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Congratulations 
Peoples National 
of Seattle...
But Liberty 
will try harder 
in 78.
1977 survey of common stock performance 
of major banking companies in United States

(Source: Keefe, Bruyette & Woods Inc., New York, N. Y.)

1. Peoples National Bank, Seattle up 55.8%
Z  Liberty National Corp., Oklahoma Cjiy UP 39.0%
3. Ban-Cal Tri-State Corp., San Francisco up 36.6%
4. Affiliated Bankshares of Colorado up 36.4%
5. Colorado National Bankshares, Denver up 33.9%

Liberty’s 1977 Annual Report 
Available on request — 
indicating a 10.9% gain in net operating 
earnings over 1976; 10years of uninterrupted 
net earnings growth averaging 11.8%; 6 years 
of widening interest margins; a loan loss 
reserve of 1.48%; large uncommitted capital 
ratio; a 7% gain in average deposits in 1977; 
and a return on shareholder investment of 
12.66% last year.

# 3  L IB E R T Y
THE BANK OF MID-AMERICA

The Liberty National Bank and Trust Company/P. O. Box 25848/Oklahoma City 73125/405/231-6000/Member F.D.l.C
M ID-CONTINENT BANKER is published 13 tim es annually (two issues '« May) a* 408 Olive, St. Louis, Mo. 63102. Mar., Vol. 74, No. 3. 
MIL! c u n  I m em  DMwrxtn m e.m nH.r.iacQ  ntictapp naid at Fu ton. Mo. Subscription: $10.
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§
à Mail TODAY!

□  I’m convinced. Enter our subscription to BANCPEN® and 
bill us later.

□  Sounds good, but I’d like more information.

Name,___________________________________________________

Title____________________________________________________

Bank/HoldingCo. ________________________________________
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Better than a seat in your competitor’s board room!

BANCPEN™

•  No limit to number of competitors 
reported

•  Four reports per year
•  Five year trend analysis
•  Costs no more than reports 

published only once a year

BANCPEN® market penetration analysis supplies facts —  every 
quarter —  to show you exactly how well your competition is 
doing and whether or not you are getting your share of the 
market in all deposit and loan categories. A few minutes 
with your BANCPEN® printout can show you the relative position 
of your bank in your market area and the success or failure 
of marketing efforts in every department.

With BANCPEN®, YOU define the market and determine your 
competitors. BANCPEN® can supply complete information on any 
commercial bank in the United States. You tell us which commercial 
banks you want included in your analysis. It makes no 
difference whether your market is single city, county-wide 
multi-county or multi-state. BANCPEN® places the 
information at your fingertips in easily compared dollar

amounts and market-share percentages. The graphic presentation 
shows at a glance the market penetration established by your own 
bank and each of your competitors.
It’s the most invaluable marketing tool ever offered. For each 
quarter of the year, BANCPEN® delivers to your desk information 
you must have for accurate assessment of past performance 
and effective planning for the future. It contains complete 
information for the quarter just past plus a five year trend 
analysis of your bank’s position in each deposit and loan category 
You get the information while it is still fresh.
Write or call today for more complete information or to enter your 

subscription to BANCPEN® Market Information Analysis, 
individualized for your market — a service of Long, 
Carner, and Associates, Ltd.

tSÄ Ssa .

Over 200 banks and bank 
holding companies 
already rely on 
BANCPEN® for 
marketing information.

W I I C I 9  I I I C 3 C

important advantages 
over other reports:

CO M PLETE MARKETING SERVICE FOR FINANCIAL INSTITUTIONS

POST OFFICE BOX 1482 S.S.S. •  SPRINGFIELD, MISSOURI 65805 •  (417) 866-5053
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The Financial Magazine o f the Mississippi Valley & Southwest

Volume 74, No. 3

FEATURES

42 EMPLOYEES ARE BEST SALES PEOPLE
Incentive campaign prom otes selling techniques

52 SUCCESS OF NEW BANK ENSURED 
Tow nspeople provide start-up capital

57 STATEMENT STUFFER INFORMS, SELLS CUSTOMERS 
People keep it on hand for a m o n th !

64 AD SERIES SEPARATES MYTH FROM FACT 
Results in deposit increase, goodw ill

68 HOW TO ENCOURAGE USE OF NEW ATMS 
Provide pretty g irl, play money

70 BANKS PROMOTE ECONOMIC EDUCATION 
Courses help teachers prepare fo r class

82 HOW TO MINIMIZE ERISA RISKS 
H elp for bank trust departments

85 PUBLIC ISSUE INVOLVEMENT ADVOCATED 
A t M issouri bank management conference

March, 1978

Jim Fabian

R. W . Marshman

Lawrence IT7. Colbert

April 1-4: Association of Reserve City Bank
ers Annual Meeting, Boca Raton, Fla.

April 2-4: National Automated Clearing House 
Association Annual Conference, New Or
leans, Hyatt Regency.

April 2-5: ABA National Installment Credit 
Conference, San Francisco, San Francisco 
Hilton. . B m  „

April 2-5: Bank Marketmg Association Re
search Conference, Atlanta, Omni Interna
tional Hotel. „ „  , _ . .

April 4-6: National Assn, of Bank Directors 
Annual Conference, Chicago, O’Hare Inn.

April 6-7: Robert Morris Associates Managing 
Your Loan Examination Workshop, St. Lou
is, Stouffer’s Riverfront Tower.

April 6-9: National Association of Bank Wom
en Southwestern Regional Conference, Tyl
er, Tex., Sheraton Inn. S  , _ ,

April 9-12: ABA Southern Regional Bank Card 
Workshop, San Antonio, Tex., Palacio del

April 9-12: Conference of State Bank Super
visors Convention, San Francisco, Hyatt 
Regency Hotel. _  , , ,

April 11-12: ABA Fiduciary Standards Work
shop, Chicago, Hyatt Regency O’Hare.

April 13-16: 31st Assembly for Bank Directors, 
New Orleans, Fairmont Hotel.

April 15-17: Louisiana Bankers Association 
Annual Convention, New Orleans, New Or
leans Hilton Hotel. . _

April 16-19: Bank Marketing Association Staff 
Sales Training Workshop, Chicago, Holiday 
Inn Mart Plaza.

April 16-27: ABA National Commercial Lend
ing School, Norman, Okla., University of 
Oklahoma.

April 23-25: Bank Administration Institute 
City Conference, San Francisco.

April 26-28: ABA Governing Council Meetings, 
White Sulphur Springs, W. Va., The Green-

DEPARTMENTS

10 THE BANKING SCENE 16 INSTALLMENT LENDING 22 CORPORATE NEWS
15 COMMUNITY INVOLVEMENT 18 COMMERCIAL LENDING 24 NEW PRODUCTS 

26 REGULATORY NEWS 28 WASHINGTON WIRE

STATE NEWS

90 ALABAMA 91 INDIANA 91 LOUISIANA 94 NEW MEXICO
90 ARKANSAS 91 KANSAS 91 MISSISSIPPI 94 OKLAHOMA
90 ILLINOIS 91 KENTUCKY 92 MISSOURI 94 TENNESSEE

95 TEXAS

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllM ^

Editors
Ralph B. Cox

Publisher
Lawrence W. Colbert

Assistant to the Publisher 
Rosemary McKelvey

Editor
Jim Fabian

Associate Editor
Dan Clark

Assistant Editor
Advertising Offices

St. Louis, Mo., 408 Olive, 63102, Tel. 314/ 
421-5445; Ralph B. Cox, Publisher; Mar
garet Holz, Advertising Production Mgr. 
Milwaukee, Wis., 161 W. Wisconsin Ave., 
53203, Tel. 414/276-3432; Torben Soren
sen, Advertising Representative.

MID-CONTINENT BANKER (publication 
No. 346 360) is published 13 times an
nually (two issues in May) by Commerce 
Publishing Co. at 1201-05 Bluff, Fulton, 
Mo. 65251. Editorial, executive and busi
ness offices, 408 Olive, St. Louis, Mo. 
63102. Printed by The Ovid Bell Press, 
Inc., Fulton, Mo. Second-class postage 
paid at Fulton, Mo.
Subscription rates: Three years $21; two 
years $16; one year $10. Single copies, 
$1.50 each. Foreign subscriptions, 50% ad
ditional.
Commerce Publications: American Agent 
& Broker, Club-Management, Decor, Life 
Insurance Selling, Mid-Continent Banker, 
Mid-Western Banker and The Bank 
Board Letter.
Officers: Donald H. Clark, chairman;
Wesley H. Clark, president; Johnson Poor, 
executive vice president and secretary; 
Ralph B. Cox, first vice president and 
treasurer; Bernard A. Beggan, William 
M. Humberg, James T. Poor and Don J. 
Robertson, vice presidents; Lawrence W. 
Colbert, assistant vice president.

brier.
April 30-May 3: ABA National Conference on 

Real Estate Finance, Washington, D. C., 
Capitol Hilton Hotel.

April 30-May 3: Bank Marketing Association 
Marketing Planning Conference, Washington, 
D. C., Hyatt Regency.

April 30-May 4: Bankers Association for For
eign Trade Annual Meeting, Tarpon Springs, 
Fla., Innisbrook Resort/Golf Club.

May 4-6: ABA Southern Trust Conference, 
Nashville, Opryland Hotel.

May 7-8: ABA/Insurance Industry Conference, 
Arlington, Va., Crystal City Marriott.

May 7-9: Texas Bankers Association Annual 
Convention, San Antonio, San Antonio Con
vention Center.

May 7-10: ABA Northern Regional Bank Card 
Workshop, Chicago, Continental Plaza.

May 7-10: Bank Marketing Association Adver
tising Workshop, New York City, The Bilt- 
more.

May 7-12: ABA National Commercial Lending 
Graduate School, Norman, Okla., University 
of Oklahoma.

May 8-10: Bank Administration Institute
Bank Tax Conference, St. Louis, Brecken- 
ridge Pavilion Hotel.

May 8-12: Bank Administration Institute In
troduction to Bank Auditing Short Course 
(Under $75 million), Iowa City, la., Uni
versity of Iowa.

May 8-9 : Robert Morris Associates Import/ 
Export Workshop, Washington, D. C., Stouf
fer’s National Center Hotel.

May 10-12: Alabama Bankers Association An
nual Convention, Mobile, Municipal Audi
torium.

May 10-12: Kansas Bankers Association An
nual Convention, Topeka, Downtown Rama- 
da Inn.

May 13-17: Arkansas Bankers Association An
nual Convention, Hot Springs, Arlington Ho
tel.

May 14-16: Missouri Bankers Association An
nual Convention, St. Louis, Sheraton-St. 
Louis Hotel.

May 14-16: Tennessee Bankers Association An
nual Convention, Memphis, Holiday Inn- 
Rivermont.

May 14-19: ABA National Personnel School, 
Atlanta, Marriott Hotel.

May 14-19: Louisiana Banking School for 
Supervisory Training, Baton Rouge, Louisi
ana State University.

May 15-19: Bank Administration Institute
EDP Auditing Introduction Short Course 
($25 million-!), College Park, Md., University 
of Maryland.
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You want a bank that can back 
you ...over-line or overseas.

M E R C n n T I I E
BflfK

Count on the total capa
bility of Mercantile Trust in 
St. Louis.

We can provide the over
line support you need to take 
advantage of big opportunities

And we can support 
you with a full range of 
specialized services. For 
instance, our International 
Department can help you 
and your customers with 
overseas contacts, docu
ments, financing, even 
customs services.

When you have an 
opportunity that calls 
for something special- 
call 314-425-2404.

We’re 
with you.

Mercantile Trust Company N.A. •  (314) 425-2404 • St. Louis, Mo. •  Member F.D.I.C. 
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How the experts
No matter how aggressive or innovative 

a mortgage insurance company may be, 
there is no substitute for time to build 
real financial strength. A strong basket is 
not built in a day.

As Standard & Poor's recently 
commented in a special report on 
mortgage-backed securities, a mortgage 
insurance company needs time. Time to 
develop market share. Time to diversify 
geographically. Time to build a mature 
portfolio. And perhaps most importantly,

time to build positive unassigned surplus.
Let's see how well M GIC has used its 

years in the mortgage business to meet 
these criteria. In market share, we are 
clearly the leader with a margin of nearly 4 
to 1 over the next largest insurer. 
Geographically we are more widely spread 
than any company in the industry. Our 
portfolio has the highest percentage (47%) 
of loans seasoned three years or more.

MGIC's unassigned surplus is $74.8 
million*, 24 times larger than any other

Digitized for FRASER 
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view our industry
mortgage insurer. Similar to a lender's 
retained earnings, this surplus is also a 
measure of how well a company manages 
its balance sheet. And it proves that M GIC  
consistently lives within its premium dollar.

M GIC was the founder of the private 
mortgage insurance industry, and we've 
been building our financial strength for 21 
years.

While it's conventional wisdom not to 
put all your eggs in one basket, in 
mortgage insurance it may be greater

wisdom to put them in the biggest and 
strongest basket.

Because time is on our side.
For a more detailed look at MGIC and 

the subject of financial strength, contact 
your local M GIC representative. Ask him 
for a copy of the special Standard & Poor's 
report.
Mortgage Guaranty Insurance Corporation 
M GIC Plaza,
Milwaukee,
Wisconsin 53201 MGIC
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The Banking Scene

By Dr. Lewis E. Davids

Hill Professor of Bank Management, 
University of Missouri, Columbia

A Form al Complaint

66T WISH to file a formal complaint 
J- against your bank.”
The preceding statement is the intro

duction to a new development being 
implemented by the Comptroller of the 
Currency. It’s the approximate title of 
a three-page document that will ini 
elude a “tear-off” form that customers 
of national banks may use to file com
plaints.

Comptroller of the Currency John 
G. Heimann has contacted a number

People with serious com
plaints don't need postage- 
paid, pre-addressed forms to 
convey their irritations to 
regulators or legislators!

of banking and consumer groups, as 
well as congressional banking commit
tees, to obtain views on the implemen
tation of this adversary program, 
which, undoubtedly, will speed up and 
increase the number of complaints filed 
against national banks.

What is interesting is that the Comp
troller, in circulating proof copies of 
this new policy, stated that the pamph
let was prompted by “the low volume 
of complaints currently being received 
by this office, which we have deter
mined is attributable in part to the ab
sence of convenient mechanics for reg
istering such grievances.”

Of course, there is another possible 
interpretation of the relatively small 
number of complaints the Comptroller 
receives about national banks: Banks 
are law abiding, are relatively well 
managed, have good policies for han
dling and resolving complaints through 
their own resources and have little 
need for the gadfly activities of bureau
crats in Washington.

¡0

The proposed cover letter by Comp
troller Heimann would note, “Your 
rights as a consumer are protected by 
a federal consumer law—if you feel 
that your rights have been violated by 
a national bank, you may register a 
complaint directly with the federal 
agency that supervises national banks, 
the Comptroller of the Currency.”

Mr. Heimann prudently proposes 
that a dissatisfied customer of a na
tional bank try first to resolve the prob
lem with the bank in question. Failing 
to do so, the bank customer is invited 
to fill out the complaint form and mail 
it to the regional office of the Comp
troller of the Currency. (In fact, the 
customer doesn’t even have to use a 
postage stamp to mail the complaint.)

The Comptroller’s Office, through its 
regional administrators, will contact the 
named national bank and investigate 
the claims on behalf of the complain
ant, who will be informed of the results 
of that investigation.

“Where your complaints involve 
some bank other than a national bank, 
the Office of the Comptroller of the 
Currency will refer it to the appropri
ate federal or state supervisory agen
cy.” The complete form provides for 
the names and addresses of the com
plainant and the named bank. It calls 
for the name of the bank official or the 
bank department involved in the com
plaint. If an attorney has been retained 
in the matter, there’s a provision for 
the attorney’s name, address and tele
phone number.

The Comptroller of the Currency’s 
action is, undoubtedly, a pro-consumer 
step that will be supported strongly by 
Ralph Nader’s followers. It’s likely to 
be resented and objected to by individ
ual bankers, banks and bank-related 
trade associations, as well as other busi
ness-oriented groups. The fact that the 
Comptroller’s Office will, in effect, so
licit and receive complaints about 
state-chartered, nonnational banks and

pass them on to appropriate regulatory 
agencies certainly is, in my estimation, 
a unique outreaching on the Comp
troller’s part!

Bankers are aware that customers al
ways have had the legitimate right of 
complaint and, if not satisfied with the 
results, the right to move their accounts 
elsewhere. I suspect that Mr. Heimann 
probably is correct that more people 
will complain if provided a convenient 
self-addressed, pre-stamped form to use

Mature bank regulators of
ten have voiced concern that 
their major function— con
cern for bank solvency— has 
undergone an erosion of pri
ority.

for that purpose, but the aggressive na
ture of the Comptroller’s Office in try
ing to increase the volume of com
plaints raises serious questions of judg
ment.

There’s the strong probability that 
many of the complaints resulting from 
this new policy will be of a trivial na
ture, involving such things as penalty 
charges for overdrafts and charges for 
returned items. People with serious 
complaints don’t need postage-paid, 
pre-addressed forms to convey their ir
ritations to regulators or legislators!

It’s likely that the successful adop
tion of this pro-consumer, anti-bank 
policy by the Comptroller will stimu
late other bank regulatory agencies to 
adopt similar procedures. After all, this 
is an age of consumerism!

While I suspect that bankers are un
happy with this trend, they must recog
nize that it is part of an overall atti- 
tudinal change by society. For example, 
in a number of states, so-called “hot 
lines” have been set up to provide con-
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“ THEM OLD COTTON FIELDS DOWN HOME”
are still going strong. So are Mississippi’s 
efforts at industrial expansion and in state 
processing of our agricultural products 
and timber resources for increased sales 
on the international market. We’ll bet you 
don’t know all the facts about the good 
things we’re doing in Mississippi.

Find out more from  
First National Bank ••• 
you’ll be interested 
in what you hear.

Jcckson ; Mississippi M em ber FDIC

i i
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sumers with the opportunity of airing 
their real—or fancied—complaints of 
poor or illegal performance on the part 
of business.

I would conjecture that, under the 
Freedom of Information Act, it’s likely 
that the compilation of complaints 
would become available to interested 
parties, pro-consumer organizations in 
particular. Drawing from my experi
ence as a consultant to a governmental 
agency in this matter, I am sure that 
top executives of business organizations 
are sensitive to the resolution of legit
imate complaints. In the area of in
surance, for instance, the number and 
types of complaints are kept and used 
by insurance commissioners, since they 
communicate directly with companies’ 
top managements. Top managements, 
in turn, recognize that complaints pro
vide an index of their companies’ per
formance. They typically have imple
mented procedures promptly so that 
the complaints are settled at the field 
level and not “bucked up” to the regu
latory agencies. Woe to the agent or 
employee who has embarrassed his 
company’s CEO by causing that CEO 
to receive a critical letter from his reg
ulator!

Whether a bank is nationally or state 
chartered, the time is right to make 
sure that as few complaints as possible

are received by regulatory agencies 
about the institution. A number of 
banks already have established om
budsmen programs, in which at least 
one individual in a bank is responsible 
for receiving and handling complaints 
filed against an individual or transac
tion. If your bank has no ombudsman, 
consider the virtues of having one: By 
concentrating or directing all com
plaints through one person, it is pos
sible to fully appreciate where and how 
major types of complaints originate. 
For instance, are they associated main
ly with tellers? With the bookkeeping 
department? Do they involve truth- 
in-lending”? Or do they involve service 
charges and the like?

A bank’s ombudsman should be an 
individual who has received some spe
cial training and instruction in dealing 
effectively with complaints. Un
doubtedly, some of the complaints this 
person receives will be valid, and it’s 
likely that some of the complaints will 
be without merit. A good ombudsman 
would be in a position to minimize the 
number of complaints that ultimately 
would reach a regulatory agency.

There will be considerable variation 
in complaints that will be received by 
the regulatory agencies. For example, 
the sensitive topic of redlining will be 
a major source of complaints for banks

in urban areas, while affirmative-action 
complaints will be widespread.

As complaints surface, top manage
ment would be well advised to have 
certain types of responses prepared. To 
illustrate, in the area of redlining, a 
bank should have data on hand that 
would exonerate it from the onus of 
such a complaint.

In this context, some banks recent
ly have taken the initiative in news
paper advertising to defend their lend
ing practices.

While complaints are being resolved, 
some interface with other activities of a 
bank may surface. Personnel who, in 
effect, sparked the complaint and the 
public relations and marketing depart
ments of the institution should be in
volved in the complaint’s resolution, an 
experience that I think will help edu
cate bank customers about why certain 
conditions may be necessary.

I wonder how regional administra
tors of national banks will react to this 
new duty. Mature bank regulators of
ten have voiced concern that their ma
jor function—concern for bank sol
vency—has undergone an erosion of 
priority. Such areas as “truth-in-lend
ing” and other consumer legislation, 
they have said, impose a shifting of 
emphasis of their jobs away from con
cern for bank solvency, in effect, en
couraging unsound banking practices.

Another aspect of the Comptroller’s 
proposal concerns state supervisors or 
state superintendents of banking, espe
cially in the East, where there is a de
cided pro-consumer bias. The Mid- 
Continent states probably have a more 
neutral stance on consumerism, judg
ing from prevailing literature. Thus, 
the follow-through of complaints may 
vary considerably from one geographic 
area to another, depending on the in
terest and thrust of the various state 
banking regulators. Filing consumer 
complaints is still so new that it’s im
possible at this time to appraise the 
situation’s full dimensions.

While the ombudsman approach has 
certain advantages, there is a need for 
every bank’s staff to be aware of the 
implications involved in regulators re
ceiving consumer complaints. Top 
management should direct an educa
tional effort to the public now, before 
the situation of customer complaints 
has grown—as the Comptroller of the 
Currency implies it will.

Bank policy should involve everyone 
on the staff in an effort to minimize the 
likelihood of the increase in formal 
complaints. * •

The Great Escape atGreat Harbour Club
BERRY ISLANDS. BAHAMAS 

A n  A V C  Jk INCLUDING AIR4 DAYS $ 4 Q Q  f a r e  f r o m
3 NIGHTS Iron, I  FT. LAUDERDALE

8 DAYS $
7 NIGHTS from

Per person -  Double occupancy
INCLUDES: Free GOLF (Greens fees) and TENNIS (Court time) • Ground
transportation from airport to Great Harbour Cay • Full breakfast and dinner
with French cordon bleu cooking • Welcome drink • Free Bicycle (Expires 4.15_78)

.199
379 INCLUDING AIR 

FARE FROM  
FT. LAUDERDALE

Don’t waste another minute of your 
precious leisure time. Call your travel 
agent or Great Harbour Cay toll free 
800 327-0142 Ft. Lauderdale 421-2112
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Eminence is the name and Both check colors and
look of our new personal genuine polished leather

checks. The design is strik- covers come in wallet and
ing, simple. The appeal is to top-stub editions. In top-

the style-conscious, contempo- ■ ■  stub, the brown striped cover con-
rary check writer. Eminence ■ ■  tains a credit card file and the blue

checks offer personal choices. M i l  I III l % i l  | % ^ |  striped cover boasts a credit card

Totally Coordinated Checking by
k i J ^ ? ^ ver o[.tan r̂us^ A ^ 1 | * | # j O  file. snaP straP and exterior
bold initial or zodiac symbol VlQlftCVllCll%5a coin pocket 

cut in the personalization Whatever the combination
corner. Add a coordinated selected, Eminence pro

leather cover with its hand- jects a look of quality. And
some designer stripe. No style that doesn’t go out

finer package^ever opened l  of style.

There's a nam e for reliability. ClarkeChecks
© 1978, CLARKE CHECKS DIVISION OF CLARKE PRINTING & PACKAGING 

Atlanta/Birm i ngham/Charlotte/Dal las/Houston/Lou isvi I le/Mobi le 
San Antonio/Shreveport

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



Teller Alert.
The checkte double check.

PAY 7

To»n? f ? k & T n iS t

It’s a new account system that costs you less 
and can save your bank thousands.

Teller Alert, 
what it does.
Teller Alert 
new account

That’s exactly

is a standard 
kit with attrac

tive checks printed with red 
borders and deposit tickets 
printed in red ink. These are visual signals 
to your tellers: Here’s a new account.
The tellers are alerted to double check for 
sufficient funds and to be extra courteous to

No___—

¡¡wren* * , AB«
Clarke Bank&Trust

I «:o o q q « o o o o ì : * o q q » o o o *«o *
-------{

the new customer. Very sim
ple. Very low key. Yet it’s 
most effective at cutting 
losses when it’s used properly.
Clarke believes Teller Alert 
is important to your bank. So 

we offer it in the personal account size for 
less than our other new account kits. Your 
Clarke Checks representative would like to 
tell you the complete Teller Alert story.

There's a name for reliabilrty.'™*rClarkeChecks
©1978, CLARKE CHECKS DIVISION OF CLARKE PRINTING & PACKAGING 

Atlanta/Birmingham/Charlotte/Dallas/Houston/Louisville/Mobile 
San Antonio/Shreveport
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Community Involvement

'MDRT Night':

Bank of the Southwest 
Honors Insurance Group

Bank of the Southwest, Houston, has 
honored a number of top-producing 
life insurance underwriters with dinner 
and a performance of “The Importance 
of Being Earnest” at Houston’s Alley 
Theater.

It was the fifth year that the bank’s 
trust department has sponsored the 
evening for the life underwriters, who 
are members of the Million Dollar 
Round Table, an international life in
surance organization. About 100 under
writers and their spouses were in at
tendance.

For the 6th Year:

Student Advisory Board 
Involves Youth in Banking

For the sixth year, Citizens Bank, 
Jeffersonville, Ind., has sponsored its 
Student Advisory Board program, one 
goal of which is to educate students 
about management of personal income, 
accepting credit responsibility and fi
nancing a college education.

The board, which is comprised of 
area students, makes presentations

Bank Collects Toys, Cash for Tots

Representative of local Kiwanis Club (I.) ac
cepts check for $117 to be used for Christ
mas gifts for needy children from Judy A. 
Petit, account executive (c.), and Roy R. Heim- 
burger, president. Continental Bank, Richmond 
Heights, Mo., last December. Trio stands be
hind array of gifts for children donated by 
bank customers. Amount of check represents 
proceeds from sale of cookbook published by 
TGBancshares Co., St. Louis, HC controlling 
Continental Bank, along with donations from 
bank employees.

MID-CONTINENT BANKER for March,

Affirmative-Action Plan Begun
An affirmative-action program has 

been instituted at Harris Bank, Chi
cago, to monitor the bank’s hiring 
and promotion practices.

Named coordinator of the program 
was Nathaniel Walton, former sen
ior programmer-analyst and tech
nical adviser in the operations de
partment. He joined the bank in 
1967 as a computer programmer 
trainee in the systems development 
division.

about the above topics to local high 
school classes.

Another goal of the board is to dem
onstrate the need for youth involve
ment in community affairs. Students 
assist at Christmas with the bank’s 
“Empty Stocking Fund” for needy chil
dren and also participate in the local 
Red Cross blood program by working 
on blood drives held in their respective 
schools.

66 Hours:

Houston National Renews 
Quality TV Sponsorship

Houston National has announced its 
second year of quality TV program
ming, amounting to 66 hours during 
1978.

Among the programs to be televised 
are two premiers, “Europe, the Mighty 
Continent” and “Americans.” Also 
scheduled are “The Ascent of Man” 
series, an encore showing of “Fall of 
Eagles” and “Ten Who Dared.”

In addition, the bank will sponsor 
full coverage of all local, state and na
tional elections as well as two locally 
created documentaries.

For Youth Parks:

Trust Dept. Lauded 
By Interior Department

The trust department of Citizens Na
tional, Emporia, Kan., has received an 
achievement award from the Bureau 
of Outdoor Recreation, Department of 
the Interior, in recognition of financial 
assistance given in the establishment 
of 19 youth recreation parks in east 
central Kansas.

More than $876,000 in youth rec
reational park grants have been made 
in a three-county area of Kansas since

1978

1961. The bank has been a trustee of 
the W. S. and E. C. Jones Trust since 
that time. The Messrs. Jones were 
wealthy cattlemen who left their 
money for the benefit of needy chil
dren.

In Indianapolis:

Money Manager Series 
Conducted for Women

Indiana National, Indianapolis, re
cently sponsored a series of four money 
manager workshops for women de
signed for those who want more infor
mation to help plan and control their 
economic lives.

The sessions dealt with the eco
nomics of being a woman; credit and 
retirement planning; borrowing, saving 
and investing, and estate planning for 
women.

A $12 registration fee was charged 
that included a personal financial plan
ning workbook designed to give each 
participant an overview of her personal 
financial life, to reinforce the material 
covered in the workshops and to pro
vide a basic reference tool for future 
financial planning.

Golden Coin Award

Gordon Malen (I.), assistant vice president, 
First National, Minneapolis, is presented with 
award of merit as part of Golden Coin Awards 
sponsored by BMA at association's recent con
vention by Martin J. Allen (r.), BMA president 
and senior vice president, Old Kent State, 
Grand Rapids, Mich. Award honored bank for 
its 1976-77 Dutch elm public affairs campaign, 
designed to increase public awareness of the 
Dutch elm epidemic in the community and to 
urge community and legislative action for a 
program to control the disease.
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Installment Lending

Trends in Mobile Home Financing Area 
Stressed in Shelter Analysis for '80s

MO BILE HOMES will represent 
about one out of every six new 

housing units in 1985, a figure that is 
slightly higher than the present ratio, 
said analysts with Foremost Insurance 
Co. in a recent report entitled “The 
Shelter Market in the 1980s.” The anal
ysis consists of projected trends in the 
mobile home financing area.

Retail prices of mobile homes will 
increase faster than those for conven
tional housing as the 1980s approach, 
but will moderate slightly before 1985, 
the analysts said.

The estimated average annual in
crease in the price of mobile homes to 
the year 1985 is 10%. Reasons for this 
annual increase—which is higher than 
the projected increase for conventional 
housing—include trends toward larger 
units, increasing unionization at mobile 
home plants, higher standards and reg
ulations, increasing transportation costs 
and higher prices for building materials 
and furnishings.

Federal legislation has and will con
tinue to affect mobile homes in the 
1980s, the analysts predicted. The 
Housing and Community Development 
Act of 1977 provides that FHA loan 
limits on mobile homes be raised from 
$12,500 to $16,000 on single-wide 
units and from $20,000 to $24,000 on 
double-wide units. In addition, the

lending period will be extended to 15 
years for single-wides and 23 years for 
double-wides.

One of the most significant pieces 
of legislation to affect the industry has 
been the mobile home construction and 
safety standards, promulgated by the 
U. S. Department of Housing and Ur
ban Development (H U D ). This law 
imposes a stringent uniform construc
tion and safety code on all mobile 
home manufacturers. Representatives 
of the industry believe that the stan
dards will assure mobile home pur
chasers of getting units that will last 
longer; that will qualify for lower in
surance, warranty, maintenance and re
pair costs; require less energy con
sumption and find wider acceptance 
within communities because of their 
higher quality.

The Foremost analysts forecast that 
by 1980, 33% of all mobile homes 
shipped will be double-wides. By 1985, 
40% will be that size. Fourteen-foot- 
wides are now generally accepted and 
lengths of between 60 and 70 feet are 
expected to continue. According to the 
study, future expansion will occur pri
marily in width, not in length, of mo
bile homes.

The analysts stated that, generally 
speaking, the mobile home industry has 
been able to broaden its base in the

housing market only as it has been 
able to increase the size of the product. 
And the size could be increased only 
as the duration of the financing terms 
made available for its purchase was 
increased.

The long-term growth of the mobile 
home industry is highly contingent on 
the availability of adequate financing, 
the analysts said. In the recent past, 
availability of financing was the most 
significant problem facing the industry. 
However, in the future, the type of fi
nancing available will be the key prob
lem. Presently, most manufactured 
housing doesn’t qualify for convention
al real estate financing. Due to lenders’ 
attitudes concerning the mobility of 
mobile homes combined with their 
present profitable method of financing 
mobile homes, there will be a great re
luctance to change the type of financ
ing available.

Positive trends in the mobile home 
market include the following, accord
ing to the Foremost analysts:

• Growth of the population, and in 
particular, the 25-to-44 age segment.

• High down payment require
ments for conventional housing.

• Greater acceptability of mobile 
homes due to quality, size and safety.

• Increasing acceptability of mobile 
home development.

• Federal legislation stimulating 
growth of mobile home demand.

• The number of vacation homes 
that will be required in the future.

The long-term demand for housing 
is a function of four factors: household 
formations, replacement requirements, 
vacation or second homes and allow
ance for vacancies. A recent study by 
the Massachusetts Institute of Tech
nology and Harvard University for 
HUD estimated that between 20.2 and 
22.6 million housing units will be need
ed during the 1976-1985 period to 
meet new demand and replacement 
needs. A consensus estimate from sev
eral sources suggests that from 50% to 
60% of this projected demand stems 
from new household formations, 30% 
to 40% from replacement requirements, 
at least 3% to 4% from second homes 
and from 4% to 7% from a vacancies 
cushion.

The average annual production rate 
for all new housing from now to 1980 
is likely to be below the average of 
1971-1975, the analysts state, but is ex
pected to recover in the 1981-85 period 
so that production will fall close to the 
10-year demand.

Multifamily and mobile home por
tions will grow slightly faster from 
1981-85 than in previous years, mostly 
because of government subsidies. And 
mobile home manufacturers will benefit 
from commercial, educational, vacation 
and other uses for units. * •

This is no 
ordinary 
bank directory.

$ 3 5
$ 4 5

standing
order

ŝingle
issue

AMERICAN
Bank Directory
6364 Warren Drive 

Norcross, G a. 30093 
(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.

*Plus shipping and handling
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Now is the time 
to expand

home improvement
loan volume.

Here are six reasons w hy...
ICS, the world's leading insurer of home im 
provement loans, believes current econom
ic conditions provide an excellent climate 
to increase your HIL volume and profits.

^  Stable Diversification. Consumer HIL demand con- 
B a  tinues to grow  and the tim ing is perfect for in

creased loan activity in this category. Loan volume 
in other categories such as autos, boats and rec 
vehicles is adversely affected by possible energy 
shortages and inflationary price increases.

2 Higher yield. Your profits are being squeezed by 
^  spiraling costs and can be offset by a high yield 

home modernization plan. An ICS program assures 
that your gross income w ill be higher than that re
ceived from FHA auto and mobile home loans. Let 
us demonstrate how an ICS insured program w ill 
provide a dramatic increase in profits on a pri
vately insured portfo lio  compared to FHA coverage.

3 100% Credit Protection. ICS insured home im- 
^provem ent loans enjoy 100% credit protection. 

And we include every unpredictable default . . . 
such as layoffs, recession, strikes, bankruptcy and 
divorce. Other loans, by comparison, put the entire 
burden of risk on you.

Unlimited Marketing Opportunities. Every home 
^  improvement loan provides the opportunity to ef

fectively cross-sell all banking services. The home 
owner is a ready-made and growing audience for 
promotions that provide useful and innovative 
home modernization ideas. Since 1954, ICS has 
accumulated a wide variety of effective home im 
provement promotions that are offered exclusively 
to our more than 1W0 client banks.

Increased home modernization activity. There 
^  couldn't be a better time to emphasize home im 

provement loans. Because of inflation, people are 
more involved in do-it-yourself projects and are 
constantly aware of needed improvements. Also 
high mortgage rates make HIL more feasible from 
an economic standpoint.

6 Community Service. The home owner is the "back- 
£  bone”  of the community. There is no better way for 

your bank to make a constructive contribution to 
community service than the active promotion of 
programs for financing the maintenance and im
provement of property!

6 reasons why now  is the time to expand your home 
improvement loan volume. Call or write W illiam F. 
Schumann, President, fo r personalized ideas applied to  
your situation. As the world's largest home improve
ment loan insurance service company, our expertise w ill 
help you achieve your profit goals.

IN S U R E D  C R E D IT  
\  S E R V I C E S  /

307 N. Michigan Avenue 
Chicago, Illinois 60601 

312/263-2375

Visit our hospitality suite 
at the San Francisco Hilton during the 

ABA National Instalment Credit 
Conference April 2-5.

Am erica 's No. 1 insurer o f hom e im provem ent loans.
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Commercial Lending

Troubled Debtors: The Fine Line 
Between Counseling and Controlling

By MARGARET HAMBRECHT 
DOUGLAS-HAMILTON 

Bingham, Dana & Gould 
Boston

This article is reprinted with permission 
from The Journal of Commercial Bank 
Lending, published by Robert Morris As
sociates, Philadelphia.

WHEN A corporate borrower gets 
into financial trouble, its lender 

often will have a big problem concern
ing loan repayment. But a lender can 
have even worse problems if its deal
ings with a financially troubled debtor 

would lead a court 
to conclude that it 
exercised control 
over its debtor. 
Courts have sub
ordinated a con
trolling lenders 
debt to other cred
itors and, in 
some cases, have 
charged control- 

I H B k .  H I  ling lenders that 
interfere with their 

debtor for losses suffered by other 
creditors on account of such interfer
ence.

There are two important ways a 
lender can acquire the kind of control 
over its debtor that may lead to liabil
ity. The first is through control of the 
debtor’s management, and the second 
is through voting control of the 
debtor’s stock.

Here are some examples, mostly 
taken from actual cases, of the type of 
problems a lender can have with either 
kind of control over its debtor. Al
though some of the cases have not 
been decided, issues involved represent 
complaints against lenders that have 
spent significant amounts of time and 
money on their defense. If some of the 
concepts in this discussion seem new, 
it’s better to find out about them in an 
article than in a complaint filed against 
you in court. Concepts underlying this 
form of lender liability have been 
around for a long time, but suits to im
pose such liability are part of a fast
growing new trend.

In this article, I’m going to try to 
give a fairly general outline of the cur-

18

rent issues in the hope that it will help 
lenders recognize the control problem 
when it arises. It’s probably safe to say 
that every troubled loan situation has 
its own special facts and relationships. 
Because solutions must be designed to 
deal with each specific case, I thought 
it would be more helpful to give a 
broad view of the major problem areas 
than to discuss the subtle distinctions 
that make a solution right in one case 
and wrong in another. The lender’s 
ability to spot the control problem is 
very important. In fact, my feeling is 
this is one of those areas where preven
tion is the best cure.

Management Control
By far the most difficult kind of con

trol to identify is the kind that involves 
improper interference with the debtor’s 
management. You usually can tell 
whether you have control of your debt
or’s stock. It’s much harder to de
termine when suggestions made by a 
lender become dem ands or when help  
becomes interference. When, for ex
ample, does a lender’s legitimate inter
est in a debtor’s use of funds result in 
improper decision making by the 
lender as to which of the debtor’s 
creditors will be paid?

Control Over Financing Sources. An
other interesting area where caution is 
advisable is in drawing up financing 
agreements. For instance, how far can 
you go in writing so-called “manage
ment clauses”? It’s probably unwise to 
put restrictions on who will run the 
debtor company that are too specific 
or that would interfere with the free 
election of the debtor’s directors. This 
is not to say that a lender is not en
titled to place certain financial restric
tions on the debtor’s management by 
restrictive covenants which limit addi
tional debt and protect the debtor’s as
sets. However, there are cases where 
a lender so monopolized a debtor’s 
sources of financing that the lender was 
considered to be in control of the 
debtor.

Practically speaking, many lenders 
probably have found themselves in the 
position of believing they could turn 
around a troubled debtor if only they 
could get some good management into 
the company. This is a gray area, but

there are some definite standards. For 
example, it’s probably all right to make 
a general suggestion that the debtor 
consider some management changes. 
But it might lead to a liability situation 
if the lender dictates specifically who 
the debtor’s officers and directors 
should be. It’s important to remember 
that a suggestion is something the 
debtor is free to accept or reject. A 
lender should not threaten to call a 
loan if the suggestion isn’t followed. If 
an individual suggested by the lender 
in fact is employed by the debtor, the 
lender should be careful to avoid any 
appearance that the individual is an 
agent of the lender or in any way un
der control of the lender.

Third-Partif Problems. Some control 
problems lenders have with debtors in
volve third parties. I already mentioned 
a lender’s real concern with how its 
debtor—especially a troubled debtor— 
will use funds advanced by the lender. 
How much control should the lender 
exert over payment of obligations 
owed by the debtor to third parties? 
It’s one thing to advance limited 
funds and leave it to the borrower’s 
discretion as to how such funds will be 
utilized. It’s quite another, obviously, 
to dictate which bills are to be paid 
and then bounce any checks that don’t 
appear on the approved list. Between 
the two extremes are a wide variety of 
situations where the problem can be 
resolved with greater or lesser degrees 
of risk.

Another kind of difficulty a lender 
can have with a troubled debtor re
sults from inducing the debtor not to 
perform or otherwise to breach an 
existing contract with a third party. 
This could happen in a situation where 
the lender interferes with contracts the 
debtor may have with its suppliers or 
employees. It also could happen in 
cases where a lender obtains a pledge 
of collateral, such as stock, which vio
lates a negative pledge clause in a 
prior creditor’s agreement.

You may have heard of the Black 
Watch Farms fraud in upper New 
York, where interests in the same few 
cows were sold to hundreds of different 
persons. A case growing out of that 
fraud involved a complaint by one of 
the plaintiffs about the Black Watch 
creditors. The plaintiff said the credi
tors knew of their debtor’s precarious 
financial position, but concealed this 
to keep plaintiffs making payments on 
notes for the cows, which had been 
pledged as collateral to the creditors. 
That’s an example of another kind of 
problem a lender can have with third 
parties, namely, liability for aiding and 
abetting or conspiring with a debtor.

Voting Control
There’s a presumption that a lender 
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Now Commercial Credit., . . - ------------- ;---------------—- You’ve probably seen it happen. You
nurture a growing commercial customer until he thinks it’s time to move on to a larger bank—or 
a commercial lender.

That’s when it’s helpful to have Commercial Credit Business Loans, Inc. at your side.
By taking over the loan requirements or with a participation loan, we can help your bank 

appear larger. Other banking services are not disturbed.
WithCommercial Credit Business Loans, Inc., you can offer your customers the advantages of 

over sixty-five years of experience in structuring financing programs to meet their needs. And 
service by experienced professionals.

Other opportunities for working together include high leverage acquisitions, when specialized 
collateral control is needed, and rapid growth situations.

Call or write today for a talk with one of our Financenter representatives
Capitalize on our participation. Call CCBL, Inc., now.

Ufe find ways to help.

COMMERCIAL CREDIT
BUSINESS LOANS

<§§> a financial service of 
CONTRPL DATA CORPORATION

Commercial Credit Business Loans, Inc. is part of the $4 billion Commercial Credit/ 
Control Data corporate family, which also offers vehicle leasing, equipment and aircraft 
financing and leasing, factoring, bad debt insurance, collection services, real estate 
financing, and much more.

For immediate action, or additional information, call your nearest FINANCENTER.

ATLANTA(404)525-4938BALTIMORE(301)727-3338CHARLOTTE(704)373-1721CfflCAGO(312)332-371fi
CINCINNATI(513)721-2962CLEVELAND(216)886-6383DALLAS(214)7474295DETROIT(Southfield)('313)569-03fifi

^6? 1 3̂73" ^ ^ KAN^A^ CITY(816)474-0202IX)S a n g ELE s (213)386-6871
NEWYORK(212)679-7725SANFRANCISCO(415)982-6362WILMINGTON(302)571-0873
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having voting control over a debtor 
also has the power to direct the debt
or’s affairs. Voting control normally 
means the power to select a majority 
of the board. A lender may have such 
power as (1) trustee of a voting trust,
(2) holder of an irrevocable proxy or
(3) pledgee of shares with power to 
vote a controlling block of the debtor’s 
stock.

F ederal Securities Laws. Liabilities 
resulting from voting control arise in 
several contexts. One is in the regula
tory context where control, which often 
is in the form of voting control, exposes 
a lender to potential liabilities under 
federal securities laws. Although the 
following outline is far from complete, 
it does give an idea of the kind of 
issues that may arise under those laws.

Under the Securities Act of 1933 
and the Securities Exchange Act of 
1934, an issuer of securities is re
quired to make certain disclosures to 
the public that buys and sells its se
curities. Each of those acts places simi
lar responsibility on anyone who con
trols the issuer. There are cases indicat
ing that a lender with control of its 
debtor could be held responsible for 
losses suffered by third parties who 
purchased the debtor’s securities based 
on misrepresentations made to them by

the debtor.
An interesting complaint involving 

a lending bank raised the issue of 
whether a lender has an obligation to 
correct misleading or inaccurate state
ments its debtor has published in press 
releases. A lender who controls its 
debtor almost certainly would have 
that responsibility. Also, keep in mind 
that once a lender has control of its 
debtor (by virtue of stock ownership 
or otherwise), the lender is subject to 
most of the same prohibitions as the 
debtor on selling the debtor’s securities. 
The controlling lender must sell such 
securities under an effective registra
tion statement or pursuant to some 
available exemption from registration 
requirements.

If your controlled debtor is either a 
public utility company regulated under 
the Public Utility Holding Company 
Act of 1935 or a registered investment 
firm regulated under the Investment 
Company Act of 1940, you may incur 
obligations and responsibilities to your 
debtor under those acts. Both acts re
strict a controlling lender’s ability to 
improve its financial position at the ex
pense of its controlled debtor. For in
stance, a lender will face severe limita
tions under Section 17 of the Invest
ment Company Act on financial ar

rangements it may wish to make in 
workout situations with a troubled 
debtor. Such arrangements may be 
void under the act and also may sub
ject the lender to subordination of its 
claims to other creditors.

Conflicting Obligations. One area 
particularly fraught with danger for 
bank lenders arises under the Trust In
denture Act. Should a lender serve as 
indenture trustee for securities issued 
by its debtor and then acquire control 
of its debtor’s stock, the trustee is obli
gated to eliminate the conflict of inter
est or resign within 90 days after dis
covering the conflict. The Trust Inden
ture Act, however, provides that resig
nation become effective only on ac
ceptance of the appointment by a suc
cessor trustee. In a situation involving 
a financially troubled debtor, it’s pos
sible the debtor may have defaulted on 
the indenture securities, in which case 
it’s often not possible to find a succes
sor trustee. In such cases, it may be 
virtually impossible for a lender to 
fulfill both the high obligation of a 
fiduciary it has as trustee to holders of 
the indenture securities and as con
trolling person of the debtor and  the 
obligation to its own stockholders to be 
profitable.

Liabilities

All that's missing is you!
The Beautiful Gulf of Mexico and over 200 feet of white sand beach 
at your door. Daily complimentary breakfast. Heated swimming pool. 
Lighted shuffleboard courts. Attractively furnished rooms and effic
iencies with color TV, air-conditioning, electric heat. 24 hour tele
phone service. Disney World only 93 miles away. Daily bus tours 
from the Buccaneer.

MIKE AND BARBARA CREASMAN, 
OWNERS

Open year ’round  
Telephone 8 1 3 -3 6 7 -1 9 0 8

B uccaneer
1 0 8 0 0  Gulf Be

Resort Motel
Boulevard  

Treasure  Island, Florida 3 3 7 0 6
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The preceding discussion describes 
some problem areas for controlling 
lenders under federal securities laws. 
A lender that acquires control of its 
debtor may have additional problems 
relating to control under other regula
tory statutes as well. These include 
adverse consequences of failing to ob
tain requisite regulatory approval be
fore and after assuming control of cer
tain special corporations in regulated 
industries, such as trucking companies, 
airlines and insurance firms.

Last, but not least, is the liability 
that will befall a controlling creditor 
that fails to collect and pay over taxes 
withheld from wages of its controlled 
debtor’s employees. In any situation in 
which the lender has “control . . .  of 
. . . the wages of . . . employees” em
ployed by a debtor, the lender will be 
responsible (under Section 3504 of the 
Internal Revenue Code) for seeing that 
the withholding taxes are paid. This is 
true whether the lender has control 
over the wages because of the manner 
in which it finances the debtor or be
cause it exercises management or vot
ing control over the debtor. There’s a 
100% penalty assessment for failure to 
collect and pay such taxes.

Manipulation of Credit
Another area in which lenders seem 

particularly vulnerable in controlling
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Your protection against changing times from 
Scarborough— the bank insurance people.
Increasingly, bank directors and officers are 
being forced to face the fact that you don't 
have to be guilty to be sued. Even if officers 
and directors take every precaution to dis
charge their duties with utmost care, they 
cannot be certain to avoid liability lawsuits 
that can threaten their personal assets.

Bank directors and officers are especially 
vulnerable to litigation since so many differ
ent parties can bring suit for real or imagined 
grievances. They can be sued by depositors, 
stockholders, various governmental agen
cies, consumer groups and other parties. ^

The best protection against this poten- 
tial threat to your personal assets is 
coverage under Directors & Officers Lia
bility Insurance from Scarborough. This 
protection covers damages, judgments

and defense costs. It has been designed 
by Scarborough—the bank insurance special
ists for almost 60 years, the people who 
helped to write the first modern Directors & 
Officers policy.

Call or write for more information about our 
Directors & Officers Liability Insurance . . .  
and all your bank's insurance needs.

■
i l

the bank 
insurance people

222 N. Dearborn Street, Chicago, Illinois 60601 (312) 346-6060

Please send me a copy o f the 
"D. & O. Guidebook."

SEND TO DAY
' Name

■ I Title
FOR OUR FREE G Bank

D. & 0 .  G U ID EBO O K" Address

Citv 11#

_  - i  
m  m  »

I
i
I
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stock situations is that in which a 
lender participates in manipulation of 
the credit of a debtors subsidiary. The 
usual scenario is one in which a lender 
takes collateral (which often is con
trolling stock of the subsidiary) in ex
change for a loan to a solvent subsidi
ary, and the subsidiary then upstreams 
the loan to its parent company in ex
change for intercompany indebtedness 
of questionable value.

In such cases, the subsidiary’s un
secured creditors have argued success
fully for equitable subordination of the 
lender’s debt to theirs. Should the sub
sidiary be a public company, as is the 
case in a somewhat similar situation in
volving the Penn Central bankruptcy, 
the public security holders of the sub
sidiary also may assert their rights 
against the lender. The bankruptcy 
trustee for W. T. Grant Co. has made 
a similar argument against Grant’s 27 
lending banks.

A more obvious case is one where 
the lender manipulates the credit of the 
debtor corporation whose stock it con
trols. It’s virtually certain that such 
abusive control will result in subordina
tion of the lender’s debt not only to 
other creditors of the corporation, but 
also to any minority stockholders of the 
corporation. This principle was estab
lished in a case involving the Deep 
Rock Oil Corp., and you probably have 
heard the principle referred to as the 
“Deep Rock Doctrine.”

A lender that acquires control of its 
debtor is likely to be faced with prob
lems that arise primarily from restric
tions the fiduciary relation and statutes 
(becoming operative with control) im
pose on the lender’s dealings with its 
debtor. Absent such fiduciary responsi
bility and statutory restraint, a lender 
—which has no relationship with a cor
porate borrower other than that of 
creditor and debtor—is entitled to as
sert all its lawful rights as a creditor. 
Such rights include the right to call a 
loan when due, to refuse to extend a 
loan and to lawfully enforce collection.

Avoiding Debtor Control
I ’ll conclude with some guidelines 

as to what a lender might do to avoid 
control of its debtor. A lender should:

1. Avoid any interference with the 
management of a debtor that suggests 
that the lender and not the debtor’s 
management runs the company.

2. Carefully examine the lender’s 
collateral security position with regard 
to the stock of the debtor and the 
debtor’s subsidiaries.

3. Exercise extreme caution in mak
ing and securing new loans to be cer
tain there’s no breach of the rights of 
existing creditors.

4. Take care in seeking to improve 
the lender’s position with respect to its 
outstanding loans to avoid charges by 
third parties or other creditors that (1) 
the lender induced the debtor to 
breach its contractual rights or (2) 
as was alleged in the Black Watch 
Farms case, that the lender aided and 
abetted or conspired with the debtor 
in leading others along.

These are fairly general guidelines 
for keeping out of a quite specific form 
of trouble. There is, unfortunately, no 
single or simple answer to the question 
of what constitutes control of a debtor 
by a lender. If the trend toward litiga-

• Bank Building Corp. Myron A. 
Carpenter has been promoted to vice 
president and treasurer. He handles in
vestor relations and financial planning 
and is a former controller of the firm, 
which is headquartered in St. Louis. 
He succeeds W. Thomas Wynn, who 
has been elected vice president, finance 
and secretary.

• Brandt, Inc. Joseph E. Collins has 
been named district manager for east
ern Missouri and southwestern Illinois. 
He is one of 45 Brandt district man
agers and takes sales responsibility for 
the firm’s line of equipment for finan
cial institutions. He is based in Mary
land Heights, St. Louis County. He 
was formerly assigned to Texas. As
sisting Mr. Collins at his new post are 
Robert Eisenkramer of St. Louis and 
Craig Welch of Mt. Vernon, 111. Brandt 
is based in Watertown, Wis.

• Scarborough & Co. Patricia Allen 
has been named an account executive 
at Scarborough, Chicago-based bank 
insurance firm. She will service cus
tomers in Indiana, Kentucky, Mississip
pi, Tennessee and Wisconsin. She is a 
former surety underwriter at CNA, 
Chicago.

tion in this area continues, there will 
be, no doubt, more answers to that key 
question. Unfortunately, virtually every 
answer will be developed at the ex
pense of a lawsuit against some lender.

Texas HC's Income Up
HOUSTON—Net income at First 

City Bancorp, of Texas last year 
reached $42.3 million, a 21.8% increase 
over the 1976 figure of $34.7 million. 
Total assets last year-end increased 
10.2% to $6.3 billion from the year- 
earlier figure of $5.7 billion. Year-end 
deposits rose 13% from $4.7 billion in 
1976 to $5.3 billion in 1977.

• Mosler. Edward “Ted” Doyle has 
been appointed vice president, market
ing-security and transaction systems, 
Mosler, Hamilton, Ohio. He is re
sponsible for marketing functions of the 
company’s physical and electronic se
curity systems, counter systems and au
tomatic delivery system products. He 
was formerly director of Mosler’s de
livery system operation and joined the 
firm last year.

• Doane Agricultural Service. 
Dwayne D. Sharp has joined Doane as 
regional production manager in the 
farm and ranch management division 
and Taylor Gamblin has been named 
a regional broker in real estate sales 
and investments. Mr. Sharp is responsi
ble for management procedures, ac
counting controls report quality and in
novations in farm management and is 
a former president and general man
ager of Scientific Management Service. 
Mr. Gamblin’s responsibilities involve 
initiating and broadening sales invest
ment programs in conjunction with oth
er services offered by Doane, which is 
headquartered in St. Louis. He was 
formerly with a mortgage banking firm 
in St. Louis, where he developed and 
placed commercial loans.
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Within 
Bank of Oklahoma 

Tower...

Left to right: Marvin Bray, Charles Rice, Dan Keating

specialists to 
help you provide 

international 
services.

To start utilizing the broad international capabilities of Bank 
of Oklahoma, call one of our five Correspondent Bankers.

With our help, you can serve your clients with international 
market information and letters o f c re d it. . .  foreign 

collections . . .  government financing and assistance, where 
possible . . .  even currency exchange and travel assistance. 

For global marketing services — or other financial 
services closer to home — call our 

Correspondent Banking Department.
It makes good business sense!

Correspondent Bankers 
Charles Rice, 

Department Manager 
588-6254 

Marvin Bray 
588-6619

Lee Daniel 
588-6334

Bill Hellen 
588-6620

Phillip Hoot 
588-6617

BANK OF OKLAHOMA
P.O. Box 2300 /  Tulsa, Oklahoma 74192 

Member F.D.I.C.
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• LeFebure. This Cedar Rapids, 
la.,-based firm has announced Tel-Air 
19, a closed-circuit TV drive-up system 
for use at remote kiosks where direct- 
vision drive-up systems are impractical 
or impossible. The system is comprised 
of a solid-state camera and video 
monitors. The 12-inch monitor on the

kiosk is recessed for shelter from direct 
light. Voice transmission is provided 
by solid-state audio components, and 
pneumatic tubes for the system may be 
installed below grade—either direct- 
buried or protected by a steel culvert 
or concrete tunnel. Write: LeFebure, 
P. O. Box 2028, Cedar Rapids, IA 
52406.

• Southwestern Graduate School of 
Banking. N ew Perspectives for Bank 

Directors is a 243- 
page hardbound 
collection of pre
sentations to the 
Assemblies f o r  
Bank Directors, 
and is available 
from the Founda
tion of the South
western Graduate 
School of Banking, 
Southern Method

ist University, Dallas. Edited by Rich
ard B. Johnson, the foundation’s presi
dent, and published by the SMU Press, 
the book includes contributions by a 
former FDIC chairman, a regional ad
ministrator of national banks, a Fed 
governor, a past president of the ABA 
and the Bank Marketing Institute, a 
past chairman of a state banking com
mission, presidents and chairmen of 
bank and HC boards and attorneys and 
outside bank directors. Topics covered 
in the book include: duties, responsi
bilities and liabilities of bank directors; 
relations with bank management and 
regulatory authorities; director func
tions in marketing selection of bank 
management and appraisal and plan
ning of bank performance; board com
mittee organization; capital invest
ments and real estate problems faced 
by directors; director relations with 
trust activities and implications of the

24

New
Products

and

changing financial structure and evolv
ing technology. Price of the book is 
$15, and a 20% discount is given to or
ders of 10 or more copies. Write: The 
Foundation of the Southwestern Grad
uate School of Banking, SMU Box 214, 
Dallas, TX 75275.

• Mosler. A four-page, four-color 
brochure highlighting check desks, 
with information on styles, materials 
and colors, has been announced by 
Mosler, Hamilton, O. For a free copy, 
write: Mosler, Dept. PR-135, 1561 
Grand Blvd., Hamilton, OH 45012.

• Brandt, Inc. This firm, headquar
tered in Watertown, Wis., has added 
the Model 813 to its Countess® line 
of equipment. The 813 endorses and/ 
or cancels documents, checks, food 
stamps, etc., at a rate of up to 720 
documents per minute. It imprints a 
message with a heavy-duty die and 
uses the Countess dry ink endorsing 
method. The machine features one-but
ton control, automatic shut-oif and 
handles documents from 2 x 4  inches 
to 4 x 8 inches in size. The firm’s Model 
847 Standard Drum allows the cus
tomer to choose five lines of text to be 
imprinted by the 813; a second drum, 
Model 848, allows use of three lines of

text and includes a double-rank, six
digit imprinting feature allowing dat
ing or encoding of documents. The 
813’s housing is of high-impact cycolac 
plastic. The entire machine weighs 18 
pounds. Write: Brandt, Inc., Water- 
town, W I 53094.

• NACHA. The National Automat
ed Clearing House Association, Wash
ington, D. C., has announced three 
new products to aid bankers in opera
tional marketing matters of ACHs: 
Operating Rules o f NACHA, ACH Sys
tems Review  and SurePay M arketing 
Manual. Operating Rules o f NACHA, 
publication #665900, is a comprehen
sive set of rules, definitions, media and 
format specifications, insurance guide
lines and item-description standards 
relating to the interaction between 
banks and ACHs. ACH Systems Re
view, publication #665800, is a two- 
part independent review of consumer- 
protection features and controls and 
security procedures of the ACH system 
conducted for NACHA by the Ernst & 
Ernst accounting firm. SurePay Mar
keting Manual, publication #665700, 
is intended as a key source for market
ing ACH services and preparing a fi
nancial institution for ACH activity. 
The latter includes a marketing guide, 
a staff-training plan and a basic intro
duction to the ACH concept. Each 
publication sells for $15. Write: Or
der Processing Department, American 
Bankers Association, 1120 Connecticut 
Avenue, N. W., Washington, DC 
20036.

• Diebold, Inc. The technical ser
vices division of Diebold, Inc., Can
ton, O., is using a computerized infor
mation system to monitor the status of 
each of the company’s TABS® Total 
Automatic Banking systems throughout 
the U. S. that provides Diebold a cur
rent and ongoing diary of each TABS 
installation, including a record of soft
ware and hardware modifications, 
spare-part replacement and other ser
vice-connected actions. According to a 
company spokesman, this greatly sim
plifies troubleshooting, increasing the 
“up” time of each TABS unit. Write: 
Diebold, Inc., Canton, OH 44711.
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The best check collection services 
in the Midwest just got better.

To maximize your available 
funds, Commerce Bank of 
Kansas CityNA now offers 
continuous service, 24 hours a 
day. Checks from over 200 banks 
in 60 major U. S. cities are 
collected on the day of receipt. 
Only a limited number of checks 
take more than one day.

Here’s how we work for you.
• We make over 50 direct 
presentments at commercial 
banks and Federal Reserve 
offices daily.

mm.

• We speed through items having 
a high dollar value. No special 
sorting requirements are 
necessary.
• We utilize flexible check sorting 
routines which can be changed 
within a 24-hour period.
•W e have the ability to analyze 
your deposits and can 
recommend the optimum Clearing 
arrangement for you.

Just call or write for our 
complete availability schedule. 

Your Commerce correspondent 
will come through for you.

What can we do for you?
€* Commerce Bank o f Kansas City

10th & Walnut 234-2000 *
MEMBER FDIC
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Regulatory News

Modified Revisions 
Of Part of Reg. Z  
Effective March 28

Modified revisions of Truth-in-Lend- 
ing Regulation Z relating to billing for 
cash-advance check transactions will go 
into effect March 28, the Fed’s Board 
of Governors announced late in Jan
uary.

In addition to methods already in

use for identifying transactions involv
ing cash-advance checks, the modifica
tion will permit creditors to use the 
date on which a creditor charges a 
cash-advance check to the customer’s 
account (debiting date) in billing the 
customer.

However, the revised rule also pro
vides:

1. If the date of debiting is used to 
identify a cash-advance check charge, 
and the customer makes any inquiry

about that item, the inquiry must be 
treated as a notification of a billing 
error, triggering provisions of the Fair 
Credit Billing Act for settling billing 
errors.

2. No finance charge on the transac
tion will be allowed during the time a 
credit-card issuer takes to provide re
quired supporting documentary evi
dence to a customer who questions a 
billing using the debiting date.

Creditors may continue to use the 
date a cash-advance check is used by 
the customer (transaction date), or the 
date written on the check by the cus
tomer, as presently allowed.

Insider Transactions 
Subject of Amendments 
Proposed by FDIC

The FD IC  last month proposed 
amendments to Section 337.3 of its reg
ulations dealing with “insider transac
tions” of FDIC-insured state-chartered 
banks that are not members of the Fed 
(insured state nonmember banks).

The insider-transaction regulation, in 
effect since May 1, 1976, is intended 
to minimize abusive self dealing and 
overreaching by bank insiders through 
establishment of procedures designed 
to ensure that bank boards supervise 
insider transactions effectively and to 
better enable FD IC  examiners to iden
tify and analyze insider transactions.

The proposed amendments would:
1. Specify circumstances under 

which the FD IC considers an insider 
transaction to be an unsafe or unsound 
banking practice. 2. Make clear that 
the FD IC  will take appropriate super
visory action when it determines that 
an insider transaction is an unsafe or 
unsound banking practice. 3. Clarify 
what transactions are subject to the 
regulation’s requirements. 4. Clarify 
the regulation’s record-keeping require
ments. 5. Prescribe specific reporting 
and review requirements with respect 
to correspondent accounts and certain 
bank-stock loans.

One of the principal proposed 
amendments is a specific provision re
lating to correspondent accounts. The 
new provision would require each in
sider to report in writing to the bank’s 
board all bank-stock loans made to the 
insider and certain of the insider’s rel
atives by a financial institution with 
which the bank maintains a corre
spondent account. The bank’s directors 
would be required to review, at least 
annually, all the bank’s correspondent 
accounts to ensure that such accounts 
are fair to and in the best interest of 
the bank. In making the review, the 
board would be required to consider 
all relevant facts, including bank-stock 
loans reported by the bank’s insiders.

Fed's Gardner Agrees W ith President's Forecast 
On Economy of Nation for Coming Year

A representative of the Fed voiced general agreement with the 
Carter Administration as far as the nation’s economy is concerned 
when he spoke recently in St. Louis. Stephen S. Gardner, the Fed s 
vice chairman, spoke at a joint meeting of the St. Louis chapters of 

the Bank Management Association and the AIB.
Mr. Gardner said President Jimmy Carter’s 

1978 budget message to Congress contained no 
surprises, predicting a GNP increase in constant 
dollars of 4.7%, down slightly from the 4.9% 
growth rate of 1977.

The Washingtonian also went along with the 
administration’s forecast of a reduction in unem
ployment and inflation rates. The budget message 
forecast a 6.2% drop in unemployment in the 
fourth quarter this year—down from 6.6% in the 
most recent quarter—and a rise of only 6.1% in 
the consumer price index, compared with a 6.9% 
boost last year.

Vice Chairman Gardner also believes:
The increased federal deficit this year is “financeable,” citing the 

lag in capital investment by business as limiting the demand for funds 
by the private sector. The federal-budget deficit is expected to rise 
to $61.8 billion in fiscal 1978 from $45 billion in fiscal 1977.

The increase in the discount rate early in January to help stabilize 
the value of the dollar in foreign exchange markets was the first such 
move influenced by international economic conditions since the ’60s. 
Discount-rate changes in recent years have resulted primarily from 
previous changes in open market interest rates.

The discount-rate boost, accompanied by a higher target rate on 
fed funds, was designed to keep the foreign-funds flow coming into 
this country to help offset the foreign-trade deficit that drains funds.

Mr. Gardner added that this was not a long-term solution to the 
dollar-value problem, saying that depends on a reduction in the trade 
deficit that’s caused by large imports of oil. He expects Congress to 
enact an energy bill that will reduce the trade deficit, but he doesn t 
expect the deficit to be erased.

The Fed official said foreign loans made by U. S. banks shouldn’t 
become a problem to them. He noted that the growth of such loans 
had slowed this year, and economic conditions in most foreign 
countries had improved. He also cited the low default rate of foreign 
loans.

Mr. Gardner believes the Fed’s independence from political in
fluence will not be impaired if G. William Miller becomes Fed chair
man to succeed Arthur Burns. Mr. Miller is chairman, Textron, Inc., 
Providence, R. I.

GARDNER
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Why send a courier to do a computer’s job?
Introducing TA X, 

Third National Transmission. 
The system that lets you keep 
the work in the bank instead of 
having to bank on the courier.

You can have T.N.T. 
simply by phoning your Third 
National Correspondent banker. 
A computer can be installed 
right in your bank. A computer 
that offers limited data process
ing of its own, and a more ex

panded capability when linked 
to Third National’s computer.

Here are some other 
things you should know:T.N.T. 
is a link to future E F T  develop
ments. ON-US items never 
leave your bank. You’ll have 
complete control of input and 
balancing functions. It greatly 
reduces your dependence on 
courier schedules. There’s no 
requirement for technical train

ing of personnel. And there’s a 
lot more.

We’ll be happy to give 
you a free demonstration of 
Third National Transmission. 
Just contact the Third National 
Correspondent Banker who serves 
your area today. Our 
Tennessee WATS line 
is (800) 342-8360. In 
neighboring states, 
dial (800) 251-8516.

IN NASHVILLE
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Washington Wire

Reinvestment Act Vexes Regulators; 
Hearings Held to Get Interpretation

CONGRESS theoretically never does 
meaningless things, but its inten

tions in passing certain bills can be 
difficult to fathom. And that gives rise 
to another maxim: Rarely is any con
gressional action innocuous.

That is the case with the Communi
ty Reinvestment Act, signed into law 
last October as part of the Housing and 
Community Development Act. It is so 
vague—but so full of potentially ad
verse impact for lenders—that financial 
regulators have given up trying to puz
zle it out by, themselves. Instead, they 
have scheduled mid-March hearings to 
ask consumers and lenders what the act 
means and how it should be imple
mented.

Two things seem certain: The act 
requires regulators to encourage finan
cial institutions to lend a substantial 
proportion of their funds in the com
munity from which they draw their de
posits; and it requires regulators to 
write rules of implementation.

From there, depending on who is in
terpreting the act, it could cause regu
lators to re-declare their commitment 
to encouraging local investments by fi
nancial institutions; or add a new layer 
of regulatory emphasis on the impor

tance of housing finance; or even, con
ceivably, impose requirements that 
banks’ investments and loans be placed 
in strict mathematical proportions into 
certain socially desirable areas—uni
versal credit allocation.

The first hearings will be held joint
ly by the Comptroller of the Currency, 
the FDIC, the Fed and the Federal 
Home Loan Bank Board on March 15- 
16 in Washington. Other hearings will 
be held subsequently in Atlanta, Bos
ton, Chicago, Dallas and San Francisco 
—all cities that happen to have strong 
contingents of so-called consumerists.

In all likelihood, whoever succeeds 
in defining certain terms will win the 
argument as to what the Community 
Reinvestment Act means. .For example, 
as far as a financial institution is con
cerned, what does “community” mean 
for purposes of meeting local credit 
needs—the world or a census tract? Or 
should there be a different definition 
for each financial institution? How 
could such definitions be arrived at 
equitably?

What is to be included in the “credit 
needs of a community”—housing fi
nance, commercial credit, installment 
lending, municipal and state bonds? Is

Hearings Set by Regulators
Public hearings to help federal 

bank and thrift institution regulators 
develop regulations to carry out the 
Community Reinvestment Act, re
ferred to in the adjacent article, 
have been scheduled for two cities 
in the Mid-Continent area.

The FD IC will hold hearings on 
March 27 at 10 a.m. in Conference 
Room C, fifth floor, Federal Reserve 
Bank of Dallas.

The Comptroller of the Currency 
will hold hearings on April 5 and 6 
at 10 a.m. in the fifth floor confer
ence room of the Chicago Fed.

housing lending alone enough to sat
isfy the act? Do investments in state 
and local bonds count? Even that is not 
readily apparent from the wording of 
the law.

Federal regulatory agencies are mak
ing a genuine effort to learn what the 
law means and to put it into effect. But 
Congress has set them an impossible 
task. Consumer groups will surely par
ticipate in the joint hearings in droves. 
So, one hopes, will lenders.

The haunting feeling is that, had in
dividual members of Congress had a 
full opportunity to mull over the im
ponderables and the dismaying impli
cations of the Community Reinvest
ment Act, it never would have been 
passed in its present form. (It was at
tached to the Housing and Community 
Development Act during Senate de
bate, received only momentary consid
eration and later was approved by Sen
ate and House conferees. Most mem
bers of the House of Representatives 
never had even the smallest chance to 
review it.)

Someday, perhaps, a regulatory 
agency or even an entire industry will 
decline to go along with this sort of 
blindman’s buff. The risk for those 
who choose not to play the game is 
that others will set the rules for every
one. That seems to be the clincher that 
causes regulatory agencies—and not 
just those of the financial industry— 
and the business groups under their 
jurisdiction to acquiesce to some legis
lators’ strategy of seeking to accomplish 
through a maze of regulations what 
they never could push through in clear 
language in House or Senate debate.

# # #
Capitol Hill watchers are accus

tomed to seeing impressive and per
suasive names pasted onto bills—names 
which, whether or not they fairly rep
resent the measure’s contents, are in
tended to make it virtually impossible 
to oppose the bill without seeming vil
lainous. Now comes the American

P E R S O N N E L  P R O B L E M S ?
WHETHER YOU ARE A PERSONNEL MANAGER 
LOOKING FOR AN OFFICER, , .
OR A BANKER WISHING TO RELOCATE

WE CAN HELP
Put this confidential and guaranteed 
service to your use today.

FINANCIAL
PLACEMENTS
a division of Bank News, Inc.
912 Baltimore, Kansas City, Mo. 64105 816-421-7941 TOM CHENOWETH, Manager
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W  our bank helps provide the lifeblood for an entire com m unity.
I  % u  handle the dav to day transactions that keep businesses and 

people w orking. A nd when that really com plex deal com es along, 
w ell, you’ll have to handle that, too. T h at’s when you find out w hat 
your correspondent bank is made of. Because if  the correspondent 
you pickw on’t go that extra m ile for you, then nothing else counts.

A t First in Dallas we understand. So when we do business w ith any 
business ,w e  give you just what you expect from yourself: results. 
Results. The real m easureofahank ■*. ■ m ■ ■ m .*FIRST IN DALLAS

First National Bank in Dallas. Member F.D.l.C.
A subsidiary of First International Bancshares, Inc.
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Dream Act, perhaps the ultimate in 
bill-naming.

Introduced by Representative Frank 
Annunzio (D.,111.), the bill would allow 
federal S&Ls to offer two new mort
gage instruments: graduated payment 
and reverse annuity. The first would 
allow monthly payments to start at a 
low level and increase at a fixed rate 
later on. It is intended to help young 
people purchase their own homes soon
er than they could otherwise. The sec
ond would permit senior citizens to 
draw monthly payments (or loans) 
based on the equity in their homes, 
with the total of those payments being 
deducted from the proceeds of the sale 
of the property at death. This new in
strument could help the elderly contin
ue to live comfortably in their own 
homes.

While the provisions of the Ameri
can Dream Act are attractive in prin
ciple to lenders, the act’s very name is 
almost counterproductive, drawing 
more smiles than serious consideration 
at first glance. Another plus for the 
bill (despite its diverting name): It 
simply authorizes the new mortgage 
instruments, rather than requiring fi
nancial institutions to offer them.

«t #
The Federal Reserve’s proposal to

STAY AT THE11/ CHICAGO 
r Jfll̂ oJnore 

S)riveS(oiel
I  THE BEST LOCATION 
■  IN TOWN . . .

STEPS EAST OF MICHIGAN AVE. 
Lake Michigan and the Park at 

your front door • Adjacent to 
business district and Michigan 

Ave. shops • Spacious Rooms and 
Suites (some with Kitchen & Bar)

• Complimentary continental 
breakfast • Complete hotel serv

ice • Meeting and Banquet facil
ities up to 300 persons.

DINING AT

Sage'S
E AS T

WRITE TODAY 
FOR BROCHURE 

& TARIFF
DONALD 0. CRONIN, 

Gen. Mgr.

181 EAST LAKE SHORE DR.
CH ICAG O , ILL. 60611

(312) 787-8500

allow pre-authorized, automatic trans
fers of funds from savings to checking 
accounts, if implemented, would give 
banks a new means of at least partial
ly equalizing their service offering in 
competition with the new third-party 
payment powers of S&Ls, credit unions 
and mutual savings banks. The Fed re
activated its two-year-old proposal in 
early February, and as of this writing 
it was expected that the other FD IC 
bank regulatory agencies would act to 
grant the same authorization to banks 
under their jurisdictions.

The Fed’s proposal would simply 
make the existing bridge between 
checking and savings accounts a two- 
way street. Although it would not miti
gate the unfairness of the interest-rate 
gap, it would permit banks for the first 
time to challenge thrift institutions’ 
hitherto unimpeded entry into the of
fering of check-like accounts, many of 
which also pay interest—NOW ac
counts, share drafts, non-interest-bear
ing NOWs, even straight checking for 
credit unions in six states.

The proposed Fed regulation already 
has been commented on by all inter
ested parties. When it was fully ex
plained to banks over a year-and-a- 
half ago, it received virtually universal 
approval.

A byproduct of the Fed’s action like
ly will be the rebuilding of support for 
the NOW-account bill, which still is 
awaiting Senate debate. If they see 
even part of their unfair competitive 
advantages slipping away, thrift indus
try lobbies may infuse new life into the 
bill. Mutual savings banks may resur
face in support of the bill; S&Ls may 
reverse their earlier opposition and de
cide to support it; and credit unions 
may renew their advocacy of nation
wide NOWs.

That, in turn, would give new mo
mentum to the banking industry’s pro
posal to close the interest-rate gap 
across the board. Once the NOW bill 
is brought forward for Senate debate, 
bankings’ amendment to the bill that 
would end the interest-rate differential 
can be considered—and perhaps 
adopted—by the Senate. Even after 
that, House consideration of the NOW- 
account bill would offer bankers many 
opportunities to seek to close the in
terest-rate gap. • •

Editors Note. This article was prepared 
by the Public Relations Division o f the 
American Bankers Association.

FDIC Names Morthland 
As LeMaistre's Asst.

Rex J. Morthland, who headed the 
ABA in 1973-74, has been named spe

cial assistant to 
FDIC Chairman 
George A. LeMais- 
tre. Mr. Morthland 
resigned as chair
man, Peoples Bank, 
Selma, Ala., to ac
cept the appoint
ment.

Mr. Morthland 
also headed the 
Alabama Bankers 
Association (1967- 
68). He became 

vice president of Peoples Bank in 1946, 
president in 1953 and chairman in 
1971. Before entering banking, he was 
an assistant professor, University of 
Connecticut.

Mr. Morthland was on the Presi
dent’s Commission on Financial Struc
ture and Regulation (Hunt Commis
sion) in 1970-71 and the Conference 
of State Bank Supervisors’ committee 
on restructuring the bank regulatory 
system in 1970.

Bank Issues Booklet 
To Help Customers 
With Installment Loans

Bank of America, San Francisco, has 
released a booklet designed to help 
consumers understand installment 
loans. The booklet, entitled “The Facts 
About Bank of America’s Installment 
Loan Programs,” is part of a continu
ing program by the bank to increase 
consumers’ understanding of bank ser
vices. It’s available free at any branch 
of the bank.

The booklet helps consumers under
stand lenders’ terms and how these 
terms affect the cost of loans. It ex
plains the fact that lenders are required 
by law to disclose the cost of credit in 
terms of annual percentage rate and 
finance charges.

It also explains the fact that how the 
lender calculates interest on a loan also 
affects the cost of the loan. It points 
out that when the simple-interest meth
od is used it’s possible for borrowers 
to reduce interest charges by making 
earlier, larger or additional payments, 
since interest is calculated daily on the 
outstanding balance of the loan.

The booklet describes the types of 
installment loans available from the 
bank, the loan interview and applica
tion process and the documentation in
volved. It discusses consumers’ rights 
under state and federal laws and sug
gests where to go for help with credit 
problems.

MORTHLAND
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est yourself on how much you really know 
bout the building power of Christmas Club

Christmas Club Members are bigger 
users of Regular Passbook Savings 
Accounts than non-members.
( ) TRU E ( ) FALSE
Emphatically so! 85.7% o f  Christmas 
Club M embers have this savings habit, 
as against 79.9% fo r  non-members.

3. More Checking Accounts are used by 
Christmas Club Members than non
members.
( ) TRU E ( ) FALSE
Sorry—in this one the non-members
have a slim margin o f  .5%  (92.9% to
92.4%).

5. Christmas Club Members use over
draft checking more than non
members.
( ) TRU E ( ) FALSE  
The prize goes to Christmas Club 
M embers with a slight edge—18.6% to 
18.2% fo r  non-members.

Christmas Club Members are more 
active users of Installment Loans than 
non-members.

4. Christmas Club Members use more 
Certificates of Deposit than non
members.

6 . Christmas Club Members rate highest 
as members of other Savings Clubs.
( ) TRU E ( ) FALSE

( ) TRU E ( ) FALSE  
You’re right to choose Christmas Club 
M embers, almost 5% better (39.3% to 
34.4% ) than non-members.

( ) TRU E ( ) FALSE  
I f  your answer is positive, you're right. 
They're over 7% larger in num ber as 
CD owners than non-members (29.9%  
com pared to 22.6% ).

No question about it, your best 
customers here are Christmas Club 
M embers—11% against 2.9%  fo r  non
members.

7. More Bank Charge Cards are used by

Facts are facts. And the biggest one to remember is 
that Christmas Club members not only mean more 
business for you, but they remain loyal longer (72% 
staying with their financial institutions six years or 
more compared with 61% for non-users). Further 
facts prove that no other method has the sustaining 
power of the Christmas Club Coupon Book—the in
centive builder—with all the supporting materials 
that make it work so well for you: Application Folders, 
Christmas Club Checks, Envelopes, Newspaper Ad
vertisements, and a wide selection of coordinated 
collateral pieces. Get in touch today and start build
ing your 1979 Christmas Club program early. Call 
toll-free: (800) 523-9334 New York, New Jersey, 
Maryland, Delaware; (800) 523-9440 all other states 
(except Pennsylvania.) and ask for Renée Brett.

Christmas Club Members than non
members.
( ) TRU E ( ) FALSE  
The difference is an important 8%, 
with Christmas Club M em bers topping 
all others 57.9% to 50%.

1979
A big new Christmas 
Club year is rolling ahead 
with all the support you 
need right here ready 
and waiting for on-time, 
on-target delivery to you.

Statistics are based on a research report, 
Nationwide Attitudes and Usage o f Christ
mas Clubs, by Unidex Corporation, Bloom
ington, Indiana.

chRistm as d a b  a corporation
P .0 . Box 20, Easton, Pennsylvania 18042 (215) 258-6101
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A  CD PROGRAM that originally was 
planned to last only eight weeks 

at St. Louis’ First National last summer 
turned out to be so successful that it 
was extended through December 31. 
Called “Super 7,” the program offered 
CDs in amounts ranging from $1,000 
to $15,000, with the money drawing 
7% interest, paid annually or at ma
turity.

First National initiated the 1977 CD 
promotion as an outgrowth of the 
“wild-card” CD situation of the sum
mer of 1973. At that time, regulatory 
authorities allowed time deposits to be 
placed in a new category and to be 
exempt from interest-rate ceilings. As 
a result, banks across the country of
fered interest rates that went from 6 M% 
all the way to 8 /2%. During the six 
months or so that this was allowed to 
go on, First National issued many CDs 
with four-year maturities. The bank 
realized, therefore, that these CDs 
would be maturing between July and 
December, 1977, and it wanted to do 
something to keep all this money from 
leaving the bank. The solution was the 
“Super 7” program, whose objective 
not only was to keep the CD customers 
from the wild-card era, but also to ob
tain new customers who previously had 
obtained CDs from competitors.

The merchandise included so-called 
“big-ticket” items such as spinet pianos, 
grandfather clocks, 25-inch color TV 
sets and leather sofas, as well as small
er articles—clock radios, movie cam
eras, decanters and gumball machines. 
In other words, the bank offered 
merchandise it believed would appeal 
to various age groups, many tastes— 
and pocketbooks. Naturally, the higher 
the amount of the CD, the more ex
pensive was the item.

First National is able to pay interest 
on these CDs in addition to having of
fered merchandise because the 7 % in
terest is *2% below the legal 7M% CD 
ceiling. When added to the 7%, the 
value of the merchandise brings the 
total to an equivalent of 7K%. Cost of 
the merchandise is treated as income 
for federal tax purposes in the year in 
which the CDs were purchased.

MID-CONTINENT BANKER for March,

By ROSEMARY McKELVEY 
Editor

At the outset, First National set a 
dollar goal in CDs for the program. 
Actually, more than twice this goal in 
CDs was sold between July 15 and 
December 31. The bank also went over 
another goal: It had hoped, in the be
ginning, that 50% of the CDs would 
be purchased by non-customers. Ac
tually, 75% of the “Super 7” CD pur
chasers were non-customers. By the 
way, the bank plans to capitalize on 
these new customers by aiming a cross

selling program at them this spring in 
the hope they will sign up for one or 
more of First National’s other services.

One-third of the “Super 7” business 
came from a small First National facil
ity in a south St. Louis neighborhood 
that is stable and whose residents most
ly are older with established savings 
patterns.

A bank spokesman credits much of 
the program’s success to the attractive 
lobby displays of the merchandise in 
the main bank and in its two facilities. 
A large display was featured down
town. where there was a lot of room, 
but smaller exhibits were placed in the

1978

These are two views of "Super 
7" merchandise display at main 
lobby of First Nat'l, St. Louis, 
during bank's ^A-month-long 
CD promotion. Articles offered 
in various CD categories ranged 
from 25-inch color TV sets, 
leather sofas and wall recliners 
to digital clock radios and 
gumball machines. Most popu
lar item in demand of all mer
chandise in any category was 
combination blender, mixer and 
ice crusher.
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facilities. Thus, visitors actually could 
see—and perhaps touch—the premi
ums, rather than rely solely on pictures 
of them in printed material.

To introduce the program, First Na
tional relied mainly on direct mail to 
non-customers and to current CD hold
ers. Notices to the latter were mailed 
about 10 days prior to maturity of their 
CDs. Only limited advertising was 
done in newspapers and on radio, and 
no TV was used.

Response was excellent. However, 
there was no “hard sell” of the “Su
per 7” CDs by the employees handling 
them. These employees are termed 
“Personal Bankers.” In fact, many 
times a person would be dissuaded 
from buying a “Super 7” CD and ad
vised to put his or her money into a 
regular CD that pays higher interest 
if the First National staffer thought the 
“Super 7” CD was impractical in a par
ticular case.

The most popular items were those 
offered through purchases of $2,000 
CDs. The two most popular were a 
12-inch Magnavox black-and-white TV 
set and an Oster kitchen center (com
bination blender, mixer, ice crusher, 
etc.). The latter item was the most in 
demand of all merchandise in any cate
gory.

What advice would First National 
give other banks thinking of running 
a similar campaign? First of all, says 
a spokesman, clear the entire promo
tion, especially the tax situation on the

'Super 7 ‘ Merchandise
$1,000 CD—Panasonic AM/FM weather digi

tal clock radio; Waterford ship's captain decan
ter; gumboil machine; Hoover super portable 
canister cleaner.

$2,000 CD—12-inch Magnavox black-and- 
white TV set; Kodak XL 320 movie camera; 
Franciscan "Madeira" dinnerware; Oster kitch
en center (combination blender, mixer, ice 
crusher, etc.).

$3,000 CD—Soundesign stereo system; Ome
ga pocket watch with fob; Howard Miller rail
road regulator clock; Revere 10-piece limited- 
edition buffet service.

$5,000 CD -I0-inch GE "Porta Color" TV set; 
Tappan convertible trash compactor; Action 
swivel wall recliner; Singer "Genie" portable 
sewing machine.

$8,000 CD—19-inch Toshiba color TV set; Lit
ton microwave oven; GE upright 14.8-cubic- 
foot freezer.

$10,000 CD—Howard Miller grandfather clock; 
Singer "Futura n ,,TM portable sewing machine; 
Minolta single-lens reflex outfit.

$15,000 CD—25-inch RCA color TV set; Fair- 
field leather sofa; Kimball piano.

premiums, with your bank counsel so 
that it meets regulatory and Internal 
Revenue Service requirements and 
complies with federal and the different 
state laws. Next, explain the tax situa
tion on the premiums thoroughly to 
each CD purchaser so that he or she 
knows tax must be paid on these pre
miums. Although people realize they 
have to pay tax on monetary interest 
they receive, they don’t always know 
that merchandise given in lieu o f inter
est also is taxable.

Along this line, even those customers

who know a tax will be due on the 
merchandise sometimes object to pay
ing that tax for the year in which they 
bought the CD, if they don’t take de
livery of the premiums until the follow
ing year. This can happen when the 
CDs are bought late in the year or the 
premiums ordered are in short supply, 
and there’s a delay in deliveries. As 
with any situation involving federal in
come tax, the IRS should be consulted.

First National also advises other 
banks to get guaranteed prices on 
merchandise to be offered for the en
tire length of their programs. The bank 
ordered its merchandise from Maritz, 
Inc., Fenton, Mo., which receives high 
marks from the bank for the quality of 
merchandise offered and the smooth 
deliveries of the items to CD pur
chasers. Of course, there were some 
problems and misunderstandings, but, 
all in all, according to a bank spokes
man, Maritz handled the entire job 
well.

This leads to another caution from 
First National: Pick a reputable jobber 
such as Maritz, which stored the mer
chandise and arranged with each CD 
purchaser for pickup or delivery of the 
merchandise.

The entire “Super 7” promotion at 
First National is summed up by Wil
liam G. Travis, vice president in charge 
of retail banking, like this: “It was the 
most successful program in generating 
new deposits and new customers the 
bank has had in several years.” • •

Customers Christmas Shop at Bank, 
Deposit $9 Million to Purchase Gifts

T HE PEOPLE in Jackson, Miss., are 
smart Christmas shoppers, accord

ing to David Harcharik, vice president, 
Deposit Guaranty National. The reason 
they are smart shoppers is that they 
quickly realized that all they had to do 
to obtain Christmas gifts was to shop 
at Deposit Guaranty!

They could do this because the bank 
staged a deposit-generating premium 
promotion from November 7 through 
January 13 that offered free T-shirts 
and sports caps and Timex watches at 
reduced prices in exchange for deposits.

All customers had to do to qualify 
was one of the following:

• Open a regular savings account for 
$50 or more or add a similar amount 
to an existing account.

• Open a silver savings account for 
$500 or more.

• Open a golden savings account for

$100 or more or add $50 to an existing 
account.

• Purchase a consumer investment 
certificate for $1,000 or more.

• Open a family plan account with 
a minimum deposit of $50.

• Open a new personal checking ac
count with $100 or more.

• Open a regular savings account 
with an automatic monthly savings 
authorization of $10 or more per month 
or transform an existing savings account 
into an automatic monthly savings plan 
with $10 or more per month autho
rized transfer.

• Increase any existing automatic 
monthly savings authorization by $10 
or more.

With such an abundance of options 
to obtain a premium, who could resist? 
Apparently, few could, since the bank 
dispensed more than 11,500 items! A 

(Continued on page 62)

Earn up to  734%
on your m oney... 
plus a  TIMEX Watchs 
T-SHIRT or Sports CAP!
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DEPOSIT GUARANTYNAUONAT BANK**« : •

Deposit Guaranty's newspaper ad featured 
three premiums prominently, described various 
types of savings instruments customers could 
invest in to secure free T-shirts or sports caps 
or Timex watches at reduced prices.

MID-CONTINENT BANKER for March, 197834
Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



Clocks Perform for Bank 
Seeking Replacement 
Of Wild-Card CD Funds

^ T ^ IM E ” was definitely on the side
J -  of Baton Rouge Bank when an 

effective marketing program was needed 
to replace funds being withdrawn by 
customers who had purchased wild-card 
CDs in 1973.

The potential run-off of deposits was 
about $2 million, according to Wayne 
McVadon, vice president and director 
of marketing. “For obvious reasons,” he 
says, “the bank had to conceive a 
marketing plan that could quickly at
tract new deposits from new, as well 
as old, customers.”

The new marketing plan involved 
clocks, and it proved to be a plan that 
more than lived up to its potential of 
bringing new customers and deposits 
to Baton Rouge Bank. According to 
Mr. McVadon, the promotion exceeded 
its goal by 147%!

Baton Rouge is a place where fi
nancial competition is especially fierce, 
Mr. McVadon says. The city’s six banks 
are noted as perhaps the most aggres
sive and competitive institutions in the 
South.

Baton Rouge Bank is the smallest and 
newest commercial bank in the area. 
It represents only four of the 71 bank 
locations in the parish, or county. All 
banks pay the same rates on savings 
plans and all of them (except Baton 
Rouge Bank) have on-line ATMs that 
blanket the area. (Baton Rouge Bank’s 
ATM service will be initiated this 
year.)

In spite of this intense competition, 
Mr. McVadon says, the bank has at
tracted more than its share of retail 
customers. In that category, the size 
comparison shrinks to within reason and 
therein lies the secret to the bank’s 
ability to compete, Mr. McVadon says.

Free checking for people 21 to 30 
years of age established the bank in 
the retail market, he says, and an in
ternal officer commitment to the young 
market has built a solid loan portfolio 
and savings base in that age group.

Baton Rouge Bank is no novice in 
offering time-related premiums. For the 
past two years, the bank has used 
Timex watches to attract new and hold

old accounts while the competition was 
opening new branches and installing 
ATMs, Mr. McVadon says. The watches 
worked well both times.

They were responsible for new sav
ings accounts being opened at the 
highest rate in the bank’s history, Mr. 
McVadon says. The campaign appealed 
to prospective customers because, as 
customers of competitors, they could 
open regular savings accounts without 
leaving their old bank or being incon
venienced by Baton Rouge Bank’s lack 
of locations. The new customer re
lationships gave the bank an oppor
tunity to cross sell its services. The 
bank’s existing customers were re
warded with the watches as an in
centive and thus were distracted from 
any activities the competition may have 
been staging, Mr. McVadon says.

But last year’s situation was quite 
different. The bank needed to replace 
$2 million in wild card CD run-off, but 
had preliminary doubts that it could 
do so, since the customer base was

Every promotion piece for Baton Rouge Bank's 
clock premium campaign (including this news
paper ad) illustrated all 12 clocks being 
offered. Extra incentive was awarding of four 
grandfather clocks, one at each bank office, 
during campaign.

young—not exactly the prime source 
for savings or time deposits, according 
to Mr. McVadon.

Premiums offered the only approach 
to solving the problem, he says. The 
choice of the premium and structuring 
of the offering would determine the 
promotion’s success.

Since J. Edward Connelly Associates, 
Pittsburgh, had provided premiums for 
the bank’s two previous promotions, the 
firm was asked to be the initial con
sultant to determine what premium to 
offer. The choice had to conform to the 
basic requirements the bank had estab
lished in three categories.

For the consumer:
• The premium must be a manu

facturer-guaranteed brand-name con
sumer product with strong appeal to 
women.

• A physical display of multiple 
choices must be available and all items 
must be deliverable at the time of 
transaction.

• The promotion must be structured 
to enable reasonable qualifying rules to 
be established for a free product and 
the ability to pay in order to get a 
higher quality product.

For the supplier:
• A reputation of proved ability to 

advise and deliver more than the esti
mated quantity requirements of the 
product prior to the commencement of 
the campaign must have been estab
lished.

• An agreement to take back all un
used inventory and broken items must 
be available.

• The assignment of a knowledge
able, capable individual to service the 
account throughout the campaign must 
be made.

For the bank:
• Agreement, support and educa

tional involvement for all bank man
agement and personnel must be estab
lished.

• A commitment on the part of all 
employees to promote and physically 
assist with the product and then to 
help monitor the regulatory aspects of 
the campaign must be made.

• A commitment of a budget neces
sary to properly accomplish every phase 
of the campaign must be made.

Without these requirements and a 
detailed plan of operation, Mr. McVadon 
feels premium campaigns have slight 
chance of success. He emphasizes that 
the marketing department is merely a 
catalyst, while the entire bank must 
carry the program—unlike almost any 
other single aspect of banking.

Electric clocks were recommended 
because solid success references were 
available and market statistics showed 
that clocks held over 25% of the retail

35MID-CONTINENT BANKER for March, 1978

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



small electric appliance market in 1975 
and 1976.

From over 20 possibilities, the bank 
chose 12 clocks, including two clock 
radios.

The campaign was promoted via TV 
spots, newspaper ads, statement stuflf- 
ers and posters. Production costs were 
not high, since clocks are uncompli
cated and easily understood by the 
public.

The cost of the premiums was 
modest, since it was a self-liquidating 
promotion. About 50% of the premium 
cost was borne by customers.

The 10-week promotion resulted in 
new deposits of almost $3 million, 
which represented a 12% increase in 
new accounts over figures for the previ-

ous year—which in itself was a record
setting year. Almost 3,800 clocks were 
moved. New accounts were almost 
evenly split between checking and 
savings.

“Faced with very real competitive 
pressures,” Mr. McVadon says, “mar
keters must find creative solutions. Sel
dom is the answer simply a new product 
because, technically, all banks have the 
same products. When everyone in a 
market packages those services attract
ively, it’s time for a direct attack on 
the problem at hand.

“A carefully chosen and well exe
cuted premium campaign can give a 
bank’s advertising real punch and make 
its marketing plan a success,” he says.

Watches Most Popular of Three Items 
At Central of Chicago Promotion
<*<*n p R E A T  YOURSELF to a present

J-  and a future” was the intriguing 
title of a premium promotion sponsored 
by Chicago’s Central National during 
the fourth quarter of 1977.

According to John A. Fisher Jr., vice 
president and director of marketing, the 
campaign’s objectives were threefold:

• To equal or surpass the dollars de
posited during the bank’s 1976 promo
tion that featured model trains.

• To obtain a higher average bal
ance per deposit than was obtained in 
1976.

• To test the use of three premiums 
versus one item as deposit generators.

The bank’s 1976 promotion was a 
hard act to follow, because it generated 
$1.3 million in new deposits, involving 
more than 1,600 new savings accounts 
and almost 1,000 add-on deposits. Aver
age deposit was $485, $235 more than 
the minimum required to obtain a train 
set.

The three premiums offered in 1977 
were an electric blanket, a camera kit 
and a digital watch.

All customers had to do to purchase 
their choice of premium for $19.95 
was to deposit $250 or more in a new 
or existing savings account. Deposits 
had to remain at the bank for 180 days.

After the promotion ended early in 
January, 1978, the following results 
were announced:

• Almost $1.2 million in deposits 
flowed into the bank.

• More than 1,800 people partici
pated in the promotion, opening 850 
new accounts and adding funds to 950 
existing accounts.

• Average balance was $658, or 
$408 more than required.

• Watches were the most popular 
of the three premiums, outselling blan
kets by three-to-one and camera kits by 
five-to-one.

Mr. Fisher said the 1977 promotion 
fell short of 1976 in generating dollars, 
primarily because of a shortage of the 
most popular premium. The supply of 
watches from Europe was curtailed by 
a dock strike and customers who had 
counted on watches as Christmas gifts 
decided they didn’t want to wait until

Treat yourself 
to a  present and a future

Newspaper ad illustrates electric blanket, cam
era kit and digital watch available for $19.95 
to savers depositing $250 in new or existing 
account at Central National, Chicago.

watches were available after the holi
days.

He said the goal of obtaining a high
er average balance per deposit was 
achieved because more CD customers 
participated in the 1977 promotion 
than in the 1976 campaign.

He concluded that one premium is 
better than three because maintenance 
costs (clerical time for inventory con
trol, etc.) are lower when one item is 
used. Also, customers don’t change their 
minds about colors or other variables 
when only one premium is offered.

“The premiums used during the 1977 
promotion were selected to attract a 
more economically upscale group of 
customers and to bring a higher aver
age balance to the bank from partici
pating accounts compared to the 1976 
campaign. We achieved both of these 
objectives and foresee excellent suc
cess in cross-selling our newly gained 
customers into other profitable services 
during 1978,” he said. *  *

Let's Be Friends:

Bank's Newcomer Service 
Welcomes Area Residents

“Let’s be friends” is the message of 
a new service of St. Joseph Valley 
Bank, Elkhart, Ind., to new residents 
in the area. The bank’s “Newcomer 
Service” helps new citizens of the lo
cale get acquainted with the Elkhart 
surroundings.

The main element of the program 
is a kit packaged in a heart-shaped box. 
It contains a booklet, “The City of 
Elkhart Opens Its Heart to You . . . 
and so do we, your new friends at Elk
hart’s St. Joseph Valley Bank.” Items 
in the booklet cover just about every
thing the newcomer would need to be
come oriented in the city: utility com
panies’ locations, telephone numbers, 
deposit fees and information on obtain
ing their services; information on the 
population, climate, government and 
locale of Elkhart; and a checklist of 
“things to remember” to do before 
moving into the area.

Another brochure in the package con
tains in-depth information on schools, 
community services and the cost-of- 
living. Newcomers also receive a city 
map, a viewer with slides of interest
ing sights in the area and a packet out
lining the bank’s services.

And, of course, the heart-shaped 
package wouldn’t be complete without 
candy, so the bank includes a selection 
of peanut-butter kisses!
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Two-Year Sales Effort Designed for Directors 
Produces $25 Million in New Business

TN  JANUARY, 1976, we kicked off 
-*• what we call “the Contributors” 
campaign—a two-year-long business de
velopment effort especially designed for 
Liberty National directors. In surveying 
d ire c to rs ’ business-development pro
grams elsewhere—and there haven’t 
been many—one fact became clear: 
Either programs are very effective and 
surpass tough goals, or their perform
ance is at the other extreme—total fail
ure. Further, it would appear that there 
are two missing factors in those pro
grams that failed. They are:

First, no real commitment to the 
plan’s execution.

Second, no backup-officer support to 
“close the sale” after directors provide 
the lead.

The Contributors campaign provided 
for the second of these essential factors: 
backup officer support to close the sale. 
Of course, the first essential factor, a 
real commitment to the program, really 
is up to top management and directors.

Liberty has a great heritage—much 
the result of the contribution made by 
its board—and a devotion to business 
development that has permeated the 
whole organization. A contributor as
sists Liberty and, at the same time, 
contributes his leadership, time and 
financial resources to the work of non
profit organizations. So, it’s natural that 
we selected “the Contributors” as the 
theme of the directors’ business-de
velopment campaign.

A contributor is dedicated to making 
his community a better place in which 
to live and is committed to help those 
less fortunate than himself. A contributor 
is indispensable. No other person can 
change so completely the outlook of a 
community than can a contributor—and 
to everyone’s benefit. Three key words 
best describe the deeds of the con
tributor: spirit, dedication and innova
tion. It is to that challenge that this 
program was dedicated.

The Contributors was a business-de
velopment program designed especially 
for Liberty directors. A two-year-long 
campaign, it has been a special oppor
tunity for directors to become involved 
in marketing Liberty’s broad product 
line in ways that will contribute to our 
growth and profitability long after 
1976-1977 is history. At the same time,
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in recognition of the directors’ business 
development achievement, Liberty can 
contribute to worthy charity and civic 
organizations to help Oklahoma City 
and Oklahoma for the future.

And so, in relationship to the di
rectors’ successively higher levels of 
achievement, Liberty has made a con
tribution in the director’s name to his 
favorite predesignated nonprofit charity 
or civic organization.

Names for the levels of achievement 
honor the 12 deceased Liberty directors 
still represented on the board by a 
family member. These men—each one 
a man of vision and compassion—in
deed were contributors to the solid 
foundation of growth and strength we 
enjoy today. Each made an indispens
able contribution to our community. 
Their legacy is our challenge. The levels 
of achievement dedicated to great di
rectors are:

The Balyeat and Barbour Award— 
the first plateau or qualifying level is 
dedicated to Dr. Ray M. Balyeat and 
C. Wayne Barbour. Each director re
ceived a set of limited-edition gold cuff 
links, an especially designed version of 
Liberty’s logo, on attainment of the 500 
points or qualifying level of achieve
ment associated with this award.

The Blake and Eddie Award—dedi
cated to M. B. Blake and Gene Eddie— 
was awarded for 1,000 points and 
carries with it a contribution of $750. 
The director was able to designate that 
the award be made at the 1,000-point 
level, or, if he preferred, he may let the 
1,000 points carry forward and apply 
to a higher award.

The Everest Award—dedicated to 
C. H. Everest and J. H. Everest—is the 
next level of achievement for 2,500 
points and represents a contribution of 
$1,875.

The Harris Award—for 5,000 points 
—is dedicated to Messrs. V. V. Harris 
Sr. and Jr., and, $3,750 was awarded

1978

to the director’s predesignated organi
zation on attainment of this level of 
achievement.

The Lee and Macklanburg Award 
was achieved on attainment of 7,500 
points and is dedicated to R. W. Lee 
and L. A. Macklanburg. This level of 
achievement presents a contribution of 
$5,625.

And, finally, the Sewell and Simmons 
Award—dedicated to Frank A. Sewell 
and Felix Simmons—is the highest 
level, 10,000 points, with a contribution 
of $7,500 possible for the director’s 
designated charity.

What was the goal? It was to achieve 
$500,000 in business per director and 
officer facilitator during 1976-1977.

Who was eligible? All directors and 
directors emeriti of the corporation and 
bank were eligible to participate, ex
cept, of course, corporate and bank offi
cers who also are directors.

What services are eligible for award 
points? There are 12 key services we 
think provided the most opportunity for 
growth and development—and director 
participation. Checking and savings ac
counts, CDs and commercial paper— 
basic sources of money that are very 
important to the long-run growth and 
development of Liberty—are first.

Trust services, too, form a large part 
of the opportunity because of directors’ 
contacts in our community—like per
sonal trusts, corporate trusts, managing 
agency accounts, stock-transfer service, 
employee-benefit plans and custodial 
and investment agencies.

Loans and mortgages also are im
portant as basic sources of increased 
revenues to build long-run profitability.

Now, let’s review a few mechanics. 
First of all, we were looking for “long- 
run” new business, and so all deposits, 
whether from a new account or an ad
dition to an existing account, must re
main in that account for six consecutive 
months to be eligible for award points.

How was credit given? For new de
posits—checking, savings, CDs, or com
mercial paper—credit was given for the 
average balance maintained on deposit 
over the initial six-month period of the 
account. For additions to existing ac
counts, credit was given for the net 
difference between the average account 
balance for the quarter immediately
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preceding the date of the new deposit 
and the average balance maintained for 
the ensuing six months. But to qualify, 
this increase must be the direct result 
of the director’s sales efforts.

For all other services, each new ac
count was analyzed individually and 
earned credit in relation to income 
earned on deposit services. The director 
was informed of the amount of credit 
earned after the analysis was made.

An awards-review panel was estab
lished to do this analysis, and its mem
bers also reviewed questions concern
ing awards credit, special performance, 
and joint credit. In addition, the panel 
resolved possible disputes.

We provided solicitation cards for di
rectors’ use in recording some key in
formation on each prospect or customer.

Each card contained the name and 
address of the customer or prospect, 
date of the director’s contact, type of 
business he was going after and the 
director’s name. These were completed 
as the director made the contact.

Then, they were forwarded to the 
officer facilitator assigned to the di
rector. The officer took it from there 
and marshaled the appropriate re
sources to assist in completing the sale.

For more complete information, each 
of the various services was highlighted 
in a directors brochure.

We reviewed at least one service a 
month with the directors as we went 
through the year.

What is the role of the officer facili
tator? During the campaign, each di
rector was assigned an officer facili
tator: The officer was responsible for 
following up on all prospect and 
customer leads supplied by the director. 
The officer was assigned to work with 
the director to bring the total expertise 
of the bank to play in closing business. 
He did receive a set of the limited- 
edition gold cuff links—if the director 
reached 1,000 points—and he was in
ducted into the chairman’s honor roll 
for 1976-1977. The chairman’s honor roll 
contains names of officers and em
ployees who have achieved outstanding 
success in cross-selling services during 
the year. In addition to recognition re
ceived in the annual report, honorees 
also receive a cash award.

What were the results?

Number of directors partici
pating: 25

New business: $25,015,706
Charitable dollars contribu

ted: $41,625

I  am pleased to share with M i d - 
C o n t i n e n t  B a n k e r  readers the concept 
and mechanics of “the Contributors”— 
our directors’ business-development pro
gram for 1976-1977. *  *

Ads Touting Bank's Warm Atmosphere 
Erase Image of Scowling Banker'

ONE OF BANKING’S major prob
lems is overcoming the inbred 

customer fear of banks. For many 
years, many banks concerned them
selves with the wealthy and socially 
elite, shunning the average working 
person—it wasn’t until fairly recently 
that many banks offered personal 
checking accounts, safe deposit boxes 
or personal loans to the general public.

The entertainment field reflected 
this with exaggerations: the cruel bank
er foreclosing on the hapless home- 
owner; endless cartoons depicting the 
“scowling banker” saying “NO” to the 
intimidated customer.

This is the opinion of Henri Bryson, 
chairman, Tri-State Bank, Markham, 
111., who says, “Unfortunately, feelings 
generated by the above examples still 
are inbred in much of our society, and 
everyone who deals with the retail 
banking market knows it’s true. Too 
many people tremble when they ask 
us for a loan.”

Of course, modem bankers have 
been trying to chip away at those feel
ings, advertising “friendly bankers,” 
“personal bankers,” “free” checking, 
low-cost auto loans, extended banking 
hours, and so on. Mr. Bryson’s bank 
has conducted a year-long campaign 
to try to eliminate the public’s image 
of the “scowling banker” by stressing 
how important the customer is to Tri- 
State Bank.

Tri-State Bank, which is located in 
a multiracial south suburban area of 
Chicago, wanted to show that the cus
tomer is the boss and came up with

a campaign titled “You’ve Got Us 
Where You Want Us.”

The catch phrase of the campaign 
originally connotated the institution’s 
convenient location and then branched 
out to demonstrate to customers that 
Tri-State Bank offered outstanding fi
nancial services, that the bank’s staff 
is comprised of warm human beings 
who can laugh at themselves and that 
the customer is the boss.

Ads used in the campaign pictured 
a dog-tired banker sipping coffee and 
struggling to stay awake at the end of 
a 66-hour week; a customer defeating 
a banker at arm wrestling in order to 
get a loan; a banker giving away free 
checking accounts, etc.

According to Mr. Bryson, the most 
successful ad in the series revolved 
around an advance-interest premium 
campaign: Customers were asked to 
deposit $1,000 in a four-year CD and, 
in lieu of interest, receive a color tele
vision. The result? More than $750,000 
in new CD funds.

Of that latter offer, Mr. Bryson says, 
“A total of 730 TV sets were distrib
uted and there were times when I 
thought the bank looked more like an 
appliance store than a financial insti
tution. We followed with cross-selling 
activities so new customers would avail 
themselves of additional bank services.

“ ‘You’ve Got Us Where You Want 
Us,’ ” Mr. Bryson continues, “was suc
cessful because we practiced what we 
preached. We demonstrated to our cus
tomers that, not only are we friendly, 
we are pretty good bankers, too.” *  *
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Bank Adopts ‘Wide-Awake’ Personality; 
Assets, Enthusiasm Show Growth!

CAN A BANK go through a “born 
again” experience? Yes, according 

to Sammy Johnson, chairman and pres
ident, Bank of Vernon, Ala. Mr. John
son is enthusiastic about his bank being 
“reborn.” He’s referring to what he 
terms “a new personality” adopted by 
his bank that has resulted in a new 
image, new banking services and—not 
the least—deposit growth.

Was the bank’s rebirth a religious ex
perience? No, says Morton B. Kanter, 
sales promotion director for the Golnick 
Co., an advertising-marketing firm 
headquartered in Fort Lauderdale, Fla.

The Golnick firm is responsible for 
the marketing program that enabled 
Bank of Vernon to become known as 
the “Wide-Awake” bank in its trade 
area. And, according to Mr. Johnson, 
a bank that is wide awake is a bank 
that has been bom again!

The bank was established in 1911, 
and, two years ago its management 
felt more could be done to promote 
bank growth in its trade area of 14,000 
people. The fact that it faced competi
tion from five other financial institu
tions could have been a motivating fac
tor!

Consultation with the Golnick Co. 
resulted in many new ideas for im
proved service. It also resulted in a 
program to make realities of the 
ideas.

First on the list was the introduction 
of the bank as the “wide-awake” bank. 
This meant the adoption of an entirely 
new image for the institution. No one 
was accusing the bank and its staff of 
being asleep, yet, as is usually the case, 
there was room for improvement in the 
attitude of bank personnel and the 
scope of the bank’s services.

One of the first items on the “wide 
awake” bank agenda was soliciting the 
support of employees, officers, directors 
and stockholders. A steak dinner for 
bank personnel, directors, the press and 
radio was held to present the concept 
of the bank’s new image. A regional fi
nancial representative of the Golnick 
Co. was on hand to present the picture 
of a “wide-awake” bank—what new 
services would be offered, what com
munity activities would be sponsored, 
how the campaign would be advertised 
and how each member of the bank’s 
staff could contribute to the building
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of enthusiasm for the “wide-awake” 
concept.

Letters were sent to all stockholders 
informing them of the transformation 
soon to occur. Customers also were in
formed by letter of the bank’s plans to 
serve them better and more enthusias
tically.

An ambitious program to bolster the 
bank s new identity was formulated by 
the people at Golnick. It included the 
following new services that would 
make anyone take notice that the bank 
was doing things differently:

• New “wide-awake” hours were 
established. Previous hours had been 
from 9 a.m. to 2 p.m. Now they were 
from 8:15  a.m. to 5 p.m.! Also, a walk- 
up window was established at the Main 
Office.

• A loan officer was assigned to the 
bank’s Westside Branch one day a 
week. Previously, loan service was 
available only at the Main Office.

• An Eye-Opener Club was estab
lished for young people up to the age 
of 18. The club offered its members 
free checking after a $25 minimum de
posit, with no minimum balance neces
sary; specially designed “eye-opener” 
checks and deposit slips; a free mem
bership card; money management 
counseling; a bank education program; 
and a bank-by-mail service.

• For the older generation, the 
bank initiated direct deposit of social 
security checks.

The bank also put a new “wide
awake” look on its existing services, 
giving them more publicity and pro
moting them more vigorously.

Notable among these services was 
its BANCLUB package plan, contract
ed from Financial Institution Services, 
Nashville.

New emphasis was given to the so
licitation of club memberships. Adver
tising stressed the fact that customers 
could join the club for only $3. Mem
bership entitled them to unlimited 
checking with no minimum balance; 
personalized checks and deposit slips; 
a $10,000 accidental death insurance 
policy; travelers checks and cashiers’ 
checks with no issue charge; car rental 
and hotel room discounts; free personal 
check cashing service on a nationwide 
basis; and a BANCLUB membership 
card that was good for other services.

Also promoted with “wide-awake” 
enthusiasm were IRAs. And the bank 
brought attention to the increased effi
ciency customers could have due to 
additional computer services contract
ed for by the bank.

Five “wide-awake” proj'ects were 
sponsored by Bank of Vernon, each of 
which was designed to attract atten
tion to the bank as the “wide-awake” 
bank.

• An economic education program 
was conducted at the local high school 
in cooperation with the Young Bankers

Caricature of owl 
serves as symbol of 
"wide-awake" Bank of 
Vernon, Ala. Market
ing promotion devel
oped by Golnick Co. 
resulted in new per
sonality, increased as
sets for bank.

m
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Section of the Alabama Bankers Asso
ciation. The program included speeches 
to economics and accounting classes by 
bank officers, the showing of films on 
banking and economics, distribution of 
booklets and workbooks about banking 
and tours of the bank for students. The 
program brought awards to the bank 
from the Young Bankers Section.

• A program to promote business 
in Vernon was sponsored by the bank 
in cooperation with most local business
men. Participating firms donated prizes 
that were given away at drawings held 
in the center of town each Saturday. 
In addition to the business-donated 
prizes, the bank donated a grand prize. 
The promotion, called “Business Bo
nanza,” is credited with drawing peo
ple into local stores, encouraging sales 
and promoting goodwill for the bank.

• A number of financial donations 
were made by the bank to various com
munity organizations, including the 
high school sports team and band, the 
boy scouts and a boys’ ranch. In addi
tion, the bank purchased industrial rev
enue bonds in the amount of $150,000.

• A program for area newcomers 
was beefed up. The bank provides

"Use of the 'wide
awake' theme has con
tributed to the success 
of my banking opera
tion," says Sammy 
Johnson, ch. & pres., 
Bank of Vernon, Ala.

newcomers with tours of Vernon and 
informational booklets about the Ver
non area. When a new business moves 
to town, the bank publishes welcome 
ads in the local newspaper. The bank 
also offers its facilities for holding 
meetings about bringing new firms to 
Vernon.

• On the occasion of the bank’s 
65th anniversary, a celebration was 
held at the bank that featured refresh
ments and cash prizes. The event was 
broadcast live by the local radio sta
tion.

The symbol of the “wide-awake 
Bank of Vernon is an owl. The symbol

was incorporated into all the bank’s ad
vertising and printed material. The 
only idea that fizzled concerning the 
owl symbol was one that called for dis
playing a live owl in the bank’s lobby. 
It couldn’t be done without breaking 
a local ordinance!

What about results? When the 
“wide-awake” promotion started in 
1975, bank assets stood at $13 million. 
Today, they stand at $19 million—an 
“eye-opening” increase! Growth has 
been sufficient to demand that the bank 
construct a new building.

Mr. Johnson says the “wide-awake ’ 
monicker has really taken hold. Letters 
from bankers and customers often refer 
to the “wide-awake” bank and offer 
congratulations and thanks for the 
bank’s new personality.

Employees, too, have shown their 
enthusiasm. One even donated a 
macramè wall hanging of an owl to the 
bank!

“Being known as the ‘wide-awake 
bank . . . has increased both customer 
and employee enthusiasm,” says Mr. 
Johnson. “Use of the ‘wide-awake’ 
theme has contributed to the success 
of my banking operation.” * *

Bank's Small Senior-Citizen Program 
Blossoms Into Major Marketing Effort

IT BEGAN as a small community re
lations project: Central Bank, Den

ver, wanted to meet the needs of sen
ior citizens through information and 
self-help seminars, and through sup
port of senior organizations and activ
ities. It even offered a package of spe
cial banking services for the older age 
group. But the project wound up being 
one of the bank’s most successful tar
geted marketing programs, with a sub
stantial increase in new accounts and 
enhancing Central Bank’s image in the 
community.

“We began the program,” says Eric 
Schmidt, the bank’s vice president for 
governmental, corporate and communi
ty relations, “in response to an area of 
community need that we didn’t feel 
had been recognized by other corpo
rate institutions in the area. Or, at 
least, by institutions large enough to 
make an impact.”

The bank began the “Senior Semi
nar Series,” which addressed many sen
ior citizens’ areas of concern: housing, 
money management, investments, wills, 
trusts, employment and legislation. The 
seminars were conducted with the as
sistance of Volunteers of America.

The bank also held a “Spring Tune- 
Up” in conjunction with the University 
of Colorado Medical Center, in which 
dozens of state and local health or
ganizations provided medical screen
ing, health and health-service informa
tion to hundreds of senior citizens who 
attended.

The bank has planned a number of 
financially oriented seminars for this 
year, in addition to segments on fixed- 
income counseling, investment in mar
ket securities, information on the Sen
ior Citizens’ Law Center and on energy 
savings. One seminar, billed as a “Win
ter Wake-Up,” will deal with mental 
health, coping with depression and liv
ing alone. The “Spring Tune-Up” will 
be repeated this year, on an expanded 
scale.

In conjunction with the seminars,. 
Central Bank developed a service pack
age, “Free Banking Begins at Sixty.” 
Persons age 60 or older may enter that 
program, which consists of no-charge 
checking and other free banking ser
vices. The only stipulation is that mem
bers have a regular savings or time CD 
account at the bank or if they authorize 
their Social Security, retirement or pay

roll check for direct deposit at Central 
Bank.

Besides free checking, services in
cluded in the program are a combina
tion VISA and “Chextra” account, free 
personalized checks, a check-guarantee 
card and a reserve line of credit. Other 
services are parking, bank-by-mail, cer
tified checks, cashiers checks, travelers 
checks, safety deposit box, personal 
identification card, notary service, a 
will file with will inspection and trust 
counseling and telephone transfer.

Two other bank-supported projects 
also have aided in the program’s suc
cess: a senior citizens’ radio program 
and a senior discount program. Central 
Bank handles the photography for color 
photo identification cards used by area 
senior citizens in a discount program 
run by Seniors, Inc., a nonprofit or
ganization, and is a major sponsor of 
a weekly radio program that is pro
duced by senior citizens, for senior citi
zens.

How successful has Central Bank 
been with this program? In the first 
months of the senior program, new ac
counts opened by the over-60 group 
increased to 15 times normal. The new- 
account rate for seniors appears to have 
stabilized at a rate about five times the 
pre-program rate; in fact, the program’s 
scope has increased to the point where 
it has been transferred to Central 
Bank’s consumer sales division, where 
a much larger staff can maintain and 
market it. • *
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A GREAT INTERNATIONAL BANK 
MUST SPEAK THE LANGUAGE

U2.0b0.056 A

The language of international trade must be understood in a great international city like New Orleans. First NBC with its vast network 
of correspondent banks and international offices speaks that language as though born to it.

«
First National Bank O f Commerce

INTERNATIONAL BANKING D IV ISIO N
______________ Grand Cayman__________ New Orleans, Louisiana, USA (504) 561-1970 Mexico City

letters o f credit • collections • foreign exchange/funds transfer • Eurodollar market • Eximbank • 
Private Export Funding Corp. (shareholder) • FCIA * Eurodollar lending and investments • 

Project Financing • Commodity Financing • Export Financing 
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Incentive Promotion 
Proves Employees 
Are Best Salespeople

A  FINANCIAL IN STITUTION’S best 
salespeople are its employees, ac

cording to Mickey Freeman, marketing 
officer at Worthen Bank, Little Rock. 
He should know, for he and fellow 
Marketing Officer Jim Linsky piloted 
their bank’s recent employee incentive 
promotion to a more than successful 
conclusion recently.

The promotion’s goal was $10 million 
in new deposits, but the results were 
several times greater than that figure, 
Mr. Freeman said.

The promotion was tied in with Wor- 
then’s centennial celebration and was 
by far the most ambitious employee in
centive program the bank has ever 
sponsored. One reason it was the largest 
is that the bank employs many more 
people now than it did a few years ago 
when the last promotion was staged. 
Each additional employee means an in
creased paperwork load when it comes 
to keeping records of who earned what 
points, etc.

Another reason the promotion was a 
whopper was that employees of Wor- 
then’s nonbanking affiliates were en
titled to participate. So many did that 
the kickoff barbeque party was attend
ed by 1,200 people!

But new deposits weren’t the only 
benefit from the program, Mr. Freeman 
said. One of the most desirable effects 
of the promotion—although one of the 
most difficult to measure in terms of 
dollars—is the fact that bank employees 
learned the fine art of selling services. 
Any employee wanting to excel in the 
promotion had to sell, and that selling 
ability, once acquired, stays with a 
dedicated employee, Mr. Freeman said.

The promotion was officially titled 
“100% Commitment for Our 100th 
Year.” And, according to Mr. Freeman, 
over 78% of the bank’s 800 employees 
participated. About 1,500 prizes were 
claimed at five award levels, with free 
trips to Las Vegas going to the top 31 
winners.

The promotion was geared so that 
prize points were cumulative. Points

were awarded for new business brought 
in. A specific merchandise selection was 
offered for each plateau reached by par
ticipants.

To make the program viable for those 
employees not in contact with bank cus
tomers, activities such as donating 
blood and raising funds for the local 
zoo qualified for lower-level points.

To entice employees to work hard
er, a prize center was set up at the 
bank so contestants could examine, or
der and claim their awards.

Employees and bank officers were or
ganized into teams by work areas. 
Points were given for new business, in
cluding checking and savings accounts 
as well as long-term CDs.

Personnel were separated into con
tact and non-contact groups, with few
er points awarded to contact than non- 
contact people for writing the same 
type of business. Bank officers were 
asked to bring in more business than 
other employees to qualify for their 
points.

In order to make it possible for every 
participant to win something, Mr. Free
man said, the lowest qualifying level, 
which was 1,000 points, was made easy 
to achieve.

Each person earning 1,000 points re
ceived a commemorative paperweight 
that became something of a status sym
bol. Those who earned their paper
weights would display them proudly on 
their desks to inspire others to work a 
little harder to make their first plateau. 
More than 600 employees earned paper
weights.

When each member of a team 
reached the 1,000-point level, every 
person on that team received a paid 
day off work.

Weekly newsletters provided contest 
information and described bonus point 
deals to boost sales of certain services. 
Near the end of the campaign, a 
“double or nothing” award was tied in 
with the solicitation of checking ac
counts.

Each week the captains whose teams 
had reached the 1,000 point level were 
recognized at the weekly officers’ meet
ing. At the end of the promotion—which 
was five months after it had begun— 
the top 100 point gainers were listed in 
the newsletter.

Contestants were informed each time 
they reached a prize level, so they 
claimed a separate award each time a 
goal was met. Someone earning 4,000 
points, for instance, was eligible for 
three prizes with a total value of about 
$40.

Top point earners were eligible for 
the contest’s top award—a trip to Las 
Vegas, with the bank picking up the 
travel and hotel tab. Those not desiring 
such a trip were given the option of 
choosing merchandise, including micro- 
wave ovens and color TVs.

Worthen’s employee incentive pro
motion has been packaged for use by 
other financial institutions through First 
Bank Financial Service, which, like 
Worthen, is an affiliate of First Arkansas 
Bankstock Corp. • •

Centennial Time Capsule Buried
E d w a r d  M. Penick, 
c h a i r m a n  and CEO, 
Worthen Bank, L i t t l e  
Rock, displays some of 
items that were sealed 
in bank's 100th anni
versary time capsule 
that was buried at 
Rodney Parham Branch 
in west Little Rock re
c e n t l y .  C a p s u l e  is 
scheduled to be open
ed in year 2000. Ar
ticles of current in
terest were sealed in 
capsule along with a 
copy of the Arkansas 
Gazette of January 3, 
1877, announcing for
mation of bank.
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How to get the most for 
your safekeeping dollar:

take the depository route, 
via Manufacturers Hanover.

Cuts holding and 
handling costs.
For profit’s sake, count 
yourself in on the most 
advanced way to process 
securities — by electronic 
book entry, with Manu
facturers Hanover Trust 
as custodian. Automatically, 
you “piggy-back” on 
our long position at 
Depository Trust Com
pany which entitles you to 
lower rates. You not only 

cut out the expenses 
that certificates

entail—clerks, 
guards, vault 
space—but depository 
processing actually costs 
you less than a traditional 
safekeeping service.

Gets you your 
money faster.
We have the expertise 
with DTC’s Institutional

Delivery service to expe
dite trade confirms and 
settlement. The fewer the 
fails, the better control 
you have of your funds. 
And we promptly credit 
dividends on the payable 
date.

Tells you where 
you stand.
We’re quick to relay the 
facts you need for recon
ciliation. In addition to 
conventional reporting 
means, we now have one 
of the most advanced on
line Securities Movement 
and Control systems—so 
advanced it can report 
your transactions on a 
daily basis. But hardware 
can’t do it all. At MHT, you

deal with a staff whose 
experience in securities 
administration averages 
well over 10 years.

Leaves liability 
worries behind.
When you participate 
via MHT, you’re relieved 
of the immense pressures 
that come from safeguard
ing securities. In fact,
MHT has more than 
$5 billion of its own trust 
assets on deposit at DTC.
To learn more about how 
your bank can profit by 
MHT’s relationship with 
DTC, contact Brian V. Carty, 
Manufacturers Hanover, 
350 Park Avenue,
New York, N.Y. 10022. 
(212)350-4658 .

Member FDIC

MANUFACTURERS HANOVER
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Cuddly Bear Joins Lion, Owl, Others 
As Goodwill Ambassadors for Banks

WILD CREATURES continue to 
serve as hard-working marketing 

representatives for banks. A year ago, 
lions, bighorn sheep, macaws, rabbits 
and owls were on the job attracting cus
tomers— and new deposits—to various 
banks. (See March, 1977, M i d - C o n t i 
n e n t  B a n k e r . )

This year, all are still on the job, 
especially the lion and the owl, but a 
bear has been added!

People in Belleville, 111., have put 
aside any fears they may have had 
about bears, due in great part to the 
marketing activities of Belleville Na
tional Savings Bank. Dubbed “the smil
ing bear” until a forthcoming contest 
results in a better name, Belleville Na
tional’s spokes-bear is busy producing 
profits and promoting friendships for 
the bank.

The bear promotion was established 
to meet two objectives, according to 
Raymond Molitor, marketing adminis
trator. The first was to establish an ad
vertising theme and the second was to 
create a symbol that would portray 
the bank’s strength in terms of assets 
and growth. In addition, the creature 
had to show forth the friendly attitude 
of employees.

A bear was chosen as spokes-animal 
because bears are usually considered to

By JIM FABIAN 
Associate Editor

be large and strong. It was necessary 
to temper this image of strength with 
a sense of friendliness. This was done 
by having the bear caricature wear a 
plaid hat and by keeping a smile on 
his face at all times.

The bank’s advertising copy usually 
begins with “Take it from our friendly 
bear” or ends with “Come in and see 
our friendly bear today.”

And the ad copy isn’t kidding! On 
occasion, a bank employee dons a bear 
costume and officiates at important 
events, such as the opening of a drive- 
up facility or conducting a class for 
bank personnel preparing to participate 
in the “Old Newsboys’ Day” charity 
drive.

In addition, the animated version of 
the Belleville National bear appears at 
the bank occasionally to hand out free 
candy and balloons to children, meet 
customers, distribute free cherry trees 
on Washington’s birthday and similar 
gifts on other holidays, and perform 
at parades and other community func
tions.

In addition to having his image ap
pear on almost all its printed materials,

Belleville Nat'I's ad features bear caricature 
and copy often includes puns such as "bear
able."

the bank takes advantage of opportu
nities to tie the bear to school safety 
and United Way campaigns, as well 
as support of the community’s October- 
fest.

The bank also has lent its support to 
clean-up, paint-up and fix-up commu
nity campaigns by using the bear to 
announce loans for such ventures.

Mr. Molitor says the bear image is 
flexible enough to be used as the bank’s 
spokes-animal and still be spoken of as 
a third party, as in radio spots stating, 
“As our friendly bear would say. . . .” 
Advertising messages are tied in with 
statements such as “Our home loans 
are bearable,” “We’ve bearly met . . . 
and already I’m a huge success!” and

As-yet unnamed spokes-bear for Belleville (III.) Nat'l Savings participates at recent ribbon cutting 
at bank's new motor facility. Helping out are Ch. Jos. C. Hauser (c.) and Pres. Louis E. Tiemann.
Bank uses bear as means to gain goodwill and publicize services.
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% Harry Finks, Jr., Piçsident. A
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“I’ve used every correspondent 
service First National offers. 
And after 35 years, success 
has proven the wisdom of it.”

The Farmers Bank of 
Clinton, Missouri is a true 
success story. A  correspondent 
relationship with First National 
Bank of Kansas City has given 
it valuable extra time and 
expertise to concentrate on 
serving its growing community.

Mr. and Mrs. Harry Finks,. 
president and vice president, 
know that size determines a 
bank's method of o p e ra tic ^ ^ ^  
Farmers Bank has the advflfe|^  
of a community where eaéh : : 
client and his business n e e o f™  
are known intimately.

But the community is not 
large enough to support a  
computer and specialists for 
just one bank's daily needs.

Ten years ago, Harry Finks, 
already established in full 
correspondent relationship with 
the First, was one of the first 
to take advantage of our 
computers and other related 
specialized services.

F o r his demanddeposits,
savings, accounts and certificates 
of deposit, dailyÎMilmepts 
from the First save his people 
time and help insure accuracy.

If your bank could benefit 
from assistance with oveiiine 
loans, investments, transit 
collection, bonds, international 
services, trusts, cash manage
ment and other financial 
services, call the professional 
staff of the First National Bank 
Correspondent Department.

We take pride in the 
success of the Finks and the 
Fanners Bank of Clinton. Our 
correspondent banking tradition 
has been built on help like this.

Why not put our strong 
tradition of excellence to work 
for your success.

’four success is our tradition.

An Affiliate of First National
Charter Corporation Member FDIC
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Owl Network repre
sentative joins in pa
rade during halftime 
at University of Cin
cinnati football game. 
Creature is spokes-owl 
for ATM network that 
includes Central Trust, 
Cincinnati, and other 
banks in two-state 
area.

“Life can be bear-utiful . . .  if you save 
for it!”

Not limited to radio, the smiling bear 
is used in newspaper advertising as 
well as direct mail and specialty ads. 
Most drivers in the Belleville area have 
become familiar with the bear carica
ture because of the bank’s outdoor ad
vertising.

There’s no limit to the number of 
promotional tie-ins that lend themselves 
to the bear character. The bank hands 
out three-dimensional stick-on bear re
productions, bear balloons, a four-color 
bear puzzle reproduction of an ad pic
turing the bear in a car at the bank’s 
drive-up, bear ties for men, bear key 
tags, bear coin holders, bear matches, 
bear playing cards, bear pencil holders 
and bear directional signs. All are dis
tributed at no charge.

Future plans call for creation of a 
toy bear, a ceramic bear bank and 
bear masks.

Public response to the bear promo
tion is strong, says Mr. Molitor. When 
the promotion was in its infancy, peo
ple wanted to meet the bear and now 
that they know there is such an animal 
(even though they know it’s an em
ployee dressed in a bear costume) they 
look forward to his appearances and 
ask about his whereabouts.

Bear stick-ons are visible all over 
town and the bank has a difficult time 
keeping sufficient supplies of handouts 
in stock. The demand for bear helium 
balloons is so great that the bank orders 
them in lots of 25,000.

What about measurable results from 
the bear promotion? In one year, the 
bank’s assets jumped from $119 million 
to $126 million, a gain of more than 
$7.4 million, according to Mr. Molitor. 

# # #
Imagine the surprise of spectators 

at a recent University of Cincinnati

You Should Have a 
Hubert Doll

Child actor Gary Coleman and Hubert the well- 
known spokes-lion team up to promote premi
um promotion for Harris Trust, Chicago. Bank 
has distributed more than 200,000 Hubert dolls 
in last seven years in exchange for deposits.

football game when, during halftime, 
they watched a five-foot owl parade 
across the playing field.

That was one of the ways the Owl 
Network of automatic banking services 
called attention to its presence in the 
community, which, in this case, in
cludes portions of two states—Ohio and 
Kentucky.

The large-eyed owl has been termed 
the most active and most beloved mem-

Since 1971, 200,000 Hu
bert dolls have been distrib
uted to customers of Harris 
Bank, Chicago, in exchange 
for deposits.

ber of the ATM interchange. He made 
his debut over a year ago to launch the 
network’s Owl sweatshirt promotion. 
At that time, he strolled through the 
streets of downtown Cincinnati flanked 
by women admirers clad in owl sweat
shirts.

In his next performance, the owl co- 
starred with Miss America during the 
half-time activities at the football game.

Prior to Christmas, the owl was a 
guest on a local TV program and made 
a presentation to a local charity on be
half of the Owl Network.

More mundane activities have in
cluded appearances at five Owl Net
work Day and Night Teller openings. 
On these occasions, the creature is put 
to work entertaining customers. He 
also is pressed into service to assist with 
demonstrations of the network’s mini
bank ATMs located in supermarkets and 
other retail stores.

The owl costume was designed and 
fabricated by a Cincinnati firm that 
produces costumes for amusement 
parks, sports teams and business firms.

The Owl Network, which the owl 
character promotes, is said to be the

only regional interchange in the nation 
providing both ATM and check ap
proval services. Customers of the Owl 
Network financial institutions have ac
cess to 50 ATMs and check approval 
services at over 100 markets in the 
greater Cincinnati area.

Among the members of the Owl 
Network is Central Trust, Cincinnati.

# fc «
Hubert the Harris Bank lion has 

been representing Harris Trust, Chi
cago, for a long time. The bank recent
ly completed its seventh year of lion 
premium promotions and, as usual, the 
promotion exceeded—in both dollars 
and number of transactions—results of 
the previous year, according to Guy 
W. Steagall, vice president, marketing 
services division.

The bank distributed 25,000 Hubert 
dolls for deposits to 25,000 new and 
existing accounts. The five-week cam
paign generated more than $25 million 
in new business for the bank.

Hubert has been around for so long 
that the bank’s most recent promotion 
bore the theme, “You can never have 
too many Hubert dolls, ’cause you can 
never save too much money.”

The familiar plush-pile replica of 
Hubert, the Harris spokes-lion, was of
fered to anyone depositing at least $200 
in a new or existing savings account. 
Since 1971, more than 200,000 Hubert 
dolls have been distributed to custom
ers.

The 1977 promotion was highlighted 
by a young showman named Gary Cole
man, who works with Hubert in the 
bank’s TV commercials. The combina
tion of the child actor and the cuddly 
lion has helped make Harris Bank a 
well-known name with Chicagoans of 
all ages.

The success of Hubert points to the 
unlimited mileage a bank can realize 
from a spokes-animal or bird—or al
most any representative from the wilds!
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That's why we do everything to 
make sure Hibbard, O'Connor & 
Weeks representatives are as 
knowledgeable as we can make 
them.

Our standards for securities 
sales personnel today include 
college-level education, plus a 
track record in selling.

Rigorous, 90-day training 
programs teach them every aspect 
of our business. And yours. A con
tinuing series of seminars and lec
tures from experts keep them 
tuned in on new industry trends, 
new rules and regulations.

But they're more than voices

on the phone. Our staff has proba
bly strung together more miles 
than any other investment banker 
our size. They're out visiting cus
tomers, getting to know you. In 
every state in the nation.

They learn securities back
wards and forwards. They also 
learn about you— your opera
tions, goals, aims for your own 
institution.

Why all this effort? They work 
better with you. They stay longer 
with us. Many on our staff have 
logged five years-plus with us. 
That's a lot higher than the indus
try's average in tenure.

So, when you get our people 
on the line, you can be sure they 
know the ropes.

HIBB ARD, O'CONNOR & 
WEEKS, INC.

1300 Main Street 
Houston, Texas 77002 

(713) 651-1111

Subsidiary Companies:
Hibbard & O'Connor Government 

Securities, Inc.
Hibbard & O'Connor Municipal 

Securities, Inc.

W & M
a m i l iH H

----- -.---------
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Low-Denomination Deposit Certificates 
Give Banks New Marketing Vehicle

T HE AMERICAN BOND intro
duced a new savings concept into 

the Kansas City market last November. 
It represents an attempt on the part of 
American Bank to enhance its image 
as a truly aggressive, innovative and 
marketing-oriented bank.

The concept of the bond resulted 
from intensive research into the poten
tial for a small-denomination CD. It 
was thought for some time that the 
public would welcome a CD that 
didn’t require a minimum investment 
of $500. Moreover, we thought that a 
bond similar to a Series E  Savings 
Bond—one that could be sold for less 
than its face value—would be market
able.

Through the Bank Marketing Asso
ciation, we learned of banks in other 
parts of the nation that were doing 
well with similar bonds. We contacted 
them and received much help in de
signing the American Bond and in pre
paring advertising for it.

Once we developed the bond and 
its advertising, we hand-carried the 
bond and its advertising copy to the 
FD IC  and received approval from the 
regional counsel.

The bond is offered in $50 and $100 
denominations with maturities of six, 
five, four or two-and-one-half years. 
Obviously, the shorter the maturity, the 
higher the cost. Interest is compounded 
yearly at a guaranteed rate of 6.5%, 
with an effective annual interest of 
6.81%—the maximum that can be paid 
on a CD of less than $1,000. Our ad
vertising features the six-year, $50 bond, 
which costs $33.67. The $100 bond 
costs $67.34.

Our advertising stresses four real ad
vantages to the consumer: First, savers 
don’t have to invest $500 to earn high
er interest; second, the bonds make 
great gifts for all occasions (that s why 
we introduced them shortly before 
Christmas); third, changing economic 
conditions can’t lower the interest rate 
—it’s guaranteed for six years on what
ever maturity is selected; finally, each 
depositor is insured up to $40,000 by

By MICHAEL BRAUDE 
Senior Vice President 

American Bank 
Kansas City

A m e rica n  B a n k  In tr o d u c e s

%=>o&*ioo
American Komi Certificate» of Deposit

Vow »aver» don't liuvc to inve»t *500 
to eurn higher intere»t

For example, you ean
turn *33.67 into *50.00* 
turn *67.34 into *100.00*

American Bond

Newspaper announcement for American Bond, 
issued by American Bank, Kansas City. Ad 
copy calls attention to fact that savers don't 
have to invest $500 to earn higher interest 
than they can earn on passbook savings. Ad 
details advantages of bond: They make great 
gifts, interest is compounded at 6.5% , interest 
is guaranteed for life of bond and depositors 
are insured by FDIC. Ad includes application 
for customer convenience.

the FDIC.
Marketing strategy initially focused 

on print media because of the nature 
of the message. We utilized the Kansas 
City Star and major suburban newspa
pers. We also mailed a brochure with 
an order coupon attached to all resi
dents in the bank’s trade area.

Our calling officers distributed sup
plies of these brochures along with 
payroll deduction authorizations.

Three weeks before Christmas, each 
officer sent brochures to friends and 
business acquaintances, along with the 
following cover letter:

“I am excited about a unique prod
uct our bank is introducing this month. 
The American Bond now brings all the 
advantages of a CD to the saver who 
wants to invest as little as $33.67. The 
bond is described in the enclosed bro
chure.

“I plan to personally give these 
bonds as Christmas gifts to several 
young people in my family, and I be
lieve that idea might have appeal for 
you.

“Won’t you please complete applica
tion for the American Bond gifts you 
wish to give this year and return them 
to me? I will immediately send the 
bonds to you.

“Best wishes for a happy holiday 
season!”

Attractive in-bank displays were pre
pared featuring the bond and an Amer
ican Bond tent was placed on each offi
cer’s desk. A special insert on the bond 
was prepared for our service directory 
and the bonds will be prominently fea
tured on the bank’s 1978 annual re
port.

I  believe that the value of the Amer
ican Bond to our bank will greatly ex
ceed the deposit volume it generates. 
It should serve as an excellent vehicle 
of positive introduction to good pros
pects and it should lead to fruitful 
cross-selling opportunities.

It’s not often that a bank has an op
portunity to bring something really 
new to its market. We intend to cap
italize on the advantage the American 
Bond brings to our bank! # *
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The Garage Sale

Fennimore Ferpel, G.W. * Shows Our Signs

Plague . . .
is on the land . . . again! (Yet?)
These stunning signs are printed in 

red-and-black art on sparkling white 
stock. Your logo appears on the bottom 
front. On the reverse, “How to Run A 
Successful Sale.”

Sell them for a quarter, give them 
away in your lobby. The ladies come in 
for them. They tack them up all over the 
neighborhood, all over town. And that 
means lots of advertising.

It’s a traffic builder like you’ve 
never seen before I

Women love these, since the 
hardest part of a sale is making the 
signs.

Shipped with layovers such as 
“Estate”, “Rummage”, “Lawn”, and 
others. Lobby signs also included free.

One format only, one color scheme 
only.

Presently making two week 
delivery, but we’ll be snowed soon.

Better order now! We bill later.

(All rights protected under trade 
name “Garage-Pak”. There is a $10.00 
Art Charge on all first orders.)

TIP: Order twice as many as you think 
you will need. Reorders may take 
weeks after the season starts!

Dear Tucker: I can hardly wait! Please rush my order as follows:
□  500 SIGNS $141.00 Q  1000 SIGNS $247.00 { J  2000 SIGNS $416.00 □

Our Firm
3000 Up Price $196.00 M

Street Address 
My Name ___

Box
City Zip.

Title
I | I enclose a Velox, or something with our logo, for reproduction.
All signs 18 Vi x 14Vi Printed on 15 Pt. Solid Bleach Stock, Clay-Coated on One Side

* G.W. — Great Warrior 
(Great Windbag)

BOB TUCKER ASSOCIATES 
Box 1222
Port Arthur, Tx. 77640
“Since 1958“Digitized for FRASER 
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Kbu ve got new  questions

"W e don 't need another supplier, 
or another source fo r equipment. 
W hat we need is an organization 

tha t really understands what 
we're up against."

We don't expect to surprise anybody with the observa
tion that banking is changing. Because you know that.

But what you may not know is that bank equipment 
and systems are changing, too. And nowhere are those 
changes more startling than here. At Mosler.

We’ve got new  answ ers.
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M osler

W ËÊUÊÊlÈBmM ,

You've got new questions 
We've got new answers.

An American-Standard Company 

Hamilton, Ohio 45012

Which brings us to the subject of this ad: the 
changes in our world, and how they're going to help 
you with the changes in yours.

The demand for convenience.
Your customers want banking to be fast and easy. 

"Get me in and get me out," they say. Over and 
over again.

So you face the problem of trying to build a 
banking relationship with customers who haven't time 
for banking. Customers who prefer the convenience of 
banking at a distance.

Already, many customers get no closer to your 
bank than the drive-up lanes. Where they deal with a 
teller 60 feet away. And enclosed in glass.

Banking at a distance. And it's everywhere. In 
telephone bill-paying, funds transfers and balance 
inquiries. In credit and proprietary cards.

And most notably, in the mind-boggling apparatus 
of electronic banking.

New standards for equipment.
If you'll consider the implications of "banking at a 

distance" for a minute, you'll come to a chilling 
realization:

That the systems and equipment that interface 
the customer suddenly take on enormous importance.

Those systems have to be good. In fact, they have 
to be outstanding.

Equipment for new standards.
At Mosler, we've done more than simply acknowl

edge these new equipment standards. We've developed 
the systems to meet them.

Systems like our Teller-Matic Designer Series 8000, 
for example. It's the industry's first modular electronic 
banking system, a fluid system that flows easily into 
new configurations with new levels of performance 
whenever your needs change.

And our drive-up systems. In all, dozens of different 
system possibilities that give your customers all the 
transaction speed they want. Even on the busiest 
Friday night.

And systems that have nothing to do with customer 
convenience, but everything to do with customer 
confidence. Sophisticated camera, alarm and branch 
reporting systems to make bank crime a hazardous 
profession.

Behind it all is the industry's most comprehensive 
service network. Ours. So you can commit to sophis
ticated Mosler equipment with the assurance that 
should a problem arise, it won't be a problem for long.

It's time to call in the pros.
At Mosler, we know what you're up against. And 

we've got some suggestions that'll enable you to deal 
with the changes in banking. Very nicely.

So see your Mosler representative. Because there 
are answers now where in the past, there weren't 
even good questions.
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Chances for Success of New Bank Ensured; 
Townspeople Provide Start-Up Capital

SUGAR GROVE, 111., is a farm com
munity with a population of 1,200, 

located about 50 miles west of Chi
cago. In 1972 Sugar Grove had a prob
lem: It had no bank to serve the com
munity, since the nearest financial in
stitution was eight miles away.

When a group of organizers conduct
ed a feasibility study to see whether 
a bank could survive in Sugar Grove, 
little did they know just how good the 
chances for survival would be for a 
bank in their town. When stock finally 
was offered to capitalize the new bank, 
area residents practically stampeded to 
provide the necessary funds!

When the organizers of what was to 
be Bank of Sugar Grove started out in 
1972, their objective was to develop 
an institution that would serve the 
community and that would be owned 
by the community that it served. Stud
ies were conducted by First Ogden 
Corp., Naperville, 111., to discern pop
ulation demographics, business devel
opment possibilities, market share and 
convenience factors.

Growth projections were taken into 
consideration, as were zoning restric
tions and the possibility of new resi
dential or commercial developments 
and the amount of retail sales that 
could be expected in the area. The im
pact a new bank might have on exist
ing banks in the area also was consid
ered, for regulatory purposes and for 
simple economic reasons: If the com
munity couldn’t support two such insti
tutions, both could fail.

The organizers’ bankgrounds also 
were researched, and it was stipulated 
that the bank’s initial board of direc
tors would have local representation, 
which would make the institution’s 
management responsive to community 
needs.

The studies showed that the pro
posed Bank of Sugar Grove would have 
a favorable impact on the community, 
since it would create jobs, provide 
additional traffic to the business com
munity, and accommodate the deposit 
and credit needs of the population.

Since the results of the studies were 
positive, a permit to organize was is
sued by the Illinois commissioner of 
banks and trust companies—after that 
office had conducted its own feasibility 
studies.

In February, 1974, Bank of Sugar 
Grove’s organizers made a stock offer
ing. Total authorized capital was 
$650,000, to be raised by the sale of 
26,000 shares of stock at $25 per share. 
Capitalization would consist of $260,- 
000 in capital stock (par value of $10 
per share), $260,000 in surplus and a 
$130,000 reserve.

Organizers crossed their fingers and 
began the offering. A general mailing 
was made to give area residents the 
first chance to become charter owners. 
No individual could purchase more 
than 5% of the total shares outstanding. 
A cover letter was sent along with an 
offering circular that detailed the need 
for the new bank and offered compara
tive statistics among existing institu
tions. A subscription agreement with 
proxy and a return envelope also were 
included in the mailing, which was dis
tributed according to census tracts in 
the general market area of the pro
posed bank.

Concurrent with the general mail
ing, residents of Sugar Grove and sur
rounding communities were notified of 
the impending stock sale-through press 
releases in the local media. Personal 
solicitation was handled by the insti
tution’s organizers in the community.

A public hearing was held to give 
interested persons a chance to learn 
more about the bank and the purchase 
of stock. And that meeting proved to

Each baby born New Year’s Day in 
Detroit was offered a $50 savings ac
count in trust by that city’s First Inde
pendence National. The bank made the 
offer as a gesture of goodwill and wel
come to the new residents.

In cooperation with seven Detroit 
hospitals, the bank extended the gift 
invitation to parents of all babies born 
in those hospitals January 1. The hos
pitals presented letters inviting the new 
parents to the bank to sign new- 
account cards. The bank then would 
deposit $50 into a new trust account 
for each child. The parents were under 
no obligation other than to take the 
letter to the bank by February 1 and 
leave the money in the new account 
for at least 60 days. Forty-one babies

be a good indication of things to come: 
Out of a community of 1,200, more 
than 250 persons were in attendance!

The stock offering was sold out in 
less than two weeks. In fact, it was 
oversubscribed by more than $230,000! 
The oversubscriptions were accommo
dated by prorating downward those 
persons who already had purchased 
shares. Of the new stockholders, the 
organizers report, the vast majority 
were area residents.

As construction of Bank of Sugar 
Grove took place, a steady flow of 
press releases helped keep the public 
appraised of the institution’s progress, 
and on February 28, 1975, Bank of 
Sugar Grove opened its doors for busi
ness.

According to John J. Case, Bank of 
Sugar Grove’s president, “The overall 
impact of the capital acquisition pro
gram for the bank proved to be favor
able. Spreading the ownership among 
the community created goodwill as 
well as a strong customer base from 
which to develop once the bank 
opened for business.”

And that strong customer base was 
developed rather effectively, it would 
appear: After opening in February, 
1975, with initial capitalization of 
$650,000, Bank of Sugar Grove had 
grown to a $3.6-million institution in 
shortly more than one year’s time. • *

were born at the hospitals on the first 
day of 1978.

First Independence National, one of 
the smallest banks in Detroit, was es
tablished in 1970 and is said to be the 
only minority-operated bank in Michi- 
gan.

According to President William R. 
Bailey, the New Year’s baby promo
tion “is our way of saying welcome to 
the new babies and reaching out to the 
community in an important way. We 
believe that banking is important, that 
it has a place in everyone’s life, from 
the youngest to the oldest. We are 
growing just as these children will 
grow and look forward to servicing 
them, their parents and their own chil
dren as well with full-service banking.”

Babies Offered $50 Accounts by Small Bank in Detroit

MID-CONTINENT BANKER for March, 1978
52

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



ijimmiiiijmiiigs -'«mi » |£iHYif iwfyy j.

When you build or remodel your 
financial facility w ith Bank Building 

Corporation,you get our

f t

yours next.

Bank Building 6 *
Corporation O -

W ell build you a busin

Bank Building Corporation 
1130 Hampton Ave.
St. Louis, MO 63139  
Telephones (314) 647-3800

OFFICES: St. Louis, 
Washington, D.C.; Hartford, 
Conn; Chicago, Atlanta, 
Dallas, Denver,
San Francisco

Please send information about how you can help 
build my business.

N am e__________________ _______________________
Title ___________________________________________
F ir m _________ _________________________________

Address _______________________________________
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‘People’ Ad Series Boosts Bank’s Image, 
Makes Celebrities of Area Residents

J IM DISS of Taylorville, 111., was 
shopping for an auto loan. He got 

the loan and a bonus: Mr. Diss became 
a celebrity.

First Trust in Taylorville was re
sponsible for Mr. Diss’ fame, and the 
renown of several others in the Taylor
ville area through its “People” ad series 
spotlighting a variety of the bank’s ser
vices. The ads featured line drawings 
of members of the community and 
copy that explained how the featured 
person benefited from the bank service.

Prior to the “People” series, First 
Trust had been pictured by its staff as 
a “full service” institution, but it was 
felt that the public needed to be edu
cated about that fact. Greater aware
ness by individuals and businesses in 
the area of those services was sought 
by First Trust. The bank wanted to ex
press its relationship to the community, 
so the First Trust People Program was 
born.

At the time of the program’s incep
tion, the bank was undergoing a com
prehensive renovation program, having 
occupied the same building since 1930. 
Since that program would create in
conveniences for residents, the bank 
decided to tie in the “People” idea with 
the renovation, emphasizing the hu
man, rather than the brick-and-mortar, 
element.

The bank is a 60-million-dollar in
stitution in a “country” community 
where “everyone knows everyone else,” 
but where the services of a “big city” 
bank are needed. A cross-section of 
bank customers was chosen for the ad 
series, which was overseen by William 
B. Hopper, bank chairman, and Elvira 
Denning, public relations officer. They 
worked with an ad agency on the series 
but implemented the program on their 
own.

Eighteen of the “People” ads were 
drawn up to promote business loans, 
mortgage loans, boat loans, home-im
provement loans, savings accounts, auto 
loans, farm loans, trust services, farm 
management, checking accounts and 
direct deposit of Social Security checks. 
A free-lance writer, who knew little 
about banking, composed the stories 
featured in each ad; people featured 
were interviewed by the writer and 
sketched by an artist in their natural 
environment. That way, it was rea
soned, the subjects told their stories

just as if they were talking to a neigh
bor or friend, making their stories per
sonal and interesting, but nevertheless 
selling the bank’s service.

When the ad series was ready, Mr. 
Hopper and Miss Denning introduced 
it to management, directors and staff 
of First Trust. “And it was our first ad
vertising program to really excite our 
staff,” says Miss Denning.

The series was run in the only daily 
newspaper in the area. Portrait prints 
were made and framed for each subject 
and ads on checking and savings ac
counts; auto, boat and home improve
ment loans and trust services were 
used as checking-account statement en
closures.

“First Trust was gratified by the suc
cess of the program,” says Miss Den
ning. “It created an awareness for 
First Trust as the leading financial in
stitution in the county. People became 
acutely aware of our building program, 
our involvement in the community and 
all the services we offer. As a result, 
the bank was being discussed down
town among the merchants, in indus
try, among school children, in the coal 
mines, by senior citizens, lady land- 
owners, tradesmen, everybody.”

To gauge the amount of awareness 
the ad series had created in the Taylor
ville community, the bank asked peo
ple at random for their thoughts on 
the series. Bank staffers spoke to 
customers in the lobby, in restaurants, 
service stations, to housewives, young 
people, merchants and professional 
people in the community. As it turned 
out, the only ones who hadn t seen the 
ads were people who didn’t read the

local newspaper.
“As an example of the series’ popu

larity,” Miss Denning relates, “our sur
vey on the ads’ effectiveness produced 
a variety of reactions from residents. 
One young mother reportedly said the 
ads made her want to gather up all her 
money and run down to the bank with 
it; a young woman opined that the ads 
showed that First Trust cares about 
people; and copies of an ad featuring 
a local coal miner were found posted 
in mining offices, washrooms at the 
mines, everywhere they could be post
ed. As a matter of fact, when we used 
the ‘coal miner’ ad as a statement en
closure, men brought copies of that ad 
to the mine and wanted the autograph 
of Steve Stanich, the man featured in 
the ad.”

Three other highly successful ads 
each spotlighted one of three young 
farmers and how the bank helped them 
in their financial planning. One ad 
talked about “cash flow” and, accord
ing to Miss Denning, resulted in sev
eral young farmers going in to First 
Trust to ask for help in setting up a 
cash-flow plan for their operations. 
Previously, the PR officer notes, the 
bank never had been able to explain 
that financial tool in an ad.

The series also has spurred the 
town’s merchants to action. Many re
portedly are “toning up” their physical 
facilities and developing more pride in 
the central city area.

But the series’ success really was 
summed up by Jim Diss’ boss, who said 
of the ad featuring Mr. Diss, “Since 
that ad appeared, Jim is better known 
now than I!” *  m
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w an t th e  b est in coin w rap p ing ?
Start with Brandt paper for Reliability, 
Quality, Experience and a New Low Price.
Reliability. Our rolls are consistently uniform in width and 
length. At Brandt we do the paper conversion ourselves — 
buy to our exacting specifications, imprint, slit and 
package it. We guarantee that each roll contains the right 
number of wraps every time, with paper of uniform 
thickness. And our rolls fit all automatic coin wrapping 
equipment.
Quality. Brandt rolls are made of long fibre kraft paper, 
with a perfect balance between tensile and burst strength. 
Rugged enough to withstand high velocity coin processing, 
but easy for tellers and customers to break open. Tough, 
but not too tough. With superior quality for imprinting and 
crimping.
Experience. Brandt has supplied paper goods for 40 
years. Those forty years of expertise are available to you. 
We have an unparalleled nationwide sales and service

network, so we’re always nearby. There is no substitute for 
personal service.
New Low Price. We offer the best in paper rolls, with 
prices that are really competitive. Get the full story on our 
special imprint program. Specify Brandt paper rolls today... 
for Reliability, Quality, Experience, and New Low Price.
Call your nearby Brandt Representative. He has more 
information on Brandt paper rolls, plus our full line of coin 
wrappers and bill straps. He’s listed in the Yellow Pages 
under “Coin & Bill Counting Machines.”
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W e W i n Æ  

B e ¥ ) u r  C o r r e s p o n d e n t ,  

N o r ï ô u r  C o m p e t i t o r .

T h ree  out of four Arkansas 
banks have a correspondent 
relationship with Com m ercial 
N ational,The Banker’s Bank. 
They know that we work for you, 
not against you.

W e can give you an extra 
edge with our specialized 
professional correspondent

bank services. Arkansas bankers 
know that they can call T h e  
B anker’s Bank at any tim e for 
cordial, personalized service 
which is designed to  solve your 
uniquely individual banking 
problems, and. not to attract 
your custom ers.

If you want a correspondent 
and not a com petitor, call 
T h e  Bankers: N orm an Farris, 
H ubert Barksdale, or M artha 
M ason at 1 -8 0 0 -4 8 2 -8 4 3 0 . They 
can prove to you that 
Com m ercial N ational is T h e  
B anker’s Bank.

h e
D AN K.

Commercial National Of Little Rock
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Commercial National Bank of Little Rock, 200 Main Street, little Rock, Arkansas 72201

MID-CONTINENT BANKER for March, 1978

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



‘Leisure Guide’ Statement Stuffer 
Informs, Sells Bank Customers

H OW LONG does the typical check
ing account customer retain a 

statement stuffer? Often not any long
er than it takes him to get around to 
reconciling his account!

Why would any bank want a custom
er to retain a statement stuffer? Because 
stuffers usually call attention to bank 
services. They serve as cross-selling 
tools. For just pennies per copy, they 
bring the bank’s advertising message in
to the customer’s home where he can 
examine it at his leisure.

But in order for a customer to retain 
an advertising piece for any length of 
time, it would have to contain more 
than a sales pitch. It would have to in
clude information that the customer 
thought was worth retaining. It would 
have to include information that the 
customer wanted to refer to, and, in so 
doing, he would be likely to pay more 
attention to the bank’s sales message.

Such a statement stuffer is being 
used by a number of banks in the 
Chicago area and bank customers have 
been known to retain the stuffers con
sistently for an entire month. Why? Be
cause the stuffers contain a calendar of 
events going on in the Chicago area 
during a given month—events such as 
baseball games, summer theater attrac
tions, museum shows, sightseeing at
tractions, symphony concerts, programs 
for kids, etc.

But, in addition, these six-page stuf

fers include messages from the sponsor
ing banks that spotlight services such 
as ATMs, auto loans, premium offers, 
drive-up services, banking hours, etc.

The stuffers also can include items 
of personal interest, such as introduc
tions to bank staff people, financial ad
vice, items on local service organiza
tions or messages from the bank’s presi
dent.

It’s obvious that such a vehicle would 
be likely to be retained by the bank’s 
customers—and succeeding stuffers 
looked forward to with anticipation!

This is the theory behind the Leisure 
Guide, a new marketing service for the 
banking industry produced by Banker’s 
Leisure Guide of Chicago.

According to Larry S. Jashel, market
ing director, a satisfied customer is the 
best source of business. The banking in
dustry knows, Mr. Jashel says, that 
keeping in touch with customers is a 
sure way to bring in more business. But 
how many banks take the time to com
municate with customers on a regular 
basis?

He describes Banker’s Leisure Guide 
as â  checking account statement insert 
that s the key to subtle bank marketing. 
He says it’s a sophisticated way of pre
senting banking services, increasing 
personal relations and adding warmth 
to the business of banking.

The philosophy is: Remember your 
customers and they will remember you.

In the old days, people didn’t think 
about how to spend their leisure time. 
They didn’t have much! Now they have 
a need to know what to do for fun and 
relaxation.

That’s why the Leisure Guide was; 
created. Each month it provides par
ticipating banks with a vehicle to de
scribe to customers the wide variety of 
things to do in their leisure time—like 
watching the Chicago Cubs or White 
Sox ball teams, listening to a great or
chestra, fishing in Lake Michigan, pick
ing apples or just watching a play or 
parade.

Among the banks using Leisure 
Guide is Citizens Bank, Park Ridge, 
111. Richard C. Rushkewicz, director of 
marketing at the bank, says he feels the 
program has been an effective way to 
promote a variety of various financial 
services as well as calling attention to 
banking hours and corporate identity.

“I have also utilized the Leisure 
Guide as a sales and public relations 
device to salute various area service 
groups and organizations that either 
bank with us or are good prospects,’* 
he says.

The real value of the actual Leisure 
Guide section of this insert is its greater 
likelihood of retention within the house
hold throughout the month as opposed 
to conventional statement inserts, Mr. 
Ruskewicz says. “People are more like
ly to keep an entertainment guide

Inside of Leisure Guide (left) contains calendar of leisure activities going on in Chicago area; outside (right) contains bank messages.
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around than just a piece of paper. And 
there’s your bank’s message right on the 
front and back covers, staring them in 
the face.”

A recent issue of the Leisure Guide 
mailed by Citizens Bank included—in 
addition to the guide of concerts, art 
fairs and sporting events—an article on 
estate tax savings, along with a coupon 
customers could use to receive a free 
booklet on living trusts, a salute to the 
local paramedic groups and a complete 
listing of the bank’s hours—both lobby 
and drive-up.

Citizens National, Downers Grove, 
111., has been making good use of the 
Leisure Guide to sell bank services. 
According to the results of a recent 
survey, the bank learned that over 70% 
of its customers read, save and refer to 
the Guide more than once each month. 
The bank also distributes copies of the 
Guide through its Newcomers Club.

Morton Grove (111.) Bank, a fairly 
new institution, has made use of the 
Leisure Guide to make its presence 
known in the community. It not only 
uses the Guide as a statement stuffer, 
it hires high school students to dis
tribute copies throughout the bank’s 
trade area.

Leonard Vihnanek, vice president 
and cashier, says, “We have found the 
Leisure Guide to be a good way of 
reaching out to potential customers 
while keeping the interest of existing 
ones. We have had many comments 
from customers relating that they keep 
the Guide in their homes for the entire 
month as a piece of information for cur
rent events.”

Another Chicago-area bank used the 
Guide to publicize a luggage premium 
offer. “The response to the luggage of
fer was one of the best ever from an 
existing customer standpoint,” a rep
resentative says. “We must attribute 
that to the Leisure Guide.”

This bank used the Guide to tell 
customers what was going on in their 
community and to introduce key bank 
employees—such as a sw itch b o ard  
operator—who are seldom seen by those 
entering the bank. Spotlighting em
ployees has been good for employee 
morale, too.

Mr. Jashel says that the Guide offers 
a bank an effective communications 
program that is tailor-made to the in
dividual needs of the sponsoring bank.

“We do all the work,” he says. “We 
pick up the information, do the artwork 
and copy and deliver the finished 
product.” *  *

Images of Arkansas Banks Boosted 
By Offers of Free Family Portraits

WHO WOULD refuse an offer of a 
free family portrait—just before 

the holidays! According to the people 
at two banks in Arkansas offering photos 
to customers, it seemed like no one 
could refuse!

First National, Fort Smith, offered a 
free full color family portrait by Olan 
Mills to all customers with bonus 
checker accounts. All customers not 
having such an account needed to do 
to be photographed was to open one. 
The photo offer was advertised as an
other bonus for our bonus checking 
family.”

“Bonus Checkers’ is the title of the 
bank’s New Outlooks Club package 
plan. Membership fee is $3 per month 
for individuals and membership entitles 
customers to 20 bank services, in
cluding free checking; $10,000 acci
dental death/dismemberment coverage; 
no-service-charge travelers checks, cash
iers checks, certified checks and money 
orders; discounts on travel services, and 
free safekeeping of wills.

According to Charles Logan, market
ing coordinator, 1,000 customers signed 
up for appointments to have their 
photos taken during the promotion. 
Almost 400 new bonus checking ac-
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A full color 8 X 1 0  portrait of your 
family or of any individual member

Danville
HOURS: - *•« State B an k

This newspaper ad announced free photo offer 
at Danville (Ark.) State. Response was so great 
that bank had to schedule photo taking session 
on Sunday.

counts were opened by those desiring 
to be photographed and the average 
balance per account per month is more 
than $500.

According to Mr. Logan, the cost of 
the free photo offer was recouped in 
less than three months by the member
ship fees generated by those opening 
new accounts to obtain free photos.

Olan Mills photographers were on 
hand for three weeks to accommodate 
those wishing to be photographed. 
Special hours were set up for the 
photo sessions—3 to 9 p.m. on week
days and 10 a.m. to 5 p.m. on Satur
days. A receptionist and a bank officer 
were on hand during the sessions.

Mr. Logan said that he was “very 
satisfied with the results that came 
from our bonus checking Olan Mills 
promotion. I would recommend the pro
gram for use in other banks.”

Danville State was the other bank 
offering Olan Mills photos to customers. 
According to Odean Parker, assistant 
vice president, the purpose of the pro
gram was to give customers a gift be
cause “we value them highly as friends 
as well as customers.”

The program was not tied to any new 
account promotion, Mr. Parker said, but 
some new deposits were realized by 
those wishing to be photographed.

The promotion was timed so that 
customers could receive their portraits 
in time for Christmas.

Photo sessions were originally sched
uled for weekdays for 3 to 8 p.m., Mr. 
Parker said, and from 10 a.m. to 5 p.m. 
on Saturdays. The appointment load be
came so heavy that it was necessary to 
add an hour to each day’s schedule and 
then to accept appointments from noon 
to 6 p.m. on Sundays. Due to a previ
ous commitment, the photographer had 
to leave Danville, but he returned 
about a month later and worked for 
three additional days. A total of 380 
sittings was completed.

“The people of Olan Mills were most 
cooperative in the work setting and at
tempted to accommodate us in any way 
that they possibly could,” Mr. Parker 
said. “We would highly recommend 
(them) to other banks that want to 
use a promotion such as this.”

John Ed Chambers, bank president, 
said that the promotion was as effective 
as any the bank had staged in terms 
of people participating and goodwill 
being created. • *
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Wedo
our corresponding

in person.

I I

H. 0 . Peet, Ja n e  Hylton, J im  M cK enzie, B. J. H a ll an d  M urphy B rock.

Because it’s a natural business 
communication tool, it’s only nat
ural for most bank’s correspondent 
departments to assist their custo
mers over the telephone.

At Liberty National we prefer 
business over a cup of coffee. Face 
to face.

Especially Jim McKenzie and 
Murphy Brock of LNB’s correspon
dent department, who feel that when 
faced with a financial problem it’s 
nice to have another face there to 
help you find the solution.

Contact Liberty National’s cor
respondent department. You’ll 
have to use the phone, but in the 
end, you’ll deal with us person 
to person . J im  M cK en zie an d  Ja n e  Hylton, E xecu tive  

Vice President, D elta N atu ral Gas, discuss 
the p ro jec ted  needs that LN B can  prov id e  
D elta ’s expanding operations.

^  Liberty National Bank
Louisville, Kentucky
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Financing/ Leasing Plan Enables Banks 
To Offer Lower Terms on Auto Loans

MORE THAN half of bank auto 
loans now extend longer than 36 

months, the result of a more than 25% 
increase in the cost of autos. In order 
to keep customers happy, many banks 
have extended auto loan payments up 
to as many as 60 months.

But they don’t have to, according to 
G. Robert Gadberry and Robert R. 
Raymond. These men are associated 
with banks in the Mid-Continent area 
that are offering a lease/finance pro
gram called Autovest. Mr. Gadberry 
is vice president and director of public 
affairs at Fourth National, Wichita, 
Kan., and Mr. Raymond is marketing 
officer at First National, Elkhart, Ind.

Mr. Gadberry describes Autovest as 
“a leasing program that results in the 
reduction of monthly payments.” Mr. 
Raymond adds that Autovest “com
bines the best portions of retail financ
ing with leasing.”

First of Elkhart has been offering 
Autovest since April, 1975; Fourth Na
tional began its Autovest program last 
October. Both Messrs. Raymond and 
Gadberry report that the programs 
have resulted in new business that the 
banks would not have realized without 
the service.

Mr. Raymond describes the Autovest 
program as First National’s alternative 
to extended-term financing. It gives the 
customer an alternative to drive a new 
auto more frequently with a payment 
that will fit his budget without a large 
investment in an auto that is a depreci
able item, he says.

He says the program is a lease that 
combines the best portions of retail fi
nancing and leasing. “There are two 
basic reasons for the lease concept,” he 
says. “One, there’s a sales tax advan
tage to the customer in Indiana and 
Michigan. Two, we are able to set a 
future residual on a particular auto, 
which is subtracted from the balance 
that the customer owes the dealer af
ter down payment or trade. The pay
ments are then figured for two years 
on the balance. Usually the payment 
will be $20 to $50 less than with con
ventional 36-month financing. With the 
Autovest plan the customer does his 
own shopping and makes his own deal. 
All we do is end up furnishing the 
money as we always have.”

lb  make the car in >our dreams 
■the car in your drrvway

New!
I The first original new ear pian in years

First
National Bank, 

gg Elkhart

Newspaper ad for Autovest by First National, 
Elkhart, Ind. Bank has been offering plan since
1975.

Mr. Gadberry says it took a while 
for the program to catch on in Wichita 
(it’s offered through seven new car 
dealers there), but that, once it did 
catch on, outstandings doubled in one 
two-week period. He recommends the 
program to other banks and says he be
lieves it will become increasingly popu
lar in the years to come.

Autovest is a subsidiary of Yegen 
Associates, Rochelle Park, N. J. The 
firm, a bank-service company, was 
founded in 1935 and began offering 
Autovest in late 1973.

Promotional literature published by 
the banks describes Autovest as the 
first auto financing plan that recognizes 
a car’s future value as a way to control 
present costs.

Here’s how the plan works: If a 
bank customer finds a new auto that 
costs $5,800, in order to drive it out of 
the dealer’s showroom, he’ll have to 
put down some cash (say, $1,100) 
and then finance the balance, which, 
in this case, would be $4,700.

If he elects to use the Autovest pro
gram, a minimum resale value will be 
established for that car. This value is 
based on the worth of the car after 
it’s two years old. The value is called 
a guaranteed purchase option price. In 
the case of the $5,800 auto, the guar
anteed purchase option price might be 
$3,100, depending on the make of 
auto. This amount is deducted from 
the $4,700 balance, leaving $1,600, or 
the new amount to be financed with 
a 24-month contract. Added to the fi
nance charge is a 1.1% per month 
Autovest fee based on the $4,700 
amount. In this instance, the monthly 
lease payment would be $121.37.

At the end of the 24 months, the 
bank customer has three options: He 
can trade or sell the car, he can keep 
it or he can walk away from it.

Under the first option, if he sells it 
for a price higher than the guaranteed 
purchase option price, he pockets the 
difference. The guaranteed purchase 
option price is purposely set below 
anticipated market value by Autovest 
to allow enough profit for the customer 
to make a down payment on a replace-

Selling Price $5,800.00
Down Payment 1,100.00
Principal Balance 4,700.00
Less Guaranteed Purchase Option Price 3,100.00
Payments Based on 1,600.00
Autovest Charge (on $4,700) 1,312.80
Total Commitment* $2,912.80

Monthly Lease Payments* $121.37
•State and local taxes, if any, and Insurance not included.

Typical Autovest arithmetic for new auto costing $5,800, 
taken from brochure put out by Fourth National, Wichita, 
Kan., which has been offering Autovest since October.
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PUT A  SHARP PENCIL 
TO YOUR

CORRESPONDENT BANK.
I «Is your Correspondent Bank interested in serving your 
needs...or in buying your bank?
( ) Serving my needs ( ) Buying my bank

2. Does your Correspondent Bank have a proven record  
of supporting independent banks, the choice of being 
a member or a non-member, and the dual (State and 
National) banking system?
( )Yes ( )No

7.1s the Correspondent Bank’s Staff that handles your 
account experienced and stable?
I’ve known my Correspondent Banker 
( ) 3 months ( ) 6 months ( ) 1 year
( ) 5 years ( ) 20 years
My Correspondent Banker has traveled my area for 
( ) 3 months ( ) 6 months ( ) 1 year
( ) 5 years ( ) 20 years

3. Does your Correspondent Bank assist with your 
customers...or do they compete for your customers’ 
business after you’ve introduced them?
( ) Assists ( ) Competes

4. Have your Correspondent Bank’s investment repre
sentatives sold your bank securities you’re pleased to 
have in your portfolio?
( ) Pleased with purchases
( ) My Correspondent is always buying and selling out 
of my portfolio. He tells me that he’s making me money 
...but my portfolio gets longer in maturity and poorer 
in quality every time I take his advice.

5. Can you rely on your Correspondent Bank’s advice 
on investments, credit decisions, personnel administra
tion, management succession, operations...on all bank
ing matters...or does their track record indicate that you 
had better seek advice elsewhere?
( ) Good track record 
( ) I’d better ask someone else

6. Is your Correspondent Bank the right size for you?

8. Does your Correspondent take an active role in gov
ernmental affairs at the state and national level to assist 
banks of your size?
Resists all efforts of competitors to promote legisla
tio n  detrimental to your bank. ( ) Yes ( ) No 
Wants to compromise with competitors and promote 
the interest of larger and larger banking institutions.
( ) Yes ( ) No

9.1s your Correspondent also the principal Correspon
dent of your Competitor?
( ) Yes ( ) No
If so, does your bank benefit from your Correspon
dent’s business referrals and “best service” or does 
your competitor?
( ) My Correspondent tells me that I get all referrals 
and my competitor gets nothing but the privilege 
of carrying his deposits with my Correspondent.
1 * My Correspondent rotates referrals and other 
“goodies” between me and my competitor.
( ) I think my competitor gets all the referrals and 
I get double talk and back-slapping when I ask about 
assistance or priority service.

Service
( ) Can get prompt answers to my requests 
( ) Takes several days and several committees to get 
an answer
( ) I’m still waiting for an answer 
Executive Staff
( ) I know the chief executive officer at my 
Correspondent Bank 
( ) He knows me
( ) The chief executive officer has visited my bank 
( ) My town 
( ) My state

Common Knowledge and Interests 
( ) My Correspondent Bank’s Staff is knowledgeable 
about my size bank’s operation and day to day problems. 
( ) My Correspondent Bank is large (billion(s)), very 
specialized and departmentalized. I’m transferred, 
shuffled and put on hold so much I forget what I wanted 
to talk about.
( ) My Correspondent Bank likes to talk.. 
mostly about foreign lending, multi-state 
banking, and machines.

Iff you like your answers, you’re 
probably banking with us, Memphis 
Bank & IVust, the fastest growing 
Correspondent Bank Department in 
the South. Iff you don’t like your 
answers, give us a call and test us.

MEMPHIS
BANK@*
TRUST
In Tennessee, 1-800-582-6277 
In Other States, 1-800-238-7477

v  II pass 
every time.
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ment auto.
If he keeps the car, he is usually 

given 24 more months to pay off the 
guaranteed purchase option.

If the auto is in good shape and has 
no more than 36,000 miles on it, the 
owner can walk away from it, leaving 
Autovest to take any loss if the auto’s 
worth is less than the guaranteed price.

Selling points for the program, in ad
dition to the above, include the possi
bility of a customer being able to af
ford a new car every two years; the 
probability that it will be more eco
nomical to operate a new car for a two- 
year period than to keep a car for a 
longer period, since repairs typically 
begin to get costly during the third 
year; the likelihood that the savings in 
financing will permit the owner to up
grade the auto with accessories that he 
wouldn’t have been able to afford 
without Autovest. *  *

Customers Shop
(Continued from  page 34)

breakdown shows that 3,445 watches 
were sold, 6,068 T-shirts were either 
given away or sold and 1,999 sports 
caps were given away or sold.

All this Christmas shopping on the 
part of customers of the bank brought 
more than $9 million in new deposits 
to Deposit Guaranty, according to Mr. 
Harcharik. That breaks down to $5.8 
million in new deposits to new accounts 
and $3.2 million in add-on funds.

Customers desiring more than one 
premium could purchase additional 
items by opening additional savings ac
counts, purchasing additional consumer 
investment certificates or depositing $50 
or more in existing savings accounts.

Premium purchases could be charged 
to a customer’s Visa card, making it 
that much easier to obtain Christmas 
gifts.

Employees of the bank were per
mitted to purchase premiums at cost. 
They took advantage of the offer and 
took home almost 300 watches, more 
than 500 T-shirts and 113 sports caps.

Premiums were available at all of 
the banks 50 offices in 12 communities.

Not only did the promotion do a 
good job for the bank, the advertising 
associated with the promotion won the 
bank a first place award from the Jack- 
son Advertising Club! • *

Coupons Prompt Money-Matic Customers 
To Double Use of Terminals in Markets

A DOUBLING in the number of 
transactions handled by remote 
service units in St. Louis-area super

markets was achieved in October 
through a month-long coupon incen
tive promotion, according to Ed True, 
executive director, RSU Corp. RSU is 
authorized by the Federal Home Loan 
Bank Board to service an operation 
called Money-Matic in 41 Schnuck’s 
markets in a two-county area.

The promotion was a cooperative ef
fort between the market chain and 
RSU, which represents eight participat
ing S&Ls. All of RSU’s 150,000 Money- 
Matic cardholders were sent packets 
of four coupons, one of which was 
valid each week of the month for dis
counts on groceries purchased at 
Schnuck’s. However, the coupons were 
not negotiable until they had been vali
dated by a clerk in the markets’ cour
tesy areas following the completion of 
a coupon holder’s deposit of at least 
$25 in his or her Money-Matic account.

The first week’s coupon provided for 
a $1 discount on any grocery purchase 
of $10 or more. The second week’s 
coupon was good for a dozen large 
eggs. Coupon number three offered $1 
off on a two-pound can of coffee and 
the final coupon was good for $1 off on 
a grocery purchase of $10 or more.

RSU advertised the offer in St. Louis 
newspapers to attract new accounts for 
participating S&Ls. Anyone signing up

when you make a '*25“  
Savings and Loan Deposit 
at a Schnucks store

*1°° OFF

Ads in three St. Louis newspapers announced 
Money-Matic coupon promotion that featured 
grocery discounts for cardholders making de
posits at remote terminals in markets. Promo
tion was joint effort of Schnuck's Markets and 
RSU Corp., St. Louis.

during the promotion was entitled to 
a set of coupons from his participating 
S&L.

According to Mr. True, the primary 
purpose of the promotion was to 
encourage cardholders who weren’t 
using their cards to do so. The effort 
was “highly successful,” he said. The 
promotion was suggested by Schnuck’s 
management, which absorbed the cost 
of the eggs and half the cost of the 
coffee discount.

Not only did the number of trans
actions double during the promotion, 
but the deposit-withdrawal ratio estab
lished in previous months of operation 
changed favorably. Prior to the promo
tion, the network averaged twice as 
many withdrawals as deposits, with 
twice as much money being deposited 
as withdrawn.

During the promotion, the number 
of deposits exceeded the number of 
withdrawals by 33%. More than $1.1 
million was deposited during the 
month and slightly under $385,000 was 
withdrawn.

Although the cost of the promotion 
—about $10,000 to RSU—would be 
prohibitive on a regular basis, Mr. 
True said, the promotion was valuable 
as an experiment.

Mr. True said RSU was negotiating 
with other supermarket chains to par
ticipate in the Money-Matic network. 
When new chains join the system, the 
exclusive participation of Schnuck’s 
during the last year will end. Most St. 
Louis grocery chains operate stores 
across the Mississippi River in Illinois, 
but Money-Matic’s deposit and with
drawal service is limited to the Missouri 
side of the river.

A new service, called Unicard, has 
become operational in the Illinois sub
urbs of St. Louis, but the service is 
used only for check authorization. Both 
Unicard and Money-Matic are operat
ed through Concord 750 transaction 
terminals owned by Cashex, Inc., St. 
Louis. * *

Net Income Up
OKLAHOMA CITY—First Oklaho

ma Bancorp.’s net income, including 
security transactions and extraordinary 
tax credits in 1976, was $11.1 million 
and $10.9 million, respectively, in 
1977 and 1976. On a per-share basis, 
income from operations totaled $1.26 
last year versus $1 the previous year. 
Net income was $1.15 in 1977 and 
$1.07 in 1976.
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Our idea of
correspondent banking:

THE COMMITTEE O F ONE*
Our people are real, live, experienced correspondent professionals, 

with years of correspondent banking behind them. They aren’t 
management trainees or just goodwill ambassadors, so they can okay 

loans or services-like our new EFTS services-on the spot.
Without going through unwieldy, 

time-wasting committees.

WE CALL YOU BY NAME. 
NOT BY PHONE.

You see, National Boulevard 
believes in person-to-person, 
eye-to-eye contact with the 

management of every 
correspondent bank. Right 
there at the correspondent 

bank. So things get done 
faster, friendlier.

THE FUTURE STARTS TODAY.
And now our individualized services 
will be better than ever, because 
National Boulevard is ready for EFTS. 

Electronic Funds Transfer 
Systems. For instance, our 
Central Information File is 
capable of transmitting 
information to correspondent 
banks. Soon, checking and 
savings accounts will be on line.
Then, step-by-step, every 

correspondent service will be fully 
integrated into the system for more 
convenient, better banking.

The bank for the New Downtown
NATIONAL BOULEVARD BANK 

OF CHICAGO
400-410 North Michigan A ve., Chicago, 111. 60611 Phone (312) 836-6500 Member FDIC
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Bank’s Ad Series Separates Myth From Fact; 
Results: Demand-Deposit Increase, Recognition

66T V 7E ESTIM ATE that American
W  manufacturers earn an average 

after-tax profit of 33%”; . . that
American business earns an average 
after-tax profit of 45%.”

Those are the erroneous opinions of, 
respectively, 1,209 adults polled by 
Opinion Research Corp. in 1975 and 
a Gallop Poll of students at 57 U. S. 
colleges in 1975. With those opinions 
in mind, Chattanooga’s Pioneer Bank 
began its “Myths vs. Facts” advertising 
campaign, which objectively presented 
evidence that gave the lie to such 
“facts.”

In fact, the campaign proved so suc
cessful that the bank’s demand depos
its increased dramatically; the institu
tion received response to the series 
from across the nation, and ad copy for 
the series even was read into the U. S. 
Congressional Record.

Formulated by Pioneer Bank Chair
man George Clark in association with 
the bank’s ad agency, the campaign

originally set out to educate the public 
with the facts about business profits, 
thus furthering Pioneer Bank’s posi
tion with its commercial accounts; en
couraging other banks to take such a 
“third-party” approach in similar pro
grams and developing new commer
cial accounts through ads, direct mail 
and an officer call program.

“Due to the growing anti-business 
mood of the country,” says Mr. Clark, 
“the entire future of private enterprise 
is at stake. In such an environment it’s 
extremely difficult for business to sell 
itself when 75% of Americans— accord
ing to surveys—feel that business earns 
exorbitant profits. Yet, despite the ur
gent need for a Third party’ to per
suade the public that its criticisms are 
largely unfair, nothing important had 
been done to achieve that goal.”

The campaign was launched with 
the first ad, which stated:

“The Myths: ‘We estimate that

American manufacturers earn an 
average after-tax profit of 33% . . . 
(and that) American business 
earns an average after-tax profit 
of 45%.’
“The Facts: U. S. industry earned 
4.3% profit in 1974. U. S. retailers 
earned 1.3% profit in 1974.”

Other ads in the series emphasized 
each of those latter truths, while one 
ad shed light on the amount invested 
by U. S. industry to create jobs.

Copies of the ads with personal 
notes from Pioneer Bank officers were 
sent to every industrialist and retailer 
in the Chattanooga area. To reach the 
public with that message, the bank used 
newspapers as the base medium for the 
campaign, while 30-second television 
spots and 60-second radio spots were 
used to reinforce the series’ effective
ness. Outdoor billboards also spot
lighted the bank’s message.

As stated previously, the “Myths vs.

U.S. industry
now invests $33,658 (employee) 

to create a job
By inve s ting  m ore th an  any o th e r na tion  in th e  w o rld  fo r 
s o p h is tica te d , e f f ic ie n t eq u ip m e n t, A m erican  in d u s try  pro- 

. d u ces  m ore pe r em p loyee . A n d  by p to d u c in g  m ore, A m eri
can la b o r ea rns m ore.

W e’re fo r  lab o r ea rn ing  m ore  . . .  and fo r  in d u s try  e a rn in g  the 
p ro fits  ne cessa ry  to  buy th e  eq u ip m e n t th a t m akes it all 
po ss ib le .

P i o n e e r
£ te p J lh e a d  B A N K S

Myths vs. Facts
The Myths
"We estimate that American manufacturers earn an average after-tarr profit
of 33%."
— poll of 1209 adults by

Opinion Research Corporation, 1975.

45%."
-  student poll at 57 colleges by

The Facts
U.S. industry earned 4.3% profit in 1974.*

Last year 
the average 

U.S. Industry 
earned 4.3%  

profit

U.S. retailers earned 1.3% profit in 1974.***

**50°(lading9"tTrs!fortune. July. 1975. pages 122-23.

Decisions based on estimates that are so far from reality can obviously lead 
to incredibly faulty judgement.
At Pioneer we commend our customers. Their financial liquidity, as reflected 
by our own liquidity, suggests that they are much more astute on financial 
matters than the polls would indicate.

Retailers earn 
only 1.3%  profit

satisfactory growth and creation of new jobs so essential to a 
sound economy. Consider, for example, that for each additional 
person employed in industry it takes an average investment of 
S33.658 in equipment, tools, etc. to provide that job.* The point 
is this. Encourage industry to generate more cash flow, and

Profits. We're for them.
They realize that fair profits-are needed if business is to grow and create 
more jobs.

P i o n e e r
$ te p jh e a d  B  A M  K S

The low return on sales of the 50 leading retail com
panies in the U.S.’ indicates how reasonable business 
profits are. Without sufficient earnings, the economy 
and employment sutler.

Yet. in spite of low profits, these very same retailers 
averaged a capital investment o f '$7,396 per employee 
last year to finance their operations.

We’re for reasonable retail profits . . not only for the 
benefit of the largest segment of white collar workers 
in the nation, but also for the beneficial effect on our 
entire economy.

PlO /siEER
£ te p J lh e a d  B A N K S

64

This composite shows ads run by 
enterprise system. Reprints of ads 
dustrialists, retailers in institution's

Pioneer Bank, Chattanooga, to clear up misconceptions about free- 
with personal notes from bank's call officers were sent to all in

market area.
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Dallas has come a long way since a hank draft spent three weeks in a strongbox.
Today, the city’s central location and 

its excellent communications and trans
portation capabilities mean information 
and funds can be transferred between 
Republic National Bank and our 
correspondents almost instantaneously. 
So, you can offer your customers the 
advantages of financial 
center services 
through Republic.

M ore importantly, 
you can provide these 
services with the same 
speed, efficiency, and 
personal attention as 
those you provide 
directly. You can take 
advantage o f the

capabilities of each of our departments— 
trust and investment, petroleum and minerals, 
international—and maintain complete 
control of your customers’ accounts.

In working with our correspondent 
banks, w e’ve helped make Dallas a 
city that understands that, even with

instantaneous com 
munications, there’s 
still no substitute for 
the personal contact 
you have with your 
customers. As a 
result, w e’ve helped 
make Dallas the 
correspondent banking 
center of the 
Southwest.

Republic National Bank 
is Dallas.

A Republic 
of Texas

l i b i l i  Company 
^  Member FDIC

l í v í i
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P i o n e e r
S t e p ^ / I t M ì d  B à / ì K S

$ IH c

Billboard messages such as this reinforced "Myths vs. Facts" ad campaign of Pioneer Bank, 
Chattanooga.

Facts” campaign was “an overwhelm
ing success,” according to the bank’s 
Mr. Clark. “Frankly,” he adds, “we hit 
a far greater jackpot than we had ever 
dreamed of. Pioneer Bank was flooded 
with personal letters of commendation 
from manufacturers, retailers and the 
public at large in the Chattanooga 
area.”

An immediate benefit of the cam-

IH CHICHEO
...we Bisr m m

for
muir iBXBBf

• Spacious suite 
with its own 
all-electric 
kitchen/bar.
•  Complimentary 
continental 
breakfast served 
in your suite.

•
1300 N. ASTOR ST. 
CHICAGO. ILL. 60610 
William C. Wolf,
Gen. Mgr.
(312) 943-1111

30 FLOORS OF DRAMATIC SUITES 
& MASTER BEDROOMS

where you dine 
in elegance
at
de PARISSTOR

T O W E R I  
H O T E U /

paign was a $25-million jump in de
mand deposits at Pioneer Bank. Nine
ty-two percent of that increase repre
sented new commercial accounts.

As far as the long-term effect of the 
program is concerned, the bank has re
ceived “literally hundreds” of requests 
for details of the program from across 
the nation. Telephone calls were re
ceived from such offices as the U. S. 
Treasury Secretary, an official of Phil
lips Petroleum in Oklahoma and the 
board chairman of a New Jersey HC. 
A bank staffer notes that letters about 
the series are received daily—months 
after the campaign’s end—from jour
nalists, bankers and corporations all 
over the nation.

To add to those accolades, Senator 
Jesse Helms (R,N.C.) addressed the 
U. S. Senate on the series, after which 
his remarks and reprints of the ad se
ries were included in the Congressional 
Record  (by unanimous consent).

Further, the Greater Chattanooga 
Area Chamber of Commerce, in con
junction with the University of Tennes
see, initiated and awarded the first 
Vieth Memorial Award to the bank for 
its “outstanding contribution of inform
ing the general public about our pri
vate enterprise system.”

The Chattanooga N ew s-Free Press 
ran a full-color picture of Chairman 
Clark on page one after the award was 
made. In addition, local television and 
radio stations in the area gave excel
lent coverage to the formal award pre
sentation, which was followed by de
mands for appearances on local talk 
shows and club programs—both from 
adults and youths. Syndicated colum
nists and network TV and radio picked 
up the story, which gained additional 
prestige for Pioneer Bank.

It pays to separate myths from facts, 
it would appear! • *

Service, Competition, Profit 
To Be in NABW Spotlight 
During Southwestern Conf.

TYLER, TEX.—“The Business of 
B anking—Service/ Competition/ Profit, 
is the theme of the southwestern re
gional conference of the National As
sociation of Bank Women. Headquar
ters for the April 6-9 event will be the 
Sheraton Inn.

A number of dignitaries have been 
slated to discuss those three components 
of banking: Gordon Carpenter, vice 
president and trust officer, First Na
tional, Dallas; Lou Elliott, president, 
Security Bank, Boulder, Colo.; Derrell 
Henry, past president, Texas Bankers 
Association, and chairman and CEO, 
American Bank, Odessa; and from Ty
ler, Charles Childers, TBA president 
and president, Tyler Bank, Walter R. 
Gibson, senior vice president and trust 
officer, Citizens First National, and 
Frank Sewell, president, Robert Morris 
Associates of Texas, and senior vice 
president, Peoples National.

A spotlighted general session at the 
c o n fe re n c e , “Managing Effectively 
Through Others,” will focus on how 
managers can work with their em
ployees to improve employee perfor
mance and prepare them for promotion.

In addition to general sessions, work
shops have been planned on trusts, 
lending, EFT , marketing and person
nel.

Marjorie Jones, vice president, Peo
ples National, Tyler, NABW regional 
chairman, is in charge of planning for 
the southwestern regional conference. 
Regional vice chairman is Jonice Crane, 
executive vice president, Guaranty 
Bond State, Mt. Pleasant.

Planning southwestern regional conf., Nat'l 
Assn, of Bank Women, are NABW reg. com
mittee chairmen (from I.): Sarah Happel, a.v.p., 
East Texas Bank, Longview; Frances Jones, 
a.v.p., Citizens First Nat'l, Tyler; Marjorie Jones, 
conf. ch., v.p., Peoples Nat'l, Tyler; Jonice 
Crane, conf. v. ch., e.v.p., Guaranty Bond 
State, Mr. Pleasant; and Marjoree Glover, v.p., 
Southside State, Tyler.
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If you have a portfolio 
headache, take 2 aspirin

and call UM IC.
While we don’t guarantee instant relief, we are in 
the business of curing portfolio problems. And 
we don’t try to do it on the telephone. The UMIC 
way of solving problems is by sitting down 
with a client and exploring together every 
facet of his investment program; UMIC 
is an investment banking organi
zation in the truest sense of the 
word. Our registered repre
sentatives are trained to give 
professional advice in the 
fields of fixed income

f i
securities, including 
municipal bonds,
Freddie Macs,
G innie Maes, tax 
exempt bond 
funds, U S .
Treasury bonds,
Federal Agency 
securities, and 
Corporates. We also 
offer financial counsel
ing to municipalities. If 
your portfolio headache is 
a real blockbuster or just a 
nagging little annoyance that 
occurs every now and then, we 
know we can help you get rid of it. 
Call us at (901 )761-4500, and let us 
show you what we mean.

UMIC, Inc. 
Investment Bankers
959 Ridgeway Loop Road
Memphis, Tennessee 38138, (901) 761-4500
100 Wall Street
New York, New York 10005, (212)425-9080
2000 South Post Oak Road, Suite 170 
Houston, Texas 77056, (713) 965-9500
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Banks Use Pretty Girl, Play Money to 
Encourage Use of New ATMs

A PRETTY girl in a red jacket and 
gobs of play money laced with 

surprise coupons have been used ef
fectively by banks to promote their 
ATM systems.

First National, Elkhorn, Wis., em
ployed the girl to direct customers to 
the bank’s unique ATM drive-up in
stallation, located in a special cubicle 
at the end of the bank’s three drive-up 
lanes. The installation was made to 
help alleviate congestion at the drive-up 
installation.

But the girl didn’t just direct cus
tomers to the machine, she demonstrat
ed it to them. The marketing strategy 
was so popular with customers, accord
ing to Bill Morrissey, bank president, 
that the girl in red stayed at her out
doors post as long as weather permit
ted.

The unit was the second the bank 
had installed. The other is a free-stand
ing unit located at one end of the reg
ular teller lines in the Main Office. At 
the outset, the unit was used by bank 
employees to familiarize customers 
with the machine’s capabilities, Mr. 
Morrissey said. Now customers espe
cially like the ATM’s convenience dur
ing peak banking hours.

First of Elkhorn is a member of the 
TYME system of ATMs, operated by 
First Holding Co., Waukesha. The sys
tem uses Teller-Matic ATMs, manu
factured by Mosler.

Play money was inserted into the 
new ATM at Boone County National, 
Columbia, Mo., to enable employees

Adding a touch of class to the use of his 
bank's ATM, W. J. Morrissey, pres., First Nat'l, 
Elkhorn, Wis., tries out bank's drive-up TYME 
unit while seated in tin lizzie miniature auto. 
Cars are becoming popular attention getters 
for banks and are available from Bob Tucker 
Associates, Port Arthur, Tex.

to familiarize customers with the new 
machine. To make things more inter
esting, coupons for ice cream, tacos 
and fried chicken were inserted with 
the play dollars. The ploy worked well, 
since the machine was demonstrated 
an average of every two-and-one-half 
minutes during the six-week demon
stration period.

Boone County calls its ATM “Lit
tle Bank” and much of the success of 
the unit with customers can be credited 
to employee participation.

Bank management made sure that 
every employee was made familiar 
with the ATM. Employees were con
sidered to be both demonstrators and 
salespeople, according to Libby Gill, 
director of marketing.

Employees were kept abreast of de
velopments leading to the installation 
of the ATM. They didn’t think of the 
unit as an intruder, but an aide to 
smoother operations at the bank.

The ATM is one step in the bank’s 
total customer service improvement 
plan, according to Douglas M. Lester, 
executive vice president. The success 
and customer acceptance of these 
projects will eventually have an effect 
on any future needs for brick and mor
tar facilities and large staff increases, 
thus allowing the bank to offer a bet
ter and more complete package of 
banking services at a competitive price, 
benefiting both the customer and the 
bank, he said.

During the first month of operation, 
the “Little Bank” was used 8,535 times. 
The majority of the transactions were 
monetary in nature; the balance were 
inquiries about account balances. Al
most half the transactions took place 
during banking hours and more than 
twice as much money was deposited 
as was withdrawn.

Transaction estimates were revised 
after the first month when it was dis
covered that the unit’s usage ranked 
among the top 5% in the nation.

Peoples Banking, Marietta, Ohio, in
stalled three Mosler ATMs last y e a r -  
one in the Main Office, one in a free 
standing branch and the third in a 
shopping center branch.

Employees of the bank met their 
electronic co-workers on a renovated 
riverboat dinner theater and, after wit
nessing a demonstration of the ATMs, 
employees were treated to dinner and 
a show.

During the preview week for the 
ATMs, bank employees conducted 
about 2,500 demonstrations to cus
tomers. During the demonstration peri
od, the ATMs dispensed play money 
interspersed with real currency. Includ
ed on each piece of play money was a 
coupon for customer registration for 
about $3,000 worth of grand opening 
prizes, among which was a console col
or TV.

The bank advertised the new ma
chines in newspapers and on radio. 
Commercials featured the muted sounds 
of the ATMs along with up-beat music 
as a background.

A 71% increase in transactions per 
month per machine tells the success 
story of the bank’s advertising cam
paign. At the outset, each machine 
averaged 700 transactions per month; 
currently they are averaging better 
than 1,200 transactions per month. * *

Bank Sponsors ATM Seminar 
Featuring Josephine System

“Josephine,” the ATM program at 
St. Joseph Valley Bank, Elkhart, Ind., 
was the star of a recent seminar spon
sored by the bank for representatives 
of 22 Indiana banks.

The all-day seminar focused on the 
advantages and opportunities available 
to banks using ATMs. Bank personnel 
discussed the planning steps and mar- 
eting aspects a bank should consider 
in order to develop an effective ATM 
system.

“Because our Josephine program has 
been so successful, we received many 
requests for advice on this subject,” 
said Terrence D. Brennan, bank presi
dent. “As a result, we designed our 
seminar to share some of the things we 
had learned, as well as some of the 
mistakes we made while developing 
our system.”

St. Joseph Valley Bank installed its 
first ATM five years ago. Now the bank 
has 13 units in service, most housed in 
free-standing structures at major con
sumer traffic locations. The machines 
are on-line and accept both the bank s 
own card and Master Charge cards.

Since installing the system, the bank 
has reported that total number of with
drawals has increased by 750% and the 
number of deposits by 858%. Total 
transactions at a Josephine machine 
have increased by 750% since 1973.
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DIRECTO RS

Consolidated Statement of Condition CHARLES M. BLISS
President and Chief Executive Officer

A SSETS
Cash and Due from Banks...........................................
Interest Bearing Deposits at Banks.....................
Investment Securities:

U.S. Treasury Securities............................. ..........
State and Municipal Securities...........................
Other Securities...........................................................

Total Investment Secu rities .....................................
Trading Account Securities........................................
Federal Funds Sold and Securities Purchased

under Agreement to Resell...................................
Loans, Net of unearned discount...........................
Less: Allowance for Possible Loan Losses . . .
Direct Lease Financing................................................
Bank Premises and Equipment................................
Customers Acceptance L iab ility ...........................
Other A sse ts .....................................................................
Total Assets........................................................................

LIABILITIES
Demand Deposits...........................................................
Savings Deposits and Certificates........................
Other Time Deposits.....................................................
Deposits in Foreign Offices........................................

Total Deposits.............................................................
Federal Funds Purchased and

Other Short Term Borrowings.............................
Acceptances Outstanding........................................
Accrued Interest, Taxes and Other Expenses.
Other Liabilities................................................................ ..
Total Liabilities.....................................................................

EQUITY CAPITAL
Capital Stock ($16 Par Value) Authorized and

Outstanding 3,137,815 shares.............................
S u rp lu s ..................................................................................
Surplus Arising from Assumption of Convertible

Capital Notes by Parent Company.....................
Undivided Profits................................................................
Equity C ap ita l.....................................................................
Total Liabilities and Equity Capital...........................

December 31,1977
____$ 8 4 5 ,4 5 3 ,9 3 3
____ 5 9 1 ,4 6 1 ,9 7 0

. . . . $  7 5 6 ,7 5 4 ,3 1 9
____ 4 3 1 ,3 1 5 ,4 4 5
. . .  2 0 ,3 8 3 ,1 2 7
____$1 ,208 ,452 ,891
____$ 2 9 3 ,9 8 6 ,4 1 9

____ 2 4 9 ,3 5 0 ,0 0 0
____2 ,0 1 4 ,6 1 3 ,5 7 3
____ (22 ,853 ,183 )

5 7 ,1 1 2 ,2 7 6
9 1 ,7 5 4 ,5 0 5

____ 7 8 ,0 7 0 ,5 2 5
, 1 0 1 , 1 5 4 , 7 4 4  
. . .  .$ 5 ,5 0 8 ,5 5 7 ,6 5 3

STANLEY G. HARRIS, JR. 
Chairman of the Board
BENNETT ARCHAMBAULT 
Chairman and President 
Stewart-Warner Corporation 
JOHN W. BAIRD 
President and Director 
Baird & Warner, Inc.
JAMES W. BUTTON 
Senior Executive Vice President- 
Merchandising, and Director 
Sears, Roebuck and Co.
O. C. DAVIS 
Chairman of the Board 
Peoples Gas Company
KENTW. DUNCAN 
Executive Vice President
SAMUELS. GREELEY  
Chairman
Masonite Corporation
CHALKLEY J. HAMBLETON 
Retired Vice Chairman 
of the Board
HUNTINGTON HARRIS 
Trustee
Estate of Norman W. Harris

$ 1 ,4 0 3 ,8 4 5 ,8 7 7
8 3 2 ,7 9 9 ,7 6 5
9 7 2 ,6 5 3 ,6 6 8
8 4 1 ,5 2 1 ,3 6 5

$ 4 ,0 5 0 ,8 2 0 ,6 7 5

9 0 4 ,7 7 5 ,9 4 8
7 8 ,0 7 5 ,9 4 0
6 3 ,0 3 6 ,0 1 3

10 1 ,6 5 9 ,9 1 5
$5 ,198 ,368 ,491

$ 5 0 ,2 0 5 ,0 4 0
123 ,40 3 ,4 6 0

DONALD P. KELLY 
President, Chief 
Executive Officer and Director 
Esmark, Inc.
JOSEPH B. LANTERMAN 
Chairman
AMSTED Industries Incorporated
CHARLES MARSHALL 
President, Chief 
Executive Officer and Director 
Illinois Bell Telephone Company
WILLIAM F. MURRAY 
Retired Chairman of the Board
ARTHUR C. NIELSEN, JR. 
Chairman of the Board 
A. C. Nielsen Company
FRANK C. OSMENT 
Executive Vice President 
and Director
Standard Oil Company (Indiana)
GEORGE A. RANNEY 
Retired Vice Chairman 
Inland Steel Company

4 ,5 7 6 ,4 0 0  
1 3 2 ,0 0 4 ,2 6 2  

$ 3 1 0 ,1 8 9 ,1 6 2  
$ 5 ,5 0 8 ,5 5 7 ,6 5 3

THEODOREH. ROBERTS 
Executive Vice President
DANIEL C. SEARLE 
Chairman of thè Board 
G. D. Searle & Co.

Harris Trust and Savings Bank
Wholly owned subsidiary of HARRIS BANKCORP, Inc.
MAIN BANKING PREMISES: 111 West Monroe Street, Chicago, Illinois 60690 
BANKING FACILITIES: 311 West Monroe Street, Chicago, Illinois 60690 

Board of Trade Building, Chicago, Illinois 60690 
INVESTMENT DEPARTMENT REPRESENTATIVE OFFICES: New York; St. Louis; San Francisco 
INTERNATIONAL OFFICES: London; Mexico City; Nassau; Paris; Säo Paulo; Singapore; Tokyo
ORGANIZED AS N. W. HARRIS & CO., 1882 •  MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION, FEDERAL RESERVE SYSTEM
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Economie Education for High Schoolers 
Promoted by Financial Institutions

BANKS REMAIN in the forefront of 
boosting economic education, a 

fact made evident recently in St. Louis 
and Chicago.

Mercantile Bancorp., HC headquar
tered in St. Louis, recently hosted a 
money management seminar for second
ary school teachers of economics, and 
in Chicago, Continental Bank recently 
unveiled an updated version of its na
tionally distributed family financial edu
cation program.

Mercantile’s day-long seminar was 
held in the HC’s boardroom on the 14th 
floor of Mercantile Tower in downtown 
St. Louis. Host for the event was Eu
gene Leonard, senior vice president of 
the HC and former first vice president 
of the St. Louis Fed.

The program was presented in co
operation with the Office for Economic 
Education at Southern Illinois Univer- 
sity-Edwardsville and the Missouri 
Council on Economic Education.

A faculty of five conducted a series 
of sessions designed to enable high 
school economics teachers to better ex
plain their subjects to students. Two of 
the faculty were supplied by Mercan
tile—Mr. Leonard and Thomas Ham- 
melman, vice president and manager, 
planning and new product development 
in the personal banking division at Mer
cantile Trust, lead bank of the HC.

Mr. Leonard spoke on regulating the 
economy through monetary policy and 
Mr. Hammelman discussed trends in 
banking, including a detailed explana
tion of EFTS.

Other topics on the program includ
ed the economics of money manage
ment, new materials in teaching money 
management and economic education 
in the St. Louis area.

Mr. Leonard told the 60 teachers in 
attendance about the structure of the 
Federal Reserve System. He explained 
the role bank reserves play in monetary 
control. He discussed the discount rate 
and its political importance; reserve ra
tios and how they act to absorb or free 
up reserves; the Fed’s Open Market 
Committee and its importance as an 
economic tool, and presented his views 
on how to keep monetary growth 
steady—a desirable goal that is not be
ing attained by the Fed, he said.

Mr. Hammelman used the sophisti
cated electronics equipment in the Mer
cantile boardroom to illustrate his talk

By JIM FABIAN 
Associate Editor

on banking trends. He stressed the im
portance of commercial banks being al
lowed to operate profitably and told 
how E F T  was designed to enable banks 
to offer more services at a profit.

The seminar wrap-up brought home 
to the teachers how much regulation 
banks are subject to. Teachers were 
asked why banks can pay only 5% inter
est on passbook savings, why they can’t 
pay interest on demand deposits, why 
they can’t open offices throughout their 
trade areas and many other “why” ques
tions. The answer to each question was 
government regulation. The teachers 
were urged to pass on this information 
to their students, most of whom are 
considered to be totally lacking in an 
understanding of the banking system.

Continental Bank’s economic educa
tion package is directed primarily at 
high school students. The Chicago 
Board of Education has announced that 
the bank’s material will be used by 
75,000 high school students in the up
coming spring semester.

Continental worked with the Illinois 
Council of Economic Education to up
date its financial education program. It 
took about two years of work and the 
bank estimates it made a social respon
sibility investment of more than $100,- 
000 to complete the update.

Eugene Leonard (I.) and Thomas Hammelman 
served on faculty for money managing sym
posium for high school teachers, presented in 
cooperation with Mercantile Bancorp., St. Louis. 
Mr. Leonard is s.v.p. of the HC; Mr. Hammel
man is v.p. at Mercantile Trust, lead bank of 
the HC.

The new Family Financial Education 
Program (F F E P ) consists of an 88- 
page booklet, complete with ditto mas
ters for teacher use, divided into three 
units of study. Each unit is designed to 
give students practical problem-solving 
help while preparing them for future 
roles as buyers, savers and borrowers.

Since the bank first began distribut
ing the Family Financial Education 
Program in 1970, more than a third of 
a million students nationwide have re
ceived money management instruction 
through the classroom materials.

“When it comes to handling routine 
personal economic transactions like 
bank accounts and credit, many Ameri
can consumers are uninformed and un
prepared,” Roger E. Anderson, Con
tinental’s chairman, said in explaining 
the bank’s commitment to providing 
economic education materials.

“Our schools are not alone in their 
mandate to provide consumer economic 
education,” he said. “Private industry 
also has a responsibility toward the con
sumer, since business could not exist 
without clients and customers. And bet
ter-educated consumers make more 
knowledgeable, discerning clients and 
customers.”

Each unit of the new F F E P  emphas- 
sizes the leam-by-doing technique. Unit 
one opens with a discussion of money, 
then explains how students can use 
basic financial services. Activities in
clude writing and endorsing checks, 
keeping a check register, balancing a 
bank statement and selecting the best 
kind of savings account.

Unit two helps students develop basic 
financial planning skills through learn
ing about their values and goals and de
cision-making and budgeting. The ma
jor focus of this unit is to help students 
manage their incomes better through fi
nancial planning.

In unit three, students complete ex
ercises on types, sources and costs of 
credit and on reading credit contracts. 
Federal credit laws—such as Truth in 
Lending, Fair Credit Reporting, Equal 
Credit Opportunity and Fair Credit 
Billing—also are covered.

The Continental program is available 
to Chicago teachers and their students 
at no charge. It is sold at a nominal fee 
to schools nationwide and to other 
banks wishing to sponsor the program 
in their own community schools. *  #
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ASÍMPLE 
SOLUTION 
TO SIMPLE 
INTEREST

BOOKKEEPING

D U R H A M  F IF E .

If you’re thinking about converting to 
simple interest, think about Durham Life.

Because Durham Life can tailor a com
plete credit insurance program around your 
simple interest concept and provide the back
up services that will make it effective.

We'll show you some innovative ways 
to computerize credit life and accident and 
health insurance on simple interest loans. y .

We’ll also show you ways to reduce 
paperwork as well as help eliminate 
potential costly human errors.

In short, we offer a total service 
capability backed by thirty years of 
experience.

There’s no need to write individual 
certificates.

Computerize with a Durham Life simple 
interest insiirance plan that can save you time 
and money, plus furnish you with valuable 
marketing information.

The best doesn't cost any more, and it 
can make life a lot 

. ¿ mM ^  simpler.
Call Dan Boney 

today. 919/782-6110.

THE SIM PLE SOLUTION 
TO SIM PLE INTEREST.

Durham Life Insurance Company, Home Office: Raleigh, N.C. 27611 
P.O. Box 27807, Tel. 919/782-6110
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Boardroom News
Promotions •  Elections •  Earnings •  Retirements

Gordon Wells Is Chairman; 
Michael Mayer, President 
O f First of Kansas City

KANSAS CITY—First National an
nounced top-level changes at its annual 
meeting February 8.

Gordon E. Wells, president since 
1971, was elevated to chairman. 
Michael F. Mayer, who was executive 
vice president in charge of the national 
division, succeeds Mr. Wells as presi
dent. Mr. Mayer also was elected to 
the board.

WELLS MAYER

STEWART SHEARER

Four commercial banking officers 
were promoted from vice presidents to 
senior vice presidents: Donald H.
Kasle, Stephen A. Melcher, John R. 
Shearer II and James C. Stewart.

Mr. Wells assumed a post that had 
been vacant since Barrett S. Heddens 
Jr. died last June. At that time, Mr. 
Wells succeeded Mr. Heddens as chair
man, First National Charter Corp., the

Tom Cannon Retires From Commerce Bank

Tom C Cannon (2nd from r.), v.p., correspondent bank dept., Commerce Bank, Kansas City, is 
shown accepting a scrapbook containing congratulatory letters written to him by friends in the 
banking field. The presentation was made at a luncheon on the occasion of Mr. Cannon s re
tirement from the bank by Fred N. Coulson Jr. (2nd from H  s.v.p. and head of the department. 
Also with Mr. Cannon are James M. Kemper Jr. (1.1 bank ch., and P. V. Miller Jr., pres. Mr. 
Cannon joined Commerce Bank (then Commerce Trust) in 1951. He entered banking in 1933 at 
the Minneapolis Fed.

MELCHER KASLE

bank HC that is the parent firm for 
First National and 19 other Missouri 
banks. Mr. Wells observed his 25th 
year with the bank in 1977.

Mr. Mayer went to First National 
in 1963 and had been executive vice 
president since 1975. As head of the 
national division, he directed an ex
tensive national calling effort. He also 
has had charge of the bank’s growing 
program for development of personal 
banking business in recent years.

Mr. Kasle succeeds Mr. Mayer as na
tional division head. He went to First 
National in 1965. Mr. Melcher has 
charge of the metropolitan division and 
has been with the bank since 1973. Mr. 
Shearer, loan coordinator, has been on 
the bank’s staff since 1966. Mr. 
Stewart, who has major credit responsi
bilities in the national and metropolitan 
divisions, joined First National in 1973.

Four Promotions Announced 
At Citizens Fidelity

L O U I S V I L L E — Citizens Fidelity  
has announced promotions in the com 
m ercial banking, branch administration  
and marketing divisions.

David G. Anderson is a new vice 
president in the commercial banking 
division. He joined the bank in 1969 
and was formerly an assistant vice 
president.

In branch administration, James W. 
Kraeszig and Donald H. Martin are 
new assistant vice presidents. Both 
were formerly assistant cashiers.

Jack Hoover is a new assistant vice 
president in the marketing department. 
He was formerly a marketing officer.
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The Federal Land Bank of Wichita
Statement of Condition
DECEMBER 31, 1977
ASSETS

Delinquent installments, etc............................................
Loans in process of closing ............................................
Accrued interest receivable on mortgage loans and contracts 
Loans called for foreclosure, judgments, etc..............................

Less: Provision for losses ............................
Cash ...........................................................................
Investments in Securities and Federal Funds:

Securities ..........................................................
Federal Funds ...........................

Notes Receivable:
Federal Land Bank Associations .
Other Farm Credit Banks .........................

Accounts Receivable ........................................
Accrued interest receivable:

Notes and investments .......................
Acquired property:

Investment and operations .............................
Less: Provision for losses .............................

Building investment (cost)
Less: Accumulated depreciation ...................

Furniture and equipment .. .
Less: Accumulated depreciation . . . .

Other assets ........................... ...........................
TOTAL ASSETS .........................

LIABILITIES

", ^  n l  j ------  . »-»wiivia u u  i b i d  11Less: Bonds on hand .........................................
Systemwide Notes:

Face amount ...............................
Less: Unamortized discount

Notes payable: Federal Land Bank Associations 
Deferred proceeds of loans 
Accrued interest payable
Accounts payable .............
Trust accounts ...........................
Other liabilities .......................

TOTAL LIABILITIES .........................
NET WORTH

$2,315,159,195
6,812,328
3,158,417

86,871,799
5,911,495

$2,417,913,234
35,928,008 $2,381,985,226

7,736,723

13,664,551
10,650,000 24,314,551

131,933
13,882,026 14,013,959

13,830

403,261

705,674
201,715 503,959

2,057,687
221,180 1,836,507
402,972
186,442 216,530

3,483,449
$2,434,507,995

$2,098,755,000
25,019,000
20 ,000,000 $2,103,774,000

10 ,000,000
311,950 9,688,050

9,031,873
3,119,637

51,259,953
77,318

30,178,039
4,350,513

$2,211,479,383

Partfcinat^Cnk rorf”f d Federal Land Bank Associations...................  $ 145 758 470
5 ? a l fes^ve rt C GS ° Wned by Federal Land Bank Associations . . . . . . '  1,360,480
Earned surplus ........................................................................................... 41,832,610

TOTAL NET WORTH 34,077,052

TOTAL LIABILITIES AND NET WORTH ‘ 1 "  ' ^ 434 507995  
NOTES: ’ ’ =

datedebr d 1 gage ,0ans 52-282,064,526 are assigned as collateral for unmatured consoli-

Bank$bonds7o u t s t a n d i n ^ l ^ t h e 1 b;fmk’S on in consolidated Federal Land
Banks in the System a r l jointly an dsevera lly 'resS n3b §?,00°  f° r Wh‘Ch th® tWelVe Land

wide bonds’ outstemdfng^n^he ^ntaj Sa£ ' Cf'Pa* '«oco nccb6 Farm Credit Banks System- 
Farm Credit Banks in th®e System are the thirty seve"

outstan^ng^^thehtofalHamou'nt of "si Si.SR^n^nnH°n .consolidated systemwide notes
Banks in the S y s t e r n i ? ^ ? a a $i } S ® ’S 2 p 5 ls f f i ^  the thirty’seven Farm Credit

The Land Bank
The Bank of Generations

The American farmer builds two things 
better than anyone else in the world. He 
builds the next generation, passing along 
a special kind of wisdom . . . respect for 
the soil, honesty, independence, and faith 
in the future. And he builds his land, leav
ing it better than he found it. That kind of 
building usually requires borrowed long
term capital. That’s where we can help.

As the oldest of the nation’s 12 Federal 
Land Banks, we’ve been providing long
term real estate financing to farmers and 
ranchers in Kansas, Oklahoma, Colorado, 
and New Mexico since 1917.

The Federal Land Bank of Wichita re
quired 57 years to reach the one billion 
dollar milestone of long-term credit service 
to agriculture. Our unmatured principal 
balance doubled to two billion dollars in 
only three years, and is projected to top 
the three billion dollar mark by 1980.

Such a sizeable commitment to the fu
ture of agriculture is solid evidence of our 
firm confidence in the ability of the Ameri
can farmer to withstand current adversity 
and attain new levels of success in the 
years to come. More and more farmers and 
ranchers are relying on the Land Bank as 
a dependable source of long-term capital 
at the lowest possible cost consistent with 
sound business practices. In some cases, 
we are now making loans to fourth gen
eration descendants of those original Land 
Bank borrowers.

We stake our future on America’s real 
strength—her farms and her farmers. 
When agriculture needs a dependable 
source of long-term borrowed capital, we’ll 
be there—generation after generation.

Senior Officers:

WM. S. MAY 
President 

J. K. PERRY
Vice President and Treasurer 

HAROLD B. WOLFE 
Vice President-Credit 

MAX H. FOSSEY 
Vice President-Field Services 

JEROLD L. HARRIS 
Vice President and Secretary 

MIKE BONE
Vice President-Data Processing and Research 

ELVIS C. HOWELL 
Regional Vice President 

JAMES D. CANNON 
Vice President-Reviews

Bank Directors:

H. C. “LADD” HITCH, JR., Chairman 
Guymon, Oklahoma 

LLOYD K. WALKER, Vice Chairman 
Watonga, Oklahoma 

VIRGIL A. PREWETT 
Cherokee, Oklahoma 

BRUCE KING 
Stanley, New Mexico 

DAVID J. MICHAL 
Flagler, Colorado 

CLEO C. AINSWORTH 
Portales, New Mexico 

JAMES H. DEAN 
Hutchinson, Kansas
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PARNELL WIETHAUPT

Marketing and West Coast 
Appointments Are Announced 
By First Nat l  St. Louis

ST. LOUIS—Vice President Warren 
B. Wiethaupt, who has charge of mar
keting at First National, has received 
the additional responsibility of plan
ning director for the bank and its par
ent company, First Union Bancorp.

In other action, Todd Parnell was 
named head of First National’s western 
region banking office, headquartered in 
Los Angeles. He succeeds Assistant 
Vice President G. Jeffrey Jones, who 
has returned to the bank’s St. Louis 
headquarters to head the cash manage
ment division.

The western region office services 
national corporate customers and cor
respondent banks of First National in

LARGEST
IN

MICHIGAN

assets over 
8 billion dollars

Member Federal 
Deposit Insurance Corporation

Los Angeles, San Francisco, Portland, 
Seattle, Phoenix, Salt Lake City, Boise 
and Denver.

Mr. Wiethaupt joined the bank in 
1974 as vice president in charge of 
marketing after a 21-year career with 
Gardner Advertising Co., St. Louis, and 
its parent firm, Wells, Rich, Greene, 
Inc., New York City. At the latter, he 
had been vice president and group 
head.

Mr. Parnell entered banking in 1971, 
when he originally joined First Na
tional. In 1974, he joined the Overseas 
Private Investment Corp. (O PIC ), 
Washington, D.C., and was investment 
officer/Africa before rejoining First Na
tional last year as an assistant vice 
president.

Two Board Appointments
HOUSTON—First City National has 

elected John W. Anderson a director 
and Joseph E. Reid an advisory direc
tor. Mr. Anderson is vice president and 
general manager, Houston area, South
western Bell Telephone Co. Mr. Reid 
is senior vice president, Superior Oil 
Co. He played two years of profession
al football with the Los Angeles Rams.

4 Executive VPs Named 
At Commercial Nat'l, LR

LIT T L E  ROCK—Four officers have 
been promoted to executive vice presi
dents at Commercial National.

They are James R. Cobb, operations 
division manager; Barnett Grace, fi
nancial division manager; Edwin P. 
Henry, who was also named loan divi
sion manager, and Thomas E. Steves, 
consumer division manager.

Wallace B. Cunningham and R. Nor
man Farris, senior officers at the bank 
and members of the executive commit
tee, were elected to advisory director 
status.

Mr. Cobb joined the bank in 1973 
and Mr. Grace has been with the bank 
since 1972. Mr. Henry and Mr. Steves 
joined the bank in 1962 and 1977, re
spectively. Mr. Cunningham joined 
Commercial National in 1942 and is 
chairman of the executive committee. 
Mr. Farris has been with the bank 
since 1969 and is executive vice presi
dent and manager, customer service di
vision.

BURCH FLEMING

Burch, Fleming Named SVPs 
At United Mo., Kansas City

KANSAS CITY—E. L. Burch, head 
of the correspondent bank division, and 
Michael T. Fleming, head of the com
mercial division, United Missouri Bank, 
have been promoted to senior vice 
presidents. Both were formerly vice 
presidents.

The bank also promoted Richard H. 
Muir and James D. Eastin to vice presi
dents and elected John E. Davis as
sistant vice president and R. Crosby 
Kemper III assistant cashier.

Mr. Burch joined the bank in 1965 
and Mr. Fleming, in 1970. Mr. Muir, 
with United Missouri since last year, 
also is in the correspondent bank divi
sion, traveling in Iowa and Nebraska. 
Mr. Eastin went to the bank in 1963 
and is in the real estate loan division. 
Mr. Kemper joined the bank last Sep
tember and is in the credit analysis di
vision.

Mr. Burch is a director of the Platte 
County banks of Skidmore and Cam
den Point, Mo., and an advisory direc
tor, Bank of Lancaster, Mo. In addi
tion, he is a director and regional vice 
president, Missouri Bankers Associa
tion.

KC Fed Promotes Two
KANSAS CITY—Jay K. Mast and 

Barry K. Robinson have been promoted 
from assistant vice presidents to vice 
presidents of the Fed here.

Mr. Mast now supervises the banks 
computer systems and data processing 
departments. Mr. Robinson is responsi
ble for a new research division depart
ment, which incorporates all the banks 
public information and bank relations 
activities.

GRACE COBB STEVES FARRIS CUNNINGHAM HENRY
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THE LOOK OF HIGH FINANCE c.,„ be
traditional or contemporary, but it must have that feeling, that certain aura, 
that says the person who occupies this space is a professional. We understand 
that at Arrow Business Services. Our Design Department specializes in that 
look. We cater to it with 16,000 square feet of custom showroom. Furniture.
Decor pieces and accessories. People and paper flow systems. Even supplies. 
And all of it is in active inventory in our 25,000 square feet of warehouse behind 
the showroom. We also understand some
thing else at Arrow. . .  even the look of 
high finance should be supplied at a 
reasonable cost. Call us, and let us take 
a look at your needs.

W R R O H fi
BUSINESS SERVICES, INC.

an affiliate of Memphis Bank & Trust 
3050 Millbranch •  Memphis, Tennessee 38116 

(901) 396-9861
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Seven Promotions Made 
At Third of Nashville

NASHVILLE—Third National has 
named a new first vice president, four 
senior vice presidents and promoted 
two others.

K. D. Stach was promoted to first 
vice president from senior vice presi
dent. New senior vice presidents are 
John W. Clay Jr., Raleigh F. Lane Jr., 
Robert W. Meyer and Thompson B. 
Patterson. Lawrence G. Brown was 
promoted to assistant vice president 
and James H. Smith was promoted to 
investment officer.

Mr. Stach joined Third National in 
1976 and is president of the Third’s 
Small Investment Co. Messrs. Clay and 
Lane joined the bank in 1967, Mr. 
Meyer in 1961, Mr. Patterson in 1971, 
Mr. Brown in 1973 and Mr. Smith in 
1972.

Two Appointments Are Announced 
By St. Louis-Based Bank HC

ST. LOUIS—Mercantile Bancorp, 
has elected Richard J. Mersinger a sen
ior vice president and John S. Poelker 
vice president and treasurer. In addi
tion, the HC’s lead bank, Mercantile 
Trust, elected two new directors—Joe

POELKER MERSINGER

H. Hunt, vice president/operations, 
Southwestern Bell Telephone Co., and 
Eugene N. Mitchell, M.D., president 
and publisher, St. Louis Argus.

Mr. Mersinger, who joined Mercan
tile Trust’s bond department in 1946, 
will devote his entire efforts to the HC. 
Mr. Poelker, with Mercantile Trust 
since 1972, remains senior vice presi
dent and comptroller of the bank in ad
dition to holding his new posts.

New HC, Bank Director
W ICHITA—Fourth Financial Corp. 

and its principal subsidiary, Fourth Na
tional, have elected Lionel D. Alford 
a director. He is president, Boeing 
Wichita Co.

For the Interested B ank D irector
T H E  31st ASSEMBLY 

FOR BANK DIRECTORS
AT

The Fairmont in New Orleans, April 13-16, 1978 

Concentrating on

Contemporary Banking Developments, 

Legislation, Regulation 

and Public Policy

F o r inform ation write T h e Foundation of 
T h e Southwestern Graduate School of Banking  

SMU B ox 2 1 4 , Dallas, Texas 7 5 2 7 5  
or call collect A /C  2 1 4 /6 9 1 -5 3 9 8 .

Doyle Elected President/CEO 
Of First NBC, New Orleans

N E W  O R L E A N S — F r a n c i s  C. 
Doyle, who has been with First Na
tional Bank of Commerce since it 
opened in 1933, has been elected in
terim president and CEO of the bank 
and its HC, First Commerce Corp. He 
succeeds Rodger J. Mitchell, who re
signed those posts “to eventually enter 
other pursuits and to devote more time 
to my family.” However, Mr. Mitchell 
remains as vice chairman to help in the 
orderly transition of business and to 
help select a new president and CEO, 
who will succeed Mr. Doyle.

In other action, the former chairman, 
Harry England, reached mandatory re
tirement age and was elected chairman 
emeritus. Thomas G. Rapier, a partner 
in a law firm, was elected chairman of 
both boards.

The bank also elected the following 
vice presidents: Robert L. Browning, 
W. Harvey Coggin, Lorraine Evans, 
Darwin Everman, Gary M. Fay, Daniel
L. Frederick, Joseph James, Eugene O. 
Jenkins, Edward H. LeBlanc, Malcolm 
P. Schwarzenbach Jr., Richard A. Staf
ford and Paul J. Timothy.

DOYLE PORTER

Three Promotions Are Announced
By Commerce Bank, Kansas City
KANSAS CITY—Commerce Bank 

has promoted three officers and elected 
a new director—J. B. Kibler, vice presi
dent and general manager, Kansas City 
area, Southwestern Bell Telephone Co.

Promoted were Don H. Alexander 
and John J. Williams from vice presi
dents to senior vice presidents and 
George W. Porter from correspondent 
banking officer to assistant vice presi
dent. Mr. Porter travels in northern 
Missouri and Arkansas and went to the 
bank in 1973.

Mr. Alexander has lending responsi
bilities at the bank, which he joined in 
1966. Mr. Williams, with Commerce 
Bank since 1970, is manager, national 
division.
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Depend on the bank that 
other bankers depend on.

The Whitney doesn’t want you to feel let down when you think about 
correspondent banking in the part of the South that we know best. W e’ve been 

holding up our end with other banks all over the world since 1883.
Perhaps now we can join with you to build a firm foundation of 

correspondent banking for the future.

Reliability in banking since 1883
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TRAMMEL CISSELL

Cissell, Trammel Promoted 
A t Worthen, Little Rock

L ITTLE ROCK—Michael E. Cissell 
and Robert L. Trammel have been pro
moted to senior vice presidents at 
Worthen Rank. Mr. Cissell is manager 
of the correspondent bank division and 
Mr. Trammel is controller and manager 
of the planning and control division.

Mr. Cissell joined the bank in 1972, 
following service with Union Planters 
National, Memphis, and the FRI. He 
is a graduate of the School of Banking 
of the South.

Mr. Trammel has been with Worth
en since 1971 and is a former senior 
accountant with Ernst & Ernst.

Five Named Assistant Cashiers 
At Central Trust, Cincinnati

C IN C IN N A T I—Central Trust has 
appointed Robert W. Cook, Douglas R. 
Gannon, Stephen A. Madewell, Alan M. 
Riegler and Dan E. Ries as assistant 
cashiers.

Mr. Cook is new to the bank and 
was formerly with Prudential Life. Mr. 
Gannon joined the bank last year fol
lowing service as president, Savings & 
Loan Automated Teller Exchange in 
Dayton. Mr. Madewell has been with 
Central Trust since 1968 and is a 
branch office manager. Mr. Riegler 
joined the bank last year following ser
vice with Automatic Data Processing of 
Southwest Ohio. Mr. Ries, with the 
bank since 1974, is a branch manager.

First American Nat'l, HC,
List Promotions, Elections

NASHVILLE—First American Na
tional and its HC, First Amtenn Corp., 
have announced promotions and elec
tions.

At First American National, Ron
ald B. Deal was promoted to vice pres
ident, Frank C. Tuttle of Guaranty 
Mortgage Co. and Dudley E. Pritchard 
Jr. were named assistant vice presi
dents, V. Sue Anderson was elected 
credit officer and Jane L. Phillips was 
named loan review officer. Mrs. David 
Steine and William S. Cochran were 
elected to the board.

Mr. Deal joined the bank in 1966, 
Mr. Tuttle has been with Guaranty 
Mortgage since 1972, Mr. Pritchard 
joined the bank in 1977 and Mrs. An
derson in 1969. Mrs. Steine is national 
co-chairman of the womens division, 
United Jewish Appeal. Mr. Cochran is 
a CLU with Northwestern Mutual in 
Nashville.

At First Amtenn, George D. Wood
ard Jr. was named vice president and 
director of corporate planning after 
transferring to the HC from the bank. 
Jack F. Stringham was promoted to as
sistant general counsel and David L. 
Gleaves was elected audit officer.

Mr. Woodard joined the bank in 
1973 and Messrs. Stringham and 
Gleaves joined the HC in 1977 and 
1968, respectively.

First of Louisville Raises 4
LOU ISVILLE—First National has 

promoted Davis R. Bonner and John 
F. Parker to senior commercial bank
ing officers, Bette C. Miller to senior 
operations officer and Linda M. Vin
cent to operations officer.

First Kentucky Trust has named 
Charles W. Edwards Jr. senior vice 
president in charge of planning and 
marketing programs for the investment 
management area.

For Powerful Year-Round Profit Building
AMERICAN FLAG KITS'
3' x 5' Double-Stitched Cotton Flag 

With *  Ft. Jointed Metal Polo & Accessories

■ Immediate Delivery

FLAG HEADQUARTERS 
FOR FINANCIAL INSTITUTIONS

Write or Call Today 
lade in U.S.A. for Catalog Sheet

r;~|||
ATLAS FLAG CORPORATION OF AMERICA

Eldorado, IN. «2930 •  «1« 273-3376
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BROADHEAD §  KARN

Broadhead Ch., Karn Pres.
At 1st Stock Yards, St. Joe

ST. JOSEPH, MO.—First Stock 
Yards Bank has elected H. H. Broad
head Jr. chairman and John E. Karn 
president and director.

Mr. Broadhead has been president 
of the bank since 1970 and joined First 
Stock Yards in 1939. He was advanced 
to vice president and director in 1954, 
following service as an assistant cashier 
and assistant vice president.

Mr. Karn joined the bank in 1960, 
was promoted to assistant cashier in 
1964, cashier in 1968, vice president/ 
cashier in 1970 and executive vice pres
ident in 1975.

Two OC Promotions
OKLAHOMA CITY—Liberty Na

tional has promoted Fay Dunbar Jr. 
from assistant vice president to vice 
president, personal banking, and Ernest 
D. Smith from commercial security of
ficer to assistant vice president, legal 
division.

Three Officers Are Promoted 
At Bank of the Southwest

HOUSTON—Bank of the Southwest 
has promoted Robert G. Harris from 
controller to senior vice president and 
controller, Edgar E. Slay from loan ad
ministration officer to vice president 
and Bert W. Stokey from loan review 
officer to vice president.

Mr. Harris joined the bank in 1967 
as manager, accounting department, 
and became controller in 1971. He is 
a CPA. Mr. Slay, with the bank since 
1976, formerly was with the FDIC in 
Washington, D. C. Mr. Stokey went to 
the bank in 1976 as manager, loan re
view department.

STOKEY SLAY HARRIS
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Brielmcrier, Winn, Promoted 
At Detroit Holding Co.

D ETRO IT—Gerald E. Brielmaier, 
senior vice president, DETROITBANK 
Corp., has been named officer-in
charge of the planning department, 
corporate staff, with direct responsi
bility for all banking subsidiaries other 
than Detroit Bank.

Thomas W. Winn, vice president, 
was named officer-in-charge of the De
troit Bank time credit department, a 
position previously held by Mr. Briel
maier.

Mr. Brielmaier joined Detroit Bank 
in 1950 and has been a senior vice 
president since 1973. Mr. Winn has 
been with the bank since 1957 and has 
been a vice president since 1973.

BRIELMAIER WINN

Fourth National of Tulsa 
Announces Two Appointments

TULSA—Fourth N a t i o n a l  has 
named Richard E. Minshall head of its 
trust department and Kenneth Barton 
vice president and loan operations of
ficer.

Mr. Minshall joined the bank in 
1972 as a vice president and now is 
senior vice president and senior trust 
officer. He holds a law degree from the 
University of Virginia Law School.

Mr. Barton formerly was with First 
National, Tulsa. He has been an in
structor at the Southwestern Graduate 
School of Banking, Southern Methodist 
University, Dallas.

MINSHALL BARTON

1st Ala. Bancshares, Montgomery, 
Names Gaskell Vice Chairman

MONTGOMERY, ALA.—James S. 
Gaskell Jr., chairman and president, 
First Alabama Bank, has been elected 
to the additional office of vice chairman 
of First Alabama Bancshares, HC con
trolling the bank. He has been a mem
ber of the HC’s board since last April 
and has been president of the bank 
since 1971.

In other action, the HC has elected 
Helen C. Wells corporate secretary, 
Thomas J. Leach corporate credit card 
officer, Jo L. Prince board secretary 
and Marylan Livingston assistant pur
chasing officer.

Central Trust Makes Appointments
CINCINNATI—Central Trust has 

appointed James T. Harrison assistant 
vice president; Stephen G. Klumb, 
Nicholas J. Sarakatsannis and Daniel
M. Witten II assistant cashiers; and 
Janet C. Lemer and John M. Mears as
sistant trust officers.

Mr. Harrison joined the bank in 
1963, Mr. Klumb in 1973, Mr. Sara
katsannis in 1974, Mr. Witten in 1977 
and Mr. Mears in 1976. Miss Lerner 
is new to the bank.

If inventory loans have been costly 
to make, tedious to service —  

then it’s time to call in Douglas.
If your bank’s experience with inventory loans has proven 
to be topheavy with endless paper work and excessive 
expense, there’s a better way.
Over the years, and in the course of establishing security 
for inventory loan collateral for thousands of accounts, 
Douglas Guardian has developed ways and means that 
save both your client and you many hours of work and worry.
The cost is small, the results surprisingly pleasant and 
profitable.
To start making more from your inventory loan portfolio, 
call or write us at our Executive Office, P.O. Box 52978! 
New Orleans, La. 70152, Area Code (504) 523-5353 
We’ll get a Douglas man to you at once from the nearest 
of our 15 nationwide offices.

Douglas Guardian 
Warehouse Corporation
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ANDERSON CRAGHOLM

Senior Vice President Named 
At Bank of Oklahoma, Tulsa

TULSA—Bank of Oklahoma has 
promoted Lemuel C. Cragholm to sen
ior vice president and David H. Ander
son to vice president. Mr. Cragholm is 
new to the bank and was formerly with 
Continental Illinois National, Chicago. 
Mr. Anderson has been with Bank of 
Oklahoma three years.

Also promoted were the following, 
to assistant vice presidents: Mark W. 
Clark, Harvey Roe, Levi Sumner, Sara 
C. Freeman, Edward F. Brown, Ron
ald G. Carter, J. D. Hill, Gary Spence 
and Joe Staires.

David Ullom was elected trust in
vestment officer.

Executives/Professionals

Borrow s2 ,600  
to  $15,000 
by mail.
Strictest privacy.
For info, phone toll free: 
800-538-6811

All details arranged by personal 
unmarked mall to your home or 
office. Competitive rates. Conven
ient, flexible payment schedules.
No pre-payment penalties.
Phone toll-free 800-538-6811 
or write:
Don Nemiro, Director 
2858 Stevens Creek Blvd.,
San Jose, Cal. 95128 
Department MCB-3

Beneficial
Executive Loan Services
Division of Beneficial Finance Co. 
of Northern California

Capitalized by Beneficial Corporation.
Assets over $3 billion.

Willison Joins First, Ft. Worth 
As Correspondent Manager

FORT WORTH—Tom F. Willison, 
formerly senior vice president and 
manager of correspondent banking at 
National Bank of Commerce, Dallas, 
has joined First National here as vice 
president and manager of correspondent 
banking.

He is a graduate of the Southwest
ern Graduate School of Banking at 
Southern Methodist University and has 
been associated with Bank of Scotts
dale, Ariz., Cleveland (Tex.) Trust and 
Republic National, Dallas.

Six Vice Presidents Elected 
At Chicago's Harris Bank

CHICAGO—Harris Bank has elect
ed Gary D. Clark, David A. Beery, 
Michael G. Busse, Ronald L. Dell’Aj:- 
tino, Roger W. Kieffer and Luis Meno- 
cal Jr. vice presidents. Assistant Vice 
President Robert L. Newman has been 
named manager, fixed-income-manage
ment section.

Mr. Clark, who joined the bank in 
1970, travels in Wisconsin and Michi
gan. Mr. Menocal is manager of the 
bank’s representative office in Mexico 
City and went to the bank in 1973.

Income Boost Reported
KANSAS CITY—Net income in 

1977 at Commerce Bancshares was 
$17.9 million, or $3.89 a share, com
pared with $15.4 million, or $3.30 a 
share, the previous year. This repre
sents an increase of $2.5 million, an in
crease of 590 in per-share earnings. The 
earnings-per-share amounts are based 
on weighted average shares outstand
ing of 4,606,064 for 1977 and 
4,674,683 for 1976. Deposits at year- 
end 1977 were $1.6 billion, a 9.8% 
boost over year-end 1976 deposits.

Record Income
M OBILE, ALA.—Income before se

curities transactions last year at First 
Bancgroup-Alabama was a record 
$2.13 a share, up 9.3%, and net income 
went up 5.3% to $2.12. Year-end assets 
totaled $664.8 million, an increase of 
12.7% over year-end 1976.

Central National Names 4
CHICAGO—Central National has 

promoted Michael A. LaMantia and 
Jackson I. Jones to second vice pres
idents and named Michael A. Piccatto 
and F. William White vice presidents.

Mr. LaMantia is a member of the 
correspondent banking division and has 
been with the bank since 1974. Mr. 
Jones is in the trust department and 
joined Central National in 1974. Mr. 
Piccatto has been in the investment de
partment since 1970 and Mr. White is 
new to the bank, going from Heritage 
Bancorp, and Heritage Pullman Bank.

Leo Fristrom Retires
MEMPHIS—Leo G. Fristrom, vice 

president, correspondent banking de
partment, Union Planters National, has 
retired after 14 years with the bank. 
However, he continues to represent the 
bank by calling on correspondent banks 
from time to time in Tennessee, Mis
sissippi, Missouri, Kentucky, Arkansas, 
Louisiana and Alabama.

FRISTROM KING

King Joins Southern Nat'l
BIRMINGHAM, ALA.—Edward L. 

King Jr. has been elected senior vice 
president and senior lending officer at 
Southern National. He was formerly 
senior vice president and senior lend
ing officer at First Alabama Bank, Tus
caloosa. He has been in banking since 
1962.

Record Year-End Income
C H I C A G O—National Boulevard 

Bank had record net income last year 
of $2.6 million, or $13.02 a share—a 
22.5% increase over the 1976 figure of 
$2.1 million, or $10.63 a share.

CLARKWILLISON
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Boatmen's Has Record Earnings,
Cites Correspondent Acquisition
ST. LOUIS—Boatmen’s Bancshares 

has reported record earnings for 1977 
and new highs in total assets, deposits 
and loans.

Net income rose about 10% to $9.7 
million, or $4.06 a share, from the $8.8 
million, or $3.71 a share, reported for 
1976. Total assets reached $1,514 mil
lion last December 31, a 29% increase 
over the 1976 year-end figure of $1,177 
million. Deposits went up 23% to 
$1,183 million, and gross loans were 
boosted 20% to $753 million.

Acquisition of the correspondent 
bank division of National Stock Yards 
National, National City, 111., last No
vember 14 contributed about $200 mil
lion to the increase in total assets, but 
did not have a material impact on earn
ings because this unit’s earnings were 
included only from the date of acquisi
tion, according to Donald N. Brandin, 
the HC’s chairman and CEO. Mr. 
Brandin adds, however, that Boatmen’s 
National has been successful in retain
ing most of the relationships acquired 
in the transaction and anticipates that 
1978 earnings would benefit from the 
addition of this major unit, which, he 
says, established Boatmen’s National as 
one of the largest correspondent bank
ing organizations in the Midwest and 
one of the leading correspondent bank
ing organizations in the U. S.

Record HC Earnings
ST. LOUIS—First Union Bancorp, 

achieved record earnings in 1977, 
which marked the fifth consecutive 
year of growth in earnings per share. 
Consolidated net operating income last 
year totaled $22,274,000, or $4.83 a 
share, compared with $21,019,000, or 
$4.58 a share, the previous year. After 
the effect of investment-securities 
transactions, net income in 1977 to
taled $22,271,000, or $4.83 a share, 
compared with $21,212,000, or $4.62 
a share, in 1976. Total assets rose from 
$2.3 billion as of December 31, 1976, 
to $2.5 billion last year-end. Total de
posits last year-end were $2.2 billion, 
compared with $1.9 billion in 1976.

Record Year for HC
CHICAGO—Continental I l l i n o i s  

Corp., parent of Continental Illinois 
National, has reported 1977 record an
nual income before securities transac
tions of $144.2 million, up 10.2% from 
the $130.8 million reported the previ
ous year. Per-share income before se
curities transactions was $4.05, com
pared with the 1976 figure of $3.72. 
Net income for 1977 was $143.1 mil
lion, or $4.02 a share, up 11.9% from 
the $127.8 million, or $3.63 a share, 
reported in 1976.

Second-Highest Earnings
ST. LOUIS—Earnings of Mercan

tile Bancorp, last year were the second 
highest in the HC’s history, following 
completion of a record-breaking fourth 
quarter. Consolidated income before 
securities transactions amounted to 
$22.9 million, up 3.5% from the 1976 
figure of $22.1 million. This represent
ed $3.90 a share in 1977, a boost of 
2.4% from the 1976 figure of $3.81. 
Total HC assets at year-end 1977 were 
a record $3.37 billion, which was 8.3% 
more than the $3.11 billion reached at 
the previous year-end. Total deposits 
rose 8% to $2.38 billion last December 
31.

Best Earnings Year
JACKSON, MISS.—Deposit Guar

anty Corp. has reported 1977 consol
idated net income of $9.3 million, or 
$3.25 a share, compared with $8.1 mil
lion, or $2.82 a share, in 1976. The 
1977 results reflect the best earnings 
year in the HC’s history. Its financial 
statements have been adjusted to re
flect the year-end merger of Southern 
National, Hattiesburg, with Deposit 
Guaranty National and capitalization 
of Deposit Guaranty Plaza’s operating 
lease. Total assets last year-end were 
$1,178 million, up from $1,054 million 
at year-end 1976.

you should know about 
Matterhorn 

Bank Programs.

Matterhorn’s Broad Form Lien-Holders Single 
Interest Insurance covers your installment loan portfolio. We 
issue one master policy protecting your interest in chattels 
your bank is financing.

Hundreds of banks across the country are insuring 
hundreds of thousands of vehicles and other chattels through 
Matterhorn Bank Programs. And here’s why.

•  The cost is low. We charge for new loans only and, 
in most states, the bank may pass on the cost to the consumer.

•  We also cover: non-filing errors and omissions 
losses, confiscation and skip losses, losses after repossession, 
and holder-in-due-course losses.

•  Administration of the plan is simple. All loans are 
automatically covered and you report the number of new 
loans only once each month.

We invite your inquiry. Please write or call us today 
for details or, if you prefer, have your insurance agent or 
broker contact us. We’re certain you’ll be pleased you did.

MATTERHORN 
BANK PROGRAMS

10610 LIBERTY ROAD • RANDALLSTOWN. MARYLAND 21133
C301] 922-3300
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In Bank Trust Departments:

How to Minimize Risks 
Resulting From ERISA

By R. W. MARSHMAN 
Vice President 

Marketing 
Scarborough & Co. 

Chicago

T HERE WAS considerable misun
derstanding in 1975 about coverage 

needed under the new Employee 
Retirement Income Security Act 
(ER ISA ). Today, problems still face 
the industry as a result of ERISA and 
compound a con
fusion in the trust 
business concern
ing varieties of in
surance protection 
that are available, 
desirable and ne
cessary.

To clarify this 
confusion, I will 
list the principal 
causes of sur
charge in trust de
partments, provide some examples of 
losses, explain various forms of insur
ance coverage developed to meet trust- 
operation needs and, finally, outline a 
few key criteria underwriters look to 
for this line of insurance.

Before doing this, I must point out 
the regrettable lack of communication 
between the banking and insurance in
dustries concerning trust activities, par
ticularly where these activities involve 
losses. This lack of communication is 
understandable because confidentiality 
is an essential element of the trust busi
ness. However, it’s likewise true that 
this lack of communication based on 
trust-operation confidentiality creates 
problems for the insurance industry 
that are not present where the subject 
matter is not so sensitive.

At the ABA’s 1977 trust conference, 
an excellent panel discussed some 
risks trust departments face as a result 
of ERISA. The panel’s consensus was 
that most ERISA suits probably would 
involve contentions either: a) that
principles of law were violated in ad
ministration of the trust or b) that the 
trust was not properly diversified or c) 
that the fiduciary failed to behave in

the way required by ERISA; that is, 
as “a prudent man acting in a like ca
pacity and familiar with such matters 
would use.” The ERISA test for per
formance bears repeating. It’s not the 
traditional “prudent-man” test. It has 
become the “prudent-man . . . familiar- 
with-such-matters” test.

In addition to difficulties resulting 
from ERISA, many other aspects of 
trust operations contain the potential 
for surcharge. Among them are:

1. Lack of profitability.
2. T h e  C h in ese -w a ll p r in c ip le , 

which generally refers to strict segrega
tion of trust operations from all other 
bank functions.

3. Conflict-of-interest problems.
4. Unwarranted delegation of a 

trustee’s authority and responsibilities 
to a co-fiduciary or some other person, 
such as an attorney or independent 
contractor.

5. Failure to carefully monitor se
curities and other valuables held in a 
trustee’s custody.

6. Failure to diversify investment 
portfolios as required.

7. Failure to file accounting on time 
and in sufficient detail.

8. Failure to segregate and identify 
individual assets.

9. Failure to exercise care and inde
pendent judgment in administration of 
a trust.

10. Failure to carry out instructions 
and/or recommendations of the settlor 
and the courts.

11. Failure to sell securities at a 
loss, when to do so would best serve 
beneficiaries’ interests.

12. Failure to exercise the power of 
direction and control in a trust’s best 
interest.

13. Taking actions without the co
trustee’s or director’s authority.

14. Accepting successor relation
ships with prior trustee accounting.

These are just a few examples of sit
uations that can take a bank into litiga
tion. Of course, there are many more.

When a case does go to court, it 
takes a long time to bring it to trial. 
Because of this delay and because our 
society is so dynamic, the decision may 
well be based on an interpretation of 
the law in effect at the time the deci
sion finally is handed down, rather than 
on an interpretation of the law when

the action originally was taken or—for 
that matter—when the suit was filed.

During the last 10 years or so, banks 
have been able to absorb many small 
losses quietly, but some significant 
cases have reached the courts and, of 
course, the press. A brief synopsis of 
a few of these cases reveals the poten
tial for surcharge:

1. A judgment of more than $9 mil
lion was rendered against a bank in a 
western state when beneficiaries were 
able to show that the estate had been 
damaged because of the bank’s failure 
to carry out the settlor’s instructions re
garding investment of the funds en
trusted to it.

2. Two union pension trusts brought 
suit against a northern bank, charging 
that the bank invested funds in a com
pany while possessing detailed, inside 
information on that firm’s status and 
while the bank was one of the com
pany’s major creditors.

3. A northern bank sustained dam
ages in an action brought by the Amer
ican Cancer Society, which was bene
ficiary of an estate. The society was 
successful in showing that the bank 
was imprudent by not exploring the 
possibility of selling a corporation a 
large block, rather than selling it piece
meal.

4. A pension fund in the same geo
graphical area as the bank above 
showed an average annual return of 
less than 1% capital appreciation. This 
was far below similar funds. The trust
ee proved the bank invested the funds 
in highly speculative situations and 
also that it was the bank’s practice to 
direct part of its brokerage business to 
securities firms that maintained ac
counts with the bank.

5. Judgment was obtained against 
another bank on behalf of debenture 
holders for a large real estate firm. It 
appears there was a covenant in sev
eral of the debentures that prohibited 
the real estate firm from buying real 
estate or incurring new debts unless it 
maintained an asset-to-liability ratio in 
a stated amount. The court concluded 
that the bank was careless in failing to 
enforce this covenant.

6. In a case filed last year, the plain
tiff alleges that the bank failed to ob
tain the best possible investment ad
vice in return for commissions paid to 
certain brokers and dealers in securi
ties.

7. In another case, a bank was sued 
on the issue of holding and voting sub
stantial shares of stock in companies 
that compete with one another. It was 
alleged that the bank, therefore, has 
affected management policies within 
those firms. This case is important to 
insurance people underwriting this area 
because it raises the question of active
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versus passive negligence in adminis
tering the trust function.

I’m highlighting these examples of 
possible liability because many older, 
experienced bankers have told me they 
have operated trust departments for 
many years without any real problems 
and that legal problems really didn’t 
apply to their trust departments. How
ever, we should be ever mindful that 
we are living in an age in which the 
public is increasingly inclined to go to 
law. Even President Jimmy Carter is 
encouraging class action for consumer 
protection. Just because banks have 
been relatively free from litigation in 
the past is no assurance they will be 
so in the future.

Insurance protection generally can 
be written to reduce or eliminate this 
risk. There are several different types 
of policies to consider and also separate 
areas of exposures, which will be out
lined later.

Here are standards to apply in mea
suring adequacy of coverage:

1. The director, officer, trustee or 
fiduciary must be covered for any 
claims against him in his capacity as 
director, officer or fiduciary.

2. The corporation as sponsor/em
ployer, and named fiduciary, must be 
covered for its obligations to plan par
ticipants and plan beneficiaries, plus 
all its obligations to indemnified di
rectors, officers, trustees or fiduciaries.

3. The trust or plan must be covered 
for claims or suits registered against 
them as legal entities under ERISA.

4. The trust department must be 
protected from litigation arising out of 
any alleged error or wrongdoing.

One way to clear up confusion in 
this area is to separate risks and ex
posures into four separate areas :

1. Exposure that individual directors 
and officers have in all areas of bank
ing.

2. Exposure that the trust has when 
a special trust agreement is established 
to handle the bank’s own employee- 
benefit plan.

3. Exposure that individuals may 
have in handling the bank’s individual 
welfare and pension plans.

4. Exposure that the bank has as a 
corporate entity, as well as exposure 
that individuals have arising out of the 
trust department’s operations.

Now let me clarify these exposure 
areas. First, how can directors and offi
cers protect themselves from litigation 
and avoid loss from any banking area? 
This normally is done with a directors 
and officers (D&O) liability policy. All 
D&O liability insurance policies, how
ever, are not the same, and so I sug
gest a careful review with bank counsel 
to determine exactly the coverage in 
effect.

More and more companies seem to 
be excluding from D&O policies any 
or all losses resulting from ERISA. 
Some D&O policies also exclude any 
loss arising from any trust-department 
operation. All D&O policies are de
signed to protect the individual direc
tor and officer and not to protect the 
corporation itself.

The next area of concern is how to 
be protected against exposure of han
dling the bank’s own pension or wel
fare plans. Banks always have had po
tential liabilities in this area, but since 
ERISA, the liability has become much 
more clearly defined. At least five or 
six companies write insurance protec
tion for a bank’s own welfare and pen
sion plans. Many of these policies are 
written with a $1,000 deductible on 
judgments and full coverage for de
fense costs.

These policies normally are obtained 
by the bank itself, rather than by the 
individual trust or employee-benefit 
plan, not only to give protection from 
loss as a result of liability against the 
trust, but also to provide coverage for 
the trustees individually or collectively 
and employees of the trust and their 
estates as legal representatives.

Coverage afforded by these policies 
pays the loss the insured is obligated 
to pay for any claims or wrongful acts

and will include, but will not be lim
ited to, damages, j’udgments, settle
ments and cost of investigation and de
fense. A wrongful act generally is de
fined as an actual or misleading state
ment, omission or neglect or breach of 
duty on the part of the insured, indi
vidually or collectively, on behalf of 
the trust. It should be noted that most 
policies don’t provide coverage for fines 
or penalties imposed by law.

The fiduciary-liability policy normal
ly has some other important exclusions 
that a bank must consider. These pol
icies sometimes exclude losses rising 
out of any wrongful act occurring or 
alleged to have occurred prior to the 
policy period’s inception date. Most of 
them also exclude loss brought about 
or contributed to by the insured’s dis
honesty. There are additional exclu
sions peculiar to each firm. Thus, 
again, a bank should check with coun
sel to be sure that coverage is under
stood thoroughly.

The last and most important expo
sure area concerns the bank and trust 
department itself. We at Scarborough 
designed this coverage many years ago 
for the banking industry. We call it 
“trust-operations-liability in s u ra n c e .” 
Other companies writing this type of 
coverage call it trust department errors 
and omissions. Scarborough refers to

A  SYSTEM FOR A  BANK  
T O  MANAGE W HAT SEEMS 

UNMANAGEABLE
r AND IMPROVE THE VALUE OF "I 

ITS COMMERCIAL LOAN PORTFOLIO I

The Lawrence System has a new approach to the management of a 
bank’s loan collateral. It’s called preferred lending: a direct relation
ship between the bank and Lawrence. More profitable for the bank. 
More economical for the borrower. It means that loans once consid
ered unmanageable, even though worthy, can now be managed 
properly and profitably.

For information write or phone Lawrence, the oldest and largest 
system of its kind in the world. Lawrence Systems, Inc., 37  Drumm  
Street, San Francisco, Ca., 94111. (415) 981-5575 or (800) 227-4644.

THE LAWRENCE SYSTEM
A CO LLA TERA L MANAGEMENT SUBSIDIARY O F INA
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this type of coverage as liability insur
ance rather than errors and omissions 
because this type of coverage, strictly 
speaking, is more than an errors-and- 
omissions contract. Rather, it’s a broad 
type of liability contract. Most bank of
ficers also don’t distinguish between 
the trust department’s own liability ex
posure and errors and omissions con
cerns with respect to exposures on real 
and personal property held by the 
trust. This limited coverage normally 
is written separately and is called fi
duciary errors-and-omissions insurance. 
Strange as it may seem, many bankers 
still believe that fiduciary errors-and- 
omissions insurance is the only cover
age available and the only coverage 
needed.

Trust-oper ations-sur char ge - l ia b il i ty  
insurance is designed to reimburse 
banks and trust companies for losses 
by reason of liability imposed on them 
by law rising out of any acts, errors or 
omissions in their trust departments. 
This includes not only judgments, but 
also defense costs. Also covered is lia
bility assumed under an agreed settle
ment out of court, with the company’s 
consent.

Some firms write this coverage on 
a loss-sustained basis. Some write the 
policy on a discovery basis. When the 
policy is written on a discovery basis, 
the bank will have protection on suits 
brought against it while the policy is 
in effect, even though the alleged er
ror or wrongdoing occurred many 
years previously, long before purchase 
of the coverage.

Because these policies are written 
on an all-risk basis, specific exclusions 
are put into the policies and tailor 
make the coverage. Major exclusions 
are:

1. There’s no coverage for any dis
honest act on the insured’s part. This 
is picked up under bankers blanket 
bond.

2. There’s no coverage for any act, 
error or omission in effecting, main
taining or renewing insurance. How

ever, it should be noted that the insur
ance exclusion in the trust-operations 
policy can be deleted. Some companies 
have a total buy-back provision that 
would give protection should the in
surance lapse or never be placed on 
any risk. Other companies have a more 
limited form of buy-back provision, 
which insures only real and personal 
property.

Scarborough has a total buy-back 
provision.

3. Generally, there’s an exclusion 
saying that there’s no coverage for any 
act that applicable law would hold the 
insured liable for self dealing.

4. Most companies also exclude cov
erage while acting as a trustee or re
ceiver appointed by any court in bank
ruptcy proceedings. Again, this is a 
normal exclusion because the trust de
partment is acting strictly under the 
court’s rules and orders.

5. Libel and slander are excluded, 
but, again, libel and slander normally 
are covered by other forms of insurance 
protection.

6. Most firms also exclude losses re
sulting from bankruptcy or insolvency 
of the insured itself.

7. At Scarborough, we also exclude 
a bank’s own pension and welfare 
plans. Some other companies include 
these bank-owned plans in the trust- 
department coverage, but we believe 
they should be written separately and 
with much lower deductibles.

8. Some companies don’t provide 
coverage for accountings of profits al
legedly made by a bank on securities 
purchased or sold.

9. Occasionally, there’s an exclusion 
relating to excessive or unwarranted 
fees or charges.

10. It’s not uncommon to exclude 
losses caused by mechanical or elec
tronic malfunction of business-machine 
systems.

From all these possible exclusions, 
it can be seen that the entire area of 
insurance protection is handled best by 
an insurance professional thoroughly

familiar with banking operations.
It’s almost impossible to develop a 

comprehensive, all-inclusive laundry 
list of basic underwriting considera
tions for writing trust-department in
surance. Trust-department operations 
differ widely, and there are many judg
mental factors involved in underwriting 
these risks. However, some of the most 
important underwriting considerations 
involve the following:

1. Number of years the trust institu
tion has been operating.

2. Common trust funds and their 
relative size.

3. An audit program for the trust 
department.

4. Number of trust-department offi
cers and employees in relation to total 
trust assets.

5. The trust department’s loss ex
perience.

6. Geographical location of the bank 
and trust department.

7. Educational programs the trust 
department has to keep abreast of the 
many changes in trust operations.

8. Results of regulatory examina
tions and examiners’ recommenda
tions.

9. Percentage of ERISA accounts 
compared with total trust assets and 
also percentage of directed accounts.

It’s evident that to assess the poten
tial risk, a company tries to get an 
overall picture of a trust department’s 
operations. *  *

Bank Directors' Group 
To Meet April 4 -6

CHICAGO—A panel discussion on 
“The Death of a Bank—What It Means 
or Could Mean to the Bank Director and 
the Community” will be one of the 
highlights of the second annual bank 
directors’ conference April 4-6 at the 
Ramada O’Hare Inn here. The con
ference will be sponsored by the Na
tional Association of Bank Directors 
(NABD).

Also planned is a panel on directors* 
responsibilities from three standpoints— 
auditing, fraud/loss and legal. Talks 
will be given on: “It’s Not Your Liabili
ties You Must Worry About; It’s Your 
Responsibilities,” “The Outside Director 
Speaks Up,” “Your Responsibilities in 
the Bank-Card Area,” “EFT S, the Facts 
and the Myths,” “Board of Directors’ 
Involvement in Marketing,” “The Man
agement Manages—the Directors Di
rect,” “Current Bank Accounting and 
Full-Reporting Issue” and “What NABD 
Will Be Doing in 1978 and 1979 to 
Help You Meet Your Responsibilities.”

Information on the conference may 
be obtained by writing NABD at P. O. 
Box 11201, Alexandria, VA 22312.
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Among speakers at MBA Bank Management Conference were (from I.) Robert F. Benzer, assoc, 
dir., Wisconsin Bankers Assn., Madison; E. J. Garn, U. S. senator from Utah; Edward E. Furash, 
s.v.p., Shawmut Bank, Boston; Thomas R. Smith, ABA treas., and pres., Fidelity Brenton Bank, 
Marshalltown, la.; and W. E. Robertson, mktg., dir., (/. S. News and World Report.

Vigorous Involvement in Public Issues 
Advocated at Management Conference

T he key to  profitability w ith N OW s 
is pricing, he said. Too m any bankers 
think they have to  accep t every nickle- 
and-dime account that comes in the 
front door. They should realize, he said, 
that, in order to make money with  
N O W s, it’s necessary to be selective. 
L e t the bank or thrift down the street 
take on the little accounts, he advised, 
while you concentrate on the larger, 
profitable accounts. Bankers shouldn’t  
be afraid to put restrictions on N O W s, 
such as hefty minimum balances. Such  
restrictions will encourage the non- 
profitable accounts to leave your bank 
so you can concentrate on the larger, 
m ore profitable accounts, he said.

Thomas R. Smith, A BA  treasurer and 
president, Fidelity Brenton Bank, M ar
shalltown, la ., stressed com m unity in
volvement as a means of guaranteeing  
bank profitability.

“P art of your job description,” he 
said, “should be to get out onto the 
streets; work in the pits; take sides on

By LAWRENCE W. COLBERT 
Assistant to the Publisher

B A N K ERS attending the 3 8th  annual 
Bank M anagem ent Conference of 

the Missouri Bankers Association last 
month w ere told that there’s little 
chance for N O W  accounts to  be legis
lated into existence on a nationwide 
basis this year. Yet, considerable time on 
the program  was taken up by a speaker 
who is an expert in how to make N O W  
accounts profitable for banks.

The 6 7 5  bankers and spouses in at
tendance w ere told th at business in gen
eral has a long w ay to go to gain the  
confidence of the public, yet, when  
com pared to labor unions and govern
m ent agencies, business comes out p ret
ty  well in public opinion polls.

Keynote speaker U . S. Senator E . J. 
G am  (R .,U ta h ) stressed the im portance  
of bankers becom ing more involved in 
com m unity affairs. Senator Garn is a 
m em ber of the Senate Com m ittee on 
Banking, Housing and U rban Affairs. 
D escribed as an advocate of fiscal con
servatism, protection for small business 
and less governm ent regulation, the sen
ator said th at too m any legislators talk 
one w ay to their constituents a t home 
but vote differently when in the capitol 
because they are assured th at their con
stituents won’t bother to follow through  
on their opinions.

It s im portant, he said, for bankers to 
becom e involved in governm ent and not 
rely on organizations such as the ABA  
to do their lobbying for them.

“You’ve got to take some time off of 
the golf course during election cam 
paigns and look for candidates who still 
think w e have the greatest system in 
the world and the greatest standard of 
living,” he said. “You’ve got to elect

candidates w ho talk the same w ay at 
home as they vote in W ashington.”

And, he added, bankers are going to  
have to take some time from their work 
to knock on doors and put bum per 
stickers on cars in shopping center lots.

H e also said there was little chance  
for N O W  enactm ent this year.

E dw ard  E . Furash, senior vice presi
dent, Shawm ut Bank, Boston, told 
bankers how to  make a profit with  
N O W  accounts, should the day ever 
com e when such accounts are author
ized on a nationwide basis by Congress.

im portant issues.
“I think it’s im portant,” he added, 

“for m y congressman to know I con
tributed to his cam paign and supported  
him. This is involvement in the political 
process and it buys m e the right to state 
m y case before m y legislator.”

It does little good to know how to 
run a profitable bank, Mr. Smith said, 
if bankers sit back and let Congress 
legislate them  out of business.

H ow  the consum er looks at business 
was described by W illiam E . Robertson, 
marketing director, U . S. N ew s  a n d

A highlight of the MBA’s Bank Management Conference was a forecast of various 
economic rates and figures as of February, 1979. Participants in the forecasting derby 
were Frank K. Spinner, senior vice president, First National, St. Louis; William F . En
right Jr., chairman, American National, St. Joseph; Hal Hollister, senior vice president, 
United Missouri Bank, Kansas City; Richard L. Johannesman, senior vice president, Mer
cantile Trust, St. Louis; and Walter E . Knowles III, senior vice president, Commerce 
Bank, Kansas City. The forecasts are listed below.

2-Year
Fed

Funds
Prime
Rate

1-Year
T-Bills

7-Year 10-Year A-Rated 
T-Notes Municipals Municipals

Redise.
Rate

Gold
Price

Dow-Jones 
Ind. Av.

ENRIGHT 8 9 8V4 8’/2 5 6 71/2 $150 800
HOLLISTER 8 V4 9 8 81/2 5.10 6 71/2 230 850
JOHANNESMAN 7% 8 V2 75/8 81/2 5 6 7 187 915
KNOWLES 6V4 8 6.85 7.90 4.80 5.40 6 V2 180 800
SPINNER 8 9 8 8V2 5.25 6.25 7'/2 160 675

Members of investment panel at MBA conference included (from I.) Frank K. Spinner, s.v.p., First 
Nat'l, St. Louis (moderator); William F. Enright Jr., ch., American Nat'l, St. Joseph; Hal Hollister, 
s.v.p., United Missouri, Kansas City; Richard L. Johannesman, s.v.p., Mercantile Trust, St. Louis; 
and Walter E. Knowles III, s.v.p., Commerce Bank, Kansas City.
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Regulators' panel at MBA conference featured (from I.) John Rogers, deputy regional adminis
trator, 10th National Bank Region, Kansas City; Edgar H. Crist, Mo. banking commissioner; Michael 
J. O'Keefe, regional counsel, 10th National Bank Region, Kansas City; Thomas B. Williams, as
sistant chief examiner, Kansas City Fed; and Robert V. Shumway, FDIC regional dir., Kansas 
City.

W orld Report. He detailed the results 
of a survey taken by the magazine that 
solicited views on today’s major prob
lem areas.

The area of inflation is getting more 
and more attention, he said. Almost 
half the people responding to the poll 
said that controlling inflation is neces
sary even if it means higher unemploy
ment. A similar number said a balanced 
federal budget is essential, even if it 
means lower government benefits or 
higher taxes.

Inflation is one of the areas where 
business scores well with the public, he 
said. When asked who is mostly to 
blame for inflation, government and la
bor were named culprits over business 
by nearly two-to-one. Government was 
blamed by 61%, labor unions by 60%

and business by 32%.
Personal complaints to manufacturers 

on the part of consumers were up last 
year—from 24% to 37%. Also, the percent 
who reported that their complaints were 
handled satisfactorily went up from 48% 
to 56%. However, he added, it’s obvious 
that the retailer is doing a better job 
handling complaints than the manufac
turer is.

The public rated business “good” in 
the following areas:

• Providing products and services 
that meet people’s needs.

• Paying good wages.
• Improving the standard of living.
• Developing new products.
• Hiring minorities.
Areas in which the business commu

nity didn’t fare very well include the

following:
• Honesty in advertising.
• Conserving natural resources.
• Controlling pollution.
• Dealing with shortages.
• Providing value for money spent.
• Interest in the customer.
• Communicating with public, em

ployees and stockholders. * *

Check-Writing Spree Offer
Who wouldn’t be interested in 

entering a contest offering the win
ner a 30-minute check writing 
spree? Hoosier State, Hammond, 
Ind., offered such a spree to anyone 
coming to the opening of its new 
branch.

More than 1,000 people signed up 
for the drawing and the winner was 
given 30 minutes to write all the $2 
checks she could before getting 
writer’s cramp. The winner managed 
to dash off $148 worth of checks, 
according to Jeannette M. Wigley, 
marketing director. When the 30  
minutes were up, the winner re
ceived $148 in cash.

The event garnered a good share 
of publicity for the bank. The local 
TV station broadcast the check-writ
ing performance and the local press 
gave the event coverage.

LOOKING PROFESSIONAL 
IS WHAT IT’S ALL ABOUT

Career apparel... by Creative Image... to make 
your corporation as individual as you. 

i  Don't compromise with one of your most
■ valuable assets-your personnel.Your corp- 
Ü  oration and personnel are different- we
■  show your difference the fashionable way.

H a l

TAKE A GOOD LOOK...
THE IMAGE IS YOU THROUGH

CREATIVE IMAGE MCBF-3
for the corporate image 

1709 N. Market, Dallas, Tx. 75202

Title . . . .

State

#  of Women Zip
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Now, at a Special LOW Price . . .
This 3-Volume Marketing Library

All Three Manuals O N LY $25.95

1. How to Plan, Organize & Conduct Bank Anniver
saries. . . . The complete guide to procedure when 
holding a formal opening, an open house, any 
kind of bank celebration; 166 pages, many illus
trations; 12 chapters starting with “First Things 
First,” ranging through “Add a Little Pizazz and 
Oom-pah,” concluding with “Expect the Unexpect
ed”; eight appendices containing actual plans, 
budgets, programs used by banks in actual cele
brations; a completely factual, step-by-step how- 
to-do-it book now in its second printing.
Regular Price: $16.00

2. How to Write Bank Publicity and Get It Pub
lished. . . . The complete guide to procedure in 
writing publicity releases and how to prepare them 
so that newspaper and magazine editors will use 
them; 61 pages; 12 chapters with titles such as 
“Constructing the News Story,” “Placing the News 
Story,” “Handling ‘Sticky’ Situations,” “Dealing 
with News Media”; another completely factual, 
step-by-step how-to-do-it manual.
Regular Price: $5.25

3. How to Plan, Organize and Conduct an Incentive 
Campaign. . . . Mid-Continent Banker’s newest 
how-to-do-it manual; a complete guide to proce
dure in evolving an effective incentive campaign to 
sell bank services and/or increase bank deposits;

MID-CONTINENT BANKER for M arch, 1 9 7 8

96 pages, 16 illustrations; starts by telling you 
premium terms and the history of incentives, roams 
through such topics as trade area studies, tying in 
with current events, getting new business from old 
customers, motivating staff members and conclud
ing with a series of six case histories of actual bank 
promotions that obtained exceptional results. 
Regular Price: $10.95

MONEY BACK GUARANTEE—If not com
pletely satisfied, return within 10 days 
for full refund.

MID-CONTINENT BANKER 
408 Olive St., St. Louis, Mo. 63102

Please send us by return mail:
— copies, Bank Celebration Book @ $16 each 
— copies, Bank Publicity Book @  $5.25 each 
— copies, How to Plan an Incentive Campaign @  $10.95 each 
— SEND ALL THREE BOOKS AT THE LOW PRICE OF $25.95

□  Check enclosed............................
Name ..........................................................  Title ............................
Bank .......................................................................................................
Street .....................................................................................................
City, State, Zip ..................................................................................

(Please send check with order. In Missouri, add 4/2% tax.)
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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 (Ì) Bank Management
(2) Bank Directors
(3) Bank Stockholders

• Capital Adequacy. 4  pages. When does 
a bank have enough capital? Should a 
bank resist supervisory pressure to increase 
capital? Should a committee of board mem
bers keep abreast of capital requirements 
for their bank? These and other questions 
discussed. No. 117, 2 copies for $1.

• Bank Audits and Examinations. This 
study, written in non-technical language, 
is designed to be helpful (1) to an inde
pendent accountant engaged to conduct 
an opinion audit, (2) to an internal bank 
auditor who wishes to make his work more 
effective and ( 3 )  to a bank director who 
wishes to compare procedures followed by 
his bank with the modern methods out
lined. No. 121, $33.

• W hat Every Bank Director Should 
Know About Bank Counsel. A pithy dis
cussion of the advantages and disadvan
tages of a bank maintaining full-time coun
sel, and whether that counsel should be an 
elected director. The counsel-director re
lationship is also covered—a vital relation
ship in these days of complicated legal 
maneuvering. No. 129, 2 copies for $1.

• Management Policies for Commercial 
Banks. 2nd edition by Howard D. Crosse 
and George H. Hempel. Substantially re
vised edition dealing with major policies of 
liability and asset management in banks. 
Includes examples of major policies and 
the relationship of policy makers and the 
issuing of policy. Examines lending prac
tices, personnel, marketing management 
and portfolio management and capital 
structure. No. 131, $17.95.

• Management Succession. 8-page study. 
This has been termed the number one 
problem in banking. Directors have the 
legal duty to staff their banks and this 
publication provides invaluable aids to as
sist directors in this area. Includes a com
prehensive checklist for management de
velopment. No. 133, $1.

• Bank Stock Prices. How the price range 
of a bank’s stock should be determined is 
discussed in this four-page study. The pros 
and cons of high and low stock prices are 
examined so directors can determine where 
to set the price of their bank’s stock. No. 
134, 2 copies for $1.

• W hat Every Bank Director Should 
Know About Public Relations. A veteran 
journalist and PR man describes what PR 
is and how a message can be relayed to 
the public: how the good works of your 
bank can be publicized. Includes an ex
ample of a deposit-building program that 
worked; also describes how the bank’s 
personnel were “sold” on the program, 
thus insuring its effectiveness. No. 135, 2 
copies for $1.

• W hat Every Director Should Know 
About Personnel Management. One im
portant aspect: evaluation of employment 
policy . . . the director should understand 
this. Also, each bank should have a re
cruitment policy and a general policy with 
respect to the role of fringe benefits. No. 
139, 2 copies for $1.

• W OMEN: The “Forgotten” Directors. 
20-page booklet. Would be most helpful to 
banks contemplating the election of a 
woman or women to the board. A national 
survey shows how women view their rela
tionships to other directors of their banks, 
what they feel are their relationships to 
men and women staff members of the in
stitution, frustrations and delights encoun
tered in board service and what they see 
as today’s major banking problems. No. 
145, $2.00 per copy.

• A Trust Guide for the Bank Director. 
40 pages. Since introduction of the Keogh 
Act (H .R . 1 0 ), many small firms and self- 
employed individuals have established pen
sion trusts. Thus the number of banks add
ing trust functions has increased substan
tially. Directors of banks with new trust 
departments or newly elected directors of 
banks with established trust functions of
ten aren’t fully conversant with direction 
of trust activities. They will find this book 
to be a valuable aid. It delineates trust 
department examinations, policies. Includes 
Comptroller’s Regulation 9, covering fidu
ciary powers of national banks, collective 
investment funds and disclosure of trust 
department assets. No. 146, $5.00 per copy.

• Commercial Problem Loans. A study 
that makes a significant contribution to 
improving lending skills by filling a 
void in the loan department’s litera
ture. The problem loan is identified in 
detail and a program of supervision is 
outlined. The volume includes a 41- 
page chapter on collecting problem 
loans and a case study of a fraud that 
brings all the points discussed into full 
play. Also included are a complete 
sample credit file and a hypothetical 
credit policy statement. Published in 
1974. No. 137, $20.

FIVE NEW STUDIES
• Risk Management for Bank Directors. 
An outline of what bank directors should 
know about risk management in order 
to adequately protect their bank and 
themselves in light of their position of 
fiduciary trust. No. 140, 2  copies for $1.

• Bank Ethics and the Board. A hypo
thetical case study called “The W ater
gate Bank,” which outlines various un
ethical practices engaged in by a “fic
titious” management. Problems are 
presented; questions asked; and poten
tial solutions offered. No. 141, 1 copy 
for $1.
• W hat Every Director Should Know 
About Employee-Stock Ownership Plans 
( ESO Ps). Ever since the Employee Re
tirement Income Security Act (ERISA) 
became law in 1974, a tremendous 
amount of publicity has been given to 
pensions, particularly the use of ESOPS. 
W hat is an ESOP? Is it for your bank? 
This study poses some questions and an
swers. No. 142, 1 copy for $1.

• W hat Every Bank Director Should 
Know About ERISA. The Employee Re
tirement Income Security Act presents 
new challenges to directors who have 
ultimate responsibility for administering 
employee retirement plans for their 
banks and for other firms. Common law 
precedents have been modified by 
ERISA to the extent that the so-called 
“prudent expert” has replaced the “pru
dent man.” This study advises con
cerned directors on the steps they can 
take to minimize their exposure to the 
penalties stipulated by ERISA. No. 143, 
2 copies for $1.
• W hat Every Bank Director Should 
Know About Courting Stockholder 
Business. Stockholders, though recog
nized as important by their firms, are 
seldom used to their full potential by 
banks. W hat is often overlooked is their 
potential as prospective bank customers! 
This study gives pointers that enable 
banks to court their stockholders, result
ing in stockholders bringing all their 
business to their bank, which, in turn, 
improves profits and results in larger 
dividends for stockholders. No. 144, 2 
copies for $1.
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THE BANKERS HANDBOOK
E dited  by William H . Baughn and Charls 
E . W alker

This book is considered to be the most 
complete and definitive reference source 
covering current banking practices. It 
places the money knowledge of 90 of the 
country’s leading bankers at the fingertips

of the banker or bank director in a concise, 
analytical style. In it are the answers to  
most questions anyone would ask about 
banking. Easy to use . . . contains 11 ma
jor sections . . .  in 87 chapters. Over 1200 
pages! Every bank, every bank boardroom 
needs this reference book.

Check Box No. 120 , $ 3 5 .0 0  per copy

OTHER MANAGEMENT-DIRECTOR MANUALS
• 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, 
$3.00 per copy.

• Bank Shareholders’ Meeting Manual. 60  
pages, 8/2 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, $8.00 each.

• A Policy Manual for the Bank Board. 
24-pages, reviews typical organizational 
chart, duties and responsibilities of man
aging officers and various standing com
mittees, loan, investment and collection 
policies, and an outline of a suggested in
vestment policy. No. 103, $3.00 per copy.

• Annual Review for Officer Promotions. 
4-page study contains 12 point-by-point 
appraisals of officer performance and 
potentials. No. 104, 2 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, 2 
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, $14.00 per copy.

• 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, 2 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, 2 copies for $1.

• Planning The Board Meeting (Revised 
edition). This 64-page booklet provides 
some workable agendas, suggestions for 
advance planning and also lists type of re

ports a board should receive monthly and 
periodically. It emphasizes the need for in
forming the board as quickly  and concisely  
as possible.' An excellent supplement to 
plans your bank already has. No. I l l ,  
$4.75 per copy.

• Policy Statement for Equal Employ
ment Opportunity. 4-page study contains 
suggested Equal Opportunity Program 
aimed at preserving a bank’s eligibility to 
serve as federal depository. No. 112, 2 
copies for $ 1 .

• 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, 2 
copies for $1 .

• A Code of Ethics. 4  pages. Sample 
policy statements by two banks, covering 
personal conduct of officers, inside and 
outside the bank. Example: sets criteria 
for conflict of interest, political activity, 
outside interests, trading in bank stock, 
gifts and entertainment that can be ac
cepted by officers. No. 116, 2 copies $1.

SEE OPPOSITE PAGE F OR OTHER TOPICS

j Please Send These Management Aids:
101 . . .  copies $ . . . . 129 . . . .  copies $
102 . . . . copies $ . . . . 131 . . . .  copies $
103 .. . . copies $ . . . . 133 . . . .  copies $

134 . . . .  copies $
104 . . . . copies $ . . . . 135 . . . .  copies $
105 . . . .  copies $ . . . . 137 . . . .  copies $
107 .. . . copies $ . . . . 139 . . . .  copies $

140 . . . .  copies $109 . . . . copies $ . .. . 141 . . . .  copies $
NO .. . . copies $ . . . . 142 . . . .  copies $
I l l  . . . . copies $ . . . . 143 . . . .  copies $
112 . . . . copies $ . . . . 144 . . . .  copies $
114 .. . . copies $ . . . . 145 . . . .  copies $
116. . . .  copies $ . . . . 146 . . . .  copies $

Total $117 .. . .  copies $ . . . . ( In Missouri add
120 . . . copies $ . . . . 4.6% Tax) $
121 . . . copies $ . . . . TOTAL $

Send Completed Coupon W ITH C H E C K  
to: Commerce Publishing Co., 408 Olive 
St., St. Louis, Mo. 63102, publishers of 
The BANK BOARD Letter.

Enclose check payable to 
The BANK BOARD Letter
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NEWS
From the Mid-Continent Area

Alabama
First Alabama, Notasulga,

Takes Over Failed Bank
First Alabama Bank, Notasulga, has 

been authorized to assume the deposits 
of First Bank of Macon County, Nota
sulga, which was closed by the Alabama 
superintendent of banks in late Jan
uary.

First Alabama, an affiliate of First 
Alabama Bancshares, HC headquar
tered in Birmingham, opened Febru
ary 1 with initial capitalization of 
$500,000. First Alabama was the high
est of three bidders and paid a pur
chase premium of $305,105.

Frank A. Plummer, chairman and 
CEO of the HC, said, “We are espe
cially pleased that First Alabama 
Bancshares will now have the oppor
tunity, through our new affiliate, to 
serve this thriving market, which has 
been an impressive growth area of our 
state.”

■ BANK OF HUNTSVILLE has pro
moted Conrad Hamilton to senior vice 
president, Kenneth W. Guthrie to as
sistant vice president and branch co
ordinator, M. Tom Roden to assistant 
vice president and Betty C. Carter and 
Roger Bevan to assistant cashiers.

■ MARY GEORGE JORDAN WAITE, 
president, Farmers & Merchants Bank, 
Centre, has been named chairman of 
the cancer crusade committee of the 
Alabama division of the American Can
cer Society. J. W. Hampton, senior vice 
president, has been named to the exec
utive board of the Choccolocco Council 
of the Boy Scouts of America. Named 
advisory directors of the board were 
Nell Kilgore, assistant to the president, 
and Jane Poovey, senior vice president.

■ JAMES W. HOLLAND has been 
elected president, First Alabama Bank 
of Baldwin County, Bay Minette. He 
succeeds W. Marvin Kelly, who re
signed recently. Mr. Holland was for
merly a vice president at First Alabama

Left this man help 
your bank profit.

A loft of bankers do.
Call John Holleman (205/832-8370)

Senior Vice President & Investment Officer 
of First Alabama Bank of Montgomery, N. A.

R rst A lab am a Bank
#  of Montgomery n.a

Bank, Montgomery.

■ BANK OF EAST ALABAMA, Ope
lika, has elected Walter A. Parrent 
president and CEO. S. Frank Whatley 
was promoted to executive vice presi
dent. Both men were formerly senior 
vice presidents.

■ GIL STEINDORF has been pro
moted to vice president-credit adminis
tration at MetroBank, Birmingham. He 
was formerly an assistant vice presi
dent and joined the bank about two 
years ago.

Arkansas
■ JO E A. WOODSON has been elect
ed president and director, Farmers Na
tional, Clarksville. James C. East and 
J. A. McEntire III were elected chair
man and vice chairman, respectively. 
They represent a group of investors 
who recently purchased controlling in
terest in the bank and succeed Sterlin 
Hurley, Robert Hurley and Noble 
Capps as senior officers.

■ FIR ST STATE, Springdale, has 
elected Dick Calhoun, Dwain Newman 
and Gerald Harp to its board. Mr. Cal
houn is executive vice president of the 
bank, Mr. Newman is in lumber and 
Mr. Harp is a food retailer.

Illinois
■ ROBERT G. DeROUSSE has been 
elected chairman, First National, Col
linsville. He was formerly with Nation
al Stock Yards National, National City, 
1 1 1 .

■ RICHARD C. ALT III has been 
named a consultant services manager 
for Bank Building Corp., St. Louis. He 
represents the company in southern 
Illinois as part of BBC’s central divi
sion.

DeROUSSE ALT
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■ ROBERT F. MOORE has been 
named executive vice president, 
Wheeling Trust & Savings. He joined 
the bank in 1969 and has recently been 
in charge of the trust department.

■ ELM HURST NATIONAL has pro
moted Burton H. Brodt to vice presi
dent-comptroller, Stephen F. French 
Jr., to vice president, Jack A. Jacoby 
to assistant vice president and Delbert 
R. Washburn to real estate loan officer.

Indiana

■ AMERICAN NATIONAL, South 
Bend, has appointed Winifred J. Wulf 
vice president and training officer and 
promoted Rita A. Malia and Judith 
Ann Rawls managing officers. Mrs. 
Wulf has been with the bank 36 years 
and has been a vice president since 
1975.

■ PURDUE NATIONAL, Lafayette, 
has promoted Richard R. Stanfield to 
senior vice president, administration, 
and Thomas C. Clark to vice president 
and director of marketing.

■ MRS. MARY HULMAN has been 
elected to the board of Terre Haute 
First National, succeeding her late hus
band, Anton Hulman Jr.

■ CLARK COUNTY STATE, Jeffer
sonville, has promoted David C. Esarey 
to senior vice president and Donald G. 
Bennett and Gary L. Johnson to vice 
presidents. Elected assistant cashier 
was Richard W. Agan.

■ UNION NATIONAL, Manhattan, 
has promoted Thomas R. Lee to ex
ecutive vice president and named Miss 
Lisa Dillon mortgage real estate loan 
officer and Mrs. Jacqueline C. Willard 
assistant data processing officer. Terry 
Ray and Bonnie Nespor were elected 
to the board. Mrs. Nespor is vice presi
dent for real estate lending.

■ D. GARY HUNTER has been elect
ed a director of Edwardsville State. He 
is an attorney with a Kansas City law 
firm.

■ J. W ELSEY ST. CLAIR has been 
elected chairman of Southgate Bank, 
Prairie Village. He remains as presi
dent and CEO. He succeeds John N. 
St. Clair, the bank’s founder, who has 
retired and been named chairman 
emeritus.

■ FIR ST NATIONAL, Wellington, 
has elected John W. Trout Jr. senior 
vice president, Dan Mortimer vice 
president and agricultural representa
tive and Robert A. Leftwich assistant 
vice president and cashier. John C. 
Koch, assistant vice president, resigned 
to join St. John National as vice presi
dent and cashier. Mr. Trout was for
merly with Haysville State.

Kentucky

■ CITY NATIONAL, Fulton, will 
construct a two-story, 15,000-square- 
foot building at the comer of Lake and 
Commercial streets, the site of its pres
ent building. During the one-year con
struction period, the bank will be locat
ed at 314 Lake Street. The bank’s Main 
Office drive-up facility will be closed 
until the new building is completed. 
Designer of the new structure is Bank 
Building Corp., St. Louis.

■ JOHN V. BOARDMAN JR. has 
been named a representative for the 
correspondent banking department at 
First Security National, Lexington. He 
has completed a year in management 
training at the bank and is earning an 
MA in business administration.

■ CITIZENS BANK, Morehead, has 
named Glenn W. Lane honorary chair
man, made Alpha M. Hutchinson presi
dent and chairman and elected Robert 
D. Neff assistant to the president. Mr. 
Neff was at one time associated with 
First National, Cincinnati.

Louisiana
■ GUARANTY BANK, Alexandria, 
has reported a 38% increase in net 
earnings for 1977 over 1976. Consoli
dated income before securities transac
tions totaled $1.2 million, or $1.84 per 
share, for 1977, compared to $874,000, 
or $1.32 per share, for 1976.

■ AMERICAN BANK OF COM
MERCE, Lake Charles, has named 
Eugene B. Reddell assistant cashier 
and security officer. Mrs. Flora Bussell 
and Mrs. Virginia Richard were named 
branch managers.

Livingston State Remodels

Livingston State, Denham Springs, recently com
pleted a remodeling project under the direc
tion of Bank Building Corp., St. Louis. The 
26,000-square-foot facility is decorated in a 
contemporary style with earth tone colors and 
oiled walnut furniture. The floor is covered in 
a combination of plush-pile carpeting and 
unglazed brown tile. Custom-made mirrors ac
cented by silk-screened super-graphics decorate 
the area behind the tellers fixture.

Mississippi

■ DELTA NATIONAL, Yazoo City, 
has elected Mrs. Wanda Elderton to 
director of business development and 
marketing and promoted Mrs. Susan 
F. McBride to assistant director of 
business development and marketing. 
Mrs. Elderton was formerly with Na
tional Bank of Commerce, Pine Bluff, 
and Exchange Bank, E l Dorado, both 
in Arkansas.

■ FIR ST  NATIONAL, Clarksdale, 
has begun construction of an addition 
to and remodeling of its quarters. The 
addition will provide 7,000 more 
square feet of space to the building, 
which is of yellow face brick with a 
large horizontal dark bronze metal 
fascia. The interior is decorated con
temporarily, with buff yellow brick 
walls, earth tone upholstery and brown

We make portfolio management easier fo r you!
COMMERCIAL
NATIONAL Max Dickerson

BANK
6th and Minnesota Ave. • Kansas City, Kansas 66101 «Member F.D.I.C.
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carpeting. The tellers fixture is high
lighted by a louvered ceiling containing 
silver reflective light fixtures. Bank 
Building Corp., St. Louis, is the con
struction manager for the project and 
Jake Jones, a BBC associate, is the 
architect.

■ COAHOMA BANK, Clarksdale, has 
promoted Bert L. Field to assistant 
vice president and Stanley Campany 
to assistant vice president and man
ager, Jonestown Branch. In addition, 
Bryant M. Moore was elected to the 
associate board and to the executive 
committee. He is senior vice president 
of the bank, where he has charge of 
new business development and also is 
a loan officer. Mr. Field, with the bank 
since 1949, formerly was loan opera
tions officer. Mr. Campany went to the 
bank in 1971.

■ BROOKHAVEN BANK has named 
Harold Clopton a vice president in the 
installment loan department, Rebecca 
N. Vaughn a vice president in the mar
keting department and Mike Smith an 
assistant vice president in data process
ing.

Missouri

■ EARL N. HALDEMAN III, assist
ant vice president, First National, St. 
Louis, has accepted an appointment to 
serve on the faculty of the Illinois 
Bankers Association Ag Lending School. 
The one-week school will be conducted 
in June, 1978, at Illinois State Univer
sity, Normal. Mr. Haldeman is a mem
ber of his bank’s ag finance staff and 
will serve as a discussion leader at the 
school in the area of agribusiness.

■ LAUREL BANK, Raytown, has pro
moted Randy A. Sears to vice president 
and cashier, James W. Thines and 
Kevin B. Monger to vice presidents and 
Lois Keller to assistant vice president.

■ ELROY R. DREW ES has been 
elected president and trust officer at 
Bremen Bank, St. Louis. He succeeds 
William H. Goedeke, who has retired 
after almost 60 years in banking.

Manchester Bank West County 
Receives State Deposit

Manchester Bank West County has 
received a $100,000 deposit in state 
funds under the provision of the Mis
souri Model for the Investment of State 
Funds, administered by State Treasurer 
James I. Spainhower.

Mr. Spainhower explained that the 
one-year deposit was made as part of 
the New Bank Program, one of five de
posit plans provided by the Missouri

Participating at deposit of state funds at Man
chester Bank West County are (foreground, 
from I.) Clyde John, pres., Manchester Bank 
West County; Mo. Treas. James Spainhower; 
George Pfister, pres., Manchester Bank of St. 
Louis, and Richard Reilly, pres., National Bank, 
Affton. All three banks are affiliates of Man
chester Financial Corp. In background are 
William C. Imming (I.), s.v.p., and George T. 
Guernsey III, e.v.p., both with Manchester Bank 
of St. Louis.

Model for the Investment of Inactive 
State Funds. Under the New Bank Pro
gram, new banks granted charters by 
either the Missouri commissioner of fi
nance or the federal government may 
apply for state deposits.

He noted that the purpose of the 
program is to help provide new banks 
with initial operating capital as well as 
benefiting the local economy and earn
ing interest for state government.

H ST. LOUIS’ Dyna Group Financial 
centers, a group of four area banks, has 
changed its name to Metro banks, re
flecting its “strong commitment to 
growth . . . for the St. Louis metro
politan area.” Previously known as 
Hampton Bank, Clayton Bank, Bank

The
ffletro

3anks

of Crestwood and Bank of Ellisville, 
the institutions now are known as 
Hampton Metro Bank, Clayton Metro 
Bank, Crestwood Metro Bank and 
Ellisville Metro Bank.

■ BOLLINGER COUNTY BANK, 
Lutesville, has promoted Shirley A. 
Call from assistant cashier to cashier 
and Rick W. Stroder from installment 
loan department supervisor to assistant

cashier. Mrs. Call has been with the 
bank 10 years. Mr. Stroder joined the 
bank last May following graduation 
from Southeast Missouri State Univer
sity with a business-administration de
gree.

■ BOATMEN’S BANK OF TANEY 
COUNTY, Forsyth, has named John 
W. Calhoun president, Wanda Camp
bell and Bill Mahnkey assistant vice 
presidents and loan officers and Connie 
Aversman assistant cashier. Mr. Cal
houn was formerly a vice president at 
First National, Omaha, Neb.

■ JOHN H. POELKER, former St. 
Louis mayor, has been elected to the 
board of American National, St. Louis. 
James J. Aheam and Carol Bolasina 
were promoted to vice presidents, 
Philip D. Key was named vice presi
dent and auditor and Paul W. Siebels 
was promoted to assistant vice presi
dent.

POELKER BOSCHERT

m THOMAS BOSCHERT has been 
named executive vice president at First 
National, St. Charles. He joined the 
bank in 1956.

■ R. L. HERT has retired as presi
dent, Moniteau National, California, 
but retains his title. Robert K. Marshall 
has been elected vice president to suc
ceed A. L. Scheidt, who died Janu
ary 2. Duane Barbour, earthmoving 
contractor, was elected to fill Mr. 
Scheldt’s board seat. David A. Garnett 
has been promoted to assistant cashier.

■ HARRY C. HARTKOPF, 84, hon
orary chairman, Cass Bank, St. Louis, 
has retired, following 42 years’ service. 
He joined the bank in 1936 as vice 
president and served as president from 
1938 to 1965, when he assumed the 
title of chairman. He retired as an ac
tive officer in 1974. He is a former 
president, Union Bank, East St. Louis, 
111., and began his banking career in 
1912 with the old Central National, St. 
Louis.

B ROBERT H. BUCKNER has been 
elected senior vice president, Country 
Club Bank, Kansas City. He was for
merly a vice president.
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W ith These Three Board-Related Manuals

K Ì R J S K

w A H A g e M

BOARD POLICY ON 
RISK MANAGEMENT

*15.00

THE EFFECTIVE 
BOARD AUDIT

M7.00

BANK BOARD and 
LOAN POLICY

(Third Edition)

*7.50

Edited by Dr. Lewis E. Davids 
Editor, The BANK BOARD Letter.

(1 ) B O A R D  POLICY  ON RISK 
MANAGEMENT. This new 160-page 
manual provides the vital information 
a board needs to formulate a system to 
recognize insurable and uninsurable 
risks and evaluate and provide for 
them. Included are an insurance guide
line and checklists to identify and pro
tect directors against various risks. 
Bonus feature: A model board policy 
of risk management adaptable to the 
unique situations at any bank. Every 
member of your bank's board should 
have a copy!

Q U A N TITY  PRICES
2-5 copies—$13.50 ea.
6-10 copies—12.50 ea.

(2 ) T H E  E F F E C T I V E  B O A R D  
AUDIT. This 184-page manual pro
vides comprehensive information a- 
bout the directors' audit function. It 
outlines board participation, selection 
of an audit committee and the magni
tude of the audit. It provides guide
lines for an audit committee, deals 
with social responsibility and gives in
sights on engaging an outside auditor.
It includes checklists for social respon-

MID-CONTINENT BANKER for M arch,

sibilities audits, audit engagement let
ters and bank audits. No director can 
afford to be without a copy!

Q U A NTITY PRICES 
2-5 copies—$15.00 ea.

6-10 copies—$13.50 ea,

(3) THE BANK BOARD AND LOAN 
POLICY. Just off the press! This re
vised and expanded manual enables 
directors to be a step ahead of bank 
regulators by providing current loan 
and credit policies of numerous well-

managed banks. These policies, adapt
able to any bank situation, can aid 
your bank in establishing broad guide
lines for lending officers. Bonus fea
ture: Loan policy of one of the na
tion s major banks, loaded with ideas 
for your bank! Remember: A written 
loan policy can protect directors from 
lawsuits arising from failure to estab
lish sound lending policies! Order 
enough copies for all your directors!

Q U A NTITY PRICES 
2-5 copies—$7.00 ea. 

6-10 copies—$6.50 ea.

THE BANK BOARD LETTER  
408 Olive St., St. Louis, MO 63102

copies, Board Policy on Risk Management 
copies, The Effective Board Audit 
copies, Bank Board & Loan Policy 
Total enclosed

N am e.................................................................................................................... Title
Bank....................................................................................................................
Street ..........................................................................................
C ity, State, Z ip ............................................................

(Please send check with order. In Missouri, add 4.6% tax.
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■ EXCHANGE BANK, Richmond, 
has promoted Deryl Goettling and 
Steven H. Stigall to assistant vice pres
idents. W. F. Yates Jr. and Bob G. 
Vandiver have been elected to the 
board, succeeding W. F. Yates and 
W. Wallace Greene, both of whom re
main as advisory directors.

■ FIRST BANK OF COMMERCE, 
Columbia, has appointed Jerry Twitty 
vice president and commercial loan of
ficer and made the following promo
tions: Doris Blackwell to assistant to 
the president, Kevan Snell to assistant 
cashier, Mary Jane Nichols to person
nel officer and Mary Lou Ballenger to 
facility manager.

■ MARILYN T. MAZZONI has been 
promoted to banking officer at Mercan
tile Commerce Trust, St. Louis. She 
was formerly an assistant banking of
ficer.

■ RICHARD B. W ELLS has been ap
pointed vice president in charge of op
erations at Empire Bank, Kansas City. 
He joined the bank last October. Peggy 
Hays has retired as vice president/ex
ecutive secretary. She held the post for 
15 years and is one of the bank’s in
corporators.

■ BOATMEN’S UNION NATIONAL, 
Springfield, has named Earl K. Nau ex
ecutive vice president, John M. Carna
han Jr. vice president and senior trust 
officer, Richard L. Brodbeck vice presi
dent and trust officer and Neil Ander
son assistant consumer loan officer. Mr. 
Nau was formerly chairman and presi
dent at Boatmen’s Springfield National.

■ JOHN D. OWENS has been named 
president, Boatmen’s Springfield Na
tional. He was formerly president, 
Boatmen’s Bank of Taney County, 
Forsyth.

New Mexico

■ BARTON D. OGLESBY has been 
elected vice president, Security Na
tional, Roswell. In addition, the follow
ing assistant vice presidents have been 
named: William D. Moffitt, Billie Jo 
Divis, Thomas E. Jennings, Joyce M. 
Mirick and Gordon Reddoch.

■ RICHARD HALE has been named 
executive vice president at Security 
Bank, Ruidoso, while Mike Morris has 
advanced to cashier, Dona Nunnally 
to assistant cashier, “Figgy” Griego to 
banking officer, Linda Clark to loans 
and discount manager and Maxine 
Howell to credit department manager. 
In addition, Ralph Petty Sr. and Elenor 
Flemming have joined Security Bank 
as senior vice president and assistant 
vice president, respectively.

■ FIR ST NATIONAL, Farmington, is 
building a three-story Main Office in 
downtown Farmington. The $2-million

building is expected to be completed 
by year-end. The bank will occupy the 
first and second floors; the third floor 
will be reserved for future expansion.

■ W ESLEY GREEN has resigned as 
president, Citizens State, Raton, going 
to Citizens Bank, Gallup, as president 
and CEO. Replacing him at Citizens 
State is Bob Nicks of Springer, and 
Roy Davidson has been elected chair
man.

Oklahoma

Drive-Up Law Survey
OKLAHOMA CITY— In a poll 

taken by the Independent Bankers 
Assn, of Oklahoma, 76% of the mem
bers said the IBAO should support 
a drive-up-facility law. These re
spondents— 114 banks— said the law 
should:

1. Make no change in the present 
1,000-foot rule.

2. Allow one additional drive-up 
facility within the city limits of the 
incorporated area of the home office, 
this facility to be permitted to con
duct all banking functions except 
making loans.

Twenty-two percent of the survey 
respondents (3 3  banks) opposed the 
change, and 2%— or three banks—  
had different opinions, according to 
IBAO Executive Manager Don J. 
Harr. He added that, as of this writ
ing, the association had not reached 
a decision on what action it will take 
as a result of the poll.

The survey was taken after IBAO 
directors, late in January, voted to 
recommend to the membership that 
the law be changed to permit one 
additional drive-up facility. IBAO 
President William F . Schmidt Jr. 
(pres., Spiro State) pointed out that 
absence of action on the IBAO’s part 
to *draw new structure guidelines of 
a positive nature would result in 
changes that would be alien to the 
IBAO’s basic concept. He added 
that the association’s directors be
lieve that if the IBAO works now 
for positive action on extending the 
drive-up law, it would avoid a long 
drawn-out battle that could result 
if the Comptroller approves state
wide branching by national banks.

■ RAY MILTZ has been promoted to 
senior vice president in charge of the 
correspondent and regional banking di
vision at F&M Bank, Tulsa. Patsy Bar
ton and Tony Adair were elected sec
ond vice presidents, Wes Thompson 
was named vice president and auditor 
and Mrs. Sharon Melhorn was named 
personnel officer.

■ FLOYD W. KENNEDY JR. has 
been elected president, Security Bank, 
Lawton. He was formerly senior vice 
president, cashier and trust officer, and 
remains as a director.

■ UNITED OKLAHOMA BANK, 
Oklahoma City, has promoted Ann Lee 
Suttles and June O’Steen to assistant 
vice presidents. They have been with 
the bank for 25 and 15 years, respec
tively.

■ ROBERT E. HOGUE, senior vice 
president, Liberty National, Oklahoma 
City, has been elected president of the 
Central Oklahoma Clearinghouse Assn, 
for 1978. He has been with Liberty 
National for five years.

■ AMERICAN EXCHANGE BANK, 
Norman, has promoted Bill R. Knapp 
to executive vice president, Mary 
Helen Downing to vice president, Jerry 
Alley to assistant vice president and 
James R. Wills to loan officer.

■ COMMUNITY STATE, Bristow, 
has been purchased by a group of local 
citizens. Arthur M. Foster will remain 
as chairman. H. E. Leonard Jr. has 
been named president and CEO. He 
was formerly with Will Rogers Bank, 
Oklahoma City. William E. Farha Jr. 
was promoted to executive vice presi
dent.

B FIRST NATIONAL, Muskogee, has 
promoted Morris E. Thornley Jr. to 
vice president and trust officer and 
named Eva L. White, Glen Scott and 
Leo R. Morgan assistant vice presi
dents.

Tennessee
fl JOYCE ALBRIGHT has advanced 
from assistant cashier to assistant vice 
president at Bank of Elbridge, while 
Carol Cutler has been named assistant 
cashier.

B UNION PEOPLES BANK, Clinton, 
has advanced Melvin R. Edmondson 
and Glen Parks from vice presidents 
to regional vice presidents, which are 
titles new to the bank. Gary Cooper 
was named branch manager of the 
Clinton Office, Alan Barton has been 
elected assistant loan officer and Janet 
Stooksbury has been promoted to ad
ministrative assistant to the president.
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■ RUTH C. MORRIS, formerly vice 
president and cashier, McKenzie Bank
ing Co., has advanced to president. She 
succeeds J. E. Bell, who retired after 
37 years with the bank. Mrs. Morris 
joined the bank in 1942 as a bookkeep
er and teller, was promoted to assistant 
cashier in 1947 and to vice president 
and cashier in 1961. In other action, 
the bank promoted Robert L. Quesen- 
berry to vice president and cashier and 
Peggy Creasy to vice president.

■ JE F F R E Y  A. GOLDEN has been 
promoted from first vice president to 
executive vice president and director 
of operations, City Bank, McMinnville. 
Mark A. Dowell, who joined the bank 
January 1, was elected assistant vice 
president and compliance officer. Mr. 
Golden has been with City Bank since 
1966. Mr. Dowell has been a national 
bank examiner since 1973. Before that, 
he spent a year with First National, 
Cookeville, now First Tennessee Bank, 
Cookeville.

■ LUBBOCK NATIONAL has named 
four new senior vice presidents: Tom 
Locke in the commercial loan division, 
Bryan Williams III in the correspond
ent banking division, J. B. Potts in the 
agricultural loan division and De- 
Wayne V. Pierce, who was elected sen
ior vice president and controller. James
R. ‘ Chip” Garrison was promoted to 
vice president and auditor and Bernard 
D. McNamara was named vice presi
dent. New assistant vice presidents are 
Russell T. Carter, John F. Elliott, Terry
S. Key, Lynnda Lokey and Johnny 
Lutrick. Miss Lokey is in the corre
spondent banking department.

■ FIR ST NATIONAL, Odessa, has 
promoted Edward C. McNeel to presi
dent, succeeding William A. “Bill” 
Hutcheson, who is now vice chairman. 
Mr. McNeel retains his senior trust of
ficer title. Jean Gray and Forest Evans 
were promoted to vice presidents and 
new assistant vice presidents include 
Frank Deaderick (also trust officer), 
Frank Smith, Joann McIntosh, Thelma 
Stone and James Carter (all also con
sumer lending officers). Peggy Davis

Republic Plans Addition
DALLAS— An eight-fioor addition 

will be built adjacent to Republic 
National’s tower complex. The $8.6- 
million structure will contain 129,- 
000 square feet of floor space and 
will be joined to the first eight floors 
of the bank’s twin towers.

The outside skin of the new struc
ture will be identical to that of the 
existing buildings.

Site of the addition is the Medical 
Arts Building, now being demol
ished. Construction is expected to 
begin before the end of the year.

was named assistant cashier and Bill 
McCarver was named loan review of
ficer and manager, credit department.

■ FIRST CITY NATIONAL, El Paso, 
has elected Lawrence A. Hornsten sen
ior vice president in the commercial 
lending division and promoted Mrs. 
Cecilia M. Lang to assistant vice presi
dent in the marketing division. Ray
mond A. Bennett was elected to the 
board. He is district manager of 
Southern Union Gas Co.

■ FIR ST NATIONAL, Brownwood, 
has elected Tracy Dobbs and Ann 
Tucker assistant cashiers. Kenneth L. 
Boyd and Richard Wall were elected 
directors. Mr. Boyd is a rancher; Mr. 
Wall is vice president, TW T Moulding 
Co.

For Sale
24 x  40  Morgan-built Mobile Bank 
Building. Completely equipped, avail
able about April 1. 918-622-7042. P.O. 
Box 35829, Tulsa, Okla. 74135.

LET US SELL YOUR BANK
Specialists in valuing & selling banks since 
1959. Former bank examiner and banker. Ray 
E. Reents, 2730 S. MacArthur, Springfield. 111.

BANK
MARKETING
EXECUTIVE

AVAILABLE: More than 15 yrs. 
consumer & corporate marketing 
experience in financial field. Prior 
ad agency background. Active all 
phases bank-service p l a n n i n g :  
charge cards, ATM’s, debit card. 
NOW accounts, stall training & 
cross selling, direct deposit, package 
banking. IRA, etc. Write Box 87-M, 
c/o MID-CONTINENT BANKER. 
408 Olive, St. Louis, MO 63102.
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SENIOR LENDING OFFICER
Wanted—manager for commercial loan de
partment in $60 million total asset bank. 
Northcentral Oklahoma. Salary open. Good 
fringes. Reply Box 86-M, c/o MID-CONTI
NENT BANKER, 408 Olive, St. Louis, MO 
63102.

TR Y  US
FO R YO U R N EXT  

EN VELO PE  
REQUIREMENT*

MISSOURI ENVELOPE CO.
10655 GATEWAY BLVD.
ST. LOUIS, MO. 63132 
Phone 314/994-1300

*Aik for our now Pla.tic Site.® Template—
Free with your first inquiry.
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Apparel Likened to Raise in Pay 
As More Banks Pick Up Tab

FEW BANKS using career apparel 
still require employees to pay for 

the outfits; therefore, the apparel is 
often likened to a raise in pay. Not only 
that, employees receiving apparel gratis 
from their employers consider the out
fits to represent a major savings in work- 
related expenses.

Time was when most banks charged 
employees for at least a portion of the 
cost of their outfits. But more banks are 
considering apparel to be a valuable 
fringe benefit—one that pays off for the 
bank as well as the employee.

“To us, the principal advantages of 
having our employees in outfits are:

Employees can stretch 
clothing budgets when banks 
provide career apparel. It's 
like a pay raise, they say.

Customers can identify our employees 
readily, the financial status of the em
ployee is equalized and her taste in 
clothing is controlled without having 
to set up and enforce a dress code,” 
says Mrs. Billie Jo Davis, assistant vice 
president and career apparel coordi
nator at Security National, Roswell, 
N. M.

And employees like the fact that, 
since their on-the-job wardrobes are 
furnished by the bank, their clothing 
budgets are usable for outfits worn out
side the bank. Also, Mrs. Davis says, 
they don’t have to be concerned about 
whether their outfits are proper for a 
bank atmosphere.

Mrs. Lucy M. Comeaux, assistant 
wice president and career apparel co
ordinator at Guaranty Bank, Lafayette, 
La., says that a great percentage of the 
bank’s outfitted employees feel they 
could not afford the quality of apparel 
the bank supplies if they had to buy it 
on their own. They also feel that, with 
outfits supplied by the bank, no one is 
better dressed than they are.

Security National has been outfitting 
employees since 1970 and Mrs. Davis 
says the experience has been “very 
satisfactory.”

Security National’s outfits are sup
plied by Creative Image, Dallas, and 
consist of 13 pieces, made up of four

By JIM FABIAN 
Associate Editor

jackets, three pairs of slacks, two skirts 
and four blouses.

“By changing the combination and 
using our own white blouses, we can 
create many different looks,” Mrs. Davis 
says. Colors of the outfits include 
brown, blue, yellow, rust and copper.

Testifying to the durability of ap
parel from a supplier specializing in 
garments for business use, Mrs. Davis 
says some of the former apparel used 
by the bank lasted five years! The 
usual wearing period is closer to two 
years, according to suppliers.

Security National made a clean sweep 
of its old outfits about six months ago 
when it adopted its new apparel. Sixty- 
five women were outfitted and all fol
low a predetermined outfitting schedule 
so all employees will be wearing the 
same combination on a given day. This 
is done to preserve their identity as em
ployees, Mrs. Davis says. If employees 
mixed and matched garments as they 
pleased, she said, the effectiveness of

Employees of Arlington (Tex.) Bank model new 
career apparel by Creative Image that went 
into service last month. Twelve-piece ensembles 
include blazer jackets, vests, skirts and blouses, 
all featuring grey and blue hues. Accessories 
include four scarves—two striped and two 
solid. Bank provides apparel at no charge to 
120 employees and has been using career 
apparel since 1963.

the outfits would be lost.
However, employees are given op

portunities to express their individual 
tastes twice a month—on paydays— 
when they can wear their personal 
clothing to work.

When an employee leaves the bank’s 
employ, she must turn in her bank-sup
plied apparel. When new customer-con
tact employees are hired, they are out
fitted immediately if the bank’s stock of 
clothing is adequate; otherwise, the 
new employee must pass a probation 
period, after which time she is issued 
new garments.

Career apparel relieves 
management of task of main
taining dress regu lations; 
eliminates wearing of mod 
outfits.

The bank maintains a committee of 
seven who select garments. The choices 
are approved by the bank’s president.

Guaranty Bank provides nine-piece 
outfits for employees. Included are a 
blazer, a vest, pants and a skirt, all in 
brown, and a similar set of garments in 
a brown and tan plaid.

The bank initiated the brown outfits 
last October and added the plaid gar
ments February 1. On June 1, summer 
outfits in yellow and white will be 
worn.

About 165 employees are outfitted 
and new employees don’t receive out
fits until they’ve been on the job 90 
days and have been evaluated by the 
bank’s personnel officer as to job per
formance.

A clothing schedule is prepared 
monthly and everyone wears the same 
combination on a given day with the 
exception of Friday, Mrs. Comeaux 
says. On that day, they can wear any 
combination. The schedule was devel
oped at employee request, Mrs. Co
meaux adds.

A committee of five makes selections 
of new garments and additional items 
are added or replaced every other sea
son.

Guaranty Bank’s apparel also was 
supplied by Creative Image. * *
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to keep your agri- customers
g ro w in g .

As the demand for agricultural 
credit grows, you can depend on 
First National Bank in St. Louis to 
help your agri-customers grow, too.

Our experience in agricultural 
financing has given us the ability 
to respond quickly to your indi
vidual needs. For instance, we 
assisted in a timely solution for 
the growing needs of the Greene 
County National Bank in 
Carrollton, Carrollton, Illinois.

Loans as big as all 
outdoors.

Whenever your lending 
capacity is exceeded by 
your loan demand, we can 
meet your overline or 
liquidity needs. With 
First National’s capacity 
behind it, Mt. Pleasant 
Bank and Trust in Mt.
Pleasant, Iowa, financed 
operating needs for two 
grain elevators.

In addition, you can o
offer present and prospective v
customers larger loans for livestock, crop 
production, inventory financing, machinery 
and equipment.

Experienced 
problem-solvers.
Today agriculture is more com- 

! plex than ever. Inflation, changing 
interest rates, and uncertain farm 
commodity prices can make your job 

more complex as well. Farmers 
and Merchants Bank of Highland, 
Illinois, found one solution and 
gained liquidity by selling 
participations to us. Because of 
our capacity, capabilities and 
expertise, many banks turn to 
First National Bank in St. Louis 

for agricultural financing... 
and a complete range of 
other correspondent 
banking services including 
investments, overline 
lending, data processing 
systems, advanced check
clearing systems, personal 
attention and consultation.

If you would like 
additional information 
about our agricultural 
financing specifically, just 

call Neil Bergenthal at (314) 342-6695. 
And send for our brochure “The Changed Nature 
of Agricultural Financing’.’

We’d like to keep your agri-customers growing.

First National Bank in St. Lou is
A First Union Bank
510 Locust St., St. Louis, MO 63101
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