesel locomotive roaring over 
a trestle. Also illustrated were the kit, 
the track layout, each car of the train 
and the power pack transformer.

Train sets were available at each of 
the bank’s 45 offices and customers 
could use their Master Charge cards to 
charge their purchases. A limit of two 
train sets per customer was placed.

First National, Rock Island, required 
a $200 deposit from customers wishing 
to buy sets for $19.95, plus tax. The 
price was said to be about 50% of the 
regular retail price of comparable train 
sets in stores.

One of the pioneer banks offering 
model train premiums is First National, 
Chicago, which ran its promotion prior 
to Christmas, 1974.

The bank offered a 102-piece Tyco 
HO-gauge train set for $19.95 to cus
tomers depositing $250 or more in sav
ings accounts. Interest in the promotion 
was sparked by a display in the down
town terminal of one of the city’s major 
commuter railroads.

Other banks offering Tyco model 
trains include First National, Jackson, 
Miss.; First National, Odessa, Tex.;

.

: -

FLATWARE 
PREMIUM PROGRAM

NAKEN
FLATWARE CHESTS

Naken flatware chests are sold in the 
finest departm ent and jewelry stores 
in the country. Now you can include 
them in your incentive program.
All wood, furn itu re  finished.
Delivery never a problem.
Call or w rite fo r details.

Manufacturers of fine wood products since 1919

2950 West Chicago Avenue Chicago, Illino is 60622 
Telephone (312) 489-4600

First National, Scottsburg, Ind.; Buffalo 
Grove (111.) National; and American Na
tional, Gadsden, Ala.

Among the thrifts using the promo
tion were Broadview Savings, Cleve
land; First Federal, Salt Lake City; and 
Home Savings, Joliet, 111. • •

Lionel Firm Joins List 
O f Premium Suppliers 
W ith  Model Train Sets

A recent addition to the model train 
premium field is the nation’s oldest 
train manufacturer, Lionel, a division 
of General Mills Fun Group.

According to Lionel officials, for as 
little as $3.95, a Lionel HO gauge 
model train set can be self liquidated 
as a financial institution premium to in
crease deposits. The set includes a 
diesel engine, box car, flat car, caboose, 
rerailer and 12 sections of curved track, 
plus a power pack transformer. Retail 
price of such a set is said to be $29.95.

Six different train sets are available 
as premiums at various price levels, ac
cording to Lionel officials, one of which 
is a Bicentennial American Freedom 
train.

Model trains are said to be equally 
acceptable to affluent and middle-in
come people in cities or suburban areas. 
Thus, they can pull new business to 
either a large downtown financial in
stitution or a smaller suburban thrift or 
bank.

One of the advantages of the Lionel 
brand, according to a spokesman, is the 
fact that the train sets come with one- 
year warranties. Another is that some 
600 service branches are located across 
the U. S. in hobby shops to repair the 
trains or to enable customers to pur
chase additional accessories, cars and 
tracks.

The firm’s premium promotion kits 
include complete setups with employee 
buttons, badges, engineers caps, ban
dannas and point-of-purchase material. 
Lionel is also embarking on a national 
advertising program and provides tie- 
in promotional material to financial in
stitutions.

Tyco Offers Train Sets 
To Financial Institutions

Tyco Industries, El Toro, Calif., is 
offering a 100-piece model train set to 
financial institutions as a self-liquidat
ing incentive.

Tyco’s first financial institution pre
mium promotion was at First National, 
Chicago (see adjacent article). The suc
cess of the promotion prompted Tyco 
to get into the premium business, offer
ing train sets to banks and thrift institu
tions on a selective basis, with only one 
such institution being solicited in any 
given TV area.
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Atlanta, ^■■■■fcChicago, 
M ilwaukee, C leveland, 

Mishawaka, and Galesburg
AHM Train Sets have put money in banks

all over the country
ôwplayingat

« mal Bank ( # Mishawaka

Let us put together a  program  for you -  just as we d id  
for First National, Atlanta, Banker's Trust, and 

other banks all over the country. 
W ell g ive you exclusivity in your marketing 

area. We guarantee both the supply and quality 
of merchandise. We can provide operating rail
way layouts for w indow and lobby displays. We 

can help you deve lop deposit-build ing premium 
ads and statement stuffers. And, of course, we'll set 

things up so you won't be  left with inventory. 
Prices —  for a  com plete  HO Scale railway includ

ing locom otive, cars, track and power p a ck  -  start 
a t under $12.00. "The Spirit of 7 6 "  set, illustrated in this 
ad , is under $18.00. Over 30 other sets available. For 
more information, write or call Hobby Marketing, Inc., 

100 Main Street, Reading, Massachusetts 01867.
Telephone 617/944-7980.

hobby marketing ine.
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Career Apparel in Patriotic Colors 
Makes Nation's Bicentennial Scene

C AREER apparel is enjoying a bi
centennial year success story, with 

a number of financial organizations 
putting their employees into various 
combinations of red, white and blue 
outfits, not only to dress them up in 
the spirit of the country’s 200th anni
versary, but to give them a new, fresh 
look for the future.

“It isn’t so unusual to have these col
ors chosen for career apparel,” says 
Harold A. Wolfe, executive secretary 
of the Career Apparel Institute, New 
York City, “since throughout the year 
red and blue are the colors most widely 
selected.”

Mr. Wolfe points out, however, that 
the design of the bicentennial outfits 
places emphasis on the patriotic as
pect, especially through the use of ac
cessories in the same color combina
tions.

For those banks that already have 
apparel programs, the use of the red, 
white and blue colors can implement 
or modify the existing outfits.

One of the big advantages is the fact 
that the “patriotic” look can be tied in 
with advertising. Union Bank, Marks- 
ville, Pa., not only called attention to 
its new outfits in its advertising, but 
also proudly called itself “The Style 
Setting Spirit Maker!”

One point that must be considered, 
suggests the Career Apparel Institute, 
is to plan a career apparel/bicentennial 
program with an understanding that 
the design of the garments should last 
beyond the celebration of the nation’s 
birthday.

The official bicentennial celebration 
will be over at the end of 1976. Not 
only will the outfits be worn beyond 
that date, but a successful apparel pro
gram will warrant its being continued 
beyond the end of the year.

It’s important that continuity be 
planned in the outfits and that acces
sories such as bicentennial scarves, pins, 
ties and emblems be used as add-ons 
that can be dispensed with following 
the end of the celebration, according to 
Mr. Wolfe.

These same accessories can be added 
to already existing programs to pro
vide a bicentennial tie-in at a minimal 
cost to freshen up the look of existing 
programs.

Mr. Wolfe also advises those banks 
that are planning to get into programs 
to proceed without delay since the de
velopment and execution of a good 
program require careful step-by-step 
control and planning and should not be 
rushed. Since a certain amount of lead 
time is required to select the outfits,

and have them fitted and delivered, it 
is important that the development of 
the program get underway immediately 
so that the full benefit will be felt dur
ing the bicentennial period.

Widespread attention has been given 
by the nation’s press to the use of the 
bicentennial theme in the outfits being 
worn at banks. A story widely circu
lated by a news agency said that the 
nation is throwing a giant birthday 
party and that millions will be dressing 
up for it.

The bicentennial concept is receiving 
vast attention, not only on a national 
basis but, according to reports received 
from all over the country, local com
munities are planning activities through 
which they can individually participate 
in the festivities.

Many of the giant national corpora
tions are taking part in the celebration 
through their sponsorship of projects 
that range from television and news
paper programs to decorations and 
packaging.

The bicentennial consciousness of 
the country is being aroused through 
these efforts and the numerous news
paper stories that appear.

Banks that wish to get into the spirit 
of the celebration will find that they 
can do so effectively through the out
fitting of employees. Dressing employees 
in colonial costumes would present a 
problem, since the majority would ob-, 
ject to wearing costumes. Career ap
parel, however, because it is stylish 
clothing that is attractive in itself, but 
coordinated with what other employees 
are wearing, provides an acceptable 
means of getting into the bicentennial 
spirit without creating personnel prob
lems.

For those organizations that do not 
already have apparel programs, it is 
possible to achieve the effect while pro
viding a low-cost fringe benefit to em
ployees. If the apparel is chosen prop
erly and presented to employees so they 
realize its benefits, a way is provided 
for them to cut down considerably on 
their clothing costs and to eliminate 
concern with the competitive aspect of 
“What shall I wear?” every day.

In order to do this, the apparel must 
not only look good, but must be com
fortable in the work situation and give

m w i

THE BALL-POINT RIP-OFF
A Forgery Investigator’s Handbook by De
tective K. Olson. Contains chapters on: The 
Forgery Problem, the Check Itself, Check 
Alteration, Forgery Investigation, Credit 
Card Crime, and Questioned Document 
Examination. In addition this text contains 
an excellent training section and test on 
Sample Checks and Endorsements and 
Sample Checks and Handwriting Ex
emplars. 1975 $5.95

dayis poaisfiing c o n p m i  m e .
P.O. Box 841 • 250 Potrero Street, Santa Cruz, CA 95060

Send for FREE Police Newsletter and Booklist
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They don't tick, w hir or plug In. 
But oh, how they move people!

Searching for a premium that 
really stirs up action? Then take a 
closer look at silver plated holloware 
from International Silver.

Unlike many short-lived mechan
ical “marvels” with their problems 
of repairs, replacements and dimin
ishing value, International Silver 
products offer lasting beauty and 
enduring quality. Plus an 
ever-increasing intrinsic 
value that builds good will 
for you year after year.

The International trademark on 
each piece is your assurance of a 
fine product backed up by a well- 
known, respected manufacturer 
ready to plan with you now. And 
deliver now.

Whatever incentive program you 
may be considering, talk to the 
incentive people at International

INTERNATIONAL 
SILVER COMPANY

The more you get into premiums the better we look.

Silver, first. Our fifty years experi
ence in premiums can really help.

International Incentives 
A Division of International Silver Company 
Wallingford, Conn. 06492 
Gentlemen:
We’d like to see what you can do to help us.
____ Call us as soon as possible.
____ Send catalog before we meet.

Name_______________________________

Company. 

Address _  

T itle_____ _Tel. No.

City/State.
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DAKTRONICS
displays giv

IMPACT
A Daktronics display is the efficient 

ad vertising  medium that cre a te s  
traffic, new business, image and pro
vides community service.

Daktronics has taken the service ex
pense out of time and temperature dis- 
p la y s  w ith 100% so lid  s ta te  
electronics.

Our engineers will custom design a 
time and temperature display, that will 
enhance the appearance of your facili
ty-

Call or write us today! Daktronics 
will give you the edge over your com
petition with 100% solid state displays.

MESSAGE CENTERS

Daktronics offers entirely solid state 
message display centers with chang
ing and traveling messages, and time 
and temperature information.

DAKTRONICS, INC.
BOX 299 BROOKINGS, S.D. 57006 

PH. 605-692-6145

N e w  o u t f i ts  f o r  th e  b ic e n te n n ia l y e a r  a re  b e in g  w o rn  b y  e m p lo y e e s  o f  M e rc a n tile  T ru s t, St. 
Lou is. Them e o f  o u t f i t t in g  p ro g ra m  is " u n i fo r m i ty  w i th o u t  c o n fo r m ity . "  Each e m p lo y e e  w a s  g iv e n  
a ch o ice  o f  11 p iece s o f  a p p a re l o u t o f  a p o s s ib le  13, p ro v id in g  fo r  a d if fe re n t  lo o k  each d a y . 

C o lo rs  a re  re d , w h ite  a n d  b la c k . P h o to  s h o w s  c o m b in a t io n s  p o s s ib le  w i th  th e  "d re s s  lo o k . "  
E nsem bles a ls o  in c lu d e  p a n ts  su its .

excellent wear.
The Career Apparel Institute cau

tions those planning an apparel pro
gram that the proper procedure for in
stituting such a program is to work 
with a specialist in the field and not to 
buy off-the-rack clothing, which may 
look right but does not have the wear, 
comfort and continuity requirements of 
career apparel.

Continuity is extremely important 
since there must be provisions for ob
taining additional outfits for new em
ployees over the period of time that 
the garments will be worn. Most pro
grams run from 18 months to three 
years.

Clothing purchased from regular off- 
the-rack merchandisers is usually avail
able only at the time it is initially sold, 
since regular clothing firms must change 
their styles every season to remain on 
a competitive basis.

Another reason for working with a 
specialist in the field, says the Career 
Apparel Institute, is that the specialist 
has, through training and past expe
rience, developed the proper step-by- 
step procedure for not only measuring, 
fitting and altering the clothing, but 
also has a vast array of effective tech
niques for involving employees in the 
selection of the final design.

Employee relations is an important 
function in the introduction of an ap
parel program. Since apparel is, in 
most cases, a new concept to employ
ees, it is essential that they realize the 
bank is not merely putting them into 
“uniform,” but rather giving them ex
cellent clothing to wear.

It has been said that there is no such 
thing as one career apparel outfit. It 
is only when you see two people in 
career apparel together that you can 
appreciate that they are both wearing

coordinated clothing. When employees 
leave the premises, their apparel be
comes indistinguishable from the cloth
ing that other people are wearing.

For this reason, most organizations 
do not put emblems that identify the 
institution upon the clothing. There 
are ways, however, that a corporate 
logo can be made part of the outfit.

FOR SALE OR LEASE
Available for immediate delivery. Instant 
modular drive-in teller units. Ideal for e x -  

pa nsion or to establish a remote drive-in. 
Prebuilt ready to install on your site— re
quires only electrical hookup. Includes all 
equipment needed— electric heat and air 
conditioned, conduit for alarm and phone. 
W rite for brochure of other sizes and 
models available.

FINANCIAL PRODUCTS, INC.
P .O . B o x  1035 

Eau C la ire ,  W is c o n s in  54701 
P h one : 7 1 5 /8 3 5 -8 1 6 0
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EX CLU SIV E “FIN E A R TS” TRAY/PLAQUES
All beautiful full color authentic reproductions

A LOW COST - HIGH QUALITY - HIGH POWER - INCENTIVE AND PUBLIC-RELATIONS TOOL

BICENTENNIAL SERIES FOR 
YEAR-ROUND PROMOTION

Unique opportunity to help your 
community Bicentennial-w ise and 
yourselves good public relations- 
wise, at little  or no cost.

Write for details and exclusive

A “TRAY IS A TRAY IS A TRAY” JUST IS NOT SO!

There are trays of all kinds, cheap, intermediate and good, most of ordinary run designs and quality 
reproduction, all generally sold retail, many discounted.
“FINE ARTS” trays are created for promotion use only, NONE SOLD IN STORES ANYWHERE! A truly 
“exclusive” incentive and public-relations item of the Highest Quality Authentic Full Color Reproductions of 
Originals, WITH HIGH BLIND VALUE IMPRESSION!
THE BEST VALUE FOR YOUR PROMOTION DOLLAR COMPARED WITH OTHER TRAYS

AND OTHER ITEMS
“Believe it or not”—a woman can have a dozen trays at home, she’ll want and go out of her way for still another 
one IF UNIQUELY DIFFERENT AND BEAUTIFUL. Our “Fine Arts” trays are just that, particularly in our 
unusual and lovely Oval shape and richly reproduced designs NOT SEEN IN STORES ANYWHERE, a real 
“impulse desired” item.

Write for exclusive in your trading area. Send $1.00 to cover postage and handling for free tray.

FABCRAFT, INC. “ The Tray People,”  Frenchtown, N.J. 08825
BG/17

CURRIER & IVES “WINTER”
A CHRISTMAS CLUB WINNER!

Dramatically successful in a ll areas 
of the USA. Memberships increased 
by 200% and more!
Letters available confirming above
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Monthly Statement Mailings:
Can They Turn a Profit for Banks?

"j\/T OST PEOPLE who use any sort of 
-L*-*- credit card these days regularly 
receive as part of their statement mail
ings one or more offers of merchandise 
that can be ordered by mail and charged 
to the credit-card account.

In many cases, advertising for the 
merchandise offered is part of the return 
envelope in which the credit card cus
tomer is expected to mail his monthly 
payment check. Such offers, made just 
that way, have been part of the sales 
strategy for some years of department 
stores, oil companies and large mail 
order houses. Recently, bank credit card 
organizations have joined the fold.

Through this comparatively new 
sales technique—apparently it had its 
genesis with the credit card account— 
the credit card user becomes a mem
ber of a sort of captive audience. Un
less he closes his eyes, he almost has 
to read the sales message as he de
taches the order blank for the mer
chandise offer from the actual return 
envelope.

Many credit card customers do vir
tually that—close their eyes and tear 
off the order blanks. But many take 
advantage of these “special” offers.

How do these programs operate? 
How successful are they in selling mer
chandise? How much does the credit 
card plan make on the program? Most 
important to the individual bank, how 
much do the bank members of the 
credit card plan reduce their statement 
mailing costs by using these merchan
dise-selling plans?

Here are some of the answers:

By ARTHUR C. NORRIS 
C o n trib u tin g  Editor

Primarily, the programs are profitable 
to banks in that they reduce statement 
mailing costs and are far from offensive 
to the majority of bank credit card 
users. Otherwise, plan managers would 
not be using them in increasing num
bers.

Many recipients will be among those 
who buy nothing by mail; they want 
to see and feel the merchandise. But 
many others are attracted by the offers. 
Of the sales material examined, all ad
vertising was printed in eye-catching 
color. The merchandise was obviously 
of high quality and some appeared to 
be unique in the sense that it was de
veloped especially for the credit card 
market. In addition, there is the con
venience of ordering at home and sim
ply saying, “Charge it.”

One of the larger companies operat
ing in this field is Ambassador Inter
national, a 15-year-old mail order house 
located in Tempe, Ariz. Here is how 
Ambassador’s program works:

Ambassador uses the term, “reply 
envelope advertising program” (REAP). 
In selling REAP to banks and credit 
card companies, Ambassador empha
sizes these points:

(1) REAP eliminates the cost of re
ply envelopes in monthly statements 
because Ambassador supplies the en
velopes free.

(2) REAP produces a clear profit

of $10 to $40 per thousand statements 
each month.

REAP works this way:
(1) Ambassador offers proved mer

chandise to be the subjects for insertion 
in the bank or credit card mailings.

(2) Ambassador supplies at no 
charge four-color reply envelopes on 
which the merchandise is described in 
detail.

(3) The bank or credit card com
pany inserts the return envelopes in 
monthly mailings and handles all re
ceivables.

(4) The bank or credit card com
pany receives the orders and forwards 
them to Ambassador International.

(5) Ambassador processes the or
ders and ships the merchandise.

(6) Ambassador handles all custom
er correspondence, if any.

(7) The bank or credit card com
pany receives 15% commission on sales 
made plus, of course, any interest 
charge that is generated by the pur
chase of merchandise.

Generally, reply envelope offers pull 
from 0.3% to 1.5% return, Ambassador 
reports, depending on the price of the 
item offered and the responsiveness of 
the list. Under most circumstances, the 
mail order company says, banks earn a 
minimum profit of $10 per thousand 
envelopes inserted. On the average, 
Ambassador has found, returns fall 
within the $15- to $35-per-thousand 
range.

Just how does this work out?
James L. Padgitt, director of finan

cial marketing for Ambassador, pro-
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E legan t ch ro m e-fram ed  a r t  
ref wrodiiet I« m i s #

11x14”

24x30”

24x36” 16x20”

2 0  d yn am ic p rin ts  in  fo u r sizes  
to  help you lu re  savers*

Framed art reproductions never go out. of date.
They’re a safe, proven, dignified way to raise your 
cash reserves. And, this gallery is the most power
fully appealing package we’ve ever offered. It was 
carefully selected by a professional art director ex
clusively for the financial field.
There are gorgeous serigraphs (a costly hand-screen
ing process that produces rich, glowing colors). There 
are classic masterpieces. And you’ll find popular 
contemporary artists’ works as well. All faithfully 
reproduced down to the finest brushstrokes.
The prints are grouped in four sizes, as shown above. 
Each group has a range of five different subjects 
(only one sample of each group is shown here). They’re 
all chrome framed, beautifully matted, covered with 
a clear sheet of virtually unbreakable styrene, and 
ready to hang.

You can offer them at greatly reduced prices, or free. 
A complete promotional offer has been laid out for 
you, including a 1 7 x 2 2 ” four color printed piece that 
is ready for immediate mailing.
Exclusive area rights and full return privileges are 
available. For the full facts on this dramatic pro
motion write immediately, or call:

i---------------------------------------------------------------------------------------1
I Ray Yodlowsky F-3 I
l REDWOOD H O USE I
I 15 5  River Road, No. Arlington, N .J. 0 7 0 3 2  I
l ( 2 0 1 ) 9 7 7 - 0 8 8 0  l

Please rush me a sample 1 7 x 2 2 ” mailer and 
. complete details on the Redwood House Gallery
. Promotion. |

* Name/Title______________________________________

REDWOOD ROUSE
1 5 5  River Road, No. Arlington, N .J. 0 7 0 3 2  

Phone (2 01) 9 9 7 -0 8 8 0

Financial Institution

Address__________

Town/State/Zip___

Phone Number____

I

_____I
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vided these figures on a typical monthly 
mailing of 100,000 statements, the mini
mum because of high cost of the four- 
color reply envelopes:

Without Merchandise Offer 
Postage on 100M statements

@  130 e a c h .......................... $13,000
100M statements and mailing 

envelopes @ $12 per M
(est.) ...................................  $ 1,200

100M return envelopes @ $6
per M (est.) .......................  $ 600

Total: ..............................  $14,800
With Merchandise Offer 
Less cost of remittance enve

lopes—printed and paid for
by merchandiser................  $ (600)

Less 15% commission paid to 
bank, 0.70% ave. return @ 
ave. order of $25, i.e. 700 
orders x $3.75 (15% of 
$25)= ...................................... $(2,625)

Revised cost of statement
mailings: .....................  $11,575

This example represents a typical 
monthly savings in statement mailing 
cost of $3,225 (22%) or $38,700 for 
12 months.

A spokesman for a credit card organi
zation serving banks in the Southwest 
reported a much higher return than the 
0.7% used in the example above.

This company’s sales through the

THE SYSTEM

For closing 
MORTGAGE LOANS
it REDUCE ERRORS 
★  REDUCE COSTS 
it INCREASE PROFITS 
it INCREASE VOLUME

MORTGAGE CLOSING SYSTEM S, 
INC.
Suite 210
2650 Washington Blvd.
P.O. Box 1736 
Ogden, Utah 84402 
Telephone (801) 392-1555

Call us...w e ll air-mail you a descriptive 
color brochure immediately!

Ambassador International program av
eraged 1.5% a month. Using the median 
figure of 1.5%, the cost above would be 
reduced by another $375 each month. 
However, this particular credit card 
group returns 75% of its commission to 
its member banks.

Indicating how consistent results will 
be from a large list is the fact that 
another credit card company serving 
banks in northern Illinois and northern 
Indiana has had a sales record virtually 
identical to that of the southwestern 
credit card group. This company’s sales 
made through the Ambassador Interna
tional program average 1.5% from 
its statement mailings.

The credit card company is owned 
by the banks which it serves, so each 
of the banks receives a share of the 
commission income from merchandise 
sales.

Significant is the fact that both of 
the credit card company officers in
terviewed commented on the financial 
advantages and customer good will 
created through the program.

“The merchandise is high in quality,” 
one officer commented, “which is neces
sary if the profile of our company and

Novelty is one of the criteria banks 
are using in selecting merchandise to 
be offered by mail in statement stuffers. 
Among their more novel offerings is a 
Bicentennial Heirloom rug. The ap
proximately 3x4-foot rug depicts the 
American eagle surrounded by 13 stars 
and scrolls on either side bearing the 
dates 1776 and 1976.

Among the banks planning to offer 
the rug are American National, Chatta
nooga; Am erican  National, Bowling 
Green, Ky.; First National, Louisville;

of the banks we serve is to be main
tained on a high level.”

“As a promotion, selling merchandise 
via our return envelopes seems to ap
peal to many of our customers,” said 
an officer of another company. “They 
obtain merchandise they want with lit
tle or no effort on their part.”

Although the incidence of merchan
dise offers and the sales method used 
varies with the individual franchise 
holder, it can be said that, in general, 
franchise holders of the two major bank 
credit cards, Master Charge and Bank- 
Americard, also are selling merchandise 
through offers advertised on folders 
mailed with monthly statements, but 
not part of the return envelope.

A typical offer is that made recently 
by the BankAmericard center in In
dianapolis. A four-color folder pictured 
and described a set of ironstone table
ware which was available on 30 days 
free trial. A 45-piece set was priced at 
$39.95 and a 65-piece set at $59.95 
which could be charged to the custom
er’s BankAmericard. The dishes could 
be ordered by using a business reply 
card addressed to the BankAmericard 
Gift Center in Chicago.

and First National, Pulaski, Tenn.
Mrs. Nelson Rockefeller inaugurated 

her new home, the country’s first official 
residence for the Vice President, by 
rolling out the rug in the mansion’s 
foyer. But the rug may be used in a 
hallway, den or game room. Or it may 
be used as a wall hanging. In a way, 
the rug was 200 years in the making 
so it will be a long, long time before 
there’s another like it.

The rugs are supplied by Quality In
centives, Hartselle, Ala.

Bicentennial Heirloom Rug O ffered by M ail
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Banking has
changed a lot sin ce  1936 

or even 1966
And so has third party collateral control. . .  
generally known then as “field warehousing.”

Then it w as lim ite d , s tra ig h tfo rw a rd  issu a n ce  o f w a re h o u se  
re c e ip ts  fo r  ca n n e d  goo ds, lum b er, g ra in , e tc., as a g u a ra n te e  o f 
in v e n to ry  p le d g e d  as c o lla te ra l fo r  w o rk in g  c a p ita l loans.

In those  days m any o f you  knew  N Y TC O  S e rv ice s  as:
St. Paul Terminal Warehouse Company in th e  M id w e s t 
New York Terminal Warehouse Company in the  East and S outh  
Haslett Field Warehousing in the  Far W est

Now, ju s t as N Y T C O  S e rv ice s  has d e ve lo p e d  fro m  these  
co m p a n ie s , so th ird  p a rty  c o lla te ra l, c o n tro l has d e ve lo p e d  in to  
a fle x ib le , s o p h is tic a te d  p ro g ra m  th a t m akes m any im a g in a tive  
loans p o ss ib le  . . . re d u ce s  in tr ic a te  p a p e rw o rk  fo r  c o n s u m e r 
o r ie n te d  p a p e r f in a n c in g  to  s im p lif ie d  c o m m e rc ia l loans . . .  
o fte n  p ro v id e s  a cce ss  to  a d d itio n a l lo a n a b le  fu n d s  fo r  banks 
th e m se lve s  . . .  A lso  o u r new  B a n k  P a r t ic ip a tin g  L e a s in g  P ro 
g ra m  can pu t in te re s te d  b an ks in th e  e q u ip m e n t leas ing  
b u s in e ss  w ith o u t the  s ta rt up costs , p a p e rw o rk  o r e x p e rtis e  
n o rm a lly  n ece ssary . It is a c o m p le x , ra p id ly  c h a n g in g  s u b je c t.

N Y TC O  has c o n d u c te d  m any sh o rt, fa c t- f il le d  
se m in a rs  fo r  the  a p p ro p ria te  ban k  p e rso n n e l w ith  
g re a t su cce ss . (A t no c o s t to  the  bank.) B o th  e x p e ri
e n ce d  p e rso n n e l and tra in e e s  in c o m m e rc ia l le n d in g , 
m a rke tin g , new  b u s in e ss  o r c o rre s p o n d e n t b a n k in g  
have fo u n d  these  b e n e fic ia l.

N Y TC O  s e rv ic e s ’ e x p e rt p e rso n n e l w o u ld  be 
g la d  to  c o n d u c t such  a s e m in a r fo r  y o u r p e o p le  a t  
a tim e  c o n v e n ie n t to y o u r b a n k . Ju s t f i l l  o u t the 
c o u p o n  b e lo w  and m ail it to  us. W e ’ ll c o n ta c t you 
d ire c t to  m ake a rra n g e m e n ts .

NYTCO Services 
444 Lafayette Road 
St. Paul, MN 55101 NYTCO

Yes, we would be interested in a Free Seminar about third party collateral control at a time 
convenient to our bank. Please contact me to make arrangements.

NAME__________________________________________________________________

TITLE___________________________________________________________________

BANK___________________________________________________________________

CITY__________________________________ STATE____________________ZIP____

I would be particularly interested in the following:
Field Warehousing □ Document Supervision Service □ Inventory Certification Control n 
Accounts Receivable Certification □ More loanable funds through Bankers’ Acceptance □ 
Participating Bank Leasing Program □
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Banks Latch on 
As Incentives for

to Discount Coupons 
Gaining New Accounts

DISCOUNT coupons! Grocery ads in 
newspapers from m e tro p o litan  

dailies to country weeklies are full of 
them. Pick up a woman’s magazine and 
it seems every sixth ad contains at least 
one discount coupon. Housewives love 
them—they save money—and now some 
of the big banks are getting on the 
discount coupon bandwagon.

First of Chicago did it by using a 
page-dominating ad in metropolitan 
newspapers listing “36 ways to get 
ahead in 1975.” The 36 ways were 36 
coupons that could be obtained by de
positing $200 or more in a new or 
existing savings account. The coupons 
offered discounts on items as varied as 
food ($1 off on any food purchase of 
$20 or more), oil paintings (20% off on 
all oil paintings at an art center), ap
pliances ($10 rebate on major ap
pliances), tires ($24 off on four steel 
belted tires), power tools ($5 off on 
$30 worth of power tools), and meals 
( two dinners for the price of one).

“We were disappointed in the amount 
of new business the discount coupons 
generated for the bank,” admitted Alex 
W. Hart, vice president, marketing, 
First National, Chicago, “but the re
action to the coupons among both regu
lar customers and commercial accounts 
making offers through the coupons was 
almost universally good.

“It was easy for a customer to save 
$25 or $30 using the coupons and as 
far as we could determine, the average 
customer redeemed four or five out 
of the 36. Some commercial customers 
who did not get in on the coupon 
offer expressed disappointment.”

First of Chicago, in recent years, has 
had spectacular success with a series 
of self-liquidating offers directed toward 
obtaining new customers and increasing 
deposits. In contrast, a marketing officer 
termed the coupon offer “not quite 
strong enough” and said no plans to 
repeat it were in the works. The suc
cess of earlier incentive stemmed from 
their “excitement value,” it was said. The 
coupon deal did not meet that criterion 
because, it was decided, Chicago’s 
downtown shopping area covers such 
a large area, and the average business 
is too large to be interested.

General Bancshares (Bank of St. 
Louis and 11 other banks, most of them

3 6  w a y s  t o  g e t  a h e a d  
in 1 9 7 5 .

Saw® hundreds of dollars
with free Got Ahead Discount Coupons from The First.

The First NaBonai Bank of Chicago
The difference battvMMMt aJwadorgfcäiog behind.

Newspaper ad announced "36 ways to get 
ahead in 1975" to readers in trade area 
served by First of Chicago.

in St. Louis city and county) has found 
that a similar discount coupon offer 
generated substantial new members for 
its Click program. This is a package 
deal whereby customers pay a flat fee 
to obtain free checking, an accident in
surance policy and numerous other ad
vantages. Most recently Click members 
received a booklet containing more than 
250 discount coupons.

Coupons in the “Click Value Book,” 
because of their number, are segre
gated in sections under headings: Per
sonal, Entertainment, Household, Din
ing, and Miscellaneous. Typical offers 
include 10% off on a custom decorated 
cake, four free music lessons for a 
child, 10% discount on paints and/or 
wallpaper, one free dinner with the 
purchase of another dinner and 10% off 
on any live potted plant.

In the case of both the First of 
Chicago coupons and of the General 
Bancshares coupons the customer must 
perform a specific act in order to obtain 
the coupons.

The First of Chicago customer had 
to deposit $200 or more in a new or 
existing savings account. The General 
Bancshares customer must become a 
Click member. This means that the 
customer must open a checking ac
count and/ or a savings account. In

both programs coupon books are of
fered on a one-to-a-customer basis. At 
First of Chicago the customer received 
the coupons upon making the necessary 
deposit. At a General Bancshares bank 
Click members must identify them
selves as members of the program and 
sign a register to receive the coupon 
book. In addition-—in most cases—iden
tification as a Click member is neces
sary in order to redeem a Click coupon.

Mrs. Marcy Massie, who coordinates 
the General Bancshares coupon offers, 
reports that the largest number of cou
pons that are redeemed are those which 
have to do with entertainment and food 
offers, particularly those at franchise 
“quick-food” restaurants. In other 
words, the coupon offers seem to at
tract younger people.

“More than $800 can be saved on 
goods and services by using General 
B a n csh a re s  coupons,” Mrs. Massie 
pointed out. “Besponse received by 
merchants has been excellent, and re
action to our Click Value Books has 
brought in many new customers who 
joined Click just to get the discount 
coupons.” * *

N ew  D eposit Sales Force

A wholesale bank on the West 
Coast maintains a sales force of busi
ness development representatives to 
attract new deposit relationships. 
The staff is selected, trained, mea
sured and compensated on the basis 
of its performance.

Members of the sales force are 
based in the bank’s branches. They 
work side-by-side with lenders and 
operations people to develop new re
lationships.

The theory behind the sales force 
is that the marketing of significant 
bank relationships requires people 
who are skilled in the basics of sales. 
This concept fits in well with a 
wholesale bank operation, a repre
sentative of the West Coast bank 
said.

Concomitant to the sales force is 
a compensation program that pro
vides bonuses for business develop
ment representatives. Payout is 
geared to the amount of deposits 
each representative develops.
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Impact. Prestige. Customers.
Three things you want most from a new 
identification approach. But where do you start?
A fresh approach can do a lot for your image and achieve these 
goals. But only if it’s developed properly. We not only help 
refine ideas, but have the proven full-service capabilities 
necessary to execute them.

A professional Federal On-Site Survey thoroughly analyzes 
your visual identification requirements to give your image 
maximum impact. We’ll evaluate traffic counts, local 
codes, site information and installation needs. Your 
color and design preferences are examined 
along with the surrounding visual environment.

Our design staff develops your ideas into a 
dramatic and effective communications tool, 
tailored to your specific needs.

Quality manufacturing means your identifi
cation will be attractive and durable, providing a 
sound return on your investment.

Professional installation assures the appear
ance, safety and durability of your identification 
—  both inside and out.

Across the country, Federal installation crews use sound 
engineering skill and specialized equipment to get the job 
done right.

Regularly scheduled maintenance can keep identification 
as attention-grabbing as it is the day we install it. An optional 
leasing plan can free your capital for other needs, while 
providing tax advantages.

When you come to Federal, you’re going to look as good as 
your new identification system.

Federal Sign, Division of Federal Signal Corporation, Dept. FBG-36 
140 E. Tower Drive, Burr Ridge, Illinois 60521 (312) 887-6800.
□  Contact me immediately.
□  Send your free, full-service Identification booklet.

Name

Title Company

Address Phone FEDERAL SIGN
city state zip Division Federal Signal Corporation
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Actual hank size: 
five inch diameter.
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T  m e t a l  c o i n  b a n k s
Authentic replicas of the official Bicentennial coin series-unique 
objects of decor for home or office embodying heritage, tradition

and utility in a spirit of American thrift.
Sturdily constructed of die-cast metal with lock and key, mounted on impact-plastic base. 

Finely sculptured deep relief highlighted by a durable metallized hand finish in antique 
gold or silver color. Each unit weighs fourteen ounces and reverse side of base provides 

space for business message. Exclusive special custom-sculptured editions designed to 
your specifications. Also, fun-filled, spring-action mechanical banks available from 

stock. For further details or samples direct all inquiries on your firm’s letterhead to:

V a C l i m e t  F in is h in g ,  In c .
4662 Puttygut Road, St. Clair, Michigan 48079

Antique 
Silver Dollar

Antique 
Silver Half

Antique 
Silver Quarter

Eagle-Liberty 
Special Edition

Benjamin Franklin 
Special Edition

Valley Bank 
Custom Edition
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PREMIUM DISCOVERY OF THE YEAR: 
100  Year Old American Crockery Jars
Now. . . the spirit of America’s Bicentennial can be brought right into the kitchen with these attractive and practical 
stoneware jars.
All are handcrafted in Monmouth, Illinois in much the same manner as they were in early pioneer days.

This natural American Stoneware has been one of the most successful premiums we’ve ever developed. Each piece is 
hand dipped in glaze the old-fashioned way with hand applied decorations of a nostalgic motif.

An assortment designed to attract both large and small deposits consists of snack jars, cookie jar and a 4-piece canister 
set. All are lead-free, dishwasher safe and oven-proof. They are great for baking, serving, storing and decorating.

We can put you in touch with several institutions who were amazed by the traffic and deposits these jars created. 
Exclusive rights, 100% return privileges, free advertising material and immediate delivery.

Call us collect at (612) 944-2796 or mail in the coupon today for details and samples.

Stoneware Crockery 
Thomas Sales & Marketing, Inc.
7517 Washington Avenue South 
Minneapolis, Minnesota 55435

N am e________________________________________________________________________________ ________

Institution______________________________________ ______________________________________________

Address___________________________________________________________________________ ___________

C ity ________________________________________________________ _ _  State____________________Zip
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Employee Incentive Promotion 
Nets $2.2 Million in Deposits, 
Plus Other Numerous Benefits

CAN YOU HEAR ME, MR. WATSON? * .  ^  ^  ^
■ifmrtm m £&<, si too* -fepg.itam-nlwt*:ms. tfzmvx t&ter« ih# &.g mamt*. -«sm b»

Series of humorous notices were sent to 
staffers of Sheridan Bank, Peoria, III., during 
recent incentive promotion. Materials were sup
plied by Maritz Motivation, St. Louis.

pants had zoomed accordingly, pri
marily because almost all of them were 
busy exchanging their award credits 
for the new business they had generated 
for merchandise they would not ordi
narily have purchased for themselves.

Although most of the incentives were 
household items, some were somewhat 
unusual. For instance, the top officer 
participant was sporting a new mink 
stole by the time the bank held its an
nual employees’ Christmas party. And 
she is currently awaiting delivery of a 
new sofa and chair for her living room, 
upholstered in velvet in the color of her 
choice. All gifts are ordered by staff 
people from the Maritz award book 
with delivery of most items within five 
days. Items are shipped directly from 
the Maritz warehouse to the homes of 
participants.

Of course, the number one benefit 
the bank was seeking was new money. 
But other benefits became apparent dur
ing the course of the promotion, such 
as:

• The education of staff people about 
bank services (even though the promo
tion was designed around a limited 
number of services). At the kickoff 
meeting, each person was asked to make 
a list of bank services. The one listing 
the most received a new clock radio 
and the next in line received an electric 
mixer. Once staff members saw the type 
of incentive the campaign offered, they 
became extremely interested in partici
pating, Mrs. Ringel said.

• A sense of cohesiveness developed 
that resulted in higher staff morale 
and a desire to work hard to push the

By JIM  FABIAN, Associate E ditor

YOU’RE responsible for engineering 
the growth of a $39 million bank in 

the heart of the Midwest. Your bank 
stands fifth in size among 12 competi
tors and you want it to be in fourth 
place as soon as possible.

What’s the best vehicle to achieve 
additional growth?

This was the question facing Mrs. 
Mary F. Ringel, vice president, Sheri
dan Bank, Peoria, 111., last year when 
she was formulating the bank’s market
ing program.

The bank was already offering a 
multitude of services from its shopping 
center location on the edge of the city. 
Among these were 25% more service 
hours each week than the average 
Peoria bank; a full stable of checking 
and saving services; a brisk business in 
state license plates; both major bank 
charge cards; and direct deposit service.

Yet something else was needed— 
something that would enable the bank

to further expand its customer base in 
its trade area of 300,000 people.

Mrs. Ringel considered a premium 
promotion, but was apprehensive about 
the retention factor and the possible 
backlash from merchants in the shop
ping center who might be offering simi
lar items in their stores.

She wanted to do more than secure 
new business for the bank. She wanted 
to reward the employees of the bank for 
their efforts to secure new business.

Then she remembered a display booth 
she had seen at a bankers convention 
sponsored by Maritz Motivation of St. 
Louis. The firm was contacted (it had a 
local office) and it wasn’t long before 
Mrs. Ringel submitted to the board of 
her bank a complete outline of a staff 
incentive plan featuring merchandise 
and logistical support from Maritz.

The result was a “Make it Happen!” 
promotion, which began in October, 
1975, and ended in January, 1976. By 
the time the promotion was over, the 
bank’s deposits had soared by $2.3 mil
lion and the morale of the 70 partici-

Lynda Gray (r.) was in charge of record keeping during Sheridan Bank's employee incentive 
promotion. Here she reports to Mary Ringel (I.), v.p. in charge of marketing.
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Jugglers belong 
in the circus, 
not the savings 
and loan business
If you’re responsible for your insti
tution’s building or expansion pro
gram, you need all the expert help 
you can get.

James E. Elias and Associ
ates specialize in 'helping 

financial institutions meet the 
demands for sophisticated, cost- 
conscious construction programs.

We can extend your capability in 
such areas as:
• New Administrative

Headquarters
• Branching 

As your management
representative, James E.
Elias and Associates provides 
extra know-how you may need by 
implementing an overall construc
tion program or providing specific 
consulting services that comple
ment your own staff’s capabilities.

We can assist you with capital 
expansion, acquisitions, architect/ 

contractor selection, feasi
bility studies, realistic bud

gets, construction admini
stration, change orders, project 
monitoring and loan servicing . . .  
plus we pride ourselves on our 
one-on-one involvement with our 
clients and their specific project 
requirements.

Write or call us, and we’ll be 
glad to demonstrate how you can 
use our services to extend your 
staff’s capabilities and save valu
able time.

After all, with one less ball to 
juggle, you can go back to being 
a financial manager.

JAMES E. ELIAS 
& ASSOCIATES, inc.

Construction Industry Consultants

230 IM. Michigan Avenue
Chicago, Illinois 60601 (312) 346-5099

One Southeast 3rd Avenue
Miami, Florida 33131 (305) 371-4075

bank’s asset figure to $40 million.
• The bank’s directors got into the 

act. One director was assigned to each 
team. By participating on the team 
level, many directors received eye
opening pictures of the bank that they 
hadn’t seen before. They left their 
boardroom sanctuary and saw what was 
taking place on the banking floor as 
well as outside the bank, in regard to 
competition for the deposit dollar—the 
foundation of banking. The directors 
(in most cases) also earned award 
credits for securing new business for 
the bank.

• One of the star performers was a 
16-year-old part-time telephone opera
tor who went door-to-door in his neigh
borhood asking for new accounts. He 
brought in $13,000 in new deposits!

• Employees were able to do part 
of their Christmas shopping by ex
changing their award credits for Maritz 
merchandise.

After an award credit system was 
devised for directors, officers and staff, 
each participant was given a quantity 
of business cards that served to intro
duce him to prospective customers. In
side each of the double-sized cards was 
a list of services the bank was seeking 
in the campaign. The cards also pro
vided space for recordkeeping which 
took place after the new customer had 
turned the card in when he or she made 
a deposit at the bank.

Accounts desired by the bank in
cluded checking, savings, CD, Christ
mas club, installment and commercial 
loans, IRA accounts and direct deposit 
services.

Double award credits were offered 
during the first two weeks of the promo
tion to get things off to a fast start. 
Cross-selling bonuses were initiated and 
various team bonuses were offered as 
the promotion continued. At the mid
way point, a double bonus was offered 
for new checking accounts—the most 
profitable type of deposit account in a 
bank—and a fast-finish bonus ended 
the program, rewarding those who 
brought in new checking and savings 
accounts.

Meticulous records were kept of the 
new business developed during the pro
motion and Mrs. Ringel intends to 
check the retention factor periodically.

Upon tabulation of results of the pro
motion, the following facts were ob
tained, which testify to the success of 
the event:

• Total new deposits generated— 
$2.2 million. (Proceeds of a loan and 
transactions from existing checking to 
savings, etc., were not considered new 
money. )

• Average amount of new money 
generated per participant—$33,285.

Shirley Barber models new mink stole which 
she "bought" with some of her accumulated 
award credits. She brought in $430,000 in new 
deposits to the bank during the promotion.

• Amount of new money brought in 
by the most ambitious staffer— $430,- 
0 0 0 .

• Total new loans— $75,000.
• Expected retention after one year 

—70%.
Perhaps the most positive reaction 

to the promotion is the fact that the ma
jority of the bank’s staff is ready to 
repeat it! * *

F A S  -  S  I G - N  - A T T  I K l  G -

F e J¥EE RSJliTkE S:

10/4 Volts -  Years of Service!
No Glass or High Voltage 

No Cold or Weather Dim-Out 
Components or Complete Letters 

Prompt Quotation
FREE PLAQUE & SIGN CATALOG

LAKE SHORE MARKERS 
P.O. Box 59, Erie, Pa. 16512

LAKE SHORE MARKERS
ERIE, PA. 16512

BANK LANE SIGNALS, PLAQUES 
AR C H ITEC TU R AL LETTERS 

AND LETTER-LITES

Ask fo r free catalog today!
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Advertisement

NORTH CENTRAL LIFE INSURANCE CO. 
REACHES BILLION DOLLAR MILESTONE!
Insurance-In-Force Achievement Ranks Company 
In Top 20% of all U.S. Life Companies

N o rth  C en tra l L ife  Insur
an ce  C om p an y of St. Paul, 
M innesota, reach ed  a m ajor 
m ileston e recen tly  w hen it 
achiev ed  a billion dollars of 
life insurance in force.

N orth  C en tra l L ife  is th e  
p rin cip al subsidiary of T he  
N o rth  C e n tra l C o m p an ies , 
I n c . ,  St. P a u l, M in n e s o ta  
b a s e d  f in a n c ia l  s e r v ic e s  
holding com pany.

Insurance Industry  figures 
sh o w  th a t  N o rth  C e n tr a l  
now  ranks in th e to p  20%  of

all U n ited  States insurance  
com panies in this im po rtan t 
statistic , and in the to p  15%  
of all N orth  A m erican  Life  
com panies in prem ium  in
com e.

N o rth  C e n tra l is a m ajor 
m ark eter of innovative in
su ran ce prod u cts through fi
nan cial institutions in clud
i n g  c r e d i t  l i f e ,  c r e d i t  
accid en t and health , m o rt
gage insurance and a variety  
of ordinary insurance p ro 
gram s specifically designed

Company Extends Thanks To 
Financial Community For Its Help 
In Billion Dollar Success

Sanborn K an e

C o m p a n y  o f f i c e r s  f o r  
N orth  C en tra l Life to d ay  an 
no un ced  th eir official thanks 
to  th e  financial com m u nity  
for th e p art it p layed  in h elp
ing N o rth  C en tral achiev e a 
billion dollars in L ife  Insur
an ce  in-force.

T heod ore Sanborn, ch a ir

m an, and Stanley P. K ane, 
p r e s id e n t, a c k n o w le d g e d  
th a t m uch cred it for th e co n 
tin u o u s  g r o w th  o f N o r th  
C e n t r a l  m u st go to  th o se  
banks, savings and loan asso
ciations and oth er financial 
acco u n ts  whose recep tiv ity  
to  th e co m p an y ’s innovative  
in su ran ce  p ro d u cts , im ag i
n ativ e  p ack agin g of insur
a n ce  program s and helpful 
a d m i n i s t r a t i v e  s e r v i c e s  
c a u s e d  N o r th  C e n t r a l  to  
grow  sp ectacu larly  in recen t  
years.

for custom ers of banks, sav
in gs an d  lo an  a s so c ia tio n s  
and oth er lending firms.

Estab lish ed in 1921 under 
th e nam e M odern Life  In 
su ran ce C om pany, th e co m 
p a n y  w as  r e o r g a n iz e d  in  
1951 , changed its nam e to  
N o rth  C en tra l and ch arted  a 
new  m ark etin g strategy . It 
w as in this last 2 5  year period  
th a t th e com pany grew  d ra 
m a tic a l ly  in s iz e , s ta tu r e ,  
sco pe of operations and ser
v ice  to th e financial com m u 
nity.

Since 1951 , th e co m p an y ’s 
life in su ran ce  in -fo rce  has  
grow n at a  ra te  th ree  tim es 
faster th an  th e life insurance  
industry.

C u rre n tly , th e  co m p a n y  
has m ore th an  1 ,000  finan
cia l institutions as custom ers  
t h r o u g h o u t  t h e  U n i t e d  
S ta te s  an d  in su res  n e a r ly
4 0 0 ,0 0 0  people.

N orth  C en tral L ife ’s innovative “ Shatterproof N est E g g ’’ 
prog ram  provides bank custom ers w ith an unusual w ay to  
accu m u la te  m oney for a varie ty  of fu tu re purposes w hether  
th ey  live, die or b eco m e disabled. A tax-sh eltered  version  
is IRA -qualified for re tirem en t in com e purposes.

Company Is Major Marketer of 
Insurance Through Financial Institutions.

A unique m ark etin g con- in su ran ce , re liab le  sou rces  
ce p t has m ade N orth  C en tral have reported .
L ife  Insurance C om p an y of It was ascertain ed  th at the  
St. Paul, M innesota, one of com p an y m arkets its insur- 
th e nation ’s leaders in selling an ce  prod ucts exclusively to  

custom ers of banks, savings

More Than 1,000 Financial Firms Are
ing services.

T he sources in d icated  th at  
c o u n tr y ,  m a k e  u p  N o r th  N orth C en tral specializes in 
C e n tra l’s roster of acco u n ts, designing innovative insur- 

T he acco u n t list, th e sur- an ce  program s for these cus- 
vey  show ed, includes com - to m ers  and th a t c u rre n tly  
panies of all sizes, lo ca ted  in th e com p an y insures n early  
little  tow ns as w ell as big  4 0 0 ,0 0 0  p eo p le , p rov id in g  
cities. over a billion dollars of fi-

N orth  C en tral is licensed nan cial secu rity  for its poli- 
to  do business in 38  states, cyholders.

Customers Of North Central Life.
A recen tly  released  analy- th an  1 ,0 0 0  firms across th e

sis of N o rth  C en tra l L ife ’s 
a cco u n t profile show ed th at 
banks, savings and loan asso
c ia tio n s , a u to  d ealersh ip s, 
p ro d u ctio n  c re d it asso cia 
tio n s , in d u s tr ia l  lo a n  an d  
sm all loan com panies, m o
bile hom e, m o to rcy cle  and  
bo at dealers to talin g  m ore

Company Marketing Efforts Explained
N orth  C en tra l L ife ’s tw in  

m ajor m ark etin g thrusts, ac- 
c o r d i n g  t o  a c o m p a n y  
spokesm an, are  in th e areas  
o f c r e d i t o r  in s u r a n c e ,  in  
w h ich  it w as one of th e n a 
tio n ’s earliest pioneers, and  
in o r d in a r y  in s u ra n c e , in  
w h ich  it has develop ed m any  
im a g in a tiv e  p r o d u c ts  an d  
m ark etin g  techniques —  all 
th ro u g h  f in a n c ia l  in s t i tu 
tions.

“ C re d ito r  in su ra n ce ” , it 
w as explained by F .  W illiam  
Stohr, senior vice-president, 
cred it insurance, “ is a  m eans 
of p ro tectin g  th e financial 
secu rity  of a b o rro w er’s fam 
ily or business associates who  
m igh t not be able to  m ake 
loan repaym ents in th e  event 
of th e death  or disability of 
th e  borrow er. T he insurance

also p ro tects  th e investm ent 
th at th e lending institu tion  
has in th e  b o rrow er and as
sures th e  institution th at the  
death or disability of a b o r
ro w er will not result in an 
u n p r o f ita b le  d e fa u lt o r a  
needlessly em barrassing re 
possession.

“ A cred ito r insurance pro
g ram  has b e co m e  in cre a s 
ingly im p o rtan t to  lending  
institutions b ecau se it gives 
th em  an op portu nity  to  offer 
th eir custom ers a vital addi
tional financial se rv ice .”

In  r e c e n t  y e a r s ,  N o r th  
C e n tra l L ife  has also m ade  
substantial progress in p ro
viding innovative form s of

O rd in ary  in su ran ce  c o v e r 
ages for custom ers of finan
cial institutions. A ccord in g  
to  R oland Allen, senior v ice-  
p r e s id e n t, o rd in a ry  in su r
a n c e ,  “ A s e l e c t  g r o u p  o f  
N orth  C en tra l agents, often  
a t th e request of th e lending  
in stitu tion itself, provide in
su ran ce plans for a w ide va
rie ty  of purposes. Perhaps  
th e  m ost significant are  the  
“ O verlines” program s w hich  
in s u re  th e  l iv e s  o f m a jo r  
m o r t g a g e  h o ld e r s  w h o se  
lo a n s  e x c e e d  th e  n o rm a l  
lim its of cred ito r insurance. 
A “ M a jo r B o r ro w e r  P lu s ”  
program  gives p rotectio n  for 
th e  in d iv id u a l w h o  n eed s

larger co verage (m inim um  of 
$ 1 0 ,0 0 0 ) to  p ro te ct a  line of 
c r e d i t .  A n d o th e r  u n iq u e  
program s have been  devel
op ed for disability p ro te c 
tion, retirem en t in co m e, and  
to  guard against th e high  
cost of hosp ital-m edical ex
penses.”

As w ith  c r e d i to r  in su r
an ce , N orth  C en tra l’s O rdi
n a r y  in su ra n c e  p ro g ra m s  
g iv e  f in a n cia l in s titu tio n s  
m any additional services to  
provide th eir custom ers.

In  to ta l ,  N o rth  C e n tr a l  
L ife  prod ucts are  cu rren tly  
m ark eted  through m ore than
1 ,0 0 0  financial services co m 
panies through out th e up per  
M idw est and on th e E ast  
C oast. T h e  com p an y is li
censed  to  do business in 3 8  
states.

Company Ranks In Top 
40 Of All United States 
Credit Insurance Cos.

Inform ed sources have re 
ported  th at th e N orth  C e n 
tra l Life Insurance C om p an y  
of St. Paul, M innesota, b e
cause of its unique relatio n 
ship w ith  financial institu
tions, has b ecom e a national 
lead er in c re d it in su ran ce  
sales, cu rren tly  ranking in 
th e top 40  of all U .S. cred it 
insurance com panies in p re 
m ium  incom e.

T h e C om pan y offers a 
v ariety  of cred it insurance  
prod ucts to  these custom ers  
including cred it life, c red it 
accid en t and health , and  
m ortgage insurance.

C o m p a n y  s p o k e s m e n  
to d ay  confirm ed th a t this re 
p o rt was true.
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Expertise Essential for Employee Incentive Promotion

Em p l o y e e  i n c e n t i v e  promo
tions can do wonders for the bot

tom line of a financial institution’s 
statement of condition, but staging a 
successful promotion takes a lot of 
know-how.

According to the people at First Bank 
Financial Services, Inc. (F B F S ), in 
Little Rock, goals are essential in plan
ning such a promotion. But the goal of 
bringing in new money is only the first 
of three, says the firm that has con
ducted more than 30 employee incen
tive campaigns in five states in the last 
few years.

FBFS is an affiliate of First Arkansas 
Bankstock Corp., HC controlling Worth- 
en Bank, Little Rock.

FBFS calls its campaigns “Key Peo
ple Incentive Programs.” The title em
phasizes the belief of the people at 
FBFS that the employee is the key to 
any success an organization has achieved 
or will achieve in the future. Thus, the

firm emphasizes two additional goals 
as auxiliaries to the bringing in of new 
deposits—building enthusiasm among 
employees and encouraging the selling 
of services.

FBFS personnel believe that the con
tinued growth of a financial institution 
depends upon the employees’ enthusi
asm in selling the institution and its 
service to the people of the community. 
The firm’s programs are designed to en
courage employee enthusiasm by direct
ly rewarding them for their success at 
bringing in new business.

Campaigns are structured to enable 
everyone participating to have an 
equal chance at becoming a prize win
ner. Employees not having daily cus
tomer contact are awarded more points 
for bringing in new business than pub
lic contact employees. Only high-quali
ty incentives are offered—which means 
brand-name merchandise that people 
know and desire. Grand prize is a va-

The 
Finishing 

Touch" 
for your

teller traffic system.

CustomAlert, through a thorough market study of Banks 
and Savings and Loans, has found the simplicity of direc
tional assist far superior to that of complicating numbers 
and embarrassing "Super Market Lights" over teller windows. 
Your customer, once alerted, easily seeks out the vacant 
window at first glance. Our satisfied users will testify to the 
resulting customer approval in aiding in his banking business 
through efficiency and security.

The newly introduced model RC-2 is completely remote 
control and requires NO INSTALLATION. You simply plug 
into a convenient 110v outlet and hand each teller their 
individual operator -  that's it. Maintenance free operation 
is achieved by transforming to low voltage.

For additional information write: C U S t O I T l A l G r t

305 S. STATE COLLEGE 
ANAHEIM, CA 92806

cation trip to an exotic vacation spot. 
Each participant can win prizes at four 
different levels, so everyone can win 
at least once during a campaign. Prizes 
are delivered quickly, eliminating any 
letdown that might occur should de
livery take several weeks. Campaigns 
are kicked off at well-organized, infor
mative promotion meetings that give 
participants the entire picture of the 
campaign—what is expected of them 
and what they can expect as rewards.

The cost of each campaign is geared 
to the results. A fractional percentage 
is charged from the new money brought 
in as a result of the program. This per
centage is set on a declining scale so 
that the more new money brought in, 
the lower the percentage-cost is.

First National, Crossett, Ark., ran a 
10-week campaign under FBFS super
vision, setting a goal of half a million 
dollars in new money. The estimate 
proved to be rather conservative, as a 
total of $753,750 was on the books by 
the end of the campaign. Largest in
come category was installment loans, 
next was add-on savings and third was 
CDs.

Of the 44 employees participating in 
the campaign, 86% reached the first 
level, making them eligible for a prize. 
Eighty-four prizes were awarded, in
cluding four trips for two to Jamaica. 
Eighty-eight percent of the bank’s offi
cers, 69% of its contact staff people and 
64% of its non-contact staff members 
won prizes.

Total cost of the campaign was less 
than $7,000 and the percentage cost of 
new money was 0.9%.

The goal for new deposits at Com
monwealth Federal Savings, Little 
Rock, was $1 million. The institution 
ran its key people incentive campaign 
for about ten weeks last fall.

Apparently the established goal 
didn’t take into full consideration the 
potential for employees getting new 
business that was to become evident 
once the campaign got underway.

When the campaign was over, more 
than $2.4 million in new deposits was 
on the books. Leading category of new 
money was CDs, which accounted for 
$957,000. Next was add-on savings, 
with $758,000, followed by new sav
ings with $468,000. The average CD 
transaction was more than $6,000.

New customer relationships totalled
567. • •
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INSTRUCTIONS

Select proper side of chart 
1 to 10 years, or 11 to 
50 years.

Place indicator on the 
desired interest rate. 
5%% to 15%.

Read monthly 
payment per 
$1,000.00 of 
loan under 

desired time period. This 
is shown to 3 decimals.

TM» SMI -  I YEAR TO 10 YEAR*

AMORTIZATION PAYMENT

Mo*tMY faymenX per M 000 Monthly Payment P«r *1000

1st National Bank 
Anytown, (J. S a
Z low Personal Banker”

5  Read daily interest 
per $1,000 on 360, 
365 and 366 day 
basis and also monthly 

rate of interest for each 
annual rate to 4 decimal 

places.

Read total P & I to be 
paid per $1,000 of 
principal.

COPYRIGHT ©  1976 
C. W. Alcott Atcott Calculator Co. 
Box 7396 Orlando, Florida 32804 
All rights reserved

To determine the 
'Constant" 
multiply 1.2 times 

the figures given in 3 
above. The "Constant" is 
the annual P & 1 per 
$100.00.

Advertisers 
please note 
the area 

reserved for adver
tising imprint.

Specifications 

5 '/2%  -  10% by '/„%
Also 10'/2% & 110/0 -  15% by 1%

ACTUAL SIZE 7V4"  DIAMETER
Special prices for dealers 
and advertisers on request.

APG takes guesswork Out
brings customers IN!

‘ AMORTIZATION PAYMENT GUIDE. APG also means A 
Perfect G ift! Newest, handiest, most practical, useful pre
mium yet! A fter all these years it transforms for your clients 
the haze and maze of amortization from cloudy mystery to 
clear mastery . . . gives quick, accurate answers! A turn of

the wheel and they grasp the deal. Here at last is do-it- 
yourself full disclosure! Now they need take nobody’s word 
fo r it. They take your g ift for it, calculate it themselves —  
instantly, easily. And Always Pay Gratefully to you for giving 
them APG —  A Premium Gem! Order today!

ORDER FORM

PRICE LIST 
CALCULATORS
100-249 .............................

Add $20 imprint charge
250-499 ..........................

Add $30 imprint charqe
500-749 .............................

Add $40 imprint charge
750-999 .............................

Add $50 imprint charge
1,000 & u p .......................

Add $60 imprint charge
Florida customers add 4% sales tax

Please send u s _____ APG’s @ $________ ea. Date_______ _______
Without imprint Q  With our imprint. (Camera ready copy attached)

Please furnish 1" x 11/ 2"  camera ready art or send copy and we’ll prepare imprint

$1.40 each NAME: TITI F-

$1.19 each
FIRM:

$1.04 each

93$ each ADDRESS:

88$ each
CITY. STATE & ZIP:

ALCOTT CALCULATOR CO. BOX 7396 DEPT. F, ORLANDO, FLORIDA 32804 TEL (305) 425-0233
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STRIPE
WITH THE NEW

easy striper
U.S. PAT. NO. 370144 8. OTHER PAT. PEND.

AEROSOL PAINT
•  Long Lasting •  Fast Drying
•  H ighly Pigmented
•  9 Colors Available 
One case does up to
a 60-car parking lot. j

$ 4 4 0 0  

PER CASE *  
(12-18 oz. cans)

FOX VALLEY 
Marking Systems, Inc.
BARTLETT, ILLINOIS 60103

PHONE (312) 697-5590 
Dept. #1

Hear ye! Hear ye!

RED, WHITE AND BLUE 
ALL AT THE SAME TIME

12-18 OZ.
CANS OF PAINT 

per case 
(4 RED, 4 WHITE, 4 BLUE)

¿ ¡E liii]

B icen ten n ia l S tr ip e r

Instant Reward' Promo 
Features Color TVs,
Brings Bank $3.6 Million

MORE THAN a million dollars over 
the estimated figure was realized 

by a bank that offered Magnavox porta
ble color television sets as instant in
terest recently.

Hartford (Conn.) National took in 
a total of $3.6 million in time deposits 
when 1,781 new accounts were opened 
by people desiring the TVs for the 
Christmas holidays, according to Thom
as D. Rogers, vice president.

Before embarking on its “Instant 
Reward” promotion, the bank autho
rized research by an outside firm to see 
what people wanted in the way of a 
premium. Respondents were offered 
a wide assortment of items ranging 
from watches to toy trains, clocks, etc. 
The color TV generated the greatest 
interest. The concept of merchandise 
in lieu of interest was also tested by 
the research firm and it was determined 
that this practice is an effective vehicle 
to generate long-term, high-balance ac
count relationships, even if its appeal 
is limited, Mr. Rogers said.

The bank established $2.5 million 
in time deposits as its objective. Full 
media promotion was given to the 
campaign and point-of-sale displays 
were utilized.

The results are now history.
According to Mr. Rogers, there was 

good acceptance of the TVs because 
customers realized Magnavox was a 
well-known, good quality brand. De
livery was good, too, he added.

All deposits were required to remain 
at the bank for at least a year, but the 
30-month and four-year accounts 
proved to be most popular with de
positors. Average maturity was three 
years.

The cost of the campaign was 
$300,000, spread over the three-year 
average maturity.

The bank originally offered two 
premiums—TVs and digital watches, 
but the watch promotion was not suc
cessful, Mr. Rogers said, due to a 
drastic price drop in the marketplace 
that made the bank’s price uncompeti
tive. • •
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Our Competitors 
Do A Pretty Good Job

We’re the first to admit it.
Certainly other companies have good pre
miums to bring in depositors. And other com
panies can give you reliable service.

But we’re the only supplier who says “ full 
service” . . .  and means it!

V fe te S & H
We’re the Financial Promo
tions Division of the Sperry and 
Hutchinson Company. Finan
cial institutions of every size 
have relied on us to provide 

successful promotions .. .  for 80 years!

^  D o A  B e tte r Job.
It’s not that our 
competition doesn’t 
try . . .  it’s just that 
they don’t have 
what we have. Like 
36,000,000 cubic 

feet of strategically-located warehousing 
coast-to-coast. Or third-generation comput
ers to keep track of our 6,000,000-item aver
age daily inventory.

They can’t stock your premiums in nearby 
company-owned and operated mini-ware- 
houses. We can. Not only can you keep your

inventory low— we take back 100% of your 
unopened cartons. Cheerfully.

W ? D o n t Just Sell 
M erchand ise

We don’t sell you premi
ums and then lose interest 
in you. We work with you to 
research your market. 
Analyze your needs. Struc
ture a program that will at
tract new money at an at
tractive acquisition cost.

Call Us.
Call S&H at (513) 771 -5590. Collect. Ask us to 
send you some information.

We think you’ll agree that “ a pretty good 
job” just isn ’t good enough.

Financial
Promotions
Division
3 0 0 3  £  Kem per Pd. 
C incinnati,O hio 45266. 
Phone (513)771-5590

D’rect P rem ium sC ontinuity Programs
Certificate (No Inventory) Programs- Internal Incentive Plans
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LEFT: Group of students from Sioux City, la., rests on steps of U. S. Capitol during sightseeing trip 
sponsored by Security Nat'l, Sioux City. RIGHT: Plane bearing students to Washington was decorated 
in bicentennial motif. Bank plans more trips for this year.

Bank’s Bicentennial Gift to Community: 
Airlift of Students to Washington!

MOST of the parents of school chil
dren in Sioux City, la. (as well as 

their offspring) think the people at Se
curity National are pretty keen.

Why? Because the bank was the first 
in the nation to begin ferrying school 
children to Washington, D. C., for cap
sule tours of the nation’s capital during 
the bicentennial observance.

The bank’s trips were so successful 
that numerous other banks and financial 
institutions plan to conduct similar pro
grams in their areas this year. And Se
curity National plans to resume its pro
gram next month.

According to Marcia Qualls, market
ing assistant at Security National, last 
fall’s series of four trips “was absolutely

CUSTOMERS AUTOMATICALLY 
SIGNAL THEIR ARRIVAL WITH

DRIVE-IN ALERT
Pleasant chime sounds when car passes 
over electronic detection area, alerting 
tellers who may be away from drive-in 
window. Customers receive fast service. 
Tellers operate more efficiently. Also 
counts cars.

incredible!” She says the program sells 
itself, once the word gets out. That’s 
why the bank had to schedule four trips 
instead of the original two last fall— 
the kids literally signed up in droves to 
take the two-day, one-night jaunts that 
not only got them out of the classroom 
for two days, but exposed them to such 
sights as the Capitol, White House, 
Smithsonian Institution, Arlington Na
tional Cemetery and the three me
morials—Washington, Lincoln and Jef
ferson. Students also met with their 
congressmen and gathered souvenirs.

According to Miss Qualls, the plan
ing for the event was time-consuming, 
but, “when you watch a child, over
powered in stature and emotion by the

OPEN

GUIDE YOUR CUSTOMERS TO THE 
FASTEST SERVICE AVAILABLE WITH

HIGH INTENSITY
DRIVE-IN SIGNS

ACTRO— LITE SIGNS immediately attract 
and direct drivers entering the facility. The 
extraordinarily brilliant OPEN/CLOSED or 
RED/GREEN message even pierces direct 
sunlight. Stainless steel or statuary bronze 
finish. Easily installed and maintained. 

Versatile mounting. Immediate delivery. 
Satisfaction Guaranteed!

Hip, 810 East Crabtree »Arlington Hts., III. 60004 • (312) 398-0633

Lincoln Memorial, it’s worth it. You 
realize you’ve just breathed life into 
that dusty history book.”

The programs are being marketed by 
Financial Marketing Corp., Minne
apolis. Security National was the first 
bank to learn about the program and 
the first to sign up for it. The bank’s 
marketing director, Mike Newhouse, 
convinced Financial Marketing to let 
the bank get a head start by scheduling 
its first series of trips in 1975 rather 
than 1976.

Here’s the manner in which the trips 
were planned:

• The local school board was ap
proached by the bank. The program 
was explained to board members, who 
readily approved it. It would be dif
ficult to stage such a program without 
school board approval, since the event 
is so closely tied to education.

• Brochures were prepared and dis
tributed to the schools for distribution 
to students, who took them home to 
parents. The brochures included com
plete details of the trips, including fare 
and itinerary. The students were carried 
to Washington on a jet plane decorated 
with a bicentennial theme.

• Parental consent/intent forms were 
turned in by parents to the schools. 
More than 700 students participated in 
the four trips.

• From the forms, names and ad
dresses were obtained and personalized 
letters were sent by the bank with in
formation and a request for a $25 de
posit.

• Newsletters were prepared by the 
bank containing miscellaneous informa
tion about the trips. They were dis
tributed through the schools to those
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We know this is really a Magnavox 1 9 ” portable 
color television, but to many of our friends in the 
banking business, it ’s a money machine!
It’s a money machine to the bank marketing 
officer in New Jersey who used it to gain 3 ,2 0 0  
time deposits. And, it ’s a money machine to the 
banker in Baltimore who added 1 ,6 0 0  time 
deposits to his bank’s accounts in less than six 
months. In both cases, most certificates were 
purchased by new customers, representing an 
opportunity to cross-sell other bank services.
We guarantee our price . . . full return privilege on 
unused product . . . exclusivity in your market area 
. . . and our products carry their regular retail 
Warranty.
Offer this (or other Magnavox products) to your 
customers as advance interest, and watch the 
Magnavox money machine go to work for you.

For further information, send us this coupon, or 
call collect: (2 1 9 ) 4 3 2 - 6 5 1 1 ;  ask for Fred
Williamson.
i-----------------------   j
| Magnavox Premium Sales MCB-1 j
j Dept. 794 
i 1700 Magnavox Way 
j Ft. Wayne, IN 46804

j SEND ME FURTHER INFORMATION ON THE 
i MAGNAVOX CD PROGRAM

' Name,__________________________________________________________________ |
i Bank___________________________________________________________________J

j Address________________________________________________________________!
j City/State_______________________________________ Zip__________ j
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microfii 
reel and a

or a stack of microfiche into a f  =5 
Security Disintegrator and it will ^  %

be reduced to miniature confetti/!* Jjj 
in seconds. - i  zP

That’s the difference between Secur-¡SB  %  
ity Disintegrators and ordinary s h re d - if f  

ders. Security Disintegrators are built! 
to destroy microfilm on reels, microfiche, mm ¡¡g 

unburst computer printouts, bound I j j |  ^  
manuals and reports— even c ru m p le d /fi 

paper and offset plates. / f*K Jp
Try those in a shredder.

For more information on Security Disin
tegrators and a sample of disintegrated , ^  

material write today or telephone 617/366-1488. / m

security engineered machinery
5 Walkup Drive, Westboro, Massachusetts 01581

Houu to get Into the "plastic cord gome" 
uuith on “ante” of only $275
You don’t need $50,000 worth of hard
ware, a $10,000 software program, and 
hundreds of hours of start-up time to 
join the plastic card game. All you really 
need is a machine the size of your tele
phone, fifty bucks worth of plastic 
pouches . . . and the game is “ on.”

In seconds, the miniature CARD/ 
GUARD® will laminate your present, 
paper account or membership cards in 
pre-cut plastic pouches that protect for 
a lifetime of use. Polyester/plasticized 
cards do not get sticky like vinyl . . . 
will not crack, chip or peel . . .  are 
tamperproof.

You can also use your CARD/ 
GUARD® laminator to protect Polaroid 
IDs and to produce luggage tags and 
other marketing aids. For full details, 
fill out the coupon below, and mail.

Card/Guard
Jackson-Hirsh, Inc.
1 4 0 0  C h arin g  C ro s s  Rd. 
D eerfield , III. 6 0 0 1 5

name______________________________________ title___________

organization________________________________________________

address___________________________________________________

city___________________________ state____________________ zip.

students who had signed up for the 
trips. The bank’s marketing department 
handled questions or special requests.

• All bookkeeping, money collect
ing, paperwork, etc., was done by the 
bank’s marketing department.

• Hotel room assignments were 
made by the school.

• The bank made the selection of 
which schools were to go on which 
flights. The schools took the responsi
bility of selecting teacher/chaperones, 
with social studies/history teachers hav
ing priority. The bank assumed the 
teachers’ expenses during the trip.

• Each student was contacted per
sonally by his teacher/chaperone before 
the trip, contributing to a relaxed at
mosphere once the trips began.

Students from about a dozen school 
districts surrounding Sioux City will be 
invited to take part in the series of 
flights planned for April. Security Na
tional is working out details with its 
correspondents in the communities in
volved to help make the programs run 
as smoothly as possible.

It takes a lot of hard work to get a 
program like Security National’s off the 
ground, but, according to Miss Qualls 
and her co-workers, it’s worth it, espe
cially during the bicentennial! * •

Show Bii:

Diamond Jewelry Promo 
Sparkles for Thrift Assn.

Almost $10 million in new deposits 
was realized by Continental Federal 
Savings, Oklahoma City, from a pro
motion featuring diamond jewelry. The 
promotion coincided with the opening 
of the institution’s new offices.

The promotion was built around 
show business star Carol Channing, who 
visited Oklahoma City for two days to 
kick off the campaign and take part at 
ribbon cutting ceremonies for Conti
nental Federal. Miss Channing also took 
part in a fashion show, held in cooper
ation with a local department store.

Anyone depositing a minimum of 
$250 in a savings account was entitled 
to select a piece of jewelry from the 
Carol Channing collection for as little 
as $10. Depositors of $5,000 could get 
a piece of jewelry at no cost. Each 
piece of jewelry contained at least one 
diamond. Customers picked up their 
jewelry at the department store.

Another feature of the promotion was 
an opportunity for customers to play 
the Carol Channing diamond game, 
which entitled them to a free jewelry 
item and the privilege of purchasing 
other items at discount.

The promotion resulted in 950 new 
accounts for Continental Federal.
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The first name in 
money orders is 
_______ Express.

I R A V E L E R S  EXPRESS, that is. Did you th in k  it was ano the r 
com pany w ith  a sim ilar, and m ore fa m ilia r nam e? W ell, th in k  again.

We process o ve r 48 m illion  m oney orders, tra n s fe r c lose to 
2 b illion  do lla rs  in funds per year. And, w e ’ve p ione ere d  eve ry  
m oney-m aking , p ro fit-b u ild in g  co n ce p t in the  m oney o rd e r 
business fo r the  past 30 years.

G e t to  kn o w  us. O n a f irs t  nam e basis.
Call to ll f re e  8 0 0 -3 2 8 -4 8 0 0 .*

*ln M innesota call co llect 61 2-332-7481

T h e  f i r s t  n a m e  in  m o n e y  o r d e r s .
EXPRESS COMPANY INC.

15 South Fifth Street, Minneapolis, Minnesota 55402 
A Greyhound Subsidiary

®

© 1976, Travelers Express Company, Inc.
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Coffee, Tea or Interest?

$ I Million in New Deposits 
Is Result of Ad Campaign

When Temple (Tex.) National de
cided to introduce compounded daily 
interest last year, it wanted an ad 
campaign that would attract new cus
tomers. Its promotion did just that; it 
brought in $1 million in new deposits.

“How much is a cup of coffee worth 
to you?” was the question asked by 
Temple National through mass media,

direct mail and direct customer contacts. 
It was an analogy meaning that a cup 
of coffee costs 20 cents—the difference 
between monthly earnings (0.25%) on 
a $1,000 passbook savings account at 
an S&L and interest on a comparable 
account at a bank.

A direct-mail piece entitled “Personal 
Estate Building Plan” was developed to 
show various savings programs and 
used as statement stuffers. The bank 
also put together a special brochure 
shell that describes the entire program 
and is being used by bank officers in 
their customer-contact program.

Double 
Open/Closed 
Message Sign

Single
Message

Signs

S O L A R  S C R E E N

S I G N S
Speed Tra ffic  F low , E lim ina te  Jam s, C onfusion

Light the W ay to Drive-In Tellers 
... Even in Sunlight

Drive-in deposit facilities are intended to give 
customers fast and efficient service and Elec- 
Tro-teC Solar Screen Signs are designed to do 
just that for your depositors. They invite more 
drive-in business by saving time and trouble for 
both tellers and depositors. The high-intensity 
message is easily visible even in bright sunlight 
and can be changed by just touching a button. 
The exterior case is well-designed to harmonize 
with a modern decor and sturdily constructed 
of weather-proof, stainless steel to last for many 
years. Complete instructions make them easy 
to install and maintain.

Satisfaction guaranteed! Send for litera- 
N T -s. _® ture and prices. Other products include 

patented Lobby Control, Drive-Up Alert, 
Automated Drive-In Control Systems, and 
Customer Identification Systems.

i i m
sPPiPF

71-A GORDON ST., ELK GROVE VILLAGE, ILL. 60007 
312/439-5556

Bonsai:

Bank's Dwarf Tree Exhibit 
Is Popular Attraction

Looking for a novel way to intro
duce your bank to new people? Ap
proximately 1,000 persons visited the 
exhibit of bonsai—shaped dwarf trees 
—at American Bank, Cerro Gordo, 111.

The display was from the collection 
of Gene Snack, a bank director.

Bank officials expressed much en
thusiasm about the response by the 
local and area public and recommend
ed such an exhibit to banks as an in
expensive public relations tool.

V ick i M ercer (r.), bank em ployee, e xp la ins  a rt 
o f bonsai to  A ndrea  Cripe d u rin g  e x h ib it o f 
shaped d w a r f  trees a t Am erican  Bank, Cerro 
G ordo, III. Bank offic ia ls  say d isp la y  a ttra c te d  
a bo u t 1,000 peop le  fro m  area.

M e d i-C a ll: P o ten tia l L ifesaver

T h is  c a n  s a v e  y o u r  l i f e .

T 5* * 7* decal« will aafter© to wry surface «a ycvr home to prov»ce 
»»formatted <r> case of emergency Every hem* should have ore gm W  

fnaeca tspfcuota dace >••««« vital m  §«§«« r  Rfc s MedhCaf! decs.« am 
CV*il8t> o at sit F SB offices

Framingham Savings
Life Improvement Bank

Oo*mmn S t a  8 . «  Kin* Nuk «'fcm fc

This is a re pro d u ctio n  o f an ad fo r  the "M e d i-  
C a ll"  decal w hich  has been o ffe red  fre e  to  the  
pub lic  by Fram ingham  (Mass.) Savings Bank. 
Designed to  be a pp lie d  in a conspicuous place 
in the  home, the  decal conta ins spaces fo r 
v ita l em ergency in fo rm a tio n : nam e, physic ian 's 
nam e and te lephone, nam e and num ber o f a 
fr ie n d  or n e ighbor, name and num ber o f some
one to  be n o tifie d  in case o f accident, special 
m edica tion  used by v ic tim , a lle rg ies, b lood 
typ e  and spaces fo r  police and fire  d e p a rtm e n t 
numbers.
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P R E M IU M S  W IT H  P R I D E
During the 

Bicentennial...

7̂ 6 -A 9lfe ®

Officially Recognized Commemorative 
of the American Revolution Bicentennial 
Administration. License No. 76-19-0527 

Authorized Under Public Law 93-179

and Beyond...

FARMINGTON FARM BY GERACI

Etchings in copper provide the feeling of luxury that a fully appreciated pre
mium should present.

From the officially recognized commémoratives, The Declaration of Indepen
dence and Bill of Rights, to rural scenes by artist Vince Geraci, these richly lacquered 
etchings are designed to enhance the decor of home or office.

Frame styles from Barn Wood to real American Walnut.
Suggested retail from % 15.00 to $50.00

FOR DETAILED INFORMATION 
CONTACT MR. HUSSEY 
313-665-4101

G etfla try T ra fitio ru  o f
c Uc~* (Rfsgdteiu Quality

Subsidiary o f Ann Arbor Circuits, Inc

424 W. Washington St. Ann Arbor, Michigan 48103
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(Ready to run) •  4 COMMUNITY PROJECTS
•  70 RADIO SPOTS •  TELEPHONE CONSULTATION

/

Etched copper p laque  o f George W ash ing ton  
is a v a ila b le  as b icen tenn ia l prem ium  in tw o  
sixes— 9 "  x  11" and 6 "  x  6 "  fro m  C entury 
Etchings C orp., A nn A rb o r, M ich.

W o u ld  Y ou  
H IR E  a

T H IE F ?
W h o m  do  y o u  t r u s t ?

E m p l o y e e  

c r i m e  c o s t  p u t  

a t  $ 4 0  b i l l i o n

The Keeler Polyphasic POS. 
is a very positive preventive 
method to assist in reducing 
the risk o f hiring undesirables.

P.O.S. predicts the risk 
potential —  the degree to 
which an applicant for em
ployment can be expected 
to be honest and dependable. 
Send for the POS k it today.

© i9 7 5  P.O .S. C O R PO RA TIO N

Box 232 Chicago, IL. 60648 
WATS LINE (800) 621-4008

Think of the advantages of renting a new, completely 
furnished and fully equipped financial facility!
•  Start business immediately at your new location...
•  Establish traffic flow before your permanent struc
ture is completed ...
•  Rent a site and test your expansion plans!
Financial Facilities portable modular units can even“  
be customized to match your main structure.

Units include deluxe features:

Ì I P ^ ns
A variety of floor plans:

•  Air Conditioning
•  Electric Heat
•  Kitchen Area
•  Carpeting
•  Desks, Chairs and 

Files
•  Drive-Up Window
•  Cash Safe
•  Hold-Up and Burglar 

Alarm Systems

•  Camera
•  Teller’s Counters and 

Check Desk
•  Teller’s Undercounters 

with Coin Chests
•  Night Depository 

(Optional on 600P)
•  One Hour Fire Rating
•  Site Planning
•  Insurance

'Rent fully equ ipped  unit by the month for a nominal amount!

Designed by Mayes, Williams & Partners, Architects A.I.A.
Planners of over 300 Financial Institutions.

Model 1300P [ y \ J  (24 ft. x  56 ft.)
ENTRY

A Complete Analysis of Your Needs Without Obligation. 
CALL FINANCIAL 

FACILITIES 
at 312/858-1950

799 Roosevelt Road 
Glen Ellyn, III. 60137

n j 9 S 0 0 b u y s  y o u
c u s to m iz e d  a d v e r t is in g  c a m p a ig n . , .  ^  u ’ 

AToiD y o u r  o w n  B anJ[ M a rk e t in g  C o n s u lta n t

Copper Etching Series 
Supports Bicentennial

A series of bicentennial-related etch
ings is available as premiums to fi
nancial institutions from Century Etch
ings Corp., Ann Arbor, Mich.

Included in the series are etched 
copper plaques duplicating the Decla
ration of Independence, likenesses of 
17 U. S. presidents, including George 
Washington and Abraham Lincoln, 
and scenes of historic places such as 
Independence Hall and Washington’s 
birthplace.

The Declaration of Independence 
plaques are available in two sizes and

are etched through a thin layer of 
copper and mounted on wood.

The plaques depicting the presidents 
are being reproduced from engravings 
in the possession of the Bureau of En
graving and Printing (BEP) in Wash
ington, D. C.

The number of president plaques is 
limited to 17 because the BEP will not 
permit reproduction of the remaining 
portraits in the series because of their 
security use.

A percentage of the revenue from 
sales of the plaques will go to the 
American Revolution Bicentennial Ad
ministration and the seal of the ad
ministration appears on the plaques.

Call 
Dale 
Krebbs 
(316) 
684-0461

•  35 CUSTOM ADS •  2 CUSTOM RADIO JIN GLES
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Four Fact-Filled Manuals 
For the Bank Director

(Every D irector Should Have a Copy!)

The Bank Director’s World.
$6.25

“ (M a n y ) d ire c to rs  a r e  u n a b le  to  a d o p t (an) 
e a s y  s o lu tio n  to  th e  co n flicts  d ile m m a .  
T h e y  m u s t r e c o g n iz e  th a t  co n flicts  o f  in 
te r e s t  a lw a y s  h a v e  a n d  a lw a y s  w ill e x is t  
in  b a n k  b o a rd s  . . . th e  b o a rd  o b v io u sly  
c a n ’t  h a v e  e a c h  d ire c to r  re s ig n  w h e n e v e r  
a  c o n flic t . . . p re s e n ts  itse lf. R a th e r , th e

WOMEN: the “Forgotten” Directors. 
$2.50

C o u ld  b e  m o s t h e lp fu l to  b an k s c o n te m 
p la tin g  th e  e le c t io n  o f  a  w o m a n  o r  w o m e n  
to  th e  b o a rd . S u rv e y  re su lts  f ro m  w o m e n  
d ire c to rs  a c ro ss  th e  c o u n tr y  s h o w  h o w  
th e y  v ie w  th e ir  re la tio n sh ip s  to  o th e r  d i
r e c to r s  o f  th e ir  b an k s, w h a t  th e y  fe e l  a re

A Trust Guide for the Bank Director. 
$5.25

S in c e  in tr o d u c tio n  o f  th e  K e o g h  A c t  
(H .R .1 0 ) ,  m a n y  sm a ll firm s a n d  s e lf -e m 
p lo y e d  in d iv id u als  h a v e  e s ta b lis h e d  p e n 
sio n  tru s ts , so th e  n u m b e r  o f  b an k s a d d in g  
tr u s t  fu n c tio n s  h a s  in c r e a s e d  su b sta n tia lly .  
D ire c to r s  o f b an k s w ith  n e w  tr u s t  d e p a r t
m e n ts  o r  n e w ly  e le c te d  d ire c to rs  o f  b an k s

D r . L e w is  E .  D a v id s , E d i to r ,  T h e  B A N K  
B O A R D  L e t te r ,  p ro v id e s  in sig h ts  to  fine  
p o in ts  o f  b a n k  b o a rd  m e m b e rs h ip . S a m 
p le  c h a p te r  to p ic s : C E O  s e le c tio n , r e im 
b u rs e m e n t; m a n a g e m e n t  a u d its ; fin d in g  
c u s to m e r s ; b o a rd  m in u te s ; d ire c to r  fe e s , 
re ta in e rs . T y p ic a l  p a r a g r a p h : “T h e  c h a ir 
m a n  . . . r e c e iv in g  a n  e x a m in a tio n  r e p o r t ,

b o a rd  sh o u ld  . . . p o lic e  itse lf  (an d ) o p e n ly  
d iscu ss f a c to rs  in v o lv in g  c o n flic ts .” T h a t  
q u o te  illu s tra te s  o n e  o f  m a n y  o v e rlo o k e d  
p o in ts  o f  b a n k  b o a rd  m e m b e rs h ip  th a t  a r e  
e x a m in e d  in  th is b o o k  b y  D r . L e w is  E .  
D a v id s , E d i to r ,  T h e  B A N K  B O A R D  L e t 
te r . D ir e c to r  re la tio n sh ip s  w ith  th e  H C ,  
C P A s , le g a l  c o u n s e l, s to c k h o ld e rs , c o r r e 
sp o n d e n ts  a n d  a d v is o ry  b o a rd s  a re  c o v 
e re d . I n c lu d e s  m o d e ls , e xh ib its .

th e ir  re la tio n sh ip s  to  m e n  a n d  w o m e n  
staff m e m b e rs  o f  th e  in stitu tio n , f r u s tr a 
tio n s a n d  d e lig h ts  e n c o u n te re d  in  b o a rd  
s e rv ic e  a n d  w h a t th e y  see  as to d a y ’s m a 
jo r  b a n k in g  p ro b le m s . B y  A . R u th  D a v id s , 
S e n io r  R e s e a r c h  A s s o c ia te , w ith  D r . L e w is  
E .  D a v id s , E d i to r ,  T h e  B A N K  B O A R D  
L e t te r .

w ith  e s ta b lis h e d  tr u s t  fu n c tio n s  o f te n  a r e n ’t  
fu lly  c o n v e rs a n t w ith  d ire c t io n  o f  tr u s t  
a c tiv itie s . T h e y  w ill find th is b o o k , b y  D r .  
L e w is  E .  D a v id s , E d i to r ,  T h e  B A N K  
B O A R D  L e t te r ,  to  b e  a  v a lu a b le  a id . I t  
d e lin e a te s  tr u s t  d e p a r tm e n t  e x a m in a tio n s , 
p o lic ie s . I n c lu d e s  C o m p tr o l le r ’s R e g u la tio n  
9 , c o v e r in g  f id u cia ry  p o w e rs  o f  n a tio n a l  
b a n k s , c o lle c t iv e  in v e s tm e n t fu n d s a n d  d is
c lo s u re  o f  tr u s t  d e p a r tm e n t  asse ts .

v e r b a lly  b rie fs  th e  b o a rd  o n  its c o n te n ts ,  
n o t p e r m ittin g  e a c h  to  . . . re v ie w  it  in  
its e n tir e ty . A  to p  b a n k  s u p e rv iso r  to ld  
m e  o f  a n  in s ta n c e  (w h e re ) a  b a n k  d ire c to r  
d e m a n d e d  to  see  th e  r e p o r t . H e  s a w  it, 
b u t  o n ly  a f te r  th e  C E O  h a d  r e m o v e d  
p a g e s  c o n ta in in g  th e  e x a m in e r ’s c o m m e n ts  
a n d  co n c lu s io n s  a n d  v io la tio n s  o f  la w  an d  
r e g u la tio n s . F o r tu n a te ly , th e  d ire c to r  h a d  
th e  f o re s ig h t to  n o te  th e  m issin g  p a g e  
n u m b e rs .”

Quantity
Prices

Listed Below

Bank D irector's W OMEN: the
W orld "F o rg o tte n "  D irectors

2- 5 $6.00 ea. 11-25 $5.50 ea. 2- 5 $2.25 11-25 $1.85
6-10 $5.75 ea. over 25 $5.25 ea 6-10  $2.10 over 25 $1.75

Trust Guide Behind Board
For Bank D irector Room Doors

2- 5 $5.00 11-25 $4.65 2- 5 $5.25 ea. 11-25 $4.75 ea.
6-10 $4.80 o ver 25 $4.75 6-10 $5.00 ea. over 25 $4.50 ea

T h e  B A N K  B O A R D  L e t te r  
4 0 8  O liv e  S t .,  S t. L o u is , M O  6 3 1 0 2

I Please send us: I
............  copies, Bank Director’s World $   |

*   copies, Women: the “Forgotten” Directors $ ........................  *
............  copies, Trust Guide $ ......................

I ............  copies, Behind Board Room Doors $   I
Total Enclosed $ ......................

Name & T itle ..........................................................................  \
Bank .........................................................................................

j Street ........................................................................................  J

i City, State, Zip ....................................................................
I (Please send check  with order. In Missouri, add  4%% tax.) I

L . _____ _____________ . . . . . . . . . . . . . . _______

Behind Board Room Doors.
$ 6 .0 0
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P r e p a r e  N O W  f o r  A n n u a l  M e e t i n g s

Booklets That Aid (1) Bank Management
(2) Bank Directors
(3) Bank Stockholders

• A  C o d e  o f  E t h ic s .  4  p a g e s . S a m p le  
p o lic y  s ta te m e n ts  b y  tw o  b a n k s , c o v e r in g  
p e rs o n a l c o n d u c t  o f  officers , in sid e  a n d  
o u ts id e  th e  b a n k . E x a m p le : se ts  c r i te r ia  
f o r  c o n flic t o f  in te re s t , p o lit ic a l  a c tiv ity ,  
o u ts id e  in te re s ts , tr a d in g  in  b a n k  sto ck ,  
g ifts  a n d  e n te r ta in m e n t  th a t  c a n  b e  a c 
c e p te d  b y  officers. N o . 1 1 6 ,  3  c o p ie s  $ 1 .

• C a p ita l  A d e q u a c y . 4  p a g e s . W h e n  d o es  
a  b a n k  h a v e  e n o u g h  c a p ita l?  S h o u ld  a  
b a n k  re sis t s u p e rv iso ry  p re s su re  to  in cre a s e
c a p ita l?  S h o u ld  a c o m m itte e  o f b o a rd  m e m 
b ers  k e e p  a b r e a s t  o f c a p ita l  re q u ire m e n ts  
f o r  th e ir  b a n k ?  T h e s e  an d  o th e r  q u estio n s  
d iscu sse d . N o . 1 1 7 ,  3  co p ie s  fo r  $ 1 .

• T h e  B a n k e rs ’ H a n d b o o k . C o n sid e re d  th e  
m o s t c o m p le te  a n d  d efin itiv e  r e f e r e n c e  
s o u rc e  c o v e r in g  c u r r e n t  p r a c tic e s .  I t  p la c e s  
th e  m o n e y  k n o w le d g e  o f  9 0  o f  th e  c o u n tr y ’s

le a d in g  b a n k e rs  a t  th e  f in g ertip s  o f  th e  
b a n k e r  o r  b u sin e ssm a n , in  a  c o n c is e , a n a 
ly tic a l  s ty le . I n  it  a r e  th e  an sw e rs  to  m o s t  
o f  y o u r  q u e s tio n s  a b o u t  b a n k in g — e a s y  to  
u se . 1 1  m a jo r  s e c tio n s — in  8 7  c h a p te rs .  
1 2 3 0  p a g e s . N o . 1 2 0 ,  $ 3 0 .0 0 .

• B a n k  A u d its  a n d  E x a m in a tio n s . T his
stu d y , w r itte n  in  n o n -te c h n ic a l  la n g u a g e ,  
is d e s ig n e d  to  b e  h e lp fu l (1 ) to  a n  in d e 
p e n d e n t a c c o u n ta n t  e n g a g e d  to  c o n d u c t  
a n  o p in io n  a u d it , (2 ) to  a n  in te rn a l b a n k  
a u d ito r  w h o  w ish es  to  m a k e  his w o rk  m o re  
e ffe c tiv e  a n d  ( 3 )  to  a  b a n k d ire cto r  w h o  
w ish es to  c o m p a r e  p r o c e d u re s  fo llo w e d  b y  
his b a n k  w ith  th e  m o d e rn  m e th o d s  o u t
lin e d . N o . 1 2 1 ,  $ 3 2 .

• O rg a n iz in g  J o b s  in  B a n k in g . A  p r a c t ic a l  
m a n u a l d e s ig n e d  f o r  b a n k  officers a n d  d e 
p a r tm e n t  m a n a g e r s  to  u se  as a  g u id e  in  
d efin in g  th e  d u tie s  a n d  re sp o n sib ilitie s  o f  
e v e r y  p o sitio n  in  th e  b a n k . I t  e s ta b lish e s  
p o sitio n  q u a lifica tio n s  a n d  jo b  s p e c if ica tio n s  
a n d  c o n ta in s  su g g e stio n s  f o r  tra in in g  n e w

• B a n k  S to c k  P r ic e s . H o w  th e  p r ic e  
r a n g e  o f  a  b a n k ’s s to c k  sh o u ld  b e  d e 
te r m in e d  is d iscu sse d  in  th is  f o u r -p a g e  
s tu d y . T h e  p ro s  a n d  co n s  o f  h ig h  a n d  
lo w  s to c k  p r ic e s  a r e  e x a m in e d  so  d ire c 
to rs  c a n  d e te rm in e  w h e re  to  s e t  th e  
p r ic e  o f  th e ir  b a n k ’s s to ck . N o . 1 3 4 ,  3  
co p ie s  fo r  $ 1 .

p e rs o n n e l a n d  e m p lo y e e s  tr a n s f e rr in g  f ro m  
o n e  p o sitio n  to  a n o th e r . N o . 1 2 2 ,  $ 2 8 .

• T h e  E f f e c t iv e  B r a n c h  M a n a g e r .  T h is  
b o o k  w a s  w r itte n  to  s h o w  w a y s  in  w h ic h  
b a n k  b r a n c h  m a n a g e rs  c a n  d e v e lo p  m a n 
a g e m e n t skills w h ic h  a re  in d isp e n sa b le  fo r  
th e  e ffe c tiv e  fu n c tio n in g  o f  a n y  b r a n c h . I t  
is r e c o g n iz e d  th a t  m a n a g e m e n t  in v o lv es  
s e v e ra l  c le a r ly  d efin ab le  f u n c tio n s : p la n 
n in g , o rg a n iz in g , m o tiv a tin g , c o n tro llin g  
a n d  c o m m u n ic a tin g . E a c h  o f  th e s e  skills is 
e x a m in e d  a n d  th e n  a p p lie d  to  th e  sp e c ific  
p ro b le m s  o f  b r a n c h  m a n a g e m e n t . N o . 1 2 8 ,  
$ 1 4 .

• W h a t  E v e r y  B a n k  D ir e c to r  S h o u ld  
K n o w  A b o u t B a n k  C o u n s e l. A  p ith y  d is
cu ss io n  o f  th e  a d v a n ta g e s  a n d  d isa d v a n 
ta g e s  o f  a  b a n k  m a in ta in in g  fu ll -tim e  c o u n 
se l, a n d  w h e th e r  th a t  c o u n s e l sh o u ld  b e  an  
e le c te d  d ire c to r . T h e  c o u n s e l-d ire c to r  r e 
la tio n sh ip  is a lso  c o v e r e d — a  v ita l  r e la tio n 
sh ip  in  th e se  d a y s  o f  c o m p lic a te d  le g a l  
m a n e u v e rin g . N o . 1 2 9 ,  3  c o p ie s  fo r  $ 1 .

• M a n a g e m e n t  P o lic ie s  f o r  C o m m e r c ia l  
B a n k s . 2 n d  e d itio n  b y  H o w a rd  D . C ro sse  
a n d  G e o rg e  H . H e m p e l . S u b s ta n tia lly  r e 
v ise d  e d itio n  d e a lin g  w ith  m a jo r  p o lic ie s  o f  
lia b ility  a n d  a s se t m a n a g e m e n t  in  b an k s. 
In c lu d e s  e x a m p le s  o f  m a jo r  p o lic ie s  a n d  
th e  re la tio n s h ip  o f  p o lic y  m a k e rs  a n d  th e  
issu in g  o f  p o lic y . E x a m in e s  le n d in g  p r a c 
t ic e s , p e rs o n n e l, m a rk e tin g  m a n a g e m e n t  
a n d  p o rtfo lio  m a n a g e m e n t a n d  c a p ita l  
s tr u c tu r e . N o . 1 3 1 ,  $ 1 5 .9 5 .

• M a n a g e m e n t  S u c ce s s io n . 8 -p a g e  s tu d y .  
T h is  h a s  b e e n  te r m e d  th e  n u m b e r  o n e  
p ro b le m  in  b a n k in g . D ire c to r s  h a v e  th e  
le g a l  d u ty  to  s ta ff  th e ir  b an k s a n d  th is  
p u b lic a tio n  p ro v id e s  in v a lu a b le  a id s to  a s 
sist d ire c to rs  in  th is  a r e a . In c lu d e s  a  c o m 
p re h e n s iv e  checklist fo r  m a n a g e m e n t d e 
v e lo p m e n t. N o . 1 3 3 ,  $ 1 .

• W h a t  E v e r y  B a n k  D ir e c to r  S h o u ld  
K n o w  A b o u t P u b lic  B e la tio n s . A  v e te r a n  
jo u rn a lis t a n d  P R  m a n  d e s c rib e s  w h a t  P R  
is a n d  h o w  a  m e ss a g e  c a n  b e  r e la y e d  to

th e  p u b lic : h o w  th e  g o o d  w o rk s  o f  y o u r  
b a n k  c a n  b e  p u b lic iz e d . I n c lu d e s  a n  e x 
a m p le  o f  a  d e p o s it-b u ild in g  p r o g ra m  th a t  
w o rk e d ; a lso  d e s c rib e s  h o w  th e  b a n k ’s 
p e rs o n n e l w e r e  “so ld ” o n  th e  p r o g ra m ,  
th u s  in su rin g  its e ffe c tiv e n e ss . N o . 1 3 5 ,  3  
co p ie s  fo r  $ 1 .

• B a n k  O fficer’s H a n d b o o k  o f  C o m m e r c ia l  
B a n k in g  L a w . F o u r th  E d it io n , a  c o m p le te  
re v is io n , a u th o riz e d  b y  F r e d e r ic k  K . 
B e u te l , fo rm e r ly  d e a n  o f  th e  U n iv e rs i ty  
o f L o u is ia n a  L a w  S ch o o l. T w e n ty -tw o  
c h a p te rs , p lu s ta b le s . C o n ta in s  th o ro u g h  
c o v e r a g e  o f  th e  C o n s u m e r  C re d it  P r o t e c 
tio n  A c t ,  th e  U n ifo rm  C o n su m e r  C re d it  
C o d e , rev isio n s  o f  th e  U n ifo rm  C o m m e r 
c ia l  C o d e  a n d  a ll le g is la tio n  a ffe c tin g  
b an k in g . F u l ly  in d e x e d  f o r  in s ta n t a n 
s w e rs ; ta b le  o f  c a s e s ; c le a r ,  c o n c is e , n o n 
te c h n ic a l  la n g u a g e . N o . 1 3 6 ,  $ 3 2 .5 0 .

• W h a t  E v e r y  D ir e c to r  S h o u ld  K n o w  
A b o u t P e rs o n n e l M a n a g e m e n t. O n e  im 
p o rta n t a s p e c t :  e v a lu a tio n  o f e m p lo y m e n t  
p o lic y  . . . th e  d ire c to r  sh o u ld  u n d e rs ta n d  
th is . A lso , e a c h  b a n k  sh o u ld  h a v e  a r e 
c ru itm e n t p o lic y  a n d  a  g e n e ra l p o lic y  w ith  
r e s p e c t  to  th e  ro le  o f  frin g e  b en efits . N o . 
1 3 9 , 3  c o p ie s  fo r $ 1 .

• H o w  to  A n a ly z e  a  B a n k  S ta te m e n t. T h is  
5 th  e d itio n  b y  F .  L .  G a r c ia  is d e s ig n e d  
to  k e e p  a b r e a s t  w ith  th e  r e m a rk a b le  d e 
v e lo p m e n ts  o f  r e c e n t  y e a rs : th e  p r o life r a 
tio n  o f  b a n k  h o ld in g  c o m p a n ie s , c h a n g e s  
in  r e p o r tin g  r e q u ire m e n ts , th e  g ro w in g  
p o p u la r i ty  o f  b a n k  s to ck s , a n d  th e  d is
c lo s u re  o f  m o re  f in a n cia l d a ta  f ro m  b an k s. 
F o r  th e  first tim e , P ro fe s s o r  G a r c ia  h as  
in c lu d e d  a  s p e c ia l  s e c t io n  o n  th e  r e p o r tin g  
re q u ire m e n ts  a n d  an aly sis  o f  b a n k  h o ld 
in g  c o m p a n y  s ta te m e n ts . N o . 1 3 8 , $ 2 8 .

• C o m m e r c ia l  P r o b le m  L o a n s . A  s tu d y  
th a t  m ak es  a  s ig n ifican t c o n trib u tio n  to  
im p ro v in g  le n d in g  skills b y  filling a  
v o id  in  th e  lo a n  d e p a r tm e n t’s l i te ra 
tu re . T h e  p ro b le m  lo a n  is id en tified  in 
d e ta il a n d  a p r o g ra m  o f  su p e rv isio n  is 
o u tlin e d . T h e  v o lu m e  in clu d e s  a 4 1 -  
p a g e  c h a p te r  o n  c o lle c t in g  p ro b le m  
lo an s a n d  a c a s e  s tu d y  o f  a fra u d  th a t  
b rin g s  a ll th e  p o in ts  d iscu sse d  in to  full 
p la y . A lso in c lu d e d  a re  a  c o m p le te  
sa m p le  c re d it  file an d  a h y p o th e tic a l  
c re d it  p o lic y  s ta te m e n t . P u b lish e d  in  
1 9 7 4 .  N o . 1 3 7 ,  $ 1 8 .
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PLANNING Keeps the Bank Board Informed!
A few hours of advance planning PAYS O FF in the meeting.

• This 28-page booklet provides some workable agendas, suggestions for 
advance planning and also lists types of reports that a board should re
ceive monthly and periodically. It emphasizes the need for properly in
forming the board as quickly  and as concisely  as possible. The booklet will 
serve as an excellent supplement to PLANS that your bank already has 
made for its board meetings.

Check B ox No. I l l ,  $ 2 . 9 0  per copy

OTHER MANAGEMENT-DIRECTOR MANUALS
board or management? No. 106, 3 copies 
for $1.

• The Board of Directors and Effective 
Management. Harold Koontz, 256 pages. 
Critical look at directors’ role: functions 
and responsibilities, decision areas, control, 
relationship of success to more productive 
management. No. 107, $13.25 per copy.

• Deferred Compensation Plan for Direc
tors. Explanation of an important IRS 
Ruling that will allow your directors to 
collect directors fees after retirement, thus 
offering substantial tax savings. No. 108, 
3 copies for $1.

• A Business Development Policy. A plan 
for the small bank in setting up objectives 
and establishing responsibilities in the of
ficer staff for getting new business, holding 
present business. No. 109, 3 copies for $1.

• SALES: How Bank Directors Can Help. 
Detailed outline of a program that has 
developed more than $40 million in new 
business for a holding company chain in 
the Southeast. No. 110, 3 copies for $1.

S E E  O P P O S I T E  P A G E  F O R

• The Bank Board and Loan Policy. This 
28-page booklet discusses the reasons for 
a bank having a written loan policy. The 
booklet presents loan policies in use by 
two well-managed banks that will aid your 
bank in establishing broad guidelines for 
your lending officers (particularly junior 
staff officers) so they will not be in the 
dark concerning bank loan policy. No. 
1 1 3 ,  $ 2 .9 0  p e r  c o p y .

• How to Prepare for Kidnap/Extortion 
Threats. 4-page study, outlines security 
precautions to take at the bank and at 
home, sample “alert” system, action to 
take during and after threat. No. 114, 3 
copies for $1.

O T H E R  T O P I C S

r

• Bank Directors and Their Selection, 
Qualifications, Evaluation, Retirement. 24
pages. Answers key questions concerning 
director selection, retention and retire
ment. Special section: the prospective di
rector and how he should be expected to 
contribute to the bank’s success. No. 101, 
$2.65 per copy.

• Bank Shareholders’ Meeting Manual. 60
pages, 8M x 11". Designed to aid directors 
of state-chartered banks, this book dis
cusses conflict of interest, minority rights, 
fuller disclosure, voting of trust-held se
curities, preparation of stock purchase and 
stock option plans, also capital notes and 
debentures.

The manual also is helpful in updating 
annual shareholders’ meetings at a time 
when stockholders are becoming more in
sistent on receiving meaningful information 
at annual meetings and in annual reports. 
No. 102, $7.75 each.

• A Model Policy for the Bank’s Board 
of Directors. 24-pages, reviews typical 
organizational chart, duties and responsi
bilities of managing officers and various 
standing committees, loan, investment and 
collection policies, and an outline of a 
suggested investment policy. No. 103, 
$2.65 per copy.

• Annual Review for Officer Promotions. 
4-page study, contains 12 point-by-point 
appraisals of officer performance and 
potentials. No. 104, 3 copies for $1.

• Check List of Audit Procedures for 
Directors’ Examination. 23-part outline en
compasses review of major audit cate
gories. Special 4-page study. No. 105, 3 
copies for $1.

• Bank Board Policy and the Preroga
tives of Operating Management. Special 
study focuses on utilization of skills and 
knowledge of “outside” directors; should 
the board do more than merely set 
policy?; who should operate the bank—the

I Please Send These Management Aids:
101 . . .  copies $ . . . . 117 . . . .  copies $ •

102 . . . .  copies $ . . . . 120 . . . .  copies $ .
121 . . . .  copies $ .

103 . . . .  copies $ . . . . 122 . . . .  copies $ .
104 . . . .  copies $ . . . . 128 . . . .  copies $ .

105 . . . .  copies $ . . . .
129 . . . .  copies $ .
131 . . . .  copies $ •

106 . . . .  copies $ . . . . 133 . . . .  copies $ .

107 . . . .  copies $ . . . . 134 . . . .  copies $ •
135 . . . .  copies $ ■108 . .  copies $ -----
136 . . . .  copies $ .

109 . . . .  copies $ . . . . 137 . . . .  copies $ •

NO .. . .  copies $ . . . . 138 . . . .  copies $ •

I l l  . . . .  copies $ . . . . 139 . . . .  copies $ .

Total $ .
113 . . . .  copies $ . . . .

(In Missouri add
114 .. . . copies $ . . . . 4 '/2% Tax) $ .
116 . . . . copies $ . . . . TOTAL $ •

Send Completed Coupon W ITH CHECK 

to: Commerce Publishing Co., 408 Olive 

St., St. Louis, Mo. 63102, publishers of 

The BANK BOARD Letter, Mid-Continent 

Banker and Mid-Western Banker.
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Mid-Continent Banker 
408 Olive Street 
St. Louis, MO 63102
Please send the Branch Manager's Workbook in the binding checked below.
□  Check Enclosed $

□  Three-ring binder @ $15 In quantities:
□  Comb binding @ $10 2-10 copies— 25% discount

11-24 copies— 35% discount
Money Back if Not Satisfied. over 25 copies— 40% discount \
Name and title
Bank or firm .......................................................................................................  i
Street City State, ZIP j
. . . . . _____. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . J

Branch Manager's SOS:
I Need Help With Questions 
From Customers, Staff!
Workbook Unites Facts 
On Policies, Procedures;
Can Be Updated Repeatedly

Order Blank— >

A branch manager is on the “front 
line” every day and is faced with a 
constant barrage of questions from cus
tomers and staff. They all expect a 
quick reply.

Where, for instance, would a branch 
manager locate:

• A record of teller’s differences?
• A checklist of procedures to fol

low after a holdup?
• The bank policy and costs for 

FHA mortgages?
• A teller’s home phone number?
• An equipment maintenance log? 
The Branch M anagers W orkbook

is designed to consolidate into one 
personalized manual all the basic poli
cies and record keeping for a branch 
bank. It comes from a well-known pub

l i s h e r ,  a n d  i s  a v a i l a b l e  t h r o u g h  M i d - 
C o n t i n e n t  B a n k e r .

Each section of the workbook pro
vides general information on all facets 
of branch banking, interspersed with 
blanks where one bank’s policy is like
ly to differ from another’s. The man
ager fills in the information called for, 
thus creating an individually tailored 
reference book. When completed, it’s 
easy to keep the workbook current with 
policy changes, employee evaluations, 
logs of expenses, etc.

The Branch M anagers W orkbook  
was written by Albert J. Brown Jr., 
regional vice president, National Com
mercial Bank, Albany, N. Y. He also 
is the author of The E ffective Branch

Manager.
Major sections of the workbook cov

er statistics and goals; personnel; emer
gencies; lost, stolen or destroyed items; 
bank policies and services; marketing 
and logs and schedules.

Branch administrators will find the 
Branch M anagers W orkbook  particu
larly helpful in training and evaluating 
branch managers. Completion of the 
workbook serves as an excellent exer
cise for new branch managers by fa
miliarizing them with all bank pro
cedures. The completed sections on 
policy changes, employee evaluations, 
logs of expenses, etc., can provide a 
valuable starting point for discussion 
during visits by the administrator.

Every year over 30f000f000 people 
buy CORNING products—

Here are two promotions that can bring in repeat customers and millions of new deposits

CORNING W ARE—
the most successful Premium Promotion ever offered 
to Financial Institutions. Corning Ware and Pyrexware 
are found in over 90% of all American Homes. With this 
type of consumer acceptance it’s no wonder Corning 
Ware can bring in millions for your Financial Institu-

dorelle
y  y  UVING WARE by C O R N IN G

“ The World’s Largest Selling
I

í II A M ERICA N  PREM IUM
!® ^  809 West 2nd Little Rock, Arkansas 72201

Phone 501-376-3127

American Premium offers more than merchandise alone. 
We furnish ad layouts for your newspapers, mailout 
brochures, and suggested radio and T.V. copy. We offer 
a no-risk, 100% buy-back guarantee.
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STOP
CUSTOMER FRAUD

MICRO-CHECK

Photo-identity cameras have been effectively stopping bad 
checks and fraudulent new accounts for over 10 years. The

policy of recording both the face and the 
document on a single frame of film has 
proven to be an effective deterrent to 
customer fraud. This also provides positive 
identification of customers for any future 
reference. MICRO-CHECK cameras are 
being used successfully by banks to 
record all cash-out 
transactions, both 
over the counter 
and through 
drive-in banking 
windows, and for 
protection 
against illegal
safe-deposit box entry. r i
The introduction of the new m asse e 
MICRO-CHECK camera with its 
exclusive "Drop-in” film cassette makes 
photo-identity transactions easier and 
safer than any other method. Let us 

show you how easy it is to reduce your 
fraud losses by as much as 80%. That’s 

a nice profit for your bank.

Sample Picture

Manually
Operated

Lever

Contemporary
Design

East Coast Office:
East 36 M id la n d  Avenue • Paramus • New Jersey 

07652 • Tele: (201) 265*8990

Midwest Office:
19530 South K edzie* Flossmoor 
Illino is* 60422* (312) 799*8710

West Coast Office:
1501 So. A la m e d a  Street* Los A nge les 

C a lifo rn ia  • 90021 • (213) 749*6211
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The only way to control your costs down to the penny 
is to make decisions based on extensive cost control 
information.

But it’s not worth the time it takes to gather all that 
inform ation...unless you have a “ penny pinching 
machine.” That’s what the Financial Management System 
turns your computer into.

This System takes your regular general ledger input 
and generates the kind of financial management reports 
bankers have always needed. These comprehensive fi

nancial reports pinpoint important trends and along with 
flexible cost analysis reporting you have all of the informa
tion you need to turn cost centers into profit centers.

The manpower and money you save guarantees your 
bank an investment in profitability for the future.

There may be many general ledger systems on the 
market, but there’s only one real “penny pincher” -o u r 
total Financial Management System.

Find out more about it today.

H i
Mailing Address: P.O. BOX 2269 □  ORLANDO, FLORIDA 32802 □  TELEPHONE (305) 831-3001 

Or Call Toll Free (Outside Florida) 800-327-5352 
In Florida Call Toll Free 800-432-5106 

Thousands of Banks Now Use at least one of our Systems
BANKERS BELIEVE IN US!

S Y S T E M S  A V A IL A B L E : MULTIPLE BANK Certificate of Deposit/Savings/  Installment Loan/  Automated Dealer Floor Plan/ 
Amortization Schedule /  Personal Trust /  Bond Portfolio Analysis /  Demand Deposit Accounting /  Commercial Loan /  Mortgage Loan / 
Supplies Inventory Control /  Check Credit /  Source Program Librarian /  Corporate Trust /  Accounts Payable / General Purpose Payroll.
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BRANDMARK SALES COMPANY
6428 N. Ridgeway Ave., P.O. Box 59320, Lincolnwood, III. 60645 Telephones (312) 588-5533 & 676-2535

BICENTENNIAL SPECIALS
* * * * * * * * * * * * * * * * * * * *

" W . a ,  3 t  P r a u J l j  "
DOUBLE '76

AMERICAN FLAGS 
PIN

"THE PERFECT 
GIVE-A-WAY"

Tremendous for your Pro
motional Give-a-way Pro
grams on N a tio n a l and 
Local Holidays and every 
day of the year

Your customers w ill highly value and deeply appreciate 
receiving this handsome gold-plated jewelry item to 
wear as a smart tie tac, lapel pin or ladies' accessory pin.
LOT # 7 6  —  DOUBLE 7 6  AMERICAN FLAGS PIN 
List price: $1.50 PACK: 400 per master carton.
YOUR COST: .......................................................... 22c each

DOUBLE c. a AMERICAN 
FLAGS 
DECAL

m m

3" x 4" Double 7 6  American Flags Decal with pressure 
sensitive backs. (NO WATER NEEDED). For use on 
windows of CAR-HOME-OFFICE-STORE.
LOT #  FD 7 6 — DOUBLE 7 6  AMERICAN FLAGS DECAL 
List Price: 39c PACK: 1,000 per master carton.
YOUR COST: ........................................................4Yz c each

"200 YEARS OF LIBERTY" BOOK
List Price: $1.98 PACK: 100 per master carton.
YOUR COST: .......................................................... 30c each
IMPRINTED on front cover ................................. 35c each
(Minimum order with imprint: 1,000 books)

CONTAINS -  HISTORICAL
AMERICAN DOCUMENTS

T h e  C o n s t i t u t i o n

in booklet form on 1 0 % " x T 3 % "  Authentic Parchment Stoc
"200  years of Liberty" book consists of six of the mos 
famous American historical documents. Each is printed o 
Authentic Parchment Stock and maybe removed for framing

Included are:

The Declaration of Independence
The Constitution
The Bill of Rights
The Monroe Doctrine
The Gettysburg Address
The Star Spangled Banner
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M arketing R esearch :
A Way to ‘Listen  ’  to Public

DO W E NEED longer banking 
hours? Should we open a branch 

in a new suburban location? Are auto
mated teller machines the approach for 
the future?

Simple enough questions at first read
ing—yet they require demanding an
swers that could affect the profits and 
productivity of any bank. Each repre
sents a significant change in marketing 
strategy.

How does a bank know if it’s making 
the right marketing decision to go with 
one idea and reject another? Marketing 
research is today’s answer for many 
banks.

It’s really just a systematic effort of 
listening to customers and potential 
customers. Finding out what customers 
want through research techniques is 
proving to be a more profitable base for 
decisions than simply reacting to com
petition’s moves.

Marketing research has been around 
for more than 60 years, but it has been 
only in the last decade that banks have 
used this marketing tool. Traditionally 
conservative, they have moved slowly 
into the new fields of marketing re
search, public relations, business pro
motion and advertising.

National Bank of Detroit was one of 
the earlier ones to go into marketing 
research by setting up a department in 
1958. The eight-person staff, with the 
help of a professional research firm, 
continually updates demographic data 
and makes special studies on subjects 
such as bank image, customer service 
and automated banking.

NBD’s marketing planning and re
search department gave support in 1973 
to a successful decision to extend bank
ing hours. Department surveys had in

dicated that customers wanted longer 
hours. The new service was destined to 
be successful: It gave customers exactly 
what they asked for.

There is no logic in trying to guess 
what customers need. Why not ask 
them? In order to make appropriate 
changes, banks should continually moni
tor the opinions of its customers, find 
out if they’re satisfied with the services 
they receive and, at the same time, find 
out what kind of people they are: what 
kind of work they do, their incomes, 
their ages and where they live. These 
demographics will provide a stronger 
base of information on which to decide 
what kind of service customers need.

It’s also a common practice among 
small banks to make decisions based 
on what the competition is doing. While 
competition influences decisions, de
cision-makers must realize that what 
works for one bank may not work for 
another.

Bank customers in large cities require 
different services than do customers in 
rural areas. It’s also possible that resi
dents of two small cities of identical 
size may have two separate sets of 
banking needs.

The possibility of losing money is 
very real—especially in the case of 
introducing a new service. It makes 
sense in these situations to take out a 
little insurance in the form of market
ing research. If it’s found in pretesting 
efforts that customers are likely to be 
receptive to a new service, then de
cisions have some foundation. Isn’t it 
wiser to spend some money on a cus
tomer survey, only to find out that the 
service probably wouldn’t sell, than to 
lose a great deal of money on promoting 
an unsuccessful service?

Even if a small bank doesn’t want to 
conduct structured studies, “informal 
research is better than no research at 
all,” according to Daniel S. Voydanoff, 
NBD’s director of marketing planning 
and research.

A bank’s management should be able 
to define the institution’s objectives and 
plot the direction that must be taken to 
achieve the objectives. Then, by keep
ing the big picture in mind at all times 
and consciously watching for problems, 
informal research occurs.

Sure, it sounds like a ridiculously 
obvious practice with a new label. But 
the important point is: Keep long-range 
goals in mind while observing customer 
reactions. In this way, everyday cus
tomer complaints can become a wealth 
of useful information.

There are other, more finite, ways of 
measuring customer reaction. Internal 
traffic figures can provide useful data. 
For example, a bank easily can de
termine what percentage of its trans
actions are handled at drive-up windows. 
This kind of information would prove 
helpful when considering an expansion 
of drive-up windows or lengthening of 
drive-up hours.

Another easily adaptable monitoring 
system is through a bank’s existing 
switchboard operation. By having the 
main switchboard operator keep a 
categorized record of incoming calls, a 
bank can measure customer response to 
a new service, response to advertising 
and questions about location and hours.

Demographic data can be compiled 
by using internal records. Loan appli
cations, charge-card applications and 
signature cards will reveal customer 
statistics such as age, address, sex, occu
pation and income. Putting the raw
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How to Conduct a Simple Mail Survey
(Courtesy National Bank of Detroit)

F ir s t  S te p :  Composing the Questionnaire.

Make sure the language is simple and to the point, and keep the number 
of questions to a minimum.

Respondents will be discouraged by a lengthy, complicated form.

Here’s a sample question used by NBD: How would you rate the tellers 
at your NBD office on the following:

E x c e lle n t G o o d F a ir P o o r
Courtesy ( ) ( ) ( ) ( )
Knowledge of job ( ) ( ) ( ) ( )
Speed of service ( ) ( ) ( ) ( )
Friendliness ( ) ( ) ( ) ( )
Willingness to help ( ) ( ) ( ) ( )

S e c o n d  S te p :  The Covering Letter.

A stort letter of explanation should be attached emphasizing the purpose 
of the survey. NBD’s Daniel S. Voydanoff began a letter by saying, 
“Take 90 seconds to help us help you.”

T h i r d  S te p :  Mail It.

Then mail the questionnaire, along with a postage-paid envelope, to 
all customers or a representative sample.

Don’t be surprised if less than half the questionnaires mailed are re
turned. Maybe it’s not the kind of response hoped for, but at least it will 
provide more information about the customers than was known before. 
If the response is exceptionally low, a follow-up letter might be con
sidered.

F o u r th  S te p :  Tabulation.

For tabulation, count the total number of individuals responding to each 
question. Then compute what percentage of the total number chose 
each response to the question.

F i f t h  S te p :  Communicating the Results.

When the tabulation process is completed and it’s time to communicate 
the results to bank management, prepare a summary of the findings and 
recom m en d ations.

Management will be interested only in major discoveries and not in 
minute details of the study, so relate the most significant findings first. 
“Recommendations based on the findings also should be included in the 
report’s introduction,” says Susan Alterman, NBD consumer research 
manager.

material into usable form may be a 
time-consuming task, but what better 
way is there to find out what kind of 
customers a bank attracts? And what 
better way is there, for example, to de
termine where to build a new branch? 
It might be discovered that a large 
cluster of customers has no nearby 
branch office.

An even more valuable way of listen
ing to customers is by conducting sur
veys. Larger banks do surveys of their 
entire markets, but a small bank’s first 
effort in this area probably should be 
with its existing customers.

“By conducting a customer survey, a

bank can learn how it is servicing its 
own customers, the most important 
audience, and at the same time pinpoint 
the problem areas that might be dis
couraging potential customers,” advises 
Susan Alterman, NBD consumer re
search manager.

There is a fork in the road at this 
point. One route is to hire a professional 
research firm. The other is to put the 
bank staff to work and do it internally.

A research firm can be hired to pro
vide a complete package, from con
ducting interviews to tabulating the 
results, or it could do any part of the 
survey. A bank might want to hire the

professionals on a consultant basis.
However, if the do-it-yourself route is 

chosen, using a simple mail survey, it 
probably can be handled internally. The 
help of a nearby university might be 
solicited in case of problems.

A mail questionnaire probably is a 
beginner’s best bet: It’s simple to do 
and quite inexpensive. The step-by-step 
procedure on this page shows the five 
main points.

The customer survey should provide 
a good idea of how customers are being 
serviced and, hopefully, management 
will take action on any problems identi
fied.

After several months, another similar 
survey may be in order to measure im
provements in service and to gather 
new information. Or, maybe enough 
confidence will be built to attempt a 
study of not only customers, but the 
entire market area. * *

J a c k -O -L a n te r n  F e s t iv a l:

Pumpkin-Carving Contest 
Awards Talented Youths

To join in the Halloween festivities 
in Crest Hill, 111., Heritage Bank has 
conducted its annual pumpkin carving 
contest for children age 5-12.

The event was held in the bank’s 
lobby, where youngsters brought jack- 
o-lanterns. They hoped to win bank ac
counts, which were offered as prizes.

Three age-group categories—ages 5- 
7, 8-9 and 10-12—were open to en
trants, with first-place winners receiv
ing $20 savings accounts.

Second prizes of $10 accounts were 
offered, while third prize was a $5 ac
count. In addition, honorable-mention 
ribbons with silver dollars affixed were 
awarded to all other participants.

W inners o f p um p kin -ca rv in g  contest a t H eritage  
Bank, Crest H ill, III., pose w ith  s ta ffe r-judges 
A n ita  Siegel and Richard Jackson. A n n ua l 
H allow een  event, fo r  ch ildren age 5-12, a w a rd s  
bank accounts to  w in n ers  in th ree  age -g ro up  
ca tegories; s ilver d o lla rs  go to  a ll o ther p a r
tic ip a n ts  as " ru n n e r-u p "  prizes.
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"This check has traveled all 
over the world, and has meant 
15,000 check orders to our bank 
in just seven months’.’

E . F. Faust, Senior Vice President 
National Bank of Fort Sam Houston 
San Antonio, Texas

“We had an idea for a promo
tion based around a customized bi
centennial check, and asked our 
Harland Sales Rep what he could 
do to help. Next thing I knew, I was 
at Harland’s home office, looking at 
a beautiful piece of art work com
missioned for a bi-centennial check.
I said, “go’,’ and Harland started 
printing the checks, lobby easels, 
and lithographed reproductions of 
the art work.

“With the help of statement 
stuffers, TV spots, billboards, and 
word of mouth, the results of the 
program have been phenomenal.
We have sent check orders and 
reproductions to our customers all 
over the world, and have given 
more than 1500 lithographs to 
schools in the San Antonio area, at 
their request.

“I can’t  even begin to say how 
much good will has been gained by 
the custom check promotion. But I 
can say how much business it has 
brought to Fort Sam Bank in only 
seven months—more than two and 
a half million checks!’

A t Harland, we do more than 
print checks. We print good ideas.

m HARLAND
BANK STATIONERS, PO. BOX 13085, ATLANTA, GEORGIA 30324
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Chicago Banks Prove That ‘Time Is Money’ 

As Watch Promotions Attract Deposits

In the Loop:

Digital Timepieces 
A t First of Chicago 
Bring in $ I 3 Million

. .  J h e  tim e has come.
On the North Side:

Name-Brand Watches 
A t Commercial National 
A ttract $ 1.7 Million

ITH A THEM E of “The Time Has 
Come,” First National, Chicago, 

launched a premium promotion featur
ing an electric digital quartz watch at 
reduced prices for customers depositing 
$250 or more in a new or existing 
savings account last fall. The watches 
were available for as little as $34.95.

Some 14,000 account holders of First 
National participated in the promotion, 
depositing about $13 million! More than 
half the accounts were new, according 
to John Tomick, director of product 
promotion for the bank’s retail market
ing division. The bank required that 
qualifying deposits remain at the bank 
for at least six months.

Prior to the promotion, six premiums 
were considered but the digital watch 
came out on top for the following 
reasons, according to Mr. Tomick:

• It was generating interest in the 
marketplace because of its novelty and 
its “affordable” price.

• The market price for s imilar  
watches was consistently higher in most 
cases and far higher for watches of 
equal quality.

• The watches were the only “thin” 
watches on the market, which was con
sidered to be a good selling point as 
most digital watches—even more costly 
ones—were not as thin.

• The watches were attractive to a 
broad range of market segments.

Objectives for the promotion were to 
choose and promote a premium item 
that would generate both new deposits 
and build the image of the bank, cre
ating good will. The specific objective 
was to stimulate both new and existing 
customers to increase the size of both 
their savings balance and their savings 
deposit.

A significant number of commercial 
and trust customers opened savings ac
counts to take advantage of the watch 
offer, Mr. Tomick said. Most of them 
were referred by a bank lending or

N ew spaper ads to u t w atches being o ffe red  by 
Chicago banks.

trust officer and most maintained high 
balances within their savings accounts.

Mr. Tomick said the Invicta LED  
(light-emitting diode) watch was of the 
highest quality, and—for the money— 
was the best bargain on the market. He 
said the reject rate was low relative to 
the industry.

The promotion ran for one month last 
(Continued on page 98)

ALTHOUGH there have been many 
success stories among financial in

stitutions regarding the use of premiums 
to generate business, it is a virtual 
certainty that those that produced the 
greatest results were carefully planned 
from the outset. Planned not only from 
a timing aspect, but right down to the 
selection of the premiums themselves 
relative to the market demographics.

Such was the case recently when 
Commercial National of Chicago and 
its adver t i s i ng  agency—Dempesy & 
Fredericks, Inc.—formulated and imple
mented a program that resulted in more 
than $1.7 million in new money over 
a six and one-half week period featur
ing brand-name wrist watches.

The first step was an attempt to de
termine whether a premium promotion 
of any kind was appropriate to the 
market the bank served, said William A. 
Lotz, bank assistant vice president. A 
careful, but relatively simple, survey 
was conducted. Commercial National’s 
own previous experience, plus the record 
of competitors, indicated clearly that 
the primary and secondaiy areas served 
by the bank normally reacted positively 
to merchandise offers of various types.

Further evidence of eventual success 
stemmed from the fact that the immedi
ate community was composed of single 
family and two- or three-flat buildings, 
inhabited largely by blue collar workers 
with strong ethnic traditions, of largely 
Greek and German origin, Mr. Lotz 
said. The systematic savings habits of 
the groups was well established, and 
cne common denominator characteriz
ing these hard-working, thrifty people 
was their constant search for value 
when their dollars were involved. I n  
short, the community and its populace 
could be relied upon to respond to a 
good offer coupled with safety and a 
gcod return on their deposits.

But, what would appeal to the di
verse elements making up the neighbor-
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hood? And, could a premium promotion 
succeed that was self-liquidating rather 
than a “free” offer? The latter seemed 
necessary because of the paucity of 
merchandise that comes under the $5 
price limitation for normal qualifying 
deposits, Mr. Lotz said.

There were other factors to consider 
as well. Commercial National was just 
completing a $1.5 million expansion and 
remodeling project, and simultaneously, 
was entering its 30th year of service to 
the community.

After assessing all of these factors, 
the agency and the bank concluded 
that a promotion built around a “time” 
theme would be appropriate, and a 
search for quality merchandise, coupled 
with ready availability and value, was 
instituted, Mr. Lotz said.

In what was a serendipitous occur
rence, both bank and agency personnel 
received a mailing at this point from 
Christmas Club, A Corporation, indi
cating that this long-established supplier 
had entered the premium field for the 
first time. Even more coincidental, this 
initial venture into the merchandise 
field involved brand-name watches in 
a wide variety of styles, and at the low 
price of $24 each in cases of 50.

A few phone calls, some samples and 
a bit of research among bank and 
agency employees convinced everyone

that these timepieces would have wide 
appeal, a significantly lower price than 
normal retail and were being supplied 
by a highly reputable, well-established 
firm, Mr. Lotz said.

All that remained to launch the pro
motion was to structure the offer, pro
duce advertising materials and compile 
an effective media schedule and budget.

The basic offer was straightforward: 
Deposit $100 in a new or existing 
savings account and purchase a watch 
for $23.95. With a deposit of $5,000, 
the price was reduced to $18.95; and 
for a $10,000 deposit, a watch could 
be purchased for $13.95. Considering 
the fact that the watches were all in
tact in original manufacturer’s cases, 
complete with full guarantees and sug
gested retail prices ranging up to 
$102.50, including brands such as Ben- 
rus, Elgin, Lucien Piccard, Helbros, 
Hamilton, etc., the value was readily 
evident, Mr. Lotz said. Because the 
offer was virtually self-liquidating, cus
tomers using other bank services were 
also given an opportunity to participate.

A single-print advertisement was de
veloped on the theme “Time is Money 
. . . we’ll help you keep track of both.” 
This was scheduled in local, weekly 
papers as well as two foreign language 
publications plus a neighborhood sec
tion of one metropolitan daily. Further,

colorful statement enclosures purchased 
from Christmas Club were imprinted 
for customer distribution, and in a first 
for the bank, a three-week schedule of 
the Chicago area’s strongest AM station 
was included. The total budget was 
under $12,000, a relatively modest 
amount to reach a significant portion 
for the large Chicago market, Mr. Lotz 
said.

To augment the program in a low- 
cost way, the agency arranged to pro
vide the AM radio station’s talk person
alities with gift certificates good for 
a listener’s choice of watches which 
could be awarded at the personality’s 
own discretion. And, to be certain the 
latter knew what values were involved, 
a sample watch was given to each of 
four talk show hosts for his personal 
use. Total value of these items was 
$384, less than the cost of three, 30- 
second spots on the station; yet, every 
time a certificate was awarded, the bank 
received considerable publicity. And, of 
course, the people who won the watches 
had to visit the bank to redeem the 
prize, resulting in personal contacts 
throughout the metropolitan area that 
would have otherwise been missed, Mr. 
Lotz said.

The only other expense was the 
purchase of a six-foot jeweler’s display 
case for $250. This could have been

Take Your Best Look 
Through Creative Image
Todays corporate image is reflected in fashioned career apparel. 
Creative Image gives professionalism to today's career women. 
The woman comes first. ..and Creative Image presents a collection 
of designer ensembles that lets the woman and her spirit come 
through. Isn’t it about time you and Creative Image get together to 
put on your best look.

H r iC t t t u / e  Q m a g &
1709 N. Market • Dallas, Texas 75202 • 214/741-5231

Name of Co-----------------------------------------------------------No. of G irls_____

Name___________________________________ Title
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State__
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L A R G E S T
IN

M IC H IG A N

NATIONAL BANK OF DETROIT

assets over 
7 billion dollars

Member Federal 
Deposit Insurance Corporation

AMERICA’S FIRST 
BICENTENNIAL PENNY
Id e a l f o r . . .
• N ew  

C u sto m e r 
P rem ium

• S o u ve n ir o f 
B ice n te n n ia l 
C e le b ra tio n

• D ire c t M ail Enclosure

Join the Bicentennial celebration and 
be the first to offer this low cost 
premium! It will help you generate 
high traffic and build good will with 
customers and prospects.

Thisspecial B IC E N T E N N IA L  PENNY 
is a new, uncircu la ted  L inco ln  Head 
penny w ith  the L ib e rty  Bell and o u t
line o f the U nited States perm anently 
stamped on the surface. The penny 
is m ounted  on a four-page fo lde r 
w hich chronicles the h igh lights o f 200 
years o f Am erican h is to ry . Space is 
p rov ided fo r y o u r im p rin t. This co in  
as altered is p e rfec tly  legal under 
Section 331, T it le  18 o f the U.S. Code.

Write on your letterhead for FREE 
sample of the Bicentennial Penny and 
catalog sheet which gives quantity 
price list and ordering information.

C r e a t iv e  H o u s e  
P ro m o tio n s , Inc. 
Dept. MCB 376 
5541 W. M O N  
C H IC A G O  IL  
3 1 2 /2 8 2 -1 3 3 2

leased, but the bank opted for purchase 
because of planned future use of the 
item, Mr. Lotz said.

After six and one-half weeks the re
sults were in: More than $1 million 
added to 1,100 existing accounts: 
$680,000 deposited in 334 new ac
counts: and 1,640 watches distributed. 
All this in a $100 million neighborhood 
bank with no branches!

By all criteria, the promotion was a 
success. But, it didn’t happen by chance. 
Careful planning to the last detail, and 
creative selection and use of media, 
contributed as well.

Could it work elsewhere? Of course, 
if the basic rules of premium promotion 
are followed: Plan ahead, find quality 
merchandise appropriate to the market 
that represents both true value and is 
readily available and allocate media dol
lars wisely.

As the ads said: Time is money, and 
Commercial National took the time to 
make some. * *

Digital
(Continued from  page 96)

fall, coinciding with payment of third- 
quarter interest. Each Invicta five- 
function LED  men’s watch came with 
an adjustable wrist bracelet and gift 
case.

According to Mr. Tomick, at the press 
of a button, the timepiece tells the time 
in hours and minutes. Pressed twice, the 
watch displays the month and date. 
Pressed three times, seconds appear on 
the face (or screen) of the watch. The 
watches are said to be accurate to within 
two seconds per month.

Those depositing the minimum of 
$250 could purchase a watch for $39.95; 
those depositing $5,000 could obtain 
the watch for $5 less. * *

Bank's Christmas Promo 
Is One 'for the Birds'

Looking for a Christmas club premi
um that combines the attributes of 
conservation, wildlife protection and 
ecology? Bucks County Bank, Quaker- 
town, Pa., has used bird feeders to in
crease its club roles 10%, according to 
a bank spokesman.

Using the theme, “Our 5% Christmas 
Club is for the birds,” the bank offered

Our 5% Christmas Club
is for the birds...

Sjietial Otter!

©
Bucks County BankAMO TRU51 Cl MP̂ ti <

This is ad fo r  s e if- liq u id a tin g  b ird  feeder, 
w hich  w as prem ium  fo r  Christm as club o f 
Bucks C ounty Bank, Q u a ke rto w n , Pa. N a tio n a lly  
a v a ila b le  re dw o o d  feeders w ere  advertised  on 
ra d io , in loca l new spapers and bank, w ere  
responsible fo r  10%  rise in club m em berships, 
bank offic ia ls  say.

the Heath redwood bird feeders for the 
self-liquidating price of $3.77 (plus 
tax) to customers opening the accounts. 
The feeders are available nationally in 
retail stores.

Bucks County Bank serves a subur
ban/country market, so promotion of 
the offer was carried out in area news
papers, on radio and in the bank. Badio 
spots featured the voice of the bank’s 
radio personality, Mary Lee King, with 
the sounds of birds chirping in the 
background.

Bird feeders were hung as ceiling 
mobiles in the bank and displayed 
throughout all the bank’s offices. Bucks 
County Bank’s staff sales training pro
gram also concentrated on the promo
tion, in order to gain employee support.

Banker's M in ia tu re s  on D isp lay

First Bank, South Bend, Ind ., has begun its 
co llectors' showcase, fe a tu rin g  unusual p riva te  
a rt and hobby collections, w ith  th is  d isp la y  o f 
h isto ric m in ia tu re  so ld iers ow ned by John D. 
T ru land  (r.), sr. accountant a t the bank. A t I. 
is Benjam in F. Cope Jr., pres. The showcase w as 
begun by First Bank as a pub lic  service. The 
e xh ib its  a re  show n in the bank 's  lo b b y, are 
d ra w n  fro m  area collections and w ill be 
changed p e rio d ica lly .
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To bring in
new dollars and increase 

your market share, 
tear out this page right now.

Through years of research 
and experience with banking 
institutions, we at First Bank 
Financial Services have devel
oped a total incentive program 
format that continues to build 
success stories for us and for 
our clients. We know how to 
motivate your people.
Look what our employee 
incentive program can do 
for your bank.
• Bring in new money. It's not 
uncommon for a bank to increase 
deposits 5% to 7% during our 
normal ten-week employee 
incentive campaign. And it 
happens because employees are 
rewarded for every new business 
contribution.
• Build enthusiasm. Our incen
tive programs promote team 
spirit and job satisfaction. Em
ployees work together to reach 
goals. And this feeling of pride 
carries over long after your 
program has ended.
• Encourage selling. Everyone is 
made aware that selling is a big 
part of their jo b ...  from the 
bank guard to the bank president. 
Asking for business becomes a 
habit, laying the ground work for 
immediate and long range 
growth.

Our program is structured so 
that the majority of your em
ployees can win prizes. Many will 
win more than one. And since 
everybody can be a winner, you 
can bet that everybody will be 
working harder.

We'll be with you from the

first day of your promotion to 
the last day. We'll help you kick 
off the campaign with a ‘"bang" 
and then we'll follow-up on a 
weekly basis, constantly analyzing 
your program and keeping moti
vation at a peak.

Our personnel have partici
pated in over 25 incentive 
programs in all types and sizes 
of banks. We can make you a 
winner, too.

But what does a program like 
this cost?
At First Bank Financial Services, 
you pay only for the results!

Our fee is based on a percen
tage of the new money brought 
in as a result of the campaign. 
And this one price includes 
everything.. .all expenses, prizes.

trips and materials.
Then, too, this percentage is 

set on a declining scale, so that 
the more money brought in, the 
lower your percentage costs 
will be.

Just to give you an example, 
our fee was six-tenths of one 
percent to a bank that brought 
in $3.6 million with 126 em
ployees. In another case, in
volving only 46 employees, our 
fee was just under six-tenths of 
one percent for bringing in $2.4 
million.

You pay only for success.
If we've whetted your appetite 

just a bit, as we hope we have, 
let us hear from you. It might be 
the best management move you'll 
make all year.

Yes, I am interested in increased deposits for my bank. I 
would like to hear more about this proven employee incentive 
program. I understand that I am under absolutely no obligation.

Name

Bank

City

Title

State Zip

Telephone________________________

Rush to: First Bank Financial Services 
Worthen Bank Building 
Little Rock. Arkansas 72201

F I R S T  B A N K  
F I N A N C I A L  S E R V I C E S  
I N C O R P O R A T E D

M-C

A program so good, it’s GUARANTEED. 
You pay only for RESULTS!
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A portfolio of

Marketing Success Stories
The marketing function is alive and well in the Mid-Continent area!

Free Photo Offers Prove Irresistible 

At Banks in Georgia, Mississippi

B ANK CUSTOMERS can’t resist free 
studio portraits of themselves and 

their families! This fact is attested to 
by Hamilton Bank, Dalton, Ga., and 
Southern National, Hattiesburg, Miss.

Both banks recently offered free 
eight-by-ten color photos by Olan Mills 
Studios of Chattanooga to their cus
tomers for limited periods. The re
sponse to both programs was summed 
up by Jerome H. Dean, vice president, 
Hamilton Bank—“Great!”

Advertising for the promotions ex
plained that the banks were offering the 
photos because “we want to get to 
know you. We want you to see our 
offices and we want you to get to 
know us. We think when you do, you’ll 
want to do business with us. But there’s 
no obligation to.

“Mainly we want to help make it 
possible for every family to have the 
one treasure that is sure to increase in 
value as years go by.”

Hamilton Bank ran two newspaper 
ads to announce the program and bank 
tellers handed out brochures giving 
the details. According to Mr. Dean, 
about 800 people called for appoint
ments, making it necessary to extend 
the offer for an additional three days so 
all comers could be accommodated.

Photography hours at the bank were 
from 2 to 7 p.m. on weekdays and from 
10 a.m. to 2 p.m. on Saturdays. The 
photographer was on duty at the main 
office for the first week and at a branch 
office for the second week of the pro
gram. Delivery of the photos was timed 
so they could be used as Christmas 
gifts.

Southern National timed its promo
tion to precede Valentine’s Day. The 
bank offered the photos as “A little

Sample o f new spaper ad  used by banks 
o ffe rin g  fre e  fa m ily  photos by O lan  M ills.

gift to you for doing business with 
Southern National.” The program was 
announced with statement stuffers and 
TV and newspaper ads. The photogra
pher was on duty for two weeks from 
8 a.m. to 6 p.m. as well as on Satur
days.

According to Paul L. Rimes, execu
tive vice president, the response was 
greater than anticipated. He said 
enough requests for appointments were 
generated to extend the program two 
more weeks. In fact, the bank has ar
ranged for a repeat of the program in 
the fall.

Mr. Rimes described the program as 
“one of the few things that we have 
used in the bank in the way of promo

tions that I would rate 100% success
ful.”

Two weeks after the photos have 
been taken, they can be picked up at 
the bank. Each customer is entitled to 
one free photo, but they can select the 
photo from a number of different poses. 
Of course, customers have the option of 
purchasing additional photos; however, 
there is no obligation to do so. * •

Old Money:

Biblical Coins Play Role 
In Bank's Anniversary

What has been called the nation’s 
finest collection of biblical coins has 
been displayed at United Bank, Chatta
nooga, as part of its fifth-anniversary 
celebration.

The coins are owned by Christus 
Gardens, Gatlinburg, Tenn., and were 
shown in a special maximum-security 
display case at United Bank.

Included in the collection are such 
famous types as the Shekel of Tyre— 
the kind comprising the “30 pieces of 
silver.” The Shekel of Tyre also is 
known as the “widow’s mite” and the 
“tribute penny.” The earliest gold coins 
bearing a likeness of Christ also were 
shown.

Pictured a t unve ilin g  o f Christus G ardens' 
b ib lica l coin co llection a t United Bank, C ha tta 
nooga , are (fro m  I.) S. H illa rd  B rown Jr., 
Christus G ardens' e .v.p .; Don M oore, H am ilton  
C ounty judge; George M. S tew art, bank pres.; 
and Ray C. A lb r ig h t, bank s.v.p. D isp lay w as 
p a rt o f bank 's  fifth -a n n iv e rs a ry  ce leb ration.
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\Wd like you to take 
a look behind the scenes.

We think that knowing your suppliers 
makes good business sense. And that’s why 
we would like you to visit the Deluxe 
printing plant nearest you.

There’s a lot more to printing checks 
than meets the eye. For example, you will 
see how we apply all of the “working” in
formation required to “personalize” each 
of the checks. This process is performed, 
with both speed and accuracy, at every 
one of our 43 plants. And, we’d like you

to meet our people. . .  from those who open 
the morning mail on down to those who 
ship those same orders the following day.

The next time you see your Deluxe 
representative, ask him about a tour of 
our plant. We __

H i Fthink you’ll 
enjoy seeing 
what goes on 
behi nd t he  
scenes.

LE
CHECK PRINTERS, INC.
SALES HDQTR5. .  P.O. BOX 3399, ST. PAUL, MN 55165 

STRATEGICALLY; LOCATED PLANTS FROM COAST TO COAST
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Combination Direct D ep os it/Package Plan 

Encourages Senior Citizens to Sign Up
A NY BANK contemplating a market

ing promotion to attract sign-ups 
for direct deposit of social security 
checks should give careful consideration 
to its purpose in so doing if it expects 
to benefit from such a program.

This was done by the marketing 
people at First National, Mobile, Ala., 
last fall, according to Samuel H. An
drews, market research officer at the 
bank.

It was obvious to First of Mobile 
personnel that social security recipients 
wouldn’t flock to the bank to sign up 
for direct deposit unless the bank of
fered an incentive. This position was 
predicated upon results of attempts by 
banks in neighboring Georgia to sign 
up recipients on the strength of con
venience and safety. In a year’s time, 
only 6% of those eligible for the service 
in Georgia had signed up.

So, First of Mobile combined its ap
peal for direct deposit signups with a 
new senior citizens program that pro
vides such things as unlimited personal 
checking, accidental death insurance 
and a number of free services involv
ing money orders, travelers checks and 
notary service. Those signing up for 
direct deposit of social security checks 
qualified for the Golden Years Ac
counts and were issued membership 
cards that guaranteed immediate as
sistance with all special services at the 
bank.

Mr. Andrews said the bank was real
istic enough in its thinking about di
rect deposit to know it couldn’t expect

much in the way of new accounts and 
increased profits, so it set as its primary 
objective the preservation of its existing 
customer base, both checking and sav
ings, and an increase in its customer 
services.

Specifically, the objectives of First 
National’s senior citizen direct deposit 
program included attraction of new ac
counts from S&Ls, establishment of 
stronger bonds between customers and 
the bank and enhancement of the bank’s 
image in the community.

Strong competition was expected 
from S&Ls, because senior citizens tend 
to keep their savings in thrift institu
tions and S&Ls are aggressively fighting 
the development of “complete” rela
tionships between banks and senior 
citizen savers.

Mr. Andrews said the bank realized 
that senior citizens generally distrust 
and resist change. For that reason, se
curity and convenience in connection 
with the direct deposit program had to 
be stressed.

In its promotional advertising, First 
National pointed out that direct de
posit would result in less chance of loss 
or theft of social security checks; that 
customers would not have to wait in 
long lines to deposit their checks; and 
that there would be no problem in 
cashing checks, since they would no 
longer have to go through the cashing 
procedure once the checks were de
posited directly.

First National utilized a variety of 
means to attract direct deposit sign-ups,

Banks Dominate Social Security Direct Deposits
1199 Volume of Payments by Type

Total ______ Payments of Financial Organization
Volume % of

State Possible Volume Total Banks S&Ls Mutuals Cr. Union
Kansas 310,409 60,132 19.4 59,237 839 0 50
New Mexico 122,110 17,649 14.5 16,962 623 0 64
Indiana 666,291 70,671 10.6 68,564 1,647 297 135
Oklahoma 387,190 36,974 9.5 36,342 573 0 59
Illinois 1,354,800 124,858 9.2 112,573 11,329 0 956
Missouri 709,027 64,842 9.1 62,637 2,155 0 50
Mississippi 330,761 29,483 8.9 29,157 319 0 7
Texas 1,486,393 127,115 8.6 123,968 2,754 0 393
Arkansas 337,631 25,844 7.7 25,386 455 0 3
Tennessee 569,530 33,155 5.8 32,347 740 0 68
Alabama 492,150 28,093 5.7 27,592 400 0 101
Kentucky 473,197 24,996 5.3 24,326 648 0 22
Louisiana 444,423 19,286 4.3 18,982 296 0 8

Alm ost 90%  o f the m ore than 2.5 m illio n  social security recip ients ta k in g  p a rt in the n a tio n w id e  
d irect deposit p rog ra m  had selected banks as th e ir d ep o s ito ry  in s titu tio n  a t the  end o f 1975, 
accord ing  to  the Treasury D epartm ent. Since the  p rog ra m  began early  last year, 2.7 m illio n  social 
security recip ients had signed up fo r  d irec t-depos it paym ents by year-end , w ith  2.4 m illio n  re
questing deposit in bank accounts. The p rog ra m  began in G eorg ia  and F lorida last ye ar and 
w ill be n a tio n w id e  by the end o f 1976. C hart gives b rea kd o w n  o f p a rt ic ip a tio n  in the M id - 
C ontinent area.

Direct deposit protection for 
four Social Security check.
-  \ Free at First

National.

And for a dollar a 
month,our new 
Golden Years 
Account.

Till®' "

■

;; ■ - 

O  First National Bank

N ew spaper ad run by First N a t'l, M ob ile , A la ., 
encourages senior citizens to  sign up fo r  d irect 
deposit o f social security checks so they can 
q u a lify  fo r  Golden Years Account package 
p lan .

including newspaper ads, which were 
published at the time of month (for 
two months) when social security 
checks were due to arrive in recipients’ 
mailboxes; brochures describing the 
promotion that were handed to custom
ers by tellers; lobby displays; and a 
direct mail brochure and letter that was 
sent to each individual 60 years and 
over living in Mobile County. The lat
ter was judged most effective by Mr. 
Andrews.

The bank chose the package concept 
Golden Years Account because it was 
relatively easy to introduce, since it 
was based on the bank’s existing First 
Bank Club package program. Experi
ence with the latter package had estab
lished the fact that free checking and 
accident insurance were the most popu
lar features of a package plan, thus 
they were incorporated as mainstays in 
the Golden Years Account plan.

First National considers its signup 
promotion to be a success due to the 
following:

• The assistant administrator of the 
Mobile Social Security office told the 
bank that 80% of the direct deposit 
forms the office has processed have 
come from First National—even though 
the county includes five other commer
cial banks and five S&Ls.

• The bank estimates that more than 
15% of its customers age 60 and over 
have signed up for the direct deposit 
program. A somewhat smaller number 
also has signed up for Golden Years 
Accounts. * *
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Just send us your 
Computer Tape 
and our computer 
will print your
TIM E  
HVYMENT 
B O O K S

S aves y o u  t im e .
N o  o r d e r  fo rm  to  
fill o u t.
Kansas Bank N o te  has ju s t p u rch a se d  
a s o p h is tic a te d  n e w  c o m p u te r  th a t 
can read th e  loan  in fo rm a tio n  fro m  
your c o m p u te r  ta p e  and  p r in t o u t 
tim e  p a y m e n t b o o k s  fo r y o u r  
c u s to m e r a t re c o rd  speed. It's  o n e  o f  
th e  fe w  c o m p u te rs  in the  c o u n try  
w ith  th e  ca p a b ility  to  p ro d u c e  fu lly  
p e rs o n a lize d  boo ks , in c lu d in g  full fie ld  
M IC R  e n c o d in g .

I f  y o u  d o  no t have a c o m p u te r  ta p e  
available, o u r  c o m p u te r  w ill still d o  
the  c o m p u tin g  fo r  y o u  and  save y o u  
and  y o u r  s ta ff  h ou rs  o f  tim e.

The t im e  p a y m e n t b o o k  is a q u a lity  
p ie ce  to o . I t ’s p e rs o n a lize d  w ith  the  
b o rro w e r ’s nam e, the  bank nam e and  
c ity , the  p a y m e n t n u m b e r, p a y m e n t 
a m o u n t, a c c o u n t nu m b e r, te rm  o f  
loan, n e t and  g ro ss  p a ym e n ts  and 
da tes, the  to ta l o w e d  b e fo re  and  a fte r 
each p a ym e n t, and on  e ve ry  
D e c e m b e r c o u p o n  w e  s h o w  the  
in te re s t pa id  fo r th e  ye a r fo r  y o u r  
c u s to m e r ’s tax  p u rposes . By using 
c o m p u te r  c o n tro l fo r M IC R  e n c o d in g  
w e  can e ve n  e n c o d e  a m o u n ts  in

M ICR, in c lu d in g  b a llo o n  p a ym e n ts  
w h e n  d es ired . W e ’ll sh ip  to  y o u  o r 
y o u r  c u s to m e r as d ire c te d .

Save tim e . Call o r  w r ite  fo r  m o re  
in fo rm a tio n  o n  o u r n e w  c o m p u te r  
ta p e  se rv ice  o r ask fo r th e  c o m p le te  
b ro ch u re  on  o u r loan  p a y m e n t 
p ro g ra m . N

K A N SA S BANK NOTE CO M PA N Y
FIFTH S. JEFFERSON STREETS ■ FREDONIA, KANSAS 66736 • 316-378-2146

HU* JO«»
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Goblets Go Over Big in Baton Rouge; 

Bring $ 6 .5  M illion to Fidelity N at I

T )  ESID EN TS of Baton Rouge, La., 
Ai- are big on silver—especially silver 
goblets. They were willing to part with 
$6.5 million in the form of savings de
posits to collect many goblets. And they 
brought all that money to Fidelity Na
tional.

Everyone seemed pleased with the 
offer (except the bank’s competitors) 
which was made shortly before Christ
mas. According to Roddy Byrne, who 
supervised the promotion for the bank, 
the silver goblets (made by Salem 
China Co.) were ‘'of excellent quality 
and their acceptance by customers was 
outstanding.”

He said the bank was “very happy 
with the cross-section of our customer 
base that was reached by the program.”

To get the promotion off to a good 
start, the bank offered customers de
positing $25 or more into an existing 
or new savings account one free cham
pagne/ sherbet goblet. For each ad
ditional $25 deposit, they were entitled 
to purchase one of four different goblets

—water, cordial, wine or champagne/ 
sherbet at prices ranging from $3.50 to 
$4.75.

Why did Fidelity National offer 
goblets?

According to Ralph H. Sims, vice 
president, the bank’s management felt 
the bank was not getting its share of 
the small but steady savings account de
posits that were available in its trade 
area.

Mr. Sims said it was felt that to make 
a dramatic impact on the marketplace 
the bank would have to offer a high 
quality premium that would attract the 
public. He said the South has always 
been a good area for silver promotions, 
so the bank decided that the silver 
goblets would provide the best way to 
increase savings deposits.

Objectives of the promotion that had 
to be satisfied by the goblets included 
the following: appeal to the entire 
customer base, a promotion that lasted 
long enough to encourage repeat de
posits and a premium that was suffi

N ew spaper ad in tro d u c tin g  s ilver goblets 
prom ised " a  free  s ta rt on a s ilver C hris tm a s."

ciently low in price to both appeal to a 
large number of customers and to repre
sent excellent quality. The bank also 
wanted to run a self-liquidating pre
mium promotion.

The bank’s initial advertisement pre
sented customers with an opportunity 
for “a free start on a silver Christmas.” 
The ad pictured and described the gob
lets and told readers how they could 
begin and complete as many sets as 
they wished as long as they kept making 
qualifying deposits.

Almost a year after the promotion was 
over, 83% of the accounts opened 
during the promotion remained active. 
Most showed considerable increases in 
deposits over the inital research period, 
Mr. Simms said. * *

The Turkey Speaks:

Bird's-Eye Holiday View 
Is Essay Contest Theme

Heritage Bank, Crest Hill, 111., con
ducted its annual Thanksgiving essay 
contest, wherein school children write 
about the holiday. This year’s topic was 
“Thanksgiving—The Turkey Speaks,” 
an accounting of the event through the 
bird’s own eye.

Seventeen children from local gram
mar schools received certificates for 
turkeys as prizes in the contest. Three 
of the birds were awarded in each 
category—third and fourth grades, fifth 
and sixth grades and seventh and 
eighth grades—for each school, based 
on participation.

Judge for the contest was Timothy 
Klotz of the bank’s loan department.

NOW YO U  MAY 
NEVER HAVE TO BUY 

T-BILLS AGAIN . . .
TRUST FOR SHORT-TERM 

U.S. GOVERNMENT SECURITIES

Companion to Money Market Management, Inc.

'  Invested exclusively in U.S. Government Securities 
maturing in one year or less.

* Provides the yields of various government issues 
with different maturity dates.

’  No minimum holding period.

* Stability of principal —  constant net asset value $1.

'  Portfolio priced at amortized cost.

* Provides first day's interest; dividends 365 days a year.

* Telephone transfer of monies.

* No charges to buy. No charges to sell.

Minimum investment: $1,000,000 
—  90-day accumulation period.
All expenses waived until April 1, 1976.

For more complete information on TRUST FOR SHORT-TERM 
U.S. GOVERNMENT SECURITIES management fees and 
expenses, call our Bank Service Desk. Ask for our literature and 
prospectus. Be sure to read before you invest. Call toll free: 
800-245-2423.
FEDERATED SECURITIES CORP.
D istributor
Dept. ST-4 421 Seventh Avenue, Pittsburgh, PA 15219
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Counterfeit M oney O ffered by Bank 

Is Part of Its Bicentennial Celebration
HE A FFILIA TE BANKS of First 
Midwest Bancorp., Inc., St. Joseph, 

Mo.—First National, First Stock Yards 
Bank, and First Trust Bank, all in St. 
Joseph, and Home Bank, Savannah— 
are offering “counterfeit” coins as part 
of their bicentennial celebration.

No, the Treasury Department isn’t 
after them; the coins are replicas of 
early American currency. A different 
one is offered each month (there are 
12 coins in the set) to customers making 
a $25 deposit, while a Junior Savers 
program has been developed so chil
dren age 12 or younger can obtain them 
for 25 cents and any size deposit.

Also available as part of the replica 
coin program is a vinyl collectors’ case 
in which the coins are stored and can 
be examined from both sides. Its in
terior contains a brief history of each 
coin. Again, the case is free with a $25 
deposit or the youngsters can obtain 
one for $1 and any deposit.

For added continuity, a full-color 
wall calendar, featuring the coin of the 
month, was distributed. The calendar 
not only details the history of each coin, 
but points out the coin case’s availa
bility.

Different monthly newspaper ads,

Roger A . H eg a rty  (c.), pres.. First N o t'l, St. 
Joseph, M o., presents set o f 12 e a rly  Am erican 
coin replicas to  Don Ransom (r.), p rin c ip a l. 
H all School, St. Joseph, w h ile  Earl A u x ie r o f 
St. Joseph School Dist. A u d io /V is u a l Dept, 
holds film , " I t 's  O n ly  M o n e y ,"  w h ich  w as do 
nated by b ank 's  a ffilia te  HC, First M id w est 
Bancorp., St. Joseph. Coins are p a rt o f HC 
banks ' b icen tenn ia l p ro m o tio n ; d iffe re n t one 
can be ob ta ined  each m onth a fte r  customer 
makes m in im um  deposit. Coin case also is 
a va ila b le . Coins w ere  dona ted  to  each school 
in d is tric t and  are  fe a tu re d  in film , w hich 
traces h is to ry  o f m oney.

displaying the illustrations and historical 
accounts of the calendar, are used in 
conjunction with 30-second TV spots 
run during family-oriented programs 
in the area.

In-bank displays were prepared, 
showing the entire set of coins and in
corporating the illustrations from the 
wall calendar. The calendar illustra
tions in the displays change monthly. 
Bank customers also receive statement 
stuffers outlining the program and illus
trating several of the coins.

A 15-minute full-color animated film 
called “It’s Only Money” was donated 
to the St. Joseph School District and is 
loaned to a number of civic and private 
organizations by the HC. The movie 
traces the history of money from early 
time to the present and features several 
of the coins in the First Midwest collec
tion. EFT S is another of the film’s 
topics.

In addition, each of the 35 schools 
in the district were given complete 
sets of the coins in their cases, along 
with a supply of the calendars. • *

This is one o f 12 new spaper ads o f a ffilia te  
banks o f First M id w e s t Bancorp., St. Joseph, 
M o., p ro m o tin g  rep lica  coin o ffe r, w he re b y  
custom er can o b ta in  d iffe re n t e a rly  Am erican  
"c o in "  w ith  m in im um  deposit each m onth. 
Illu s tra tio n  a t to p  is fro m  p rom o tio n 's  ac
com panying  ca lendar, w hich  fe a tu re s  d iffe re n t 
coin and its h is to ry  each m onth. TV, in -bank 
p rom o tio ns  also a re  being used.

M I D -C O N T I N E N T  B A N K E R  f o r  M a r c h ,  1 9 7 6

Prestige 
Programs Pay
Specialists in
□ Credit Life Insurance
□ Credit Disability Insurance
□ Personalized Claim Service
□ Sales Training by 
Experienced Personnel

More Money in 
Your Pocket

1300 North Meacham Road 
Schaumburg Illino is 60172

IR1IFE CREDIT LIFE Insurance Company
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An Unqualified Success':

Your M oney s W orth Goes Over Big 
W ith  Customers of Citizens &  Southern
A S ALES promotion aimed at building 

core deposits at Citizens & South
ern National of Georgia has been termed 
an unqualified success by bank officials.

The ongoing program is system-wide 
and is called “Your Money’s Worth.” 
The program consists of four “dis
counts” on basic banking services, all 
offered to any customer with a C&S 
personal checking account.

The components of the program are 
a 10% discount on the cost of new in
stallment loans established on an auto
matic payment transfer basis and matur
ing in 36 months or less; $5 off the first 
year’s rental of any available safe de
posit box; $5 added to a newly opened 
or converted automatic transfer savings 
account; and unlimited travelers checks 
at no bank fee.

The cost for these “discounts” is the 
normal checking account service charge.

Major emphasis is placed on benefits 
for existing customers, so that every 
person entering the bank can be ap
proached with a selling effort.

What the bank wanted to do was 
cross-sell installment loans, automatic 
transfer savings accounts and safe de
posit boxes to present and future check
ing account customers through a pro
gram offering tangible benefits to 
checking customers and strong incentive 
to non-checking customers to open 
checking accounts.

Other objectives were to build to
ward the E FT S world by encouraging 
automatic debits and transfers and to 
provide an aggressive competitive sales 
approach for employees to use.

Initial goals were to increase by 10% 
the number of checking accounts 
opened and decrease the number closed 
by 5%.

The program was publicized by a 
statewide campaign in the mass media 
—TV, radio, newspaper and outdoor 
billboards. In addition, letters were 
mailed to every existing checking ac
count customer to inform them of the 
new program and to make certain they 
understood that the benefits would not 
be exclusively for new customers.

A determined effort was made to 
keep the initial advertising simple and 
uncluttered so the consumer would not 
be unsure as to what the program was 
all about or confuse it with a package 
plan.

Intense competition sprang up among

the bank’s various offices when contests 
were begun to see which staff members 
could bring in the most new business. 
Branches were festooned with large 
banners and employees were given tee- 
shirts inscribed with “Get Your Money’s 
Worth at C&S” that were worn on spe
cial days. On these days, impromptu 
parties were held for customers in bank 
lobbies and employees offered drive-in 
customers free windshield washes in

M ONEY ORDERS—the fifth-most- 
popular banking service—also can 

be the least profitable. Why? Because 
of bookkeeping overhead, costs of forms 
and storage space, losses in stolen and 
raised money orders. In addition, sell
ing and filling out the forms take a lot 
of bank tellers’ time and cause irrita
tion on the part of other customers 
waiting in lines behind the money or
der purchasers.

However, American Express Co. has 
come up with what it calls the Financial 
Institution Money Order (FIM O ), 
which is designed to lift the process
ing, handling, reconciling, proofing, 
encoding, filing and storage chores from 
banks that offer these money orders. 
American Express also handles the trac
ing of fraudulent encashment and raised 
amounts of the FIMOs.

When using FIMOs, banks merely 
have to imprint the amount on the mon
ey order, record the transaction and 
collect the money and fee. According 
to American Express, the entire trans
action takes less than a minute. Banks 
offering FIMOs send weekly reports on 
their sales to American Express.

When a FIMO is lost, the teller at the 
issuing bank simply gives the customer 
a special form to fill out and mail to 
American Express. In turn, American 
Express sends the refund or a second 
money order directly to the customer.

First National in St. Louis had just 
announced adoption of a FIMO pro
gram, and, earlier, Grand Avenue Bank, 
Kansas City, Fourth National, Wichita, 
and Southwestern Bank, Stafford, Tex.,

order to cross sell bank services.
After seven months of the program, 

the monthly average of new checking 
accounts opened had increased from 
4,900 to 7,500—up 53%. The number 
of accounts closed decreased from a 
monthly average of 7,100 to 6,300; in
stallment loans increased more than 
40%. Dollar volume in the loans in
creased 43% and loans on automatic 
debit jumped from 14% to 49%. A 93% 
increase was posted for savings ac
counts with automatic transfer, and safe 
deposit rentals increased 5%.

The program received national recog
nition from the Consumer Bankers As
sociation, which judged it to be an “ex
cellent example of consumer-oriented 
advertising presenting a good bank 
image." * *

began offering FIMOs.
Banks subscribing to the FIMO pro

gram can set their own fees. As David 
M. Culver, vice president, First Na
tional, St. Louis, pointed out, banks can 
sell a great many FIMOs because each 
such sale takes little more time than 
the average deposit transaction, and 
this means nice profits on every FIMO 
handled.

“With face values up to $1,000,” con
tinued Mr. Culver, “American Express 
money orders can be used in place of 
many cashier’s checks. Some banks con
vert as much as 90% of their checks 
to FIMO, benefiting from reduced ex
posure, savings on teller time and over
head and the immediate profits ob
tained from fee income.

“Studies also have shown that banks 
using FIMO continue to have a float 
equal to, or better than, the float pro
duced by their original money order 
systems. A seven-day float is average.”

Mr. Culver pointed out that banks 
using FIMOs won’t lose their money 
order identity because each bank’s 
name is imprinted on its money orders 
for local identification. He added that 
with the worldwide acceptibility pro
vided by American Express, which he 
described as “the world’s best-known 
financial service institution,” bank cus
tomers have double  assurance that their 
money orders will be accepted any
where—at home or abroad.

Southwestern Bank of Stafford, Tex., 
said that, although the bank has been 
on the program only a short time, it 
already has helped its operation in cost
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and convenience. The bank added that 
its own money orders are being phased 
out, and customers are readily accept
ing the change.

Another FIMO bank—American Na
tional, St. Paul—reported that, during 
the past few months, it has derived a 
sizeable increase in income from the 
new program in comparison with its 
own program, which has been elimi
nated. The St. Paul bank also found 
that using the FIMOs has reduced con
siderably the amount of time spent in 
the operations and accounting areas.

The FIMO program is a complete 
marketing package, including many 
promotional and advertising materials: 
mail and rack literature, newspaper ads, 
radio commercials, counter cards and 
decals. Some of this material can be 
personalized with a bank’s name. All 
are furnished free. * *

■ C. R. ANTHONY, chairman, Citizens 
National, Oklahoma City, has retired. 
He remains on the board as honorary 
chairman and is succeeded by Myron 
W. Horton, who retains the title of 
CEO. Jack R. Foster has been elected 
president. John C. Booth has been 
named assistant trust officer, replacing 
Lynn Adams, vice president and trust 
officer, who has retired but remains a 
director.

'What makes the> 
Taft Hotel 
the best 
for business 
and pleasure?

Its Location. Right at your
doorstep are theatres, restaurants, shops, 
transportation. Rockefeller Center, Radio 
City Music Hall, Central Park and Lincoln 
Center are within minutes of your room.
And what accommodations! 2 ,000  magnifi
cent air conditioned rooms and suites. The 
Taft ,  home of the Cattleman West and 
Enrico & Paglieri restaurants. Singles from 
$ 2 0 .0 0 .  Doubles from $ 2 5 .0 0 .  Special 
family rates. Parking available. It all makes 
New York a nice place to visit. Anytime.

T O L L  F R E E  TELEPH O N E 800-223-9844
For reservations o r in fo rm ation , call your trave l agent o r Hotel Taft,
7 th  Avenue and 50th Street, New  York 10019 Phone (212) 247-4000

v ______________________________________________________ y

I N  E H i m O

. . . t h e  B I S I  f U l l i  fu r  

lu x u r y  a c c m m d a t m

30 FLOORS OF DRAM ATIC SU ITES 
& M ASTER BEDROOMS
Spacious suite with its own all
electric kitchen/bar, theatrical 
vanity, carpeted mosaic bath. Some 
suites with Bidet and Grand Piano. 
Complimentary continental breakfast 
served in your suite.
1 3 0 0  N . A S T O R  ST. 
C H IC A G O , IL L .  6 0 6 1 0  
William C. Wolf, General Manager 
( 3 1 2 )  943-1111

W h ere  you dine in  elegance  

at AAn}y\S de PARIS

STOR
T O W E R  \  
H O T E L S

Card/Guard Laminator Is Compact; 
Makes Pocket-Sized Reminders
L OOKING for a way to provide a ser

vice for your bank’s customers and 
supply them with a reminder about 
your institution they will see many 
times yearly? Many institutions are 
using the Card / Guard laminator, mar
keted by Jackson-Hirsh, Inc., Deerfield, 
111.

What the telephone-size machine 
does is seal a drivers license, luggage 
tag or other pocket-size card within a 
protective “pouch” of clear polyester.

H. C. Gunner, senior vice president, 
State National, Evanston, 111., reports 
his bank has been using the device for 
three years. The machine serves to lam
inate employee identification cards, 
“preferred” customer ID cards (for 
consumer loan department purposes) 
and for laminating special ID cards in 
the personal banking area.

McHenry (111.) State originally be
gan using the Card/Guard laminator 
about 2/2 years ago for laminating ID 
cards at the McHenry Trade Fair. That 
bank has continued using the machine 
as a free service to customers, laminat
ing their bank ID cards, which contain

This is the C a rd /G u a rd  la m in a to r, m arketed  
b y  Jackson-H irsh, Inc., D eerfie ld, III. In use 
in over 300 banks, S&Ls across the n a tion , 
machine w e ighs six pounds, w arm s up in 
tw o  m inutes and takes 17 seconds to  seal 
w a lle t-s ize  card in tra n sp a re n t "p o u c h "  o f 
polyester.

the consumer’s name, signature and 
checking account number. Other uses 
for the machine have been a free lami
nating service for driver’s licenses and 
social security cards. A bank official 
also reports that children come in to 
laminate their school bus passes, a pro-
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cess that keeps the paper cards in good 
condition throughout the year.

James F. Herber, senior vice presi
dent, First National, Lake Forest, 111., 
has reported a great amount of success 
with the laminator during the past two 
years. Customers of that bank who pur
chase travelers checks receive a free 
luggage tag with the customer’s name 
on one side and the first National logo 
on the other. Last spring, Mr. Herber 
said, a number of students from a local 
school were issued 100 tags prior to a 
trip abroad.

Paradise Tours, Inc., a subsidiary of 
First National, Mt. Prospect, 111., is lo
cated in a low visibility area—an iso
lated arm of the shopping center in 
which the bank is located. The travel 
subsidiary had little walk-in traffic and 
needed to broadcast its message. A so
lution was found in the form of the 
local Welcome Wagon. Four-color lug
gage tag inserts were prepared with 
the firm’s logo on the back. An ac
companying Welcome Wagon card in
vited the newcomer to stop in for two 
free luggage tags.

Audrey Raasch, the firm’s vice presi
dent, reports that daily traffic has been 
established since using the Welcome 
Wagon and newcomers now are being 
reached before they’re able to establish

connections elsewhere. Furthermore, 
the travel subsidiary uses the returned 
cards for a mailing list for tour an
nouncements and travel specials.

Jack Holloway, marketing director, 
DeKalb (111.) Bank, took the Card/ 
Guard laminator to an auto show as 
part of a marketing plan for a new type 
of auto loan. Two people in the bank’s 
booth spent the entire time at the show 
laminating Illinois driver’s licenses, 
while another pair spoke to prospects 
about auto loans. When the laminating 
process was completed, the license was 
slipped into a brochure explaining the 
bank’s new loan and then was handed 
to its owner. * *

Uneasy Rider:

Restored High-Wheel Bike 
Is Bank's Ad Symbol

Motorists in Tulsa must have been 
surprised recently to see a mustachioed, 
Gay-Nineties-style “gent” riding a high
wheeled bicycle through traffic. It 
wasn’t a mirage, but part of an ad cam
paign by City Bank.

A capped and costumed Bill Cas
well guided the 1885 Overman Victor 
light roadster—as the bike is called— 
through Tulsa to call attention to City

This is 1885 h ig h -w h e e le r b icycle cu rren tly  in 
use as fo ca l p o in t fo r  b illb o a rd , new spaper and 
TV ads fo r  C ity Bank, Tulsa. Theme o f cam 
p a ign  stressing fr ie n d ly , persona lized  service is 
"W e  Take th e  T im e."

Bank’s “We Take the Time” ad pro
motion, which stresses friendly and 
personalized service.

The two-wheeler, which places its 
rider’s head eight feet above the pave
ment, is seen in the bank’s billboard, 
newspaper and TV advertising.

Mr. Caswell is with the Brothers Co., 
ad firm for City Bank. He found the 
high wheeler as a broken-down $85 
relic in a Dallas junk shop. After 
months of restoration work and search
ing for hard-to-find parts, he had the 
ancient bicycle in like-new condition.

What’s it like to ride the contrap
tion? Mr. Caswell says the front wheel 
covers 15 feet of ground for each revo
lution, adding, “The semblance of a 
braking mechanism on it is puny—you 
stop by backpedaling—and on steep 
grades, the bike is capable of blistering 
speed and corresponding hurt.”

Historic Architecture:

Bank Staffer's Drawings 
Are Popular Premiums

Roger Morris is an assistant cashier 
at Peoples Bank, Marion, Ky., who has 
been an artist for many of his 28 years.

His work is good enough to hang in 
the Sloan-Kettering Medical Institute 
at New York’s Cornell University and 
at First National, Minneapolis—not to 
mention a Christmas card he designed 
in 1968 that was distributed through
out the U. S. and Europe. Therefore, 
Peoples Bank officials thought a set of 
his prints might make a good premium.

As part of its bicentennial celebra
tion, the bank has offered prints of 
four of Mr. Morris’ pen-and-ink draw
ings of historic architecture from the 
Marion area. Customers making de
posits of $100 receive the set, while 
prints also are available for $10 per set.

In  K a n s a s  C ity  
Y o u ’re  in the  c e n te r  

o f  e v e ry th in g  
w h e n  you  s ta y  S h e ra to n

A True Experience In 
Hospitality, Accessibility & Economy

Prom -Sheraton Motor Inn
SIXTH AND MAIN STREETS •  KANSAS CITY. MO. 64106 
SHERATON HOTELS AND MOTOR INNS •  WORLDWIDE

TOLL FREE 800 325-3535
(Missouri Only 800 392-3500)
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LBA Junior Bankers 
Rendezvous in Baton Rouge 
For Annual Convention

BATON ROUGE—The Louisiana 
Bankers Association Junior Bankers 
convention-study conference will be 
held March 18-20 at the Bellemont 
Motor Hotel. Registration for the event 
will take place from 4 to 6 p.m. March 
18 and will resume at 8 :30 the next 
morning.

Featured guest speakers during the 
three-day conference-convention will 
be Jack R. Crigger, executive vice presi
dent—national correspondent division, 
American National, Chattanooga. His 
topic will be “An Ocean of ‘Cs.’ ” Cov
ering aspects of interviewing a loan 
applicant will be T. Joseph Semrod, 
president, Liberty National, Oklahoma 
City, while Frank K. Spinner, senior 
vice president-bond department, First 
National in St. Louis, will speak on 
investment portfolio management.

Other topics to be covered during

the events include “Behavioral Curren
cy in a Stroke Economy,” “Kidnapping, 
Executive Style,” “National Accounts— 
Care and Feeding” and agricultural 
lending.

After dinner on March 19, a “River- 
boat Gambling Party” will be held, be
ginning at 7 :30, while a highlight of 
the evening of March 20 will be the 
presidents’ banquet. The 7:30 banquet 
will be preceded by a social hour.

Officers of the LBA Junior Bankers 
are: Ray H. McElveen Jr., vice presi
dent and commercial loan officer, First 
Guaranty Bank, Amite—president; Jerry 
A. Fielder, vice president and trust of
ficer, Louisiana Bank, Shreveport—vice 
president; Harold E. Edwards, assistant

cashier, National Bank of Bossier City— 
treasurer; and Donald L. Bordelon, vice 
president, Guaranty Bank, Alexandria— 
secretary.

For Community Bankers:

HowTo Introduce Service 
Is Topic of BMA Kit

The Bank Marketing Association, 
Chicago, has released a new kit for 
community bankers, “How To Intro
duce a New Service.”

Authored by Louis R. F. Preysz III, 
marketing and personnel officer, Se
curity First National, Sheboygan, Wis., 
the kit spells out, in a step-by-step ap
proach, the best techniques for getting 
a new service introduction “off the 
ground.”

A 24-page illustrated workbook is 
the package’s major component. The 
workbook covers such topics as setting 
a workable budget, selecting the most 
effective media and preparing the 
bank’s staff for the introduction.

Also included are a suggested time
table for the introduction and a plan
ning worksheet. Case studies of suc
cessful service introductions are fea
tured in the workbook’s latter pages, 
along with reprints from books and 
publications on the subject.

A bibliography of books, films and 
cassette tapes is included.

Initial copies of the BMA’s “How To 
Introduce a New Service” kit are avail
able free to BMA members only. Addi
tional kits may be purchased by mem
bers for $10 each. For more informa
tion, write: Community Bank Division, 
Bank Marketing Association Head
quarters, 309 West Washington Street, 
Chicago, IL  60606.

Dual Control
(Continued from  page 26)

(vault cash).
The total exposure of the amount of 

cash within the bank should be held to 
a practical limit. This minimum will 
vary with the size of the bank, accord
ing to its deposits, the needs of its 
customers and other variables particular 
to the bank itself.

Although burglary and internal theft 
involve indirect exposure of the total 
cash on hand in the bank, holdup risks 
usually are limited by the amount of 
direct exposure. Therefore, maintain 
minimum levels of cash in the tellers’ 
cages and minimum direct monetary 
exposure, but be able to accommodate 
the needs of customers at a particular 
level. • *

What’s new 
in leasing?
Latest brochure 
gives up-to-date 
information

As a businessman, you’re interested in 
making your capital work its hardest for 
you. Now, LeaseAmerica in its latest 18- 
page brochure, tells you in a simple, straight 
forward way how to free up working capi
tal for reinvestment in your business. 
You’ll also learn about the great flexibility 
which may be built-in to a lease agree
ment which is tailor-made to your indi
vidual needs. Write today for your free 
copy. There’s no obligation, of course.

LEASEAMERICA ¿ A

John Cornwall
Marketing Director 
H om e Office
LeaseA m erica Corporation  
2 0 0  American Building 
C edar Rapids, Iowa 5 2 4 0 1  
3 1 9 /3 6 6 - 5 3 3 1
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W R I T T E N
L O A N
P O L I C Y
Every Bank Should 
Have One!

The Bank Board 
And Loan Policy'

Provides the Information 
Needed to Formulate 
a Written Loan Policy 
or Update an Existing One!
A must fo r  banks, th is  28-page m anua l 
te lls w h y  a ll banks should have w ritte n  
loan  policies and h o w  they can fo rm u 
la te  o r u p d a te  such policies to  serve as 
guides fo r  lend ing  officers and to  help 
p rotect the bank fro m  m aking  costly 
com m itm ents.

The m anua l presents the loan policies 
o f tw o  w e ll-m a n ag e d  banks and con
ta ins a ra tin g  fo rm u la  fo r  secured and 
unsecured loans, co nd itio n a l sales con
tracts, a ll m ortgages, governm ent and 
m unicipa l bonds and g overnm ent agency 
securities.

Topics sp o tligh te d  include:

•  Condifional Sales Contracts
•  A ll M ortgages
•  Loans for Education
Also included are sections on who 
should have lending authority, lending 
procedures, loan lim its, credit depart
ment responsibilities and loan examiner 
responsibilities.
Can your bank afford to be without 
th is manual?
n an  (Missouri banks add
Price: $2.90 4'/2% tax)

ORDER TODAY!
(Sorry , no billed orders)

The BANK BOARD Letter
408 O live  St., Suite 505 

St. Louis, MO 63102

Written Loan Policies
(Continued from page 34)

cumbent on lending officers to establish 
a sound basis for their activities.

The primary motivation for high 
quality in our system must come from 
the bankers. Regulators can only en
courage and prod careful and reason
able credit extensions—they cannot 
make an actual credit judgment for a 
bank. Regulations can help focus at
tention on systems and procedures, but 
they cannot substitute for sound judg
ment on the part of a banker. My brief 
experience with bankers has demon
strated that these qualities vastly pre
dominate and that the nation can con
tinue to rely on the banking system to 
perform its essential function in a sound, 
efficient manner. It would help in this 
quest if we could all stop worrying 
about “confidence” and pay attention to 
what we do best. * *

Most U. S. Banks
(Continued from  page 35)

two banks have failed (Rank of Bloom
field, a $26-million-deposit bank in New 
Jersey, and Rank of Woodmoor, a $5- 
million-deposit bank in Colorado—the 
deposits of which were, in both cases, 
immediately assumed, with FD IC as
sistance, by other sound banks). These 
changes result in an FDIC problem 
bank list as of the date of the Wille 
letter of 359 FDIC-insured banks, cate
gorized as follows: 29 “serious problem 
—potential payoff”; 92 “serious prob
lem” and 238 “other problem.” All but 
two of these 359 banks are commercial 
banks. The two exceptions are very 
small mutual savings banks.

Although the above figures, said Mr. 
Wille, indicate an increase in each 
category since last June 30, the FD IC ’s 
current tabulation reflects, in the vast 
majority of cases, the results of exami
nations completed during the first 10 
months of 1975, when the recession’s 
impact on many bank borrowers was 
obvious, but the impact of a reviving 
economy was not. He believes this lag 
behind current economic developments 
probably will continue for the next few 
months, but the improving economy 
should thereafter be reflected in the 
evaluation of many bank credits.

He also pointed out that the major 
category of increase has been in the 
FD IC ’s least-severe problem-bank cate
gory and emphasized that no bank with 
$1 billion or more in deposits currently 
is included in either of the FD IC ’s 
serious-problem categories.

Chairman Wille outlined how the 
FDIC works with the Fed and the 
Comptroller to exchange information 
about banks that only one agency is 
examining regularly:

1. The FDIC regularly reviews com
pleted reports of examination for all 
national banks and all state member 
banks over $100 million in size, as well 
as reports of examination of all national 
and state member banks that the FD IC  
understands are receiving special super
vision from the Comptroller or the Fed.

2. In addition to reports of exami
nation of banks described in No. 1 
above, the FD IC currently reviews, at 
least once every three years, the most 
recent report of examination prepared 
by one of the other agencies on all 
other national and state member banks 
of less than $100 million in size.

3. If, on review in accordance with 
the FD IC ’s own criteria, the corporation 
believes a national bank or state mem
ber bank should be listed on the FDIC 
problem-bank list, an FDIC-prepared 
“problem-bank memorandum” summa
rizing the information available to it is 
transmitted to the Comptroller or the 
Fed, as the case may be.

4. The FDIC transmits quarterly to 
the other two agencies, respectively, 
listings of those national and state mem
ber banks that appear on the FD IC ’s 
problem-bank list.

5. On request, the FD IC supplies to 
the Comptroller its reports of exami
nation of state nonmember banks. These 
are, from time to time, needed by the 
other agencies for a more complete 
analysis of bank HC systems or other 
banking relationships that affect banks 
under their respective jurisdictions.

6. In addition, there are frequent 
contacts among the three agencies at all 
levels concerning developments in par
ticular cases, with the incidence of 
inter-agency discussion and exchange of 
information varying in direct proportion 
to the seriousness of the problem.

Mr. Wille closed his letter to Senator 
Proxmire by noting that 97/2% of all in
sured banks in the country are not con
sidered “problem banks” by the FDIC. 
He also stated his firm belief that “while 
a relatively small number of FDIC-in- 
sured banks obviously have problems, 
the overall health of the nation’s bank
ing system is sound and likely to im
prove considerably as the economy 
works its way out of our recent reces
sion.” • *

■ KAREN R. BOND has joined First 
National, Santa Fe, as a branch officer. 
Her responsibilities include staff train
ing and operations management func
tions. She formerly was a banker in 
Phoenix.
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HARPER BURNHAM

Miss. Young Bankers 
To Study State's Economy 
During Annual Convention

Mississippi Young Bankers will hold 
their annual study conference March 
10-11 at the University of Southern 
Mississippi, Hattiesburg, while their 
convention will take place March 12- 
13 in Biloxi. Convention headquarters 
will be the Hilton.

Joe H. Davis Sr., bank consultant 
from Memphis, will give the keynote 
address at the study conference, fol
lowed by a view of Mississippi’s econ
omy by Kenneth C. Wagner, director, 
Besearch and Development Center, 
Jackson.

Other key speech topics will be: 
loan policies, by Oscar C. Lindemann, 
chairman, Texas Bank, Dallas; “A 
Bank’s Responsibility,” with Horace 
Dunagan Jr., president, First State, Ca- 
ruthersville, Mo.; and “Protections of 
the Banker and His Family,” presented 
by Roy K. Moore, vice president and 
director of security, Deposit Guaranty 
National, Jackson, Miss.

The study conference’s social high
lights will be a cocktail party and din
ner at the Hattiesburg Country Club, 
March 10 and a ladies’ brunch and 
round-robin tennis match March 11. 
The conference will be concluded with 
a “Colonial Cookout and Hoedown” 
March 11, with entertainment by the 
Howlers country-music group and by 
impressionist Kurt Kilpatrick.

The first business session of the 
Young Bankers’ convention in Biloxi 
March 12 will spotlight Gerald S. 
Touger’s look at “Practical Auditing for 
the Community Bank.” Mr. Touger is 
vice president and general auditor, Cen
tral Bankshares of the South, Inc., Bir
mingham. He will be followed by 
J. Milton Wood of the IBM Corp. fi
nance industry marketing division, 
Princeton, N. J., who will discuss “Re
tail Banking-EFTS Environment.”

Registration will begin at the Biloxi 
Hilton at 1 p.m. A 6:30 “Biloxi Tea 
Party” will kick off the evening’s fare, 
followed by the “Seafood Massacre,” 
with after-dinner dancing to the music

ALFORD HUGHES

of the Krazy Kats. The buffet-style din
ner is set for 7:30.

March 13, the convention’s final day, 
will be filled with a variety of business 
sessions and meetings, while a number 
of diversions are scheduled. “Betsy’s 
Brunch and Craft Show” will begin at 
9 :30 and will include a brunch and a 
display of hand-made products by the 
Gulf Coast Crafts Guild. Tennis and 
golf will be offered throughout the 
day, and will be topped off by a 6:30 
cocktail party and a 7:30 banquet fea-

turing the Four Freshmen singing 
group. After dinner, there will be danc
ing to the Krazy Kats’ music.

Young Bankers’ officers are: Bobby 
Harper, executive vice president, Na
tional Bank of Commerce of Mississip
pi, Columbus—president; Cecil R. 
Burnham, executive vice president, 
Truckers Exchange Bank, Crystal 
Springs—vice president; Glynn Hughes, 
president, South Central Bank, Monti- 
cello—treasurer; and James L. Alford 
Jr., vice president, First National, Jack- 
son—secretary.

St. Louis Union Tr. Elects D ir.

ST. LOUIS—Robert Hyland, regional 
vice president, CBS Radio, has been 
elected a director of St. Louis Union 
Trust.

Mr. Hyland began his broadcast 
career in 1941 and joined KMOX Radio 
here in 1951 as national sales manager. 
He advanced to his present position 
in 1973.

This is no 
ordinary 
bank directory.

$ 3 0

$ 4 0

standing
order

single
issue

AMERICAN
Bank Directory

6364 Warren Drive 
Norcross, Ga. 30071 

(404) 448-1011

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.

BPlus shipping and handling
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Haizlip, Sims, Whitsitt, Kehoe 
Named in Management Changes 
By First Tenn. Nat'l Corp.

MEMPHIS—First Tennessee Nation
al Corp. and its principal affiliate, First 
National, have announced a number of 
top-management changes.

Henry H. Haizlip Jr. and Joseph Sims 
were named vice chairmen of the HC, 
while Cullen Kehoe succeeds Mr. Haiz
lip as First Tennessee president. Mr. 
Kehoe remains as bank president.

Mr. Sims also was named vice chair
man at First National, as was John 
Whitsitt. Continuing as bank chairman 
is W. W. Mitchell, while Ronald Terry 
remains chairman and CEO at the HC.

Mr. Haizlip continues in general 
management activities and as chairman 
and managing trustee of First Mem
phis Realty Trust, an HC affiliate. He 
joined the bank 40 years ago and has 
experience in audit, commercial and 
mortgage lending and credit admin
istration.

Mr. Sims manages administration at 
the HC and has assumed additional re
sponsibility for investment and trust 
activities. He has a 21-year background 
in administration, operations and trust 
and had been First Tennessee’s admin
istrative vice president since 1973.

President of First National since 
1971, Mr. Kehoe joined the bank 21

Ronald Terry (2nd fro m  I.), ch. and  CEO, First 
T e n n e s s e e  N a t ' l  C o r p . ,  M e m p h is ,  a n d  
W, W. M itche ll (2nd fro m  r.), ch., First N a t'l, 
M em phis, p rin c ip a l HC a ffilia te , jo in s ta ff m em 
bers o f HC and bank fo r  pho to  fo llo w in g  
s ta ffe rs ' p rom otions. From I. a re  Cullen Kehoe, 
new  HC pres., w ho  rem ains as bank pres.; M r. 
Terry; John W h its itt, HC credit po licy  ch., 
nam ed b ank v . ch.; Joseph Sims (seated), new 
HC and b an k v. ch., continu ing  as HC a dm in is 
tra tio n  m gr.; M r. M itche ll; and  H enry H. H aiz lip  
Jr., new  First Tennessee v. ch.
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Board Room News
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years ago. He has served in the corpo
rate, international and retail depart
ments and currently manages the bank
ing groups serving commercial and re
tail customers throughout Tennessee.

Mr. Whitsitt continues as credit poli
cy committee chairman at the HC, a 
post he has held since 1973. He has 30 
years’ experience in the commercial 
loan, commodity and international areas 
of First Tennessee.

STRAUB DIERKS

Louis Straub To Retire; 
Dierks Named Successor

ST. LOUIS—Louis E. Straub Jr., vice 
president and member of First National’s 
regional banking team, will retire 
March 31. He will be succeeded in the 
Arkansas and Mississippi areas by David 
A. Dierks, assistant vice president.

Mr. Straub joined the bank in 1929 
and advanced to assistant cashier and 
was assigned to the correspondent di
vision—now regional banking—in 1954. 
He was elevated to vice president in 
1970.

Besides calling on banks in Arkansas 
and Mississippi, Mr. Dierks will con
tinue to have responsibility for markets 
including Kansas and Kansas City. He 
joined the bank in 1971, going there 
from Ralston Purina’s regional data 
processing office in Pittsburgh.

C a llahan  Heads N ew  D iv is ion

ST. LOUIS—Richard E. Callahan, 
banking officer in Mercantile Trust’s 
international banking department, has 
been appointed head of the newly estab
lished operations/customer relations di
vision of that department.

The division has been created to 
better serve international customers as 
the department grows and develops.

Mr. Callahan has been with the bank 
since 1964 and was named banking 
officer in 1970.

Fulgham, Mason Scheduled 
To Exchange Posts

DALLAS—First International Banc- 
shares, Inc., and its largest bank, First 
National, have announced the antici
pated exchange of management posts 
by J. Rawles Fulgham Jr. and Elvis L. 
Mason. The exchange is scheduled to 
become effective April 19.

Mr. Fulgham, who currently is pi’esi- 
dent, director and executive committee 
member at First National, will become 
vice chairman and executive committee 
member of the HC. Mr. Mason, First 
International’s vice chairman and execu
tive committee member, will become 
the bank’s president and CEO, director 
and executive committee member.

Each man will remain on their 
present boards and executive com
mittees after the proposed exchange. 
Mr. Fulgham has been First National’s 
president since 1973, while Mr. Mason 
has been the HC’s vice chairman since 
1974.

In his new position, Mr. Fulgham 
will be responsible for planning and 
coordination of the other 22 HC sub
sidiary banks in Texas, while Mr. 
Mason will function as First National’s 
CEO.

FULGHAM M ASON

Nick Poulos Leaves T ribune  
To Join 1st o f Chicago

CPIICAGO—Nick Poulos, financial 
columnist who formerly was financial 
editor of the Tribune, has been elected 
vice president in charge of press rela
tions at First National.

The newly created position is re
sponsible for domestic and international 
press relations activities of the bank 
and its parent HC, First Chicago Corp.

Mr. Poulos joined the Tribune in 
1952 and was named financial editor 
in 1969. He became a full-time financial 
columnist last year.
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A Special Message to our 
Correspondent Bank Friends 
from the Management of 
Deposit Guaranty National Bank

Deposit Guaranty's M anagement 
Team: (left to right) Julian L. Clark, 
President & Chief Operating Officer: 
John P. Maloney, President, Deposit 
Guaranty C orp ; Charles R. Arrington, 
Chairman of the Executive Com
mittee: Robert C. Garraway. Vice 
Chairman - Financial; Ray R. 
McCullen, Vice Chairman - 
Administration and President, City 
Bank, Natchez; and J . H. Hines, 
Chairman of the Board and Chief 
Executive Officer.

In sp ite  o f th e  genera lly  d e 
pressed econom ic cond itions 
w h ich prevailed th ro ugho u t 
most of 1975, w e are pleased 
to  report that Deposit G uaranty 
National Bank established an 
exce llen t record of pe rfo r
mance fo r the  year and is 
presently in the  strongest 
financia l position o f its f ifty  
year history.

Total assets at year end 
reached a record high of over 
$891 m illion. Capital resources 
are in excess o f $69 m illion, 
g iv ing Deposit G uaranty one 
of th e  strongest capital posi
tions of any bank its size in 
the  United States. A  detailed

accounting of the  bank’s 
operating results fo r th is  past 
year w ill be set fo rth  in our 
1975 Annual Report to  be 
published early in March.

As always, th e  resources 
and m anpower o f Deposit 
G uaranty are available to  you 
fo r w hatever services we can 
perform  in your behalf. W hen
ever we can be o f help, please 
contact our C orrespondent 
Bank Departm ent.

DEPOSrr GUARANTY NATIONAL BANK
Main Office:
Jackson, Mississippi; Grow with us; Member F.D.I.C.;
Branch Banks: Greenville Bank, Greenville, LeFlore Bank,
Greenwood; Mechanics Bank, McComb; City Bank & Trust Co.,
Natchez; Farmers Exchange Bank.Centreville; MonticeMo Bank,
Monticello; Newhebron Bank, Newhebron, and offices in 
Clinton and Pearl.
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Lyon Leaves Chase Manhattan 
To Become Valley Bank Pres.; 
Bradley Continues as CEO

PHOENIX—Roger A. Lyon will join 
Valley National of Arizona April 1 as 
president and chief administrative of
ficer. Mr. Lyon, ABA treasurer, for
merly was executive vice president, 
Chase Manhattan, New York City, and 
head of its institutional banking di
vision.

In other action at VNB, Gilbert F. 
Bradley, who was president, CEO and 
chief administrative officer, has been 
named board chairman and CEO. James 
B. Mayer, formerly chairman, has been 
elected executive committee chairman 
and continues as a member of the 
bank’s board.

Mr. Lyon joined Chase in 1950 and 
worked in correspondent banking, in
vestments, lending and bank manage
ment before chairing an officer team 
that developed and implemented a re
organization of the bank’s total domes
tic banking operations. A former head 
of the ABA’s Correspondent Bank Di
vision, he is author of the text, “In
vestment Portfolio Management for the 
Commercial Bank,” and, for 12 years, 
lectured at regional and specialized 
banking schools.

Mr. Bradley, with VNB since 1937, 
became president in 1969. Mr. Mayer, 
a director since 1956, became chair
man in 1972 and CEO in 1973. Late 
in 1975, he relinquished the CEO post 
to Mr. Bradley.

Dom er, Beachly and B re identha l 
Get KCK Bank P rom otions

KANSAS CITY, KAN.—Security Na
tional has promoted R. R. Domer from 
executive vice president to assistant to 
the president; Ramey Beachly, from 
senior vice president to executive vice 
president; and R. J. Breidenthal Jr., 
from vice president to senior vice presi
dent.

In addition, Stanley Griffin, assistant 
vice president, has been transferred 
from electronic data processing to busi
ness and commercial loans, while Marie 
Delich has been named facility man- 
ager-SNB/West, and Pamala Grisnik 
has been promoted to facility manager- 
SNB/'Victory.

C om m ercia l N a t'l Nam es SVP

L IT T L E  ROCK—Commercial Na
tional has promoted Harold Hampton, 
installment loan department manager, 
to senior vice president.

He has been in banking 19 years, the 
last eight of which have been with 
Commercial National.
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BREIDENTHAL BEACHLY

HAMPTON ACKERMANN

G rieve, A ckerm ann A re N am ed  
In P rom otions a t Boatm en's

ST. LOUIS—Allen J. Grieve has been 
named assistant vice president and 
Albert J. Ackermann Jr. has been ele
vated to correspondent banking officer 
at Boatmen’s National.

Mr. Grieve joined the bank in 1971 
and formerly was an assistant cashier, 
while Mr. Ackermann has been with 
Boatmen’s since 1973.

Cyrus Ricketts, N ew  Exec. VP, 
Leads U nited M o. P rom otions

KANSAS C IT7—Cyrus E. Ricketts 
has been named executive vice presi
dent and corporate secretary at United 
Missouri Bank. He also serves as assist

ant secretary, United Missouri Banc- 
shares, Inc., the bank’s affiliate HC.

Promoted to vice presidents were 
David D. Miller, who also is trust coun
sel; Malcolm M. (Mick) Aslin, also 
pension trust officer; and Daniel F. Fox.

M o rin ie re  N am ed Senior VP 
A t 1st C ity N a t'l,  Houston

HOUSTON— John C. Moriniere, First 
City National’s London Branch general 
manager, has been elected senior vice 
president. He joined the bank in 1972 
and has been with the London Branch 
since last year.

Named vice presidents at First City 
National were J. V. Carr Jr., metropoli
tan department; Charles E. Dixon and 
George E. Grimes, real estate; Fred C. 
Hardy and John D. Parker, national; 
John B. Jones, international; and Steve 
Mallia, retail banking.

1st o f OC Nam es G off SVP;
Four O thers A re  Prom oted

OKLAHOMA CITY—Jerry L. Goff 
has been named senior vice president 
and trust officer at First National. He 
joined the bank in 1974 after seven years 
with First National, Norman, Okla.

Three men have been named vice 
presidents at First of Oklahoma City: 
Carl L. Shortt Jr., also named trust offi
cer; James A. Claborn; and Peter E. 
Houghton, also named trust officer.

James L. Bush, vice president, has 
been elected energy lending division 
head, succeeding Greg Ireton, who has 
joined First National, Colorado Springs, 
Colo.

Mr. Shortt joined First of Oklahoma 
City in 1969; Mr. Claborn, in 1974; 
Mr. Houghton went to the institution 
from Thomson, McKinnon, Auchincloss, 
Kohlmeyer, Inc., New York City; and 
Mr. Bush formerly was with both 
Sohio Petroleum Corp. and Apco Oil 
Corp.

N ine P rom otions A nnounced  
By M ercan tile  o f D allas

DALLAS—Mercantile National has 
announced the promotions of the fol
lowing assistant vice presidents to vice 
presidents: William H. Chronister, Ben 
B. McAndrew Jr., Jack R. Davis and 
George F. Jones Jr., commercial bank
ing division; Lonnie Diggs and J. G. 
Lindley, trust division; and Peter 
Bartholow, finance division.

In the corporate planning and mar
keting division, Peggy Richardson and 
Thomas Beaupre have been elevated 
to assistant vice presidents.
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Four Nominated to Board 
Of Harris Bankcorp

CHICAGO—Four men have been 
nominated to the board of Harris Bank
corp: Theodore H. Roberts, HC execu
tive vice president, secretary and trea
surer; Charles M. Bliss and Kent W. 
Duncan, both HC executive vice presi
dents; and O. C. Davis, president, Peo
ples Gas Co.

Remick McDowell, retired executive 
committee chairman, Peoples Gas, has 
retired from the Harris Bankcorp board.

Election of the new directors is 
scheduled for the annual stockholder 
meeting March 10, when an increase in 
the number of directors from 18 to 21 
will be considered.

Mr. Roberts joined Harris Bank, HC 
affiliate, in 1953; Mr. Bliss, in 1944; and 
Mr. Duncan, in 1936.

At Harris Bank, Rolland S. Carlson, 
vice president, has been named group 
executive in charge of metropolitan 
banking, succeeding George R. Slater, 
former senior vice president, who has 
joined Marine National Exchange Bank, 
Milwaukee, as president.

Succeeding Mr. Carlson as financial 
group division administrator at Harris 
Bank is James L. Roberts, vice presi
dent.

Trust department staffers Richard S. 
Stam and Robert Turpin have been pro
moted to vice presidents, while the fol
lowing have been named assistant vice 
presidents: Jon H. Laubscher, banking 
department; and Robert J. Fridell, Clif
ford M. Lind and Robert L. Newman, 
all of the trust department.

Bayard Friedman Is Ch.;
Jos. Grant Named Pres.
A t Fort Worth National

FO RT WORTH—Bayard H. Fried
man has been elected chairman and 
CEO at Fort Worth National, while 
Joseph M. Grant has been named presi
dent and a director. Mr. Friedman, the 
former president, succeeds Lewis H. 
Bond, who remains as chairman and 
CEO at the bank’s HC, Texas American 
Bancshares.

Mr. Friedman had been president 
of the bank since 1972. He served as 
mayor of Fort Worth from 1963 to 
1965 and had been a partner in the 
law firm that serves as Fort Worth Na
tional’s legal counsel. Mr. Friedman 
joined the bank as senior vice president 
in 1965 and was named executive vice 
president in 1971. He currently serves 
as vice chairman of the bank’s HC.

Mr. Grant’s banking career began 
with First National City Bank, New 
York City. He then served as senior

Tuohy Is V. Ch., B indner Pres.
A t A m erican  Fletcher Corp.

INDIANAPOLIS—J. Joseph Tuohy 
has been promoted to vice chairman of 
American Fletcher Corp. Succeeding 
him as president is Harry L. Bindner, 
formerly executive vice president.

Mr. Tuohy joined the affiliate bank, 
American Fletcher National, in 1961 
after serving as investment counselor 
with Scudder, Stevens & Clark, an in
vestment counseling firm. He advanced 
to bank president in 1970 and to vice 
chairman in 1972. Mr. Tuohy was 
named HC vice president at its 1968 
formation, ascending to the presidency 
in 1971.

Mr. Bindner, who is the bank’s presi
dent, joined Fidelity Bank, an AFNB 
predecessor, in 1936. He advanced 
through the ranks and was elected 
president in 1974. Mr. Bindner was 
named HC vice president in 1971 and 
was promoted to executive vice presi
dent last year.

Form er M cC le llan  A id e  Gets Post 
A t Union N a t'l o f L ittle  Rock

LI f I LE ROCK—Union National has 
announced the appointments of Paul C. 
Berry as vice president-public affairs 
and Mike Bowers as assistant vice presi
dent in the corporate division’s national 
accounts department. In addition, the 
bank has promoted Bill Staed from as
sistant vice president to vice president 
and Judith Brown Boyd to assistant 
vice president.

Mr. Berry formerly was special as
sistant to Senator John McClellan 
(D.,Ark.). He spent five years with the 
senator, directing the management op
eration of his Little Rock office and 
serving as the senator’s liaison with the 
Arkansas General Assembly and state 
and local agencies. Mr. Berry also 
worked with numerous communities 
and rural areas on public works projects.

Mr. Staed, with the bank since 1971, 
is in the commercial loan department. 
Mrs. Boyd joined Union National in 
1972 and has been associated primarily 
with the money market center. Among 
her duties as assistant investment officer 
has been the handling of correspondent 
banks’ investment requests. Mr. Bowers 
comes from Memphis, where he was 
with Union Planters Corp. and, before 
that, with First of Memphis’ inter
national finance department.
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GRANT BOND

STAED BERRY

vice president and economist at Texas 
Commerce Bank and its HC, Texas 
Commerce Bancshares, both of Hous
ton. Prior to joining Fort Worth Na
tional, Mr. Grant was president and 
chief operating officer at Capital Na
tional, Austin.

Mr. Bond had served as the bank’s 
president since 1959 and in a similar 
position at the HC since its formation 
as the old Fort Worth National Corp. 
in 1970. He joined Fort Worth National 
in 1952 as petroleum engineer.

N ew  Bank D irector Elected

FORT WORTH—Bill D. Serrault, 
division manager of Southwestern Bell 
here, who has been an advisory director 
of First National since 1961, has been

elevated to director.
The bank also announced that its 

capital stock has been increased to $20 
million, the additional amount being 
transferred from undivided profits.

BUSS

FRIEDMAN

DUNCAN

ROBERTS

M I D -C O N T I N E N T  B A N K E R  f o r  M a r c h ,  1 9 7 6

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



House A p p o in te d  C orr. M gr.
A t Texas Bank o f D a llas

DALLAS—Rex B. House Jr., vice 
president, has been named manager of 
correspondent banking and southwestern 
accounts at Texas Bank.

Mr. House has 28 years’ banking 
experience, 13 of which have been with 
Texas Bank’s correspondent department.

Darryl Francis Retires 
From St. Louis Fed; 
Monetarist Advocate

ST. LOUIS—Darryl R. Francis took 
special service retirement as president, 
Federal Reserve here, March 1 under 
provisions of the Fed’s retirement sys
tem. He had held the post since 1966.

Mr. Francis joined the St. Louis Fed 
in 1944 as agricultural economist and, 
in 1949, became vice president, Na
tional Bank of Commerce, Memphis. 
Later, he joined Boatmen’s National, 
St. Louis, also as vice president. Mr. 
Francis rejoined the St. Louis Fed in 
1953 as a vice president, became man
ager of the Memphis Branch in 1954 
and, in 1959, returned to St. Louis as 
first vice president.

Mr. Francis’ career also includes hav
ing been a research assistant with the 
department of agricultural economics at 
the University of Missouri-Columbia, 
from which he was graduated in 1936. 
In 1975, he received the university’s 
Distinguished Alumni Award.

During his career with the St. Louis 
Fed, Mr. Francis earned national fame 
as a strong advocate of the monetarist 
theory of economics, that is, that the 
money supply, which is controlled by 
the Federal Reserve System, is an im
portant determinant of economic growth 
and rate of inflation. Because he often 
opposed the Fed’s monetary policy, 
which he helped to formulate, and be
cause of viewpoints expressed by other 
St. Louis Fed economists, the bank here 
became known as a “maverick” in the 
FRS.

However, the St. Louis Fed’s ad
vocacy of the monetarist theory was,
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in part, responsible for the Federal Re
serve System modifying the method by 
which it sets policy goals to include 
targets for the rate of increase in the 
money supply in addition to targets for 
interest rates.

M itchelson Joins U nited M issouri
As Bank, HC Executive Vice Pres.

KANSAS CITY—G. Lynn Mitchel
son has joined United Missouri Banc- 
shares, Inc., and its lead bank, United 
Missouri Bank of Kansas City, as execu
tive vice president. He also has been 
elected to the HC’s board.

Mr. Mitchelson comes from Traders 
National here, where he was first execu
tive vice president and chief adminis
trative officer and a director. In his 
new posts, he has principal responsibili
ties in loan administration and manage
ment, working closely with the chair
man and vice chairman.

Mr. Mitchelson’s career has included 
nine years with First National of Kan
sas City, where he rose to senior vice 
president.

Risk Resigns a t In d ia n a  N a t'l;
B in fo rd  N am ed C ha irm an, CEO

INDIANAPOLIS—J. Fred Risk has 
resigned as chairman and CEO of Indi
ana National Corp. and its principal 
subsidiary, Indiana National. He had 
held those positions since 1971 and left 
“to devote more time to his outside 
business interests.”

Succeeding him is Thomas W. Bin- 
ford, HC and bank director. Mr. Bin- 
ford also is president, Heritage Man
agement, Inc., a management consulting 
firm, and is acting president of DePauw 
University, Greencastle, Ind.

Robert A. Efroymson, also an HC 
and bank director, has been named HC 
executive committee chairman. Mr. 
Efroymson has several business interests.

B radshaw , Brow n and Foster 
Are VPs a t 1st o f KC

KANSAS CITY—Trust officers Clark
C. Bradshaw, Jack G. Brown and 
Thomas A. Foster have been elected 
vice presidents at First National.

FOSTER BROWN BRADSHAW

Mr. Bradshaw joined the bank in 
1969 and has responsibilities in the pro
bate section, while Mr. Brown, who has 
been with First National since 1971, co
ordinates trust marketing. Mr. Foster 
joined the bank in 1970 and is in charge 
of trust business development, working 
with affiliate banks of the HC, First 
National Charter Corp.

Chick Elected Vice President 
A t C itizens F ide lity

LO U ISVILLE—David B. Chick,
formerly assistant vice president and 
money desk manager at Citizens Fideli
ty Bank, has been promoted to vice 
president, financial planning. He joined 
the bank in 1970 and was named money 
desk manager last year.

The bank and its HC, Citizens F i
delity Corp., has elected two directors, 
Robert L. Royer, vice president of op
erations, Louisville Gas & Electric, and 
John C. Seiler, president and CEO, 
Stewart Dry Goods Co. In addition, 
Kenneth H. Williams, retiring chairman, 
Stewart Dry Goods Co., and a bank di
rector since 1961, will serve both the 
HC and bank boards in an advisory 
capacity.

N a t'l B ou leva rd  Elevates 3

CHICAGO—N a tio n a l B o u lev ard  
Bank has promoted William E. Miku- 
liza, comptroller and assistant secretary, 
to the additional office of vice president, 
while Jack F. Kroeger has been elevated 
from assistant vice president to vice 
president. Mara L. Tomsons has been 
named an assistant vice president. She 
formerly was an operations officer.

KROEGER M IKU LIZA
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HARRIS
BANK.

Consolidated Statement of Condition
A S S ET S  Decem ber 31, 1975
Cash and Due from Banks................................................. $ 709,106,539
Time Deposits in Other Banks..........................................  309,375,900
Federal Funds Sold and Securities Purchased

under Agreement to Resell...........................................  332,528,125
Investment Securities:

U.S. Treasury Securities.................................................  257,862,557
State and Municipal Securities..................................... 357,741,278
Other Securities...............................................................  5,749,562

Trading Account Securities................................................ 157,907,435
Loans, net of Unearned Discount..................................... 1,807,237,945
Less: Reserve for Possible Loan Losses.......................... (25,539,364)
Direct Lease Financing......................................................  57,956,353
Customers Acceptance Liability........................................  29,778,876
Bank Premises and Equipment.......................................... 87,503,045
Other Assets.........................................................................  66,037,747
Total Assets..........................................................................  $4,153,245,998

LIABILITIES
Demand Deposits................................................................  $1,232,784,607
Savings Deposits and Certificates....................................  654,660,023
Other Time Deposits...........................................................  862,437,384
Deposits in Foreign Offices...............................................  438,698,644

Total Deposits.................................................................. $3,188,580,658
Federal Funds Purchased and

Other Short Term Borrowings......................................  562,841,325
Acceptances Outstanding..................................................  29,814,155
Accrued Interest, Taxes and Other Expenses.................. 57,287,171
Mortgage Payable...............................................................  3,689,738
Other Liabilities...................................................................  42,904,124
Total L iab ilities ...................................................................  $3,885,117,171

EQUITY CAPITAL
Capital Stock ($16 Par Value) Authorized and

Outstanding 3,137,815 shares....................................... $ 50,205,040
Surplus................................................................................... 83,921,460
Surplus Arising from Assumption of Convertible

Capital Notes by Parent Company............................. 24,058,400
Undivided Profits.................................................................  109,943,927
Equity Capital.......................................................................  $ 268,128,827
Total Liabilities and Equity Capital.................................  $4,153,245,998
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It takes more than petroleum 
to fuel the world’s energy capital.

Helping on many levels is First City 
National Bank.
Houston and the Texas Gulf Coast’s 
leadership in the petroleum industry goes 
undisputed. And though it all began back 
in 1901 with the discovery of the famous 
Spindletop Oil Field near Beaumont, it 
has taken more than just oil to build the 
energy capital of the world.

Gulf Coast energy dominance is the 
product of a successful formula — a 
strong economic base, the right mixture of

physical and human resources, a central 
national location, convenient port facili
ties and the availability of technical and 
scientific personnel and services.

Providing financial solutions in the 
energy field is a major part of First City 
National Bank. What we’ve learned is 
yours.

We’re becoming involved with more 
and more industries every day. And we’re 
proving to correspondents that more ser

vice is the result of more experience. 
Understanding business as well as bank
ing has helped us become . . .

A major financial strength behind 
Texas industry.

r
FIRST
CITY
NATIONAL
B A N K
OF HOUSTON
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Central National of Chicago 
Gets New Financing Program. 
Top-Management Change

CHICAGO—Central National Chica
go Corp., HC for Central National 
Bank, has announced a new financing 
program to replace one previously an
nounced with a group of Chicago in
vestors headed by Donald M. Graham. 
Mr. Graham retired three years ago as 
chairman, Continental Illinois Corp. 
and Continental Illinois National. The 
new financing program was arranged, 
according to a bank spokesman, when 
it became evident that the initial one 
could not be completed within the 
time available on a basis satisfactory 
to the parties involved.

The new program is designed to add 
$10 million to capital funds and in
cludes commitment of $6 million of 
new capital funds by major sharehold
ers. F. H. Prince & Co., Inc., and enti
ties associated with the Regnery family 
have agreed to invest $3 million each 
in debt or equity of the HC, subject to 
the bank’s securing an additional $4 
million of subordinated capital debt. 
Negotiations are in progress with two 
major Chicago banks for that addi
tional financing.

When completed, these actions will 
bring Central National’s capital funds 
and reserves to $42.7 million.

In other action, Chairman Frank E. 
Bauder and President Robert I. Logan 
have announced their decisions not to 
stand for reelection to the bank board 
at the annual shareholders’ meeting 
in April. As a result, the board elected 
Joseph G. Lutz president and CEO of 
the HC and chairman, president and 
CEO of the bank. Mr. Bauder will 
continue as HC chairman.

Mr. Lutz joined the bank in 1973 
after retiring as regional administrator 
of national banks, Seventh Region. He 
has been bank vice chairman the past 
two years.

M a tth e w  K ing Retires

LO U ISVILLE—Matthew W. King 
has retired as senior vice president in 
charge of the national division at Lib
erty National. A banker 50 years, Mr. 
King had been with Liberty 15 years.

Poelker Elected VP, C o m p tro lle r 
A t M ercan tile  Trust and HC

ST. LOUIS—John S. Poelker has 
been elected vice president and comp
troller of Mercantile Trust and its af
filiate HC, Mercantile Bancorp., Inc.

He joined the bank in 1972 as comp
troller. Prior to that, he was with Peat, 
Marwick, Mitchell & Co. as manager, 
management consulting department.

H eard Is N ew  1st o f Tulsa VP;
O ther Elections A nnounced

TULSA—John L. Heard, trust officer 
at First National, has been elevated to 
vice president and trust officer. He 
joined the bank in 1974, going there 
from First National, Dallas.

Paul E. Kallenberger has been named 
assistant vice president and trust officer 
at First of Tulsa. He has been with the 
bank since 1966.

At the bank’s parent HC, First Tulsa 
Bancorp., Inc., Dr. Donald L. Brawner, 
Herbert Gussman, James C. Lewis and 
A. P. (Pat) Martin have been elected 
directors.

Dr. Brawner is a surgeon; Mr. Guss
man, an independent oil producer; Mr. 
Lewis, president and CEO, Braden 
Steel Corp.; and Mr. Martin is presi
dent, Okemah (Okla.) National.

Dudash and Sticksel A re  AVPs 
A t First N a t'l in St. Louis

ST. LOUIS—John L. Dudash, mar
keting officer of First National, has 
been promoted to assistant vice presi
dent and Harry D. Sticksel has joined 
the bank as assistant vice president, 
retail administration.

Mr. Dudash, formerly marketing di
rector, Liberty Loan Corp., joined First 
National in 1974. Mr. Sticksel formerly 
was Midwest area vice president for 
Liberty Loan and is a former vice 
president of Hampton Bank, St. Louis.

N ew  C on tinen ta l Bank D iv is ion

CHICAGO—Robert K. Miller, vice 
president, Continental Illinois National, 
has been named head of the quality as
surance division.

The new division will emphasize cus
tomer awareness and coordinate activi
ties involving customer feedback, analy
ses, performance standards, service de
livery, training internal and external 
communications, procedures and poli
cies.

Mr. Miller joined the bank in 1952 
and advanced to vice president in 1973.

D eposit G ua ra n ty  Elevates Lenoir

JACKSON, MISS.-—James S. Lenoir 
has been promoted to senior vice presi
dent at Deposit Guaranty National. He 
manages the metropolitan department 
of the corporate banking division.

Elmo M. Irby Jr., installment loan 
department manager, has been elevated 
to vice president from assistant vice 
president, while R. Mark Watkins has 
been named assistant vice president. 
Mr. Watkins manages proof and transit 
operations.

HC Earnings Reflect M ergers

DALLAS—First International Banc- 
shares, HC whose lead bank is First 
National, reported a 13.2% increase in 
income before securities transactions for
1975. Earnings reflect the mergers of 
four banks during the year on a pooling 
of interests accounting basis. Total as
sets exceed $6.3 billion.

Net income was $52 million, or $3.50 
per share for 1974, and $46 million, or 
$3.09 per share, in 1974.

Texas A m erican  Reports Earnings

FORT WORTH—Texas A m erican  
Bancshares has reported net income for 
1975 of $11.8 million, or $2.87 per 
share, compared to $12 million for 
1974, or $2.92 per share. The 1974 
figures include a non-recurring gain ac
counting for 190 per share from the 
sale of land and subsidiary sales aggre
gating 320 per share.

Among the HC’s subsidiaries is Fort 
Worth National.

First U n ited 's  Earnings Up

FORT WORTH—Earnings increased 
4.6% during 1975 at First United Ban
corp., HC whose lead bank is First 
National, Fort Worth.

Net income for 1975 increased from 
$7.7 million to $8.2 million, a gain of 
6.9%, from $2.98 per share in 1974 to 
$3.18 per share in 1975.

The HC also reported a $49-million 
increase in deposits during the year, 
from $749 million on December 31, 
1974, to $798 million at year-end 1975.
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Record Earnings fo r  N ortrust

CHICAGO—Nortrust Corp., parent 
holding company for Northern Trust, 
has reported record-level preliminary 
1975 net operating earnings before se
curity gains and losses of $26.8 mil
lion ($5.35 per share), up 6.6% over 
the $25.1 million ($5.02 per share) 
earned the previous year. After security 
gains and losses 1975 net income to
taled $26.3 million, or $5.25 a share, 
compared with $22.2 million, or $4.43 
a share, for 1974.

Total 1975 year-end deposits were 
$2.8 million, down from $3 million as 
of December 31, 1974, reflecting a de
cline in larger CDs, for which the bank 
had less need the past year, and some 
decrease in foreign office deposits.

HC Posts 15 .3%  Income Increase

DALLAS—Net income for Republic 
of Texas Corp. for 1975 was $44 mil
lion, or $4.01 per share, compared to 
$38 million, or $3.48 per share, in 
1974, a 15.3% gain.

As of December 31, 1975, total con
solidated assets stood at $5.2 billion, 
compared to $4.9 billion a year earlier. 
Consolidated deposits at year-end 1975 
were $3.9 billion, compared to $3.6 
billion at year-end 1974.

Kansas C ity HC Reports Earnings

KA N SA S C IT Y —F ir s t  N atio n a l 
Charter Corp. has reported 1975 net 
income of $10 million, or $5.63 per 
share, compared with $10.6 million, or 
$5.84 per share, a year ago. The 1975 
net income was 3.6% below the record 
level of 1974 and represents the second 
best annual earnings ever recorded by 
the HC.

Total net income for 1975 was helped 
by fourth-quarter earnings that were 
11.8% higher than 1974 figures.

FABCO Announces Earnings

L ITTLE ROCK—F ir s t  A rkansas 
Bankstock Corp., HC co n tro llin g  
Worthen Bank, reported consolidated 
net income for 1975 of $2.6 million, an 
increase of 23.1% from 1974 income of 
$2.1 million. On a per-share basis, 1975 
net income was $2.50 compared to 
$2.04 for 1974.

Total deposits rose 13.7%, from $400 
million in 1974 to $455 million in 1975. 
Assets rose 12.8%, from $482 million in 
1974 to $544 million in 1975.

C ontinen ta l Earnings up 2 4 .1%

CHICAGO—C o n tin e n ta l I l lin o is  
Corp., parent of Continental Illinois 
National, announced record annual

earnings before security transactions of 
$119 million, up 24.1% over 1974 fig
ures. Per-share earnings before security 
transactions were $6.84, compared with 
$5.35 per share in 1974.

Net income for 1975 was $113 mil
lion, up 17.9% over 1974’s $96 million. 
Net income per share was $6.49 for 1975 
and $5.51 for 1974.

U nited M o. Income Up

KANSAS CITY—United M issou ri 
Bancshares became a $ 1-billion company 
during 1975. Net income reached a new 
record, exceeding $8 million.

Net income was up 2% over 1974 
figures. This equaled a per-share gain 
of 80 to $3.51 from the $3.43 figure for
1974.

Total assets rose more than 13% to 
$1.1 billion, up nearly $122 million over 
1974 figures.

A ncorp Announces Earnings

C H A T T A N O O G A —Ancorp Bane- 
shares, parent of American National, 
Chattanooga, announced income before 
securities transactions for 1975 of $3.3 
million, a 43.8% increase over 1974 
figures.

Net income after securities trans
actions was $3.4 million, or $2.27 per 
share, up from 1974 figures of $2.3 
million, or $1.51 per share. Assets of 
the HC at year-end 1975 were $474 
million, up 6.2% over 1974.

Record Earnings a t First Chicago

CHICAGO—First C h icag o  Corp., 
parent of First National, has reported 
record earnings for 1975 of $108 mil
lion, or $2.72 per share, compared to 
1974 figures of $105 million, or $2.67 
per share.

HC Reaches $1 B illion  in Assets

BIRMINGHAM—Central Bancshares 
of the South reached $1 billion in total 
assets during the fourth quarter of
1975. Deposits for the HC reached 
record levels at $887 million, an 8% in
crease over 1974 figures.

Net income was $8.3 million, or 
$1.25 per share, a decrease of 18% from 
1974’s $10.1 million, or $1.52 per share.

First A m tenn Reports Loss

NASHVILLE—First Amtenn Corp., 
HC whose lead bank is First American 
National, Nashville, has reported a con
solidated loss of $2.8 million, or 500 
per share, for 1975. This compares with 
1974 net income of $6 million, or $1.05 
per share.

Total assets of the HC amounted to 
$1.5 billion at year-end 1975.

C ullen Bankers Has G ain

H O U S T O N —Cullen Bankers, Inc., 
HC controlling Citizens National, Dal
las, and Cullen Center Bank, Houston, 
has reported net income for 1975 of 
$1.9 million, or $2.02 per share. This 
is a 46.1% gain in net income over 1974 
figures.

Total assets at year-end 1975 were 
$372 million, compared with $337 mil
lion at year-end 1974.

Record Income Reported

CHICAGO—American National re
ported record net income for 1975. In
come before securities transactions was 
$11.8 million, up 4.3% from $11.3 mil
lion in 1974.

Total assets stood at $1.6 billion at 
year-end 1975, compared with $1.5 bil
lion at year-end 1974.

A la . Bancorp. Assets Up

BIRMINGHAM—Alabama Bancorp., 
HC for First National, Birmingham, and 
other banks throughout Alabama, re
ported total assets at $1,755 billion at 
year-end 1975, a 4.6% increase over 
1974. Net income for 1975 totaled 
$17.5 million, a 12.2% increase over 
year-earlier figures.

On a per-share basis, net income for 
1975 was $3.16, compared to $2.81 for 
1974, a 12.5% increase. To reflect a 
5% stock dividend paid January 2, 1976, 
net income has been restated as $3.01 
per share for 1975 and $2.68 per share 
for 1974.

B ofA  N et Income up 18%

SAN FRANCISCO—Net income of 
BankAmerica Corp. for 1975 was $303 
million, or $4.39 per share, representing 
an increase of 18% over the $257 mil
lion, or $3.72 per share, figures for 
1974.

Consolidated assets of the HC totaled 
$66.8 billion at year-end 1975, an in
crease of 11.8% over the $59.7 billion 
figure at the end of 1974.

M ercan tile  HC Has 11%  Increase

ST. LOUIS—-M e rca n tile  Bancorp., 
HC with 26 banks in Missouri, has re
ported consolidated net income for 
1975 of $22.8 million. Income for 1974 
was $20.6 million. On a per-share basis, 
this amounted to $4 for 1975, an in
crease of 11.1% over the $3.60 per 
share earned in 1974.

Total deposits in the HC’s banks 
exceed $2 billion for the first time. 
The previous high of $1.9 billion was 
recorded at year-end 1974. The 1975 
figure stands at $2.1 billion, a gain of 
7.7%.
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Charles Rice, 
a banker's banker.

Charles Rice heads our correspondent banking department. 
He’s one of five who can turn on the expertise, facilities and 
resources of Bank of Oklahoma for you.
Call him, and find out how your financial needs fit into our 
capabilities — fast.
(918) 584-3411

BANK OF OKLAHOMA
P.O. Box 2300 /  Tulsa, O klahom a 74192

Correspondent Bankers

Charles B ill H ellen
M cNam ara
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FrostBank Income Drops

SAN ANTONIO—Net income after 
security transactions for FrostBank Corp. 
totaled $3.7 million, or $1.84 per share. 
This compares with 1974 figures of 
$5.8 million, or $2.92 per share. The 
principal factor contributing to the 
difference was an increase in the trans
fer to the reserve for loan losses, ac
cording to the HC.

Year-end 1975 total deposits for the 
HC were $683 million and assets stood 
at $817 million.

Boatm en's Income Shows G ain

ST. LOUIS—Boatmen’s Bancshares, 
HC whose lead bank is Boatmen’s Na
tional, has reported consolidated income 
for 1975 of $8.4 million, or $4.41 per 
share, an increase of 13% over 1974 
figures of $7.4 million, or $3.90 per 
share.

Total assets now stand at more than 
$1 billion. Total deposits were $822 
million at year-end 1975.

Citizens F id e lity  Posts G ain

LOUTSVILLE—A 13.2% increase in 
per-share income before securities trans
actions for the year ended December 
31, 1975, has been reported by Citizens 
Fidelity Corp., HC for Citizens Fidelity 
Bank.

Income before securities transactions 
rose to a record $8.57 million, or $4.30 
per share, up from $7.59 million, or 
$3.80 per share, in 1974. Income after 
securities losses for the same period was 
$8.42 million, or $4.23 per share, up 
from $7.3 million, or $3.65 per share, 
a 15.9% increase per share.

Liberty N a t'l HC Shows G ain

O K LA H O M A  C IT Y —Liberty Na
tional Corp., HC whose principal sub
sidiary is Liberty National Bank, has 
reported net income for 1975 of $4.6 
million, or $5.57 per share, compared 
with $4.3 million, or $5.25 per share, 
for 1974.

C iticorp  Reports N ew  H ighs

NEW YORK—Citicorp, HC control
ling First National City Bank, has re
ported operating earnings after taxes for 
1975 of $348.2 million, up 11% from the 
$313 million earned in 1974.

N.O.E. were $2.81 per share in 1975, 
compared with $2.55 per share for 
1974, an increase of 10%. The compa
rable figure on a fully diluted basis was 
$2.73, up 9% from the $2.52 earned in 
1974.

Capita] accounts at First National

City Bank reached a new high of $2.7 
billion, an increase of $474 million, up 
21% from year-end 1974. This increase 
represents the largest dollar increase in 
capital from one year to the next in 
U. S. banking history, according to Citi
corp.

First C ity Bancorp. Income Up

HOUSTON—First City Bancorp, of 
Texas has reported record income be
fore securities transactions of $3.11 per 
share for 1975, up 15.2% from $2.70 
for 1974. Operating income before se
curities transactions was $28 million, 
up from last year’s $24 million.

Total assets as of December 31 were 
$4.6 billion, compared with $4 billion 
a year earlier. Total deposits at year- 
end were $3.8 billion, a 10.6% gain 
over 1974 figures.

First Tulsa HC Income Declines

TULSA—Income for 1975 before 
net security gains declined 8.8% at First 
Tulsa Bancorp., HC controlling First 
National. Income was $6.3 million, or 
$3.78 per share. This compares with 
1974 income before net security gains 
of $7 million, or $4.16 per share.

Consolidated assets at year-end 1975 
stood at $896 million, compared with 
$868 million a year earlier.

First A la b a m a  Reports G ain

MONTGOMERY—F ir s t  A labam a 
Bancshares reported consolidated in
come before security gains for 1975 of 
$2.68 per share, an increase of about 
1% over the $2.65 earnings during the 
previous year. Consolidated net income 
for 1975 was $2.69, compared with 
$2.67 in 1974.

Total corporate assets grew 7% over 
1974 figures, reaching approximately 
$1.2 billion. Total deposits were up 7%, 
reaching approximately $1 billion.

Losses R eported in N ew  O rleans

NEW ORLEANS—First Commerce 
Corp., HC controlling First National 
Bank of Commerce, has announced net 
income of $151,060, or 70 per share, 
for 1975. This compares with net in
come of $5.7 million, or $2.73 per 
share, for 1974.

Provision for possible loan loss of 
$9.2 million in 1975 was 4.5 times 
greater than that provided in 1974, ac
cording to the HC. At the end of 1975, 
the valuation portion of the loan loss 
reserve was $7.6 million, or 1.5% of 
loans, as compared with $6 million, or 
1% of loans, at the end of 1974.

Earnings o f N ew  O rleans HC Down

N E W  O R L E A N S — New O rlean s 
Bancshares, parent firm of Bank of New 
Orleans, has reported 1975 net earn
ings of $2.3 million, or $2.88 per share, 
as compared with 1974 net earnings of 
$2.4 million, or $3.05 per share.

The HC noted that the decrease in 
income, a result of substantial additions 
to the bank’s reserve for possible loan 
losses, was largely offset by improve
ments in the funds margin, after-tax 
gains on the sale of securities and in
creased income from subsidiaries.

Third  N a tio n a l HC Reports Loss

NASHVILLE—Total net income of 
Third National Corp. for 1975 de
creased 59% to $3 million, or $1.27 per 
share, compared with $7 million, or 
$3.09 per share, in 1974.

The drop in earnings was primarily 
due to increased provision for loan 
losses, according to Charles J. Kane, 
chairman.

Total consolidated deposits were $1 
billion at the end of 1975 and assets 
were $1.3 billion.

C harter N ew  York HC Reports Rise

NEW YORK—C h a rte r  New York 
Corp., HC whose lead bank is Irving 
Trust, has reported net income of $45 
million in 1975, a 17.4% increase over 
the $38.4 million reported for 1974. 
Per-share net income for 1975 was 
$5.14, compared to $4.38 in 1974.

The provision for loan losses for 1975 
was $43.2 million, which compares to 
net loan charge-off of $34.7 million. In 
1974, the provisions for loan losses and 
net loan charge-offs were $21.9 million 
and $17.8 million, respectively.

Lou isv ille  HC Shows G ains

LO U ISVILLE—First Kentucky Na
tional Corp.’s 1975 after-tax operating 
income was a record $11.9 million, or 
$4.41 per share, up 15.9% from $10.2 
million, or $3.80 per share, earned in 
1974.

Consolidated deposits at year-end 
1975 of $904 million were up 11.9% 
from $808 million at year-end 1974. 
Consolidated assets of $1.1 billion were 
up 6.1% over 1974 figures.

First O klahom a Has Loss

OKLAHOMA CITY—First Oklahoma 
Bancorp, HC whose lead bank is First 
National, reported operating income 
from continuing operations for 1975 of 
$8.4 million, or 840 per share, com
pared to $8.8 million, or 880 per share, 
in 1974.

122 M I D -C O N T I N E N T  B A N K E R  f o r  M a r c h ,  1 9 7 6

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



THESE GUYS WONT 
LEAVE WELL ENOUGH 

ALONE.

r
I

Joe Blank, Mike Miller and Ron Deal. It 
seems they have a couple of key phrases that 
work consistently well. For us, and our corre
spondent banking friends.

They go like this: What if? Why don’t we? 
Why not try this? (and) I wonder why nobody 
else thought of that?

We didn't get to be the largest bank in the 
state by offering you the same tired solutions 
over and over again. We keep it loose. Because 
every bank, and every banking problem, are

unique. And were flexible enough to find the 
best solution for you. Because we’ve got people 
who won’t leave well enough alone. Call us toll 
free. In Tennessee, 1-800-342-8240. In other 
states, 1-800-251-8514.

« F i r s t
A m e r i c a n

First American Center, Nashville 37237
FirstAmtennBankgroup
M em ber FDIC
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From the Mid-Continent Area
Alabama
■ MARIANNE RONEY has been 
elected vice president, Central Bank, 
Auburn, while LaRue Godfrey has 
been named assistant vice president of 
operations.

■ FIR ST SHELBY NATIONAL has 
opened in Pelham, with a celebration

featuring live house plants and other 
gifts for the first 300 guests. Hot dogs 
were prepared for visitors between 11 
a.m. and 2 p.m. and hanging baskets 
were offered as premiums for new 
checking or savings accounts of $100 or 
more the day of the opening. Also, 
grand prizes of savings accounts of 
$200 and $100 were given away. Bank 
president is L. Denton Cole Jr.; Rich

ard G. Trammel] is vice president and 
Bill Stivers serves as cashier. Construc
tion of a permanent bank building is 
planned.

■ FARMERS & MERCHANTS BANK, 
Centre, has promoted Lounell S. Usry 
and Phillip N. Davis from assistant vice 
presidents to vice presidents. Mrs. Usry 
joined the bank in 1952 and Mr. Davis, 
in 1967.

Let our 
billion dollar 
organization 
help your bank 
profit. Call

Chuck Allen (205/328-0300), 
a member of our correspondent 
banking team.
First Alabama Bancshares, Inc.

Affiliate Banks
First Alabama Bank of Montgomery, N.A.
First Alabama Bank of Birmingham 
First Alabama Bank of Huntsville, N.A.
First Alabama Bank of Tuscaloosa, N.A.
First Alabama Bank of Dothan 
First Alabama Bank of Selma, N.A.
First Alabama Bank of Gadsden, N.A.
First Alabama Bank of Athens, N.A.
First Alabama Bank of Baldwin County, N.A.
First Alabama Bank of Guntersville 
First Alabama Bank of Hartselle 
First Alabama Bank of Phenix City, N.A.
First Alabama Bank of Mobile County

USRY DAVIS

■ FIR ST ALABAMA BANK of Mobile 
County, Mobile, has opened. The event 
was celebrated with an open house that 
featured $3,500 in cash prizes, door 
prizes, refreshments and gifts. The 
building First Alabama occupies for-

merly was that of the Mobile Gas Co. 
and was remodeled to follow the archi
tectural t r adi t i ons  of old Mobile. 
Clarence M. Frenkel Jr. serves as presi
dent; A. Crum Schambeau is chairman, 
and Jerry Wynne is metropolitan man
ager.

Arkansas

RrsMUabama ■ JE R IE L  SUMMITT has been named 
president and CEO, Planters & Stock- 
men Bank, Pocahontas. He succeeded 
Paul Morgan, who resigned. For the 
past four years, he has been executive 
vice president, Bank of Weiner, and 
prior to that, was with the FDIC.
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Here’s how to stay 
open for business even when 

your doors are locked.

It ’s easy.
W ith Moneycardand 
the 2 4 -H ou r M in i- 
Bank, your bank can 
be open fo r business 
every second o f the 
day. And fo r a i l  kinds 
of transactions . . . w ith 
drawals, deposits, trans
fers, even loan payments 
An offer like that w ill 
make yourcustomers happy 
that they’re banking w ith  
you. And i t ’ll make your com
p e tito r ’s customers wonder if 
they’re banking in the right place.

Meaning more business fo r you.
And more profits.

Moneycard is your ticke t to 
move r ig h t in to  au tom ated 
banking and EFTS. Quick and 
easy. And i t ’ll be a move fo r 
the better, too.

S im ply s ta ted , the  pub lic  
likes M oneycard enough to  
move the ir account to  the bank 
that offers it.

Which brings us to  another point:
W e’ve got a proven promotional 

campaign to let the folks in your mar
ket know that Moneycard is there. And 
that you’re the bank that has it. Every detail 
o f the campaign is customized fo r you. And every 
Moneycard you issue w ill have your name on it. 

Don’t let operational thoughts hang you up either.

J

1  .

l i"  HÉhf  /  ■ J  V

£  m
' ' •- .  ■

•

the customer

Because M oneycard w ill 
w o rk  w ith  all kinds of equip
ment . . . Docutel, Diebold, 
Mosler, whatever is most com
patible w ith  your total system.

We can even arrange fo r 
the purchase o r lease of your 
Mini-Banks.

And because we’ve been in 
the automated banking busi

ness fo r so long, we can show 
you how to  fin e - tu n e  yo u r 

whole Moneycard program to 
keep it running smooth.

Okay, if you’veconsidered auto
mated banking, but you still aren’t 
convinced about what it can do fo r 

your business, we’ve got just the 
man to call:

I  Jack Fleischauer, 1-800-482-8484.
He can treat your questions 

\  w ith  answers based on exper- 
.* ienceand results. And hecan 

even let you in on a few se
crets about what the fu tu re  
holds in store fo r Money- 
card.

Which, incidentally, might 
have something to do w ith  

the fu tu re  o f your bank.
You’ll be impressed. 

Moneycard. For both the bank and 
. .  I t ’s Great To Know You Got It.

W O R T H E I M
Bank &. Trust Company, N. A.

a  fab cd company
Little  Rock, Arkansas

Moneycard. For both the bank and the customer. . .  It’s Great To Know You Got It.
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A rk. B anking  School S tandouts

Elected class officers fo r  the ann u a l Lending 
Course o f the A rkansas Banking School w ere  
(fro m  I.) A r t Rand, com. In. o ff., First N a t'l, 
L ittle  Rock— pres.; H aro ld  M oore, v.p ., W arren  
Bank— v .p .; D ottie  Kearney, Peoples Bank, Rus
se llv ille — sec.; and James R. M cLelland, credit 
dep t, m gr., Simmons First N a t'l, Pine B lu ff—  
treas.

Three students in the a nnua l Lending Course 
received special recogn ition  fo r  th e ir to p  scores 
on the fin a l exam  (from  I.): Phil Hesse, a.c., 
Bank o f W einer; Larry L. Bates, collection m gr., 
N a t'l Bank o f Commerce, Pine B luff; and  C. E. 
D ougan, a.c., C ity N a t'l, Fort Smith.

■ WOMEN OF WORTHEN, Worth- 
en Bank of Little Rock’s voluntary edu
cational- and civic-minded association, 
has elected Katherine Whitaker presi
dent, Margaret House vice president, 
Thurmaleen Ward secretary and Ester 
Washington treasurer. New Women of 
Worthen board members are Ida Mae 
Douglas, Alice Hicks, Donnice Barham 
and Sharon Wyatt. With a membership 
of over 150, the organization offers 
monthly educational programs on bank
ing and civic problems and awards a

HARROW SMITH CO M PANY

Union N a tio n a l Bank B ldg. 5 01 /37 4 -75 5 5  

L ittle  Rock, A rkansas

J. E. WOMELDORFF, Executive Vice President

N ew  officers o f W om en o f W orthen, W orthen 
Bank o f L ittle  Rock's vo lu n ta ry  edu ca tion a l- 
civic o rg a n iza tio n , pose fo r  p h o to g ra p h . Seat
ed are  M a rg a re t House (I.), v .p ., and K a th 
erine W h ita ke r, pres. S tanding are Thurm aleen 
W ard  (I.), sec., and Ester W ash ing ton, treas.

$500 scholarship yearly to an Arkansas 
girl who is a junior or senior at one 
of the state’s universities or colleges. 
Six scholarships have been awarded in 
memory of Mollie Peay Worthen, wife 
of William Booker Worthen, who—in 
1877—helped establish what is now 
Worthen Bank.

Illinois
■ W ILLIAM ]. DAVIS, former vice 
president and correspondent division 
manager at American National, Chicago, 
has joined Wheaton National as senior 
vice president. He will have responsi
bility for lending functions there.

■ ALFRED J. O’MALLEY, vice chair
man, Heritage/Standard Bank, Ever
green Park, has been named president, 
chairman and CEO. Succeeding him as 
vice chairman is Robert L. Maes. Mr. 
O’Malley also is executive vice presi-

O'MALLEY MAES

dent of the affiliate HC, Heritage Ban
corp., Inc., Evergreen Park, and is 
chairman, Heritage Olympia Bank, Chi
cago Heights, an HC affiliate. Mr. Maes, 
HC president and chief operating offi
cer, has been with Heritage Bancorp, 
since 1968.

■ CITIZENS NATIONAL, Decatur, 
has promoted Ralph L. Forrest and 
Earl V. Oglesby to vice presidents, 
while Coleman Hutchins has joined the 
bank as assistant vice president and 
trust officer. James M. Baugher has 
been named data administrative officer 
and Tim Deadrick has been elevated 
to customer accounts officer. Mr. For
rest has responsibility in the commer
cial banking department, including 
farm credit and mortgage lending; Mr. 
Oglesby is in personnel; Mr. Hutchins, 
who is an attorney, most recently was 
with a Chicago law firm and special
ized in estate planning and trust agree
ments; Mr. Baugher is the bank’s con
troller and EFTS manager; and Mr. 
Deadrick formerly was deposit control 
supervisor.

■ O LIE L. MUSGRAVE has been 
elected president, Bank of Marion, while 
Jesse L. Hill, the bank’s former presi
dent, has been named chairman and 
CEO. Mr. Musgrave joined the bank in 
1960, rose through the ranks and was 
named executive vice president in 1971. 
Mr. Hill has been with Bank of Marion 
since 1946. He was named president in 
1971.

■ ALBERT P. HARKER JR., assistant 
vice president, Bank of Westmont, has 
been given additional duties as cashier. 
David L. Smith has been named as
sistant vice president; Donald F. Smit, 
assistant vice president and personnel 
officer; and Jean Sirovatka, assistant 
cashier.

■ MARY J. MARKESE, loan opera
tions manager, United Bank of Illinois 
(formerly Central National), Rockford, 
has been named assistant vice presi
dent. She joined the bank in 1953.

Indiana
■ ROBERT B. COOLMAN has been 
elected chairman of Northern Indiana 
Bank, Valparaiso, succeeding the late 
James W. Chester. Mr. Coolman has 
been with the bank 25 years, served as 
president from 1966-70 and as vice 
chairman from 1970 until the present.

■ CITIZENS BANK, Jeffersonville, 
has promoted the following from vice 
presidents to senior vice presidents:
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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 bankers approach to 
investment opportunities.

CONTINENTAL BANK
CONTINENTAL ILLINOIS NATIONAL BANK AND TRUST COMPANY OF CHICAGO

231 S OUT H LA SALLE STREET,  CHI CAGO,  I L L I N O I S  6 0 6 9 3
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William C. Cundiff, commercial loan 
head; David Cyphers, consumer loan 
head; and Harold Sinkhorn, controller. 
John Moore, vice president, has been 
given the additional title of cashier, 
and Beverly Corby has been named 
assistant vice president-personnel and 
purchasing. Succeeding her as corpo
rate secretary is Diana Sheegog.

■ PHILIP W. McCAULEY has been 
elected chairman, Madison Bank, and 
is succeeded as president by Thomas 
V. Hambrick, former executive vice 
president and commercial loan head. 
Mr. Hambrick also has been named a 
director. Named vice presidents were 
Charles Lewis and Max Lowry, while

HAMBRICK McCAULEY

Wilbur Wilson has been promoted to 
assistant vice president. Mr. McCauley, 
Indiana Bankers Association president, 
1969-70, joined the bank in 1930 and 
left for three years beginning in 1943. 
He had been president since 1965. Mr. 
HambYick has been with the bank 21 
years iffid is president of the IBA’s 
Regiofi Seven. Messrs. Lewis and Wil
son have been with Madison Bank 
since 1961; and Mr. Lowry, since 
1964.

■ WILLIAM R. STRAWSER has suc
ceeded Joseph D. Barnette as chair
man, Citizens Northern Bank, Elkhart. 
Ml. Strawser continues as president 
and CEO, while Mr. Barnette will 
continue to serve as a director. Benton 
M. Wakefield Jr., chairman and CEO, 
First Bank, South Bend, has been 
named a director and executive commit
tee chairman at Citizens, while Law
rence P. Deputy has been promoted 
from vice president to executive vice 
president, continuing as cashier.

K a n s a s
■ JACK ROWSON has joined First 
State, Salina, as executive vice presi
dent and director. He formerly was 
president, American State, Oswego, 
and before that had been with Assaria 
State. Steven Michel, who has joined 
the bank as assistant cashier, formerly 
was with the State Banking Depart
ment, while Robert M. Pickrell, presi
dent, Royal Tire Co., has been elected 
a director.

■ SOUTHGATE BANK is the new 
name of Southgate State, Prairie Vil
lage. Promoted to senior vice presi
dents from vice presidents at the bank 
were Frank H. Flanders, auditor, and 
M. Lee Stevenson, cashier. David C. 
Wilson has been advanced from loan 
administration officer to assistant vice 
president.

■ LAWRENCE NATIONAL has an
nounced the promotions of William 
Lebert to vice president and cashier 
and of Judith Wenger and Kermit Clark 
to vice presidents. In addition, Dennis 
Barritt has joined the bank as vice 
president. He formerly was assistant 
vice president and assistant trust officer, 
Douglas County State, Lawrence.

h ROSE IDA TAPPEHORN has been
elected executive vice president at 
Farmers State, Corning. Henry Rotting- 
haus has been named vice president, 
while Kirk Wyckoff, formerly an ex
aminer with the State Banking Depart
ment, has joined the bank as cashier.

■ MARGARET E. BRYSON has been 
elected vice president and trust officer 
at Allen County State, Iola. She former
ly had been trust officer. Robert A. 
Leftwich, cashier, has been promoted 
to assistant vice president and cashier.

■ MARK L. M ILLER has been elected 
trust officer, Planters State, Salina. He 
joined the bank in 1973.

■ WARREN TAYLOR has been pro
moted from cashier to executive vice 
president at Iuka State, while Marjorie 
Reed has been elevated from assistant 
cashier to cashier.

■ NORMA STEVENS has been ap
pointed assistant cashier at Prairie State, 
Augusta. She joined the bank in 1960.

K e n t u c k y
■ MYRON R. MANN has joined Sec
ond National, Ashland, as executive 
vice president-administration. He be
gan his banking career with the Cleve
land Fed as analyst programmer, ad
vancing to assistant vice president be
fore going to Financial Computer Ser
vices as research planning analyst in 
1973. There he advanced to vice presi
dent of operations, systems and branch 
administration.

■ MRS. GARVICE D. KINCAID has
been elected a director of Central 
Bank, Lexington, and is the first 
woman to serve on that bank’s board. 
Also named to the board were H. Hart 
Hagan Jr., president, General Man
agement, Inc.; Charles R. Hembree, a 
lawyer; and W. E. Burnett Jr., execu
tive vice president and secretary, Ken
tucky Central Life. Herman Phelps, a 
25-year board member, has been 
named director emeritus, while Bar
bara Anderson has been elevated to 
vice president. Jean Karrick, vice presi
dent, has assumed additional duties as 
auditor; Strother S. Mahorney, the for
mer auditor, has been named assistant 
vice president; and Robert P. Larkin, 
formerly assistant cashier, has been 
elected assistant vice president and 
security officer.

L o u is ia n a
■ WILLIAM N. W O O D W O R T H ,  
formerly of James L. Lenderman As
sociates, Houston, mangement consult
ing firm, has joined Bossier Bank, Bos
sier City, as vice president, marketing. 
He will direct the bank’s marketing ef
fort, including public relations and ad
vertising. Mr. Woodworth’s banking 
background includes service as director 
of marketing, Northeastern Ohio Na
tional, Ashtabula, and director of ad
vertising and sales training, Charleston 
(W. Va.) National.

C O M M E R C I A L  
N A T I O N A L  
B A N K
6 t h  & M in n e s o t a  A v e .  91 3  3 7 1 - 0 0 3  5 
K a n s a s  C it y ,  K a n s a s  6 6 1 0 1

PROFESSIONAL CORRESPONDENT TRUST SERVICE
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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.

MID-CONTINENT BANKER for March, 1976 129

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



Mississippi Missouri
New Bank for Ozark

■ CLIFTON FO W LER has joined the 
correspondent bank department of First 
National, Jackson. He formerly was 
manager, Meadowbrook Road Office. 
Leighton Lewis has left the corre
spondent department to assume new 
duties in the commercial loan area.

FOWLER COKER

■ HARRY S. (MICKEY) COKER II, 
vice president, First National, Jackson, 
has been appointed a state director of 
the Bank Administration Institute, 
which has its national headquarters in 
Park Ridge, 111. In his post, Mr. Coker 
will represent the BAI throughout Mis
sissippi, coordinating statewide mem
bership services for its six local chap
ters. His term as a volunteer BAI of
ficial runs for 18 months.

■ JAMES W. COLLINS has been 
elected president, Bank of Mississippi, 
Tupelo. He joined the bank in 1966 as 
vice president, after serving with Union 
Planters National, Memphis. Mr. Collins 
succeeds J. C. Whitehead, who remains 
as chairman and CEO. In 1971 Mr. 
Collins was named senior vice president 
and lending head and in 1974, execu
tive vice president and director of as
sets. Mr. Whitehead had been president 
since 1961.

Bank Donates Art to Governor

J. H. H ines (I.), ch.. D e p o s it G u a ra n ty  N a t 'l ,  
J a ckso n , M iss., a n d  Jo h n  P. M a lo n e y  (r.),  p re s .. 
D e p o s it G u a ra n ty  C o rp ., Ja ckso n , HC fo r  th e  
b a n k , p re s e n t G o v e rn o r  C lif f  F inch w i th  a 
R ich a rd  L ew is  w a te rc o lo r  o f  th e  c a p ito l.  The 
p r e s e n t a t i o n  w a s  m a d e  d u r in g  D e p o s it 
G u a ra n ty 's  1976 e co n o m ic  s y m p o s iu m , to  h o n 
o r  th e  g o v e rn o r 's  in a u g u ra t io n .

■ DONALD N. BRANDIN, chairman 
and president, Boatmen’s National, St. 
Louis, has been elected president of the 
St. Louis Clearing House Association, 
succeeding Clarence C. Barksdale, presi
dent, First National, St. Louis. Named 
vice president of the association was 
Harley E. Sehwering, president, Manu
facturers Bank, St. Louis. He has suc
ceeded George M. Baggott, assistant 
vice president, Mercantile Trust, St. 
Louis.

■ EDWARD H. SCHMIDT, chair
man, County National Bancorp., and 
executive committee chairman, St. 
Louis County National, both in Clay
ton, has retired after 28 years. He will 
remain as a director of the bank and 
HC. Mr. Schmidt joined the bank as 
vice president in 1948 and advanced 
to president and CEO in 1966. One 
year later, he assumed the additional 
title of chairman. Mr. Schmidt became 
president and CEO of the HC at its 
1969 formation, remaining as CEO of 
both until 1975. He also is a past presi
dent of Robert Morris Associates— St. 
Louis Chapter.

SC HM ID T B R A N D IN

■ WILLIAM DeSM ET has been pro
moted from assistant cashier to assistant 
vice president, Laurel Bank, Raytown, 
while Patricia Messmer has been ele
vated to assistant cashier.

Try Us

For Your Next 

Envelope 

Need^

MISSOURI ENVELOPE CO.
10655 GATEWAY BLVD.
ST. LOUIS. MO. 63132 

Phono 314/994-1300

* Ask for your new Plastic Sizer® Template— 
Free with your first inquiry.

O Z A R K — T h e  n e w  C h r i s t i a n  
C o u n ty  N a tio n a l o p e n e d  h e r e  F e b r u 
a r y  2 ,  b u t p lan s  to  p o s tp o n e  g r a n d 
o p e n in g  c e re m o n ie s  u n til a ro u n d  
A p ril 1 , w h e n  its tw o  d r iv e -u p  lan es  
a r e  c o m p le te d .

T h e  b a n k , lo c a te d  in a  d o w n to w n  
sh o p p in g  c e n te r , h as  th e  fo llo w in g  
o fficers : p r e s .,  K e n t T in d a ll ; v .p . ,  
M ik e G r e e n e ; a n d  c a s h ., E ld o r e n e  
M o n tg o m e ry . M r. T in d a ll, w ith  1 5  
y e a r s ’ b a n k in g  e x p e r ie n c e , m o s t r e 
c e n tly  w a s  v .p .,  M e r c a n tile  B a n k  o f  
S p rin g fie ld , w h ic h  h e  jo in e d  in 1 9 7 3 .  
H e  also  sp e n t tw o  y e a rs  w ith  U n ite d  
M isso u ri B a n k , A rn o ld , a n d  tw o  y e a rs  
w ith  th e  F i r s t  U n io n  G ro u p  B a n k  in  
C ry s ta l  C ity . I n  a d d itio n , h e  w a s  a  
b a n k  e x a m in e r  f o r  th e  s ta te  o f M is 
so u ri fo r  five y e a rs , w o rk in g  in  th e  
S p rin g fie ld  a re a .

M r. G re e n e  fo rm e rly  w a s  w ith  
M e d a llio n  In s u r a n c e  C o ., K a n sa s  
C ity . H e  also  s p e n t tw o  y e a rs  w ith  
U n ite d  M isso u ri o f  S p rin g fie ld  a n d  
1 0  y e a rs  in  th e  le a s in g  a n d  c re d it  
field s. M rs. M o n tg o m e r y  w as  in  th e  
in te rn a l c o n tro l  d iv isio n  o f  C o n ti
n e n ta l  T e le p h o n e  C o . in O z a rk  fo r  
tw o  y e a rs . B e fo re  th a t , sh e  sp e n t 2 1  
y e a rs  in  a ll p h a se s  o f  o p e ra tio n s  a t  
O z a rk  B a n k .

C h r is tia n  C o u n ty  N a tio n a l, w h ic h  
is a n  in d e p e n d e n t h a n k , h a s  c a p ita l  
a n d  su rp lu s o f $ 4 0 0 ,0 0 0  e a c h  a n d  
u n d iv id e d  p ro fits  o f  $ 2 0 0 ,0 0 0 .

■ ROBERT C. W OLFORD, executive 
vice president, St. Louis County Na
tional, Clayton, has been elected a di
rector. He joined the bank in 1974.

■ ROBERT MARTIN has been pro
moted to vice president and cashier, 
Baltimore Bank, Kansas City. Paul Ran
kin has been elevated to commercial 
officer; Brian Cuddy, to commercial 
credit officer; and Kent Fockler and 
Robert Sperry, to assistant cashiers. 
Bernard Brown, president, Sam Brown 
Co., has been named a director.

■ GARY L. M ILLER has been pro
moted from assistant cashier to cashier 
at Country Club Bank, Kansas City.

■ JEFFERSO N  L, M ILLER has joined 
St. Louis Union Trust as a vice presi
dent, with responsibility for develop
ment of national corporate employee 
benefit business. Mr. Miller was an 
officer with First National in St. Louis, 
which, like St. Louis Union Trust, is 
a member of First Union, Inc. He 
joined First National in 1949, was 
named head of the western division for 
national accounts in 1971 and, in 1973, 
was made assistant to the executive vice 
president in overall marketing efforts of 
the commercial divisions.
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You have 
to move quickly 
when you offer 
same day i 
collection service.

Your Commerce correspondent 
knows that with the average draft 
size tripling in the last three years, 
speed of collection is very 
important.

C om m erce
of Kansas City NA

That's why Commerce has twice 
daily messenger service to the Board 

of Trade —to offer same day 
presentation and collection. Since 

over 80% of Board of Trade members 
do business with us, our service is the 

Cf fastest around. We also provide
speedy service for foreign collection 
through our International Department 

The midwest's leading 
correspondent is also the quickest.

_ ̂  " Give your Commerce man a call.

Don’t forget to dial direct. Its faster!
*  y-

Main Bank Number................. 234-2000
P  x V -—f - ~r- - Fred N. Coulson, Jr.....................  234-2479

'/ J f+SsUr Larry Lumpe..............................  234-2717
„ jh lh o rn  F a lls ................................. 234-2622

—W/Elmer Erisman..........................  234-2482
— 1/ John C. Messina........................ 234-2486

Edwin B. Lewis.........................  234-2625
■ m IV I Tom Cannon......................... 234-2481
U / % 1  I V  Ben F. Caldwell......................... 234-2483

10th & Walnut Frampton Rowland..................  234-2485
/Qi r \  m- i  on no Paul Lang ewisch......................  234-2480'316) 234-2000  George puorter............................  234-2487
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■ FLETC H ER E. W ELLS, former vice 
president and cashier, St. Johns Bank, 
has been named senior vice president 
and cashier, while Earl R. Lundius and 
William O. Robards have been elevated 
from assistant vice presidents to vice 
presidents. Elected assistant cashiers 
were Ruth Dickey, loan department 
manager; Earlene Taylor, manager, new 
accounts; and Nancy Cole, former tell
er. Vera Blum and Phyllis Spell, former 
tellers, have been elevated to assistant 
facility managers. In other news at the 
bank, Robert E. Jones, president and 
CEO, the Jones Co., property develop
ers, has been elected a director.

New Mexico
■ FIRST NATIONAL, Santa Fe has 
given service awards to the following: 
William MacGillivray, vice president 
and cashier, 30 years; and Eileen 
Watts, special clerk, accounting depart
ment, 15 years. Receiving 10-year 
awards were Adelaido (Lalo) Benavi
dez, special custodian; Frances C. de 
Baca, assistant cashier, trust division; 
Dorothy Garcia, senior trust clerk; and 
Stella Montano, control clerk, data pro
cessing division. Five-year awards went 
to Maretta Anderson, executive sec
retary, trust division; David Ater, vice 
president, branch ad m in istra tio n ; 
Charles Batts, vice president and trust 
officer; JoAnn Montoya, senior super
visor, Alameda Motor Bank; Melva 
Quintana, chief clerk, bookkeeping; Pat 
Robertson, special teller, Los Alamos 
Office; and Sylvia Vigil, special clerk, 
proof department.

■ ROBERT M. GOODMAN has been 
elevated to executive vice president at 
Citizens Bank, Albuquerque, while 
Loren S. Kuehne has been named vice 
president. Dan C. Herrera has been pro
moted to assistant vice president and 
L. Vincent Yegge has joined Citizens 
Bank as assistant vice president, going 
there from the state’s Department of 
Development. Wayne Corley and Bill 
Dolan have joined the bank as assistant 
cashiers, while John Smokov, formerly 
with First National, Albuquerque, goes 
to Citizens Bank as bookkeeping super
visor.

Oklahoma
■ JAMES O. TIM BERLAKE has been 
promoted to senior vice president at 
Fidelity Bank, Oklahoma City. He also 
was made head of the bank’s corre
spondent banking division, succeeding 
Olen G. Treadway. The latter became 
president and CEO, Oklahoma National, 
Chickasha, March 1. Mr. Timberlake 
joined Fidelity in 1961, was assigned to 
the correspondent banking division in 
1966 and became vice president in 
1967.

■ FIR ST NATIONAL, Bartlesville, has 
elected Walter V. Allison chairman and 
CEO. Succeeding him as president is 
Donald D. Doty, former executive vice 
president. Both hold similar titles in the 
bank’s parent HC, First Bancshares, 
Inc., Bartlesville. Mr. Allison and Mr. 
Doty joined the bank in 1955 and were 
named to their former positions in 1969. 
Both were elected to their present HC 
offices at its 1974 founding.

STACH ALLIS O N

■ E L I CYPERT, senior vice president 
and loans manager, First National of 
Britton, Oklahoma City, has been elect
ed a director. He joined the bank a 
year ago. Jean Brooks, bookkeeping de
partment, has been appointed assistant 
cashier. She joined First National in 
1962.

■ KENNETH D. STACH, formerly 
senior vice president, New Jersey Bank, 
West Patterson, has joined Third Na
tional, Nashville, with a similar title. 
He has been assigned to the com

mercial banking division. Mr. Stach 
began his banking career with Irving 
Trust, New York City, in 1958. After 
that, he served Bank of Commerce, 
New York City, and Heritage Bank- 
Iron, Morristown, N. J. (formerly First 
National Iron Bank of New Jersey).

■ JAY THOMAS has been named 
chairman and CEO of Bank of Com
merce, Tulsa, and is succeeded as 
president by Jack D. Porter. Eddie Mc
Kay has been elected executive vice 
president, while Marshall E. Nash and 
Douglas L. Mobley, the bank’s prin
cipal stockholders, will serve as vice 
chairmen. Mr. Thomas has been with 
the bank since 1967, while Messrs. 
Porter and McKay have been with 
Bank of Commerce since 1969.

■ KENNETH IRWIN, formerly execu
tive vice president and trust officer, 
Gruver State, has been elected presi
dent, CEO and trust officer, succeeding 
A. R. Bort, who remains as chairman. 
Mr. Irwin has been in banking since 
1949 and with Gruver State since 1950.

■ JO E GEORGE, formerly director of 
marketing, First Columbus (Miss.) Na
tional, has joined Parker Square Bank, 
Wichita Falls, as vice president in 
charge of marketing and public re
lations.

■ FIR ST NATIONAL, Livingston, has 
celebrated the completion of its new 
building with an open house. A feature 
of the new headquarters is its triple 
motor bank facilities.

■ PARKER SQUARE BANK, Wichita 
Falls, celebrated its 20th anniversary 
by inviting all residents of the town to 
a party held during business hours on 
the day of the anniversary. Birthday 
cake, soft drinks and coffee were given 
away and a drawing was held for U. S. 
savings bonds.

■ A M ERGER AGREEM ENT has 
been reached between Federated Capi
tal Corp., Houston, and Mercantile Na
tional Corp., Dallas. The merger, which 
is subject to shareholder and regula
tory approval, would merge Federated 
Capital into Mercantile Texas Corp., 
successor to Mercantile National Corp., 
with the resultant HC’s headquarters 
in Dallas. The merger would be ac
complished through an exchange of 
stock.

■ CLARA M. SLEDGE has been pro
moted to vice president from assistant 
vice president at Fair Park National, 
Dallas. Joseph A. Bush has been ele-
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vated to operations officer. He manages 
the teller department. Mrs. Sledge 
joined the bank in 1951 and is a past 
chairman of the North Texas Group, 
National Association of Bank-Women, 
and was chairman of the NABW na
tional convention in 1973. Mr. Bush 
joined the bank in 1973.

Index to Advertisers •
American Bank Directory ...............................  I l l
Amiel Industries ............................................  19
Astor Tower Hotel ..........................................  107
Bank Board Letter ..........................................  110
Bank Build ing Corp........................................... 9
Bank of Oklahoma ......................................... 121
Beau Rivage Hotel ..........................................  133
Chase Manhattan Bank ................................. 27
Commerce Bank, Kansas C i t y ........................ 131
Commercial Nat’ l Bank, Kansas City, KS. 128
Commercial Nat’ l Bank, L ittle  Rock .......... 11
Continental Bank ............................................  127
Creative House Promotions, Inc....................  98
Creative Image ..................................................  97
De Luxe Check Printers, Inc.........................  101
Deposit Guaranty National Bank ...............  113
Douglas Guardian Warehouse Corp.............  29
Durham Life Insurance Co..............................  20
Farmers Grain & Livestock Hedging Corp. 25
Federated Securities Corp............................... 104
Financial Insurance Service, Inc................... 15
Financial Placements ....................................... 42
First Alabama Bancshares .............................  124
First American National Bank .................  123
First Bank Financial Services, Inc...............  99
First City Nat’ l Bank, Houston ...............  118
First National Bank, Jackson, MS .............  13
First National Bank, Kansas City .............. 17
First National Bank in St. L o u is .................  136
First National Bank o f Commerce, N.O. .. 3
Fourth National Bank, Tulsa .........................  41
Harland Co., John H.   95
Harris Trust & Savings Bank .......................  117
Harrow Sm ith Co................................................ 126
Hotel Taft ........................................................  107
Insured Credit Services, Inc............................  23
Kansas Bank Note ..........................................  103
Leaseamerica Corp............................................  109
Liberty Nat’ l Bank, Louisville ...............  43
Liberty Nat’l Bank, Oklahoma C i t y ............ 2
MGIC-Indemnity Corp........................................  6-7
Mercantile Bank, St. Louis ...........................  4
Missouri Envelope Co..........................................130
McCourtney-Breckenridge & Co.....................  133
National Bank of Detroit ...............................  98
National Stock Yards Nat’l Bank ...............  135
Prom Sheraton Hotel ....................................... 108
Risk Insurance Management Guide ............ 14

MARKETING EXECUTIVE
Are you looking for an experienced bank 

marketing executive, who also has a close 
understanding of your bank’s toughest com
petition—the savings and loan institution? 
Mature. 25 years in the financial field. Write 
in confidence to P. O. Box 81-M. c/o  MID
CONTINENT BANKER, 408 Olive, St. Louis, 
MO 63102.

FOR SALE OR LEASE
Portable modular drive-in teller units. Ideal 
for temporary or permanent drive-in opera
tions. Completely equipped— simple instal
lation— electric heat and air conditioned. 
Delivery in two weeks. For information con
tact: Financial Products, Inc., Box 1035, 
Eau Claire, W l 54701. Phone 715/835-8160.

BANKING EXECUTIVE
National bank in Northeast Kansas seeks ag
gressive executive officer. Salary $20,(100-$30,000 
plus stock option. Prefer professional degree, 
legal, accounting or MBA. with trust depart
ment, loan and other banking experience. 
Send resume to: 1000 Bryant Building, Kansas 
City, Missouri 64106. Attention: S. King.

US Life Credit Life Insurance Co................. 105
United Missouri Bank, Kansas City .......... 32
Van Wagenen Co., G. D..................................  I l l
Whitney National Bank ................................... 129
Worthen Bank, L ittle  Rock ...........................  125

Index to Supplement
(For Advertising Appearing Between 

Pages 44 and 93)

Actron, Inc...................................................... BG 34
Advertising Concepts, Inc...............    BG/40
Alcott Calculator Co....................................  BG 31
American Premiums ................................. BG/44
Brandmark Sales Co....................................  BG/47
Century Etchings ......................................  BG 39
Clayton Brokerage Co................................ BG/6
Custom Alert ..............................................  BG/30
Daktronics, Inc.............................................  BG/16
Davis Publishing Co...................................  BG/14
Du Pont Co.................................................... BG 2
Elec-Tro-teC, Inc........................................... BG 38
Elias & Associates, James .....................  BG/28
Fabcraft, Inc..................................................  BG 17
Federal Sign ................................................  BG/23
Financial Facilities ..................................... BG/44
Financial Products, Inc.............................  BG/16
Financial Promotion Services .................  BG/33

Florida Softwares ......................................  BG 46
Fox Valley Marketing Systems, Inc. . BG/32

Hobby Marketing, Inc................................. BG/13
International S ilver Co............................... BG/15
Jackson-Hirsh. Inc........................................ BG 36
Kennedy Sinclaire, Inc............................... BG/7
Lake Shore Markers ................................. BG/28
Lionel Trains ............................................  BG/11
Magnavox Co.................................................. BG ■ 35
Micro-Check ................................................  BG 45
Mortgage Closing Systems, Inc...............  BG/20
Naken Co., The ..........................................  BG 12
North Central Life Insurance .................  BG/29
NYTCO Services, Inc................................... BG 21
Olan M ills ....................................................  BG 5
Old Republic Life Insurance Co.............  BG/4
P.O.S. Corp...................................................... BG/40

Quality Incentives, Inc................................  BG/48
Redwood House ..........................................  BG 19

Salem China Co........................................... BG 3
Security Engineered Machinery Co., Inc. BG/36

Thomas Sales & Marketing Co............... BG/26
Travelers Express ......................................  BG 37
TYCO Industries ........................................  BG 8-9

Vacumet Finishing, Inc..........................  BG/24-25

C all Your O ceanfront 
M ia m i Beach 

Resort Connection.
<Ph Silvers £

Enjoy, E n jo y , E n jo y .
Phil recommends a tr io  of Paradise Resorts. 
Free golf & tennis, entertainment, cocktail 
parties, Olympic size pools, sundecks, and 
wide private ocean beaches. Call now for 
Holiday & Winter rates and reservations.

OCEANFRONT AT 99th ST.,I 
BAL HARBOUR. FLORIDA

Best
Western.

OCEANFRONT AT 183rd ST. 
MIAMI BEACH, FLORIDA

CHATEAU
BY THE SEA

OCEANFRONT AT 191st ST„ 
MIAMI BEACH, FLORIDA

CA LL YOUR TR A V EL AGENT OR: 
Anywhere in USA Phone toll free:

1- 800- 528-1234
In Florida Phone toll free:

1- 800- 432-2171

i
McCOURTNEY-BRECKENRIDGE & COMPANY

INVESTMENT SECURITIES 
SAINT LOUIS, MISSOURI 63102

PHONE 314/231-5730 314 N. BROADWAY

MID-CONTINENT BANKER for March, 1976 133

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



Task Force NamedMissouri Bank Managem ent Conference 

Ponders Economy, EFT, Bank Profits

A b a  PRESIDEN T J. Rex Duvve told 
bankers attending the 36th annual 

Bank Management Conference of the 
Missouri Bankers Association that no

banker can realistically say, “Count me 
out" when it comes to entering the 
world of electronic fund transfers. Mr. 
Duwe is president and chairman, Farm
ers State, Lucas, Kan.

He told the approximately 650 bank
ers and their wives attending the MBA 
conference last month that “each and 
every bank in the U. S. has entered the 
world of EFT, or will soon do so.”

He said that electronic transfers are 
here to stay, “but you and I and all 
other bankers will have to determine 
which E FT  services make sense for our 
banks. We’ll also have to be very aware 
of the advances being made by our 
competitors. And we’ll have to recog
nize that our competitors aren’t just 
other banks. Our competition can come 
from many directions, including thrifts 
and the retail sector.

“We cannot deny the future,” he con
tinued. “We cannot deny the world of 
electronic transfers. But we can help to 
shape it so that it serves the needs of 
individual consumers, the public in gen
eral, our communities and the nation. 
Moreover, this wise planning is in the 
interest of our banks.”

“This is the day of consumerism and 
regulatory overkill the equal of which 
we have not experienced before in any 
comparable degree,” said MBA Presi
dent Richard J. Pfleging, who also ad
dressed the conference.

“All sectors of banking feel the heavy 
hand of government. Red tape is over
whelming and growing luxuriantly,” Mr. 
Pfleging, president, Bank of St. Ann, 
said. “It is no wonder there is disillu-

C o n fe re n ce  o rg a n iz e rs  a n d  p a r t ic ip a n ts  in c lu d 
ed ( fro m  I.) C u rtis  L a F o lle tte , p re s ., T re n to n  
T rust, c o n f. v -c h .; J o h n  L. H a r lin ,  p re s ., B a n k  o f  
G a in e s v ille ,  c o n f. ch .; R ich a rd  J. P f le g in g , M B A  
p re s , a n d  p re s ., B a n k  o f  St. A n n ; a n d  M ills  H. 
A n d e rs o n , M B A  tre a s .,  a n d  p re s ., B a n k  o f  
C a rth a g e .

sionment nationwide, with the tend
ency of the federal government to 
throw money at every imaginable com
plex social and economic problem.

“Huge budgets,” he said, “are not 
helping to solve inflation or unemploy
ment, but they are succeeding admir
ably in placing an additional tax bur
den on a thoroughly disenchanted pub
lic.”

As an alternative, in terms of tan
gible public benefits, Mr. Pfleging sug
gested, “the need is for a sustained 
breathing spell, at the very least, 
wherein the government would let pri
vate enterprise function as it was in
tended to function—without the con
straints of increasingly burdensome 
regulatory straightjackets.”

Mr. Pfleging said the huge cost of 
government is now virtually one-third 
of our gross national product. And, al
though this is finally causing concern 
even in legislative quarters, he added, 
it remains to be seen if this concern 
will be translated into any sort of re
medial action.

Pointing to some of the current bank- 
related measures which now, or soon 
will, place undue control at the federal 
level, the speaker listed: compulsory af
filiation of all banks with the Fed for 
reserve or other purposes; federal gov
ernment controls over interstate bank
ing and foreign exchange facilities in 
the U. S., various forms of federal gov
ernment credit allocation; federal re
serve regulation of all bank HCs; a 
centralized federal banking commis
sion; federal attempts to control check 
clearing functions; various interest rate 
controls; favored chartering privileges 
for federal S&Ls.

“Inflation, recession, or stagflation— 
call it what you will—-is a time of trial 
in this nation as surely as in those tense 
times that prevailed when this nation

A s p e c ia l ta sk  f o r c e  h as  b e e n  a p 
p o in te d  b y  th e  M isso u ri B a n k e rs  
A sso cia tio n  to  s tu d y  th e  M B A ’s 
o v e ra ll p e r f o rm a n c e , w ith  e m p h a s is  
in th e  a re a s  o f  le g is la tio n , e d u c a tio n  
a n d  c o m m u n ic a tio n s .

A c c o rd in g  to  th e  M B A ’s b o a r d  o f  
d ire c to rs , th e  c re a t io n  o f  th e  task  
f o rc e  d o es  n o t m e a n  th e  a s so cia tio n  
is n o t d o in g  a  g o o d  jo b , b u t  it s ig n i
fies th a t  th e  m a n y  c h a n g e s  th a t  h a v e  
o c c u r r e d  r e c e n t ly  in b a n k in g  c a ll  
fo r  a  b r ie f  p a u s e  f o r  a n  an aly sis  o f  
th e  M B A ’s p e r f o r m a n c e , its g o a ls  
an d  its f u tu re .

A  r e p o r t  f ro m  th e  ta sk  f o rc e  is 
e x p e c te d  a t  th e  M a y  c o n v e n tio n .

C h a irm a n  o f  th e  g ro u p  is C h a rle s  
K . R ic h m o n d , M B A  v ic e  p re s id e n t,  
a n d  e x e c u tiv e  v ic e  p re s id e n t, A m e ri
c a n  N a tio n a l, S t. Jo s e p h . O th e rs  
s e rv in g  o n  th e  g ro u p  a r e  P a t  L e a ,  
c h a ir m a n  a n d  p re s id e n t, B a n k  o f  
S ik e s to n ; B ill B . L e e ,  c h a ir m a n  an d  
p re s id e n t, F i r s t  N a tio n a l, N e o sh o ;  
L y n n  M ille r , e x e c u tiv e  v ice  p re s i
d e n t, M e r c a n tile  T ru s t , S t. L o u is ;  
W illia m  M ills , p re s id e n t, M isso u ri  
S ta te  B a n k , S e d a lia ; J e r o m e  H . 
S c o t t , p re s id e n t, U n ite d  M isso u ri  
B a n k , K a n sa s  C ity ;  R o g e r  W ilso n ,  
p re s id e n t, B a n k  o f  W e s to n ;  a n d  
H a r v e y  B . Y o u n g  J r . ,  p re s id e n t, 
B a n k  o f  K irk sv ille .

was being put together,” he said.
Economic recovery having begun, 

Mr. Pfleging said, the public can look 
forward with confidence to the aggres
sive response of banking institutions to 
the challenges of these times as they 
have always responded in the past. 
Banks have the capability and the dedi
cation, he declared, to initiate innova
tive and effective programs to help 
solve the problems which confront all 
of us.

Mr. Pfleging also announced a task 
force to study the overall performance 
of the MBA. The purpose and composi
tion of the task force is described in 
the accompanying box. * •
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He’s just the right hard- 
gaveling man to keep a judicial eye on your 
correspondent problems.

A rich background of agricultural knowledge, 
thorough financial training and years of expertise garnered by 
calling on bankers makes him competent to judge your corres
pondent matters as they come on the docket.

DecisionsDecisions

He has the 
authority to make 

his own.

When you have an item to put before the bar, 
if Bob’s on the road, there are other knowledgeable judges on 
the bench.

“So” says Bob, “there’s no time like the present 
to put in your deposition by dialing 618-271-6633’.’

"YOUR BANKER’S BANK
Just across the river from St. Louis

THE NATIONAL STOCK YARDS NATIONAL BANK
OF NATIONAL CITY

NATIONAL STOCK YARDS. ILLINOIS 62071
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Work with a banker 
who knows what his bank 

can do for you.

At First National Bank in St. Louis, our corre
spondent bankers are trained in what our bank can 
do for you. Across the board. Department by 
department.

The result is men with solid experience and 
individual authority. So they can make fast decisions 
for you on their own.

They’re backed by a bank with strong, steady 
growth. And total banking capabilities including 
overline loans, bond department services, computer
ized check collection, cash management systems.
Plus our annual correspondent seminars where you 
can exchange ideas and learn about new profit 
opportunities.

Get to know your First National correspondent 
banker. He knows his bank. He’d like to put us to 
work for you.

First National Bank in St.Louisjgr^
M em b er F D IC  H i I ÊÊÊ
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