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The Resource That Can 
Broaden Your Banking Horizons -  

Liberty Professionals.

Original pen and ink by 
Oklahoma City artist,
J . Michael, commissioned 
by Liberty for the series, 
“Art in Business.”

Last year, a customer of one of our correspondent 
banks had an opportunity to make a $14 million 
equipment sale to the Peoples’ Republic of China. 
This was a big step up the ladder of expansion into 
foreign markets for the customer, but the problem 
was obtaining the necessary working capital.

Together with our correspondent, we arranged 
additional inventory and accounts receivables 
financing. As a result, 
the sale has been

successfully concluded. The customer’s 270 
employees and their community have benefited, 
as well as the economy of Oklahoma.

We welcome opportunities to attempt to solve 
correspondent bank problems like this. We believe 
that problem-solving is the mark of the true profes
sional. Why not let us give your bank the benefit 

of Liberty’s billion (plus) resources and the 
resource no other bank can give you — 
Liberty Professionals.

i  LIBERTY

A- Kje K&leL
James L. Kienholz 
Senior Vice-President
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LeFebure builds value, security and reliability 
into its handsome Series 5000 vault door.

Here is classic beauty  to com plem ent v irtually  any 
decor, plus the vault protection your customers expect 
. . .  and at an affordable price.

This polished, stainless-steel-clad door is accented 
by a black and stainless handle w hich activates a full 
length locking bar. Suspended on linear bearings, the 
locking bar moves easily, perm itting the door to swing 
at a touch.

Dual spyproof com bination locks are accented with 
black inserts. The 120-hour time lock and anti-lock-in 
m echanism  are concealed beneath a full-length hinged 
cover. W hen this cover is closed it provides a sm ooth,

The door has exclusive Monolithiguard® torch and 
drill protection over the locking m echanism , and torch 
attack-resistant m aterial over the entire surface. It is 
U/L listed  and m eets all sp ecificatio ns of the Bank 
P ro tectio n  Act and the Insu ran ce Serv ice  O ffice  
requirem ents.

You can choose from four different architraves. Ask 
your LeFebure Sales Engineer to tell you more.

LeFEBURE
Division of Walter Kidde & Company, Inc.
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Convention Calendar
April 26-27: ABA Community Bank Senior Manage

ment Planning Workshop, Chicago, Hyatt Regency 
O’Hare.

April 27-29: Texas Bankers Association 96th annual 
convention, Houston.

April 27-30: ABA National Marketing Conference, 
Miami Beach, Americana Bal Harbour.

April 27-30: Conference of State Bank Supervisors An
nual Convention, Las Vegas, MGM Grand Hotel.

April 27-May 3: ABA Executive Program on Retail 
Banking, Houston, Houstonian Inn.

May 4-6: ABA International Personnel Workshop, 
Chicago, Continental Plaza.

May 4-7: Bank Administration Institute 1980 Confer
ence on Banking Issues, New Orleans, Hyatt Re
gency.

May 4-9: ABA National Commercial Lending Graduate 
School, Norman, Okla., University of Oklahoma.

May 6-7: ABA Compensation Workshop, Chicago, 
Continental Plaza.

May 10-13: Arkansas Bankers Association Annual Con
vention, Hot Springs, Arlington Hotel.

May 11-16: ABA National Personnel School, Boulder, 
Colo., University of Colorado.

May 11-16: ABA Community Bank CEO Program, 
Houston, Houstonian Inn.

May 12-14: Bank Administration Institute Bank Tax 
Conference, Nashville, Hyatt Regency.

May 14-16: Alabama Bankers Association Annual Con
vention, Mobile, Municipal Auditorium.

May 14-16: Kansas Bankers Association Annual Con
vention, Overland Park, Glenwood Manor.

May 15-18: Independent Bankers Association of 
America Seminar/Workshop on Bank Ownership, 
Clearwater Beach, Fla., Hilton Inn.

May 17-21: Mississippi Bankers Association Annual 
Convention, Biloxi, Biloxi Hilton Hotel.

May 18-21: ABA National Operations/Automation 
Conference, New York City, Hilton and Americana 
hotels.

May 18-21: Tennessee Bankers Association Annual 
Convention, Gàtlinburg, Sheraton Hotel.

May 19-21: Oklahoma Bankers Association Annual 
Convention, Oklahoma City, Sheraton Century 
Center Hotel.

May 22-24: Missouri Bankers Association Annual Con
vention, St. Louis, Stouffer’s Riverfront Inn.

May 22-25: Assembly for Bank Directors, Bermuda, 
Southampton Princess.

May 24-29: National AIB Leaders Conference, New 
Orleans, Hyatt Regency New Orleans.

May 25-30: Bank Marketing Association Essentials of 
Bank Marketing Course, Boulder, Colo., University 
of Colorado.

May 25-June 6: Bank Marketing Association School of 
Bank Marketing, Boulder, Colo., University of Col
orado.

May 25-30: Bank Marketing Association School ofTrust 
Sales and Marketing, Boulder, Colo., University of 
Colorado.

May 31-June 6: ABA National and Graduate Schools of 
Bank Investments, Urbana/Champaign, 111., Univer
sity of Illinois.

June 5-7: Illinois Bankers Association Annual Conven
tion, St. Louis, Stouffer’s Riverfront Inn.

June 5-7: New Mexico Bankers Association Annual 
Convention, Albuquerque, Hilton Inn.

Jim Fabian Returns
ST. LOUIS —  If you look at the 

M id-Continent Banker masthead 
on this page this month, you will see 
a familiar name —  Jim Fabian.

Mr. Fabian is back on the 
magazine’s editorial staff as associate 
editor after a 15-month absence. He 
spent that time in Santa Barbara, 
Calif., but was prevailed on to leave 
that sunny climate and take up the 
post on MCB he filled so efficiently 
from 1967 to November, 1978.
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Does your correspondent bank 
have what it takes to be tops 

in the central Midwest?

We do—
and you’re looking at them.

If one of these people isn’t calling on 
you now, they should be.
These are the Mercantile Bankers. 
They’re making life easier for offi
cials in several hundred banks in a 10- 
state region in and around Missouri. 
But even aggressive representatives 
aren’t enough to make Mercantile 
Number 26. It takes services, too. 
Lots and lots of them. The kind of 
services you’d expect from New 
York and Chicago. Mercantile makes 
them available right here in the heart 
of America.
Bond and Investment Services.
With a staff tuned into domestic and 
international money markets. A ser
vice office on Wall Street. And com
prehensive safekeeping services.

Central Group, Banking Dept. 
Mercantile Trust Company N.A. 
St. Louis, Mo. (314) 425-2404

Check Clearing Service. Active in 
two Fed Districts (Mercantile Trust 
Company in the 8th, Mercantile Bank 
& Trust in the 10th). 200 direct send 
points and couriers throughout the 
country. We also help with float and 
cash letter analysis.
Loans of All Types. Overline. 
Direct corporate. Bank stock. Per
sonal. Mercantile has more loan 
capacity than any other bank in 
St. Louis or Kansas City.
Data Processing. Regional conven
ience with centers in Kansas City, 
Macon, Springfield and St. Louis. 
Overnight turn-around in most cases.
Trust Services. 300 professionals in 
our Trust Department manage $2.25 
billion in personal, corporate, tax, 
pension and profit-sharing trusts.
International Banking Services.
In this fast growing area, we handle 
exchange rates, currency and

travelers’ checks for individuals. 
Import-export market investiga
tions and letters of credit for corpor
ations. Mercantile maintains the only 
bank brokerage operation in the 
interior U.S.
Your Mercantile Banker. No matter 
which account officers you work 
with, they’ll be tops in the business. 
With names like John McClure, Dan 
Jasper and Tom Fitzgerald in 
St. Louis.
These are men willing to get in
volved— to the point of helping you 
solve internal marketing and opera
tions p rob lem s. I s n ’ t there 
something they can do for you?
For more information, get in touch 
with a Mercantile Banker today.

We’re with you.

M =Rcnrmi=BRI~K
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The Banking Scene

By Dr. LEWIS E. DAVIDS
Illinois Bankers Professor of Bank Management 
Southern Illinois University, Carbondale

Savers Attracted by Money-Market Funds

HAVE YOU noticed a substantial 
increase in money-market-fund 

advertising? Many bankers, especially 
those in cities of more than 50,000 
population, have for some time. Even 
bankers in small towns with a national 
or regional stockbrokerage firm have 
noticed more customers withdrawing 
savings and time deposits.

Part of the increase results from the 
Securities & Exchange Commission’s 
change in attitude toward fund adver
tising.

Money-market-fund spon
sors are becoming more ag
gressive than they were in ad
vertising, causing customers to 
move their savings.

Previously, m oney-market-fund 
sponsors were restricted to what is 
known as “tombstone” advertising — 
that is, an announcement per se. 
Today, however, sponsors may use a 
more vigorous advertising stance in all 
media. Naturally, money-market-fund 
sponsors are taking advantage of the 
new advertising possibilities.

Money-market-fund sponsors are 
becoming more aggressive than they 
were. In fact, it is not unusual for a 
brokerage firm to contact more affluent 
individuals in a community to suggest 
that they participate in money-market 
funds, if they aren’t already doing so. 
Probably, some bucket shop operators 
are in this field. However, many repu
table brokerage firms are taking a more 
aggressive stance in contacting existing 
customers.

In addition, the powerful impact of 
word-of-mouth recommendations has 
been felt. My wife attended a bridge

game at which one of the major discus
sion topics was the high rate of return 
on money-market funds.

Apparently, several card players had 
put their funds in this market. Others 
— players who had not been familiar 
with money-market funds —  said they 
probably were going to transfer savings 
from their local savings institutions — 
com m ercial banks, S& Ls, mutual 
savings banks or credit unions — to 
invest in money-market funds.

Controller of the Currency John G. 
Heimann more than once has com
mented on the probable impact of 
disintermediation of money from con
ventional financial institutions to 
money-market funds. Recently he 
said, “Once consumers switch their 
deposits to a money-market-fund ac
count, it seems likely that they won’t 
switch funds back to depository institu
tions, even if market rates decline, be
cause of the accounts’ convenience to 
them and because brokers will encour
age them to transfer their money to 
other investments.”

He said, however, that banks — 
with their insured  balances — have at 
least one advantage over money- 
market funds.

But is he correct?
Financial-institution officers would 

have to have blind optimism to believe 
insurance is the sole reason people 
keep their funds in banks, S&Ls, etc., 
instead of putting the savings in 
money-market funds.

I recently received some advertising 
material from a regional brokerage 
firm, and it placed great emphasis on 
how solvent this firm is and how avail
able its CPA-audited financial state
ments are to individuals such as myself 
who might request them. After re
viewing this particular brokerage 
firm’s financial statements, I have to

admit it does have more than adequate 
capital resources. In fact, many banks 
would be glad to have as much capital 
to liabilities as this firm does. How
ever, the idea of insurance still is pro
vocative.

For about 30 years, it has been pro
posed in individual states that state- 
chartered banks’ deposits be covered 
by an insuring agency other than the 
FDIC. So far, these are only proposals.

Similar insurance proposals have 
been made for S&Ls. In several cases,

Prev iously , m oney-m ar
ket-fund sponsors were re
stricted to "tombstone" adver
tising —  an announcement.

S&Ls not insured by the Federal Sav
ings & Loan Insurance Corp. (FSLIC) 
acquired private insurance, though it 
may be of dubious value.

Regional brokerage firms are well 
aware of the value of being able to say 
they are insured. Recently, the Secu
rity Investors Protection Corp. (SIPC) 
increased the amount of insurance 
from $50,000 to $100,000 should bro
kers become insolvent. A customer 
now may have $40,000 insurance on 
each cash deposit with his broker. (The 
$40,000 coverage for cash deposits is 
com parable to F D IC  and F S L IC  
coverage.)

It is interesting to note that part of 
the public has a misconception about 
the Security Investors Protection Act 
of 1970. They believe their accounts 
may be insured for up to $100,000, 
rather than the broker’s being insured 
against becoming insolvent.

A number of brokerage firms do 
have deposit and insolvency insurance 

(Continued on page 105)
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Nobody knows New Orleans 
1ike the Whitney

When you have an important customer who 
asks about banking in New Orleans and 
Louisiana, tell him about the Whitney.

The Whitney, now in its 97th year, can 
offer your customer the same high quality, 
efficiency and excellence in banking that 
your bank has so capably provided.

MID-CONTINENT BANKER for April, 1 9 8 0  7
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Community Involvement

By DAVID C. BOWERS
Senior Vice President/Treasurer 
FBT Bancorp, Inc., South Bend, Ind.

Minimizing Impact of Charitable-Contribution Expense

V IRTUALLY all banks are run by 
management and a board of direc
tors with a deep commitment to assist 

in the growth and development of 
communities served by their institu
tions. Assistance is given in many 
ways, but a primary method is through 
cash contributions to charitable or
ganizations.

A bank’s deduction for charitable 
contributions is limited to 5% of fed
eral taxable income. As contributions 
seem to be ever increasing, the taxable 
income of many banks is decreasing. 
The primary reason for reduced taxa
ble incom e is investm ent in tax- 
exempt state and municipal securities. 
With due regard to constraints such as 
liquidity and marketability, the high 
tax effective yield of the tax-exempt 
portion of a bank’s portfolio encourages 
investments in these securities. Fur
thermore, banks are becoming more 
aggressive in leasing activities that can 
reduce taxable income. Bank financial 
officers also are increasing their skills 
in projecting taxable income and as
sisting in implementation strategies to 
minimize taxable income.

These two trends, i.e. increasing 
charitable cash contributions and de
creasing taxable income, may result in 
excess contributions over the 5% limi
tation. Thus, a charitable-minded bank 
may derive little or no tax benefits from 
its contributions. Excess contributions 
can be carried forward for five years. 
The result of managing a bank to 
achieve a higher taxable income level 
to absorb such a carry forward may be 
worse than continuing to incur the 
nondeductibility of excess charitable 
contributions. Therefore, a contribu
tions carry forward may never be 
utilized.

A tax-planning technique to avoid 
the 5% of taxable-income limitation on 
deductibility is to establish a 10-year 
Clifford Trust. A bank creates a trust 
that will terminate 10 years and one 
day after transfer of income-producing 
property to the trust. The trust is re
quired to distribute its income to 
charitable organizations as designated 
by the trustees. Bank officers and/or 
directors may act as trustees. On ter
mination of the trust in 10 years, the 
principal is returned to the corpora-

Tax Calculations (Â)v— Without w  WithClifford CliffordTrust Trust
Income before Federal Taxes $ 290 $ 290Less: non taxable income 200 200Taxable Income"Add Back” non tax deductible donations 6

~9E ~90Tax Calculation x. 46 x. 46Tax $ 255 $ 251
Without WithClifford CliffordTrust Trust

Taxable Income $ 3,600 $ 3,590Non-Taxable Income 200 200Total Income 3,800 3,790Contributions 10 -
Other Expenses 3,500 3,500Total Expenses T73T0 T75ÏÏÜIncome before Federal Taxes - T9ÜFederal Taxes 44 yr\$ 41 ✓—x$Net Income

tion.
The bank itself is not subject to any 

deduction limitation as it has no chari
table contributions. Instead, gross in
come of the bank is reduced by the 
shift of the income-producing property 
to the trust. The trust is entitled to an 
unlimited deduction for charitable 
contributions.

The following statements of income 
and related tax calculations demon
strate income-tax benefits. The “With 
Clifford Trust Statem ent’ assumes 
sufficient assets have been placed in 
the trust to satisfy the annual dona
tions.

The full tax benefit of the donations 
has been realized by use of the short
term charitable trust.

The book-accounting treatment of 
transferring the earning asset to the 
short-term trust would be to transfer 
the asset to the "o th er-asse ts” 
classification. A bank should transfer 
property producing fully taxable in
come, such as U. S. Government se
curities. An Internal Revenue Service 
ruling is recommended prior to setting 
up and funding the trust.

To date, state and federal regulators 
have prescribed the accounting treat
ment of the arrangement, but have not 
consistently approved plans to set up a 
Clifford Trust as presented by re
questing banks. There is no question 
that this is an acceptable tax-planning 
technique that will build capital 
through increased net income. How
ever, regulators are concerned about 
the inability of a bank to reduce its 
charitable-contribution commitments 
in low earning years. Furthermore, 
the 5% limitation may provide some 
restraint on an overly generous bank 
management or board. These regu
latory concerns would seem best ad
dressed on a bank-by-bank basis.

In summary, the charitable trust is 
an excellent tax-planning technique 
and, for selected banks, may increase a 
bank’s net income while the bank con
tinues to serve the charitable needs of 
the community it serves. • •
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Accurately Reporting
the

Used Car Market

O F F I C I A L

U S E D  C A R  G U ID E
A New, Updated Edition Every 30 Days, Regional For Your Market

In these days of higher priced used cars 
and market uncertainty, the NADA Guide 
performs the important service of 
bringing you timely, concise and 
accurate market value data, derived 
from transactions of dealers and 
auctions in your general trading area.

In addition, the Guide provides all 
essential information for vehicle 
identification.

America’s Number One Used Car Guide

NATIONAL AUTOMOBILE DEALERS USED CAR GUIDE CO.

S U B S C R I P T I O N  ORDER FORM

National Automobile Dealers Used Car Guide Co. 
8400 Westpark Drive, McLean, Va. 22102

Please enter our order for . . . New □  Additional □  
Annual Subscriptions to the N.A.D.A. Official Used Car 
Guide, issued every 30 days.

□  Remittance enclosed

□  Will remit on receipt of invoice

SUBSCRIPTION RATES
1 Sub...........19.00 5-9 Sub. .. .17.00 ea. 25-49 Sub. ..14.50 ea.
2-4 Sub. .. .18.00 ea. 10-24 Sub. .15.50 ea. 50-99 Sub.-.13.50 ea. 

100 and up..12.50 ea.

Name. 
By......

P L E A S E  T Y P E  O R  P R I N T

Street (P.O. Box). 
City.......................... State................................ Zip Code .

MID-CONTINENT BANKER for April, 1 9 8 0
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Selling / Marketing

'Savings Place' Conceived 
To Encourage Consumers 
To Put Money in Banks

A new consumer banking service 
called the Savings Place, which en
courages customers to deposit their 
savings in a bank, has been designed 
by W hittle, Raddon, Motley and 
Hanks, Inc., a Chicago-based financial 
marketing firm.

The program features a “ Menu 
Board,” which shows consumers the 
entire array of savings options each 
bank can tailor for its own purposes. 
Intended to elevate a bank’s profes
sional image to “savings counselors,” 
the menu board will help eliminate 
customer confusion about varied sav
ings plans, according to the Whittle 
firm.

“The Savings Place was conceived 
after extensive research and is a natural 
answer to the question posed by many 
community bankers —  ‘How can a 
bank compete against a savings and 
loan?’ ” So says Lawrence Biff Motley, 
the company’s executive vice presi
dent.

“Newspaper and radio advertising is 
geared to promoting an image of the 
helpful, knowledgeable bank,” ac
cording to Mr. Motley. A lead-in 
headline reads, “Ask the Place That 
Knows,” with th,e prominent headline 
in each of 10 ads posing a separate sav
ings question for separate savings mar
kets.

Extensive research conducted by 
the firm determined what types of 
people provide the greatest savings 
deposits and what appeals to them. 
Promotional components of the pro
gram were designed to appeal to these 
“funds providers.”

The Savings Place package includes 
newspaper ads, radio commercials, 
“menu boards,” billboard advertising, 
counter cards, brochures, door stick
ers, balloons, keychains, user manual, 
training manual, press kit and other 
optional items, such as a promotional 
blimp.

“The Savings Place serves two im
portant purposes,” says Jack W. Whit
tle, the firm’s chairman. “First, it pro
fessionally trains new-accounts people 
to relate their bank’s menu of savings 
plans to various customer needs. Sec-

Part of Savings Place program includes 
new spaper ads, taped radio commercials, 
co unter ca rd s , b illb o a rd  a d v e rt is in g ,  
brochures, door stickers, balloons, key 
chains, user/training m anuals, press kits 
that help program encourage customers to 
save at bank. It w as designed by W hittle, 
Raddon, Motley & Hanks, Chicago-based  
financial marketing consulting firm.

ondly, through educational advertis
ing, it helps customers understand and 
sort out the various savings options and 
then to build a plan for their lifestyle. ”

From the consumer’s viewpoint, the 
program’s chief benefit is its simplic
ity. The advertising educates people 
regarding basic savings options and 
tells them what is best for them. The 
ads feature the “answer-man” ap
proach, where potential savers are 
given advice on what to do concerning 
the many regulatory changes made by 
the federal government.

Bank Observes Centennial 
With Historic Display 
Of Lincoln Documents

Bank of Delphos, Kan., has a unique 
tie to Civil War President Abraham 
Lincoln. The bank was founded in 1880 
by George N. Billings, husband of 
Grace Bedell, whose 1860 letter to Mr. 
Lincoln persuaded him to grow a 
beard. At that time, Mrs. Billings was 
just 11 years old and living with her 
parents in W estfield, N. Y. Eight 
years later, she married Mr. Billings, 
and they homesteaded in northern 
Kansas, near Delphos.

In celebration of its centennial this 
year and because of its link to the 16th 
President, Bank of Delphos is dis
playing historic documents linked to 
President Lincoln.

Roger B. Billings, current bank 
president, is the youngest grandson of 
Grace Bedell Billings, whose reply 
from Mr. Lincoln remained in the 
bank’s vaults until 1966. The letter

then was estate auctioned at the 
Waldorf-Astoria Hotel in New York 
City before a large audience of Lincoln 
historians.

By the way, Mrs. Billings helped her 
husband in the pioneer bank and was 
on its board for many years.

Steer Eats Rope Ribbon 
To Open New Building;
Also Is Grand Prize

For grand-opening cerem onies 
through the years, banks have used the 
traditional ribbon cutting, and they 
even have had dignitaries snip money 
ribbons (carefully cutting between the 
bills, of course). However, how many 
banks have featured a “rope-eating 
ceremony?

First National, Waterford, Pa., did 
because it is located in a small, rural 
community. Thus, it was thought ap
propriate that this branch of First Na
tional, Erie, Pa., have an 1,100-pound 
steer named “Moe” chew his way 
through a ribbon especially made for 
his taste buds. The “ribbon,” consist
ing of hay tied with twine, was made by 
a local flower shop.

“Moe” was named Reserve Grand 
Champion Steer at the Waterford Fair 
last September and was raised by Ray 
Kibbe, a member of the Wattsburg 
Chapter, Future Farmers of America. 
The steer was the grand prize at the 
opening of First of Waterford’s new 
building. Gift certificates also were 
distributed.

G uest of honor and "ribbon cutter" at 
opening of new  home of First Nat'l, W a
terford, Pa., w as 1,100-pound steer named 
"Moe." He ate his w ay through hay tied 
with tw ine and also served as grand prize 
at opening. With "Moe" are (I. to r.): M al
colm E. Lambing Jr., pres., First Nat'l, Erie 
(of which First of Waterford is branch): 
Robert F. Mickle, branch mgr., and W a
terford Mayor Earl T. Dawson.
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Communicating
.through service, 
cooperation and 

continuity.

Call Doug Lore

LA Wats 1-800-462 9511 
Miss/Ala/ArkAIfex Wats 

1800-535 9601

* F irst NBC
New Orleans
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By J. ROBERT CARLETON 
Vice President 
Operants, Inc.
San Rafael, Calif.

Job Aids —  Alternatives to Training Program

RAINING E M P L O Y E E S is a 
necessary part of banking. But an 

extensive training program is not the 
only answer to preparing employees to 
perform all aspects of their jobs effec
tively.

In many cases, a simple job aid such 
as a checklist, flow chart or decision 
diagram can be an effective and low- 
cost alternative to an extensive training 
program.

There are four basic guidelines to 
determine whether a particular task

can use the job aid rather than the 
training-program approach.

First: Does the person performing 
the task have time to look up reference 
material, or does the function require 
total recall? If the job is Something that 
would not be hampered by the minute 
or so required to refer to a job aid, the 
task probably doesn’t need to be part of 
an extensive training program.

Second: Does the job have a large 
variety of tasks to be performed, but 
only a few that are performed with 
regularity? For example, we deter
mined that at one bank a new-accounts 
clerk had 100 different types of ac
counts that could be opened. But 98% 
of the time it was only one of three that 
was opened. Although the clerk could 
be called on to open the other 97 types, 
it would be with such infrequency that 
to train an individual in all 100 types 
would not be cost-effective.

LEFT: This job a id  is flow  d iagram  outlining key 
decision steps loan officer goes through in a r
riving at decision to grant loan for financing  
purchase of fixed asset.

BELOW : This job a id  is chart that represents 
co m bin ed  e x p e rie n ce  of m an y  a g r icu ltu ra l 
lending officers. It show s a reas to be probed, 
sources from w hich inform ation can be obtained  
and w hat factors m ay w eigh either positively or 
n egatively  in loan decision.

Third: Does the job function involve 
making decisions not based strictly on 
yes or no answers, but rather call for a 
subjective approach? If the answer is 
yes, then a job aid such as a decision 
chart might make that decision-making 
process simple enough for an em
ployee to carry out with a minimum 
amount of training. For example, in 
making agricultural-lending decisions, 
an employee deals with positive or 
negative indications rather than yes or 
no answers. A decision chart can guide 
the person so the positive and negative 
aspects can be put into perspective and 
will indicate whether a positive or 
negative loan decision should be 
made. At one banking institution, we 
successfully decreased the training 
period for making agricultural loans 
from two years to a few months with 
use of a job aid.

Fourth: Is the decision too critical an 
issue to depend on memory? For 
example, if a customer questions a 
credit-card billing, the clerk must 
make sure all necessary steps are taken 
to research the answer. If a wrong an
swer is given, the bank later may have 
to forfeit the right to adjust the billing.

A good way to determine if any of 
these factors are involved is to do a 
thorough task analysis. This can be 
done by “walking through” the job 
function with an experienced person. 
If a completely experienced person is 
not available, a committee approach 
can be taken. One individual can write 
up the task analysis, and others on the 
committee can review it for accuracy.

Basically, there are four types of job 
aids:

1. C heck Sheet — requires the em
ployee to check a specific list of re
quirements to make sure nothing is left 
out. At Crocker National, San Fran
cisco, this type of job aid is used in 
check-cashing procedures.

2. Flow Diagram  — indicates steps 
to be performed in sequence. This is 
the type of job aid that helped solve the

(Continued on page 109)
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¿ P T S  (Electronic Funds Transfer Systems)

By SCOTT UPP
President
Data Base Consultants, Chicago

Why EDP Professionals Change Jobs
IF YOU THINK turnover in your 

electronic data processing (EDP) 
staff is primarily for money, you’re 
missing the boat. Contrary to popular 
belief, one of the last reasons members 
of the ED P community change posi
tions is money.

The reason money is last can be at
tributed to a number of factors. EDP 
professionals are in a high-demand, 
low-supply situation; income brackets 
of these professionals are going up 
somewhere between 10% to 12% a 
year, which is considerably higher 
than most professions; and, finally, 
most corporations are keeping pace 
with this trend.

Contrary to popular belief, 
one of the last reasons mem
bers of the EDP community 
change positions is money.

H owever, E D P  personnel do 
change jobs for some definite reasons, 
which we have uncovered in working 
with this specialized group over the 
years.

1. C om m u n ica tion : One of the 
biggest frustrations of the EDP profes
sional is communications. And it’s not 
that he isn’t able to communicate with 
his bosses or workers —  it’s much 
broader than that. His problem is he is 
communicating only within a small 
segment of the company. He isn’t sure 
what the corporation is trying to do, 
what his relationship to these goals are 
and where he fits. Someone isn’t com
municating with him. Therefore, he 
looks for the organization that can pro
vide, through good communications, 
definitions and goals he needs to feel 
he is an integral part of the company, 
performing an important function.

2. Technology: This also might be 
described as “keeping up with the state
14

of the art.’’ It is true some ED P profes
sionals in large, sophisticated depart
ments move to environments that have 
lesser technology, where they can 
have more visibility. But these are the 
exceptions rather than the rule. In the 
ED P industry, technology changes so 
quickly that keeping up with the latest 
equipm ent, software and various 
software interfaces is an important 
career goal. Today, the young profes
sional recognizes his long-term growth 
is dependent on knowledge of de
velopments in telecommunications, 
teleprocessing and data-base man
agement. If his present employer is 
neither entering into these areas nor 
keeping up with the state of the art, or 
if the employee isn’t exposed to it by 
his company, h e ’ll look for it 
elsewhere.

3. Business Development: While the 
ED P professional finds it necessary to 
advance his knowledge of technical 
skills, many are looking to broaden 
their overall business development. 
For example, we find people who have 
been in one phase of business, such as 
insurance, feel the need for diversifica
tion and move into the ED P phase of 
manufacturing or retail distribution. In 
the multifaceted, diversified corpora
tion, employers should give serious 
consideration to moving their people 
from one operation to another, if they 
find their ED P professionals need this 
kind of “business development’’ for 
personal and professional growth.

4. G row th/R esponsib ility : It’s an 
unusual person in ED P or any other 
profession who doesn’t want to expand 
his responsibility and authority after 
he has mastered his present skills. This 
desire exists from the programmer 
level on up. One of the biggest reasons 
people change jobs is to move up and 
function at the next level. And one of 
the biggest mistakes employers make 
is not recognizing and doing something 
about this basic need to advance.

5. Recognition: EDP professionals 
work primarily with machines, but 
these individuals are not machines. 
They need visibility. They need a 
feeling of importance when they ac
complish something. They need rec
ognition! Too many corporations have 
lost sight of the classic case of patting 
someone on the back when he does a 
good job. In today’s EDP market, it 
could mean the difference between 
keeping or losing a good person. On 
the positive side, it is not uncommon 
today to find the head of data process
ing to be a vice president of a company. 
This is the corporation’s method of 
recognizing the importance of the in-

One of the biggest frus
trations of the EDP profes
sional is communications.

dividual and his level of authority and 
responsibility.

The days of data processing being 
thought of as an isolated function of a 
company are waning. Data processing 
is the only function that goes across all 
lines of business and interfaces with 
every single department.

The ED P professional realizes the 
five areas — communication, technol
ogy, business development, growth 
and responsibility and recognition — 
are vitally necessary if he is to be suc
cessful, progress and stay with his 
present company. Corporations that 
also recognize these necessary ingre
dients for employee development are 
getting and retaining the best people. 
Those that are not are losing them.

Then, there is the final reason EDP 
professionals change jobs — money. If 
the five basics for success are there, the 
money will come at a pace commensu
rate with their growth. However, it is 
not a prime motivating factor in job 
change decisions. • •
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THE NEW  BANKING SYSTEM
really walls. Privacy achieved with open space and flexibility. No closed 
doors. No inflexible hallways or offices. You're looking at an area in a major 
bank using the most efficient system in commercial design today. . .  modular. 
The system, one of several we offer, and the design came from us, Arrow  
Business Services. Modular office systems are just one of the ways we'll make 
every square foot you have work for you, flexible enough to change as you do. 
We have 16,000 square feet of ideas in 
our showroom and 25,000 square feet of 
active inventory to back them up. With 
our bank experience, we're sure to have 
the right idea for you. Give us a call.

54RROI44
BUSINESS SERVICES INC

an affiliate of Memphis Bank & Trust 
3050 Millbranch •  Memphis, Tennessee 38116 

901/345-9861
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Insurance

Three New Specialized Insurance Products Offered

THREE new specialized insurance 
products for financial institutions 

now are offered by MGIC Indemnity 
Corp., Milwaukee. They are: pension 
trust liability; individual retirement 
account (IRA)/Keogh plan errors and 
omissions; and mortgage interest. The 
policies will be available through in
surance agents.

The new products will complement 
the protection of MGIC’s directors and 
officers liability insurance and trust 
department errors and omissions in
surance, says Edward Norris, MGIC 
executive vice president.

Pension Trust L iability . M G IC’s 
pension trust liability insurance policy 
protects insureds from claims for 
“breach of fiduciary duty ’’ while acting 
as a trustee or fiduciary of the institu
tion’s own, “in-house” employee pen- 
sion/welfare benefit plans.

’Rreach of fiduciary duty” generally 
is defined as a violation of any respon
sibilities, obligations or duties im
posed on fiduciaries by the Employee 
R etirem ent Incom e Security Act 
(ERISA) or any other common or 
statutory law. This includes any act, 
error or omission in administration of 
any plan or trust.

Mr. Norris says coverage is available 
for the sponsor organization, plan or 
trust itse lf and individual-plan 
fiduciaries, with limits of liability 
ranging from $1 million up to $5 mil
lion .

IRA/Keogh Plan EirO  Insurance. 
This policy, according to Mr. Norris, 
“protects the institution, as well as 
past, present and future directors, offi
cers and employees, from legal liability 
incurred as administrators or trustees 
for IRA or Keogh Plan accounts.”

Limit of liability available is $250,000.
M ortgagee-Interest Insurance. Re

cause a mortgagee’s interest in a mort
gaged property can be seriously im
paired if the property is damaged and 
the home owner defaults because of 
lack or insufficiency of hazard insur
ance, MGIC designed a mortgagee- 
interest insurance policy to cover this 
exposure.

“Our policy,” says Mr. Norris, “pro
tects the lender if the mortgagor fails to 
carry the required hazard insurance or 
if the lender itself commits an error or 
omission in its designated insurance 
responsibilities and fails to place or 
maintain a mortgagor’s policy.”

In addition, continues Mr. Norris, 
“various extensions are included in the 
standard contract, including coverage 
for 1) legal liability for errors and omis
sions committed by the lender in its 
designated responsibility to place or 
maintain hazard insurance for the 
mortgagor; 2) the insured’s interest in 
participation loans and loans serviced 
for others; 3) the insured’s interest in 
foreclosed property; 4) legal liability 
for errors and omissions in failing to 
pay real estate taxes and 5) errors and 
omissions resulting in failure to notify 
private mortgage insurers, FHA or VA 
when a loan is in default.”

MGIC provides coverage for resi
dential and commercial properties. 
Individual building limits are available 
from $50,000 to $1 million, with a 
per-occurrence limit of $1 million.

Mr. Norris cautions that, while fil
ings have been made nationally, 
“availability of the new products may 
vary, subject to the approval of state 
insurance departments.” However, he 
adds that he expects all the new prod
ucts will be available on a national basis 
by mid-year.

U n d erw riter . M GIC Indem nity 
Corp. is the underwriting company for 
the three new insurance products, as 
well as directors and officers (D&O) 
liability insurance and trust depart
ment errors and omissions insurance.

MGIC Indemnity Corp. —  a wholly 
owned subsidiary of MGIC Invest
ment Corp. — has specialized in insur
ance coverages for financial institu
tions since 1970 and currently is rated 
A + , X III by A. M. Rest Co. • •

Call Wilbur Hufham, Executive Vice President of First 
Alabama Bank of Montgomery For your correspondent 
needs, 2 0 5 / 8 3 2 - 8 2 18 .

Personal Banking From Professionals.

Rrst Alabama Bank
/  Of Montgomery«. Memberf d ic
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G et to  know
your Com m erce banker.

Steve Erdel graduated from 
Westminster College in 1973 
and joined Commerce Bank of 
Mexico, Missouri the same 
year. Before moving to Kansas 
City, he was involved with the 
Audrain County Historical 
Society. Outside interests 
include snow and water 
skiing, photography and 
hunting. When you need a 
good correspondent 
banker with a lot of 
agribusiness expertise, 
look for Steve Erdel.

Fred Coulson heads our 
Correspondent Banking 
Division. He’s a University of 
Kansas graduate whose career 
took him to the finance and 
insurance fields before 
joining Commerce some 10 
years ago. A Kansas City 
Chamber of Commerce 
member, Fred enjoys 
tennis, golf, hunting and 
sports. Fred Coulson has 
the reputation as “the 
dean of correspondent 
bankers in the Midwest. ”

John Messina joined Commerce in 
1949, and brings you the benefit of 30 
years of banking operations experience. 
He’s involved with fund-raising for the 

YMCA and American 
Cancer Society. John’s 
a coin collector and 
jogger. In
correspondent banking, 
he’ll give you a good run 
for your money.

YYfc’re the leading correspondent bank in the Midwest
What can we do for you?

»1» Commerce Bank of Kansas City
____  „  . . .  , . n r i r s r s  MEMBER FDIC W10th & Walnut 816/234-2000
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Agricultural News

ABA Opposes Farm Credit Act Amendments

Th e  p r o p o s e d  p a c k a g e  of
amendments to the Farm Credit 

Act of 1971 currently being considered 
by Congress (HR 4782/S 1465) has the 
potential for harm to maintenance of a 
competitive credit environment that 
serves the best interests of farmers and 
U. S. consumers. That is what ARA 
representatives told Congress last 
month.

In testimony before the U. S. House 
Subcommittee on Conservation and 
Credit of the Agriculture Committee, 
the ARA offered amendments to pro
posals “that otherwise would emerge 
as legislation that would have profound 
bearing on whether the farmer of the 
future, like the farmer of today, will 
have two or more types of strong finan
cial institutions bidding vigorously for 
his credit business.”

“While we support amendments 
that modernize the Cooperative Farm 
Credit System (CFCS) methods and 
procedures enabling it to serve the 
needs of a changing agriculture,” Mar
lin D. Jackson, chairman, ABA agricul
tural bankers division, and president, 
Security Bank, Paragould, Ark., told 
subcommittee members, “we oppose 
the new authorities this legislation 
would grant that provide new direc
tions while special treatment under 
the present law remains.

“The proposed legislation would 
give the CFCS further authority to 
provide financial resources outside the 
farm sector and would be an additional

encroachment on the private sector, 
including the commercial-banking sys
tem. It also would expand inequities 
already existing between operations of 
private lenders and the C F C S , 
thereby reducing competition b e
tween the CFCS and other lenders.”

“If it is the intent of Congress to 
maintain a credit-delivery system that 
is inherently competitive among its 
major lenders, then the proposed 
legislation should be amended to per
mit commercial banks and the Farm 
Credit System to operate under basi
cally the same rules,” asserted Walter 
W. Minger, former chairman, ABA ag
ricultural bankers division, and senior 
vice president, Bank of America, San 
Francisco.

“Passage of this legislation without 
amendments,” continued Mr. Minger, 
“would result in the C FCS being 
transformed into a nationwide financial 
entity  with powers and special 
privileges unparalleled. . . . ”

Amendments recommended by the 
banking community are:

• To retain the word “rural” to iden
tify geographical areas in which Fed
eral Land banks (FLBs) can make 
long-term real estate mortgage loans.

• To apply usury-law exemption 
equally to banks, agricultural credit 
corporations and agencies of the 
CFCS.

• To establish equality on loan-to- 
appraisal values used by FLBs and na
tional banks.

• To remove the tax-exemption 
status of FLBs, Federal Land Bank as
sociations (FLBAs) and Federal In
termediate Credit banks (FICBs).

• To place Banks for Cooperatives’ 
export-financing activities under the 
same regulatory requirements as im
posed by the federal government on 
commercial banks.

• To maintain the present 80% level 
of farmer-membership requirement 
(70% for rural electric cooperatives) for 
a cooperative eligible for Bank for 
Cooperatives financing.

• To exempt all agricultural-credit 
transactions from all Truth-in-Lending 
disclosure requirements for all lend
ers.

• To prohibit federal chartering of 
service organizations by the Coopera
tive Farm Credit System.

• To restrict lending authority of 
FLBs and Production Credit associa
tions (PCAs) to processing and mar
keting activities directly related to 
on-farm operations of eligible borrow
ers.

• To establish equality in FICB dis
counting and other services to PCAs 
and other financial institutions.

“We believe that full competition, 
so long as it is fair and equitable, is the 
best way to assure that farmers will 
continue to receive quality financial 
services and that consumers will re
ceive good products at the lowest 
p rice s .” ABA testim ony con
cluded. • •

Long-Term Borrowed Capital 
Needed by Farmers/Ranchers 
Reaches Record in 1979

WICHITA — The Federal Land 
Bank here reports that the need for 
long-term borrowed capital by Kansas 
farmers and ranchers reached record 
proportions during 1979.

According to the bank’s president, 
•William S. May, the bank closed 
10,155 new loans totaling $747.6 mil
lion during 1979. Not only was this 
amount a new all-time high, he points 
out, but it exceeded the previous rec
ord, $479.7 million in 1978 by 56%.

Unprecedented loan demand lifted

year-end unmatured principal at the 
bank to a record $3.22 billion, which 
represents 54,087 loans to farmers and 
ranchers in Kansas, Oklahoma, New 
Mexico and Colorado.

Prime interest rates increased from 
11.75% in January, 1979, to 15.25% at 
year-end. The Wichita Federal Land 
Bank held its billing rate to 8.5% until 
March 1; 9% from March 1-August 1 
and 9V2% through the remainder of the 
year. The bank increased its billing 
rate to 10% last January 1.

Mr. May points out that land owners 
recognize the importance of their in
vestment, as evidenced by the excel
lent repayment record of Land Bank

borrowers during 1979. At year-end, 
payments were current on 98.08% of 
all Land Bank loans for the third best 
collection rate.

Land Bank loan funds are obtained 
through sales of Federal Farm Credit 
banks’ consolidated system-wide 
bonds to the investing public. The 
Land Bank receives no government 
funding. It is part of the cooperative 
Farm Credit System, owned by farm
ers and ranchers who borrow from it 
through 44 Federal Land Bank associa
tions throughout the four states. The 
Wichita Federal Land Bank is the first 
and oldest of the nation’s 12 Federal 
Land banks.
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"I f you want the customer 
but can’t make the loan, B A  can help.”

We can make the loan. Or help you make the loan. And let you hold on to your customer’s 
banking business. We’re BA Commercial Corporation. A BankAmerica Financial Service Company. 
And we’re in business to make the business loans you’re unable to make. So your customer doesn’t 
go looking for another bank.

We’ll work with you. Or directly with your customer. Designing a business loan to meet his specific 
business needs. If his capital is tied up in accounts receivable or inventory, we’ll let either one stand 
as collateral. Or we can use fixed assets like equipment or real estate.

Your customer gets the capital he needs. You keep the customer. And we get a working relation- 
ship with you

So don’t risk losing a good banking customer to another bank. Take advantage of us. Call or write 
us at one of the addresses below.

You’ll find capital your customer can work with. And financing you both can live with.
East: Mr. James E. Perrotta, Assistant Vice President, BA Commercial Corporation, 1105 Hamilton 

St., Allentown, PA 18101. Phone 215-437'8174.
Midwest: Mr. Darrell E. Clay, Assistant Vice President, BA Commercial Corporation, Suite 206, 

1550 Northwest Highway, Park Ridge, 1L 60068. Phone 312-298-7290.
South: Mr. James S.Welman, Assistant Vice President, BA Commercial Corporation, Suite 3043, 

1545 West Mockingbird Lane, E)allas,TX 75235. Phone 214'630-9833.

BA Commercial 
Corporation

a BankAmerica
Financial Service Company U U ,
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Washington Wire

TIL Guidelines: No Legal Effect on Banks
W ITH Congress moving as of this 

writing toward partial simplifi
cation of the Truth-in-Lending (TIL) 
Act, it is worth noting that one of the 
factors that refocused attention on that 
act and Regulation Z was a lawsuit 
brought by the American Bankers As
sociation.

The suit challenged TIL enforce
ment guidelines financial regulatory 
agencies agreed on jointly, roughly a 
year ago. Those guidelines allowed 
consumer-compliance examiners to 
order banks to search their loan rec
ords for apparent TIL violations; to

A court ruling said that 
Truth-in-Lending enforcement 
guidelines have no legal effect 
on banks and are nothing more 
than "general advisory state
ments of agency policy."

compel banks to make reim burse
ments for “violations” and to require 
banks to issue letters along with the 
reimbursements confessing “violation 
of federal law and regulations.”

The ABA urged before the U. S. 
District Court for the District of Co
lumbia that there is no legal justifica
tion for the guidelines and the en
forcement procedures they specify.

In a decision handed down in late 
February, the court ruled that the 
guidelines have no legal effect on 
banks and are nothing more than “gen
eral advisory statements of agency 
policy.” Most important, the court said 
that “if a bank should refuse to imple
ment a guidelines principle — by fail
ing to search its records, by failing to 
make reimbursements or otherwise — 
no action can or will be taken against it 
as a result o f  the guidelines.” Because 
this was so, the court said, existence of 
the guidelines did not harm banks. 
Consequently, the suit was dismissed.

The decision leads to the conclusion 
that banks that have received from any 
regulatory agency a letter asking them

Editor s Note: This column was prepared 
by the ABA’s public relations division.
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to reimburse customers for alleged 
TIL violations are under no obligation 
to comply with such requests. Any 
compliance with a typical agency re
quest to make restitution is, in these 
circum stances, purely voluntary. 
Thus, a bank may choose to comply 
with all, some or none of it. For exam
ple, a bank may be willing to make a 
voluntary reimbursement based on a 
complete records search conducted by 
a bank examiner, but unwilling to con
duct the requested search itself and 
unwilling to confess to customers that 
it has violated the act.

Another conclusion to be drawn 
from the court’s opinion is that the 
agencies cannot initiate cease-and- 
desist proceedings against banks based 
on any alleged violation of the 
guidelines.

However, the result in the case in no 
way deprives regulatory agencies of 
their right to initiate cease-and-desist 
proceedings for alleged violations of 
the Truth-in-Lending Act itself or 
Regulation Z. But now a bank can only 
be urged or requested to make reim
bursements; it cannot be compelled to 
do so unless a cease-and-desist order is 
issued. In that case, of course, the 
cease-and-desist order can be ap
pealed to the courts by the individual 
bank.

However, one important point to 
understand is that while compliance 
with the guidelines is voluntary, com
pliance with the TIL Act and Reg Z is 
required. If it is necessary for a bank to 
amend forms or procedures to achieve 
compliance, then by all means a bank 
should make the changes. There then 
would be no practice the bank would 
have to “cease,” and, arguably, no 
grounds for any “cease-and-desist” 
order at all, let alone one that compels 
restitution for past violations.

How the agencies will react to the 
court’s decision is uncertain. Shortly 
after the ABA filed suit in August, the 
agencies proposed amendments to the 
guidelines and suspended portions of 
those in effect. Whether the agencies 
now will lift the suspension, adopt the 
amendments as proposed or propose 
new amendments is unclear. What is 
clear, however, is that if  some 
guidelines do continue in force, the

agencies can do no more than recom 
m end  that banks heed them.

It should be noted that the omnibus 
legislation pending in Congress as of 
this writing would permit the agencies 
to order reimbursements under some 
circumstances.

For example, the legislation would 
limit retroactive restitution to borrow
ers to transactions that took place since 
January 1, 1977. Also, restitution will 
not be ordered in cases in which errors 
fall within the tolerance level of lA% or 
where errors are isolated, harmless, 
clerical ones.

The result in the case in no 
way deprives regulatory agen
cies of their right to initiate 
cease-and-desist proceedings 
for alleged violations of the TIL 
Act or Regulation Z.

Finally , the T IL  sim plification 
legislation would exempt all agricul
tural loans from TIL restrictions. The 
Fed would be required to develop 
simple model TIL disclosure forms; 
use of the forms would exempt lenders 
from exposure to civil liability.

Many other matters of concern to 
bankers also are a part of the omnibus 
financial bill. Congressional staff had 
not completed their drafting of the 
final bill following lengthy bargaining 
sessions betw een m em bers of a 
House-Senate conference committee, 
but an initial analysis of the bill in
cludes the provisions described below. 
The ABA and its members were wait
ing to see the “fine print’ of the bill, 
but its general thrust appeared clear.

The F ed  Issue. The Fed would be 
granted authority to set reserve re
quirements for all depository institu
tions: banks, S&Ls, mutual savings 
banks and credit unions. Reserve bur
dens for existing Fed members would 
be reduced substantially, and reserves 
needed for monetary policy would be 
spread over all regulated financial in
stitutions.

The Fed could set reserve levels for 
(Continued on page 107)
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The Mosler
Advantage:

Service people 
w h erever y o u  are.

It’s a fact that you’ll find Mosler service people in 
places you won’t find anyone else. You’ll also find that 

Mosler people understand that getting to you “as soon 
as we can” just isn’t soon enough.

T h at’s why last year alone, Mosler service people 
drove more than 20 ,000 ,000  miles in their custom- 

equipped vans to keep all kinds of security and 
transaction products in operation. Twenty-four hours 
a day. Seven days a week. Even in Alaska.

Another fact. Mosler service people spend up to 
20% of their careers staying up-to-date with current 
technology. So they come to you trained to do the 

/ job right. Usually the first time. And always at 
prices you can live with.

S ecu rity  products  
w h erever th ey ’re needed.

W hether custom-guarding the original 
Declaration of Independence in Washington, DC, 

safeguarding the gold in Ft. Knox or protecting 
valuables in a safe deposit box in Topeka, Mosler stands 

for excellence 
everywhere. All 
because the quality of 

Mosler products 
stems from the 

quality of its people-an 
advantage our customers can’t get 

from any other security company.
Put The Mosler Advantage to work for you. Start with 

a copy of our “Scope of Mosler” and “Service” brochures by writing 
Mosler, Dept. S-80, 1561 Grand Blvd., Hamilton, Ohio.

Q uality P eop le. Q uality P ro d u cts.
Mosler
An American-Standard Company

Ham ilton, Ohio 45012
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Regulatory News

FDIC, Labor Department 
Joust to Determine Right 
To Lift Deposit Insurance

The question of which government 
agency has the authority to revoke a 
bank’s deposit insurance is being 
hashed out in Washington. The issue 
arose when the Department of Labor’s 
Office of Federal Contract Compliance 
Programs (O FCCP) announced it 
would take a bank’s deposit insurance 
away if the bank was found to be in 
violation of equal employment prac
tices as provided for in Executive 
Order 11246.

A spirited rebuttal of the OFCCP 
stand was made by Irvine H. Sprague, 
FD IC chairman, who pointed out that 
only the FD IC has control over deposit 
insurance.

As a result, the OFCCP has clarified 
its proposed rules and stated that, as a 
matter of “enforcement policy,’’ it 
won’t terminate a bank’s deposit insur
ance. However, the OFCCP has yet to 
admit that it has no authority to revoke 
deposit insurance.

The FD IC  is continuing to work 
with the OFCCP in an attempt to 
clarify the situation. The FD IC wants 
clear authority mandated so the 
OFCCP can’t change its policy and 
reinstate its assumed control over de
posit insurance matters.

Chairman Sprague is on record as 
fully supporting equal employment 
opportunities in the banking industry 
and he says the FD IC has offered to 
assist the OFCCP in enforcing the 
executive order.

A majority of U. S. banks are subject 
to the executive order because they act 
as government depositories or agents 
for savings bonds, which are contrac
tu a l  arrangements subject to the 
executive order. In addition, most in
sured banks are subject to Title VII of 
the Civil Rights Act of 1964 which pro
hibits employers from discriminating 
because of a person’s race, color, reli
gion, sex or national origin.

The FD IC believes that OFCCP has 
no legal basis for applying the execu
tive order to FD IC ’s program of de
posit insurance because the executive 
order doesn’t apply to the FD IC , 
which is an independent regulatory 
agency; the executive order is based on

a procurement statute which doesn’t 
apply to the FD IC ; the purpose of 
FD IC insurance is wholly unrelated to 
the executive order; the Congress has 
provided in the Federal Deposit In
surance Act that only the F D IC ’s 
board of directors can terminate a 
bank’s FD IC insurance and that ter
mination may be only on certain 
specified grounds.

Chairman Sprague stated, ‘“There is 
no question about the need or desira
bility of enforcing the law. We fully 
intend to work with OFCCP in en
forcing the executive order when 
properly applied to banks.’’

Regulation Z Guidelines 
Have No Legal Effect, 
Banks Told by U. S. Court

Guidelines issued for the enforce
ment of Regulation Z by federal bank
ing regulatory agencies have no legal 
effect on banks, according to a ruling 
by the U. S. District Court for the Dis
trict of Columbia.

However, because requests made to 
banks by the agencies to search their 
loan records for possible Regulation Z 
violations and to make reim burse
ments to their customers are requests 
and not orders, the court dismissed a 
legal challenge of the enforcement 
guidelines lodged by the ARA last 
summer.

Because the agencies’ instructions to 
banks to make record searches and 
reimbursements are not legally bind
ing, they can’t be challenged in a court 
of law.

The guidelines were adopted in 
January, 1979, by federal regulators 
and the ABA filed a legal challenge to 
them in August, 1979, asserting that 
there is no legal authority for the 
guidelines.

Also last August, the regulatory 
agencies suspended reimbursement 
orders previously issued under Regu
lation Z guidelines. Since then, various 
amendments to the guidelines have 
been proposed and are being consid
ered by the agencies.

Bills that include provisions for lim
ited reim bursem ents as well as 
simplification and improvement of 
Regulation Z are under active consid
eration in congress.

Fed's Regulation Z Action 
Delayed Until May 31

The Fed has delayed the effective 
date of an action revoking an amend
ment to Regulation Z from March 31 to 
May 31 that would have allowed an 
exception to the “cooling off’ period 
for consumers who pledge their homes 
as security in open-end credit ar
rangements.

The delay is due to pending congres
sional action that would permit the 
type of credit plans developed under 
the amendment and in order to pre
vent hardship to creditors and con
sumers that would occur if creditors 
were compelled by the original effec
tive date to make substantial 
modifications in their open-end credit 
plans.

During the extension, creditors will 
be prohibited from offering new plans 
or expanding existing ones.

Uniform Exam Policy 
For Classifying Late Loans 
Adopted by Fed Regulators

A uniform examination policy for the 
classification of delinquent consumer 
installment loans held by commercial 
banks has been adopted by regulators. 
Effective date is June 30.

The policy replaces those that vary 
among the agencies with standardized 
examination practices and provide 
consistent statistical data.

The policy establishes, for the pur
poses of bank examination, the fol
lowing standard classifications for de
linquent consumer installment loans:

• Loans that would be classified as 
losses to the bank: Open-end credit 
(such as credit obtained by use of a 
credit card) that is overdue by 180 days 
or more; closed-end credit (such as a 
car loan) overdue by 120 days or more.

• Loans that would be classified as 
substandard: Open-end credit that is 
overdue by 90 to 179 days; closed-end 
credit that is overdue by 90 to 119 
days.

The policy recognizes that some 
flexibility in such classifications may be 
appropriate provided bank manage-
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THE GREENWOOD CONNECTION
A lot of things are happening in Greenwood, Mississippi... soybeans and cotton 

grown in the area enjoy a growing world market while rice production 
steadily increases. And this agricultural activity is balanced with an expanding 

diversity of manufacturing operations. You just may need a connection here 
someday. ■  Well, you already have one and his name is Jerry Hall, president 

of the Bank of Greenwood. He knows who you may need to know. ■  In 
Greenwood, the bank you need to see is the Bank of Greenwood.

The man you need to see is Jerry Hall.

The Bank of Greenwood
Greenwood, Mississippi Member FDIC
Branch of First National Bank of Jackson, Mississippi
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ment can clearly demonstrate that ex
ceptions are warranted.

The policy differs from earlier pro
posals in classifying as losses open-end 
delinquent consum er installm ent 
loans after 180 days, rather than 120 
days. It also makes a num ber of 
clarifying definitions for consumer 
loans, delinquencies and statutory bad 
debts and clarifies the circumstances in 
which partial payments may be con
sidered by examiners as full payments.

Interlocks Act Changes 
Approved by FDIC, Others

The FD IC , in conjunction with 
other regulatory agencies, recently 
adopted final amendments to Part 348 
of its regulations that implement the 
Depository Institution Management 
Interlocks Act (Title II of the Financial 
Institutions Regulatory and Interest 
Rate Control Act of 1978).

Purpose of the act is to foster compe
tition among nonaffiliated banks, 
S&Ls, credit unions and HCs and their 
affiliates by prohibiting management 
official interlocks among such institu
tions and affiliates, depending on their 
size and location.

The amendments add these pro
visions to the regulations:

• A definition providing that any in
dividual who has an express or implied 
obligation to exercise management 
functions on another’s behalf is that 
other person’s “representative or 
nominee.’’

• A description of eligibility for 
grandfather rights.

• An explanation of when “changes 
in circumstances” will shorten the 
period of grandfather rights or cause 
nongrandfathered interlocks to be
come prohibited.

• An exception to the act’s prohibi
tions that may be approved by the 
FD IC ’s board of directors when an in
stitution faces the loss of more than half 
its management officials due to a 
change in circumstances, such as a 
merger, consolidation, branching or 
growth in assets.

NEWS OF THE

BANKING WORLD
• J. W. McLean, chairman, Liberty 

National, Oklahoma City, recently re
ceived an autographed silver tray on 
completing his term as president of the 
Federal Advisory Council. The tray is 
autographed by the seven members of 
the Fed’s Roard of Governors and the 
other 11 members of the council (one 
from each Fed district) with whom Mr.

J. W. McLean (r.), ch., Liberty Nat'l, O k
lahom a City, and im m ediate past pres., 
Federal Advisory Council, receives auto
graphed silver tray from his successor, 
Clarence C. Barksdale (I.), ch./CEO, First 
Nat'l, St. Louis, and Paul A. Volcker, Fed ch.

McLean served the past three years. 
He was succeeded as council president 
by Clarence C. Rarksdale, chairman/ 
CEO, First National, St. Louis. James 
D. Berry, chairman/CEO, Republic of 
Texas Corp., Dallas, has been elected 
vice president and a director of the 
council. He has been 11th Fed District 
advisory councilman since 1978.

• William J. Filkosky was elected 
president/chief operating officer, Cen
tral Trust, Cincinnati, last month. 
Oliver W. Birckhead, who was presi
dent, was elected chairman and re
mains CEO. Mr. Filkosky, a bank di
rector since March, 1979, joined Cen
tral Bancorp., HC of which Central 
Trust is the anchor bank, in 1972. Be
fore his recent promotion, he was 
executive vice president of the HC. He 
has been a banker about 33 years. Mr. 
Birckhead, president/CEO, Central 
Bancorp., joined Central Trust in 
1951, going from New York City’s 
Chemical Bank.

BRETT FIM IANO

• Christmas Club a Corp. This Eas
ton, Pa.-based firm has promoted 
Renée Brett from manager/customer 
services, to manager/communications 
and order control and Carol Fimiano to 
manager/customer services. Miss 
Brett and Miss Fimiano joined the firm 
in 1973.

• American Express Co. This New 
York-based company has acquired 
F irst Data Resources In c ., an 
Omaha-based processor of credit and 
debit card transactions for about $50 
million in cash to be paid over the next 
four years. The newly acquired com
pany provides data entry services, de
scriptive billing and mailing services, 
card embossing, authorization and se
curity services to about 130 financial 
service institutions in 38 states. Also, it 
provides similar services for several air 
lines and retail stores.

W illiam M. Dalton Dies
NEWTOWN, PA. — William M. 

Dalton, 53, president and founder, 
W. M. Dalton & Associates, Inc., 
died February 24 after a two-year 
battle with cancer.

Mr. Dalton founded his firm 20 
years ago. He was active in many 
committees of the ABA, Bank Mar
keting Association and National 
Premium Sales Executives.
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The First offers you a team of correspondent banking professionals 
and specialists in advanced data processing technology.

CharterBank
FIRST NATIONAL BANK

OF [KANSAS CITY
10TH AND BALTIMORE □ BOX 38 □ KANSAS CITY, MO 64183 

(816) 221-2800 □ MEMBER FDIC
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If you’re a  
Full Service Bank,

why keep It a  secret?
If you’re a member of the American Bankers 
Association, you are A FULL SERVICE BANK.
S o  display the A FULL SERVICE BANK symbol. 
After all, with banking’s grow ing com petition, 
why keep it a secret?

Display the A FULL SERVICE BANK symbol on 
your doors, drive-in windows and in your adver
tising. It tells your custom ers you offer one- 
stop banking convenience in a place that’s pro
fessional and accom m odating.

Display the symbol and your bank automatically 
benefits from the ABA, “W e’ve Got The Answers” 
national advertising campaign. Your dues have 
helped finance this $ 5  million campaign to  help 
you com p ete  against the S8vL’s, savings banks 
and credit unions.

Using the symbol says you’re part of a nation
wide banking community that’s g o t the answers 
to  all banking needs. Even if you are a small 
bank, without all services in house, you can 
provide any banking function through corre
spondent relations.

So  display this symbol. When your custom ers 
se e  it, they’ll know you’ve “Got The Answers’.’

For free decals, call or write Gwen Strickland, 
M edia Coordinator, American Bankers Associa
tion, 1120  Connecticut Ave., N.W., Washington, 
D.C. 2 0 0 3 6 , (2 0 2 )  4 6 7 -4 1 8 7 .

Display this symbol.

AMERICAS FULL SERVICE BANKERS
© 1980 American Bankers Association
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Merrill Lynch:

A BIG Competitor 
For Bank Deposits

A DD another competitor to the 
pitched battle for deposits: Mer

rill Lynch, Pierce, Fenner & Smith, 
Inc.

The giant stock brokerage firm is ag
gressively courting investors with 
$20,000 in cash and securities for its 
Cash Management Account, a broker
age account tying a high-yielding 
money-market fund to the banking in
dustry’s bedrock service, a checking 
account. Balances continue to earn 
interest at money-market rates until 
checks clear.

A spokesman for the firm in New 
York City says there’s about $1 billion 
in investment funds in CMA, and it’s 
being offered by 140-150 M errill 
Lynch offices throughout the country.

Mid-Continent-area bankers, vir
tually powerless to combat the Cash 
Management Account effectively, are 
resigned to the new competition. “It’s 
hard to compete with these right now,” 
says one. “Most people are rate con
scious today, and they’re working their 
funds for the highest rate.” Another 
banker adds: “It’s an attention getter 
for the people with that kind of money 
($20,000). Obviously, it’s going to take 
away some money.”

Merrill Lynch, in fact, isn’t shy 
about whom it wants for customers. 
Mass-mailed letters are addressed to 
investors “who want better control 
over their own money. The key to con
trolling your own money — to making 
your liquid assets work as hard as they 
can — is having access to money- 
management tools that, until now, 
have been unavailable to most indi
viduals.”

The Cash Management Account “is 
a brokerage account that allows you to

buy and sell securities for cash or on 
credit just like any Merrill Lynch mar
gin account,” a 12-page brochure tells 
prospective clients. “If you do not wish 
to use margin, you don’t have to. You 
may use your CMA as a regular non
margin investment account.”

Moreover, CMA is more than just a 
brokerage account. Its six major fea
tures separating the Merrill Lynch 
service from those of competing bro
kerage houses are:

• Automatic investment of cash bal
ances. “Your available cash balances 
are autom atically invested each 
Monday in shares of a no-load 
money-market fund that declares and 
reinvests dividends daily. You don’t 
have to move your cash out of your 
account to earn a return —  it’s done for 
you.”

• Checking services. “These checks 
are intended to give you a great advan
tage over most brokerage accounts — 
you can access the value of the assets in 
your account anytime even though it is 
not a bank account. You get your 
money the minute you want it by 
writing your own special check. In

addition, you pay no per-check or im
printing charges for these checking 
services.” Checks are issued by Bank 
One of Columbus, O.

• Visa card. The credit line, based 
on the account’s assets, “is not re
stricted to an artifically low limit” and 
could be as high as $99,990. Charges 
are automatically debited against the 
account. The card also is issued by 
Bank One.

• Favorable interest costs. “With 
both your Visa card and checking ser
vices, you always use your least expen
sive money first. When you owe 
money for a security purchase or a Visa 
card charge or check you have written, 
any cash in the account (funds not al
ready invested in the money fund) is 
used first to pay the amount owed.” 
And only enough money-fund shares 
are liquidated to pay the amount owed.

• Instant loans. Borrowing power is 
available “for virtually any day-to-day 
financial need (everything from paying 
a department-store bill to buying a 
car).”

• Summary statement. “To tie all 
these services into one neat package,

M errill Lynch's Cash Management Account (a broker
age account) has six major features:

Automatic investment of cash balances.
Checking services.
V isa card.
Favorable interest costs.
Instant loans.
Summary statement.
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CMA gives you a com prehensive 
monthly statement, which lists all 
transactions in the account chronologi
cally. This convenient statem ent 
means that you will spend less time 
balancing your personal financial 
books.”

“The key words in your Cash Man
agement Account are that all these fi
nancial functions interact for greatest 
e f f i c i e n c y a companion pamphlet 
reads. “The benefit to you is creation of 
a new integrated source of spendable 
cash, income and/or savings.

“In summary, CMA puts several of

the most important parts of your finan
cial life together to work as one for you 
—  and makes it easy for you to both 
understand and use your financial 
power for the years ahead.”

“They’re offering something a bank 
can’t offer,” says a banker who prefers 
anonymity. “I think you’ll see this 
(type of account) as long as rates are 
high, although he expects interest “to 
back off” when rates decline. Mean
while, the only defense is safety, the 
federal deposit insurance angle. “We 
only mention the guarantee. That’s 
about all you can do,” he says.

Merrill Lynch, however, addressed 
the safety issue early in the sales 
brochure. “With a CMA, your account 
is protected in the same way as any 
other Merrill Lynch customer. Merrill 
Lynch is a member of the Securities 
Investor Protection Corp., which pro
tects securities customers of its mem
bers in liquidation up to $100,000 
(limited to $40,000 for claims for cash). 
In addition, each of our customers re
ceives up to $400,000 in coverage 
through our own special surety bond 
with one of the nation’s largest surety 
and casualty companies.” • •

ABA Creates Banker Strike Force 
To Meet Money-Market Competition
IN AN EFFO R T to meet the un

precedented com petition of 
money-market funds, the ABA has put 
together a banker strike force whose 
basic charge is to approach the ques
tion of these funds with a pro- 
competitive posture. According to 
ABA President C. C. Hope Jr. (vice 
chairm an, F irst Union National, 
Charlotte, N. C.), the strike force will 
engage in an “intensive evaluation of 
the alternatives and options available 
to the banking community for meeting 
the money-market funds’ new com
petitive challenge.”

Mr. Hope points out, ‘‘The 
money-market funds have grown by 
over $40 billion in the past 12 months, 
with a specific portion of those funds 
being drawn out of community and re
gional banks. They now have over $50 
billion in assets, and the outlook is for 
them to grow five-fold in the coming 
year. We cannot treat this as a short
term aberration.”

Robert W. Renner, president, Citi
zens State, Hartford City, Ind., heads 
the strike force, which Mr. Hope ap
pointed at the suggestion of the ABA’s 
government relations council, of which 
Mr. Renner is a member.

Mr. Renner expected to produce 
recommendations for the association 
by late last month.

“We recognize,” he says, “that 
money-market funds are a response to 
a genuine marketplace demand for 
higher yields and instant liquidity. The 
problem is that banks and other de
pository institutions are not able to 
compete under the same rules and 
regulations.”

Banks are under and will for some 
time remain under federally imposed

28

savings interest-rate ceilings far below 
yields offered by m oney-m arket 
mutual funds, Mr. Renner points out. 
The problem is exacerbated by the fact 
that money-market funds also are of
fering a service traditionally reserved 
to commercial banks — the checking 
account.

Mr. Renner says some of the options 
his strike force would consider include:

• Efforts to bring under traditional 
regulation any m oney-m arket- 
mutual-fund activities (such as check
ing accounts) that are identical to 
banking services.

• Efforts to deregulate banks more 
rapidly to enable them to compete di
rectly with the new intermediaries.

• Accelerated development of new, 
competitive deposit instruments that 
banks could offer in response to 
money-market funds.

Other strike force members are:
W. Kenneth Bonds, chairman of the 

trust committee/executive vice presi
dent, Liberty National, Oklahoma 
City, and member, ABA trust division; 
William W. Quigg, president, Central 
Trust Bank, Jefferson City, Mo., and 
ABA council member; Clifford H. 
Coyman, president/CEO, United Jer
sey Bank, Hackensack, and head of a 
New Jersey Bankers Association group

concerned with money-market mutual 
funds; John M. Daigle, president/ 
CEO, Casco Bank, Portland, M e.; 
Paul J. Foley, president, Massachu
setts Bankers Association, Boston; 
Daniel S. Goodrum, president, Cen
tury Banks, Fort Lauderdale, Fla., and 
member, ABA government relations 
council;

Robert C. O’Malley, president, 
United Bank, Madison, W is., and 
m em ber, ABA council; Carl E. 
Reichardt, president, Wells Fargo 
Bank, San Francisco; C. Gale Sellens, 
president, D enver National, and 
member, ABA government relations 
council; Virgil E. Solso, vice chairman, 
Oregon Bank, Portland, and ABA trea
surer; and Sung Won Son, senior vice 
president/chief economist, North
western National, Minneapolis, and 
m em ber, ABA economic advisory 
committee. • •

Career Day at Harris

Harris Bank of Chicago's staff members 
Phyllis Douglass (I.), personnel representa
tive, and Cecil R. Colem an, v.p./trust dept., 
were organizers and speakers at recent 
"Career Day" held at the bank for more 
than 85 black students from 14 Chicago- 
area colleges and universities. V a lerie  
W alk e r (c .) , N o rth w estern  U n iv e rs ity  
senior, learned about banking career op
portunities and tips on academ ic training  
for jobs in finance.
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Direct M ail: 
One of the Most 

Useful Forms 
O f Advertising

. . . If direct mail is used 
well and consistently, 

a bank can bring 
its services and products 

before the public 
most disposed 

to make use of them." 
Carl Martinson, 

Mercantile Bancorp., 
St. Louis.

DIRECT-M A IL advertising can 
serve as a high-powered com

plement to a mixed-media advertising 
program or it can stand alone to com
municate a bank’s sales message. But 
using direct mail effectively is not a 
matter simply of jotting down a few 
lines, inserting them into an envelope 
and mailing it off.

Direct mail can be one of the most 
interesting and useful types of adver
tising because if it is done correctly, it 
can be highly controlled and used to 
study specific markets. Many variables 
can be tested, and variables that are 
the most effective in soliciting good 
banking prospects can be isolated and 
used to their fullest advantage.

Carl Martinson, corporate adver
tising and promotion manager, Mer
cantile Bancorp., St. Louis, said in a 
recent interview, “Using media such 
as television and radio can be expen
sive, and it may be difficult to know 
what effect it is having on the market; 
how much business it did bring into 
the bank.

“You can measure its effect in terms 
of awareness or in terms of recall, but it 
is difficult to understand and evaluate 
the effect of such advertising.

“When you use direct mail, you can 
use some device that gets someone 
either to inquire about additional in
formation or to sign up in some way. 
Therefore, you have a bona fide pros
pect or a bona fide inquiry. And you 
can precisely measure your bona fide 
rate of response.”

Direct-mail advertising tends to be 
different from other advertising in that 
there is a stronger emphasis on a spe
cific action that is required for a pros
pect to make to reap a specific benefit.

Mr. Martinson said, “If it’s a specific 
product or a service you are promot
ing, be certain the benefits of that ser
vice are most pronounced and not 
necessarily the fea tu res  such as the 
interest rate that is being paid on a 
savings account. More important to a 
prospect is that a savings account that a 
certain number of dollars is added to 
each month will mean a child will go to 
college.

“Get right down to the benefits and 
let the prospect know clearly what to 
do to get them, and perhaps even pro
vide the prospect with a response ve
hicle to be mailed back to the bank or 
presented in person. If you do not ask 
for a response (plainly ask!) and if you 
do not make it easy to respond, no one 
will.”

A good first attempt in a direct-mail 
campaign is a mailing designed to cross 
sell services to already established cus
tomers. “Banks have good mailing lists

of their own that they can generate 
internally,” Mr. Martinson said. “You 
can cross sell to people with checking 
accounts who do not have a savings 
account, to savings-account holders 
who do not have checking accounts and 
to persons who have both, but do not 
have a credit card. Perhaps you have 
people who have checking and savings 
accounts, but have never borrowed to 
purchase an automobile.

“It takes work to create the lists, but 
selection criteria can be established 
and a computer can generate a list. The

A good first attempt in a 
d irect-m ail cam paign is a 
mailing designed to cross sell 
services to already established 
customers.

computer is a marvelous thing. It can 
break things down in many ways. The 
system that breaks things down for ac
counting purposes also can be used to 
break things down for marketing pur
poses. It’s possible to have a computer 
program generate labels for direct- 
mail purposes.”

On a first project, it’s a good idea to 
do some testing to determine what re
sponse rate is achieved, using certain 
variables: colors, creative approaches, 
mailing lists, service being promoted, 
etc.

When getting started, set up a pro
gram for which the response rate is 
likely to be manageable. By mailing a 
relatively small number of pieces (for 
which a reasonable response rate is 
about 3%), a bank can determine if the 
mailing is effective at a low cost, and if 
the response is good, the service de
partments) of the bank involved in the 
promotion will be able to handle the 
new business properly.

If less than a 3% return comes back 
from a mailing, it may not be because 
the concept is bad, but because there 
are adjustments in the approach that 
need to be made. If response is over 
3%, it’s a good idea to do another 
mailing soon — you’ll probably get a 
second wave of responses.

“I think a big mistake that many 
have made in using direct mail is fre
quency of mailings,” said Mr. Martin
son. “The factor of frequency often is 
simply not considered at all. No one 
would expect a newspaper ad to work 
well if it ran only once. The same prin
ciple applies to direct mail.”

Mr. Martinson commented on use of 
direct mail by smaller banks. “I think a 
small bank in a large metropolitan area
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really needs to look hard at direct mail, 
primarily because it may be all that is 
reasonably available. A bank’s trade 
area generally is going to be within a 
three-to-five-mile radius around the 
bank. Buying television time, news
paper space or radio time in a densely 
populated area is going to be expensive 
and inefficient. These banks would be 
wiser, I think, to develop good, up- 
to-date mailings for use within their 
trade areas.”

Comparing cost of direct mail to 
other forms of advertising, Mr. Mar
tinson said many may be shocked in
itially at what seems to be an expensive 
proposition. “But,” he said, “if direct 
mail is used well and consistently, a 
bank can bring its services and prod
ucts before the public most disposed to 
make use of them.

“The other thing to consider when 
looking at direct-mail cost is to include 
in the accounting the value of future 
business as well. You may say it cost 
$3.82 to bring this customer in the 
door and that’s not worth it. But, how 
long will the customer bank with you 
and what do you expect to happen to 
that account over time? To judge the

success or failure of a direct-mail cam
paign, the spin-off business must be 
added in, too.”

One of the most influential variables 
in a direct-mail campaign is the group 
to which the mailing is sent. “You need 
to determine, before mailing, that 
those to whom you are mailing meet 
certain criteria necessary for the target 
group if bona fide prospects are to be 
found,” Mr. Martinson said. “You’ve 
either done your research or someone 
else has, but you have to sit down and 
describe your target group by age, in
come, by certain life-style characteris
tics, by place of residence — whatever.

“Direct-mail suppliers have had ex
perience in using mailing lists to target 
mailings and in creating mailings 
themselves, and they can be helpful in 
developing mail campaigns.

“ W hen choosing a d irect-m ail 
supplier, it should be somebody who 
not only handles the preparation of the 
mailing — getting it folded, getting the 
envelopes addressed, getting it to its 
destination — but also someone who 
knows what gets people interested, 
what to say, how to construct a mailing.

“Direct-mail suppliers, if they are

listened to, can work because they 
know what has worked in the past. 
There is a great deal of research that 
backs up direct-mail procedures. It’s a 
highly controllable form of advertising.

“Direct mail is honest. It will tell the 
accurate dimensions of the market. 
You have to be prepared for the truth, 
but you can count on what direct-mail 
responses tell you. • •

Communication Skills 
Honed To Build 
Customer Rapport

Branch managers and consumer 
lending officers at St. Joseph Valley 
Bank, Elkhart, Ind., are increasing 
their communication skills to build 
better rapport with customers. In 
groups of about 15, staff members 
spend one day for each of three weeks 
in a training program led by profes
sional human relations consultants.

Arrangements for the program were 
made by Chuck Phillips, senior vice 
president, consumer banking; and 
Karen Thomson, vice president, con
sumer services. Miss Thomson, who 
also participates in the program, says, 
“The better able we are to communi
cate in a style that our customers 
understand, the better we do our job 
and increase business. The seminars 
show us how individuals perceive the 
world differently.”

Program participants improve their 
perception and communication skills 
through small group exercises and 
experiential homework assignments 
with their customers. A side benefit is 
improved communication among bank 
personnel.

“Because our staff is our most valu
able asset,” says Miss Thomson, “we 
invest in them. We are responsible for 
providing them with the best possible 
tools to do their jobs.”

Employees of St. Joseph V alley Bank, Elk
hart, Ind., participate in sm all group exer
cises to promote direct learning experi
ences in bank's interpersonal com m unica
tions training program. Object of program  
is to m ake  em p lo y ee s  b etter co m 
municators with customers.

Tellers' Errors Reduced at Least 85% 
With Cash-Incentive Program

A  “T E LLER  TER R IFIC ” cash-incentive program at Citizens 
Bank, Jeffersonville, Ind., rewarding courteous and efficient 

service reduced teller errors at least 85%. So says Mary Lynn 
Schuler, marketing director.

“We wanted better than average tellers” in terms of friendly cus
tomer service and accuracy, Miss Schuler explains, “and we thought a 
cash incentive was the best way to do it.” The program began in 
February, 1979, following a three-month test in late 1978.

Every other month, tellers at Citizens Bank’s seven offices (an 
eighth is a one-person facility) were judged on accuracy, attendance 
and attitude. Goals for accuracy —  number of days out of balance and 
amount, number of proof changes — were based on each branch’s 
historical experience. The bimonthly winner received $25 at the 
branch office’s monthly staff meeting and was eligible for Teller 
Terrific of the Year honors. The award also was noted in the em
ployee’s personnel file. In cases of ties, the branch manager’s rating of 
attitude was the deciding factor.

As an added incentive for error-free work, Citizens Bank paid any 
teller who went a whole month without an error a cash award of $25. 
“We’d never had anyone do that before,” Miss Schuler says. The 
result: One teller qualified the first month, and another “did it three 
months in a row. She’s now an assistant branch manager.” The 
incentives created some friendly competition, she says.

Thirty-five of 52 full-time and part-time tellers won Teller Terrific 
honors and competed for the Teller Terrific of the Year award, a $100 
cash award. The runner-up received $50, as did the part-time Teller 
Terrific of the Year. A photograph of the winners and their branch 
managers appeared in the local newspaper.

The Teller Terrific program is continuing this year and, says Miss 
Schuler, “if it keeps working as well as it has been, we will continue 
it.”
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John P. W right, pres., Am erican  N at'l, 
Chattanooga, Tenn., is shown with "We're 
Listening" display. This is bank's effort to 
turn Com ptro ller's custom er-com plaint 
program into positive one for bank.

'We're Listening'
A Successful Program 

In Customer Communication

A  BR IE F question posed to the of
fice of the Comptroller of the 

Currency by John P. Wright, presi
dent of American National of Chat
tanooga, Tenn., has resulted in the 
opening of a direct line of communica
tion between the bank’s management 
and its customers.

On the 1978 introduction by the 
OCC of its customer-complaint forms 
— which must be displayed in every 
national bank branch office — Mr. 
Wright wrote the Comptroller and ex
pressed concern about the negative na
ture of the program. “The Comptrol
ler’s program is entirely negative be
cause it allows a customer to register 
only complaints,” said Mr. Wright. 
“Completion of this form actually is a 
request by the customer for the OCC 
to intervene, investigate and resolve 
specific claims,” he said, “and all cor
respondence is between the customer 
and the OCC.”

Mr. W right believed increased 
communication between individual 
customers and their bank’s manage
ment would greatly lessen the occur
rence of major consumer problems. In 
addition, he felt the overly negative 
tone of the OCC program was coun
terproductive because it suggests con

sumers will require intervention by 
the agency in solving disputes.

“I felt a procedure should be in
cluded in the communication process 
whereby our customers could speak 
directly to us . . .to  tell us what we are 
doing right as well as point out what we

"We're Listening" displays with folded re
sponse forms are in each branch of Am eri
can Nat'l, Chattanooga.

could improve upon,” Mr. Wright 
said. This type of localized communi
cation, he felt would be far more re
sultful than including an outside 
agency in the process to act as arbi
trator.

The Comptroller replied to these 
remarks by first agreeing that a more 
positive approach to customer com
munications would be beneficial, but 
such a program should be im ple
mented by individual banks and not 
the OCC. Secondly, the Comptroller’s 
office said its complaint form was 
geared more toward major disputes 
and is to be used only after the con
sumer has exhausted every other avail
able means of solving the problem.

At this point, Mr. Wright called in 
his bank’s marketing department. He 
suggested it design a communications 
program that would give customers di
rect access to m anagem ent. Mr. 
Wright said, “Rather than trying to ad
dress only major problems, I strongly 
believed our customers should have a 
means to communicate their opinions 
regarding our day-to-day operation — 
both positive as well as negative. ” Such 
a program, he reasoned, would allow 
management to view the bank as its 
customers see it. This unique point of
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view would be important to future op
erational decisions and also would help 
in alerting management to problem 
areas so action could preclude the need 
for OCC intervention.

Based on an established need for 
such a system, the marketing depart
ment developed a consumer-reply 
form and administrative procedure to 
meet that need.

“W ere listening” works like this: 
Postage-paid customer-response forms 
are displayed at every American Na
tional branch, alongside the OCC 
forms. A free-standing display card 
holds the forms and tells customers in 
bold type, “We want to keep our lines 
of communication open to you, our 
customers.” Mr. Wright’s signature 
appears below the statement, which 
also reads, “When you have a com
ment, a suggestion or a pat on the 
back’ for us, we’d like to know. If you’d 
like to see us offer a new service or 
improve an old one, just tell us.”

The form itself is a three-panel piece 
with copy asking the customer to rate 
the bank’s services and personnel on a 
polar scale of excellent to poor. The 
respondent also is asked to rank the 
things about American National he 
likes most and, conversely, the things 
he likes least. Additional space is pro
vided for customers to include subjec
tive comments and/or raise questions 
regarding specific bank services and 
policies.

The form is addressed to Mr. 
Wright, who reads each completed 
questionnaire. Then the form is for
warded to the marketing department, 
where the information is logged by the 
research officer according to re 
sponses. Specific comments or in
quiries also are logged.

From the marketing department, 
the completed form is routed to the 
bank officer whose experience, posi
tion and responsibilities best equip 
him or her to answer personally the 
customer’s inquiry or comment. Each 
customer who completes and returns a 
“W ere Listening” questionnaire re
ceives a prompt, personal response 
from an American National officer.

“It is this two-way communication 
that makes our program work,” says 
Mr. Wright. On researching specific 
comments, management may deter
mine whether action is necessary, then 
plan and take that action. “If a cus
tomer expresses favor for a specific 
service, policy or staff member, the 
appropriate supervisor is alerted, thus 
reinforcing the bank-wide commit
ment to providing service of the high
est quality,” says Mr. Wright. The cus
tomer also is thanked for his comments 
and urged to contact an officer should 
additional contact or service be de
sired.

The marketing department receives 
a copy of each personal response, 
which is also filed with cumulative 
data. All this information is tabulated 
and evaluated periodically for trends 
and effectiveness of action taken by the 
divisions.

Since the program’s inception, the 
bank has received more than 100 re
sponses, with fully two thirds of those 
being positive in nature. “Both the rate 
of response and the nature of the 
majority of responses are remarkable, 
since it can be assumed people with 
complaints usually are more motivated 
to respond than those who are satisfied 
with service received, Mr. Wright 
says.

A majority of the responses are

retail-operation oriented. Comments 
and inquiries cover such topics as 
operating hours, branch location and 
parking facilities, as well as specific 
services, such as American National’s 
ATM service, “Teller-24.” Isolated re
sponses include a comment regarding 
loan policy — forwarded by a customer 
who had been turned down for a loan 
— and a question as to why the bank 
does not pay interest on checking ac
counts.

In responding to comments and in
quiries of this type, the officer takes 
much care to be sure the customer 
understands the policy or regulation in 
question. If customers’ comments and 
inquiries are of an urgent nature, the 
responding officer often makes tele
phone contact on receipt of the “W ere 
Listening” form.

At the time of this writing, every 
customer inquiry received had been 
positively answered or appropriate ac
tion taken.

“We are indeed pleased with the 
many positive responses received via 
the ‘We re Listening’ program, and I 
also am happy that every problem 
brought to our attention so far has been 
handled successfully by one of our offi
cers,” says Mr. Wright.

The program, then, has helped pro
vide a new, direct link of communica
tion between American National’s 
management and its customers. Many 
persons have taken advantage of the 
program and have let management 
know how they view the bank and its 
services. Management, on the other 
hand, is in terested  in customers 
points of view. Opinions expressed 
through the “W ere Listening” pro
gram will be considered in future mar
keting and operational divisions. • •

Christmas Kit Promotion 
Available to Banks, Thrifts 
From Christmas Club Firm

A new full-color coordinate enti
tled “The Night Before Christmas’ is 
available from Christm as Club a 
Corp., Easton, Pa., to enable banks 
and thrifts to promote Christmas Club 
programs or to open new accounts.

“The research-proved ability of 
Christmas clubs to cross-sell other ser
vices led us to develop this new coor
dinate so banks and S&Ls can even 
more effectively provide this vital pro
gram as well as offer other services to 
these steady customers,” said John H. 
Guinan, president, Christmas Club.

The package includes coupon books, 
passbooks, envelopes and applica

tions, shopping bags and a Christmas 
card list, a pocket calendar, a teller 
badge, a statement enclosure, soft- 
sheet posters and easel display cards, 
window decals and a radio jingle. 
Repro tie-in illustrations are available 
in three sizes so financial institutions 
can tailor-make their own ads.

A special line of premium incentives 
is included to bolster sales of the new 
program, including a wall plaque/tray, 
a glass beaded candle, an inflatable 
Santa Claus, a snow globe, a set of 
Santa’s helpers, a “mouse in a bag” 
bank, a weekly memo pad, a memo 
board and a Christmas coloring book.

Sam ple of tie-in illustration ava ilab le  with 
"Night Before Christm as" kit that enables 
banks, thrifts to tailor-m ake ads promoting 
Christm as Club accounts.
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'Bounties' Paid Depositors 
By Bank in Chicago 
To Bring in New Customers

B a n k  o f  R a v e n sw o o d
I N THE SCRAMBLE to get new 

business, banks are using all kinds 
of “lures” designed to reel in deposits. 
They may offer premiums, package 
plans, chances to win free trips to ex
otic places such as Hawaii and Mexico, 
even —  in this energy-conscious soci
ety —  free gas.

Bank of Ravenswood, 111., came up 
with the idea of offering “bounties” to 
present depositors who bring in new 
customers. The objective is to meet 
and, hopefully, beat competition from 
downtown Chicago banks and S&Ls. 
Bank of Ravenswood is located on 
Chicago’s north side. The “bounties” 
or “finder’s fees” range from $40 to 
$8,000.

As of this writing, the bank had at
tracted $12 million in new deposits 
from the Windy City’s downtown 
banks and S&Ls. The program began 
last December and will continue in
definitely.

“Despite voluminous paperwork, 
senior management seems to agree 
that the program is a success,” says 
Roxane Widens, marketing represent
ative.

According to Bank of Ravenswood’s 
finder’s fee schedule (reproduced with 
this article), a depositor receives 
money for bringing a north side cus
tomer to the bank from any downtown 
bank or S&L. Examples of bounties 
are: $40 on a $1,000, one-year certifi
cate of deposit; $60 on a $10,000, six-

This illustratio n  w as on front cover of 
d ire c t-m a il p iece  sen t by B ank  of 
Ravenswood, III., to customers to tell them  
about bank's 'bounty' program. Items pic
tured are from downtown Chicago banks 
and S&Ls.

month CD; $8,000 on a $100,000, 
eight-year CD.

“Why a bounty?” asked an adver
tisem ent that ran in six different 
Chicago publications. "Because north 
side money belongs in a north side 
bank so that it can be reinvested in 
north side com m unities. For the 
people of our communities, that is 
more important than financing inter
national projects or big-business ven
tures. Particularly during a time of 
tight money when neighborhoods are 
scrambling for mortgages and small- 
business loans.

“ Bank of Ravenswood believes 
strongly in community reinvestment. 
We keep our money here, or more

(Continued on page 111)

This finder's fee schedule, published in ads 
an d  d ire c t-m a il p ieces by B ank of 
Ravenswood, III., shows customers how to 
figure how much money they would get for 
bringing in new  CD customers.

F IN D E R ’S F E E  S C H E D U L E

Amount Certificate of Deposit M aturities

6 month
T -C D 1 yr. 2Vi yrs. 4 yrs? 6 yrs. 8 yrs.

$1000 — $40 $50 $60 $70 $80

$2500 — $100 $125 $150 $175 $200

$5000 — $200 $250 $300 $350 $400

$10,000 $60 $400 $500 $600 $700 $800

$25,000 $150 $1000 $1250 $1500 $1750 $2000

$50,000 $300 $2000 $2500 $3000 $3500 $4000

$100,000 $600 $4000 $5000 $6000 $7000 $8000

Certificates o f Deposit may be issued in any amount o f $1000or 
more — except 6 month certificates require a minimum deposit o f $10,000. 
This schedule only lists fees for sample amounts; fees for other amounts 
will be calculated on a pro-rata basis.

*Not including Variable Rate Certificates.
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Bank's Seminars Teach Employees, 
Correspondents How to Sell 
IRA and Keogh Plans

X  7ELC O M E to Birmingham!
V V Now let’s get down to busi

ness.”
When bankers from all over the 

Southeast visit Central Bank of Bir
mingham’s personal retirement semi
nars, they receive a greeting much like 
that from Austin Meeks, coordinator, 
developer and headm aster of the 
workshops.

It isn’t that Mr. Meeks isn’t friendly, 
it’s just that he doesn’t waste time. As 
manager of Central Bank’s personal re
tirement department, he can’t afford 
to.

Central Bank, like other banks 
across the country, has discovered that 
the stable, long-term  deposits in 
individual-retirement-account (IRA) 
and Keogh plans are well worth asking 
for — and it is Mr. Meek’s job to go 
after them.

He and many other IRA and Keogh 
salespersons in the Central organiza
tion have been successful. Since 
forming the personal retirement de
partment in 1977, Central Bank now 
has over $15 million in IRA and Keogh 
deposits statewide (through its holding 
company affiliates) with approximately 
one-third of the deposits located in the 
Birmingham bank.

TOP RIGHT: Len Shannon (I.), e.v.p./chief 
operating officer, Central Bank of Birm ing
ham , livens up bank's personal retirement 
sem inars by draw ing for door prizes. A us
tin Meeks, IRA coordinator, looks on.
LEFT/BOTTOM RIGHT: Participants (350 in 
all) in Central Bank's personal retirement 
sem inars cam e from seven southeastern  
states to learn about and how to sell IRA 
and Keogh plans.

While marketing the retirem ent 
plans to its retail customers, Central 
Bank found there was some confusion 
about the plans and the complicated 
restrictions and regulations that gov
ern them, both among consumers and 
bankers selling them.

This difficulty in understanding the 
complexities of IRA and Keogh led 
Central Bank to develop seminars de
signed to educate its people so that 
they could easily handle any questions 
customers might have.

Who was responsible? Austin 
Meeks.

“When we realized that questions 
were going unanswered about our re
tirement accounts, we felt it was im
perative to make sure our people knew 
their business before we made an all- 
out effort to sell the program to con
sumers,” Mr. Meeks explains.

“We made presentations to all 
branch employees, our directors and 
our management trainees to literally 
‘teach’ them about IRAs and Keogh.”

This seminar experience was ex
tremely successful for Central Bank 
and from it came the idea to take it 
outside the bank — to correspondents.

“The in-house seminars were 
working so well that we knew we had a 
good program,” Mr. Meeks says. “And 
because we had had a problem with 
understanding IRA regulations, we 
figured other banks had the same 
problem.

“In other words, we had a ready 
market for the IRA seminars. All it 
needed was packaging.”

The packaging came easy. Central 
Bank of Birmingham maintains corre
spondent relationships with over 450 
banks through its southeastern divi
sion, so it was natural that if the prod
uct was proved (which it was), and had 
a market (which it did), its success 
would be guaranteed.

Indeed, the IRA seminar was in
cluded in the array of services offered 
to correspondent customers, and the 
response has been brisk.

To date, the Central Bank team, 
headed by Mr. Meeks, has held five 
IRA seminars for groups from seven 
southeastern states — 350 bankers in 
all.

According to Mr. Meeks, teaching 
other bankers the “how tos” of retire
ment plans is a pleasant — although 
busy — task.

“Most of the participants come eager 
to learn how to sell IRA and Keogh, so
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What’s on TV?

Star gifts from Kanney Marketing.
goals of your institution? Deposit 
and cost projections are provided 
in every case. Kanney profession
alism virtually underwrites 
success.

For almost two decades...  
continuous delivery, 100% return  
privilege, and expert assistance 
with promotion and display.
Call collect, or write for our 
brochure today.

“F in a n c ia l M ark etin g  is O ur O nly B u sin e ss”
90 P la n t Avenue, H auppauge, New Y ork  11787 • (516) 273-0055

Grace China and Stoneware, 
Grace Flatware, Princess Grace 
Crystal and Gateway Luggage are 
the action-getting deposit 
promoters exclusive with Kanney 
Marketing. And now, they’re seen 
by hundreds of millions of your 
customers all year long as 
featured prizes on “Hollywood 
Squares,” “The Newlywed Game,” 
“The Price is Right” and other

popular TV game shows.
For passbook dollars or long 

term deposits, at the lowest net 
cost, why not consult the Kanney 
organization about a specially 
designed promotional program  
to achieve the specific marketing

K A N N E Y
marketing services
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Somebody has to set the standards*

The W illiam  M ason Decoy.
H andcrafted in 1915 with the ultimate in 

skill, patience and care. Reflections of nature in 
color and detail. M asterpieces by necessity.
From Colom bia to the Chesapeake, the standard 
for weekend sportsmen, craftsm en, collectors. 
Then, and now.

Deluxe.
Since 1915, dedicated craftsm en. People 

who demand of themselves the ultimate in skill, 
patience, perform ance. The result: quality

financial products and services. Functional tools 
that meet your needs and satisfy your 
expectations. By necessity.

Deluxe.
Then, and n ow —the standard.
You see, others m ay try to imitate, but there's 

only one Deluxe.

w f f  D e lu x e
CH ECK PRINTERS. INC

SALES HDQTRS • P.0. BOX 43399, ST. PAUL, IVIN. 55164 • STRATEGICALLY LOCATED PLANTS FROM COAST TO COAST
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their eagerness makes it easy to teach
them, ” he says.

“Also, because they are already in
terested in the plans, they have a 
working knowledge of what they are 
about. Most of the participants come 
simply to be updated on recent legisla
tive changes regarding IRAs.”

The most recent seminar, held last 
fall, was centered not only around 
changes in legal requirem ents re
garding IRA, but also taught the fun
damentals needed to sell and adminis
ter the important core deposits.

Along with the basic rules and regu
lations necessary to establish the IRA 
and Keogh plans, Central Rank in
cludes a practical workshop in each 
seminar. This workshop provides each 
person the opportunity to prepare a 
proposal for a retirement customer and
then, through role playing, actually to 
“sell” the IRA proposal.

“Their role playing and involvement 
provide each participant with the 
working knowledge and confidence he 
or she needs to sell the retirement plan 
on returning home,” Mr. Meeks ex
plains.

As m entioned before, Central 
Rank’s personal retirement depart
ment is responsible for each seminar. 
Mr. Meeks and his assistant, Sandy 
Wright, teach the sessions and provide 
the operational assistance needed to 
accommodate participants. This ser
vice includes registration, hotel and 
motel reservations, travel arrange
ments, etc.

Miss Wright also assists Mr. Meeks 
in selling IRAs as well as in conducting 
IRA and Keogh training classes for 
Central Rank’s branch employees and 
officers.

Another responsibility taken on by 
the personal retirement department is

to help Central Rank’s correspondent 
arm — the southeastern division — 
sell the seminar service to prospective 
customers.

To do this Mr. Meeks and Miss 
Wright provide an IRA marketing 
package to correspondents. This pack
age contains setup files, to open and 
maintain the accounts; an IRA manual; 
sales tools for customer counseling; 
techniques for employee training in
side the bank; and on-going consulta
tion and support.

And what does Mr. Meeks have to 
say about his correspondent ties?

“The fact many of Central’s corre
spondent customers first heard about 
us through the IRA seminars is proof 
that we offer a good program. I ’m 
proud of its success because not only 
has it been good for Central, but also it 
has been extremely successful for the 
banks who have used it.” • •

IRA Seminars Are Designed
For New and Experienced Personnel

T HE LATEST individual retire
ment account (IRA) seminar given 

by Central Bank, Birmingham, was 
held February 20, with about 185 
bankers in attendance. With its theme 
as “If It’s IRA, We ll Make Your Day,” 
the seminar brought together both 
new and experienced bank personnel 
to discuss the fundamentals of selling 
and administering IRAs. Sessions were 
divided into two groups — basic and 
advanced — reflecting the expertise of 
those involved.

Another series of IRA seminars al
ready is planned for three consecutive 
weeks in May at the Plaza South Hotel 
in Birmingham. Anyone interested in 
attending should call Sandy Wright in 
Central Bank’s IRA department.

At the February seminar, the basic 
group was presented with a storybook 
introduction to IRAs, a layman’s ver
sion of rules and regulations governing 
these accounts.

According to the bank’s IRA direc
tor, Austin Meeks, the basic seminar 
was offered to build confidence of new 
bank personnel in selling the product. 
The advanced group put the basic con
cepts to work in actual case studies. 
Both groups were conducted in a 
lecture/discussion style.

Topics included a look at the 
simplified employer’s pension plan, a

discussion of a new 21/2-year invest
ment certificate and an update on 
pending IRA legislation. One bill 
would allow an unemployed woman to 
open an IRA in her own name using 
funds supplied by her husband. 
Another bill would allow a person with 
a pension plan to establish a “limited” 
IRA to supplement that plan. Mr. 
Meeks said passage of this legislation 
would increase the IRA mgrket by 
100%. • •

New Regional Directors 
Named by Nashville's 
FISI Organization

NASHVILLE — Financial Institu
tion Services (FISI) has announced ap
pointments of three new regional di
rectors: Don O ’Connell of Fort 
Wayne, Ind., Lom e Newhouse of 
West Des Moines, la., and Mel Som
mers of Bloomington, Minn.

FISI, reported to be the nation’s 
largest marketer of “packaged” check 
programs, has six other regional offices 
around the nation, providing full-time 
servicing of the company’s 1,800 client 
banks.

A recent innovation by FISI was its 
videotape network, designed to aid

banks in the training of personnel basi
cally in customer relations. Some 500 
of its clients currently use the vid
eotape program.

F IS I  officials presently foresee 
NOW accounts as being the next major 
marketing challenge for banks. Mar
keting and pricing strategies will be 
the key to successful bank employment 
of the NOW-account philosophy, ac
cording to F IS I  officials. Under 
N OW -account com petition, each 
bank’s marketing problems will differ. 
FISI expects, through its network of 
regional offices, to help each bank 
solve its local marketing problem.

Hank McCall (I.), ch./pres., FISI, N ashville, 
congratulates Dan O'Connell of Ft. W ayne, 
Ind., on being named FISI regional director.
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monetary
Factoring and commercial financing

When a shortage of work
ing capital is undermining 
your force in the market
place, Manufacturers 
Hanover Commercial 
Corporation can strengthen 
your position.

As your factor, MHCC 
can provide the cash you 
need now and protect 
you from  credit risks. We 
take on the job of collecting 

from your customers.
Any credit loss is ours, 
not yours.

Through our commer
cialfinancing program, 
you can borrow fu n d s  
continuously by assign
ing your accounts 
receivable to MHCC 
as security.

In both factoring and  
co m mercia l financing, 
MHCC is expert in non
notification techniques, 
which means our program 
does not disrupt your 
credit and collection 
relationships with your 
customers.

Helping hundreds A team  of cash and 
of companies credit specialists
stay in the race. working for you.
MHCC knows the needs and 
requirements of many varied 
industries. This means we can 
solve practically any size 
problem for any size company. 
Businesses rely on us to carry 
them over temporary rough 
spots or to provide the supple
mental capital that will help 
them compete more successfully 
with larger firms.

As an MHCC client, you talk to 
experienced professionals 
whose recommendations are 
based on your company’s finan
cial picture as well as on your 
potential for growth. The 
result is a program designed 
specifically for you.
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muscle
that turns business into a powerhouse.

Pinning down 
problems and 
solving them fast.

Supporting new  
projects and 
long-range goals.

We place our 
weight where 
you need it.

MANUFACTURERS HANOVER 
COMMERCIAL CORPORATION

Our experience with banks 
around the country and the 
Manufacturers Hanover corres
pondent network enables us to 
work directly with your local 
bank so that your relationship 
is not affected. With head
quarters in New York and 
regional or affiliated offices in 
Charlotte, Atlanta and Los 
Angeles, MHCC is where you 
need us.

With our broad business and 
credit experience, we know just 
what questions to ask in looking 
for ways to help you. We make 
decisions quickly without 
unnecessary delay, and get you 
back to the business of running 
your company.

For extra capital to launch a new 
product, or money to bridge 
the gap between production 
and delivery, MHCC can offer a 
sound financial commitment. 
And with the monetary muscle 
of the $48-billion Manufacturers 
Hanover organization behind 
us, you can be sure we’ll be 
around to deliver on the 
promises we make.

It’s a capital source.
Headquarters: 1211 Avenue of the Americas, New York, N.Y. 10036 (212) 575-7320  

425 Shatto Place, Los Angeles, California 90020 (213) 736-1714 
Jefferson First Union Plaza, Suite 2080, Charlotte, N.C. 28282 (704) 332-2689  

5775-B Glenridge Drive, N.E., Suite 450, Atlanta, Ga 30328 (404) 255-5612  
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Customized Metal Trays 
Promote Banks, Thrifts; 

Become Collectors' Items

CUSTOM IZED metal trays con
tinue to “catch on” as goodwill

generating gifts. These trays can be 
used to tell a financial institution’s 
“story” to customers or they can high
light a historical event that is held in 
high esteem by residents.

First National, Areola, 111., put 
metal trays to work recently. The bank 
opened a new addition last fall and 
2,000 customized trays were ordered 
from Fabcraft, In c ., Frenchtow n,
N. J., to be used as gifts to help cele
brate the event.

According to James R. Clark, vice 
president, 750 trays were handed out 
during the one-day celebration that 
enabled customers and residents to see 
the bank’s new 3,000-square-foot addi
tion that includes eight new offices and 
a boardroom.

The metal trays feature four photos 
of the bank’s buildings during its more 
than 100-year history. The oval 
trays are finished in gold and the

photos are imprinted in brown. Pic
tured are the bank’s fortress-like 
building with a 1918 date, the bank’s 
completely new building, finished in 
1969, and a view of the i979 addition. 
Also pictured is the bank’s hitch rack, a 
parking structure for buggies used by 
Amish customers. Areola is located in 
mid-eastern Illinois, known as Amish 
country.

Since the photos occupy practically 
all the space on the frontside of the 
tray, the backside is utilized to include 
a brief history of the bank as well as to 
honor one of its recent chairmen, 
Thomas F. Monahan Sr., who served 
as chairman from 1957 to early last 
year, when he passed away. The years 
of his service as chairman were those of 
greatest growth for the bank.

It took First National 90 years to 
reach its first million in assets. When 
the new building was opened in 1969, 
assets stood at about $8 million. In the 
past 10 years, the bank has grown to its

present size of $28 million — hence the 
need for more office space.

Open house events included tours of 
the new quarters, signups for prizes, a 
wild animal “zoo” show in the parking 
lot for children and refreshments and 
giveaways. More than 1,000 people re
sponded to the bank’s invitation to tour 
the premises. Mr. Clark said there was 
a considerable line of people waiting to 
sign up for gifts during the open house.

Among prizes given away were 
brooms —  Areola’s main product. Ar
eola was once known as the “Broom- 
corn Capital of the World” because of 
the large amount of broomcorn (from 
which brooms are made) grown in the 
area. Although broomcorn is no longer 
a main crop, broom manufacturing 
remains as a leading industry.

Among other financial institutions 
using metal trays to promote them
selves and/or their communities is 
Trumbull Savings, Warren, O., which 
featured its new Main Office on a tray. 
The new building replaced one that 
was first opened in 1889; the tray pic
turing the new building was part of the 
bank’s 88th-anniversary celebration.

Bank of Middlesex, Urbana, Va., 
celebrated its 75th anniversary by is
suing a tray depicting the steamer 
“Middlesex” which was in service on 
the Rappahannock River at the time 
the bank opened its doors for business 
in 1902. More than 5,000 trays were 
given away during the celebration.

Another Ohio institu tion, Old 
Phoenix National, Medina, repro
duced a painting hanging in its original 
building since 1857 on a metal tray. 
The painting shows a horse-drawn 
coach of the time, which is also the 
bank’s trademark. More than 25,000 of 
the trays have been given away during 
the bank’s extended promotion cele
brating 120 years of service to the 
community.

Financial institutions using metal 
trays find that the items have lasting 
value and often can be seen displayed 
prominently in customers’ homes. 
They serve as reminders of the finan
cial institution that issued them. They 
also have long shelf-life at the bank, as 
they usually become collector’s items 
and any trays remaining after a promo
tion can be used at a later date —  or 
just handed out as long as they last.

The popularity of collectors’ plates 
has spurred some financial institutions 
to issue a new metal tray each year 
depicting some event of community 
interest. Customers can build collec
tions over the years but they have to 
come to the sponsoring bank to do so!

Customized metal tray used by First Nat'l, Areola, III., as g iveaw ay at open house held at 
completion of recent building expansion project. Trays, m anufactured by Fabcraft, Inc.,
Frenchtown, N. J., depict bank's structures as they appeared through the years. Reverse 
side of tray includes history of bank and a tribute to Thomas F. Monahan Sr., whose 
leadership as ch. is credited with growth that m ade building expansion project necessary.
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The ins and outs 
of the agricultural 

lending m arket

A correspondent bank that’s in the ag overline 
market one year and out the next is just the kind of 
correspondent bank you don’t need. Your agri
business customers need credit they can depend on.

Continental Bank is committed to the ag market. 
This year. Last year. Next year. Not because it’s a 
good crop year, or prices are high, or loan demand 
is down in other industries. We’re in it for the same 
reason we’re in the correspondent banking business. 
To build long-term banking relationships.

Continental Bank has always provided corre
spondents with seasonal loans and agricultural

-  ' O  
\  s

overlines. Because consistency is something you 
have every right to expect from your bank.

You expect decisiveness, also. At Continental, 
you get it. Credit requests go directly to your account 
manager. The officer who can say “yes” or “no” on 
most loans. You get a decision fast. From the person 
who made it.

Call John Tingleff at (312) 828-2191. Tell him 
you’re in the market for farm credit. You can bet 
we’ll be in the market, too.

It’s what you expect from a top correspondent 
bank. At Continental Bank, it’s reality.

CONTINENTAL BANK
Continental Illinois National Bank and Trust Company of Chicago 

231 South LaSalle  Street, Chicago, Illinois 60693
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Express Pac from 
makes short work

Express Pac®from American Express is a simple, efficient 
system for selling travelers cheques. A  study conducted by 
Arthur Young &  Company showed that Express Pac can 
save time and trouble for both you and your customer.

Express Pac
can cut transaction time 

in half.
Express Pac is an innovative pre- 
counted, color-coded system that speeds 
up and streamlines the whole process of 
selling travelers cheques.

T he color-coded envelopes, prepackaged 
in convenient multiples of $50, enable the seller to quick
ly select the proper denomination and number of cheques

required, completely eliminating the need for assembling 
and counting loose cheques.

Shorter selling tim e—shorter lines.
Prepackaged cheques and pre-numbered forms 

enable tellers to serve your customers faster. 
And Express Pac cheques are designed to 

be signed away from the window, 
which means your customers can sign 
their cheques without the time pres
sure of lines, while your tellers get on 
to the next customer. Altogether, 
Express Pac efficiencies can cut your 
transaction time by 50% — which frees 

valuable teller time and results in shorter, faster-moving 
lines. So, customers can get in and out of the bank faster.
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Am erican Express 
o f travelers cheques

that audits and reconciliations are easier and faster with 
Express Pac, compared with loose cheques. In many cases, 
Express Pac may also reduce reporting and exceptions 

handling problems.

short lines.
Express Pac leaves little room  for error.
Prepackaging eliminates cheque-counting errors, while 
preprinted Purchaser’s Applications do away 
with recording errors by eliminating the need mwcmI
for the seller to fill in cheque numbers. The ^  
preprinted form also reduces calculation 3 i g
errors. So Express Pac helps cut down on ydiiwan?

. . , AND ENJOY
costly reconciliation and correction. your ram

The Fas*
» W f i t r «  9« 5S r% Mt 11RS O '. } . '

S10G

UOB

Express Pac can speedup  
the whole process—from  front 

window to back office.
The Express Pac system offers automatic replenishment of 
inventories and supplies. And early indications suggest

MID-CONTINENT BANKER for April, 1 9 8 0

From  waiting line to bottom  
line—Express Pac improves 

travelers cheque business.
O nce you put Express Pac into operation, you’ll 
see why it has been so quickly and enthusias
tically received by banks—and customers.

By saving you and your customers time 
and trouble it can help make your 

travelers cheque business not just faster and 
simpler but more profitable.

A m erican Express®Travelers Cheques
American Express Plaza, New York, New York 10004

mm
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Banker's Leadership  
Brings Physician  
To His Com m unity

SMALL TOWN in Illinois —  
Wayne City —  without a doctor 

for about 10 years not only has a phy
sician now, but a fully equipped clinic 
with a lab technician, registered nurse 
and receptionist/bookkeeper. All this 
is the result of efforts of a group of 
residents led by J. Grant Smith, presi
dent of the city’s First National.

Wayne City, with a population hov
ering around the 1,000 mark, is about 
90 miles west of Evansville, Ind., and 
100 miles east of St. Louis. Its principal 
crop is soybeans, but it also produces 
corn, wheat, milo, hay and hogs. In 
addition, the city has two small plants 
that provide about 150 jobs —  one is a 
picture-fram e factory; the other a 
women’s wear manufacturer.

The story of how medical aid came to 
Wayne City began in 1973, when 
young James Medder, who grew up in 
nearby Keenes and is a graduate of 
Wayne City High School, decided he 
wanted to become a doctor, but had no 
funds to finance his education. His 
parents had been killed in an auto acci
dent. He had compiled a fine record at 
Eastern Illinois University in Charles
ton and had chosen Southern Illinois 
University/Carbondale for his medical 
education.

When Jimmy Medder was brought 
to Mr. Smith, the banker asked him 
whether he was interested in practic
ing in the Wayne City area. Mr. Med
der said yes, and the banker, along 
with other community leaders, set up 
the Medical Student Fund, proceeds 
of which were to go toward putting the 
young man through medical school on 
condition that he return to Wayne City 
for a stipulated number of years and 
practice medicine.

No “arm-twisting’ was done, ex
plains Mr. Smith. As residents learned 
about the project, it picked up inter
est, and donations began to roll in. A 
goal of $12,000 was raised, enough to 
send Mr. Medder through three years 
of medical school at $4,000 a year.

However, Mr. Smith didn’t stop at

just securing a doctor for his town. 
About three years ago, some consul
tants were called in to survey the 
community to see what it needed, and, 
as a result of the study, the consultants 
said Wayne City could use a nursing 
home. In the process of trying to pro
mote such a facility, Mr. Smith, the 
consultants and others organized a 
nonprofit corporation called Bean 
Capital D evelopm ent C o., Inc. 
Another corporation, Wayne City 
Health Care, Inc., also was formed to 
build the nursing home.

Dr. Jam es Medder (I.) dem onstrates some 
equipment in his clinic to J. Grant Smith, 
pres., First Nat'l, W ayne City, III. Mr. Smith 
led group of residents in successful effort to 
set Dr. Medder up in practice there.

However, financing problems have 
delayed erection of the nursing home, 
although there still are plans to erect it 
sometime in the future. Instead, the 
plot selected for its location became 
the site of a $300,000 medical clinic 
with a pharmacy and room enough for 
two suites of doctors’ offices. In addi
tion, the site is large enough to ac
commodate the nursing home when it 
becomes a reality.

When it came time for Dr. Medder 
to plan his building —  after spending 
three years in residency at an 
Evansville hospital — Mr. Smith de
cided Bean Capital Development Co. 
was the vehicle for financing the clinic. 
Another fund drive produced $29,000 
in equity money for the building, 
which is being leased to Dr. Medder 
and the pharmacy. Their lease pay
ments will pay off the balance.

To get equipment for the clinic, Dr. 
Medder obtained interim financing 
from Mr. Smith’s bank, and a Mount 
Vernon, 111., bank helped him get a 
Small Business Administration loan. 
When it’s all installed, equipment will 
include a completely outfitted X-ray 
room.

Dr. Medder began his practice in 
Wayne City last January 21, and — 
under terms of his contract with the 
city — his financial assistance, which 
was interest free, will be forgiven at 
the rate of 20 % a year for each year he 
practices in Wayne City. Also, he has 
agreed to stay at least five years, but, 
according to Mr. Smith, the young 
physician —  now 29 — hopes to be 
there “at least 50 years.” If he can’t 
fulfill his agreement, he has agreed to 
repay the money advanced to him, less 
any portion already forgiven.

Within six months, Dr. Medder 
hopes to bring in a “physician’s assist
ant,” someone beyond a registered 
nurse, who has had at least three years 
of medical school, who, in fact, can do 
just about anything a physician can do, 
but who needs a little more training 
under Dr. Medder. Then, later, the 
city hopes another physician can be 
brought in to help Dr. Medder, who, 
by the way, is on the staff of a hospital 
in Mount Vernon, 18 miles from 
Wayne City.

In addition to helping bring a doctor 
to his community, Mr. Smith is proud 
of the fact that the whole project was 
accomplished without needing one 
penny of federal funds or tax dollars. 
He hopes to get the nursing home that 
way, too. Judging from the resourceful 
way he and his fellow Wayne City resi
dents went about getting a physician, 
it’s a safe bet the nursing home defi
nitely is going to materialize. • •
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THE BEST FOUR-VOLUME GUIDE TO 
MARKETING FOR EVERY BANKER 

FROM CHAIRMAN TO TELLER.
MORE BUSINESS FOR YOUR BANK.

ONLY $49.95

VO LU M E I ► 
SETT IN G  TH E STA G E

The Officer's Role 
Promoting Staff Sales

4 VO LU M E II 
G ETT IN G  U N D ER WAY
Sales-Minded Research

VO LU M E III ► 
R EA CH IN G  OUT

Sales-Minded Promotion 
Sales-Minded Public 

Relations

4 VO LU M E IV 
STAYING AH EA D  
O F T H E GAM E
Sales-Minded 
Innovations 
Management by 
Objectives

More Business for Your Bank is the first proven self
development manual for every banker who wants to 
improve his own business development and customer 
relations skills.

Every principle and concept is amply illustrated with 
real-life examples drawn from banks of every size and 
from every section of the country.

In More Business for Your Bank, you’ll discover 
howto build a profit-oriented bank by promoting positive 
sales attitudes at every level of your staff; how to conduct 
the kind of sales-oriented research that pays off by 
meeting the requirements of the changing market place.

Many banks currently use volumes previously avail
able as a training course in practical marketing. They 
know More Business for Your Bank to be the one down- 
to-earth, comprehensive collection of business develop
ment and marketing ideas for banking.

AND MORE.
You’ll get ideas for those special promotions which 

will differentiate your bank from your competitor; how to 
solidify community relations and at the same time increase 
sales and profits. Here are ways to initiate the kind of 
sales-oriented innovations that meet the exact needs and 
desires of your customers.

This is, without question, the complete self-develop
ment manual for every bank officer and employee who 
wants to get ahead by upgrading his own business 
development and customer relations skills.

UNCONDITIONALLY GUARANTEED
If you are not completely satisfied in every way with 
More Business For Your Bank simply return the set to
The American Banker within 30 days for a prompt and 
courteous refund.

ABOUT THE AUTHORS
SIDNEY EDLUND—Long-time senior partner of Sidney Edlund Associates, 
management counselors specializing in marketing, Mr. Edlund wrote the More 
Business for Your Bank column in the American Banker for 19 years. Before 
establishing Sidney Edlund Associates, the late Mr. Edlund was successively 
president of Pine Brothers, Inc. and Life Savers, Inc.
ARTHUR MITCHELL—A member of Sidney Edlund Associates for more than 
15 years, Dr. Mitchell has created and co-authored many articles, books and 
texts on management and sales. Dr. Mitchell has taught economics at New York 
University, Wesleyan University, and the University of Vermont. He holds a PhD 
in economics from New York University.

American Banker Book Service
Department MB
525 West 42nd Street, New York, New York 10036
Gentlemen: Please send me________ _ set(s) of the four-volume
More Business for Your Bank library at just $49.95 per set. I under
stand that if I am not completely satisfied I may return these volumes 
within 30 days for a complete refund.

TOTAL Cost: $ _ _ __ □  Payment enclosed □  Bill me
Name__________________________________Title_____________________

Firm____________________________________________________________

Address_________________________________________________________

City_____________________________State_______________Zip_________
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STAINLESS FLATWARE BY ONEIDA

FRENCH LEAD CRYSTAL BY DURAND

IMPERIAL FINE CHINA AND STONEWARE BY MIKASA

QUALITY PLUS EXPERIENCE PLUS SERVICE 

EQUALS

NEW ACCOUNTS PLUS INCREASED DEPOSITS PLUS ADDITIONAL MARKET SHARE

THE LEADER IN CONTINUITY PROGRAMS

W. M. Dalton & Associates
11 Penns Trail, Newtown, Pennsylvania 18940 
Telephone: (215) 968-5051

WRITE OR 
CALL COLLECT:

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



around money the finest is ST
1 AUTOMATIC COIN W RAPPER

Amounts and denominations automatically indicated by 
patented "red bordered windows”. Amounts in windows 
always in register. . . eliminates mistakes. Accommodates 
all coins from lc to $1.00.

2 TUBULAR COIN W RAPPER
Especially designed for machine filling . . .  a real time-saver. 
Packed flat. Instant patented "Pop Open" action with finger 
tip pressure. Denominations identified by color coding . . .  6 
different standard colors.

3 RAINBOW COIN W RAPPER
Color coded for quick, easy identification. Red for pennies . . .  
blue for nickels . . .  green for dimes . . .  to indicate quantity 
and denominations . . .  eliminates mistakes. Tapered edges.

4 DUZITALL COIN WRAPPER
Extra wide . . extra strong. Designed for areas where halves 
ame wrapped in $20.00 packs . . .  “ red bordered window” for 
ease of identification. Accommodates $20.00 in dollars, $20.00 
In halves. Tapered edges.

5 OLD STYLE COIN W RAPPER
Basic coin wrapper in extra strong kraft stock. Printed in 6 
different standard colors to d ifferentiate denominations. 
Triple designation through colors, printing and letters. 
Tapered edges.

6 KWARTET COIN W RAPPER
Wraps 4 denominations in half size packages. A miniature of 
the popular “Automatic Wrapper". . 25c in pennies, $1.00 in 
nickels, $2.50 in dimes, $5.00 in quarters.

7 FEDERAL BILL STRAP
Package contents clearly identified on faces and edges by 
color coded panels with inverted and reverse figures. Made 
of extra strong stock to assure unbroken deliveries. Only pure 
dextrine gumming used.

8 COLORED BILL STRAP
Entire strap is color coded to identify denomination. Printed 
amount appears on top and bottom of package. Extra wide 
for marking and stamping. Extra strong stock for safe delivery 
and storage. Pure dextrine gumming.

9 BANDING STRAPS
Ideal for packing currency, deposit tickets, checks, etc.. . .  do not break 
or deteriorate with age. Size 10 x % inches and made of strong brown 
Kraft stock with gummed end for ease of sealing. Packed 1000 to a carton.

T H E C. L.
SEE YOUR DEALER

D O W N E Y  C O M P A N Y
O R  S E N D  F O R  F R E E  S A M P L E S

• H A N N I B A L ,  M I S S O U R I • D E P T . F
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Signage: A vital marketing link
Your sign is the first impression your potential 
customers have of your business. Federal Sign 
can help you make that impression a good and 
lasting one.

Since 1901, Federal Sign has provided 
signage needs for identification, information 
and direction. And has a full line of 
electronic displays.

Offices in major cities including:
Chicago (312) 887-6800
Dallas/Fort Worth (817) 261 -2341
Houston (713)522-1606
Indianapolis (317)925-5535
Kansas City (816) 861-4400

Write for a brochure or call toll free 800-323-7431. 
Federal Sign, 140 E. Tower Drive, Burr Ridge, 
Illinois 60521.

FEDERAL SIGN
Division Federal Signal Corporation
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Banks, Thrifts, Provide Medical Aids 
To Give Customers New Lease on Life

B LOOD P R E SSU R E  units and life-saving 
emergency resuscitators might be the last 

things you’d expect to find at your local bank or 
thrift. Yet, an increasing number of such institu
tions is benefiting from the goodwill that can be 
gained from placing medical equipment in their 
lobbies to provide still another service to custom
ers.

The units also have an effect on an institution’s 
bottom line. A midwestern banker reports that he 
knows of several cases where people brought their 
accounts to an institution because of a blood pres
sure unit.

But, more important, such equipment can be 
instrumental in saving the life of a customer or 
employee. A resuscitator at Commerce Union 
Bank, Nashville, is credited with saving the life of a 
customer.

Investments in easy-to-use medical equipment 
such as computerized blood pressure machines

Device to check customers' blood pressure is located on 
main banking floor at South Side Nat'l, St. Louis. Cus
tomer slips arm into cuff at I. of machine and follows 
printed instructions on signboard. Banks report device is 
extremely popular with customers, especially on social 
security check-cashing days.

The TellerWith Your 
Heart At Interest.

Northwestern Savings and Loan has a remarkable new teller whose sole 
job is checking you. It’s the Blood Pressure Teller. Stop by North

western, and check your blood pressure automatically, as many 
times as you want. And the best part about it is that it’s abso

lutely free. At Northwestern, we take interest in you!
The Blood Pressure Teller, during regular office hours:

July 6 to August 16—3855 Lucas & Hunt at Nat
ural Bridge; August 16 to September 20—

1299 Reavis Barracks Road at Lemay rSLIC Ferry Road; September 20 to
October 18—820 North 

Highway 67 at 
Lindsey

3855 Lucas & Hunt Road 
at Natural Bridge 
1299 Reavis Barracks Road 
at Lemay Ferry Road 
820 North Highway 67 
at Lindsey 
(314) 381-2800

22
NORTHWESTERN

ASSOCIATION

Eye-catching new spaper ad announces ava ilab ility  of 
"b loo d  p ressu re  te lle r"  a t v a r io u s  b ran ch es of 
Northwestern Savings, St. Louis. Unit w as at each branch 
about six w eeks to enable customers and others to check 
their blood pressure.

have been paying off, says Ken Bagan of Medical 
Screening Services, Inc., a St. Louis firm that leases 
blood pressure units for $225 a month. He reports 
that more than 4,500 such machines have been 
placed in financial institutions, manufacturing 
plants and office buildings nationwide. “Many 
people need to check their blood pressure and for 
the first time they can do it at the press of a button,” 
he says.

Here’s how the machine, distributed by Vita-Stat 
Medical Services, Inc., St. Petersburg, Fla., works: 
The customer sits on an attached chair, rolls up his 
sleeve and puts his arm into a vinyl cuff, which 
tightens noticeably. When the cuff is loosened 
slightly, the machine, or sphygmomanometer, 
measures the customer’s blood pressure and flashes 
numbers on a console. “The reading is within one 
point of that obtained by a well-trained blood pres
sure technician,” Mr. Bagan says.

Some units include wallet cards on which cus
tomers can record up to 10 separate readings. Caf
feine, for example, can distort blood pressure,
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Official Supplier of 
Electronic Scoreboards 

to the 1980 Olympic 
Winter Games

XIII OLYMPIC 
Y Y P  WINTER 
f W  GAMES 

LAKE 
PLACID 1980

POPE
C o u n ly

S ta te

m o u n t a in
g r o v e

n a t io n a l

b a n k

TEMPERATURE
DISPLAYS
100% solid state. Custom designed. Attached to your 
building or free standing.

TIME AND

MESSAGE
CENTERS
Changing ortraveling 
billboard for community 
service and unique 
advertising.
Simple keyboard.

Daktronics has taken the service expense 
out of message displays with 100% sol id 
state electronics. Our engineers will 
custom design a display to enhance the 
architecture of your building and will 
provide a color drawing and quote at no 
cost. Call or write for details today.

DAKTRONICS, INC.
Box 299 Brookings, SD 57006
Phone 605-692-6145

D
DAKTRONICS

INC.

which itself varies as much as 30 points 
in one minute, says Mr. Bagan. “The 
more readings you get, the more 
helpful it is to the physician in diag
nosing and treating the ‘silent killer,’ ” 
he adds.

Blood pressure units are especially 
popular with older customers. “They 
really go for it,” says a spokeswoman 
for South Side National, St. Louis. 
“We’ve had a lot of people come into 
the bank to use the blood pressure 
machine. It’s in almost constant use.”

Bankers like the public service as
pects of the units, but they also ap
preciate knowing the units can bring in 
more customers, Mr. Bagan says. 
“Nobody can be in business for good 
will only.”

The key to a successful blood pres
sure unit service, Mr. Bagan says, is 
m arketing. His firm custom izes 
machines for banks with the following 
information printed on the console: “A 
free community service of (name) 
bank. We care about your health.” In 
addition, when a unit is installed, Mr. 
Bagan gives the bank a promotion 
package that includes radio and TV 
spots. “We want to make this as simple 
as we can. All the work has been 
done.”

Medical Screening Services has 
placed 59 blood pressure units in banks 
and S&Ls in Illinois and Missouri.

Commerce Union has placed 42 re- 
suscitators in its branches. “If we have 
a cardiac arrest victim in one of our 
banks, we re ready,” says Melba Bren- 
dle, the bank’s director of health ser
vices.

“We won’t just stand by until an am
bulance arrives,” she says. “It’s possi
ble that we ll be able to keep the per
son alive until help arrives. The differ
ence between life and death is a short 
four minutes after a person stops 
breathing.

“We have used our resuscitators on 
several occasions and even credit the 
saving of one life to the quick and sen
sible actions of our well-trained em
ployees.” The person who was saved is 
a customer of the bank.

For years Commerce Union, an af
filiate of Tennessee Valley Bancorp., 
had kept rented oxygen units in all its 
branches for possible use by em 
ployees and customers, Mrs. Brendle 
says. The bank learned that Capital 
Health & Safety Co., Nashville, dis
tributes a respirator oxygen unit that 
provides not only a straight flow of oxy
gen, but also can be used to resuscitate 
a dying individual.

“Costwise, we found that we could 
pay for the respirators in full with ap
proximately three years’ of rental

WHAT’S
YOUR

BLOOD

One out ot six adults 
has high blood 
pressure. It can be 
controlled. You and 
your doctor can do it 
together.

Find out by 
using the 
Vita-Stat® 
Automatic Blood 
Pressure Computer

a free
community service of

EVERGREEN SAVINGS
9950 South K ed z ie  A venue  
EVERGREEN PARK • 424-2800

Free blood pressure checking service is ad 
vertised by Evergreen Savings in Chicago  
suburb.

fees,” Mrs. Brendle says. “And the 
machine is safe for use by non-medical 
personnel. Use of the machine is sim
ple; there are no complicated valves, 
dials or switches that might confuse 
individuals involved in resuscitation,” 
she says.

The bank’s resuscitators are located 
in branches, the main office and the 
operations center.

“Each machine is placed in a readily 
accessible area in each branch,” Mrs. 
Brendle explains. “We have held CPS 
(cardiopulmonary resuscitation) in
struction classes and aim at having at 
least two persons in each area trained 
to administer CPR. Employee re
sponse to this training has been en
thusiastic and exciting. Many em
ployees have requested that CPR 
training be offered several times dur
ing the year so that all can become well 
practiced in the art of CPR.

“I believe this training, along with 
the resuscitators being on hand and 
ready for use, projects an image of the 
bank caring for its employees and cus
tomers,” Mrs. Brendle says. • •
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Wfouldyou like to hire aTeller 
who would

•  Attract N ew  Custom ers..*

•  Secure the Loyalty of 
Current Depositors...

•  Enhance "four Com m unity 
Relations... and

•  Help Save Lives-particularly
those of people over ̂  [
-in  your community l

does all these things-andmore-
FOR FURTHER INFORMATION OR NO-OBLIGATION DEMONSTRATION CONTACT

The Vita-Stat BLO O D  
P R E SSU R E  T E L L E R

VISTDA
VITA STAT DEALERS ASSOCIATION

11450 Bissonnet, Suite 406, Houston, Texas 77099, Phone (713) 498-8422
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Gold Jewelry Premiums Prove Popular 
As Metal's Price Rises Spectacularly
Price Guaranty by Supplier Provides Stability

ALMOST ANY bank or thrift that had planned a 
premium promotion featuring gold jewelry 

during the 1979 Christmas season ended up with a 
runaway “best ever” promotion, due to the volatil
ity of the gold market.

“It was our most successful promotion — ever!” 
says Gerald S. White, assistant vice president, First 
National, Beloit, Wis.
And his sentiments are 
reinforced by the experi
ences at Clyde Savings,
North Riverside, 111., and 
Wheeling (111.) Bank.

First of Beloit advised 
its customers to “turn 
your savings into gold.”
And they did — in goodly 
numbers, according to 
Mr. White.

The bank offered 18 
styles of necklaces, seven 
different bracelets, three 
charms and three styles of 
pierced earrings, all made 
of 14 carat plumb gold 
jewelry manufactured by 
Aurea of Italy.

Items were available at 
reduced prices to cus
tomers depositing a 
minimum of $250 into a 
new or existing savings 
account or CD, or depos
iting a similar amount in a new checking account. A 
CD rollover also qualified.

Each item of jewelry could be purchased at one of 
four prices, depending on the amount deposited. 
For instance: A 15-inch gold serpentine necklace 
was available at $20 with a $250 deposit, at $17 with 
a $1,000 deposit or at $14 with a $5,000 deposit. The 
item was available at $22 with an additional deposit 
of $100 or more.

“The promotion was timed perfectly for Christ
mas,” Mr. White says. “People wanted to buy 
gifts.” And the skyrocketing price of gold and the 
tremendous media attention gold prices were get
ting didn’t hurt the promotion.

“We hit the price of gold just right,” Mr. White 
says, because the bank bought its supply of gold

jewelry when the price of gold was about $400 an 
ounce. The bank’s supplier, Affiliated Services, 
Skokie, 111., guaranteed the price for the duration of 
the program, which was about seven weeks. The 
supplier arranged for a backup stock of jewelry that 
the bank could use after its initial supply was 
exhausted. Any items not used by the bank could be 

returned to the supplier.
First National staged 

the gold promotion to 
bridge the traditional 
year-end money move
ment experienced by 
most financial in stitu 
tions, Mr. White says. He 
shopped five suppliers 
before choosing Affiliated 
Services. He feels the 
Aurea jew elry  was 
superior to other brands 
available.

“We weren’t trying to 
make money off the 
gold,” Mr. White says, 
and custom ers clearly 
recognized the bargain 
they were getting.

The bank could have 
offered some items free to 
depositors of $10,000 or 
more, Mr. White says, 
but decided against such a 
policy.

Customers making qualifying deposits received 
cards from tellers that they could take to the jewelry 
table, staffed by a woman hired specially to handle 
gold jewelry sales. This eliminated any congestion 
at teller stations and enabled customers to shop 
leisurely for their jewelry.

Employees were permitted to buy jewelry at 10% 
less the price charged for customers making qual
ifying deposits of $250.

Mr. White says the supplier had a good backup 
stock on hand, so it took only a couple of days to 
replenish the bank’s supply of jewelry.

Clyde Savings, located in the Chicago area, 
capitalized on the mystique of gold in its advertis
ing. The thrift’s jew elry promotion ran from 
Thanksgiving to Christmas and the goal of the thrift

Photo courtesy First National Bank, Beloit, Wis.
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need
deposits?

When your objective is attracting low-cost deposits, 
come to the professionals. Come to Salem, where 
you have more proven, complete programs to 
choose from; more promotional experience to de
pend on.
We offer programs based on a variety of quality 
products, each with an outstanding record of 
success in building profitable deposit balances.
We also provide complete professional support for 
your program, plus staff training, market exclu
sivity and a 100% return privilege.
To start building profitable deposits at minimum 
cost, drop us a note.

M ay we sh o w  yo u  what we can d o ?  Write for 
more information or phone Jay H. Keller

The Salem China Company 
1000 South Broadway 

Salem, Ohio 44460
(216/337-8771)
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GOLD MEDAL PRODUCTS CD.
1825 FREEMAN AVE., CINCINNATI, OHIO 45214 • 513/381-1313

was to counter disintermediation typi
cal at that time of year.

The selection of jewelry was similar 
to that offered by First of Beloit, except 
for a gold Cleopatra necklace that was 
offered to depositors of $20,000 or 
more for $599. According to Al Bishop 
at the thrift, 14 Cleopatra necklaces 
were sold. The same necklace was 
available at a Chicago department 
store for more than $1,000. Mr. Bishop 
says the value of the necklace rose 
about $800 during the promotion s 
run. The only way such an offer could 
be made, he says, was because Af
filiated Services guaranteed the price 
for the duration of the promotion.

Clyde Savings paid about $300 an 
ounce for its stock. The price had risen 
to about $500 before the promotion 
was over, Mr. Bishop says.

The S&L offered three items free to 
those depositing $5,000 or more and 13 
items free to those depositing $10,000 
or more. Minimum deposit to obtain 
jewelry was $300.

The largest quantity of items sold 
was at the lower end of the price 
scale, Mr. Bishop says, but high-price 
items did remarkably well. These 
items accounted for about 35% of the 
quantity sold, but for about 70% of the

deposits.
Mr. Bishop says there was no ad

verse comment from local jewelers. In 
fact, he noticed out-of-town jewelers 
making deposits to qualify for the pur
chase of jewelry!

Total new money brought in by the 
promotion was $16 m illion, Mr. 
Bishop says, and about 3,000 pieces of 
jewelry were moved during the four- 
week promo.

The thrift maintained a table for 
jewelry sales manned by people who 
knew the facts about gold jewelry and 
could answer customers’ questions.

Mr. Bishop says jewelry is easily 
handled merchandise. He says the 
thrift had no security problems. A few 
of the necklace chains proved defec
tive, but they were replaced by the 
supplier.

A couple of customers brought their 
jewelry back and requested refunds, 
Mr. Bishop says, but when he pointed 
out the increasing value of the items, 
they quickly changed their minds!

Wheeling Bank offered two items 
free to depositors bringing $5,000 or 
more to the bank. Minimum deposit to 
qualify for jewelry was $300.

The promotion ran for two months 
— from December 1 to January 31 —

and it attracted $1.5 million in new 
money in the first two weeks, accord
ing to Rob Ferrari, the bank’s vice 
president.

The promotion was staged to enable 
the bank to offer something to its cus
tomers during the holiday period. 
Bank management was happy to find 
an item as popular as gold jewelry that 
was available on a self-liquidating 
basis.

The jewelry’s quality was stressed in 
advertising and customers were en
couraged to handle and try on the vari
ous pieces of jewelry while deciding 
which items to purchase.

According to Mr. Ferrari, the more 
expensive pieces were most in de
mand. He said customers were quite 
aware of the bargains they were getting 
from the bank and many good com
ments were received about the promo
tion. • •

E d it o r ’s N o te : There’s no doubt in the 
mind of George Lamping, president, Af
filiated Services, Skokie, 111., supplier of 
gold jewelry for premium promotions, that 
gold and silver jewelry will continue to be 
excellent premiums for financial institu
tions. Gold price fluctuations, if within rea
son, have little effect on premiums, he 
says, because price isn’t the primary factor 
— quality, availability and brand name are 
more important. He predicts that any price 
reduction will be more than offset by price 
increases in the years ahead.

Gay 90 s Wagon Ltd. $1,853.50 
Other models from $529.50

The proven p.r. tools which more than pay 
forthemself. POPCORN and COTTON CANDY. 
Sold inside or outside your savings institu
tion, these fun foods create a friendly atmo- 
shpere. Create excitement and be a good 
neighbor. Sell it, or give It away. A regular 
serving costs only 31/20, retails @ 150 to 
250. For iriterest/income it's great for you, 
and your customers.

Write today for details and success 
stories. Gold M eda l.. .  the nation’s leading 
producer of fun food equipment.
Two Wheel Wagon with machine $1,249.00

A n f o t t i

A shredder simply doesn’t destroy confidential material.
All it creates is a massive disposal problem and fire haz
ard. If you want Security you need a Security Disinte
grator. It will reduce unburst computer printout, bound 
manuals, whole reels of microfilm, crumpled paper and 
even offset plates into miniature confetti. And, it auto
matically compacts and bags the waste.

Whether you want to destroy a few documents at a 
time in your office or tons of material at a central loca
tion, Security Engineered has the disintegrators you 
need. Mail reader service card for com- 
plete information and a sample of disin- 
tegrated material, or telephone TOLL 
FREE 800-225-9293 l  ____ )

scnriti eiiincred Bidiiieni
5 Walkup Drive, Westboro, Massachusetts 01581 (617) 366-1488

PROFIT/
RR.
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In the premium jungle, 
Hubert is King!

Harris Trust & Savings Bank o f  
Chicago was looking fo r  a fresh 
promotion. Requisites: N o  
complicated “mix-or-match”  
inventories; no breakage in transit 
or breakdown in use. In short, no 
hassles. Enter Hubert—a custom- 
designed toy by Animal Fair, who, 
in a series o f  successful promotions, 
has attracted a “ lion's share”  o f  
new customers and savings deposits 
to the bank.

Simple and effective. That’s what 
Animal Fair soft toy programs are

all about. Ask Harris. Ask 
Atlanta’s Citizens and Southern 
National Bank, Northwest 
Bancorporation (Banco), and more!

We have a proven track record 
for designing, manufacturing and 
delivering on time, top quality, 
lasting “originals” to fit specific 
budget and creative requirements.

For an exclusive change-of-pace 
promotion with year ’round appeal 
and no hassles, shouldn’t you be 
“re-lion” on Animal Fair?

animal -feinJ
Plan your Soft Toy Promotion Now!
Call (612) 831-7200 Or write: Harold McClendon 
Animal Fair, Inc. P.O. Box 1326 
Minneapolis, MN 55440

©Animal Fair, Inc., 1980
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Corporate Character Marketing:

It Builds Customer Loyalty, 
Boosts Your Bottom Line

Photo courtesy Northwestern Banks

By Larry Bruozis, Marketing Consultant

W HAT DO Harris Bank, Chicago, Marine 
Bank, M ilwaukee, and M innesota’s 

Northwestern Banks have in common?
The answer that they’re all financial institutions is 

too obvious. All of these companies have corporate 
characters. Harris Bank’s Hubert the Lion, Ma
rine s Wally the Walrus and Northwestern’s Buddy 
the Bear are recognizable characters that are effec
tive as company mascots or corporate characters. 
They are recognizable nationally and in regional 
markets and they give their sponsoring companies 
an edge over their competition.

To say that these characters are effective and that 
they will be more effective in the future requires 
some evaluation of past experience and future 
trends.

As we look into the 1980s, most marketers state 
that brand loyalty will decrease even more than it 
did in the 1970s. Consumers are far more willing 
than ever before to change the cars they drive, the 
clothes they wear and the food they eat.

And they 11 make those changes for a wide variety 
of reasons: lower price, higher perceived value, a 
desire to be up-to-date in fashion — or just for the 
heck of it.

In past years, there were families who bought 
only Chevrolets, Fords or Plymouths. Occasionally 
they might switch, but they eventually went back to 
their old reliable make. Today those families still 
exist but they are decreasing. The initial success of 
foreign cars in the U. S. resulted from a combina
tion of a desire to express dissatisfaction with 
domestic auto manufacturers and a desire to be 
perceived as “with-it” in terms of current trends. 
And the change was made by younger consumers 
with little brand loyalty.

People are generally loyal to things to which they 
can relate but people have a difficult time relating to 
corporations.

People will continue to buy a product or service 
as long as they’re satisfied or until they perceive that 
something else is better or more economical.

A well-developed, solidly promoted character 
provides the consumer with something to which he 
can relate. A bear, a trio of elves or a lion may not be 
as familiar to a consumer as a next-door neighbor,

(Continued on page BG/32)
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5075 Wayzata Blvd., Minneapolis, MN 55416

Travelers Express wraps up your 
disbursement requirements in a new 

Payments System Package.
the other minor troubles that occur daily. 

Official Checks. This new service is the 
space age way to replace your own 

Bank Checks. Not only does 
Travelers Express perform all the time- 
consuming back office work, but also 

you get substantial cash payments 
from us, or you gain extra balances. 

Find out more about these specific 
services and other ways that our 

Truncation/Safekeeping services can 
help you. Call toll free: 800-328-5678, 

or write: 5075 Wayzata Boulevard, 
Minneapolis, Minnesota 55416

What is one of your most labor-intensive 
services? Probably the back-room work 
involved in reconciling money transfer 
instruments, such as Money Orders 
and Bank Checks (call them Teller's 
Checks or Cashier's Checks if you 
prefer). Give the job to Travelers 
Express! Not only can we handle 
them faster, we supply all forms, free! 
Money Orders. This "service item" 
can occupy a great deal of time, 
not only in issuing, but also in 
reconciliation, handling stop- 
payments, tracing and all
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Animate, Inanimate Animals 
Excel as Bank, Thrift Reps 
To Gamer Goodwill, Deposits

ST U FFED  —  but not stuffy — animals are as 
popular as ever in the banking community as 

both spokesmen or corporate characters and as 
traffic-building premiums. In fact, a number of bank 
and thrift spokes-animals actually debuted as one
time giveaways that proved so popular with the 
community that they were “signed up” to long-term 
spokes-animal contracts.

Here’s how a sampling of Mid-Continent bankers 
(and one aggressive S&L) use spokes-animals and 
stuffed toy animal premiums.

Remodeling and expansion at Longview (Tex.) 
Bank was the cause of considerable, though tempo
rary, inconvenience. Acting to head off potential 
customer disenchantment with the noise and 
cramped quarters, the bank created “Jethro, the 
spokes-giraffe.” In the lobby (a vice president 
donned the cloth mask) Jethro joked with waiting 
customers, explaining that Longview Bank was

"W ally the Marine Bank W alrus" appears on advertising  
pieces of Marine Banks in Wisconsin. Upper photo: G iraffe  
spokes-anim al for Longview (Tex.) Bank entertains kids 
at local park as part of bank's public relations program.

“stretching its facilities” and thanking them for their 
patience and loyalty. He also agreed that parking 
was “a pain in the neck.” The spokes-giraffe deliv
ered his lighthearted message in newspaper ads and 
on billboards. Jethro became so well known that an 
advertisement announcing the grand opening of the 
bank’s new 11-lane motor facility didn’t even bother 
to identify the long-necked character.

Jethro presided over ribbon-cutting ceremonies 
at both the motor bank and the remodeled Main 
Bank (he was assisted by characters from Six Flags 
Over Texas amusement park). During the one-week 
celebration at the bank, said Bert Skinner, adminis
trative assistant to President Rogers Pope, “it 
seemed the entire county turned out to shake Jeth
ro’s hand.”

Jethro had done a splendid job. But he has no 
thought of retiring. He may have a vacation, but the 
bank’s 25th anniversary is only four years away and 
Longview Bank’s desire to meet the changing needs 
of its city’s dynamic marketplace will keep Jethro’s 
neck stretching for years to come. He still has a lot of 
work to do.

For Maury County Federal Savings, the smallest 
of six banks and two thrifts in Columbia, Tenn., the 
problem was one of name recognition. Just two 
months on the job, Vice President Scott Kunkel 
became aware that the public in general didn’t know 
the thrift existed. “I decided we needed some name 
recognition factor that would get people talking 
about Maury (pronounced Murry) Federal,” Mr. 
Kunkel said.

One solution, he decided, was to spend more 
money on advertising than competitors do so the 
public sees “your name more often than anyone 
else’s.” But the competition had ad budgets five to 
10 times the size of Maury Federal’s, so Mr. Kunkel 
settled on a second approach: “Do something so 
different that people are constantly talking about it 
and let word-of-mouth carry your advertising im
pact far beyond the dollars spent.” The answer: 
Furry Maury, a stuffed toy squirrel, was appointed 
director of customer relations.

“The announcement was made in all seriousness,
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The Dark Ages Vs. The 21st Century
Consider a Plansmith Anvil — It’s more than you expect!

Ease of operation • Flexibility • Clear, concise reports • Complete training in a day 
Systems designed by Bankers — for Bankers.

Update your General Ledger... 
with an Anvil.
• 50% reduction in posting time.
• Easy-to-read Daily Statements.
• General Ledger activity with descriptions.
• Comparative financial reports for your 

directors in minutes, not days.
• Call Report and Income Report with 

the push of a button.
• Use your own account numbers.

Control your Commercial Loans... 
with an Anvil.
• Complete up-to-date accounting 

and reporting.
• Accurate accruals.
• Easy data entry.
• Quick response to rate changes.
• Audit trail.
• Knowledge of Loan Portfolio: 

Rates/Maturities/Delinquencies
The Anvil Word Processor... 
an added feature.
• Provides letter quality appearance 

in less than a minute.
• Ideal for everyday correspondence, 

legal documents and form letters.
• Common errors corrected in seconds.
• Floppy disk memory storage of all 

addresses and form letters.
• Ease of operation = Happy secretaries.
• Fast, professional results everytime.

Profit Planning and Control... 
an Anvil specialty.
• Truly Interactive Planning Model.
• Sensitivity Analysis
• Accurate computation of Interest 

Income, Interest Expense and Taxes.
• Comprehensive Reporting.
• Significant Management Ratios.
• Monthly Variance Reports with 

Rate—Volume Analysis.
• Easy Reforecasting to meet goals.

The Anvil.

Plansmith Corporation
50 N. Brockway 

Palatine, Illinois 60067 
(312)359-4045
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the same way any other staff appoint
ment or promotion would be an
nounced,” Mr. Kunkel said. “Furry 
Maury was then introduced to the 
community through pictures in the 
newspaper and his voice (similar to the 
popular singing group of the 60s, “The 
Chipmunks”) was heard on local radio. 
An oil portrait of Furry Maury in 
classic pose was hung in each of our 
offices.”

A four-week open house with free 
soft drinks, cookies and balloons was 
kicked off with a two-hour live radio 
show during which the entire staff, in
cluding Furry Maury, was in ter
viewed. Customers who came in to 
meet the spokes-animal were informed 
he was temporarily out of the office and 
referred to a staffer who could help 
them. The S&L also offered a stuffed 
Furry Maury toy (manufactured by 
Possum Trot, Inc., McKee, Ky.)witha 
$100 deposit. “But the main reason for 
this particular approach,” Mr. Kunkel 
said, “was not to draw savings but to 
create name recognition and institu
tion differentiation in the community.”

Furry Maury has since made a 
number of changes in his position as 
director of customer relations. He has 
made decorating changes in the office 
and has convinced the entire staff to 
wear camel blazers with a Furry Maury

patch on the pocket. Furry Maury has 
begun singing on the radio and has 
written a new jingle for Maury Fed
eral. He has become such a celebrity in 
Columbia that the S&L plans to intro
duce Furry Maury T-shirts in the near 
future. All over town, people are find
ing peanuts with business cards that 
state simply “Furry Maury was here. ”

The success of a name-recognition 
campaign is difficult to measure. Since 
Furry Maury has been a member of the 
S&L’s staff for only two months, it’s 
difficult to say whether he has signifi
cantly affected savings flows or the 
number of loan applications, Mr. Kun
kel said.

A short visit to Columbia will con
vince anyone, however, that Furry 
Maury has accomplished the name 
recognition sought. Ask almost anyone 
in Columbia the name of a financial 
institution in Maury County and 
Maury Federal, the home of Furry 
Maury, will be one of the first men
tioned. For the smallest of six banks 
and two federal S&Ls in a town of only
25,000 people, that says something.

The key ingredient in the success of 
Wally the Marine Bank Walrus was 
“that he was extremely adaptable for us 
to use throughout our advertising pro
gram. In using Wally as our spokes- 
animal, we have brought a different

type of aggressive stance for a financial 
institution in an otherwise very con
servative and humdrum market,” said 
Lark Billick, assistant vice president 
for the Marine Corp., Milwaukee- 
based holding company. “We are con
tinuing to use Wally throughout our 
advertising, whether it be in individual 
bank ads of a specific service or product 
or in our corporation-wide brochures. ”

Settling on Wally, though, was not 
an accident. Marine’s 17 banks (32 lo
cations) were unified only by the word 
“Marine” in the name. More impor
tant, the HC needed a new image to 
attract younger custom ers, and, 
hopefully, the new spokesman would 
tie in with “Marine.” Mr. Billick con
sidered a spokes-fish but that wasn’t 
particularly attractive or cuddly (fishy 
bank?), so he chose a walrus. Working 
with Animal Fair, Inc., Chanhassen, 
Minn., Mr. Billick designed a plush 
Wally, complete with Marine bank tie, 
that begged for attention. A larger- 
than-life version was placed in the 
lobby.

Wally was an overnight success. The 
introductory campaign offering a 
“Wally the Marine Bank W alrus’ 
stuffed toy with a $300 deposit, origi
nally scheduled to run eight weeks, 
was cut off after just four: giveaway 
inventory was exhausted. In four 
weeks, Marine exchanged 27 ,500  
Wally toys for $35 million in deposits. 
Mr. Billick said, “We have estimated 
that two-thirds of those dollars would 
not have been received without a 
character like Wally.”

Marine ran a newspaper ad an
nouncing the program’s end: “Thanks, 
Wisconsin,” it read. “Due to the in
credible response, we’ve all found 
homes. Rest assured I will return in 
the future. (Signed) Wally.” Mr. Bil
lick has ordered even more stuffed 
animals for this spring’s promotion.

Meanwhile, Wally was adapted to 
other marketing functions. A brochure 
explaining CDs showed Wally wearing 
a tricorn pirate’s cap and opening a 
chest of gold coins; one for the Flagship 
Account (which combines checking, 
savings, credit card and overdraft pro
tection) showed Wally launching a 
small sailing ship; and a pamphlet 
pitching retirement accounts pictured 
Wally relaxing under palm trees. He 
also appeared on bumper stickers sup
porting the Green Bay Packers and 
made the closing pitch on TV spots.

Mr. Billick has hopes “Wally the 
Marine Bank Walrus” will prove as 
durable as Hubert, the Harris Trust 
lion, operating out of Chicago.

Indeed, 22-year-old Hubert has

(Continued on page BGI20)
97 Stone Street 
Buffalo, New York 14212

UNITED BUSINESS EQUIPMENT
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STONINGTON: A UNIQUE NEW COLLECTION OF 
READY-TO-WEAR CAREER APPAREL AND ACCESSORIES.
Step into Stonington; ready-when-you-are career apparel for men and women, with 
classic overtones expressed in a brand new way.
Suits and coordinates are designed to mix or match in a variety of colors to meet your 
specific needs.
Stonington. The classic way to meet your career apparel needs. For more information, 
call Stonington collect in Norwich 203-889-3801, or contact the nearest Omniform office.

Atlanta • Chicago • Dallas • Honolulu • London • Los Angeles • Miami • New Orleans • New York
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Employee Incentive Promotion Exceeds Goal: 
Accounts Worth $117 Million Solicited

YOU’RE Number One,’ an employee incentive 
program involving all 3,650 First National of 

Arizona workers, brought in $117.3 million in new 
money in three months.

The program’s goal was $100 million in new de
posits.

“What else can I say,” marveled Ed Carson, 
president and CEO, at the program’s conclusion. 
“The program was simply fantastic from start to 
finish and the employee participation was beyond 
all expectations.”

Em ployees were awarded points based on 
number and size of new accounts they generated. 
The points were exchanged for merchandise gifts 
and the top 15 winners earned one-week vacations 
for two to Hawaii. “Our cost per $1,000 in deposits 
gained,” said program administrator Diane Wag
ner, “was approximately $6.20.”

The bank-wide incentive plan was initially con
ceived to emphasize the bank’s commitment to

being first in sales of services to the retail customer. 
“This commitment also carries with it the need to 
deliver what we promise in both product and ser
vice,” Miss Wagner said.

“No matter how good we make our advertising,” 
Mr. Carson told employees in a kick-off letter, “we 
need you and our entire employee team to back up 
our claims of friendly, helpful and accurate service. 
In short, ‘You’re Number One’ in making this major 
growth-oriented effort a success.

“ ‘You’re Number One’ is more than a plan to gain 
new accounts for First National. It’s a program that 
involves all of us on an individual and a team basis. It 
gives us a chance to learn more about our bank’s 
services. And it gives us a chance to do something 
for our customers, our bank and ourselves.”

“The number one reason people switch their ac
counts from bank to bank is dissatisfaction with 
service,” a counselor from Marketing Psychologists 
Inc., Chicago, told bank employees. “Savers are fed

LEFT: First of Arizona Pres. Ed Carson gladly receives singing telegram  
proclaiming bank exceeded its goal in employee incentive promotion. 
Goal w as $100 m illion; it w as exceeded by $17 m illion. ABOVE: 
Marketing services personnel and program adm inistrator sort requests 
for special "You're Num ber One" T-shirts, aw arded to each employee 
w hen first new account w as recorded. From I.: Debbie Scott, Steve 
Keyser, Diana W agner.
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savings
deposits.

» the best e to save.

Hundreds of institutions like these are writing their 
own su ccess stories. Yours can be one of them.

When you select a promotion from J. Edward 
Connelly you’re not just choosing a premium. 
You’re choosing a carefully structured marketing 
program geared to meet your institution’s 
objectives. Connelly promotions feature the 
finest brand-name merchandise from the 
country’s leading manufacturers. Names like 
West Bend, Timex, National Semiconductor and 
International Silver have helped make these and 
other Connelly programs a su ccess.

J. Edward Connelly Associates, Inc.
America’s Leader In Financial Marketing For Over 25 Years.

Our national sales representatives are 
seasoned financial marketing pros. They provide 
the strategy necessary to design and implement 
successfu l premium incentive campaign. 
Whether your needs be money-acquisition, 
stimulating new accounts, traffic-building, cross 
selling, or a combination of objectives, a Connell 
Associate can get results for you.

So this time, don’t just “run a premium”. Get 
the results you’ve planned for with a Connelly 
program. Write or call our toll-free number today. 
800-245-6532

1020 Saw Mill Run Boulevard. Pittsburgh. Pa. 15220
Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



up with long lines and being treated 
rudely by tellers. They are just waiting 
for someone to ask them to switch ac
counts.”

Bank officials figured the 3%-month 
program would generate $100 million 
in new deposits. That goal was sur
passed the week before the program’s 
conclusion and announced in all 
branches and offices via singing tele
grams. “You’re Number One - 
generated accounts were adding more 
than $1 million a day during the incen
tive promotion’s first three weeks.

Employees were organized into 
teams of 10 persons and team leaders 
were sent to training sessions teaching 
basic selling and outlining the bank’s 
different services. Leaders, in turn, in
structed their teammates and also 
helped members locate and bring in 
new customers.

While team members helped one 
another (brainstorming sessions were 
called weekly to share tips and poten
tial leads) and could earn bonus points 
based on overall team performance, 
the program’s primary emphasis was 
on the individual. The employee gave 
potential new custom ers referral 
coupons with the employee’s name on 
it, which the new customer presented 
to the new -accounts te ller when 
opening an account. Each new account 
earned the bank employee award 
points based on the type of account and 
deposit size. Em ployees in non- 
contact positions who didn’t normally 
deal directly with the public generally 
earned more points than, say, a teller 
or loan officer received for the same 
type of account. For example, a First 
Bonus Account (automatic checking-

to-savings) earned a contact officer 750 
points, a contact staffer 1,500 points, a 
non-contact officer 2,250 points and a 
non-contact staffer 3,000 points.

Em ployees also were awarded 
bonus points, eligible for merchandise 
in an awards book prepared by Per
formance Incentives C o., M inne
apolis, but the bonus points were not 
counted toward top-perform ance 
awards. Turning in the names of five 
potential customers within the pro
gram’s first two weeks was rewarded 
with 200 points. Additional award 
points were issued for writing articles 
for First National’s monthly employee 
newspaper, “The Banker.”

As an added incentive, “The 
Banker” ran the names of the top three 
performers in each category (contact 
officer, contact staffer, non-contact of
ficer and non-contact staffer) in each 
issue, encouraging participants to new 
heights.

More than 70% of the bank’s 3,650 
employees brought in at least one new 
account during the three-month cam
paign. Many, in fact, caught the spirit. 
Most donned tropical outfits to cele
brate Hawaiian Day and one pregnant 
teller even sewed her “You’re Number 
One” T-shirt on top of a maternity top!

Award totals were revised every two 
weeks and bonus awards of 2,000,
1,000 and 500 points were awarded to 
the top three teams in each division — 
branches, home office, operations 
center.

Overall, the incentive program gen
erated more than 25,000 new accounts 
and $117.3 million in new deposits, 
roughly 30% of First National’s total 
1978 deposit growth of $395.3 million.

GUIDE YOUR CUSTOMERS TO THE 
FASTEST SERVICE AVAILABLE WITH

CUSTOMERS AUTOMATICALLY 
SIGNAL THEIR ARRIVAL WITH

DRIVE-IN  A LER T
Pleasant chime sounds when car passes 
over electronic detection area, alerting 
tellers who may be away from drive-in 
window. Customers receive fast service. 
Tellers operate more efficiently. Also 
counts cars.

HIGH IN TEN SITY
DRIVE-IN SIGN S

A C TR O —LIT E  SIGNS immediately attract 
and direct drivers entering the facility. The 
extraordinarily brilliant OPEN/CLOSED or 
R ED /G R EEN  message even pierces direct 
sunlight. Stainless steel or statuary bronze 
finish. Easily installed and maintained. 

Versatile mounting. Immediate delivery. 
Satisfaction Guaranteed!

I LK 1351 Jarvis •  Elk Grove Village, IL 60007 •  (312) 364-4810

Spokes-animals
(Continued from page BG/16)

worked hard for Harris Bank since his 
introduction, said Guy Steagall, vice 
president. Since the first Harris Bank 
opened, two bronze lions have 
guarded the bank’s entrance and for 
more than 40 years the proud lions 
stood as a symbol for an equally proud 
bank. But the Harris family wanted 
people to know that Harris bankers are 
warm and friendly. So the dignified 
lions guarding the doors made room for 
a frisky newcomer that businessmen 
and kids both could enjoy. That’s why 
Hubert turned out to be a definitely 
different lion.

Adapting a lovable lion was easy. 
But making him work for the bank and 
for people who feel uncomfortable 
with big banks was a little harder. 
Hubert had to be every bit as proper 
and money-wise as the Harris bankers 
are. But he also had to be friendly and 
let all kinds of people know that Harris 
Bank really wants to do business with 
them, Mr. Steagall said.

Harris executives figure more than
250,000 bespectacled Huberts have 
been distributed to Chicago residents. 
The stuffed animal premium for sav
ings returns this year by popular de
mand; last year Harris dropped the 
giveaway when the price rose above 
federal regulations and the bank didn’t 
want to charge a fee. “But the bank has 
received a great many requests to 
bring Hubert back again,” said cam
paign coordinator Deborah Walker. A 
$250 deposit and $4.95 was required 
during last October’s promotion.

Hubert is adaptable to many mar
keting functions. He’s spokes-animal 
in newspaper ads and on TV spots. His 
likeness has been printed on beach 
towels and lion-shaped piggy banks. In 
his latest incarnation, Hubert’s image 
appears on an alarm clock; media 
theme is “After years of helping kids 
get to sleep, now Hubert’s going to 
wake them up.” • •

Bank Marketing Institute 
Scheduled for Oct. 5-10

The fourth session of the Graduate 
Institu te  of Bank M arketing is 
scheduled for O ctober 5-10 at 
Louisiana State University, Baton 
Rouge.

For more information, write the 
Graduate Institute of Bank Marketing, 
P. O. Box 17390, Baton Rouge, LA 
70893.
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T w o  N E W  D i r e c t o r  A i d s

INVESTMENT GUIDE
$ 2 2 . 0 0  p er copy

CONTRACTS
W ith  Bank Executives

$7.00p er copy

INVESTMENT GUIDE
In this 192-page manual, the author 

discusses the merits of directors paying 
closer attention to the investment policies 
of their bank.

It is normal, says the author, for 
the board to more closely scrutinize loan 
transactions since these occur more 
frequently and represent the bank's 
primary earning power.

Yet poorly thought out and executed 
investment policies often can place a 
bank's capital in jeopardy, particularly 
when the bank is forced to liquidate in
vestments during a period of rapidly ris
ing interest rates. The alternative, of 
course, is to "ride out" such periods, 
making few if any new loans in the com
munity.

Should the board "intrude" upon the 
management perogatives of the CEO in 
the administration of the investment 
portfolio? Not at all, says the author. 
However, a written policy, carefully 
structured around the bank's deposit 
structure and loan demand, can be com
forting during rising (or falling) interest 
rates. This becomes increasingly evident, 
says the author, when such a policy not 
only is followed but is carefully "fine 
tuned" as liquidity and investment yields 
are related to economic swings.

As an aid to management and the 
board in reviewing present investment 
policies — and perhaps establishing more 
formal guidelines — the author presents 
numerous investment and portfolio man
agement policy statements presently in 
use by recognized well-run banks.

Also presented: a bibliography of tend for periods of five years and, be-
recommended reading on the subject, cause of this, contracts call for careful 
plus excerpts from the Comptroller's construction.
manual on regulations and rulings in re- This manual discusses the role of the 
gard to bank investments. These inter- bank board's Compensation Committee 
pretations (also valuable to state banks), in determining the nature of such con- 
while available elsewhere, are placed to- tracts. The author suggests strongly that 
gether in this same volume for handy ref- "performance" of the executive can and 
erence by the director as he peruses the should be the key in rewarding the ex
intricacies of bank investment policies, ecutive. Charts and worksheets are in

cluded to help the committee arrive at a 
Q U A N TITY PRICES reasonable contract that includes fair and

2-4 co p ie s ...............................$20.00 each equitable "perquisites" as motivating fac-
5-7 co p ie s...............................$19.00 each tors for the bank executive.
8-10 copies...............................$18.00 each The manual will help any board com

mittee presently writing an executive con- 
r n M T D A C T C  tract or 'n reviewin9 existing contracts.

In many banks, salaries, bonuses and Q U A N TITY  PRICES
fringe benefits of top executives (particu- 2-4 co p ie s ................................... $6.50 each
larly those of the Chief Executive) are 5-7 co p ie s ................................... $6.25 each
covered by contract. Many contracts ex- 8-10 copies...................................$6.00 each

TH E BANK BOARD L E T T E R  FBG
408 Olive St., St. Louis, Mo. 63102

_______  copies, INVESTM ENT G UID E $_________________________________
_______  copies, CO N TRACTS $_________________________________

TO T A L EN CLO SED  $________________________________

Nam e_____________________________________________ T itle ____________________________
Bank_________________________________________________________________________________
Street_________________________________________________________________________________
City, State, Zip______________________________________________________________________

(Please send check with order. In Missouri, add 4.6% tax)
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Long-Term Deposits for Chicago Thrift 
Fruit of Pre-Retirement Counseling

A  P R E - R E T I R E M E N T  c o u n s e lin g  p ro g ra m  
(P R C ) can  a ttra c t su b stan tia l lo n g -term  sav

ings d ep o sits  and  h e lp  b u ild  co m m u n ity  goodw ill, 
a cco rd in g  to  G in taras K astys, v ice  p re s id e n t, U n ity  
Savings A ssociation , C h icag o . U n ity  has m ad e its 
P R C  availab le  for lice n s in g  to fin an cia l in stitu tio n s 
across th e  nation . M r. K astys is in ch arg e  o f th e  
p ro g ram ’s d ev e lo p m en t.

T h e  P R C  p ro gram  was fo rm u lated  in 1 9 7 5  in 
resp o n se  to e co n o m ic  rev ersa ls  th a t w ere  fo rcin g  
m any in d u stria l p lants in th e  area  to in d u ce  e m 
p lo y ees to re t ire  early . As a re su lt, m any o f th e  
S & L ’s cu sto m e rs  w e re  b rin g in g  in large p en sio n  
and  p ro fit sh a rin g  fin a l d is tr ib u tio n s  and  w e re  
seek in g  fin an cia l ad vice  as to d isp o sition  o f th e  
funds.

T h e  U n ity  P R C  p rogram  was ju d g e d  su ccessfu l. 
T h e  m a teria l it co n ta in e d  and th e  serv ices  o ffered  
w ere  b e n e fic ia l to U n ity ’s cu sto m e rs , and th e  S & L  
o b ta in ed  a su b stan tia l n u m b e r o f  la rg er acco u n ts .

As tim e  w en t on , th e  p rogram  grew . I t ’s now  u sed  
by  m o re  th an  70  co rp o ratio n s in th e  C h icag o  area  —  
at no ch a rg e . P R C  also is o ffered  to th e  g en era l 
p u b lic  at U n ity ’s h o m e office  to rea ch  p e o p le  w ho 
w ork for firm s too sm all to su p p ort p re -re t ire m e n t

co u n selin g  plans.
A b u sin ess  can  p ro vid e p re -r e t ire m e n t c o u n se l

ing  in a n u m b e r o f  w ays. I f  it has su ffic ien t p e rso n n e l 
and e x p e rtise , it can  p ro vid e a co m p le te  program  
in -h o u se . I f  th e  effo rt is to b e  a lo n g -te rm  v e n tu re  
and a stead y  n u m b e r o f  p e o p le  are  e lig ib le , an in- 
h ou se  p lan  cou ld  b e  th e  m ost d es ira b le  a lte rn a tiv e , 
M r. K astys says.

A n o th er ro u te  to  take is to  u se  in -h o u se  p e rso n n e l 
for p art o f th e  ser ie s  o f  co u n selin g  session s and  h ire  
g u est e x p e rts  for th e  b a la n ce . F o r  exa m p le , a d octo r 
cou ld  b e  asked  to d iscuss th e  h e a lth  a sp ects  o f aging. 
An a tto rn e y  or b an k  tru st o fficer cou ld  b e  asked  to 
rev iew  th e  e sta te  p lan n in g  or fin an cia l a sp ects  o f 
re tire m e n t.

A th ird  ap p roach  is to  use an o u tsid e  group such 
as U n ity  Savings. T h is  ap p roach  assu res sessions 
th a t in tro d u ce  to p ics th at hav e g rea t in te re s t to 
p e o p le  fa c in g  r e t ir e m e n t ,  b u t  w h ich  h a v e  n o t 
n e cessa rily  b e e n  id e n tified  b y  m a n a g em en t, M r. 
K astys says.

M o s t  e m p lo y e r s  s p o n s o r in g  U n i t y ’s p r e 
re t ire m e n t co u n selin g  p rogram s se t asid e tw o hours 
d u ring  th e  w orking  day, on e day a w eek  for six 
w eek s. T h e  firm ’s p e rso n n e l or em p lo y e e  b en e fits

G intaras Kastys (standing), v.p ., Unity 
Savings, Chicago, reviews PRC pro
gram with client (I.) representing one 
of "Fortune 500" firms. Unity staffers 
are Del Larson (2nd from I.) and Bill 
Thom son (r .) . Program  is being  
licensed to other financial institutions 
by Unity.
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Hundreds of 
FISI client 
across Am erica 
are already using 
FISI VIDEOTAPE 
in their ongoing employee 
training program .

Now, this innovative 
service is available to 

your bank —  regardless of 
size or location.

One low monthly fee brings into your bank 
the nation’s best bank training specialists. 
Written support materials accompany each 
tape. Among the subjects covered regularly are: 
Teller Training . . . New Accounts . . . New 
Business Development . . . Security . . . 
Exchange of Management Ideas . . . and, 
Insights into Banking Legislation.

There is no capital outlay for equipment. We 
supply a half-inch videotape player-recorder 
which connects to any TV set. Customized 
equipment packages are available.

There is nothing like the FISI VIDEOTAPE 
NETWORK in the banking industry.

Timeliness is an important feature of the FISI 
VIDEOTAPE NETWORK, staying abreast of in
dustry trends and responding in short time to 
bankers’ changing needs. On the other hand, 
the training segments can be collected and kept 
permanently for the training of future 
employees and refreshing other employees.

The most progressive bank in your market 
will be the first to put the FISI VIDEOTAPE 
NETWORK to use. You can begin immediately 
sharpening the professionalism and improving 
the performance of your employees with the ef
fective training available on the FISI 
VIDEOTAPE NETWORK.

Call now and arrange a demonstration.
National WATS: 800/251-8442;
Tennessee WATS: 800/342-8303

t i f i

financial institution services ine. ™
725 Melpark Drive • Nashville, TN 37204 • (615) 383-7295

Hie best bank 
training in Ameri 
is right at your 
fingertips.
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d ep a rtm e n t usu ally  hosts a P R C .
M eetin g s  are  h e ld  in a q u ie t room  

w ith co m fo rta b le  ch a irs , so th e  a tm o 
sp h ere  can  b e  k e p t in form al. E v e ry o n e  
is u rged  to take p art in d iscu ssions. 
T h o se  a tte n d in g  usually  are  from  5 5  to 
65  years o f  age, b u t som e are  o ld er.

A d is c u s s io n  le a d e r  fro m  U n ity

S A V E  TIM E, 
M ONEY  
AND EFFO RT

Spend less money storing cumbersome 
data printouts. Belmont's Special 
Bankers Kit binds printouts neatly 
in rugged "Durable". The special 
Slide-Lock Binders allow easy insertion 
of additional data. When full, merely 
lock permanently with lock nuts and 
use the top mechanism again and 
again. Kit will accommodate 50  
binders. As low as 75b each in 
quantities. Includes covers, 6"  
posts, and slide-lock mechanisms.

W r it e  o r  c a l l  f o r  f u l l  in f o r m a t io n

____ - BELMONT

1^  PLASTICS
^  P.O.Box 2 8 9 2

Laguna Hills, CA 9 2 6 5 3  
--------  A  (7 1 4 )7 7 0 -2 9 6 7

co o rd in ates  th e  to p ics d iscu ssed : ap
p ro a ch e s  to  r e t ir e m e n t  and  m o n ey  
m a n a g e m e n t; su p p le m e n tin g  r e t i r e 
m e n t and social secu rity  in co m e ; in 
v e s tm e n ts ; fin an cia l p lan n in g ; h o u s
ing, h e a lth  and  p erso n al re la tio n s; and 
a ttitu d e , se lf-im ag e  and life  p lan n in g .

B e ca u se  som e p artic ip an ts  m ay not 
have read  a book  sin ce  h igh  school 
days, sem in ar lead ers use  a v arie ty  o f 
visual te a ch in g  aids d u rin g  th e  sessions 
to m ake th em  as in te re s tin g  as p o ssi
b le .

A tte n d e e s  a re  g iv en  fo ld e rs  c o n 
ta in in g  lite ra tu re  on th e  ta x -free  ro ll
o v er p ro vision s o f th e  E m p lo y e e  R e 
t i r e m e n t  I n c o m e  S e c u r i t y  A c t 
( E R I S A ) ,  m a t e r ia l  on  i n v e s t m e n t  
p la n n in g  d raw n  fro m  a n u m b e r  o f  
so u rces, a ch a rt for m aking  a b u d g et, 
in form ation  on e sta te  p lan n in g  and fi
n a n c ia l  c o u n s e l in g  an d  a p e r s o n a l  
c h e ck lis t for re t ire m e n t p lanning .

W h e n  f in a n c ia l s e r v ic e s  a re  d is 
cu ssed , U n ity ’s co u n selo rs  u rge  p ar
tic ip an ts to tap th e  re so u rces  o f  th e ir  
ow n fin an cia l in stitu tio n s . T h e y  also 
are  p ersu ad ed  to co n su lt th e  ap p ro p ri
ate  p ro fession al shou ld  it b e  n e cessa ry  
to w rite  or re v ise  a w ill, draft a tru st or 
o th er  legal d o cu m en t or co m p u te  a tax 
figu re  p re c ise ly .

F in a n c ia l in s titu tio n s  o ffe rin g  th e  
U n ity  P R C  p ro gram  se ll th e  p ackage to 
firm s in th e ir  areas w ith  lum p  sum  
p en sio n  or p ro fit sharing  p lans. R e p re 
sen ta tiv es d e sc r ib e  th e  co u n selin g  s e 
q u e n ce  and offer p rin te d  m ateria ls  and 
d iscu ssion  session s. F in a n c ia l in s titu 
tio n  r e p r e s e n t a t iv e s  u su a lly  a re n  t 
p ro fession al sa le sp e o p le , so th e  aids —  
p rin te d  and  visual —  o ffered  b y  U n ity  
are  w e lco m e  and e ffe c tiv e  se llin g  tools.

A C o n v e r s a t i o n  P i e c e  Y o u r  
C u sto m e rs  (and Prospects )  Will 
L o n g  R e m e m b e r .  P e r fe c t  f o r  an 
O p e n  H o u se ,  A n n iv ersary ,  New 
B u i ld in g  or  R e m o d e l i n g  or  Any 
Special  Occasion .

T h e  U n circu lated  P en n y in a Bottle
FOR 15 YEARS OVER 5 MILLION OF THESE LITTLE SOUVENIRS 
HAVE BEEN USED TO ATTRACT NEW CUSTOMERS AND RETAIN 
OLD ONES. IMPRINTED WITH BANK OR SAVINGS & LOAN 
LOGO. FOR INFORMATION AND SAMPLES WRITE:

Penny Glass W orks
730 Hundley Way 

Placentia, CA 92670 
(714) 524-6700

R e sis ta n ce  on th e  p art o f firm s to 
give a fin an cia l in s titu tio n  a ccess  to its 
e m p lo y e e s  fo r a P R C  is o v e rc o m e  
w h en  th e  fin an cia l in s titu tio n ’s re p re 
sen ta tiv es m ake it c le a r  th a t no co m 
m ercia l m essag es are  d e liv e red  during 
a p ro gram , M r. K astys says.

U n ity  has fo u n d  th a t so m e  firm s 
d on ’t n e e d  th e  fu ll co u rse  o f session s, 
so its re p re se n ta tiv e s  have o ffered  ap 
p ro ach es to  m e e t a firm ’s n e ed s. In  
som e cases, it has p ro vid ed  only  on e or 
tw o session s in stea d  o f th e  usual six.

O n c e  a firm  has s ig n e d  on w ith  
U n ity , it is p ro v id ed  w ith  b ro ch u re s  to 
p u b lic iz e  availab ility  o f th e  session s. 
T h e  b ro ch u re s  exp lain  th e  c o n te n t and 
sp ecific  b e n e fits  o f  th e  session s.

O th e r  ideas for ad vance p u b lic ity  
are  o ffe red  to co n v in ce  p a rtic ip a n ts  
th at th e  p ro gram  has b e n e fits  for th e m .

I t ’s not alw ays easy  to p in p o in t r e 
sults o f  such  a p ro gram  in n u m b e r o f 
new  acco u n ts  o p en e d  or d ollars d e 
p o sited , M r. K astys says. H o w ev er, 
s in ce  P R C  has b e e n  o ffered , th e  S & L  
has n o ted  a larg e  in cre a se  in  IR A  ro ll
o v ers, w ith  m o n ey  staying  ab oard  for 
ab o u t 10 y ears . A co rresp o n d in g  sig 
n ifican t in cre a se  has b e e n  n o ted  in th e  
d em an d  for o th e r  fin an cia l serv ices  of
fe re d  b y  th e  S & L .

M r . K a s ty s  r e p o r ts  th e  in i t ia l  
l ice n sin g  program s involv ing  F a r  W e st 
F e d e ra l Sav ings, P o rtlan d , O r e ., and 
P h ila d e lp h ia  S a v in g s  F u n d  S o c ie ty  
w ere  su ccessfu l, and th e  p rogram  has 
b e e n  o ffered  at no ch arg e  to  b u sin ess 
and in d u stry  in and  around  C h icago . 
M o re  th an  6 ,0 0 0  e m p lo y e e s  r e p r e 
sen tin g  120  C h ica g o -a rea  firm s have 
p a rtic ip a te d  in  P R C  p ro gram s. C o m 
p an ies in v olv ed  in clu d e  5 0  o f  th e  “ F o r 
tu n e  5 0 0 , ’’ such  as K raft F o o d s, Avon 
P ro d u cts  and Z en ith  R ad io , as w ell as 
sm aller firm s.

P rogram  lice n se e s  re c e iv e  a co m 
p re h e n siv e  p ackage from  U n ity  th at 
in clu d es b ib lio g rap h y  and tra in in g  aids 
for p e rso n n e l co n d u ctin g  th e  p rogram s 
and su p p ort m ateria ls  for all six o f th e  
tw o-h o u r sem in a r session s; v id eo tap es 
and  b ack u p  c u rr icu la ; p re se n ta tio n s  
w ith  audiovisuals for se llin g  em p lo y ers 
on ad op ting  th e  p rogram  and te s te d , 
n o n th re a te n in g  m a te ria l to p ro m o te  
em p lo y e e  p artic ip atio n . U n ity ’s m a r
k e tin g  re p r e s e n ta t iv e s  m a k e  th e m 
se lv e s  a v a ila b le  to  tra in  b a n k  e m 
p lo y e e s  to  c o n d u c t sess io n s  and  to 
m ak e c o rp o ra te  ca lls .

T h e  U n ity  P R C  p rogram  can  h e lp  
b an k s and  S & L s  d e m o n s tra te  th e ir  
c o m m itm e n t to  co rp o ra te  so cia l r e 
sp o n sib ility  b y  p ro vid ing  a w o rth w h ile  
and m u ch -n e e d e d  p u b lic  serv ice  fre e  
o f ch a rg e , and  it can p ro d u ce  sig n ifi
can t “b o tto m -lin e ” rew ard s. • •
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Over Half a Billion Dollars in Deposits
Last year we made a statement. This 
year, we are saying it again. Some of 

our best friends are bankers.
We started out five years ago, trying to make friends in the banking industry, with our 
commemorative customized belt buckle programs. It wasn’t easy, but our programs soon 
proved themselves. As of today, we have sold and serviced over 2 ,000 financial institutions. We 
have yet to fail them. Some of our customers have realized over three and one-half million 
dollars a week in deposits. With a record like that, it has become easier to make new friends.

HERE IS WHAT THEY SAY ABOUT US:
Marshall Weems, Senior Vice President & Director of Marketing, Citizens & Southern National 
Bank of South Carolina, Columbia, South Carolina.

“ The South Carolina belt buckle premium promotion was extremely successful. We 
achieved nearly 200% of our original goal. One of the best premiums we ever ran.”

Dominic J. Bernardi, Jr., Vice President, Manager, Marketing Department, State National 
Bank, El Paso, Texas.

“ Our bank has been involved with the Heritage Mint in three successful belt buckle 
promotions, and is presently working on a fourth and a fifth. Heritage Mint understands 
bank marketing.”

A. George Chambers, Vice President and Advertising Manager, Rainier National Bank, Seattle, 
Washington.

“The belt buckle promotion for Rainier exceeded all our expectations.”
Larry D. Brower, Vice President, First Security Corporation, Salt Lake City, Utah.

“The belt buckle program has exceeded our expectations in all respects, including buckles 
sold outright, and deposits generated. Consumer acceptance has been almost unbelieva
ble.”

Jerry D. Turk, Vice President and Marketing Director, Louisiana National Bank, Baton Rouge, 
Louisiana.

“ Never in my wildest expectations did I dream, or even hope that the buckles would grab 
people’s fancy as they have.”

Mike Winterhalter, Director of Marketing, Dallas Federal Savings, Dallas, Texas.
“ As our third belt buckle promotion in as many years draws to a close, I want to pause to 
thank you for enabling Dallas Federal to again successfully feature an effective traffic 
builder.”

Alan Johnson, Regional Marketing Coordinator, Northwestern Bank, Helena, Montana.
“ This is the second time we have offered a special edition of belt buckles on a state-wide 
basis. Our sales to date have far exceeded the estimates which we made. The demand for 
belt buckles continues to amaze us a ll.”

M. P. (Mick) Scott, Vice President, Benj Franklin Federal Savings & Loan, Portland, Oregon.
“ We feel our “ Oregon Collection” is a quality program that is unique, and most important, 
of tremendous popularity with our savers.”

Our work includes corporate logos, historical landmarks, state seals, and university mascots. 
All of our buckles are jewelry finished, numbered for registration with the American Collector, 
and handsomely packaged in leather pouches. We are also licensed for most professional 
sports. Got a marketing objective? Give us a call. We are always looking for new friends.

HERITAGE MINT, LTD. 
2221 Barry Avenue 
Los Angeles, California 
90064
(213) 473-4538

All buckles shown are one half the actual size.
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Westerners Buckle-up to HC's Promo: 
Turn Anniversary Into Profit-Maker
B A N K  A N N IV E R S A R IE S  usu ally  co st a lo t o f 

m o n e y , b u t  th e  p e o p le  a t F i r s t  S e c u r ity  
C o rp ., m u lti-b a n k  H C  h e a d q u a rte re d  in Sa lt L ake  
C ity , d ec id ed  to u se  th e  occasion  o f a 5 0 th  b an k in g  
an n iv ersary  to make m o n ey  and im m o rta lize  th e  
h isto rica l e v en ts  o f  its th re e -s ta te  reg io n .

A cco rd in g  to L arry  D . B ro w er , v ice  p re s id e n t, 
F irs t  S e cu rity , and co o rd in ato r o f th e  c e le b ra tio n , 
m o re  th a n  $ 1 4 0  m illio n  in  d e p o s its  and  so m e  
$ 2 1 ,0 0 0  in p rofits  w ere  rea liz ed  d u rin g  th e  in itia l 
p h ase o f th e  H C ’s p ro m otion .

T h e  v e h ic le  to accom p lish  th e se  ou tstan d in g  r e 
sults was a co lle c tio n  o f brass b e lt  b u ck les  th at d e 
p ic te d  scen es  o f h is to rica l ev en ts  in  U tah , Id ah o  and 
so u th w estern  W y o m in g  —  th e  states in  w h ich  th e  
H C  o p era tes  b an k in g  o ffices.

N in e  sty les o f b u ck les  w e re  cast b ea rin g  scen es  
such as th e  M o rm o n  T e m p le  in  Salt L ak e  C ity , 
h o n o rin g  th e  re g io n ’s d om in an t re lig io n , and th e  
d riv ing  o f th e  go ld en  sp ike, co m m e m o ra tin g  th e  
e s ta b lish m e n t o f th e  first tra n sco n tin en ta l railroad . 
O th e r  b u ck le  su b je c ts  in clu d ed  th e  seal o f  F irs t  
S e c u rity  C o rp ., s ta te  seals o f  U ta h , Id a h o  and  
W y o m in g , a p ro sp e c to r , an e lk  and  a b ig  h orn  
sh eep .

Collection of brass buckles honoring historical events in 
history of state of Utah is presented to Utah Governor 
Scott Matheson (I.) by W illard L. Eccles, v.p./dir., First 
Security Corp., and s.v.p ., First Security Bank, Salt Lake 
City.

Idaho buckle collection includes state seal 
(upper I.), prospector (upper r.) and big 
horn sheep (lower c.).

T h e  b u ck les  w ere  d esig n ed  and p ro d u ced  by  
H e rita g e  M in t, L td ., L os A n g eles , and w ere  ex c lu 
sive to th e  H C . E a ch  d esign  in  th e  co lle c tio n  was 
re se a rch e d  for h is to rica l sig n ifican ce  and a u th e n ti
c a te d  a n d  c e r t i f i e d  b y  Am erican Collector 
m agazine.

B u ck les  w ere  m ad e in tw o sizes: a la rg e , “sand- 
ca s t” solid  brass m o d el and a sm a ller o n e  cast in 
scu lp to r’s b ro n z e . A co lle c tio n  o f  th e  d esigns was 
d isp layed  at each  o f th e  H C ’s affiliate  b an k s, th e  
larg est o f w h ich  are  $ 1 .6 -b illio n  F ir s t  S e cu rity  o f 
U tah , Sa lt L a k e  C ity , and $ 1 .1 -b illio n  F ir s t  S e cu rity  
o f Id ah o , B o ise .

O rg an ized  in 1 9 2 8 , th e  co rp o ra tio n  is o n e  o f th e  
o ld est m u lti-b a n k  H C s in th e  U . S. Its  n on ban k in g  
affiliates in c lu d e  th re e  m o rtg ag e  loan co m p an ies, 
th r e e  in s u ra n c e  c o m p a n ie s  and  a le a s in g  firm , 
o p era tin g  in 11 w e ste rn  states.

T h e  b u ck les  w ere  availab le  in  sev era l w ays:
• A $ 5 ,0 0 0  d ep o sit in  an e x istin g  savings acco u n t, 

a new  ch e ck in g  or savings a cco u n t or a C D  e n title d  
cu sto m e rs  to a fre e  b u ck le  p e r  acco u n t.

• B u ck les  cou ld  b e  p u rch ased  for $ 6 .9 5  a fter a 
d ep o sit o f $ 3 0 0  or m o re  was m ad e in an ex istin g  
savings acco u n t or in a new  savings or ch e ck in g

(Continued on page BG/43)
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Help Stamp Out Director Liability Risk
W ith These Four Board-Related Manuals

t h e

S S Ï Ï « 1“
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$ 1 6 . 0 0

I t<J,'°B>kNK BOARD l*"*'

(1) B O A R D  P O L IC Y  ON RISK  
M ANAGEM ENT. 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—$14.50 ea.

6-10 copies—$13.50 ea.

(2) T H E  E F F E C T I V E  B O A R D  
A UD IT. 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
sibilities audits, audit engagement let
ters and bank audits. No director can 
afford to be without a copy!

Q U A N TITY  PRICES
2-5 copies—$16.50 ea.

6-10 copies—$15.50 ea.

$ 1 8 . 0 0

(Third Edition)

$ 1 0 . 0 0

(S eco n d  Edition)

$ 1 0 . 0 0

(31 TH E BANK BOARD AND LOAN  
PO LICY. 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 N TITY PRICES
2-5  copies— $ 9 .0 0  ea.

6 -10  copies— $ 8 .0 0  ea.

(4) CO N FLIC TS  OF IN TER EST . Con
flicts of Interest presents everything 
directors and officers should know 
about the problem of ''conflicts.'' It 
gives examiners' views of directors' 
business relationships with the bank, 
examines ethical pitfalls involving con
flicts and details positive actions for 
reducing the potential for conflicts. 
Also included is the Comptroller's 
ruling on statements of business inter
ests and sample conflict-of-interest 
policies in use by other banks which 
can be adapted by your board.

Q U A N TITY PRICES
2-5  copies— $ 9 .0 0  ea.

6 -1 0  copies— $ 8 .0 0  ea.

TH E BANK BOARD L E T T E R  
408 Olive St., St. Louis, MO 63102

............copies. Board Policy on Risk Management $

............copies, The Effective Board Audit $

............copies, Bank Board & Loan Policy $

............copies, Conflict of Interest $
Total Enclosed $

FBG

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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© Wilson Learning, 1979

Handling Irate Customers: 
Everyone Can Win!

By Frank B. Ward, Vice President, Banking Systems, Wilson Learning Corp., Eden Prairie, Minn.

MA R Y  J O N E S ’ h u sb an d  had  to w ork la te  last 
n ight.

I t  m ay seem  th at M ary  Jo n e s  and h e r  h u sb an d  
hav e litt le  to do w ith  th e  w ay th ings run at your 
fin an cia l in stitu tio n . B u t b e fo re  you d ism iss th e m , 
co n sid er th is scen ario : M ary ’s h u sb an d  is leav ing  
h o m e th e  n ex t m o rn in g  w h en  h e  re m e m b e rs  th at 
b eca u se  h e  w o rked  la te , h e  m issed  d ep o sitin g  his 
ch e ck  at you r in s titu tio n . A nd h e  p ro m ised  to give 
b o th  M ary and  th e ir  son som e cash  —  to take ca re  o f 
school and h o u seh o ld  exp en ses.

H e grabs his co at and hands th e  ch e ck  to M ary. 
“ H o n ey , d ep o sit th is and  g e t th e  cash  you n e e d ,” h e 
says, w h ile  d ash ing  ou t th e  door.

M ary  stands th e re  w ith  th e  ch e ck  in  h e r  hand  and 
spills h e r  co ffee . H e r son runs d ow nstairs, “ M om , 
w h e re ’s th e  m o n ey  I n e ed  for sch o o l?  I t ’s d ue today 
at lu n c h t im e .”

M ary th e n  know s sh e ’ll have to d rive h e r  son to 
sch oo l, d ep o sit th e  ch e ck , g e t th e  cash , re tu rn  to th e  
school w ith  th e  cash  for h e r  son and k eep  a 10 o ’c lock  
a p p o in tm en t for a jo b  in te rv iew  so sh e w o n ’t run 
sh ort o f cash  so o ften  h erse lf.

A nd th e re  w o n ’t b e  tim e  for b reak fast. M ary ’s in a 
hu rry . S h e  d rops h e r  son at sch oo l, gets cau gh t in  a

traffic  ja m  on th e  w ay to your in s titu tio n , ru sh es in 
th e  d oor and  up to th e  first fre e  te lle r  she sees . I t ’s 
n ot th e  te lle r  sh e usually  goes to . T h a t w indow  is 
busy .

W h e n  M ary  finally  hands ov er h e r  h u sb a n d ’s 
h a rd -e a rn e d  ch e ck , you r te lle r  says, “ W e  ca n ’t cash 
th is, b e ca u se  it ’s not en d o rsed  p ro p e rly ” and  hands 
th e  ch e ck  b ack  to M ary.

A t th a t p o in t M ary  dum ps th e  b u ck e t sh e ’s b e e n  
b u ild in g  up all m o rn in g . A nd you r te lle r  c re a te s  h e r  
ow n m en ta l scen a rio  —  o n e  th at goes so m eth in g  
like  th is: T h is  sh o u ld n ’t  b e  h ap p en in g ; th is w om an 
should  know  th e  ru les ; she sh o u ld n ’t b e  asking  m e 
to do th is; sh e ’s m aking  m e v ery  angry.

“I ’m sorry , b u t th o se  are  th e  b a n k ’s p o lic ie s ,” 
you r te lle r  snaps.

M ary  Jo n e s  is ju s t  ab ou t h y ste rica l b y  now  and 
leav es th e  p re m ises  on th e  w ay to  h e r  jo b  in terv iew . 
W h e n  sh e  arrives —  b o th  la te  and  w ith o u t h e r  cash 
—  sh e  exp lains th a t she got h u n g -u p  w ith  a v ery  
ru d e te lle r  at you r in stitu tio n .

F o r  a n u m b e r o f  y ears , re ta ile rs  hav e g a th e re d  
data on w h at th e y  te rm  th e  “re v e rb e ra tio n  ind ex  —  
th at is, how  m any p e o p le  w ill b e  exp o sed  to M ary 
Jo n e s ’ story  o f  h e r  “b a d ” e x p e r ie n c e  at you r in stitu -

REALITY STATEMENTS

1. Unpleasant outside events will occur.
2. We have little or no control over the 

events, but our thinking and behavior  
can  sometimes influence them.

3. We decide  whether or not we get 
ourselves upset.

4. We decide how  upset  we get.
5. We decide h o w  long  we get upset.

6. We decide h o w  often we get upset.
7. We decide h o w  we m a n a g e  our upset.
8. It's usually more beneficial to 

ourselves and others if we decide not 
to overly upset ourselves.

9. We can  learn not to make a problem  
out of a problem.
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FOR YOUR DIRECTORS -  TO HELP THEM HELP YOU

Edited by Dr. Lewis E. Davids 
Editor, The BANK BOARD Letter

What Every Bank Director 
Should Know About

MAXIMIZING CORRESPONDENT 
BANK RELATIONSHIPS
How to get essential correspondent services 
at lowest prices. Appraising value of present 
services. Selecting correspondents who can 
help your bank’s profitability. A timely direc
tors’ guide to give banks greatest returns 
from correspondent relationships.

1  00y  I I per copy

QUANTITY PRICES
24 copies $10.00 ea. 
5-7 copies $ 9.50 ea. 

8-10 copies $ 9.25 ea. 
11-15 copies $ 9.00 ea.

Directors aren’t “born” correspon
dent banking experts. But you can 
help them catch up in a hurry. And 
it’s profitable for you to do so!
This just-published manual pro
vides vital information directors 
need. All correspondent facets are 
covered. Clearings and float 
analysis. Computer processing 
services. Loan participations. 
Asset management. Lines of 
credit and foreign exchange. 
Seminars and training. Group in
surance and retirement plans. In
ternational service. Employee 
benefits. And many other services 
provided by correspondent banks.
This manual does even more. It 
helps directors APPRAISE cor
respondent services — to make 
sure your correspondent gives 
maximum service at the most 
competitive price.

This manual also warns of federal 
government intrusion into cor
respondent fields and tells how to 
cope with it. Simplified explana

tions cover constraints imposed 
by the Financial Institutions 
Regulatory and Interest Rate Con
trol Act (FIRA) — bank personnel 
affected by them — and complica
tions introduced into correspon
dent - respondent bank set-ups.
Every detail of correspondent rela
tions is covered in this new 
100-page manual. Today, especial
ly, it is a “must” for every bank 
director — inside and outside. 
Your bank can’t afford to be 
without it.

SEND COUPON BELOW. ORDER YOUR 
COPY TODAY -  AND DON’T FORGET 
YOUR DIRECTORS’ COPIES!

ADDED BONUS
A complete description of services 
offered respondent banks by big- 
city correspondents. See if your 
bank is getting all your cor
respondents should give. Make 
sure you are getting your money’s 
worth!
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408  O live  S t. L ou is , M o . 6 3 102

________________ copies,
MAXIMIZING CORRESPONDENT 
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N am e____________
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tion  b y  th e  tim e  th e  w eek  is ov er. A c
co rd in g  to so m e o f th e  m o st re c e n t  
find ings, i f  10 M ary  Jo n e se s  v isit you r 
in s titu tio n  in  o n e  w eek , th e ir  story  is 
ca rrie d  to an a v erag e  o f 13 p erso n s p e r  
M ary Jo n e s . O v e r 13 0  o th e r  p erso n s 
h eard  th e  b ad  new s ab o u t you r in s titu 
tio n  in  o n e  w e e k . T h o s e  s ta t is t ic s  
m o u n t r a p id ly  w h e n  v ie w e d  o n  a 
m o n th ly  basis.

So , no m a tte r  how  long and  how  w ell 
you r m a rk etin g  p e o p le  p o sitio n  you as 
th e  fr ie n d ly , p e rs o n a l f in a n c ia l e x 
p e rts , you r p u b lic -co n ta c t p e o p le  still 
form  th e  cru x o f you r p u b lic  im ag e and 
re p u ta tio n .

A n d  ju s t  th in k  o f  a ll th e  M a ry  
Jo n e se s  th a t d on ’t dum p a b u c k e t w h en  
th e y  re c e iv e  a d isco u rteo u s or in d iffer
e n t re a ctio n  from  y ou r te lle rs . T h e y  
are  usually  th e  on es w ho show  up as 
c lo sed  acco u n ts  b e fo re  th e y ’v e d one 
en ou gh  b u sin ess  w ith  you to  add an y 
th in g  to  you r sid e o f th e  acco u n tin g  
sh e et.

So  w hat can  you do ab o u t it?  A t w hat 
p o in t in  th e  scen a rio  do you and  your 
p e o p le  h av e  so m e c o n tro l o v e r  th e  
p ro ce ss?  A rep lay  m akes it obviou s th at 
you hav e  no co n tro l w h a tso ev er o v er 
w hat M ary  Jo n e s  b rin g s w ith  h e r  in 
em o tio n a l fru stra tio n .

B u t you r p e o p le  can  hav e co m p le te  
co n tro l o v er th e  way th e y  fe e l ab ou t 
M ary  Jo n e s  and in w h at th e y  b e lie v e  
w h ile  d oing  th e ir  jo b s  —  th e  k ind  o f 
“se lf-ta lk ’ th e y ’re  d oing  w h en  faced  
w ith  all kinds o f s itu ation s.

U n p lea sa n t o u tsid e  e v e n ts  are  going 
to  o ccu r. S o m e cu sto m e rs  are  going to 
m ake u n rea so n a b le  d em an d s. O th ers  
are  going to hav e n u m ero u s leg itim a te  
co m p la in ts . C u s to m e r-co n ta c t p e o p le  
—  te lle rs , n ew -a cco u n ts  p e o p le  and so 
fo rth  are  going  to co n tin u e  to hav e to 
p erfo rm  th e ir  jo b s  in  stressfu l, h igh  
ten sio n  situ ation s.

T h e  only  th in g  th e y  can  co n tro l is 
th e ir  ow n b e lie fs  and  fe e lin g s . A nd 
c o n tr o l lin g  th e ir  ow n fe e lin g s  w ill 
allow  th e m  to h an d le  ira te  cu sto m ers

in a co u rte o u s , in te re s te d , p ro b le m 
solving m an n er.

In  co n ju n c tio n  w ith  U n iv ers ity  o f 
K e n tu ck y  p sy ch ia trist, D r. M axie  C . 
M a u ltsb y , W ilso n  L e a rn in g  has d e 
v e lo p e d  a se t o f  em o tio n al A B C D s  for 
te lle rs  and p u b lic -co n ta c t p e o p le .

A is fo r th e  A ctiv a tin g  E v e n t  —  
th a t’s w h a tev er trig g ers  th e  th o u g h ts , 
b e lie fs  and b eh av io rs .

B is for ou r B e lie fs  —  ou r a ttitu d es
—  th e  self-ta lk  w e carry  on as w e d is
cuss th e  “A ctiv atin g  E v e n t .”

C is for our C o n se q u e n tia l F e e lin g s
—  i f  w e fe e l angry  or u p tig h t, no d ou bt 
w e had  a n eg ativ e  b e l ie f  at “ B ” th a t was 
“A ctiv a ted ” b y  som e c ircu m sta n ces  or 
e v en t.

T h e  D o f  our A B C D s  re p re se n ts  th e  
D o in g  —  th e  b eh a v io r sp ark ed  b y  our 
b e lie fs  and co n se q u e n tia l fee lin g s .

P u b lic -co n ta c t p e o p le  can  u se  th e ir  
A B C D s  to gain co n tro l o v er th e ir  e m o 
tions and  p o w er o v er w h at th e y  do and 
say. F o r  in s ta n c e , b y  re a liz in g  th a t 
th e y  c a n ’t s to p  M a ry  J o n e s  fro m  
d u m p in g  on th e m  w h en  sh e  has a 
rough day, co n ta c t or serv ice  p e rso n 
n el can  e lim in a te  in te n se  fru stra tio n .

T o  a c c e p t th e  fact th a t som e cu sto m 
ers w ill b e  d isco u rteo u s or in d iffere n t 
d o esn ’t m ean  lik ing  it. I t  d o esn ’t m ean  
ap p rovin g  o f it. I t  sim p ly  m ean s ac
ce p tin g  th e  u n ch a n g e a b le  —  n am ely  
th a t w h ich  has a lread y  h a p p e n e d  or 
th a t w h ich  is h a p p en in g  right now.

W h e n  a co n ta c t p erso n  re fu ses  to 
a cce p t th e  u n ch a n g e a b le , se lf-ta lk  like  
th a t o f ou r te lle r  o ccu rs and  lead s to 
e m o tio n a l u p set. I ra te  cu sto m e rs  ca n ’t 
b e  h an d led  w ell by  a co n ta c t or serv ice  
p erso n  w ho is u p se t and out o f co n tro l, 
too. S e lf-ta lk  g ives rise  to  ou r fee lin g s 
and w h at w e do. So, “W e  c a n ’t do th a t” 
has a p o w erfu l e ffect. L u ck ily , se lf-ta lk  
can he changed. C o n sid e r th e s e  o p 
tions for co n ta ct p e o p le  w h en  th e y  are  
u n d er fire :

• In s te a d  of, “T h is  w om an should  
n e v e r  g e t so u p se t w ith  m e ,” try , “I ’d 
p re fe r  th a t she a c te d  d iffe re n tly .”

• O r ra th e r  th an , “I t ’s n o t fair. I 
shou ld  not hav e to do th is ,” try , “I 
d on ’t lik e  it, b u t th a t’s th e  w ay it i s .”

N o tice  th a t ch a n g in g  th e  se lf-ta lk  
can lead  to fee lin g s  o f a cce p ta n ce , as 
op p osed  to th e  sort o f  rig id , d em a n d 
in g  and u p se ttin g  fee lin g s  b ro u g h t on 
w h en  self-ta lk  is ab ou t th e  m y th ical 
w ay th ings are  sup p osed  to b e .

P erh ap s th e  b e s t  exam p le  o f th e  way 
th a t se lf-ta lk  im p acts and d irects  w hat 
w e do is th e  story  o f th e  th re e  p e o p le  
from  F lo r id a  w ho saw a snake pass in 
fro n t o f  th e m .

Jo e , from  M iam i, had  b e e n  b itte n  by  
a snake o n ce . H is im m e d ia te  re a ctio n  
was to  h o lle r  and run aw ay sh ou tin g , 
“ K ill it! K ill i t !” S u e , from  T am p a, had  
se e n  snakes b e fo re , b u t d id n ’t hav e  any 
rea l fee lin g s ab o u t th e m  o n e  w ay or th e  
o th er . H e r  re a ctio n  was to  step  o v er 
th e  snake and k e ep  going. T e d d y , w ho 
had grow n up in  th e  sw am p land s, was 
q u ite  fam iliar w ith  snakes and  found 
th e m  a b so lu te ly  fascin atin g . H e  b e n t 
o v er and exa m in ed  th e  c re a tu re  —  
know ing th a t it was n ot p o isono u s and 
cou ld  n ot harm  h im .

T h re e  p e o p le  w ith  th re e  d iffe ren t 
sets o f b e lie fs  —  and th re e  d iffe ren t 
re a ctio n s  to th e  sam e snake.

A nd so it is w ith  ou r b e lie fs  and b e 
h av ior in  m ost s tre ss-p ro d u cin g  s itu a 
t io n s . U p s e tt in g  s e lf- ta lk  g e n e r a lly  
lead s to n eg ativ e  b eh av io r. T h e re fo re , 
for op tim u m  resu lts , co n ta c t p e o p le  
m igh t s tru ctu re  self-ta lk  th a t g ives rise  
to n e u tra l or p o sitiv e  fe e lin g s . T h a t 
w ay, th e y  d on ’t lose co n tro l o f th e  s itu 
ation  w h en  an ira te  c u sto m e r co m es 
in to  th e  in s titu tio n . W ith  p ra c tic e , o ld , 
te n sio n -p ro d u cin g  self-ta lk  can  b e  r e 
p laced . A nd ev e ry o n e  can  b e  b e t te r  for 
it.

Ju s t co n sid er it —  w h en  co n fro n ted  
w ith  ira te  cu sto m e rs  or co -w o rk ers , 
th e  self-ta lk  cou ld  b e , “ O th e r  p e o p le  
m ake th e m se lv e s  u p se t and I c a n ’t c o n 
tro l th e ir  fe e lin g s . I can  rem a in  calm  
and u se  m y skills to in flu e n ce  th e m , 
th o u gh  th e y  are  u p s e t .” O r as y ou ’re 
b e co m in g  u p set w ith  a c u sto m e r or 
e m p lo y e e , try , “Is b e in g  u p set h e lp in g  
m e ?  D o  I rea lly  w ant to b e  u p se t?  H ow  
do I w ant to fe e l n o w ?”

O r w h en  y ou ’ve ju s t  d isco v e red  a 
m istak e  or acco u n tin g  e rro r  you m ad e 
y o u rself, “W e ll, I  m ad e a m istak e. I 
guess I ’m h u m an  and h u m ans m ake 
m istak es. W h a t can  I lea rn  from  this 
m istake  so I  can  im p ro v e m y p e rfo rm 
a n c e ? ”

T h is k ind  o f  se lf-ta lk  will e n a b le  your 
cu sto m e r co n ta ct to  b e co m e  less u p se t 
and h e n c e  b e  b e tte r  a b le  to h an d le  
b o th  ira te  cu sto m ers  and  te n se  s itu a
tion s. T h a t w ay, e v e ry o n e  w ins. • •

E L E C T R O N IC  T R A F F IC  M A N A G E M E N T
Speeds Customer Flow
Improves Teller Efficiency
Ends Lobby Confusion
Visual Direction, Audio Alert
Minimizes Waiting Time
Solid State Electronics —  Trouble Free
Non-glare Non-reflective Blackout
Faceplate With Brilliant Color Readout

The “ Mini-Director” From RUDALE

FOR MORE INFORMATION 
CALL OR WRITE:
R U D A LE , IN C .

1421 North Central Park Avenue, Anaheim, CA 92802

LOW COST —  INSTALL YOURSELF
Other systems to suit your needs 
Customizing available

(714) 991-7579
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Corporate Characters
(Continued from page BG/12)

b u t th e y  re p re s e n t a p erso n a lity  th at 
stands for so m e th in g  tan g ib le .

T h is d o e sn ’t m ean  th a t p e o p le  will 
co n tin u e  to b u y  an in fe rio r p ro d u ct or 
se rv ic e  b e c a u se  th e r e ’s a c o rp o ra te  
sym bol in v o lv ed  —  or th at th e y  w ill 
sw itch  b ra n d s fo r th e  sam e re a so n . 
C o rp o ra te  c h a ra c te rs  ca n , h o w e v e r, 
g ive a com p an y  a co m p e titiv e  ed g e  in a 
m atu re  m a rk e t w h ere  all p ro d u cts  or 
s e rv ic e s  a re  g e n e ra lly  p e r c e iv e d  as 
b e in g  id e n tica l, or at lea st sim ilar.

A c la s s ic  e x a m p le  o f  a m a r k e t -  
d o m in a te d  c o r p o r a t e  c h a r a c t e r  is 
found in th e  b rea k fa st ce re a l b u sin ess . 
K e llo g g ’s, G e n e ra l M ills , Q u ak er and 
G e n e ra l F o o d s all hav e k id -o rien ted  
ch a ra cters  w ho sell th e  p ro d u ct. W h e n  
a ch ild  sees  o n e  o f  th e se  ch a ra cters  h e  
can re la te  to it. T h e  p lea  o f a ch ild  in 
th e  su p e rm a rk et for a sp e c ific  c e re a l 
isn ’t rea lly  c o n n e c te d  to a d e s ire  for th e  
c e re a l. T h e  d es ire  is for som e so rt o f 
re la tio n sh ip  w ith  th e  ch a ra cter .

A n o th e r exam p le  o f  ch a ra c te r  m a r
k e tin g  at its b e s t is R onald  M cD o n a ld . 
W h e n  M c D o n a ld ’s was s ta rte d , th e  
id ea  o f  a p la ce  w h ere  you cou ld  g e t an

in ex p e n siv e  m eal in  a c lea n  e n v iro n 
m e n t w ith  good serv ice  was en o u g h  to 
a ttra c t co n su m ers . W h e n  co m p etitio n  
b eg an  to d ev elo p , M cD o n a ld ’s saw th e  
op p o rtu n ity  to add so m e th in g  to  th e  
b a sic  p ack ag e . A fast-food  m eal was 
tu rn e d  in to  an e v e n t, an e x p e r ie n c e , a 
ch a n ce  to  v isit R onald  M cD o n a ld . T h e  
in te re s tin g  th in g  is th a t co m p etitio n  
saw how  su ccessfu l R on ald  was and 
cre a te d  its ow n —  so w e now  have 
R u rg er K ing!

M any b anks are  in  th e  sam e p o sition  
M c D o n a ld ’s w as b e fo re  R on ald  was 
cre a te d . L e t ’s face  it, m ost co n su m ers 
lum p fin an cia l in stitu tio n s  in to  o n e  o f 
tw o c a te g o r ie s : m in e  and all th e  o th e r s . 
L e t ’s face  a n o th er  fact: M o st b an k  ad 
v e rtis in g  rea lly  is p re tty  dull and can 
b e  lu m p ed  in to  on e o f  four ca te g o rie s :

• W e  pay in te re s t. R ig  d eal! T h e  av
e r a g e  c o n s u m e r  h a s  a n u m b e r  o f  
ch o ice s  av ailab le  paying h ig h e r  in te r 
e st ra tes .

• W e  hav e a lo t o f b ra n ch e s . Y es, 
says th e  co n su m e r, b u t n o n e are  n ear 
m y w ork or h o m e.

• O u r p e o p le  are  frien d ly . So , says 
th e  co n su m e r, are  th e  p e o p le  at m y 
bank.

• W e  offer gifts. B u t, says th e  co n 
su m er, I a lread y  hav e a w atch , a c a l
cu la to r and a re d  re v e rs ib le  tw o -to n e  
w id get!

A co rp o ra te  ch a ra c te r  can  m ake ad
v e rtis in g  in te re s t in g . T h e  c h a ra c te r  
can  d e liv e r  s im ilar m essag es, b u t th ey  
b e c o m e  in te re s tin g  b e ca u se  a lion , a 
b e a r  or an aard vark  is d e liv e rin g  th e m .

In  r e c e n t  y ears , a n u m b e r o f fin an 
cial in stitu tio n s  hav e ad o p ted  co rp o 
ra te  ch a ra cters  and o ffered  soft toy  v e r 
sions as p re m iu m s. M any h a v en ’t r e 
a lly  ta k e n  a d v a n ta g e  o f  th e  o p p o r
tu n itie s  a cu sto m  ch a ra c te r  can  p re 
sen t.

T o  lum p  a soft toy w ith  o th e r  p r e 
m iu m s s u c h  as lu g g a g e , b la n k e ts ,  
w atch es and  ca lcu la to rs  is to m iss ou t 
on a p o w erfu l co m p e titiv e  m ark etin g  
w ed ge.

T h e  o b je c t  o f  any  p re m iu m  is to 
c re a te  an “I  w ant o n e  o f th o se ’’ re a ctio n  
in  th e  m ind  o f  th e  co n su m e r. I t ’s e v en  
m o re  e ffe c tiv e  w h en  th e  “I  w ant o n e  o f 
th o se ” re a ctio n  is c e n te re d  on an item  
th a t s n o t av a ilab le  a n y w h ere  e lse .

F in a lly , a soft toy  v ersio n  o f  a co rp o 
ra te  ch a ra c te r  allow s for a lo n g -lastin g  
ca rry -o v e r  e ffe c t. C o n sid e r  th e  vast 
sum s o f  m o n ey  sp e n t b y  co m p an ies to 
p lace  a logo or a b ran d  n am e in  p laces 
w h ere  p e o p le  w ill see  th e m . C o n sid e r 
th e  v a lu e  o f  h a v in g  a c h a r a c t e r  
u n iq u e ly  id e n tifie d  w ith  a p ro d u ct, 
serv ice  or fin an cia l in s titu tio n  in  th e  
h o m es o f  co n su m ers  w h ere  th e y  w ill 

(Continued on page BG/37)

'■ormi,

29 WEST 30TH STREET 
NEW YORK, N. Y. 10001

The wardrobe impressions you see here are but a 
thought of what can be.

We at Starflite look forward to helping you draw 
from our knowledge of the past, experience of the 
present, and our unending quest for styles and fab
rics of the ’80 ’s.

Starflite has developed a custom coordinated sys
tem that can be tailored to your needs. The verve 
and versatility of a custom designed wardrobe can 
bring prideful pleasure to the people who wear 
them, and positive results to the company they rep
resent.

Our Sales staff eagerly awaits the opportunity to 
meet with you and develop a unique program suita
ble to your needs.

For further information call collect, 212-563-1231, 
or write our Sales Department.

j i L r o x m x

29 WEST 30TH STREET 

NEW YORK, N. Y. 10001 
AREA CODE (212) 563-1231
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Four Volume
M A R K E T IN G  L IB R A R Y

How to Plan, Organize & Conduct Bank Anniversaries. . .
The complete guide to procedure when holding a formal 
opening, an open house, any kind of bank celebration; 166 
pages, many illustrations; 12 chapters starting with "F irst 
Things F irst,"  ranging through "Add a Little Pizazz and 
Oom-pah," concluding with "  Expect the Unexpected"; 
eight appendices containing actual plans, budgets, programs 
used by banks in actual celebrations; a completely factual, 
step-by-step how-to-do-it book now in its second printing.
Regular Price; $18.00

How to Write Bank Publicity and Get It Published. . . 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: $7.00

Regular Price
$45.00

NOW
ONLY * 3 2

95

How to Plan, Organize and Conduct an Incentive Campaign
. . . Mid-Continent Banker's newest how-to-do-it manual; a 
complete guide to procedure in evolving an effective in
centive campaign to sell bank services and/or increase bank 
deposits; 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 cur
rent events, getting new business from old customers, moti
vating staff members and concluding with a series of six 
case histories of actual bank promotions that obtained ex
ceptional results.
Regular Price: $12.00

Profit-Building Ideas for Bank Christmas Promotions. This 
is NOT a Christmas Club book, although ONE chapter is 
devoted to Christmas savings promotion plans. Other chap
ters: selling various bank services during the Holidays: using 
lobby decorations most effectively; helping children at 
Christmas; remembering employees in Christmas planning; 
using the "good will season" to build bank good w ill; get
ting the most benefits from Holiday publicity; planning for 
the Holidays from mid-summer to New Year's. In 80 pages 
are packed tested Holiday ideas used by banks, big and 
small, from coast to coast.
Regular Price: $8.00

M O N E Y  B A C K  G U A R A N T E E — If not com plete ly  satisfied, return  
with in  10 days for full refund.

r M ID - C O N T IN E N T  B A N K E R  
4 0 8  O live , St. Lo u is , M o. 6 3 1 0 2

FBG

Please send us books checked:
copies, Bank Celebration Book @ $18.00 ea. 
copies, Bank Publicity Book @ $7.00 ea. 
copies, Planning an Incentive Campaign @ $12.00 ea. 
copies, Profit-Building Ideas for Xmas @ $8.00 ea.
SEND ALL FOUR BOOKS AT THE LOW PRICE OF $32.95 
[ ] Check enclosed............................................................................

Name...................................................Title
B a n k ............................................................
Street.............................................................
City, State, Z ip .........................................

(Check should accompany order. We pay postage and handling. 
Missouri banks please include 4.6% sales tax.)
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What Every Director Should Know About Banking
( b u t  s o m e t i m e s  d o e s n ' t )

30 Timely Studies of Vital Director Interest
Veteran directors can forget. New 

ones need break-in time. In either case, 
resulting information-gaps could bring 
your bank serious financial difficulties.

Protect yourself. Make sure your di
rectors know. Give them this practical, 
dollars-and-sense update on today’s 
priority problems. Packed with timely 
data and information. Written by top- 
ranking banking specialists.

Originally published as “bonus” 
additions to The BANK BOARD Letter, 
national newsletter for bank directors. 
Heavy demand for additional copies 
forced a reprinting. Now, for first time, 
this 30-piece director’s “encyclopedia” 
is available in convenient packet form.

Mass printing permits lower price. 
Allows you to give each director a per
sonal packet. Provides mind-easing “in-

surance” against inadvertent director 
oversights and financial problems.

Satisfaction guaranteed. Complete 
refund if BANK BOARD Bonus Studies 
fail to please you.

Latest information every director 
must know. Includes subjects such as —  
what every director should know about 
meeting with examiners —  money
saving information about employee 
stock-ownership plans — tested proce
dures for courting stockholder business 
— deferred compensation plan for di
rectors — establishing a business de
velopment policy —  what help directors 
can give effectively to sales —  check list 
of audit procedures for directors’ ex
aminations —  and 23 other essential 
aids for sound and efficient director 
performance.

120 pages

$ 1 0 . 0 0 per packet

2 -5  packets $ 8 .0 0  ea 
5 -1 0  packets $ 7 .0 0  ea

(O rder No. 200 on coupon at right)

• Bank Directors and Their Selection, 
Qualifications, Evaluation, Retirement.
42 pages. Answers key questions concern
ing director selection, retention and re
tirement. Special section: the prospective 
director and how he should be expected to 
contribute to the bank’s success. No. 101, 
$5.50 per copy. (Revised Edition)

• Bank Shareholders’ Meeting Manual.
60 pages, 8V2 x 11". Designed to aid direc
tors of state-chartered banks, this book dis
cusses conflict of interest, minority rights, 
fuller disclosure, voting of trust-held secu
rities, 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 informa
tion at annual meetings and in annual re
ports. No. 102, $8.25 each.

• A Policy Manual for the Bank Board.
24-pages, reviews typical organizational 
chart, duties and responsibilities of man
aging officers and various standing commit
tees, loan, investment and collection 
policies, and an outline of a suggested in
vestment policy. No. 103, $3.50 per copy.

• Management Policies for Commer
cial Banks. 2nd edition by Howard D. 
Crosse and George H. Hempel. Substan
tially revised edition dealing with major 
policies of liability and asset management 
in banks. Includes examples of major 
policies and the relationship of policy mak
ers and the issuing of policy. Examines 
lending practices, personnel, marketing 
management and portfolio management 
and capital structure. No. 131, $21.00.

• WOMEN: The “Forgotten” Direc
tors. 20-page booklet. Would be most 
helpful to banks contemplating the election 
of a woman or women to the board. A na
tional survey shows how women view their 
relationships to other directors of their 
banks, what they feel are their relation
ships to men and women staff members of

the institution, frustrations and delights 
encountered in board service and what 
they see as today’s major banking prob
lems. No. 145, $2.00 per copy.

• M anagem ent 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.

• Commercial Problem Loans. A
study that makes a significant contribu
tion 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 sam
ple credit file and a hypothetical credit 
policy statement. Published in 1974. 
No. Ï37, $22.

Order by Num ber Using Coupon on the Opposite Page
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Booklets
for Management 

Directors-Stockholders

• A Trust Guide for the Bank Director.
40 pages. Since introduction of the Keogh 
Act (H.R. 10), many small firms and self- 
employed individuals have established 
pension trusts. Thus the number of banks 
adding trust functions has increased sub
stantially. Directors of banks with new 
trust departments or newly elected direc
tors of banks with established trust 
functions often 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, cov
ering fiduciary powers oi national banks, 
collective investment funds and disclosure 
of trust department assets. No. 146, $5.00 
per copy.

• Leasing Principles & Methods. For
the bank interested in leasing. It’s an “en
cyclopedia” of information that covers the 
entire range of leasing of capital goods, with 
fully documented financial instruments, of 
contracts, letters of credit, agreements, 
etc. There are chapters devoted to insur
ance, tax fees and tax credits. Latest rulings 
(for 1977) are included to give the reader a 
complete library on tax problems as
sociated with leasing of airplanes, railroad 
cars, rolling mills, oil tankers, automobiles, 
television sets, etc. The author serves as a 
consultant to some of the nation’s leading 
leasing companies. Over 300 pages. No. 
147, $49.95.

• Bank Director’s World. This manual 
examines the bank director’s relationships 
with the holding company, the CPA, legal 
counsel, stockholders, correspondents and 
advisory boards. It includes exhibits to en
able directors to grasp the scope of the 
world of bank directorship. Both new and 
veteran directors can profit from the 
perspective this manual offers. No. 150, 
$5.00 per copy.

THE BANKERS HANDBOOK
Edited by William H. Baughn and Charls 
E. Walker
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 major 
sections . . .  in 87 chapters. Over 1200 
pages! Every bank, every bank boardroom 
needs this reference book.

Check Box 120 
$37.50 per copy

purchase and sale of common stocks and 
bonds, deciding what to invest in, how to 
formulate investment objectives and which 
types of securities to buy to meet those 
objectives. Chapters also devoted to 
sources of investment information; the op
eration of the securities markets; evalua
tion of stocks, bonds, convertibles, options, 
and special situations. Guide to Intelligent 
Investing will become the cornerstone 
book in your investment library. No. 161, 
$12.50 per copy.

• The Money Market: Myth, Reality 
and P ractice . 578 pages. By Marcia 
Stigum. The Money Market is the result of 
exhaustive research in New York, London 
and elsewhere. Part I describes the in
struments traded in the money market, 
how yields are calculated, and how banks 
under the control of the Fed create our 
money supply. Part II describes the opera
tions of the major money-market banks, 
money-market dealers, and money-market 
brokers. It also describes the principles ac
cording to which a short-term portfolio 
should be run. Part III turns to individual 
markets that together comprise the money

market and describes for each such market 
the instrument traded, how the market is 
made by dealers, money-market brokers 
and investors, and the characteristics of the 
instrument traded, the risks, liquidity and 
return offered. No. 162, $22.50 per copy.

• How to Use Interest-Rate Futures 
Contracts by Edward W. Schwarz. This 
book is a primer on the fundamentals of 
commodity trading and the concept of 
interest-rate futures contracts. The author 
has provided scores of practical examples 
on how to use all of the interest-rate futures 
contracts. His purpose in writing this book 
was to provide sufficient information for 
professional traders, financial executives, 
and investors, so they can successfully 
meet th eir financial objectives. The 
money-futures market treats money as a 
commodity no different from soybeans or 
silver in its commodity fundamentals. The 
fact that almost every commodity and secu
rity exchange in the U. S., as well as some 
abroad, are either already offering financial 
instrument futures, or will soon be doing so 
indicates the tremendous potential for this 
type of speculation. No. 163, $17.95 per 
copy.

• Behind Boardroom Doors. Provides 
insights into the fine points of bank board 
membership. Sample chapter topics: CEO  
selection; reimbursement; management 
audits; finding customers; board minutes; 
director fees; retainers; common law liabil
ity for director negligence; subcommittees 
of the board; capitalization; and influence 
on the economy of the community. Also, a 
chapter on how to open boardroom doors to 
establish ongoing communication between 
the bank and the public. No. 151, $5.00 per 
copy.

• Guide to Intelligent Investing by
Jerome B. Cohen, Edward D. Zinbarg, and 
Arthur Zeikel. This book is geared to the 
investor who wants to create and handle his 
own investment portfolio. It covers the 
basics of sound investing such as timing the

SEE OPPOSITE PAGE FOR OTHER TOPICS

P lea se  Send  T hese M a n a g e m e n t Aids:

101 . . . . copies $ •• 147 . . . .  copies $

102 . . . . copies $ •• . . 150 . . . .  copies $

103 . . . . copies $ •• . . 151 . . . .  copies $

120 . . . . copies $ . . 161 . . . .  copies $

131 . . . . copies $ • • . .  162 . . . .  copies $

133 . . . . copies $ •• ¡63 . . . .  copies $

137 . . . . copies $ • . . . 200 . . . .  copies $

145 . . . . copies $ •• Total $

146 . . . . copies $ . . (In Missouri add

4 .6 % T ax) $
FBG TOTAL $

Send Com pleted Coupon WITH CHECK to: 

Commerce Publishing C o ., 408 O live S t., 

St. Louis, M o. 63102 , publishers o f The 

BANK BOARD Letter

Enclose check payable to 
The BANK BOARD Letter
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Address ............................................................

C ity .............S ta te ..................Z i p ...............
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Little Work, Lots of Good Will 
Benefits of Thrift Photo Promo

E A SY  is th e  byw ord  for th e  re c e n tly  co n c lu d e d  
p h o to  p o r tra it  p ro g ra m  sp o n so re d  b y  C ity  

F e d e ra l Savings &  L o an  A sso cia tio n , M ilw au k ee . 
T h e  th rift was th e  sp on so r, b u t O lan  M ills p e rso n n e l 
did m o st o f  th e  w ork.

A cco rd in g  to a C ity  F e d e ra l sp o k esm an , th e  p ro 
m o tio n  was a m a rk etin g  m an ag er s d ream  co m e 
tru e . I t  re su lte d  in lots o f in te re s t , lots o f resp o n se  
and lots o f p lea se d  p e o p le .

L a st su m m er, C ity  F e d e ra l and O lan  M ills got 
to g e th e r  and a rran g ed  for th e  p o rtra it p rogram  as a

Olan Mills photographer is shown m aking setup for por
trait before background in temporary studio at City Fed
eral S&L, M ilw aukee. Selection of poses is taken to enable  
customers to m ake choices w hen ordering prints.

p u b lic -re la tio n s  v e h ic le  w ith  a th re e -fo ld  p u rp o se :
• T o  in tro d u ce  tw o n ew  b ra n ch  o ffices th at w ere  

o b serv in g  grand  op en in g s at th a t tim e .
• T o  exp o se  re s id e n ts  o f th e  areas su rro u n d in g  

th e  th r ift’s six o ffices to th e  S & L  and its serv ices .
• T o  e n co u ra g e  d ep o sits  fro m  b o th  n ew  and 

ex istin g  cu sto m e rs .
T h e  p ro m o tio n  sco red  su ccessfu lly  on all th re e  

cou n ts.
D ir e c t  m ail was u sed  as th e  p rim ary  v e h ic le  to 

ad v ertise  th e  p o rtra it p ro gram . O lan  M ills p ro v id ed  
a fo u r-co lo r m ailin g  p ie c e  and  a le t te r  from  C ity  
F e d e ra l in v itin g  p artic ip atio n  in  th e  p rogram  was

p rin te d  on th e  b ack  o f th e  p ie c e . T h e  in v ita tio n  
p o in te d  ou t th a t th e  S & L  was o fferin g  a fre e  8x 1 0  
co lo r p o rtra it to  ea ch  p erso n  or fam ily  w an tin g  on e . 
A ll re c ip ie n ts  had  to do was ca ll th e  th rift to  se t up an 
a p p o in tm en t, ap p ear at th e  sch e d u le d  tim e  and, 
la te r , m ake a se le c tio n  from  th e  p roofs. F in ish e d  
p o rtra its  w e re  m ailed .

All C ity  F e d e ra l  had  to do was m ake sp ace avail
a b le  at ea ch  o f its b ra n ch e s  for th e  p h o to -tak in g , 
p ro v id e  a te m p o ra ry -h e lp  h o stess  to g re e t  p e o p le  
c o m in g  in  fo r  s it t in g s  an d  k e e p  a p p o in tm e n ts  
stra ig h t and  h av e  an “a p p o in tm en t lad y” at a ce n tra l 
p h o n e  n u m b e r  to se t up a p p o in tm en ts . O lan  M ills 
did th e  re s t  —  in clu d in g  th e  tra in in g  o f tem p o ra ry  
p e rso n n e l. “T h e y  w e re  th o ro u g h , e ffic ie n t, co m 
p le te ly  co u rte o u s and  o ffered  a q u ality  p ro d u c t ,” 
th e  th r ift sp ok esm an  said.

T h e  p ro gram  was co o rd in a ted  for O lan  M ills and 
C ity  F e d e ra l  b y  H y co , In c . ,  a M ilw au k ee  m ark etin g  
re se a rch  firm . H y co  s e le c te d  ta rg e t areas for th e  
m ailin g  lists , fo cu sin g  on areas arou nd  each  o f C ity  
F e d e r a l ’s b ra n ch e s .

“T h o se  w ho w e re  not a lread y  d ep o sito rs  o f  th e  
th r ift w e re  in v ited  in to  th e  S & L  for th e  n ice s t o f 

(Continued on page BG/41)

Finished print of typical fam ily taking advantage of free 
8x10 color photo offer m ade by City Federal, M ilwaukee, 
in cooperation with O lan Mills, Chattanooga-based firm  
specializing in photo prem iums for financial institutions.

B G /36Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



Corporate Characters
(Continued from page BG/32)

b e  se e n  on an a lm ost daily basis.
In  d ev elo p in g  a co rp o ra te  c h a ra c te r  

a co u p le  o f im p o rta n t factors m u st b e  
co n sid ere d :

• W h a t is th e  s in g le  m o st im p o rta n t 
th in g  I  w an t co n su m ers  to id en tify  w ith  
m y b u sin e ss?  S p e ed y  se rv ic e ?  Solid  
re so u rc e s?  R e lia b ility ?

• Is th e re  a c h a ra c te r  (an im al or 
hu m an ) th a t p erso n ifies  th e  m essage  
I ’m  try in g  to co n v ey ?

• F o r  co m p a n ies  o p eratin g  in a r e 
g ional m a rk et, is th e re  a sym b ol co n 
n e c te d  w ith  th e  m a rk et a re a ?  A sta te  
an im al?  A sta te  b ird ?  A local a th le tic  
team  ?

• Is ad op tion  o f an e x istin g  reg io n al 
sym b ol p o ssib le  b ased  on p a y m e n t o f 
ro y a lties  or does th e  local sym b ol co n 
n o te  p o sitiv e  rea ctio n s  in th e  m inds o f 
co n su m e rs?

• Is  th e  com p an y  w illing  to co m m it 
to ta lly  to th e  id ea  o f a co rp o ra te  ch a ra c 
te r , u tiliz in g  it  in  T V  ads, p rin t m ed ia , 
sales lite ra tu re , e t c .?

• As a p o te n t ia l  c h a r a c te r  is d e 
v e lo p e d , does it hav e m ean in g  to th e

c o n s u m e r ?  A n a n im a te d  a u to m a tic  
te lle r  or “off-th e-w all” c re a tio n  m ay b e  
p e rc e iv e d  as a “c u te ” id ea , b u t u n less 
co n su m ers  can  re la te  to it in a b ro a d er 
co n tex t than  a co rp o ra te  sym b ol, it will 
n o t hav e th e  ap p eal n e e d e d  to  a ttra c t 
a tte n tio n .

E x p e r ie n c e  show s th a t a co rp o ra te  
c h a r a c t e r  c a n  g iv e  a c o m p a n y  a 
n u m b e r o f  b e n e fits . As w e e n te r  th e  
1 9 8 0 s , it  seem s c lea r  th a t th o se  b e n e 
fits w ill in cre a se . • •

C o sm etic  Prom o Falters, 
Idea Rem ains Prom ising

F r e e  facial tre a tm e n ts  co u p led  w ith  
a co sm e tics  giveaw ay se e m e d  a su re 
fire  way to b rin g  a lo t o f  p e o p le  —  and 
d ep osits —  in to  P ulaski Savings, S t. 
L o u is , says V icky  K onop ka, assistan t 
secre ta ry .

“W e  gave away q u ite  a few  M ary 
K ay co sm e tics  w ith  $ 2 5 0  d ep o sits , b u t 
th e  fre e  skin ca re  tre a tm e n ts  d id n ’t 
draw  w e ll ,” sh e says. “ W e  really  had 
h igh  h op es for th e  p ro gram , and , i f  it 
w ere  re d o n e , I  th in k  it cou ld  do a lot 
b e t t e r .” T h is  a ssessm e n t is b a sed  on 
M rs. K o n o p k a’s find ings th at w o m en o f 
all ages are  in te re s te d  in skin ca re  and 
b e tte r  m akeu p  p ro ced u res .

In  e x p la in in g  th e  la c k lu s te r  p e r 

fo r m a n c e  o f  th e  p r o m o t io n , M r s . 
K onop ka b la m ed  it on th e  fact th at th e  
av erag e  w om an w orks and ca n ’t take 
tim e  o ff d uring  th e  w eek  to take advan
tage o f  a skin ca re  w orkshop . T h e  th rift 
a n d  th e  M a ry  K a y  r e p r e s e n t a t iv e  
sch e d u le d  th e  skin tre a tm e n t sessions 
on w eekdays ra th e r  than  in th e  e v e 
n ing  or on Satu rd ays w h en  w orking 
w o m en cou ld  p a rtic ip a te .

“I th in k  th a t was a m is ta k e ,” says 
M rs. K o n op ka, w ho is in  ch a rg e  o f 
m ark etin g  for th e  S & L .

A n o th e r facto r co n trib u tin g  to th e  
p o or show ing was th e  len g th  o f  th e  
t r e a t m e n t  s e s s io n s  —  tw o  h o u rs . 
“ E v e n  o ld e r  r e t i r e d  c u s t o m e r s  
sh u n n e d  m a k in g  th a t k in d  o f  t im e  
c o m m itm e n t,” M rs. K onop ka says.

T h e  e x p e r ie n c e  ta u g h t P u la s k i ’s 
m a n a g em en t n o t to re ly  on d ire c t m ail 
a lon e in p ro m o tin g  a p rem iu m  p ro 
gram , sh e says. T h e  th rift m ailed  an
n o u n ce m e n ts  to  a s e le c t  a u d ien ce  liv
in g  in th e  im m e d ia te  v ic in ity  o f  its 
h e a d q u a rte rs  in w est S t. L ou is C o u n ty  
and  its o ffice  in  F lo r is s a n t , M o.

I f  w e try  th is p ro m o tio n  again  at 
a n o th er b ra n ch , M rs. K onop ka says, 
th e  facials w ill take ju s t  o n e  h o u r and 
n e w s p a p e r  ad s w ill  s u p p o r t  a n y  
d irec t-m a il p ro m otion .

tell them where 
to go with
HOWARD 
EXTERIOR 
DIRECTIONAL
SIGNS...

Our directional signage system is 
your answer to customer con
fusion. Today, in an environment 
which is becoming increasingly 
cluttered and confusing, a need 
exists more than ever for dis
tinctive signs to communicate a 
planned and welcoming invitation 
to someone who needs direction, 
indentification or information. 
We, at Howard's have designed a 
post and panel sign system in 
various sizes, which provides the 
awareness of today's needs. 
When, directional signage is 
needed in your business . . . 
HOWARD HAS IT . . . 2910 PITTSBURGH AVE., ERIE PA 16508 (814) 833-2000

ANYWAY YOU LOOK AT IT. . .
'DRIVE-IN TRAFFIC CONTROLLER' 

MAKES LIGHT OF CONFUSION LUMINOUS TUBING 
(NEON)

O P EN . . .G R E E N  
C L O S E D . . .R ED

Unbreakable Lexon®Shield

Our "drive-in traffic controller" is 
your answer to customer con
fusion. Uniquely designed with a 
sun screen, it gives maximum readability under any 
lighting condition, even direct sun glare. Do-it-yourself 
installation, it's available in various sizes and copy and 
you'll experience lower maintainence cost and less 
energy consumption. 'Light the way to your tellers, the 
Howard way. . .Teller control switch included. . . 
Call or write now. 5 Year Unlimited Warranty

N EON S
PLASTIC

SALES-SERVICE ERECTION
H O W A R D  N E O N
& PLASTIC DISPLAYS

^-Visitor’s Entrance 
Employee Parking-^

DRIVE-IN TELLER

EX IT-»

Photo courtesy of The First National Bank of Pa., Erie, Pa.
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Premiums/Incentives: Profit Builders for Financial Institutions

DINNERWARE
Bank: L ib e r ty  N ation al, L o u is 

v ille .
Premium: S to n e w a re  an d  fin e  

ch in a .
Offer: A $ 5 0  d ep o sit to a new  or 

e x is tin g  sav ings a cco u n t e n t i t le d  
c u sto m e r  to  a fre e  s ta r te r  se t o f 
d in n erw are . S to n ew a re  p a ttern  set 
had  th re e  p ie ce s ; fin e  ch in a  set had 
four p ie ce s . A d d itional p lace  s e t
tings and serv in g  p ie ce s  cou ld  b e  
p u rch ased  w ith  a $ 2 5  d ep osit. C o st 
p er p lace  se ttin g  for sto n ew are  was 
$ 4 .9 5 ; fin e  ch in a  was $ 5 .9 5 . S e rv ice  
for e ig h t was availab le  at re d u ce d  
c o s t  w ith  q u a lify in g  d e p o s it  o f  
$ 1 ,0 0 0 .

Supplier: S a le m  C h in a  C o . ,  
S a lem , O H  4 4 4 6 0 .

Results: $11  m illion  in n ew  d e 
p o sits  and  d is tr ib u tio n  o f  4 0 ,0 0 0  
p iece s  o f  d in n erw a re . T h e  s to n e 
w are was slig h tly  m o re  p o p u lar than 
th e  fine  ch in a . T h e  offer ran for 10 
m o n th s  and  th e  d in n e rw a re  was 
d isp layed  at 33  o f th e  b an k ’s lo ca 
tions.

CRYSTAL/GLASSWARE
Thrift: C a m b r ia  S & L , J o h n s 

tow n, Pa.
Premium: C rystal/glassw are.
Offer: F irs t  tw o p iece s  o f crysta l 

fre e  w ith  q ualify ing  d ep o sit o f $ 2 5  or 
m o re  in new  or e x istin g  savings a c 
cou n t. E a ch  ad ditional d ep osit o f

$ 2 5  q u alified  cu sto m e r to p u rch ase  
ad d itional se t o f tw o stem s at p rices  
rang ing  from  $ 5 .2 5  to  $ 6 .5 0  a p air, 
d ep en d in g  on sty le  o f crystal.

Supplier: W . M . D a lt o n  &
A sso c., 11 P en n s T ra il, N ew tow n, 
Pa. 189 4 0 .

Results: D ep o sits  in cre a se d  m ore 
th a n  3 3 % , w h ic h  e x c e e d e d  th e  
th r ift’s goal. C o st p e r  $ 1 ,0 0 0  o f new  
d ep o sits  was ab ou t $5 . A d v ertisin g  
m ed ia  u tilized  in clu d ed  T V , n ew s
p a p er, rad io and b illb o ard . S ta te 
m e n t stu ffers and p o in t-o f-p u rch ase  
m ateria ls  also w ere  used . T h e  p re 
m ium  was s e le c te d  b eca u se  o f its 
q u ality , w h ich  gave th e  p ro m o tio n  a 
q u ality  im ag e th at ru b b e d  o ff on th e  
th rift. E m p lo y e e s  re ce iv e d  a se t o f 
glasses fre e  and cou ld  p u rch ase  ad
d ition al sets  w ith o u t q ualify ing  d e 
posit.

CLOCKS/WATCHES
Bank: C itiz en s  B an k  o f M ich igan  

C ity , Ind .
Premium: B ra n d -n a m e  clocks and 

w atch es.
Offer: V a rie ty  o f  a larm  c lo ck s , 

w atch es, g ran d fa th er c lock  availab le  
fre e  at th e  $ 2 0 0 , $ 1 ,0 0 0  and $ 5 ,0 0 0  
d ep osit lev els  in new  or e x istin g  a c 
co u n ts . Ite m s cou ld  b e  p u rch a sed  at 
various am o u n ts at d iffe ren t d ep osit 
lev els . A lso availab le  w ere  p en d an t 
w a tch es , tra v e l a larm  c lo ck s  and 
e le c tr ic  w atch es.

Supplier: J .  E . C o n n e lly  &  A s
so cia tes, 1 0 2 0  Saw m ill R un B lv d ., 
P ittsb u rg h , PA 1 5 2 2 0 .

Results: 6 8 7  n ew  acco u n ts  w ith 
$ 8 .6  m illion  d ep o sited  in new  and 
ex istin g  acco u n ts . S o m e 5 3 %  o f total 
d o lla r  a m o u n t w as d e p o s ite d  in  
ex istin g  acco u n ts . C o st p e r  $ 1 ,0 0 0  
o f  d e p o s it s  g a in e d  w as $ 1 .6 6 .  
S u p p lier h e lp e d  w ith  cam p aign  d e 
v e lo p m e n t, a d v ic e , d isp la y s  and  
fo rm s fo r in v e n to r y  c o n tr o l , a c 
co rd in g  to  a b an k  sp okesm an . E m 
p lo y ees cou ld  bu y  th e  clocks and 
w atch es at th e  b a n k ’s cost.

BLANKETS
Bank: F ir s t  N ation al, C o lu m b u s, 

G a.
Premium: B la n k ets .
Offer: C h o ice  o f five b la n k ets  fre e  

or s e l f - l iq u id a t in g  a t th e  $ 1 0 0 ,  
$ 1 ,0 0 0  and $ 5 ,0 0 0  d ep o sit lev els . 
W ith  each  ad d itional $ 5 0  d ep o sit, 
b la n k ets  cou ld  b e  p u rch a sed  ran g 
ing from  $5  to $18 .

Supplier: J . E . C o n n e lly  &  A s
so cia tes, 10 2 0  Saw m ill R un B lv d ., 
P ittsb u rg h , PA 152 2 0 .

Results: S o m e  1 ,5 7 5  n e w  a c 
cou n ts to ta lin g  m o re  than  $ 3 .3  m il
lion in d ep o sits  w ere  o p en ed . M o re  
than $1 m illion  was d ep o sited  in 
ex istin g  acco u n ts . C o st p e r  $ 1 ,0 0 0  
o f d ep o sits  g ain ed  was $ 2 .3 8 . B ank 
a n n o u n c e d  c a m p a ig n  th r o u g h  
n ew sp ap er, rad io and te lev is io n  ads 
and s ta te m e n t stu ffers. T h e  c o m b i
n a t io n  o f  a p p r o a c h in g  w in te r  
w e a th e r  an d  C h r is tm a s  h e lp e d . 
“C ool w e a th e r  and C h ristm as w ere  
ju s t  arou nd  th e  co rn e r  and w e fe lt 
th a t th is p re m iu m  w ould b e  p e rfe c t 
for th is  tim e  o f  y e a r ,’’ a cco rd in g  
to  a b a n k  s p o k e s m a n . S u p p lie r  
su g g ested  th e  ty p e  and  co lo r o f m ost 
p o p u lar b la n k e ts  and su g g ested  th e  
am o u n t to b e  o rd e re d . E m p lo y e e s  
w ere  a b le  to bu y  th e  b la n k e ts  at 
cost. T h e  b an k  offers th is ad vice: 
“ B a n k ers  shou ld  b e  su re  th e y  have 
a m p le  storage sp ace to k e ep  b la n 
k ets  d u ring  p ro m o tio n .”

CHINA/STONEWARE
Bank: E lm h u rs t (111.) N ational.
Premium: E m p r e s s  c h in a  and  

sto n ew are.
Offer: A fo u r-p ie ce  p lace  settin g  

fre e  w ith  d ep o sit o f $ 2 5 0 -$ 5 ,0 0 0  to a 
new  or ex istin g  savings a cco u n t or 
C D . D e p o s its  o v e r  $ 5 ,0 0 0  w e re
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e lig ib le  for a $ 1 0  d isco u n t on any 
p u rch a se  or tw o fre e  p lace  settin g s. 
A d d it io n a l ite m s  c o u ld  b e  p u r 
ch a se d  fo r e v e ry  a d d itio n a l $ 1 0 0  
d ep o sit o v er $ 2 5 0  to new  or ex istin g  
a cco u n ts . O n ly  o n e  fre e  g ift p e r  
fam ily  was p e rm itte d .

Supplier: J .  E . C o n n e lly  &  A s
so cia tes , 1 0 2 0  Saw m ill R un B lv d ., 
P ittsb u rg h , PA 1 5 2 2 0 .

Results: M o re  than  3 0 0  n ew  a c 
co u n ts  to ta lin g  $ 1 .5  m illion  in  d e 
p osits w ere  o p en ed . Som e $ 3 .4  m il
lion was d ep o sited  to ex istin g  a c 
co u n ts . B a n k  m a rk e te d  cam p aig n  
th r o u g h  n e w s p a p e r  a d v e r t i s e 
m e n ts , d ire c t m ail, s ta te m e n t stuff- 
e rs , s ta te m e n t m essag es and lo b b y  
d isp la y s . E m p lo y e e s  w e re  g iv e n  
fre e  p re m iu m  and a b le  to bu y  ad d i
tion al item s at cu sto m e r cost.

T h e  b an k  d e c id e d  on th e  d in- 
n e r w a r e  p r e m iu m  b e c a u s e  th e  
ov erall co st was low , it had b e e n  an 
e ffe c tiv e  p ro gram  at o th e r  financial 
in s titu tio n s , th e  su p p lier was re li
a b le  and  u n u sed  item s cou ld  b e  r e 
tu rn ed . T h e  su p p lier sen t d isp lay 
sh e lv es  and  p ro v id e d  a d v e rtis in g  
m ateria l.

FRENCH LEAD CRYSTAL
Bank: C o lu m b ia  N ational, C h i

cago.
Premium: F re n c h  lead  crysta l.
Offer: C h o ice  o f  any p air o f  stem s 

or tu m b le rs  fre e  w ith  d ep o sit o f  $ 5 0  
or m o re  in n ew  or ex istin g  savings 
a cco u n t. E a c h  a d d itio n a l $ 2 5  d e 
p o sit e n title d  c u sto m e r to p u rch a se  
ad d ition al p air for $ 5 .9 5 .

Supplier: S a le m  C h in a  C o . ,  
S a lem , O H .

Results: S ix -m o n th  p ro m o tio n  r e 
su lted  in $ f  .6  m illion  in new  d ep o s
its. T h e  b an k  gave away 3 ,3 0 4  pairs 
and sold  7 ,4 5 8  pairs (item s w ere  
sold in p airs only). W in e  s tem w are  
was th e  m o st p o p u lar o f  th e  six typ es 
o f cry sta l o ffered . T h e  p ro m o tio n  
s u cce e d e d  in e n a b lin g  th e  b an k  to 
b u ild  d ep o sits  in  p assbo ok  acco u n ts  
at a tim e  w h en  o th e r  banks w ere  
losing  such  d ep o sits .

ORDER NOW! LUCKY BONUS SAVERS

y0U Saver to be
deposited in your new 
or present account.

. If a LUCKV 
rONUS STAS
appears when

" <HS

★  Creates good will with your customers.
★  Large percentage of returns.
★  Less costly than calendars or matches.
★  Less than half the cost of a

telephone call or postage stamp.
★  Zips open to release $5.00 in quarters.

Specify no. of Starred 
Savers per M.
Suggested no.,50-100. 
Bonus Award $______

1M $89.50 15M $77.75
2M 87.25 25M 73.25 
5M 85.00 50M 70.50 

10M 80.50
Special signature cuts $15.00.
FDIC, FRS, FHL, FSLIC, FULLSERVICE 

BANK emblems at no extra charge.
We can print your Custom design, write us! 
F re e !  Counter Display Holder.

W ' Servi ce Company, Inc
RO. BOX 25184 CHICAGO, IL 60625

INTRODUCING —
Business Designs by . . .

<\ 3 ~ a s , ( z i o t z i

ADVANTAGES OF 
PRESTIGE LARGE 
SELECTION

•  We only manufacture career apparel
•  30-day re-orders, guaranteed
•  Continuity of styling for 2 years
•  Sizes ranging from 2 to 26 in short, regular & tails
•  Opportunity to design your own program from:
•  3 different fabrics, 45 styles
•  30 solid colors, 57 prints

LARGE SELECTION OF 
LIGHTWEIGHT ONE AND 
TWO PIECE DRESSES.

CALL OR WRITE FOR A FREE COLOR BROCHURE 
GENERAL OFFICES:

P. 0 .  Box 1 1 0 0  Marlin, Texas 76661  (8 1 7 ) 8 8 3 -3 5 8 1

Representatives living in your area .
M ay w e assist "You" in selecting your new  

C areer A pparel Program ?
For more information, return this coupon:

| Bank _____________________________________________________________________________________________________________  |
| Address __________________________________________________________________________________________________________ iPerson to Contact ______________________________________________________________________________________________
| I

Telephone ------------------------------------------------------ No. Employees M_____________ F_______________ |
| Do you presently use career apparel? Y e s_______________ N o _______________
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Crystal-Clear Results Obtained by Bank 
Offering Lead Crystal to Depositors

O  A V E  W H E R E  th e  R e w a rd s a re  C ry sta l
O  C le a r” was th e  ca tch y  slogan u sed  b y  F irs t  

A labam a R ank, M o n tg o m ery , d uring  its re c e n tly  
co n clu d ed  p rem iu m  p ro m o tio n  fea tu rin g  F re n c h  
cry sta l stem w a re  and tu m b le rs .

And th e  resu lts  now  are  cry sta l c lea r! T h e  b ank 
ch a lk ed  up a $ 1 4 .7-m illio n  gain in savings acco u n t 
d ep osits and  m o v ed  a lm ost 1 0 3 ,0 0 0  p ie ce s  o f crysta l 
d u rin g  its  lOVfc-month p ro m o tio n , a cco rd in g  to  
M arvin  J . B rokaw  J r . ,  assistan t m ark etin g  officer.

T h e  b a sic  o b je c tiv e  o f th e  p ro m o tio n  was to in 
c re a se  savings and  to e n co u ra g e  new  and existin g  
cu sto m ers  to save on a reg u lar basis. T h e  F re n c h  
cry sta l did th e  trick . A lm ost 4 ,0 0 0  new  accou n ts 
w ere  o p en e d  w ith  a d ollar v o lu m e o f  $ 5 .4  m illion . 
T h e  b a la n ce  o f th e  new  d ep o sits  took  th e  form  o f 
ad d-ons to e x istin g  acco u n ts . T h e  resu lts  e x ce e d e d  
th e  b a n k ’s goal, said L isa  D . B a rb e r , m a rk et r e 
search  analyst for th e  bank . T h e  b a n k ’s co st p er 
$ 1 ,0 0 0  o f new  d ep o sits  was $ 2 .5 7 .

T h e  term s o f  th e  p ro m o tio n  w ere  d esig n ed  to 
e n co u rag e  cu sto m e rs  to save on a reg u lar basis. Any 
d ep osit o f $ 5 0  or m o re  to a savings or G o ld en  T im e  
a cco u n t q u alified  cu sto m ers  to re c e iv e  a p air o f lead  
crysta l stem s or tu m b le rs  at no cost. T h e re a fte r , any 
cu sto m e r d ep o sitin g  $ 2 5  or m o re  in a savings or 
G o ld en  T im e  acco u n t cou ld  p u rch ase  ad ditional 
stem s in pairs at $ 6 .5 0  or tu m b le rs  at $ 5 .5 0 .

C D  and IR A  cu sto m ers  w eren  t e lig ib le  for th e  
free  p o rtio n  o f  th e  offer, b u t th ey  cou ld  p u rch ase  
crysta l at th e  reg u la r cu sto m e r p rice  w ith  any d e 
posit o f $ 2 5  or m o re  in to  th e ir  IR A  or C D  accou n ts.

T h e  p rogram  was p ro m o ted  th rou gh  n ew sp ap er, 
radio/TV, b illb o a rd s , s ta te m e n t stu ffers and lo b b y  
d isplays. T h e  six sty les of cry sta l w ere  d isp layed  in 
th e  a d v e rtis in g . T h e y  in c lu d e d  co rd ia l, p arfa it, 
w ine and g o b le t s tem w are  and  o ld -fash ion ed  and 
b ev era g e  glassw are.

W h e n  asked  how  th e  p rem iu m  was se le c te d , 
M rs. B a rb e r  said th at th e  b ank is co n stan tly  b e in g  
ap p ro ach ed  by  re p re se n ta tiv e s  o f  various p rem iu m  
firm s. T h e  b a n k ’s m ark etin g  d ep a rtm e n t m ain tains 
a file  o f all b ro ch u re s  and co rre sp o n d e n ce  from  
th e se  firm s and , w h en e v e r a p rem iu m  offer is c o n 
sid ered , th e se  files are  scan n ed  for th e  “rig h t’ item .

In  th is ca se , M rs. B a rb e r  said th e  bank co n d u cted  
a survey  in a local m all to le t  th e  p u b lic  h e lp  se le c t 
th e  p rem iu m . S e v e ra l p rem iu m  item s w ere  p laced  
on display and sh op p ers w ere  asked  to ra te  th e m . A 
few  ro u tin e  q u estio n s  about p rem iu m s w ere  in 

c lu d ed  in q u estio n s m aking up a ro u tin e  te le p h o n e  
survey  th e  m ark etin g  d ep a rtm e n t co n d u cts  a n n u 
ally. R e sp o n d en ts  w ere  asked  to ra te  sev era l p re 
m ium  item s reg ard in g  th e ir  ap p eal. P eo p le  w ere  
asked  i f  th e y  w ould p u rch ase  a ce rta in  item . T h e y  
w ere  asked  i f  th e  o fferin g  o f such  an item  by  a b an k  
w ould cau se  th e  cu sto m e r to do b u sin ess  w ith  that 
b an k  in o rd er to g et th e  p rem iu m . “In  b o th  surveys, 
crysta l ca m e ou t on top , and w e had a h igh  p e rc e n t
age o f re sp o n d e n ts  say th at th e  cry sta l w ould affect 
th e ir  ch o ice  o f  b a n k s ,’’ M rs. B a rb e r  said.

T h e  cry sta l w as fu rn ish ed  by  W . M . D alto n  &

(Continued on page BGI46)

Save W here 
The Rewards 

Are Crystal Clear.
Now get magnificent French lead 
crystal when you save at First 
Alabama Bank.
Your first two pieces of crystal are free 
with a deposit of $50.00 or more into a 
new or existing savings account, or 
Golden Time Account.
With each additional $25.00 deposit 
you may buy another pair — $6.50 a 
pair including tax for Wine, Cordial, 
Goblet and Parfait crystal stemware.

$5.50 a pair including tax for crystal 
beverage glasses.
It’s a wonder ful opportunity to acquire 
a complete set of fine, French lead crys
tal, foryourselfor someone you love. •
And your money earns the highest in
terest rate a bank may pay. So start sav
ing today at First Alabama Bank, where 
the rewards are crystal clearyVhhh!

first Alabama Bank
#  of Montgomery« M™t*rn>ic

Print-media ad promoting French lead crystal premium  
offered by First A labam a, Montgomery, stressed crystal- 
clear rewards of saving regularly. Six items of crystal 
were supplied by W. M. Dalton & Associates.
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Photo Promo
(Continued from page BG/36)

reason s —  to  sit for a p o r tra it ,” th e  
sp okesm an  said. “T h e n  all th e y  had  to 
do was to  re tu rn  la te r  to s e le c t  th e ir  
fre e  g ift .”

An ad d ition al gift was p re se n te d  at 
th e  tim e  o f  ea ch  sittin g  —  a cou p on  
good for $5  tow ard  th e  p u rch a se  o f ad 
d ition al co lo r p rin ts  for an yon e ad ding 
$ 1 0 0  to an ex istin g  acco u n t or o p en in g  
a new  a cco u n t for a lik e  sum .

“All in  a l l ,” th e  sp okesm an  said , “th e  
p ro m otio i. o ffered  th re e  p o sitiv e  e x 
p e r ie n c e s  for e v e ry o n e  e le c tin g  to r e 
sp ond  to th e  o ffe r .”

A nd th e  re sp o n se  w as g ra tify in g : 
2 ,6 8 5  fam ilies m ad e a p p o in tm en ts , a 
re s p e c ta b le  2 .6 %  o f  th o se  so lic ite d . 
T e n  p e rc e n t o f  th o se  re ce iv in g  th e  $5  
cou p on  e ith e r  ad ded  to an e sta b lish e d  
a c c o u n t o r o p e n e d  a n ew  a c c o u n t. 
T o ta l b a la n ce  on d ep o sit as a re su lt o f 
th e  p o rtra it p rogram  was ju s t  u n d er 
$ 1 0 0 ,0 0 0  —  and it was all n ew  m o n ey .

P o rtra it s ittin g s w ere  sch e d u le d  for 
six days. O n e  p h o n e  n u m b e r  was given  
on th e  d irec t-m a il p ie c e  for p e o p le  to 
call to  m ake ap p o in tm en ts for sittin gs. 
“O n e  a p p o in tm en t ta k e r sch e d u le d  s it
tings for all b ra n ch e s  and did so ex 
p ed itio u sly  to m ake m axim um  u se  o f 
th e  p h o to g ra p h e rs ’ tim e  and  e q u ip 
m e n t ,” th e  sp okesm an  said.

A t th e  tim e  o f  th e  ap p o in tm en ts , 
p e o p le  w e re  g re e te d  b y  a h o stess  w ho 
p u t th e m  at e a se , gave th e m  w h atev er 
in s tru ctio n s  w e re  n e ce ssa ry  and  d i
r e c t e d  th e m  to  th e  p h o to g ra p h e r . 
F ro m  th e n  on , e v e ry th in g  was h an d led  
b y  th e  p h o to g ra p h e r , w h o g r e e te d  
each  gro u p , m ad e th em  co m fo rta b le , 
d e te rm in e d  th e ir  ch o ice  o f back d ro p s, 
p o sed  and re p o se d  th e m , took  sev eral 
shots o f  d iffe ren t p o ses and exp la in ed  
th e  fo llow -up  p ro ced u re  o f  exam in in g  
th e  p ro ofs and  m ak in g  a s e le c t io n . 
E a c h  group was h an d led  in  10 m in u tes 
or less.

A v a rie ty  o f s ittin g s was tak en  o f each  
fam ily  group , in clu d in g  o n e  o f th e  e n 
tire  fam ily , o n e  o f th e  p a re n ts , o n e  o f 
th e  ch ild re n , e tc . T h is  w o rked  to O lan  
M ills ’ ad vantage to  e n co u ra g e  th o se  
b e in g  p h o to g rap h ed  to p u rch a se  extra  
p rin ts , b u t it also m ad e th e  cu sto m ers 
m o re  a p p recia tiv e  o f th e  se rv ice , s in ce  
it ap p ea led  to th e ir  p rid e  in  th e ir  loved  
o n es.

A lo w -to -n o -p ressu re  ap p roach  was 
taken  b y  th e  O lan  M ills p e o p le  w ho 
re tu rn e d  to  th e  th rift w ith  th e  proofs. 
T h e  th r ift sp okesm an  said th e re  was no 
a t te m p t to  in d u c e , c o e r c e  o r co ax  
p e o p le  to  b u y  ad d itional p o rtra its . “I n 
tim id atio n  w asn t n e c e s s a ry ,’’ h e  said, 
“ s in ce  th e  p h o tos sold th e m s e lv e s .”

T h e  p ro m o tio n  re su lte d  in  a happy 
co m b in a tio n  o f  sa tis fie d  c u s to m e rs , 
satisfied  O lan  M ills and , m o st im p o r
tan t, an e x tre m e ly  satisfied  C ity  F e d 
era l! • •

F L O -G O  manufactures various Reliability means F L O -G
Directional Systems to service tional Equipment backed
small branches (under 6 tellers) free replacement warrant
and large branches (over 6 F L O -G O  Equipment is at
tellers), and customized equip- for speed and efficiency, 
ment for special applications. customer privacy, and gi
Post and Ropes available also. bank the look  o f service.

WRITE FOR FLO-GO DIRECTIONAL SYSTEMS CATALOG, TODAY.
1011 Military Road, Buffalo, N Y. 14217, Phone: 716-875-2423 

Installations in U.S., Canada, and overseas.

J  D I R E C T I O N A L  S Y S T E M S

keeps lines moving 
and customers happy

r you
con
bank
on
us...

for electronic 
displays and 
message 
centers.
Our best promoters are our 
customers! Their satisfaction is 
the reason why. They are 
satisfied with our product 
reliability and versatility... 
attractiveness and contemporary 
design... service and customer 
assistance.
ISE dealers are experts in sales, 
design, installation, service, 
and customer training.
They are located in most areas 
of the United States.
Our qualified staff will be 
happy to assist you in 
attracting attention to 
your business... today!
Specialties: Message Centers, 
Time & Temperature Systems, 
Low Energy Displays.

/  u  \  

O
INTEGRATED SYSTEMS ENGINEERING 
1850 NORTH 600 WEST 
LOGAN, UTAH 84321 
(801)753-2224 TWX 910-971-5864

BG/41Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



O rville  
Redenbacher 

and the 
Gay '90s 

W hiz Bang 
Popcorn 
Wagon

W H E N  Y O U R  T O W N  p ro d u ces th e  n u m b e r 
o n e  sellin g  p o p corn  in th e  n atio n , a c e le b r a 

tion su rely  is ca lled  for! H e n c e , th e  F irs t  A nnual 
P op co rn  F e stiv a l, staged  by  th e  G re a te r  V alparaiso 
(In d .) C h a m b e r  o f  C o m m e rce  last fall.

T h e  e v e n t, w h ich  h o n o red  “ P o p co rn  K in g ” O r
v ille  C . R e d e n b a c h e r , d ev e lo p e r o f th e  p o p corn  
b ea rin g  his n a m e, b ro u g h t to m ind  M ard i G ras w ith  
its royalty  “floatin g ” ab ou t. T h o se  w ho h e lp e d  p lace  
th e  P o p co rn  K in g  on his th ro n e  now  are  w ell know n 
to all in V alp araiso  and for a d ista n ce  th e re a b o u t.

T h e  cre w  at N o rth ern  In d ian a  R ank, know n lo 
cally  as th e  “ W illin g  R a n k ,” u sed  th e  occasion  to 
s p re a d  its  o w n  b r a n d  o f  p o p c o r n  d ip lo m a c y  
th ro u g h o u t th e  p o p ab le  kingdom .

N o rth ern  In d ian a  R ank p e rso n n e l w e re  q u ick  to 
ju m p  on th e  p o p co rn  w agon w h en  th e  C h a m b e r o f 
C o m m e rce  took on th e  ch a lle n g e  o f  cre a tin g  a festi-

LEFT —  Orville Redenbacher look-alike Larry Roxy oc
cupies place of honor on Popcorn Festival float that 
garnered first prize for sponsor Northern Indiana Bank, 
Valparaiso . Mr. Roxy is a bank loan officer. RIGHT—  Real

Northern Indiana Bank, Valparaiso , purchased this G ay  '90s 
Whiz Bang popcorn wagon to promote city's Popcorn Festival. 
Manning wagon in front of bank are (from I.) Les Robinson, 
e.v.p.; John Schnurlein, mktg. dir.; and Andy and Jenni Stritof. 
More than 300 pounds of corn were popped and distributed by 
bank in connection w ith festival.

val th at w ould in clu d e  w elco m in g  h o m e c e re m o n ie s  
for M r. R e d e n b a ch e r . C h a rle s  F . R ow m an, b ank 
d ire c to r , serv ed  as g e n era l ch a irm an  for th e  festiv al. 
R ank P re s id e n t Jo se p h  W . R ib le r  serv ed  as m aster 
o f ce re m o n ie s  for th e  P o p co rn  R ail h o n o rin g  “ K ing 
O rv ille .” A t th e  b a ll h is m a jes ty  was ro asted  and 
to a sted  by  fo rm e r S e c re ta ry  o f  A g ricu ltu re  E a r l L . 
R utz, S e n a to r  R irch  R ayh, L ie u te n a n t G o v ern o r 
R o b e r t D . O rr  and  C o n g ressm a n  F lo y d  J .  F ith ia n .

K e ep in g  an ey e  on th e  fe stiv a l’s fin an ces was b ank 
E x e c u tiv e  V ice  P re s id e n t L e s lie  E . R o b in so n .

T h e  b an k  k e p t its e lf  in th e  p u b lic  e y e  d uring  th e  
tw o-day festiv al b y  e n te r in g  a float in  th e  festiv al 
p arad e th a t was a re p lica  o f th e  b a n k ’s G ay ’90s W h iz  
B an k  P o p co rn  W ag on . R id in g  th e  float was an O r
v ille  R e d e n b a c h e r  look-alike  from  th e  b an k  sta ff —  
L o an  O ffice r L a rry  Roxy. F iv e  “p o p co rn  p e rso n s” 

(Continued on page BGI46)

Orville Redenbacher (r.) meets Mr. Roxy during First A n
nual Popcorn Festival honoring Mr. Redenbacher, whose 
brand of popcorn is nation's best seller. Popcorn w as  
developed in Valparaiso .
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Buckle Promo
(Continued from page BG/26)

acco u n t.
• B u ck les  cou ld  b e  p u rch a sed  o u t

rig h t for $ 1 0 .9 5 . T h re e -b u c k le  c o lle c 
tio n s, in clu d in g  display p la q u es , w ere  
av ailab le  for $ 4 7 .8 5  (larg e-size  b u ck les) 
and  $ 4 4 .8 5  (sm all-size  b u ck les). H an d 
cra fted  b e lts  also w ere  av a ilab le , as was 
a lim ite d  n u m b e r  o f  s ilv e r b u ck le s , 
w h ich  w e n t for $ 1 0 0  ea ch . T h e  v en d o r 
paid  th e  H C  a sm all co m m issio n  for 
each  silv er b u ck le  sold.

E a c h  b u ck le  was p re se n te d  to th e  
cu sto m e r in  a le a th e r  p o u ch  im p rin te d  
w ith  th e  H C ’s logo. E v e ry  b u ck le  was 
se q u e n tia lly  n u m b e re d  for re g istra tio n  
p u rp o s e s  w ith  American Collector 
m a g a z in e  a n d  c u s to m e r s  r e c e iv e d  
b o o k lets  o u tlin in g  th e  story  b eh in d  th e  
b u ck les  plus a reg istra tio n  c e r tif ica te .

T h e  p ro m o tio n  was a n n o u n ced  via 
fo u r-co lo r s ta te m e n t stu ffers, a four- 
co lo r n ew sp ap er in se rt for daily  and 
w eek ly  p ap ers and co n c e n tra te d  T V , 
radio and ou td oor a d v ertis in g . P o in t- 
o f -s a le  m a te r ia ls  in c lu d e d  d is p la y  
p laq u es and p o sters . M ed ia  p ro m o tio n  
was sch e d u le d  d uring  th e  cam p aign . 
T h e  in itia l p h a se  c o n c lu d e d  w ith  a 
C h ristm a s p ro m o tio n .

T h e  H C  a ch iev ed  its orig inal goal o f 
m o re  th an  $ 1 0 0  m illion  in new  d ep osits 
d u rin g  th e  firs t sev en  m o n th s o f  th e  
cam p aig n . M o re  than  4 6 ,0 0 0  b u ck les  
had b e e n  m oved  by  th a t tim e . M o re  
than  5 ,0 0 0  b e lts  and  4 0 0  silv er b u ck les  
had b e e n  sold, a long w ith  7 5 0  b u ck le  
d isplays. T h e  b e lts , s ilv er b u ck les  and 
d is p la y s  w e r e  r e s p o n s ib le  fo r  th e  
$ 2 1 ,0 0 0  p rofit.

In  te rm s o f p u b lic  re la tio n s ru b-o ff, 
th e  p ro gram  was ju d g e d  as e x c e lle n t by  
M r. B ro w er . D u rin g  th e  p ro m o tio n , 
b u ck les  and d isplay p laq u es w ere  p re 
se n te d  to  th e  gov ern ors o f U tah , Id ah o  
a n d  W y o m in g , r e l ig io u s  le a d e r s ,  
sen a to rs  and re p re s e n ta tiv e s , m e m 
b e r s  o f  th e  p r e s s ,  s ta te  h is to r ic a l  
s o c ie t ie s , co rp o ra tio n  d ire c to rs  and  
sen io r m a n a g e m e n t officers.

In  a d d itio n , F ir s t  S e c u r ity ’s m e 
d allion  —  ca st from  th e  sam e m old  as 
th e  b u ck le  —  was g iven  to 15 0  d e le 
gates a tte n d in g  th e  annu al m e e tin g  o f 
th e  A ssociation  o f B an k  H o ld in g  C o m 
p an ies b e in g  h o sted  b y  F ir s t  S e cu rity .

W h e n  th e  first p h ase  o f  th e  p ro m o 
tion  was o v er , 5 5 ,0 0 0  b u ck les  had b e e n  
m oved . A b ou t h a lf w ere  sold o u trig h t 
and th e  re s t  w ere  m oved  w ith  d ep o s
its . M o re  than  $ 1 4 0  m illion  in  new  or 
ad d ition al d ep o sits  was g e n e ra te d  and 
p r a c t ic a l ly  e v e r y o n e  in  th e  H C ’s 
th re e -s ta te  area  was aw are o f th e  H C  
and its 5 0 th  an n iv ersary . • •

A ttract near savings 
deposits with Faribo*s 
premium promotion.
Offer your customers a choice of 

Faribo “most-wanted” items. Everyone 
can always use another one—especially 
when it’s a Chantilly blanket, a Roll-up 
robe, a County Fair throw or a Catnapper 
robe by Faribo.

For your customers, it’s a highly 
appealing offer. For you, it’s a sure-fire 
success—and a “trouble-free” answer 
for your premium program: trouble-free 
because there’s no size problem, 
no breakage.

The Snuggle Up program has everything 
you’ll need—superb merchandise, 
and powerful promotion materials to make 
it work.

For your free Promotional K it,
call or write: Charlie 
Champlin, Incentive 
Sales Manager,
Faribo Blankets,
Faribault, Minnesota 
55021 507/334-6444.
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A n o th e r I f j « /« :  
Q u a rte r  S a v e r !

& Displays, 2910 Pittsburgh Ave., 
E r ie , PA 1 6 5 0 8 .

1M $85.00 
2M 82.50

80.00 
75.50 
72.75
69.00
67.00

5M 
10M 
15M 
25M 
50 M

•  Creates good will with your customers.
•  Large percentage of returns.
•  Less costly than calendars or matches.
•  Less than half the cost of a

telephone call or postage stamp.
•  Zips open to release $5.00 in quarters.

Special signature cuts $15.00.
FDIC, FRS, FHL, FSLIC, FULLSERVICE 

BANK emblems at no extra charge.
We can print your Custom design, write us! 
F re e ! Counter Display Holder.

~ M Service Company, Inc.
RO. BOX 25184 CHICAGO, IL 60625

• Howard Neon & Displays. T h is 
firm  a n n o u n ces  th e  H ow ard  H E D - 100 
S y s te m , w h ich  is a s e r ie s  o f  n o n - 
illu m in a ted  p ost and p a n e l signs for 
p rim ary  and  seco n d ary  site  id e n tifica 
tion  and d irec tio n a l sy stem s, w h ich  do 
not re q u ire  a q u alified  in sta ller . T h e  
a ll-a lu m in u m  signs co m e  in  various 
fin ish es and co lors in  le tte rs  tw o to six 
in ch es  in h e ig h t. W rite : H ow ard  N eon

corn (a n d  has been  s in ce  1 8 8 5 )

You could generate huge profits from popcorn like The First 
National Bank o f Chicago, Or you could give popcorn away 
during promotions like some hanks do in Florida. Either way, 
you're a winner and your customers know it. Write or call 
for the name and address o f your nearest Cretors Distributor.

BG/44

• Brandt. A new  cu rre n cy  p ro ce ss 
ing  sy stem  co n sistin g  o f  a s in g le , co m 
p act u n it th a t cou n ts b o th  q u a n tity  and 
to tal value o f  cu rre n cy  and d o cu m en ts  
h a s  b e e n  a n n o u n c e d  b y  th is  W a 
te rto w n , W is ., firm . T h e  sy stem  p e r 
m its co in  and ch e ck  to tals to  b e  k ey ed  
in for u n ified  p ro cessin g  o f  re ce ip ts . 
W h e th e r  b a tch  or co n tin u o u s c o u n t
ing, th e  o p era to r e n te rs  th e  d esired  
fu n c tio n  in to  th e  k ey p ad / co m m an d  
c e n te r , and d en o m in a tio n , b a tch  and 
co u n t are  p re se n te d  in a L E D  display. 
T h e  system  is said  to e lim in a te  th e  
n e ed  for adding m ach in e  v erifica tio n  o f 
d ep o sits  b y  its p ap er tap e p rin to u t th at 
serv es as a p e rm a n e n t analysis o f  all 
item s d ep o sited . D a y -en d  b a lan cin g  is 
a cco m p lish ed  th rou gh  e lim in a tio n  o f 
m u ltip le  ad ding m a ch in e  tap es and th e  
tr a n s c r ip t io n  fro m  ta p e s  to  sp re a d  
sh e ets . W rite : B ra n d t, I n c . ,  W a te r- 
tow n, W I 5 3 0 9 4 .

• Mosler. T h is  safe co m p a n y  has 
p u b lish e d  a n ew  fo u r-p ag e, fo u r-co lo r 
p h o to  b r o c h u r e  fe a tu r in g  th e  S t . 
C la ir s v ille , O . ,  b ra n c h  o f  B u c k e y e  
Savings &  L o an . T h is  n ew  b ra n ch  is 
co m p le te ly  M o sler e q u ip p ed . W rite : 
M o sle r  Safe C o ., D e p a rtm e n t P B -1 8 2 , 
1 5 6 1  G ra n d  B lv d .,  H a m ilto n , O H  
4 5 0 1 2 .
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• Travelers Express Co. D eta ils  o f a 
n e w  p a y m e n t  s y s te m  p a c k a g e  fo r  
b a n k s  a re  e x p la in e d  in  th r e e  n ew  
b r o c h u r e s  fro m  th is  M in n e a p o l is -  
b a sed  com p an y . T h is  sy stem  co n so li
d ates sev era l p a p e r-p a y m e n t in s tru 
m en ts in to  tw o form s —  m o n ey  ord ers 
in  am ou nts up to $ 1 ,0 0 0  for use  by  
b an k  cu sto m ers  and official ch eck s  th at 
re p la c e  te lle r s  c h e ck s  in u n lim ite d  
am o u n ts e x ce p t for $ 1 ,0 0 0  m in im u m s. 
In  b o th  ca ses , acco rd in g  to a com p any  
sp o k esm an , banks can cu t dow n on 
b a ck -o ffice  w ork, sim p lify  th e ir  o p era 
tions and save m o n ey . W rite : F in a n cia l 
M a rk e tin g  M a n a g e r , T ra v e le r s  E x 
p ress C o ., In c . ,  5 0 7 5  W ayzata  B lv d ., 
M in n ea p o lis , M N  5 5 4 1 6 .

• Diebold, Inc. T h is  c o m p a n y , 
b a se d  in  C a n to n , O .,  has m a n u fa c
tu re d  a n ew  M u lti-G u a rd ®  S C - 6 0 0  
alarm  th a t tran sform s a stand ard  safe 
in to  a se lf-co n ta in e d  p h ysica l and e le c 
t r o n ic  s e c u r i t y  s y s te m . W h e n  
f a c t o r y - in s t a l le d  in  a D ie b o ld  
C ashgard®  safe, alarm  co n tro ls , b a t
te r ie s  and sen so rs are  co n ta in e d  w ith in  
th e  d oor, h id in g  th e  system  from  view  
and allow ing m axim um  u se  o f th e  sa fe ’s 
in te rio r . A larm  is arm ed  and d isarm ed  
b y  th e  safe ’s co m b in a tio n  lock . O n ce  
th e  sy stem  is “o n ,” h e a t sen so r, sound 
d e te c to r  and  d oor co n ta ct are  p rim ed  
to d e te c t  b u rg lary  attacks. I f  an alarm  
d e te c to r  is tr ip p ed , th e  S C -6 0 0  is d e 
sig n ed  to sen d  a signal to th e  p o lice , a 
lo c a l  a la r m  b e l l  o r  b o th .  W r i t e :  
D ie b o ld ,  I n c . ,  D e p a r t m e n t  E - 7 9 ,  
C a n to n , O H  4 4 7 1 1 .

• Electrotec, Inc. T h is  E lk  G ro v e  
V illag e , 111. -b ased  firm  has a s in g le -lin e  
traffic  co n tro l sy stem  th a t fea tu res a

new , lo w -p ro file , n o n -g lare  m essage 
s c re e n  to  d ir e c t  lo b b y  tra ffic . S e lf-  
co n ta in ed  in a co m p act, m o d ern  case  
th a t ’s a d ju s ta b le  to  any h e ig h t and

a n g le , th is  s c r e e n  a llow s fo r rap id  
ch an g in g  o f d irec tiv e  in stru ctio n s  for 
cu sto m e rs . W rite : D av e  K a sb ee , E le c 
tro te c , In c . ,  71 G ord o n  S t . ,  E lk  G ro v e  
V illag e , I L  6 0 0 0 7 .

• Federal Sign. T his com p an y  has 
tw o b o o k lets  e n title d , "F e d e r a l  E le c 
tro n ic  D isp lay s” and "V isu a l Id e n tifi
ca tio n  for F in a n c ia l In s titu tio n s” that 
g ra p h ica lly  p o rtra y  th e  f irm ’s e le c 
tro n ic  and e y e-a p p ea lin g  signs. W rite : 
J . E . B u ck ley , F e d e ra l S ign , 140 E . 
T o w er D r .,  B u rr  R id g e , I L  6 0 5 2 1 .

HIGH-INTENSITY C | P | V | C  
SOLAR SCREEN 0 1 1 3  111 O

LIGHT THE WAY TO DRIVE-IN TELLERS

Speed Traffic Flow, Eliminate Jams, Confusion

Double 
Open/Closed 
Message Sign

Single
Message

Signs

Drive-in deposit facilities are intended to give customers fast and efficient 
service and E L E C T R O T E C  Solar Screen Signs are designed to do just that 
for your depositors. They invite more drive-in business by saving time and 
trouble for both tellers and depositors. The high-intensity m essage is easily 
visible even in bright sunlight and can be changed by just touching a but
ton. The exterior case is well-designed to harmonize with a modern decor 
and sturdily constructed of weather-proof, stainless steel to last for many 
years. Complete instructions make them easy to install and maintain.
Satisfaction guaranteed! Send for literature and prices. Other products include 
patented Lobby Control, Drive-up Alert, Automated Drive-In Control Systems

L e a d e rs  In  T ra f f ic  C o n t r o l  S in c e  1961

ELECTROTEC, IIMC.
71 GORDON ST. • ELK GROVE VILLAGE, IL 60007 • 312/439-5556
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Redenbacher
(Continued from page BG/42)

su rro u n d ed  M r. R oxy on th e  float. B y  
th e  w ay, th e  e n try  w on first p rize !

T h e  b a n k ’s six-bay  d riv e-in  in th e  
d ow ntow n area  b e ca m e  a seco n d  stage 
for a m a teu r ta le n t in  th e  area. I t  fe a 
tu re d  sin ging  groups from  V alp araiso  
U n iv ers ity  and th e  local h igh  sch oo l, 
an  o r ie n t a l  b e l ly  d a n c e  t r o u p e ,  
m id e a ste rn  d a n ce rs , a g u itar p la y er 
and th e  B o y  S co u t O rd e r o f  th e  A rrow  
In d ian  D a n ce  T ea m .

T h e  b a n k  d is tr ib u te d  m o re  th a n  
2 ,5 0 0  sh op p in g  bags to th o se  v isitin g  
th e  125  b ooth s e re c te d  for th e  festiv al 
in  th e  tow n sq u are . T h e  b a n k ’s G ay 
’90s W h iz  B an g  P op co rn  W ag on , m an 
u fa ctu red  b y  G old  M ed al P ro d u cts , 
C in c in n a ti , was p a rt o f  th e  S q u a re  
e v en ts  p o rtio n  o f th e  festiv al ch a ired  
by  Jo h n  S ch n u rle in , d ire c to r  o f m ar
k e t in g  fo r th e  b a n k . T h e  p o p c o rn  
w agon was op en  for 12 hours ea ch  day, 
d is p e n s in g  R e d e n b a c h e r  G o u r m e t  
P op p in g  C o rn .

F o r  n in e  w eeks p rev iou s to th e  fe s ti
val, th e  p o p corn  w agon was s ta tio n ed  
in fro n t o f  th e  b an k  w h ere  festiv al in 
fo rm ation  was g iven  out —  along w ith

m o re  th e n  3 0 0  pound s o f p o p p ed  corn . 
T h e  b an k  also sold 4 0 0  so u v en ir p o p 
corn  w agon co in  banks at $ 3 .9 5  each  to 
c o l le c to r s  d u rin g  th e  fe s t iv a l. T h e  
b a n k s w e re  m a n u fa c tu re d  b y  B a n - 
th r ico , C h icago .

T h e  su ccess  o f  M r. R e d e n b a c h e r ’s 
p o p co rn  has m ad e h im  o n e  o f In d ia n a ’s 
b est-k n o w n  sons. H e  had te s te d  and 
tasted  p o p co rn  d uring  his you th  and 
had alw ays d rea m ed  o f  d ev elo p in g  a 
su p e rio r  p o p co rn . H e  stu d ied  p lan t 
b re e d in g  and agronom y w h en  h y b rid  
co rn  re se a rch  was b e in g  p io n e e re d  in 
In d ian a  in th e  1920s and co n tin u ed  his 
s e a r c h  fo r th e  b e s t  p o p c o rn  s tra in  
w h ile  te a ch in g  h igh  school a g ricu ltu re  
classes and  serv in g  as a co u n ty  farm  
a g en t. A fter h e  te a m e d  up w ith  a frien d  
to form  C h e s te r , I n c . ,  in  V alp araiso  in 
1 9 5 2 , th e  R e d e n b a c h e r  stra in  o f  p o p 
co rn  was d ev e lo p e d . I t  w asn ’t lon g  
b e fo re  th e  co rn  was d is tr ib u te d  on a 
national b asis and b e ca m e  th e  n a tio n ’s 
top  se lle r .

M a n y  o f  th e  m o re  th a n  3 0 ,0 0 0  
p e o p le  a tten d in g  th e  P o p co rn  F e stiv a l 
are  look ing  forw ard  to th e  seco n d  e d i
tio n , se t for th is fall. A nd th e  p e o p le  at 
N o rth ern  In d ian a  B an k  are  read y to 
ta k e  p a r t  o n c e  m o re . In  fa c t , M r. 
S c h n u rle in ’s n am e has b e e n  “p o p p ed ” 
as ch a irm an  for th e  h o t-b u tte re d  fun 
ev en t! • •

Lead Crystal Promo
(Continued from page BGI40)

A sso cia te s , N ew to w n , Pa. T h e  firm  
o ffered  to co o rd in a te  all sh ip m en ts and 
h e lp  th e  b an k  w ith  its lo b b y  d isplays, 
M rs. B a rb e r  said. T h e  firm  also had a 
re p re se n ta tiv e  on hand  at th e  k ick o ff 
staff m e e tin g  to an sw er any q u estio n s 
staff m e m b ers  had.

T h e  p ro m o tio n  p ro v id ed  b an k  p e r 
so n n el w ith  e x c e lle n t o p p o rtu n itie s  to 
talk  fa ce -to -fa ce  w ith  cu sto m e rs , M rs. 
B a rb e r  said , g iving p e rso n n e l a ch a n ce  
to cro ss-se ll b an k  serv ices .

W h e n  asked  w hat w ould b e  d one 
d ifferen tly  now  th a t th e  p ro m o tio n  is 
o v er, M rs. B a rb e r  said  a som ew h at 
h ig h er p rice  should  have b e e n  ch arg ed  
for th e  cry sta l to m ake th e  b a n k ’s p rofit 
m argin  large en ou g h  to offset th e  loss 
in v o lv e d  w ith  d is tr ib u tin g  th e  fre e  
u n its . S h e  a lso  sa id  th e  f r e e  o ffe r  
should  hav e b e e n  en d ed  e a r lie r , so 
th at all fu rth e r  m o v e m e n t o f th e  cry sta l 
w ould hav e g e n e ra te d  a p ro fit ra th er  
than  a loss.

I t  was a b ig  jo b  to k e ep  tab s on th e  
stock  o f cry sta l in th e  b a n k ’s 17 o ffices, 
she added.

C u s to m e r  c o m m e n ts  a b o u t  th e  
c a m p a ig n  w e r e  a ll  p o s i t iv e ,  M r s . 
B a rb e r  said. T h e re  w ere  m any co m 
m en ts on th e  h igh  q u ality  o f  th e  p ro d 
u ct and th e  availab ility  o f  th e  p ro d u ct 
at such  a low  p rice .

At th e  sta ff m e e tin g  to k ick  o ff th e  
p ro m o tio n , th e  b an k  gave ev e ry o n e  a t
ten d in g  a fre e  u n it o f th e  cry sta l (a un it 
is tw o p iece s). D u rin g  th e  cam p aign , 
e m p lo y e es  w e re  g iven  th e  op tion  o f 
p u rch asin g  cry sta l at th e  b a n k ’s co st, 
w ith  no d ep o sit n ecessa ry .

S u m m in g  up th e  p ro m o tio n , M r. 
B rokaw  said , “T h e  cry sta l p ro m o tio n  
allow ed ou r b an k  to m ain ta in  a re la 
tiv e ly  s ta b le  savings d ep o sit b a se  in a 
t im e  p e r io d  w h e n  th e  n a t io n w id e  
tr e n d  w as sh o w in g  sa v in g s  d o lla rs  
leav in g  fin an cia l in s titu tio n s .”

In  M o n tg o m ery , as w ell as o th e r  lo
ca tio n s, i t ’s cry sta l c le a r  th a t p rem iu m s 
still are d oing  th e  jo b  for fin an cia l in 
stitu tio n s! • •
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. . .  How to increase deposits . . .  How to attract customers . .  
and How to attract attention for your financial institution. 
Call or Write Us and find out how She Does IT.
There’s nothing like the real thing . . .  14 Karat GOLD
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tion, call George Lamping at 312/679-1700.
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O.K.,
Watch the Birdie!

■

* S r

Over 4 million customers regularly 
watch the Olan Mills Birdie!

We’re America’s favorite fam
ily photographer. We’re photo

graphing from sea to shining 
sea in 700 studios.

And we’ve been photograph
ing for over forty-eight years.

Now we’re soaring into banks 
with a complete portrait promotion 

program at no cost to your bank.

It’s a program that’s guaran
teed to feather your nest.

For more information contact the 
Bank Marketing Division 
1101 Carter Street 
Chattanooga, Tennessee 37402 
Telephone (615) 622-5141 Ext. 265
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Finding 
profit 

improvement 
in your 

own backyard
By George Drakey

George Drakey is a principal in the man
agement consulting department, Peat, 
Marwick, Mitchell, St. Louis, and is re
sponsible fo r  the firm ’s Midwest financial 
institutions consulting service.

IN th e  c u rre n t  e co n o m ic  e n v iro n 
m e n t o f e sca la tin g  o p era tin g  costs 

and h ig h er  costs o f fu nd s, b anks m u st 
c o n s t a n t ly  b e  s e a r c h in g  fo r  n e w  
sou rces o f  re v e n u e s  or new  m eth o d s to 
re d u ce  costs.

In  th is a r tic le , w e w ill d iscu ss som e 
o f  th e  te ch n iq u e s  u sed  in our p ro fit- 
im p ro v e m e n t p ro gram s and p in p o in t 
w hat banks are  d oing  to acco m p lish  th e  
a b o v e: g e n era tin g  so u rces o f  n ew  re v 
e n u es  and  re d u cin g  costs.

R e c e n tly , th e  area  s e le c te d  b y  m ost 
banks to b e  “re -p r ic e d ” has b e e n  d e 
m and d ep o sits . N u m ero u s sem in a rs  
th ro u g h o u t th e  co u n try  and cu rre n t 
lite ra tu re  hav e  e n co u ra g ed  banks to 
ev a lu ate  th e ir  p ric in g  stra te g ies  or lack 
o f th e m . T h is  stim u lu s has re su lte d  in 
n u m erou s in cre a se s  in serv ice  ch arg es 
or fees  for:

• C h eck in g  acco u n ts .
• O verd raft/ retu rn  ch e ck  ch a rg es .
• S to p  p ay m en ts.
• C u t-o ff  s ta te m e n ts .
• O th e r  re la te d  serv ices .
T o d a y , w e  h e a r  o r  r e a d  a b o u t  

$ 1 0 -$ 1 5  fe e s  for re tu rn  c h e ck s , w h ich

Service-Charge Income 
As Percent of 

June 30, 1978, 
Demand Deposits (IPC)

ALABAM A 1.0%
ARKANSAS 0.9%
ILLIN O IS 0.5%
IN D IA N A 0.7%
KANSAS 0.9%
KEN TU CK Y 0.6%
LO U ISIA N A 0.9%
MISSISSIPPI 1.6%
M ISSO URI 0.6%
NEW  M EX ICO 0.8%
O K LA H O M A 1.0%
TENNESSEE 0.8%
TEXAS 1.0%

Average for 13 states 0.7%

Source: Adopted from “Assets and 
Liabilities, Commercial and Mutual Sav
ings Banks, June 30, 1978,’’ prepared by 
FDIC, Division of Management Systems 
and Financial Statistics.

h e re to fo re  w ere  e ith e r  n o n e x is te n t or 
nom inal.

W e  se e m  to b e  in an e ra  o f p ro d u ct 
m a n a g e m e n t  a n d  c o m m e n s u r a t e  
p ric in g  or re -p r ic in g  for th e  valu e o f 
th e se  p ro d u cts  or serv ices . O n e  b an k , 
M id A m erica  B an k , E a s t S t. L o u is , 111., 
has ta k en  a s ig n ifican t step  by  e s ta b 
lish in g  an a cco u n t-in q u iry  ch a rg e  for 
th o se  cu sto m e rs  w ho re q u e st te lle rs  to 
look up th e ir  b a la n ces . N orm an B a c- 
k u es, e x e cu tiv e  v ice  p re s id e n t o f  th e  
b an k , in d ica te s  th a t th e  reason  for th is

fe e  is to  offset th e  co st o f d oing  b u s i
n ess. B y  ch arg in g  for sp e c ific  serv ices  
re n d e re d , th e  b an k  th e re b y  d is tr ib 
u tes  th e  co st o f d oing  b u sin ess  to th o se  
w h o  u se  i t .  S o m e  b a n k s  n o w  a re  
ch a rg in g  at lea st 2 5 $  p e r  c h e c k  for 
th o se  item s read  o v er th e  te le p h o n e  by  
b o o k k e ep ers  to cu sto m e rs  w ho h a b itu 
ally re q u e s t  th is serv ice .

S e rv ic e -c h a rg e  lev els  o ften  (but not 
alw ays) a re  re s tr ic te d  b y  co m p e titiv e  
m a rk e tp la ce  facto rs. As can  b e  see n  in 
th e  a c c o m p a n y in g  c h a r t ,  s e r v ic e -  
ch a rg e  in co m e  as a p e rc e n t  o f  d em an d  
d ep osits for 13 s ta tes  varies from  a low 
o f 0 .5 %  in Illin o is  to  a h ig h  o f 1 .6 %  in 
M iss is s ip p i. E v e n  w ith in  th e  sam e 
sta te  and sam e c ity , se rv ice -ch a rg e  in 
co m e varies s ig n ifican tly . F o r  exam 
p le , b a sed  on p u b lish e d  data for 197 8 , 
serv ice  ch a rg es  as a p e rc e n t o f average 
d em a n d -d ep o sit acco u n ts  o f  in d iv id u 
als, p a rtn ersh ip s  and co rp o ratio n s for 
th e  la rg er S t. L ou is banks w e re  tw o to 
th re e  tim es h ig h er  than  th o se  o f  th e  
la rg er K ansas C ity  b an k s, ran g in g  from
0 .1 0 %  and 0 .1 6 %  to 0 .0 5 % .

T o  s ig n i f i c a n t ly  in c r e a s e  y o u r  
d e m a n d - d e p o s i t - a c c o u n t - s e r v i c e -  
ch a rg e  in co m e , w e su ggest you have 
on ly  to  look in  you r ow n “b a ck y a rd .” 
B a se d  on o u r e x p e r ie n c e , w e h av e  
found  n u m ero u s areas in  w h ich  banks 
typ ically  can  im p ro v e th e ir  re v e n u e s  
or re d u ce  co sts . A reas w e w ill d iscuss 
in clu d e :

• W aiv in g  serv ice  ch arg es.
• P ay ing  on u n co lle c te d  b a la n ces .
• M a in ta in in g  in a c t iv e  o r  sm a ll 

D D A  acco u n ts .
• R e t a in in g  o u td a te d  s e r v ic e -  

ch a rg e  sch e d u le s .
• O p e n in g  an d  s e r v ic in g  “p e n n y  

savings” acco u n ts .
• K e e p in g  in a ctiv e  or sm all savings 

acco u n ts .

Waiving Service Charges. In  a r e 
c e n t  p ro fit-im p ro v e m en t-p ro g ra m  r e 
v iew , w e found  th at o n e  $ 8 0 -m illio n  
m id w estern  b an k  was w aiving ab ou t 
$ 1 1 5 ,0 0 0  p e r  y ear in  d em a n d -d ep o sit 
s e r v ic e  c h a r g e s  a n d  an  a d d it io n a l 
$ 6 5 ,0 0 0  in  o v erd raft ch arg es. I t  is not 
un usual fo r us to find  th at as m u ch  as 
5 0 %  o f se rv ice -ch a rg e  in co m e  can  b e  
w aived  b y  b o th  larg e  and sm all banks.

W e  a g re e  w ith  th e  co n c e p t th a t s e r 
v ice  ch arg es can  b e  w aived  for se le c te d  
a cco u n ts , b u t w aiving shou ld  not b e  
d one on a w h o lesa le  basis or w ithou t 
ju s tif ica tio n . All too o ften , it seem s that 
th e  n e w -a c co u n ts  c le rk  is th e  in d i
vidual w ho w aives a larg e  p o rtio n  o f th e  
a c c o u n ts . T o  b e t t e r  c o n tro l w aiv ed  
ch a rg e s , w e su g g est you (a) re q u ire  an 
o ffice r’s sig n atu re  to  w aive any fe e s , (b) 
le t  th e  c u sto m e r ask for th e  w aived  
status —  d on ’t v o lu n te e r  it, (c) b e  ab le
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Douglas-Guardian
tailors
better

inventory loan 
and

floor plan 
packages 

fo r...

lending institutions

distributors

processors

manufacturers

Let us sew one 
up for you.

Call John Cressend 
Exec. Vice President 

504/ 523-5353

Douglas-Guardian
Warehouse

Corporation
offices in 15 principal cities

with Executive Offices 
in New Orleans, LA 

P.O. Box 52978, 70130
TOTAL INVENTORY CONTROL 

NATIONWIDE
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to ju s tify  th e  w aived  statu s and  (d) p re 
p are  a m o n th ly  re p o rt b y  an o fficer, to 
d e te r m in e  w h o ’s “ g iv in g  th e  b a n k  
a w ay .”

Paying on Uncollected Balances. 
T o o  o fte n , w e also  n o te  th a t m any 
b a n k s a re  p ay in g  c h e c k s  on u n c o l
le c te d  fu nd s. A lthough  th is p ra c tice  
g e n era lly  is lim ite d  to th e  b e tte r  a c 
co u n ts , it is too e xp en siv e  for to d ay ’s 
eco n o m y . F o r  th o se  cu sto m e rs  w ho 
re p e a te d ly  draw  on u n c o lle c te d  fu nd s, 
a d ire c t ch a rg e  should  b e  m ad e against 
th e ir  a cco u n ts , and/or for co rp o ra te  or 
large in divid ual acco u n ts , an acco u n t 
analysis should  b e  c o m p le te d  to a s c e r 
tain  i f  th e  acco u n t re la tio n sh ip  is p ro f
ita b le .

Inactive or Small DDA Accounts. In  
th e  case  o f  o n e  $ 1 0 0 -m illio n  b an k  lo 
ca te d  in th e  M id -S o u th , w e d isco v ered  
th at a p p ro xim ate ly  4 ,0 0 0  a cco u n ts , or 
4 0 %  o f  th e ir  to tal d em a n d -d ep o sit a c 
co u n ts , a cco u n te d  for an av erag e  b a l
an ce  o f  on ly  $ 7 2 ,0 0 0 , or ab o u t $1 8  p e r 
acco u n t.

A fu rth e r  rev iew  in d ica te d  th a t 5 5 0  
ch e ck in g  acco u n ts  w ere  on file  w ith  a 
to tal b a la n ce  o f less  than  $ 4 0  (o v er
drafts w ere  n ot in clu d ed ). T h e  b ank 
w as p a y in g  d ata  p ro c e s s in g  fe e s  o f  
n early  $ 1 4 0  p e r  m o n th  and p o stage  ex 
p e n se  o f  $ 8 0  a m o n th , or p aying  $ 2 2 0  
p e r  m o n th  to m ain ta in  th e se  5 5 0  ac
cou n ts w ith  a b a la n ce  o f $4 0 . O n  an 
annu al b asis , o u t-o f-p o ck et co sts  for 
th e se  acco u n ts  w ere  $ 2 ,6 4 0 , exclu d in g  
o th e r  d ire c t and in d ire c t ex p e n se s  r e 
la tin g  to  m a in te n a n c e  o f  th e s e  a c 
co u n ts .

Outdated Service-Charge Sched
ules. T w o years ago, w e w ere  in th e  
lo b b y  o f on e b an k  in  K e n tu ck y  th a t had 
a se rv ice -ch a rg e  p r ice  list ly ing  on th e  
lo b b y  c o u n te r  for cu sto m e rs ’ c o n v e n i
e n c e . T h is  list was last re v ised  and 
p rin te d  in 196 3  and  re p re s e n te d  th e  
“b a rg a in s” g iven  by  th e  bank.

T o  assu re  you th is is not an iso la ted  
ca se , a lb e it an unusual o n e , w e o b 
serv ed  ju s t  re c e n tly  th a t th e  tru st d e 
p a rtm e n t o f a m a jo r $ 5 0 0 -m illio n  b an k  
had  last ra ised  its fe e s  in  Ja n u a ry , 197 7 .

W e  stro n gly  u rge  all banks to  rev iew  
th e ir  various p rice  sch e d u le s  and  d e 
t e r m in e  w h e n  th e y  w e r e  la s t  i n 
cre a sed . T h is  rev iew  p ro cess  should  b e  
an annu al task  and should  in c lu d e  all 
b an k in g  serv ices .

“P enn y Savings” Accounts. In  th e  
area  o f savings acco u n ts , sev era l re c e n t  
d ev e lo p m en ts  are  w orthy  o f  n o te  and 
p o ssib ly  ad op tion  b y  your b an k . S o m e 
St. L o u is-a re a  b an k s, for in s ta n ce , r e 
c e n tly  hav e tak en  a long n e e d e d  stand  
and no lo n g e r w ill op en  or m ain tain  
savings acco u n ts  w ith  b a la n ces  o f less 
than  $5 0 . T h e  o n e  e x ce p tio n  is th ey  
p ro v id e  su ch  a cco u n ts  fo r c h ild re n

w h ose p a re n ts  m ain ta in  acco u n ts  w ith 
th e  bank .

T h e s e  banks u n d ersta n d  th e y  can n o t 
p ro fitab ly  o p en  and  m ain ta in  accou n ts 
w ith  such  low  b a la n ce s . T h e y  also are 
b eg in n in g  to re s tr ic t  th e  n u m b e r  o f 
w ithdraw als by  e n fo rc in g  a ch a rg e  o f 
5 0 0  to $1 for each  w ithdraw al in excess 
o f  five  or six p e r  q u a rter.

T o  a p p rec ia te  th e  ra tio n a le  o f this 
ap p ro ach , o n e  has only  to rev iew  th e  
F e d e r a l  R e s e r v e  F u n c t io n a l  C o s t  
A n a ly sis  fo r 1 9 7 8 , w h ich  in d ic a te s  
p e r-u n it  tra n sa ctio n  co sts  for savings 
activ ity  o f 3 1 6  banks in th e  ran g e  o f  $5 0  
m illio n -$ 2 0 0  m illion  o f d ep o sits  w ere  
(a) 4 3 0  to p ro cess  a d ep o sit, (b) 8 7 0  to 
p ro cess  a w ithd raw al, (c) $ 3 .0 4  to op en  
an a cco u n t and  (d) $ 1 2  fo r a cco u n t 
m a in te n a n ce .

O th e r  banks hav e ad o p ted  a s tra teg y  
to a cce p t acco u n ts  w ith  less than  $ 5 0  
b a la n ce s , b u t n o t to  pay in te re s t  on th e  
a cco u n t u n less  th e  in te r e s t  is m o re  
th an , say, 5 0 0  p e r  q u a rte r. A cco rd in g  
to  th e  fu n ctio n a l-co st an alysis, th e  co st 
p e r  t r a n s a c t io n  to  p o st in t e r e s t  is 
$ 1 .6 6 . A gain, w e can  see  th e  n e e d  to 
re th in k  som e o f th e  trad itio n a l serv ices  
p ro v id ed  b y  b anks.

In  th e  sam e $ 8 0 -m illio n  b an k  p re 
v io u sly  m e n tio n e d , w e fo u n d  m o re  
than  2 ,3 0 0  acco u n ts  in  th e  $ l - $ 5  ran g e , 
w ith  on ly  $ 3 ,0 0 0  in b a la n ces  or an av
era g e  o f a p p ro xim ate ly  $ 1 .3 0  p e r  a c 
co u n t. D a ta  p ro cess in g  and  p o stag e  
c o s ts  fo r  th e s e  a c c o u n ts  e x c e e d e d  
$ 4 ,0 0 0  a y ear, to m ain ta in  $ 3 ,0 0 0  in 
b a lan ces.

Inactive/Small Savings Accounts. As 
in th e  exam p les c ite d  for d em an d  d e 
p o sits , z e ro -b a la n ce  and  in a ctiv e  a c
cou n ts w ith  low  b a la n ces  (e .g .,  $5  and 
u n d er) shou ld  b e  re v iew e d  and , w h ere  
p o ss ib le , tak en  in to  in co m e  i f  p e rm it
ted  by  sta te  e sch e a t laws.

B anks should  re v iew  th e ir  s ig n atu re  
and  p assbo ok  reg u la tio n s to v erify  th at 
th e y  in c lu d e  th e  n e cessa ry  language 
th at w ill p e rm it banks to  serv ice  ch arg e  
in a ctiv e  or sm all acco u n ts . I f  s ta te  laws 
w ill n ot p e rm it serv ice  ch arg es to  th e se  
a cco u n ts , an a ltern a tiv e  is to  c lo se  th e  
acco u n ts  and forw ard  an official ch e ck  
to th e  c u sto m e r . A t le a s t, th is  w ill 
e lim in a te  so m e o f  th e  data p ro cessin g  
and  p o stag e  co sts  asso cia ted  w ith  th e se  
acco u n ts .

Conclusion. W ith  th e  im m e d ia te  
n e e d  for ad d ition al re v e n u e s , you can 
see  from  th e  ab o v e exam p les th a t you 
n e e d  look no fa rth e r  than  you r ow n 
“b ack y ard ” to find  ad d itional so u rces o f 
r e v e n u e  as w e ll as c o s t - r e d u c t io n  
m e a s u r e s .  A lth o u g h  s o m e  o f  th e  
exam p les c ite d  m ay seem  to b e  ex 
tre m e s , w e know  th e y  ex ist in  b o th  
larg e  and sm all banks and  are  a so u rce  
o f  p ro fit im p ro v e m en t. • •
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B y  jo in in g  h a n d s  w e  c a n  d o  a lo t  b e tte r  fo r  o u r 
c u s to m e r s  a n d  o u rs e lv e s .

N a tio n a l B o u le v a rd  c a n  h e lp  a u g m e n t 
y o u r  b a n k in g  o p e r a t io n s , e x p a n d in g  th e  s c o p e  
o f  e x is t in g  s e r v ic e s  a n d  im p le m e n t in g  n e w  
o n e s  fo r  y o u r  r e s p o n d e n t  c u s to m e rs .

O u r  “O n e -O n -O n e ” c o r r e s p o n d e n t  b a n k 
in g  p r o fe s s io n a l  w o rk s  c lo s e ly  w ith  h is  c o u n 

te rp a r t  a t y o u r  b a n k . H is  jo b : to  c o o r d in a te  
f in a n c ia l  r e s o u r c e s , fa c i l i t ie s  a n d  c a p a b il it ie s  
fo r  m a x im u m  b e n e f it .

A t N a tio n a l B o u le v a rd  th e r e ’s o n ly  o n e  
w a y — th e  O n e -O n -O n e  w a y — fo r  u s  to  w o rk  
to g e th e r . A n d  w h e n  w e  d o , w e  m a k e  a c o m b i
n a t io n  th a t ’s p r a c t ic a l ly  i r r e s is t ib le — a n d  
h ig h ly  p ro f ita b le .

NATIONAL BOULEVARD BANK OF CHICAGO
The bank for the New Downtown

400-410 N. MICHIGAN AVENUE, CHICAGO, ILLINOIS 60611 • ONE ILLINOIS CENTER, CHICAGO, ILLINOIS 60601 • (312) 836-6500
MEMBER FDIC
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New IBAA officers are, I. to r.: treas., 
Robert H. Fearon Jr.; pres., Thomas F. 
B olger; im m e d ia te  p ast p res ., 
Raymond D. Cam pbell; 1st v.p ., W. C. 
Bennett; and  2nd v .p ., Robert L. 
McCormick.

Independents Urge Congress:

Eliminate Interest-Rate Differential 
Between Com m ercial Banks, Thrifts

E L IM IN A T E  th e  cu rre n t d iffe ren 
tial b e tw e e n  in te re s t  rates  co m 

m ercia l banks and th rift in stitu tio n s 
are  allow ed  to pay savers, th e  In d e 
p e n d e n t  B a n k e r s  A s s o c ia t io n  o f  
A m erica  u rg ed  C o n g ress at th e  IB A A ’s 
5 0 th -a n n iv e rsa ry  c o n v e n tio n  in  San  
F ra n c isco  last m o n th .

In  a re so lu tio n  ad op ted  at th e  c o n 
v e n tio n , th e  associatio n  ca lle d  on th e  
H o u se  to  am en d  leg isla tio n  th a t w ould 
give th r ift in stitu tio n s  m o re  p o w er to 
m ake loans and  a cce p t d ep osits . T h e  
co n v e n tio n , h e ld  M arch  9 -1 2  at th e  
San  F ra n c isc o  H ilto n  H o te l, was a t
te n d ed  by  ab o u t 2 ,5 0 0  in d e p e n d e n t 
b a n k ers , sp ou ses and  gu ests.

T h e  re so lu tio n  u rg ed  th a t th e  H ou se  
r e je c t  a H o u se -S e n a te  c o n fe re n c e  r e 
p o rt on th e  D e p o s ito ry  In s titu tio n s  
D ere g u la tio n  and M o n eta ry  C o n tro l 
A ct and  sen d  it b ack  to co n fe re n c e  w ith  
in stru ctio n s  to e lim in a te  th e  ra te  d if
fe re n tia l as o f Ja n u a ry  1, 1981 . In  m ost 
cases, th is d ifferen tia l is 14%.

Ju s t a w eek  b e fo re  th e  co n v e n tio n , 
th e  H o u se -S e n a te  c o n fe re n c e  reso lv ed  
d iffe re n ce s  in  leg is la tio n  p re v io u s ly  
passed  by  th e  H o u se  and S e n a te . T h e  
co m p ro m ise  b ill w ould  p h ase  ou t R e g 
u lation  Q  o v er six y ears. I t  w ould p e r 
m it fin an cia l in stitu tio n s  n ation w id e to 
o ffer n e g o tia b le -o rd e r-o f-w ith d ra w a l 
(N O W ) acco u n ts  —  in te re s t-b e a r in g  
ch e ck in g  acco u n ts . T h e  b ill also w ould 
re q u ire  all re g u la te d  fin an cia l in s titu 
tions to  m ain ta in  re se rv e s  w ith  th e  
F e d .

T h e  b ill shou ld  b e  sen t b ack  to  co n 
fe re n c e , th e  reso lu tio n  sta ted , “ S in ce  
th e  o v errid in g ly  im p o rta n t issu e  o f  th e  
te rm in a tio n  o f  in te re s t-ra te  co n tro ls , 
exp an d ed  a sset and  liab ility  p ow ers o f 
th e  th rifts  and th e  re la tio n sh ip  th e re to  
to th e  co n tin u a tio n  o f th e  d ifferen tia l 
has not b e e n  co n s id ere d  b y  th e  H ou se  
o f R e p re se n ta tiv e s  in th is C o n g ress.

“I t  is n o t in th e  n a tio n ’s in te re s t  to 
fo ster  a national p o licy  o f  d iscrim in a 
tion  again st banks (and th e ir  cu sto m 
ers) len d in g  to  th e  co n su m e r, ag ricu l
tu re , sm all b u sin ess  and h o u sin g ,’ th e  
reso lu tio n  said.

C o n v e n t io n  d e le g a te s  a d v a n c e d  
T h o m as F . B o lg e r  to IB A A  p re s id e n t 
for th e  co m in g  y ear. M r. B o lg e r  is 
p re sid e n t/ C E O , M cH e n ry  (111.) S ta te . 
H e  s u cce e d e d  R aym on d  D . C a m p b e ll,

Mr. and Mrs. Thomas Conner (he's pres., 
Am erican State, Ligonier, Ind.) m ake table  
reservations for evening event scheduled 
during 50th -ann iversary  convention of 
IBAA last month.

p re s id e n t, O b e r lin  (O .) Savings B an k  
C o.

W . C . B e n n e t t ,  e x e c u t iv e  v ic e  
p re s id e n t/ C E O , A rth u r S ta te  B a n k , 
U n io n , S. C .,  su cce e d e d  M r. B o lg e r  as 
IB A A ’s first v ice  p re s id e n t.

R o b e r t  L . M c C o r m ic k  J r . ,  
p re s id e n t/ C E O , S tillw a te r (O k la .) N a
tion al, was n am ed  IB A A  seco n d  v ice  
p r e s id e n t .  R o b e r t  H . F e a r o n  J r . ,  
p re s id e n t, O n eid a  (N. Y .) V a lley  N a
tion al, was re e le c te d  associatio n  tre a 
su rer.

In  o th e r  reso lu tio n s ad op ted  at th e  
co n v e n tio n , th e  IB A A :

• O b je c te d  to fe d era l re g u la tio n s  
th at (1) a tte m p t to p re e m p t sta te  law 
and (2) w ould in te rfe re  w ith  bank in 
su ra n ce  a g e n c ie s  o p e ra tin g  in  co m 
p lia n ce  w ith  sta te  law.

• S u p p o rte d  leg is la tio n  e xclu d in g  
from  re p o rta b le  in co m e  th e  first $ 2 0 0  
o f  in te re s t  or d iv id end  e a rn e d  for an 
in d iv id u a l an d  $ 4 0 0  fo r  a m a rr ie d  
co u p le  filin g  jo in tly .

• F a v o re d  le g is la t io n  th a t w ould  
p e rm it ta x -free  exch an g e  o f  sm all in 
d e p e n d e n t b an k  stock  b y  exch an g in g  
th e  b an k  stock  for any o th e r  ty p e  o f 
secu rity  a cce p ta b le  to th e  se lle r . T h e  
reso lu tio n  n o ted  th a t th e  1 9 7 6  Tax R e 
form  A ct se v e re ly  lim its  d ed u ctib ility  
o f  in te re s t  paid  on b a n k -sto ck  loans, 
thus re s tr ic tin g  p u rch ases and sales o f 
banks and im p osin g  a sp ecia l hard ship  
in th e  tra n sfer o f  a sm all b an k  from  one 
in d e p e n d e n t ow n er to an o th er .

• U rg ed  C o n g ress  to ad d ress th e
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Bank of the 
Southwest 
can help you 

be all the bank 
you want to be.

At Bank of the Southwest, our Corres
pondent Bankers can help you expand 
your services to your customers.

We can provide you with credit over
lines, data processing, credit inquiries, and more.
And we can provide these services accurately and quickly.

With help from Bank of the Southwest, you can be 
all the bank you and your customers want you to be.

Call Earl Lassere, vice president, (713) 751-6366. 
Bank of the Southwest. 910 Travis, Houston. Member FDIC.

Yes.
Let us show you 
a better way.

Bank 
of the „  
Southwest*
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question of Fed membership, giving 
cognizance to the special problems and 
costs facing smaller banks against the 
backdrop of widespread recognition 
that reserve requirements on smaller 
banks are not necessary for the conduct 
of monetary policy.

• Supported legislation that would 
impose a moratorium on foreign 
takeovers of U. S. banks until Con
gress has studied the issue and deter
mined that such takeovers are in the 
public interest.

• Recom m ended legislation for 
grants, loans, loan guarantees and re
search on creation of alternate energy 
sources to make the country less de
pendent on foreign oil and less open to 
exploitation by foreign countries.

• Generally endorsed the Small 
Community and Rural Development 
Policy adopted by the Carter Adminis
tration, which proposes new federal 
programs of grants, loans and loan 
guarantees for small community and 
rural development and encourages 
state and local initiative in these areas. 
The resolution expressed concern 
about proposals to promote develop
ment of community-based organiza
tions through Rural Small business In
vestment corporations and implemen
tation of the Consumer Cooperative 
Rank and to encourage establishment 
of rural development credit unions.

• Supported state legislation 
exempting business and agricultural 
loans of more than $25,000 from state 
usury limits.

• Called on Congress to draft legis
lation with sufficient precision so that 
the will of Congress cannot be 
thwarted by bank regulatory agencies 
in the exercise of their rule-making 
powers. The resolution also urged in
creased oversight of the actions of bank 
regulatory agencies.

• Endorsed HR 2747, lim iting 
growth and activity of large bank 
holding companies and eliminating ar
bitrary guidelines adopted by the Fed 
in establishing and regulating small 
one-bank HCs.

• Favored legislation to relax Fed
98 MID-CONTINENT BANKER for April, 1980

CENTER: This table of IBAA conventioneers 
is composed of (clockwise from lower I.): 
W. L. Haesemeyer, State Center, la.; Ray 
and Shirley Cluxton, Miamisburg, O.; Wal
ter and Helen Hall, Dickinson, Tex.; Mar- 
greth and Jean Quartemont, Webster, 
Tex.; Lorraine and Joseph Connelly, 
Westchester, III.; and Hildie Haesemeyer, 
State Center, la.

RIGHT: Taking time out from buffet break
fast at convention to have their picture 
taken were (clockwise from lower I.): C. A. 
Wilson, John and Mozella Newman (Jr.), 
all of Scottsboro, Ala.; George, Kyle, Cami 
and Helen Crews, Brownwood, Tex.; Allen 
Main, Maurine and John Gay and Juanita 
Wilson, all of Scottsboro.

guidelines that limit a bank-stock loan 
made by a one-bank HC to 75% of the 
purchase price and requiring repay
ment of the loan within 12 years.

• Resisted attempts to erode the 
McFadden principle.

• Urged congressional review of fi
nancial services, such as money- 
market mutual funds, which are di
verting funds from many communities 
with the effect of increasing credit 
costs while dim inishing credit 
availability.

• Urged more flexible borrowing 
privileges for eligible banks from the 
Fed so that borrowing maturities can 
be structured to meet liquidity re
quirements.

• Called for substantial fiscal and 
monetary responsibility to halt the in
flationary spiral.

The problem of fighting inflation is 
one of credibility, not an economic 
problem , Frederick Schultz, vice 
chairman of the Fed, told the conven
tion.

The Carter Administration is com
mitted to a strong, workable anti

inflation program, Mr. Schultz said. 
“We are in for two or three months of 
bad inflation numbers under any cir
cumstances, but can look forward to 
diminished expectations of inflation,” 
the Fed vice chairman said.

The U. S. is “witnessing a change 
from a banking structure designed for 
the 1930s to one more competitive,” 
Orin S. Kramer, associate director, 
White House Domestic Council, told 
the convention. “We are witnessing 
more competition among financial in
stitutions and a blurring of differ
ences,” Mr. Kramer added.

The report of a Carter Administra
tion study of the McFadden Act will be 
delivered by mid-April, according to 
Mr. Kramer. Under the McFadden 
Act, national banks are subject to state 
branch-banking laws.

Congress will be willing to let this 
subject rest until a significant propor
tion of the banking industry calls for 
changes, Mr. Kramer predicted.

In his convention keynote address, 
Mr. Campbell stated that “The IBAA 
voice must becom e stronger and 
stronger in our conversations with key 
people on legislative proposals and 
regulations that affect our industry.”

Also, Mr. Campbell suggested, 
“Let’s look at the consumer in the 
1980s and try to anticipate what it will 
be that the consumer will want. ” This, 
he said, is because “whether it is good 
for the country or the economy, what 
the consumer wants is what the con
sumer gets.”

William M. Isaac, FD IC director, 
predicted in a convention speech that 
“our nation’s 14,700 commercial banks 
are likely to find themselves compet
ing even more directly and more in
tensely with the 27,300 mutual savings 
banks, savings and loan associations 
and credit unions.”

In Mr. Isaac’s view, “significant con
solidation in the financial-services sec
tor is inevitable.” He considers it 
“probable that we will have fewer than 
42,000 depository institutions by the 
end of this century. • •

LEFT: Enjoying buffet breakfast at IBAA's 
50th-anniversary convention are (I. to r.): 
C. W. Daugette Jr. and Clarence W. 
Daugette III, both of Jacksonville, Ala.; 
Barbara and John Shipp, Lydia Willits Bar
tholomew and William Willits, all of Mal
vern, Pa.; Florence Daugette, "Burt" 
Daugette Lowe and Lynn Lowe, all of 
Jacksonville, Ala.
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LONG LIVE TH E GOOSE.

In Nashville

e are committed to all of our 
correspondents because we 

know that healthy community business 
is the goose that lays the golden egg.

For over fifty years,Third National has worked with 
correspondent banks to promote local agriculture and 
other community industry, for this is the goose that lays 
the golden egg. This partnership has contributed much to 
our own growth, so we know from long experience that 
our correspondent relationship is a golden one.

Third National provides services such as portfolio 
investment, residential mortgage financing, credit over
lines, data processing and on line A TM  processing with 
interchange. And, we’re continually developing special pro
grams and innovative services to feather the nest...to  
help make your town and community more attractive to 
business and industry.

Call one of our correspondent bankers today, 
and we’ll work together to nurture and protect 

the goose that lays the golden 
egg. Our WATS in Tennessee 
is (800) 342-8360.
In neighboring states, dial 
(800) 251-8516
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Banking/Financial Markets Institute 
Started at University in St. Louis

F IFTEEN  major banking and fi
nancial institutions are sponsors of 

the new Institute of Banking and F i
nancial Markets, which was unveiled 
in February .by the Washington Uni
versity School of Business in St. Louis. 
Dean Bobert L. Virgil Jr. says it should 
become a major resource for banks and 
other financial institutions throughout 
the country.

The institute’s director is Jess B. 
Yawitz, professor of finance and busi
ness econom ics, who jo ined  the 
Washington University faculty in 
1971. Professor Yawitz, well known in 
banking and financial circles, is a rec
ognized authority on management of 
financial institutions. Last October, he 
was asked to present an important 
paper at a symposium in New York 
City sponsored by Institutional In 
vestor. His talk was concerned with 
assessing the risk in fixed-income in
vestments.

The institute has a three-fold pur
pose. It is expected to strengthen ties 
between the university and key bank
ing and financial institutions across the 
U. S. Through collaboration on vari
ous projects, including curriculum 
planning and student placement, the 
institute will increase the importance 
of the area of banking/finance within 
the School of Business, which already 
is recognized as one of its outstanding 
segments. Currently, approximately 
30 financial institutions actively recruit 
on the university’s campus. Last year, 
nearly 25% of graduating business stu
dents accepted em ployment with 
these firms.

The institute will facilitate efforts by 
financial institutions to attract first-rate 
graduates from Washington Univer
sity. In addition, the institute will en
courage and support research by the 
Business School faculty. A Working

100
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Paper and Beprint Series based on fac
ulty research will be distributed to 
member organizations, financial in
stitutions and leading academics 
throughout the country.

The institute also will plan and pro
mote periodic seminars for practition
ers in the broad areas of banking and 
finance. These programs, featuring 
outstanding speakers from the 
academic world as well as practicing 
professionals, will be concerned with 
topics of contemporary interest to 
those with banking and financial inter
ests.

Through its diversified program, the 
institute is designed to make the 
W ashington University School of 
Business preeminent among universi
ties in this country concerned with 
banking and financial markets.

The following members of the insti
tute will each contribute $3,000 annu
ally to it: Boatmen’s National, First Na
tional, Mercantile Bancorp, and Mark 
Twain Bancshares, Inc., all of St. 
Louis; Continental Illinois National 
and Northern Trust, both of Chicago; 
Edward D. Jones & Co.; Goldman, 
Sachs & Co. and I. M. Simon & Co., 
all investment firms.

Associate members include: Clayton

(M o.) M etro Bank; Com m erce- 
Manchester Bank and Lindell Trust, 
both of St. Louis; Detroit Bank; Na
tional Bank of Detroit and A. G. Ed
wards & Co., Inc., an investment firm.

Establishment of the institute was 
commemorated February 26 with a 
noon-day luncheon on the Washington 
University campus. Featured speaker 
was Paul W. McCracken, a former 
chairman of the President’s Council of 
Economic Advisers and now Edmund 
Ezra Day University professor of busi
ness administration, University of 
Michigan. His topic was “Banking in 
an Inflation Econom y.’’ Professor 
Yawitz also spoke briefly.

Others taking part in the inaugural 
luncheon were William H. Danforth, 
chancellor of the university; Dean 
Virgil and Donald Lasater, chairman/ 
CEO, Mercantile Bank, St. Louis.

O ther W ashington University 
School of Business faculty members 
who will play key roles in the institute’s 
operations are: William J. Marshall, 
associate professor of finance, who will 
share the primary responsibilities for 
teaching and curriculum with Profes
sor Yawitz; Laurence H. Meyer, as
sociate professor of economics, who 
will become chairman of the univer
sity’s economics department in July; 
John W. Bowyer Jr., professor of fi
nance and consultant to corporate 
business; and Gary W. Emery, assist
ant professor of finance, whose princi
pal research interests are capital 
budgeting and working-capital man
agement.

Other banking and financial institu
tions are expected to become sup
porting members as the institute’s 
scope expands. The institute also ex
pects to attract funding through re
search grants and other external 
sources. • •
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Profit
A lot of travelers cheques

promise it.
But we’ve got the 

numbers to prove it:
(8 0 0 ) 2 2 7 *3 3 3 3 .

For over 50 years we’ve been making the travelers cheque business 
profitable for our sellers.

So if you’re considering a change, get the full story from us first. Just 
call (800) 227-3333.

Or if you’re in California, call us collect at (415) 622-4620.
We’ll talk about profits.
Not promises.

BankAm erica Travelers Cheques. 
World Money comes through where it counts.

BA Cheque Corporation I PS j 
A BankAmerica Company C P U
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LANDMARKS
of Texas

A familiar landmark on the skyline 
of Houston, Texas, is the famous 
Astrodome. Also familiar to those 
traveling through Houston's thriving 
Spring Branch area via the busy Katy 
Freeway is the landmark of Spring 
Branch Bank. The first unit-type bank 
in the area, it was established in 1953 
and has grown rapidly, with 1979 assets 
over $141 million.

Spring Branch Bank is one of the first 
unit-type banks in the country to install 
an on-line banking system . . .  Bunker 
Ramo’s BANK CONTROL SYSTEM 
90™. The system currently includes 30 
five-inch teller terminals, 22 validation/ 
journal printers, 8 administrative termi
nals, 2 programmable control units, and 
4 disc storage units. Spring Branch offi
cials have found so many uses through
out the bank for BANK CONTROL 
SYSTEM 90 that expansion plans are 
already under way.

The Bank found the system provided 
the easiest method of changeover from 
their existing audio-response system. 
Other primary considerations for selec
tion of Bunker Ramo equipment were 
the compact size of the units them
selves, flexibility of the system making 
it highly adaptableto the bank’s needs, 
more control of transactions at the 
bank, and customizable keyboards.

Robert R. Combs, Spring Branch 
Bank President, lauded the efforts of 
Bunker Ramo sales and marketing sup
port personnel when he stated, “The 
systems staff at Bunker Ramo was very 
responsive to our particular needs. The 
BANK CONTROL SYSTEM 90 teller 
network gives us the operations control 
we désire, while enabling us to better 
serve our customers with increased 
accuracy and speed.”

Once again BANK CONTROL 
SYSTEM 90 has provided cost effective
ness through increased productivity 
and reduced training time for tellers and 
other efficiencies. Installed in over 3,000 
bank offices in the United States and 
abroad, BANK CONTROL SYSTEM 90 
is a landmark on bank operations con
trol. It is backed by an experienced 
customer service force always alert to 
the user’s needs.

B U N K E R
R A M O

International Sales/Service: Europe • Latin America • Southeast Asia

Bunker Ramo Corporation
Information Systems 
33 Nutmeg Drive 
Trumbull, C T 06609Digitized for FRASER 
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Livestock, Grain Outlooks Presented 
At Missouri Agricultural Conference

L IVESTOCK and grain specialists 
from the University of Missouri 

Extension Service forecast market 
trends for nearly 100 farmers and ag
ribusinessmen at the fourth annual ag
ricultural outlook conference March 11 
at United Missouri Bank of Brookfield. 
Because the speakers’ predictions over 
the past three years have proved re
markably accurate, farmers were anx
ious to hear what to expect fpr livestock 
and grain prices.

Glen Grimes, professor of agricul
tural econom ics, University of 
Missouri/Columbia, and extension 
program leader for agricultural mar
keting and agribusiness, returned for 
his fourth year at the seminar. He said 
cattle producers currently are in the 
low stage of the beef-production cycle. 
Over the long term, he expects the 
market to continue with strong cattle 
prices. For the short term, he sees 
profits improving the latter part of this 
year. For fed cattle, Professor Grimes 
predicts $70-$73 cwt. over 1980, 
perhaps reaching $80 intermittently.

He explained that with the apparent 
decrease in pastureland, a slowdown in 
the herd-buildup rate may be indi
cated over the long run. Assuming this 
slowdown continues, farmers may ex
perience one of the longest periods of 
higher feeder prices than they have 
seen for several years.

Professor Grimes was not so op
timistic for the hog market. Because of 
high levels of production, he expects 
this market to be at the break-even 
point for 1980. Records indicate the 
largest supply of hogs since 1971, and 
the professor predicts prices will stay 
between $36-$41 this year. Over the 
longer run, however, he expects the 
hog market to improve by 1981, with a 
profitable $50 or more average for the 
year.

Abner Womac — new this year to 
the Brookfield outlook seminar — is a 
visiting associate professor, depart
ment of agricultural economics, with a 
joint appointment to the University 
Extension and Research. For the past 
10 years, Professor Womac has been 
involved in commodity analysis and re
search with the U. S. Department of 
Agriculture.

He sees an overall increase in gov
ernment programs as the US DA sells 
to world markets in an effort to reduce 
carry-over and improve grain prices for 
U. S. farmers.

Glen Grimes (r.) and Abner Womac answer 
questions from audience after their pre
sentations on livestock and grain market
ing at United Missouri Bank of Brookfield's 
agricultural outlook conference. Both men 
are on faculty at University of Missouri/ 
Columbia.

Professor Womac sees no drastic 
swings, either up or down, in the corn 
market over the next year. The U. S. is 
experiencing a 1.8-b illion-bushel 
carry-over, aggravated by the recent 
Russian embargo. The price of corn 
this year will depend, to a large extent, 
on the amount purchased by the 
USDA for reserves. He expects to see 
prices around $2.30 per bushel this 
year. I f  there’s good weather, he 
foresees another big crop in 1981.

Farmers are facing a large soybean 
crop from last year —  up 400 million 
bushels. In addition, Brazil and Argen
tina are up 40%-50% over their short 
crop last year. Professor Womac 
doesn’t see soybeans going far above 
the current price, which is 750 less 
than last year. With a $6 average for 
1980, there may be occasional rallies.

Wheat farmers also face fairly large 
stocks, but they are not as burdensome 
as corn and soybeans. Crop conditions 
look good in the Wheat Belt, and, with 
a large winter crop, he sees prices hov
ering around $3.75. As with soybeans, 
both Professor Grimes and Professor 
Womac advise farmers to devise a 
market strategy —  selling three to four 
times a year and spreading sales out to 
benefit from occasional market rallies. 
Professor Womac also encourages 
farmers to check with their Agricul
tural Stabilization and Conservation 
Service (ASCS) offices as to what gov
ernmental programs are available.

Joe Smith, assistant vice president/ 
agricultural representative of the host

bank, was in charge of the meeting.
“Farming no longer is simple,’’ said 

Mr. Smith. “Farmers want to know 
how to interpret market trends, and 
they want to understand the econom
ics behind them. Bringing in experts 
like Professors Grimes and Womac not 
only aids their understanding of the 
agricultural marketplace, but it helps 
them plan their personal marketing 
strategies.’’ • •

McFadden Act Panel Planned 
For CSBA Convention 
In Las Vegas April 27-29

A panel on “The McFadden Act: 
Where Do We Go From Here?’’ will 
be one of the highlights of the 79th 
annual convention of the Conference 
of State Bank Supervisors (CSBS) at 
the MGM Grand Hotel in Las Vegas 
April 27-29.

Panel moderator will be Michael D. 
Edwards, banking supervisor, state of 
Washington, and chairman, CSBS 
joint task force on the McFadden Act. 
Panelists will be James F. Bell, general 
counsel, CSBS, and a senior partner in 
a Washington, D. C., law firm; and 
Edward Lane-Reticker, secretary/ 
counsel, CBT Corp. and Connecticut 
Bank, Hartford, and vice chairman, 
CSBS joint task force on the McFad
den Act.

The keynote address will be given 
by Senator Robert B. Morgan 
(D.,N .C.). Other speakers will include 
FD IC  Director William M. Isaac; 
Richard S. Hodes, president-elect, 
National Conference of State Legisla
tures, and speaker pro tern, Florida 
House of R ep resentatives; Ed 
Herschler, Wyoming governor; and 
CSBS President Dwight Bonham, 
Wyoming state examiner.

A panel on “Trends in Interstate 
B anking,’’ will be m oderated by 
Muriel F. Siebert, New York state su
perintendent of banks. Also planned is 
a banker/regulator rap session, to be 
moderated by Erich L. Mildenberg, 
incoming CSBS president and Wis
consin banking com m issioner. 
Panelists will be Mr. Isaac; John E. 
Malarkey, state bank commissioner, 
Delaware; Robert P. Mayo, president, 
Chicago Fed; and Lewis G. Odom, 
senior deputy Comptroller of the Cur
rency.

An entertainment highlight will be a 
tour of entertainer Wayne Newton’s 
Arabian horse ranch and Valley of Fire, 
Nevada’s first state park.
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Each of these 
United Missouri 
correspondent 
bankers 
isapro.

Each has die know-how 
and experience to help your 
bank keep up-to-date on 
regulations and grow more 
profitably!

Meet the pros.
E L  Burch, a third generation banker, is Manager of our Correspondent Department.

He entered banking in 1962 with Skidmore and St. Joseph banks. After graduation from Northwest 
Missouri State University, Maryville, he joined our bank. He managed the Investment Service Depart
ment, and traveled Oklahoma and Missouri before taking his present position.

Dave Van Aken has traveled Kansas for 23 years. For 17 years he was an ag products 
salesman for Spencer Chemical and Sales Manager of ag chemicals for Gulf Oil. This experience has 
made Dave a valued member of our Correspondent team for the past six years. Dave’s hobbies include 
hunting, fishing, and golf.

Steve Blackburn, Assistant Manager of our department, got a B.S. degree in ag business 
management at Purdue and an M.S. degree in ag economics at Cornell. He joined us in 1973 as a 
credit analyst, then spent time as a lending and leasing officer. He became calling officer in Northern 
Kansas in 1976. Steve enjoys fishing, woodworking, and golf.

UNITED MISSOURI BANK OF KANSAS CITY, N.A.
United we grow. Together.

M em ber FDIC
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Money-Market Funds
(Continued from  page 6)

in addition to that provided by the 
SIPC. Also, mutual municipal funds 
frequently are insured by the Mort
gage Guaranty Insurance Corp. 
(MGIC), Milwaukee.

H owever, what the average 
money-market-fund purchaser should 
realize is that these funds are limited 
by the prospectus to the extent of risk 
the manager may assume. These in
vestment standards are equal to or 
b etter than investm ent standard 
minimums applicable to commercial 
banks’ investment policies. Thus, if 
commercial banks criticize invest
ments of these funds, they are, in ef
fect, criticizing their own possibly 
lower standards. Since most of the 
money-market funds are issued in 
short-term  m oney-m arket instru 
ments, they probably have shorter 
maturities than bank investments. In 
this respect, money-market funds may 
have an advantage over investment 
policies of commercial banks, which 
have, in some cases, become locked 
into long-term investments.

The Securities & Exchange Com
mission (SEC) has told brokerage firms 
to try to clarify for the investing public 
the amount and type of insurance pro
vided by the SIPC. Although this is 
spelled out for customers, there always 
is the possibility that people might not 
understand. The investor may receive 
an incorrect impression about SIPC in
surance.

In an interview, a president of a 
large mutual savings bank indicated his 
bank was interested in a possible 
merger with a commercial bank. In 
connection with this, the mutual sav
ings bank industry has been trying to 
work out an ingenious arrangement. 
Mutual savings banks and, presum
ably, S&Ls would be allowed to sell to 
their insuring agencies some of their 
seasoned mortgages at book  value. 
These mortgages are seasoned in the 
sense that they carry relatively low 
interest rates, but have been on the 
banks’ or S&Ls books for some time. 
The insuring agencies, in effect, would 
have a repurchase agreement by which 
they would buy low-yielding mort
gages at prices above the current m ar
ket p rice  and, in turn, the selling 
mutual savings bank would take these 
funds and be able to use them for addi
tional higher-rate mortgages. After 
some time, the banks then would be 
called on to buy the mortgages back 
from the insurance agency. In other

words, this arrangement would pro
vide S&Ls and mutual savings banks 
with a technique with which to partly 
compete with money-market funds.

Still, I question why would some 
people be willing to leave their funds 
in a mutual savings bank at, say, 5%%, 
if they could get 13% (the approximate 
rate being earned as of this writing)?

L et’s look at this situation in a 
somewhat different context: About a 
dozen years ago, it was taken for 
granted by commercial bankers that, 
as long as S&Ls were paying less than 
V2 % higher  than commercial banks 
could pay, the banks would not have to 
fear disintermediation. To a limited 
extent, this basically has been true, 
although passbook and thrift funds 
have moved out of commercial banks 
to S&Ls, which pay a 1A% differential 
on passbook accounts. However, the 
difference betw een, say, a 5 
passbook rate and a 13% money- 
market fund certainly is going to result 
in individuals transferring funds to the 
money markets. A simple examination 
of published data shows this has been 
happening for more than a year.

Conclusion. What can commercial 
bankers do to fight the forces that have 
been set loose by money-market funds 
and the related disintermediation? 
There’s no easy answer. Bankers cer
tainly should be thinking seriously of 
the consequences of these develop
ments.

Another consideration is the strong 
likelihood that the cost of funds to 
banks will continue to rise or stay high. 
As a result, loans will have to bring 
returns that will permit banks to main
tain their spreads on costs of funds and 
capital. A danger would be for banks to 
reach out for higher yields on their 
long-term investments, which proba
bly would be of a less investment- 
grade nature than short-term  
money-market instruments.

The bank that doesn’t maintain a 
spread between its cost of funds and its 
rate of return on loans and investments 
is bound to experience difficulty. • •

Lewis F. Gordon Sr. Dies
ATLANTA — Lewis F. Gordon 

Sr., 88, who was pres., Financial 
Advertisers Assn, (now Bank Mar
keting Assn.) in 1943-44, died 
January 24. Fte was v.p., Citizens & 
Southern Nat l here, for 30 years and 
was known for developing the “Man 
on the Street” public information 
program.
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Ten years in 
branch management 
and bank card 
administration 
prepared me to be 
your correspondent 
banker.”
Margaret Spain, V.P. 
Correspondent Bank Division

F IR S T
T E N N E S S E E

B A N K
N.A. MEMPHIS

1-800-582-6201 (inTM) 
1-800-238-7303 (outs die TN)
Member FDIC. $ Registered Service Mar* owned and 
licensed by First Tennessee National Corporation.
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Dallas is
flying high as a major transportation center.

From the days of cattle trails to the 
days of supersonic jets trailing off in the sky, 
Dallas has been a transportation hub. A 
crossroads of the nation... and now 
the world.

D/FW Airport is the world’s largest 
airport in area. And many of the travelers 
who pass through D/FW Airport are 
bankers... coming to Dallas for one reason... 
Republic National Bank.

Our correspondent banking division is 
known across the United States. Through 
Republic National Bank of Dallas, you can 
offer your customers a complete range of 
financial services such as trust and

investment, petroleum and minerals, 
even international.

Republic’s help and cooperation are 
sought by correspondent banks in virtually 
every state. Because we offer our corre
spondents the capabilities and financial 
services of the Southwest’s preeminent 
commercial bank.

Republic is one reason that Dallas 
has become the lead city in correspondent 
banking. Yet even though bankers pass 
through D/FW Airport on a regular basis, 
they’re only a hint of what the future holds.

For us— and for Dallas— the best is 
yet to come.

Republic National Bank is Dallas.

REPUBLIC Member FDIC
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TIL Guidelines
(Continued from  page 20)

$25 million of such balances and at 12% 
initially in an 8%-14% range for trans
action balances above $25 million. 
Vault cash could count against this re
serve requirem ent, and the $25- 
million threshold would be indexed at 
80% of the inflation rate. Included in 
the definition of transaction accounts 
are NOWs, checking, share drafts, au
tomatic savings-to-checking transfers 
and telephone-transfer accounts.

The Fed could set reserve levels for 
nonpersonal time deposits at 3% in
itially in a range of 0%-9%. Whether 
there would be an exemption of part of 
these deposits ($5-10 million) from the 
reserve requirement is still under dis
cussion.

If the Fed determined that it needed 
additional reserves for monetary pur
poses, the Fed could set a supplemen
tal, additional reserve requirement in 
a 0%-4% range on transaction ac
counts; supplemental reserve balances 
would earn interest at a rate one-half 
point below the Fed’s average portfolio 
rate (currently 8%-12%).

The new reserves would be phased 
in over an eight-year period for non- 
Fed members. The reserve reduction 
for Fed members would be accom
plished over a four-year period. It is 
understood that access to Fed services 
by non-Fed members would be de
layed until pricing of Fed services had 
been put in place. Nonmember banks 
could pass their reserves through a 
m em ber bank or through a non
member and then a member bank to 
the Fed on a 100% basis.

NOW Accounts/Reg Q. NOW ac
counts would be authorized effective 
January 1, 1981, with a uniform rate 
ceiling for all depository institutions. 
Also, this section of the bill legalizes 
share drafts, automatic savings-to- 
checking transfers and remote-service 
units as of enactment.

To assure equal treatment, in the 42 
states where NOW accounts have not 
existed previously, the Fed’s new re
serve requirements for NOW accounts

Bank Personnel Only 
Since 1970

TOM HAGAN & ASSOC. 
(816) 474-6874

Box 12346  •  No. Kansas City, MO 6 4 1 1 6  
" It Takes a Banker to Know One”

would be imposed on enactment of the 
bill, with no phase-in period. This 
applies also to share drafts and 
automatic-transfer accounts. In the 
eight states where NOW accounts al
ready are in existence, it is expected 
that flexibility would be exercised to 
ph ase in the new, higher NOW- 
account reserve requirem ent for 
existing Fed members on a gradual 
basis over the eight-year period.

Regulation Q and the interest-rate 
gap between banks and specialized 
thrifts would be terminated after six 
years. The Federal Home Loan Bank 
Board (FHLBB) would lose its power 
im m ediately to veto changes in 
deposit-interest limits; instead, a five- 
agency group (the Fed, FD IC, Trea
sury Department, FH LBB and Na
tional Credit Union Administration) 
could adjust deposit-interest ceilings 
by majority vote. The group would be 
obligated specifically to phase out Reg 
Q within six years and could create 
new types of deposits and accounts.

To provide interim relief, conferees 
set minimum increases in Reg Q ceil
ings during the six-year period: a 
minimum of 14% in the first 18 months; 
another 14% increase in the next 18 
months; and at least 14% each year for 
the next three years. S&Ls and mutual 
savings banks could maintain the 
interest-rate differential in the in
terim, but only on types of accounts 
that existed before D ecem ber 10, 
1975.

Usury. Recognizing that action on 
deposit-interest limits and usury limits 
should come in tandem, conferees 
agreed that federally insured lenders 
could make home mortgage and 
mobile home loans without regard to 
state usury restrictions permanently. 
The usury exemption for mobile home 
loans would be contingent on certain 
consum er safeguards (such as 
simple-interest computation and re
strictions on balloon payments). Fed
erally insured lenders could make 
business and agricultural loans of 
$25,000 or more at rates up to five 
percentage points above the Fed’s dis
count rate for three years. And feder
ally insured, state-chartered institu
tions could lend at 1% the discount rate 
(as can national banks), at least for 
three years. State legislatures could 
block these changes if they chose to do 
so. Federal credit unions’ usury ceiling 
would be raised from 12% to 15%.

Other elements of the bill would: 
raise federal deposit insurance to 
$100,000; expand S&Ls’ asset powers 
along lines generally agreed to by 
bankers; grant any federal mutual 
savings bank (of which there are none 
at present) the power to have up to 5%

MID-CONTINENT BANKER for April, 1980

‘The last thing 
a busy banker 
needs is problems 
on cash letter 
settlements. My 
job is to insure the 
accuracy needed.”
Dorothy Sadler 
Operation^ Officer 
Correspondent Bank Division

F IR S T
T E N N E S S E E

B A N K
N.A. MEMPHIS

1-800-582-6201 (in TN)
1 -800-238-7303 (outside TN)
»Registered Service Mark owned and licensed by 
First Tennessee National Corporation. Member FDIC.
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FINANCIAL FUEL FROM HELLER

The difference between what your 
customer wants to borrow... 
and you want to lend.
When a customer wants to borrow more than you’re 
willing to lend, a bank/Heller participation loan can serve 
you both. Very simply, your bank funds a portion of the 
loan; Heller provides the balance up to your customer’s 
full borrowing capacity on a secured basis. Heller 
does all administrative work. Your bank profits by 
continuing to render all other bank services to the 
customer.

Through participations, banks of all sizes are 
benefiting from Heller’s more than 60 years of 
experience.

When you want the comfort of a secured 
loan without the administrative burden of 
handling it, tap Financial Fuel from Heller.
It’s the resourceful banker’s resource.

HELLER
Financial Services

"Financial Fuel from Heller" is a service mark of Walter E. Heller & Company.

Walter E. Heller & Company 105 W. Adams St., Chicago, III. 60603 • New York • Boston • Philadelphia • Baltimore • Syracuse • Minneapolis • Detroit 
Kansas City • Denver • Atlanta • Charlotte • Miami • Birmingham • Columbia, S.C. • New Orleans • Houston • Dallas • San Antonio • Phoenix • Tucson 
Albuquerque • El Paso • Salt Lake City • Los Angeles • San Francisco • Irvine, CA • Portland • Seattle • Spokane • San Juan, P.R. H elle r se rv ice s a lso  ava ila b le  
in  C anada a n d  tw e n ty  one o th e r co un trie s a rou n d  the w orld.
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of its assets in commercial loans in a 
restricted geographic area and to offer 
checking service to those commercial 
customers; liberalize rules for S&L 
stock conversions; grant five more 
years during which national banks may 
continue to hold acquired real estate; 
impose a moratorium until October 1, 
1981, on new regulatory approvals of 
formation of trust companies outside a 
bank or holding company’s home state; 
signal the Fed strongly to be less re
strictive in approving financing ar
rangements for establishment of one- 
bank holding companies and require 
financial regulators to conduct cost- 
benefit analyses of all new regulatory 
actions. • •

Job Aids
(Continued from  page 12)

problem of closing accounts correctly 
at Wells Fargo Bank, San Francisco, 
where many custom er complaints 
were generated because of errors in 
this procedure.

People who could be involved in 
closing accounts ranged from the offi
cer on the platform to the person who 
answered the telephone. To get as dis
parate a group as this to close accounts 
correctly, a job aid was developed that 
prompts the people involved to ask the 
right questions and, based on informa
tion gathered, gives step-by-step in
structions on how to enter the informa
tion correctly in the computer.

3. Decision C hart — is a series of yes 
and no responses to questions that, 
depending on the responses, lead to 
other questions. For instance, if the 
clerk asks question “a” and receives

Operants, Inc., is a management 
consulting firm that uses 
behavioral-modification techniques 
to solve work-related problems.

J. Robert Carleton received his 
bachelor and master’s degrees in 
industrial/organizational psychology 
from San Francisco State University. 
In between the two degrees, he at
tended Christ Church, Oxford, En
gland, for graduate work in psychol
ogy.

Mr. Carleton entered the business 
field as a personnel manager, Law
rence Systems, Inc., San Francisco. 
He also has worked for Individual 
Learning Systems, Inc., San Rafael, 
Calif., Bank of America and National 
BankAmericard, both in San Fran
cisco, and Alameda County in Oak
land, Calif. He joined Operants in 
1978.

answer “b ,” the chart, based on that 
response, will indicate the next step to 
take. However, if the answer is “c ,” the 
chart will lead the clerk in another di
rection.

These charts are used at Crocker Na
tional by telephone collectors. When a 
telephone collector calls someone who 
is delinquent in payment, there are 
some steps to follow when talking to 
the customer. For example, when 
asking why a payment is late, the col
lector receives one of 16 responses. 
Those 16 responses are on a flip chart, 
so the collector can simply flip up the 
card with that specific response and 
find out what to do next.

4. Samples and Summaries — are 
examples of forms that are close-ups of 
portions of correctly completed forms 
and sometimes glossaries.

At Bank of America, San Francisco, 
a summary-type job  aid helped 
simplify the complex task of agricul-

COMMERCIAL BANKERS
Through our network of regional offices, conveniently located in 
the notion's money centers, we are fortunate to represent some 
of the nation's finest and fastest growing banks.
C urren tly  we are engaged in a num ber of searches for exp eri
enced personnel in areas of O perations, Personnel, Com m ercial 
Lending , Insta llm ent Lending, F in an c ia l (A ud it and Contro ller), 
T ru st and M arketin g . These openings, in a wide choice of locales, 
are from the entry level to President.
Starting salaries range from $14-45,000. Send resume in con
fidence, including geographical and income requirements. A ll 
fees paid by employer.

360 N. Michigan Ave., Chicago, IL 60601 (312) 332-2341
6350 LBJ Freeway, Dallas, TX 75240 (214) 233-9012

New York •  New Jersey •  Chicago •  Atlanta • San Francisco • Dallas
A n  E xe cu tive  R ecru itin g  and P lacem en t A g en cy  for the F in a n c ia l C o m m un ity

My bank 
customers want 
facts and action 
and I enjoy 
responding to 
their problems

Jack Weatherford, Jr. 
Correspondent Bank Division

F IR S T
T E N N E S S E E

B A N K
N.A. MEMPHIS

1-800-582-6201 (inTN) 
1-800-238-7303 (outside TN)
©Registered Service Mark owned and licensed by 
First Tennessee National Corporation. Member FDIC.
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tural lending. The job aid condensed 
the 5,000 state pamphlets into one 
book, summarized the 15 most impor
tant facts about each of the crops grown 
in California and included information 
on raising livestock. Each crop is on a 
separate page, and it’s easy for the loan 
officer to look it up and read the infor
mation quickly.

In selecting the appropriate job aid, 
it is important to keep in mind that the 
job aid must reflect the manner in 
which the person performs the task. 
For example, if the person must collate 
a certain group of materials, a checklist 
job aid would be indicated; it would 
not help to have a job aid such as a 
decision chart, which deals with yes or 
no answers.

There are some basic guidelines we 
use to prepare an effective job aid:

1. Keep the vocabulary simple; it 
will make the point of the job aid more 
apparent.

2. Use simple phrases, not complete 
sentences; again, the point is more ap
parent to the reader this way.

3. Use action words to begin the 
phrases whenever possible; it puts the 
point across in a more “active’’ sense.

4. Focus on a main point; don’t try to 
load the job aid with too much detail. 
Remember, this is a jo b  aid, not a pro

cedures manual. This is a common 
error companies make in preparing job 
aids.

5. Use graphics as much as possible; 
it is easier for the reader to grasp the 
concept when it is illustrated rather 
than just described in words. But keep 
the graphics within the context of the 
job aid, so they don’t distract the 
reader.

6. Use large type; if the type is too 
small, it will intimidate the user.

7. Keep the size of the job aid rela
tive to the work environment. One 
major reason existing job aids are not 
used as often as they could be is be
cause they are inappropriate for the 
environment. When this is the case, 
the job aid is stored away since it is too 
inconvenient to use when needed.

8. Make the job aid simple and easy 
to use. If it is prepared in such a way 
that the person has to be constantly 
flipping from one page or section to 
another, the information contained in 
the job aid will be ineffective. For 
example, in the case of flow charts, it is 
better to repeat the essential material 
that applies to each section, so that the 
job aid will have continuous flow 
throughout the individual parts for the 
person using it.

Effective use of job aids can make

the training process, even on complex 
subjects, simply a matter of showing an 
individual how the job aid is used. This 
training approach will increase em
ployees’ effectiveness and decrease the 
cost of making them fully efficient in 
performing their jobs. • •

/America the Beautiful' Kit 
Aimed at Vacation Clubs

A vacation club package for custom
ers of full-service banks, savings banks 
and S&Ls has been introduced by 
Christmas Club a Corp., Easton, Pa.

Entitled “America the Beautiful,’’ 
the program includes a variety of pro
motional items and premium incen
tives. The program is the result of a 
study that shows that more than 20% of 
customers of Christmas clubs partici
pate in some other type of savings club 
program.

The program is designed around a 
promotional theme of “Vacation clubs 
start with a capitol idea,’’ according to 
John H. Guinan, president, Christmas 
Club. Promotional and premium ma
terials, which display a four-color 
photo of the nation’s capitol building, 
include checks and envelopes, an ap-

iRatifcr Unuaual... GUjaaljire 3  tin $ c  ICoiige
6306 Clayton Road St. Louis, Mo. 314-647-7300
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America the Beautiful

Join OurVacation Club
Photo of nation's capitol graces pro
motional materials for vacation club pro
gram produced by Christmas Club a Corp. 
for financial institutions.

plication folder, passbooks or coupon 
books, a statem ent enclosure and 
counter cards in two sizes. Premium 
incentives include an “America the 
Beautiful” hot and cold mug, a popcorn 
flyer, a wall tile for hanging or dis
playing and a car care kit for readying 
the family auto for vacation trips.

Mr. Guinan says that vacation clubs 
are becoming more popular among 
regular Christmas club customers. 
With the advent of increased leisure 
time on the part of millions of Ameri
cans, “we want to provide a quality 
service that will make it easier for 
families and individuals to make finan
cial plans for that all-important vaca
tion.”

Marine Bankers Formed
Don W. Mattocks, a.v.p., Citi

zens & Southern National, Atlanta, 
was elected pres, of the new National 
Marine Bankers Association, 
founded during the Miami Interna
tional Boat Show in February.

Other officers are: v.p., Thomas S. 
Carroll, a.v.p., First Pennsylvania 
Bank, Philadelphia; sec., Robert L. 
Ekoos, v.p./mgr., Lloyds Bank 
California, Torrance; and treas., 
Alton J. Holt, e.v.p., First Bank, 
Lufkin, Tex.

Membership in the association is 
open to all financial institutions 
holding marine loans (either retail or 
floor planning) directly.

Any banker interested should 
write: Thomas B. Doyle, exec. sec. 
of the association, at 401 N. Michi
gan Ave., Suite 2950, Chicago, IL 
60611.

Green Stamps for Deposits 
Bring $9.1 Million to Bank

Turning cash into S&H Green 
Stamps was the thrust of a premium 
promotion at Peoples Bank & Trust, 
Branson, Mo., an affiliate of First 
Union, St. Louis.

Customers making a deposit of $100 
or more to a new or existing savings 
account — or purchasing a new CD — 
received one stamp for each $3 depos
ited. A customer depositing $5,000 re
ceived 1,666 stamps, and a $10,000 
deposit entitled a customer to 3,333 
stamps.

Employees were eligible for stamps, 
too.

From March to November, 1979, 
more than $9.1 million in new money 
was deposited and nearly 2.3 million 
stamps were issued at a cost of $6,900 
to the bank.

“I wish everybody could come and 
see the fun we’ve had with this new 
program,” said Lou Hicks, marketing 
officer, “not to mention all the new 
deposits.”

'Bounties'
(Continued from  page 33)

accurately, we keep your money here. 
With us the community comes first.

“That’s why we re willing to pay 
extra to bring money back. Back where 
it belongs, back to the north side.”

A photo of a pile of passbooks from 
downtown institutions, including Har
ris Bank, First National, Continental 
Bank, Talman S&L and Bell Federal 
S& L, ran above the find er’s fee 
schedule.

Bounties are paid “to any relative, 
friend, associate or co-worker of the 
depositor, a church, civic or social or
ganization . . . anyone who brings us a 
new certificate account opened with 
money, personal or business, trans
ferred from a downtown financial in
stitution. The only exceptions are the 
depositor and members of the depos
itor’s household.”

The ad copy was repeated in a 
direct-mail advertising piece that was 
distributed to north side Chicago resi
dents. The mailing’s cover read, “Bank 
of Bavenswood will pay cash to bring 
money back where it belongs,” printed 
over a pile of passbooks and CDs from 
downtown institutions. The back of the 
10x8-inch (folded) piece included a 
large box labeled, “Figure your find
er’s fee here.” • •

My bank customers 
don’t want pat 
answers. They want 
creative, workable

Charlie Myatt, V.P. 
Correspondent Bank Division

« 0
I l fV ■

FIRST
TE N N E S S E E

BANK
N.A. CHATTA1NOOGA

1-800-572-7392 (in IN) 
1-800-251-6461 (outside TN|
r Registered Service Mark owned and! I censed 6 ^
F rst Tennessee National Corporation. Member FD C
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NOW WORTHEN GIVES YO

TH
BETTE
CH

IN FUND
RÄN SFER

WITH RALPH FUNDERBURG,
NEW MANAGER OF 

PROOF AND TRANSIT.
Now you have a Better Choice in cash letter 

and item processing at Worthen Bank: 
Worthen announces the addition of Ralph 
Funderburg as assistant vice president and 
manager of Worthen’s Proof and Transit 
Department
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At 1980 Arkansas Convention:

i
\lph Funderburg assistant vice president and manager of Proof 
\d Transit, brings 35 years’ experience in the Federal Reserve 
stem and proven ability in maximum funds transfer 
magement to Worthen correspondents.

I Funderburg offers Worthen customers 35 
Jars of financial experience working in the 
[deral Reserve system out of the Little Rock 
[anch of the Federal Reserve Bank of St. Louis.
And for the past 18 years, Funderburg was 

lanager of check processing at Little Rock.
] Funderburg’s experience and knowledge in 
ptting the best possible availability and 
earings for your checks gives you an attractive 
^posit edge. He knows the Federal Reserve 
[stem, and he constantly monitors each 
[strict, assessing the best possible availability 
jryour deposits, whether that be sending your 
ash letters to an upstream correspondent or 
[rectly to the proper Federal Reserve district 
The result is the best possible management 

' your items. A cost-effective edge.
So when you’re looking for a correspondent 

[ith proven transit expertise, Worthen is the 
Choice.

ORTHEN BANK.
HE BETTER CHOICE.

W ORTHEN
Bank & Trust Company, N. A.

a fabco company

Member FDIC

MID-CONTINENT BANKER for April, 1980

Usury-Ceiling Problem 
To Take Center Stage; 
Politics Also on Agenda

T HE USURY CEILING in Arkansas will take center 
stage at the Arkansas Bankers Association’s convention 

May 10-13 at the Arlington Hotel in Hot Springs.
The latest round in bankers’ efforts to get the 10% usury 

ceiling raised took place last month, when Special Judge 
Bruce T. Bullion ruled against two Arkansas banks and a 
truck stop owner who filed a lawsuit seeking to have the 
ceiling declared unconstitutional. Plaintiffs were First Na
tional, Little Rock, American State, Charleston, and 
Quinn-Moore, Inc., Little Rock. They are expected to 
appeal to the Arkansas Supreme Court and, if rebuffed 
there, may take the case to the U. S. Supreme Court. One 
observer believes that if the case goes that far, its outcome 
could set a precedent for other states as well as Arkansas.

The two banks and Quinn-Moore initiated the lawsuit 
after the truck stop firm had difficulty in getting a loan to 
expand its dining facilities.

In giving his verdict, Judge Bullion said, “Even though 
the Arkansas usury laws may, and probably do, burden 
interstate commerce to some extent, it is a congressionally 
permissible burden, not violative of any constitutional 
principle.’’

Although the judge found in favor of the state banking 
commissioner, Beverly J. Lambert J r ., who is charged with 
enforcing the usury law, Mr. Lambert actually is one of the 
leading advocates of raising the limit to a more realistic 
level. He and other advocates of the change, including the 
Arkansas Bankers Association, point out that Arkansas 
money is flowing out of the state because of the low interest 
rate, especially since money-market rates rose above 10% 
in 1978.

Temporary relief was provided Arkansas bankers last 
November, when President Jimmy Carter signed into law 
the Financial Relief Act, which provides a temporary 
exemption — until July 1, 1981 — to the state’s bankers 
from usury ceilings on business and agricultural loans. The 
act, rushed through Congress and supported specifically by 
Arkansas representatives, allows federally chartered or 
federally insured institutions in Arkansas to make business 
and farm loans of $25,000 or more at interest rates not to 
exceed 5% above the Fed’s discount rate. When the tem
porary act expires in 1981, the usury limit will revert to 
10% unless the proposed new Arkansas constitution is ap
proved this November, and the vote is certified. Included 
in that constitution is a provision to lift the usury ceiling.

Nationally chartered banks in Arkansas have been al
lowed to charge 1% above the Fed discount rate, but state 
banks must operate under the 10% usury ceiling after July, 
1981, if that ceiling is not allowed to rise either through the 
proposed new Arkansas constitution or through the courts.

Conventioneers also will be discussing the political situa
tion, especially since Presidential, gubernatorial and con
gressional elections are all being held this year.

One announced speaker for the convention is Lee E. 
Gunderson, president-elect, American Bankers Associa
tion, and president, Bank of Osceola, Wis.

(Continued on next page)
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On the entertainm ent side, the 
Sunday night reception and Tuesday 
night reception and banquet will be 
expanded this year. On Monday night, 
major correspondent banks in Arkan
sas will be hosts at a party. They are

Commercial National, First National, 
Union National and Worthen Bank, all 
of Little Rock, and Simmons First Na
tional and National Bank of Com
merce, both of Pine Bluff. All the par
ties will be held at the Arlington.

The president’s address will be 
given by Joe S. Hiatt, chairman/ 
president, American State, Charles
ton. Several association committee 
chairmen will make their reports, and 
new officers will be elected. • •

Hiatt, Ramsey, Ford and Woodruff Are Assoc. Officers

OFFIC ER S serving the Arkansas 
Bankers Association this year 

are: president, Joe S. H iatt,
chairman/president, American State, 
Charleston; first vice president, Louis 
Ramsey Jr., chairman/CEO, Simmons 
First National, Pine Bluff; second vice 
president, B. J. Ford, chairman/ 
president, M erchants & Planters 
Bank, Camden; and treasurer, M. S. 
Woodruff, president/CEO, Merchants 
& Planters Bank, Camden.

Mr. Hiatt, a native of Charleston, 
entered banking in 1954 with Fort 
Smith s First National and went to 
American State as a bookkeeper in 
1957. He advanced to executive vice 
president and became a director in 
1961 and moved up to president in 
1967. Mr. Hiatt was senior vice presi
dent and a director, First National 
Paris, 1971-76.

He served as chairman of the associ
ation s Group Three in 1973 and also 
has been on its board, executive, state 
government relations, federal gov
ernment relations, public relations, 
agriculture, consumer affairs and bank 
management seminar committees.

Mr. Ramsey was an attorney with a

RAMSEY HIATT

law firm from 1947 to 1970 and still 
retains a partnership status there. He 
was elected a director of Simmons 
First National in 1951, was elected its

president in 1970 and advanced to 
chairman/CEO early in 1979.

Mr. Ramsey received a juris doctor 
degree from the University of Arkansas 
in 1947. While a student there, he was 
a quarterback for the Razorback foot
ball team. He is a past president, Ar
kansas Bar Association and Arkansas 
Bar Foundation, and, in 1966, was the 
recipient of those two groups ‘out
standing lawyer award.”

Mr. F ord  entered banking in 1947 as 
assistant cashier, Bank of Rector. In 
1955, he went to Benton State as vice 
president and, in 1966, to his present 
bank as chairman/president. He also 
has been chairman, M erchants & 
Planters Bank, Sparkman, since 1967.

Mr. Ford is on the Arkansas Bankers 
Association’s federal government rela
tions and state government relations 
committees, is chairman of its bank 
management seminar and is state rep
resentative, Conference of State Bank 
Supervisors.

His son, Joseph B. Ford, is vice 
president, First National, Little Rock.

Mr. W oodru ff has been a banker 
since January, 1956, when he joined 
Citizens Bank, Carlisle. He became an 
officer the following June and ad
vanced to president in 1964. In the 
Ark. BA, he has been chairman of 
Group Two, chairman of the education 
commission and a member of the 
legislative committee. He is a graduate 
of the School of Banking of the South, 
Louisiana State University, Baton 
Rouge. • •

Gunderson to Speak

Lee E. Gunderson, 
pres.-elect, Ameri
can Bankers Assn., 
will speak at the 
Arkansas Bankers 
Assn, convention 
May 10-13 in Hot 
Springs. He is pres., 
Bank of Osceola, 
Wis.

A PROFITABLE LOCATION 
FOR NEW INDUSTRY

C O N W A Y has 3 highly desirable industrial sites 
available on the Arkansas River, each selected by 
the University of Arkansas Research Center.
FIRST STATE BANK & TRUST COMPANY

Conway, Arkansas K ^ c S S F
Member FD IC  Area Code 501/329-5656

WOODRUFF FORD
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The 6 0  Billion D ollar Board Reports On 
Economic DevelopmentForArkansas

The members of The National Advisory 
Board, of Commercial National Bank are A r
kansans whose companies had sales & services 
in 1979 exceeding $60 billion. The board is the 
only one of its kind in the nation.

Each year they meet in Little Rock to 
consider topics of vital importance to their home 
state and publish a report of their findings. The 
report this year, the ninth in the series, deals

with the critical question of how Arkansas 
will compete in economic development in the 
new decade.

To receive your own copy of this informative, 
provocative report, write William H. Bowen, 
President, Commercial National 
Bank, P.O. Box 1331,  Little 
Rock, Arkansas 72203. D A M C

Commercial National Of Little Rock

The Right Rev. John M. Allin 
Presiding Bishop 
Episcopal Church

J. Lynn Helms 
Chairman, President and 
Chief Executive Officer 
Piper Aircraft Corporation

Charles H. Murphy, Jr. 
Chairman
Murphy Oil Corporation

George Stinson 
Chairman and President 
National Steel Corporation

E. H. Boullioun 
President and 
Chief Executive Officer 
Boeing Commercial Airplane Co.

H. L. Hembree 
Chairman
Arkansas Best Corporation

Richard L. O'Shields 
Chairman and 
Chief Executive Officer 
Panhandle Eastern Pipe Line

Sam M. Walton 
Chairman and 
Chief Executive Officer 
Wal-Mart Stores, Inc.

W Carroll Bumpers
Group Vice President/Financial
The Greyhound Corporation

W. Donham Crawford 
Chairman and 
Chief Executive Officer 
Gulf States Utilities Company

James E Davis 
Chairman, Board of Directors 
Winn-Dixie Stores, Inc.

Neil E. Harlan 
Chairman of the Board 
Foremost-McKesson, Inc.

Henry H. Henley, Jr.
Chairman of the Board 
Cluett, Peabody &  Company, Inc.

C. M. Kittrell
Executive Vice President 
Phillips Petroleum Company

J. S. McDonnell 
Chairman
McDonnell-Douglas Corp.

Sidney A. McKnight 
President (Retired) 
Montgomery Ward & Company

Frank Race, Jr. 
President
International Executive 
Service Corps

Frederick D. Watkins, CPCU 
Executive Vice President 
Connecticut General Insurance 

Corporations

John G. Phillips
Chairman and
Chief Executive Officer
Louisiana Land and Exploration Co

Fred Pickens 
Attorney at Law
Pickens, Boyce, McLarty &  Watson

William Seawell 
Chairman
Ran American World Airways, Inc.

Kemmons Wilson 
Chairman of the Board 
Holiday Inns, Inc.

Robert E. L. Wilson, III 
Lee Wilson & Company
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Redecorated lobby of Arlington Hotel fea
tures new bar. Additional dining facilities 
have been added adjacent to lobby and 
Arcade level below lobby has been reno
vated.

The original Arlington was a wooden 
structure, built in 1875. It proved to be 
inadequate to handle the number of 
people visiting the popular Hot 
Springs area. The second Arlington 
was built of red brick in 1893 and 
helped to establish the hotel’s reputa
tion for gracious service. It burned to 
the ground in 1923 and was replaced 
with the current structure two years 
later on the present site, which is adja
cent to the site of the hotel’s predeces
sors.

The Arlington is placed in the same 
class as the Broadmoor in Colorado 
Springs, the Grand Hotel on Mackinac 
Island, Mich., and the Sheraton in 
French Lick, Ind. There has been in
creased evidence in a resurgence in 
the popularity of the grand old resort 
hotels that has made these hostelries 
popular and profitable.

Although the official record is 
sketchy, it’s believed that the Arkansas 
Bankers Association has been meeting 
at the Arlington since the association’s 
founding in 1891. • •

Landmark Arlington Hotel has been on 
present site since 1925. First version of 
hotel was built on adjacent site in 1875.

Arlington Hotel 'Dresses Up' 
For Arkansas BA Convention

ARKANSAS bankers attending this 
year’s Ark. BA annual convention 

will notice a number of changes that 
have been made at the venerable Ar
lington Hotel, convention headquar
ters in Hot Springs.

Horst Fischer, new general man
ager of the hotel, has presided over a 
general renovation of the landmark 
hostelry that has hosted visitors to Hot 
Springs since 1925 (the first of three 
Arlington Hotels was built in 1875). 

The change that will be noted first

FISCHER

by convention goers is the redecorated 
lobby, which features a new bar and an 
abundance of green plants and fresh 
flowers. The project was under the 
supervision of Dorothy Draper.

Dining facilities have been enlarged 
with the opening of the Fountain 
Room adjacent to the main dining 
room. Formerly a banquet hall, the 
Fountain Room has been redecorated 
and upgraded to the status of a gour

met dining room. A Sunday brunch has 
been added to the bill of fare in the 
main dining room.

Restoration includes the Arlington 
Arcade, located on the lower level. A 
recreation room has been added 
featuring pinball machines, a juke box 
and electronic games. Although de
signed primarily for children, the room 
is open to guests of all ages. Also on the 
Arcade level, the Tack Room has been 
redecorated and features a new menu.

A number of guest rooms and suites 
have been redecorated as part of the 
hotel’s overall restoration project. 
Sixty rooms are equipped with Hot 
Springs thermal water for mineral 
baths.

The renovation project also includes 
the outdoor recreation center and fu
ture plans for this area include con
struction of a gazebo and a shuffleboard 
court.

The Arlington’s convention facilities 
have long been familiar to Ark. BA 
members. The Convention Center 
now seats 1,150 people for meetings 
and can handle 800 guests for seated 
banquets. Nineteen meeting rooms 
are included in the Convention Center 
portion of the hotel.

Mr. Fischer is the former general 
manager of the Water Tower Hyatt 
Hotel in Chicago. A native of Berlin, 
he received his food and management 
training in Swiss hotels.
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Hot Springs' 
Growth 
Credited 
To Cooperation 
From Citizens

Historic Bathhouse Row in Hot Springs is due for renovation when National Park Plan 
clears Congress.

HOW DOES a southern city sur
rounded by a national park get 

through a decade like the ’70s?
“Very w ell,” according to Les 

Green, executive director of the Hot 
Springs (National Park, Ark.) Chamber 
of Commerce.

“Hot Springs has made astonishing 
advancements in the last 10 years in 
the area of industry, tourism, educa
tion, business and travel,” Mr. Green 
stated. “And the single, most impor
tant element that contributed to this 
success is a community of people 
working together.

“Almost every project or undertak
ing in Hot Springs has been spurred by 
the community and its support,” Mr. 
Green added.

The community focused its indus
trial interests toward Mid-America 
Park in the past decade. This site, na
tionally known for its innovative com
bination, brings together the elements 
of industry, education, recreation and 
culture harmoniously. Now the home 
for the Mid-America Center Museum, 
Mid-America Amphitheater, Garland 
County Community College, Quapaw 
Vo-Tech School and several industries 
including Wycot Corp., Mid-America 
Park has room to grow. In fact, repre
sentatives of many nationally known 
companies have been given a tour of 
the park by Garland County Industrial 
Developm ent Commissioners and

members of the spa’s Chamber. Sev
eral have indicated, “We’ll be back.”

Industrial efforts of the ’70s weren’t 
lim ited to M id-America Park. 
“Another industry that has been good 
to and for this community is Reynolds 
Metals,” said Mr. Green. “This na
tional, industrial leader has, with the 
addition of its new continuous rolling 
plant, multiplied its support to the 
community and its economy through 
new jobs and a larger payroll.”

Other industrial additions during 
the last 10 years include Chem-Fab, 
Arkansas Alloys, Munro Footwear, 
Tri-Lakes Manufacturing and Hot 
Springs’ new est industry, Rigid 
Knives.

“The Chamber through the GCIDC 
has encouraged industry to locate and 
expand in Hot Springs,” said Mr. 
Green. “In a community known pre
dominately for tourism, we need a 
good, strong industrial economic base. 
Clean industry,” Mr. Green inter
jected. “We don’t want anything to de
stroy our natural beauty and environ
ment.”

In the area of tourism, Hot Springs

came of age in the decade of the ’70s. 
“We have always had our thermal wa
ters and have become world famous 
because of them,” noted Mr. Green.

But members of our community 
realized that if we were to maintain our 
viability as a vacation destination, we 
had to add to our arsenal of tourist 
attractions.”

Such an attitude produced in the 
1970s such outstanding tourist attrac
tions as Mid-America Center Mu
seum. This state-owned facility started 
as a community project aimed at get
ting a branch of the Smithsonian In
stitution Museum brought to Hot 
Springs. Dedicated in April, 1979, by 
Governor Bill Clinton, this new, pro
totype museum is full of exhibits that 
encourage visitors to “please touch.”

Another major addition to the attrac
tion scene was Magic Springs Family 
Fun Park. This multimillion-dollar 
theme park was conceived in the early 
’70s and finally came to life as it is today 
in July, 1978. Featuring a day full of 
varied family rides, shows and attrac
tions, Magic Springs continues to 
grow. It will start off the ’80s by adding 
a $ 1.5-million loop roller coaster, the 
“Roaring Tornado.”

“We also recognized we had to have 
some kind of family nighttime enter
tainment,” recounted Mr. Green, “so 
we got together and came up with what 
is now the Mid-America Amphithea
ter.”

This 1,600-seat-capacity open-air 
am phitheater has entertained 
thousands since the summer of 1976

Mid-America Center Museum in Hot 
Springs is one of attractions in Mid- 
America Park. Others include amphithea
ter, community college, technical school 
and several industries. Site is known for 
innovative combination of industry, educa
tion, recreation and culture.
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with such productions as “Hernando 
DeSoto, Conquistador,” UALR Pops 
Concert, the USAF String Orchestra, 
“Stop the World. . . ,” Nashville on 
the Road syndicated television pro
gram and numerous others. This year, 
the Amphitheater will feature the 
musical/comedy production of “Papa 
Bear/Mama Bear.”

“Not only have we been adding to 
our tourist bill of fare,” Mr. Green 
boasted, “but we’ve been working for 
changes in some of the old reliables. ”

Mr. Green was referring to the Na
tional Park Plan, now in Congress, that 
would allow the renovation of the 
bathing facilities along historic Bath
house Row. Coupled with this is the 
rebuilding of Hot Springs Mountain 
Tower, demolished in 1971. Long a 
landmark in Hot Springs, the tower is 
scheduled for re-dedication in 1982, 
the 150th anniversary of Hot Springs 
becoming a federal reservation (now a 
national park).

Tourism growth in Hot Springs 
during the past decade couldn’t be dis
cussed without mentioning Oaklawn 
Park. This thoroughbred horse racing 
track, established in 1905, has grown 
in the ’70s to bring over a million race 
fans to the spa city annually.

Growth in Oaklawn Park in attend
ance, income and days of racing (now

56 days, an addition of six days for 
1980), has prompted a growth in enter
tainment facilities. The Music Hall, 
the Palace Theater and expansion at 
the Vapors and Derby Dinner Theater 
are direct signs of this growth.

Educationally, the people of Hot 
Springs have worked together for addi
tional growth for the 1970s.

“The people of Hot Springs and 
Garland County were proud of their 
community college and worked to 
build a facility that would showcase it 
and encourage students to not only en
roll but take pride in their campus,” 
reported Mr. Green. In 1977, Garland 
County Community College nfoved to 
its present, modern location in Mid- 
America Park where it provides educa
tional opportunities for area students 
normallly unable to afford a higher 
education.

Located next door to the college and 
also developed during the past decade, 
Quapaw Vo-Tech School offers stu
dents training in marketable skills such 
as masonry, electronics, nursing and 
machine repair.

Growing out of the C ham ber’s 
Downtown Revitalization Committee, 
the Hot Springs Development Foun
dation was formed to help with the 
growth, redevelopment and revitaliza
tion of not only downtown Hot Springs

but areas throughout the community.
“This foundation and its project got 

off to a great start,” Mr. Green re
counted. “A man who has meant a lot 
to this community donated the major
ity of a downtown city block for rede
velopment.” Basic plans have already 
been drawn up for Hill W heatley 
Plaza, the name of the project that 
bears its donor’s name.

Spencer’s Corner, one block from 
the Hill Wheatley Plaza area, was de
veloped and dedicated in the past dec
ade. This shopping/office complex is a 
credit to the community and a delight 
to the thousands who have already 
visited its numerous shops and restau
rants while marveling at what has 
grown out of two former “eye-sores.”

Hot Springs saw growth in retail es
tablishments and financial institutions 
during the 1970s also.

Magic Mart and K-Mart now have 
constructed and opened a second spa 
location while Wal-Mart has expanded 
its location.

Arkansas Bank, First National and 
Grand National have all constructed 
new main bank edifices.

“Anyone will agree that no matter 
how great a city is, if you can’t get in or 
out, your internal efforts are wasted,” 
said Mr. Green. “This is why transpor
tation has taken on such a key role in 
our community.”

Assisted by the Chamber’s Trans
portation Committee, highway expan
sion became a reality in the 1970s. The 
major breakthrough was the partial 
construction and the planned comple
tion of the four-laning of U. S. High
way 270 East connecting Hot Springs 
to Interstate 30.

“We were pleased with the growth 
in highway development during the 
past 10 years, but for Hot Springs to 
continue its established growth, the 
timetable has to be shortened to meet 
all our land transportation needs,” said 
Mr. Green.

“When the Airline Deregulation Bill 
was passed, many marked the doom of 
air transportation for the Hot Springs 
community,’’ cited Mr. Green. “It 
didn’t look too good when Texas Inter
national and Frontier pulled service 
out of Hot Springs. But foresighted
ness, hard work and a super group of 
executives with Rio Airways out of 
Killeen, Tex., saved us from having a 
‘ghost-port,’” Mr. Green declared.

Rio Airways now serves Hot Springs 
with daily, non-stop service to Mem
phis and Dallas/Fort Worth. In fact, 
Rio has more flights daily than its two 
predecessors did collectively.

“The past 10 years couldn’t be re
counted without mentioning the festi- 

(Continued on page 130)

Specializing in Arkansas 

M unicipal Bonds

Since 1933

COMPLETE INVESTMENT SERVICE 

TO BANKS

OFFERINGS BIDS APPRAISALS

Hill, Crawford & Lanford, Inc.
MEMBERS

SECURITIES INDUSTRY ASSN.
NATIONAL ASSOCIATION OF SECURITIES DEALERS, INC. 

SECURITIES INVESTORS PROTECTION CORP. 
ARKANSAS BANKERS ASSN.

BOYLE BUILDING LITTLE ROCK

PHONE 501/374-8276
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In the class of correspondent 
bankers, three Senior Vice 
Presidents head the list. . .  
Lynn Hobson, Gus Morris 
and Jim Newman. They 
also happen to head the 
Correspondent Bank 
Department at one bank... 
Memphis Bank & Trust. 
They carry those titles and 
that kind of responsibility 
for good reason.

Their experience and 
knowledge is 
senior among the area’s 
correspondent bankers. 
Under their

Memphis Bank & Trust is 
building the fastest growing 
Correspondent Bank 
Department in the South.

With a full staff behind 
them, they deliver a range 
of services senior by 
comparison including: 
Transit, Data Processing, 
Visa and Master Charge, 
Draft Collection, Invest
ments, Federal Funds, 
Safekeeping, Credit

Assistance, Loan 
Participation, Trust 
Services, Wire

Transfers and Business 
Referrals. They can 
provide expert advice on 
Insurance, Regulatory 
Affairs, New Banking 
Services, Advertising and 
Marketing, Training 
Personnel.. .  even the 
designing of bank facilities.

Our seniors are pure 
class. Give them a call.
In Tennessee, 1-800-582-6277.
In other states, 1-800-238-7477.

MEMPHIS 
B A N K © *  
TRUST

MID-CONTINENT BANKER for April, 1980 119Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



Accessible.
Responsive.

“ W e  c o u ld  b e  ta lk in g  th in g s
o v e r  r ig h t  n o w . ”  A.I^n*dCMagruder

O  Senior Vice President

Sitting left to right: Renee Rissman, Leonard Magruder, Richard Young.
Standing left to right: Brad Sledge, Ken Vick, Kathryn Eriksen.

Frost National Bank
M em ber: Cullen/Frost Bankers.
P.O. Box 1600 • 100 West Houston St.
San Antonio, Texas 78296 • Member FDIC

Correspondent Banking Department 
(512) 220-4114
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Varied Program Awaits Delegates 
To Texas Bankers' Convention

Houston's Galleria Plaza Will Host 9 6 th Meeting

B ANKING, political com m ent, 
economics and ice skating will 

make up the program of the 96th an
nual Texas Bankers Association con
vention April 27-29 at the Galleria 
Plaza in Houston.

Main activities on April 27 will be 
registration and exhibits from 9:00 
a.m. to 5:30 p.m .; TBA committee 
meetings from 9:30 to 11:30 a.m. and 
the reception and ice show beginning 
at 6 p.m.

Registration and exhibits will open 
at 8:30 a.m. on Monday and Tuesday, 
April 28 and 29. The first business ses
sion will begin at 9:15 a.m. on Monday, 
with TBA President R. M. Duffey Jr., 
chairm an, Pan American Bank, 
Brownsville, presiding.

Following the presentation of past 
TBA presidents, C. C. Hope Jr., ABA 
president and vice chairman, First 
Union National, Charlotte, N. C., will 
speak, followed by Joseph J. Sisco, 
former under secretary of state for

political affairs, United Nations repre
sentative and president, American 
University, Washington, D. C.

Buses will leave the Galleria Plaza at 
10:30 a.m. for a luncheon and tours for 
women.

The national and state bank di
visions will meet from 11:15 a.m. to 
noon. Speaker at the national bank 
meeting will be Charles Lord, senior 
adviser, Office of the Comptroller of 
the Currency, Washington, D. C. 
Reynolds Young, ABA executive direc
tor, will speak at the state division meet
ing.

A reception and luncheon will begin 
at noon on Monday, followed by con
current workshops from 2 to 5 p.m.

Evening events will begin with a re
ception at 6 p.m., followed by dinner 
at 6:45 p.m., entertainment at 8:30 
p.m. and dancing and refreshments at 
9:15 p.m. The Buddy Brock Combo 
will play dinner music, Lana Cantrell 
will provide the entertainment and the

Buddy Brock Band will play in the 
Grand Ballroom and the River Road 
Boys Country and Western group will 
perform in the Plaza Ballroom.

Tuesday’s events will include a 
meeting for ABA members at 9 a.m., 
followed by the final TBA business ses
sion at 9:30. The program agenda will 
include a TBA treasurer’s report by 
Glyn Gilliam, president, Graham Na
tional; TBA President R. M. Duffey’s 
talk and an address by Louis Rukeyser, 
host of TV’s “Wall Street Week.”

The convention will close with a re
ception and luncheon beginning at 
noon.

The program for women will include 
a tour and luncheon at the Houstonian, 
followed by an address by Irving R. 
Levine, NBC econom ic co rre
spondent. Those wishing to continue 
with the program will tour the home 
and gardens of Ima Hogg at Bayou 
Bend before returning to the Galleria 
Plaza. • •

HOPE RUKEYSER

Among speakers participating at 96th annual Tex.BA convention will be C. C. Hope Jr., 
ABA pres., and v-ch., First Union Nat'l, Charlotte, N. C.; Joseph J. Sisco, former under sec. 
of state for political affairs, representative to U. N. and pres., American University, 
Washington, D. C.; and Louis Rukeyser, host of TV's "Wall Street Week." First two speakers 
will appear at first general business session. Mr. Rukeyser will appear at concluding 
session.
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Tex.BA O fficers, 1979-80

GILLIAM DUFFEY YOUNG

Leading the Texas Bankers Associa
tion during the 1979-80 term are R. M. 
Duffey Jr., president, Pan American 
Bank, Brownsville — president; Sam 
D. Young Jr., president, El Paso Na
tional — vice president; and Glyn Gil
liam, president, Graham National — 
treasurer.

Mr. Duffey entered banking in 1971 
as executive vice president at his 
present bank, Pan Am erican, 
Brownsville. Since January, 1978, he 
has served as chairman/president/ 
CEO of that bank.

Mr. Young has been in banking 
since 1953. At that time, he was with 
First State, El Paso. In 1955 he joined 
the Comptroller’s office as a bank ex

aminer for the 11th Federal Reserve 
District. Two years later he joined his 
present bank, El Paso National, as vice 
president/director. He was named 
executive vice president in 1962, 
president in 1964 and CEO in 1975. 
He also serves as president/CEO, 
Trans Texas Bancorp., a post he has 
held since 1971.

Mr. Gilliam has been in banking 
since 1957, when he joined Marlin Na
tional. In 1964 he joined First State, 
Ranger, as president and in 1972 he 
joined his present bank, Graham Na
tional, as president/CEO, titles he 
holds at present. He also serves as 
chairman, First National, Jacksboro.

George A. Rieder has joined Republic 
of Texas Corp. and Republic National, 
Dallas, as senior vice president/human 
resources. He formerly was senior vice 
president, Indiana National Bank, and 
vice president, Indiana National 
Corp., both in Indianapolis. There, he 
headed personnel, marketing and cor
porate developm ent. Deane E. 
Planeaux, former vice president, Bank 
Marketing Association, Chicago, has

RIEDER

been named vice president/marketing 
manager, Republic National. Thomas
P. Gluckman is a new vice president of 
Republic of Texas Corp. At Republic 
National, E . Rush F ield en  J r .,  
Catherine S. Blackwood and Dennis 
M. O H  ara were named vice 
presidents/trust officers; Charles R. 
Burk was made assistant vice presi
dent; Randal R. Hendrix, Jacob M. 
Ray, Creigh E. Jennings, Richard Car
valho, D. Wayne H ill, W alter S. 
Guerney, R. Larry Whitaker, Francine 
P. Morrison and William E. Olsen 
were elected assistant vice presidents, 
and M. Susan Hickey was promoted to 
trust officer. Mr. Olsen also is a trust 
officer.

J. Douglas Hartman has been elected 
vice president/commercial lending, 
Citizens National, San Antonio. He 
has been in banking in San Antonio and 
Austin 22 years. Also at Citizens Na
tional, Keith J. Daniels was promoted 
to assistant vice president.

A rthur M. Gonzales, who was
president/CEO, First City National, 
El Paso, has been named chairman/ 
CEO. Terry M. O Donnell moved up 
from executive vice president to 
president/chief administrative officer. 
Lawrence A. Hornsten was promoted 
from senior vice president to executive 
vice president/asset m anagem ent 
group, and Jim M. McVay was ad
vanced from senior vice president to 
executive vice president/operations 
group. R. S. Murray Jr., who had been 
chairman since 1967, remains on the 
board as chairman of the executive 
committee.

For all your 
correspondence/ 

contact
The First Team.

It takes teamwork to coordinate the variety of correspondent services you need. And 
The First has the team to do it.

Correspondent banking at The First puts you in constant communication with both 
domestic and international money markets. Our comprehensive list of correspondent 
services includes overline assistance and computerized record keeping. And 
correspondent banking with The First also puts important 
related services at your fingertips— with easy access to our 
Agricultural, Energy, International and Bond departments.

Wherever you’re located, you’ll find The First of Fort 
Worth has the people and the programs to serve your 
correspondent requirements quickly, efficiently and ex
pertly. So team up with The First. For more information call 
us at (817)390-6333.

TheRrst.
First of Fort Worth

One Burnett Plaza, Fort Worth, Texas 76102 
Member First United Bancorporation • Member F.D.I.C.

We’re not called The First lor nothing.

PLANEAUX
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The FIRST of Amarillo

P.O .Box 1331 Amarillo, Texas 79180 (806)378-1728
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The town has changed in 90 years. A 
booming city now stands where long
horn once roamed. But our basic in
volvement with the area has not 
diminished since the turn of the century.

Over the years, we've continued to be 
involved, helping the city, its busi
nesses, and its people to grow.

But that involvement has not stopped 
at our doorstep. It has extended beyond 
to hundreds of other banks who, 
through their association with the First, 
have prospered to meet the needs of 
their communities and depositors.

Take advantage of our position of 
leadership in the High Plains. Get to 
know our fast-action banking corre
spondent Larry Reed. He's part of our 
tradition of involvement.
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News
A b o u t Banks and Bankers

Alabama

Clinton C. Berry Jr. has been pro
moted from vice president/trust officer 
to senior vice president/trust officer, 
First Alabama Bank, Montgomery.

AIMÉ

Louis Aimé has been named manager, 
Atlanta Branch, LeFebure, Cedar 
Rapids, la. Mr. Aimé will supervise 
sales and service for territory that in
cludes Georgia and most of Alabama. 
He was a sales engineer in Le Febure’s 
New Orleans Branch.

Diebold, Inc., Canton, O., has opened 
a service branch office in Huntsville. 
Once a remote facility, the new office 
offers a full-time management staff, 
factory-trained technicians and a com
prehensive inventory of replacement 
parts and components. The office 
serves Alabama’s northernmost coun
ties.

Arkansas

Dale J. Wintroath, vice president, 
Commercial National, Little Rock, has 
been named manager of the trust de
partment. He joined the bank in 1973 
after having served as a special agent 
for the FBI.

First National, Little Rock, has pro
moted Mike Taylor and Randy Taylor, 
both of the correspondent banking di
vision, and Harold Cross, automated 
services, to vice presidents.

Pulaski Bank, Little Rock, has elected 
David Banks to its board. He is presi
dent, Beverly Enterprises, Pasadena, 
Calif.

Don Middleton, vice president, Old 
National, Centralia. They will take of
fice July 1.

Harold Byron Smith Jr ., president/ 
director, Illinois Tool Works, Inc., was 
elected to the board of Chicago’s 
Northern Trust Corp. March 18. 
Under the HC’s retirement policy for 
directors, Douglas R. Fu ller and 
Harold Byron Smith did not stand for 
reelection. However, Mr. Smith has 
become honorary director, and Mr. 
Fuller joined the directors’ advisory 
council of Northern Trust Co., sub
sidiary of the HC. Both men had 
served on the corporation’s board since 
its inception in 1971. Mr. Fuller also 
was HC vice chairman until his retire
ment from that post in 1975.

Northern Trust, Chicago, has pro
moted the following to vice presidents 
in the trust department: Ronald D. 
H arkness, probate division, and 
Carolyn L. Sachs, personal financial 
planning. Named second vice presi
dents were: Frank H. Creamer (also 
petroleum  engineer), David K. 
Barkley, Daniel A. Ericson, John T. 
Gatesy, Linda H. Higinbotham and 
Harold L. Cleal.

Richard B. Stebbins has joined 
Chicago’s National Boulevard Bank as 
senior vice president and head of the 
commercial department, divisions A, 
B and C, correspondent bank, real es
tate, executive loan, credit and con
sumer credit department. He formerly 
was with First National, Chicago, 
where he was vice president/manager, 
energy industries group. In other ac
tion, National Boulevard promoted 
Timothy G. Towle from assistant vice 
president to vice president.

Charles P. A. Frankenthal, market
ing director, American National, 
Rockford, has been promoted to vice 
president. Shirley L. Faerber, for
merly assistant trust officer, was made 
trust officer.

The Fed has approved the application 
of Troy Bancgroup & Co., St. Louis, to 
become a bank HC through acquisition

WINTROATH

R. TAYLOR M. TAYLOR

The Fed has approved the applica
tion of Arkansas State Bankcorp., 
Clarksville, to become a bank HC 
through acquisition of Arkansas State, 
Clarksville.

Illinois

B. J. King, assistant vice president, 
H errin Security Bank, has been 
elected president of the Illinois Bank
ers Association’s consumer credit divi
sion. Other new officers are: first vice 
president, Jerome R. Thomas, second 
vice president, American National, 
Chicago; and second vice president,

H. B. SMITH JR. STEBBINS
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Our loan participations
can keep

your liquidity fluid.
Maintaining liquidity in a time 
of high credit demand can be a 
severe problem. It can destroy 
your flexibility. Even worse, it 
can force you to turn away long
time customers at a time when 
they need you most.

The answer could be loan 
participations with The Northern 
Trust. We’re actively looking for 
attractive participations in 
many areas, including install
ment, agricultural, and commer
cial loans.

Why The Northern Trust? 
Because we work with you as a 
true partner. Our calling officers 
are experienced professionals. 
They understand how important 
participations can be. They have

the expertise and the authority 
to move fast to ease your liquidity 
problems.

Most important, loan parti
cipations with The Northern 
Trust bring with them our tradi
tion of integrity. We work to stay 
with our correspondents in good 
times and bad. We strive to build 
up a strong relationship which 
will continue for years. And we 
respect the relationships that 
you have so carefully built up 
with your own customers.

For more information, con
tact Curtis E. Skinner, Senior

Vice President, The Northern 
Trust, 50 South La Salle St., 
Chicago, Illinois 60675. Tele
phone (312) 630-6000.

The more you want 
your bank to do, 
the more you need 

The Northern.

The
Northern

Trust
/
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of Troy Security Bank. The Fed also 
approved the application of Vienna 
Bancorp, to becom e a bank HC 
through acquisition of Drovers State, 
Vienna.

Central National, Sterling, has pro
moted Robert D. Eversman from vice 
president/investment officer to vice 
president/controller and Onnadine 
H osier from assistant cashier to 
cashier.

Indiana

First Bank, South Bend, has promoted 
Charles A. Talcott from assistant vice 
president to vice president/manager, 
mortgage brokerage and servicing op
erations; Robert B. Rountree from 
trust officer to assistant vice pres- 
ident/trust officer and William H. 
Brace from trust administrator to trust 
officer.

Don E. Wilson has moved up from vice 
president/trust officer to senior vice 
president/trust officer, Kentland 
Bank, which he joined 10 years ago. 
He heads the trust department.

Peoples Trust, Fort Wayne, has pro
moted Robert Mohr and Kent Ober to 
vice presidents and named Thomas 
Mensch assistant vice president. Mr. 
Mohr is manager, administrative ser
vices; Mr. Ober, manager, systems 
and programming. Mr. Mensch re
cently joined the bank as a commercial 
loan officer, going from American 
Fletcher National, Indianapolis.

St. Joseph Bank, South Bend, has 
promoted William H. Runyan, man
ager, Scottsdale Office, to vice presi
dent; Stephanie Maher, manager, 
University Park Office, and M. Bruce 
Miller, manager, River Park Office, to 
assistant vice presidents and Richard 
A. Kelner, investment manager, in
vestment department, to assistant 
cashier.

Kansas

Southgate Bank, Prairie Village, has 
promoted Robert E. Atteberry from 
senior vice president/trust officer to

executive vice president/trust officer; 
M. Lee Stevenson from senior vice 
president/cashier to executive vice 
president/cashier; Thomas E. Don
aldson from assistant vice president to 
vice president and Mark A. Stennes 
from administration officer to assistant 
vice president. C. Michael Long, a 
banker eight years, has joined the bank 
as vice president.

Lynn L. Anderson, formerly executive 
vice president, First National, Law
rence, has moved up to president. He 
succeeds Warren Rhodes, who re
mains chairman. Also promoted were: 
from vice president to senior vice 
president, William Lienhard; from as
sistant vice president to vice presi
dent, Pat Alexander; from trust officer 
to assistant vice president/trust officer, 
John Maurer; from loan officer to as
sistant vice president, Vickie Randel, 
and from marketing officer to assistant 
vice president, Bonnie Wells.

Robert F. Higney Jr ., director of mar
keting, Home State, Kansas City, has 
been promoted from assistant vice 
president to vice president, and Mike 
C arpenter, D ebbie Freem an and 
Betty Shelton were advanced to assist
ant vice presidents. The bank also 
elected two new directors, Herbert R. 
Jacobson, executive vice president, 
A. D. Jacobson Co., Kansas City, and 
Robert S. Mueller, a consultant and 
CPA.

Ranchmart Bank, Overland Park, has 
elected Steve McCammon senior vice 
president, Tom W allingford vice 
president/trust officer and Mike 
Samisch vice president/controller. Mr. 
McCammon formerly was senior vice 
president, First National, Hutchinson; 
Mr. Wallingford, vice president/trust 
officer, United Missouri, Kansas City; 
and Mr. Samisch, vice president/ 
controller, Citizens Bank, University 
City, Mo. Ranchmart Bank also pro
moted James H. Budke from assistant 
vice president to vice president/ 
auditor; Sue Weaver from commercial 
loan officer to assistant vice president; 
and Rick Webb from installment loan 
officer to assistant vice president.

Dan Gough has joined Union State, 
Clay Center, as agricultural loan offi
cer. He had been vice president, Fed
eral Land Bank Association, Manhat
tan.

First National, H utchinson, has 
elected Gene Saxton to its board. He is 
executive vice president, Doskocil 
Cos., Inc., and is associated with Win
chester Packing Co. and Saxton, Inc. 
The bank promoted Dorothy Chad
wick to vice president/customer ser
vice.

Overland Park State has announced 
the following promotions: from assist
ant vice president to vice president, 
W. J. Woywood; from assistant cashier 
to assistant vice president, Trina 
Landed; to assistant vice president, 
Douglas D. Kelley and to assistant 
cashier, Joy Wiskur.

Kentucky

Second N ational, Ashland, has 
changed its name to First Bank & Trust 
Co.

First Security National, Lexington, 
has promoted Roger D. Reynolds from 
controller to vice president/controller; 
Perry S. Alexander II, Greg Kessinger 
and Lee H. Valiquette from assistant 
vice presidents to vice presidents; 
Duane E. Arbegust, John V. 
Boardman Jr., Linda L. Critchfield, 
Van Douglass, Jenifer V. Duncan, 
Ellie Frakes, Holbert E. Hodges Jr. 
and Patricia Thompson from assistant 
cashiers to assistant vice presidents; 
Mike Haney, Jim Rickard, Linda L. 
Berry, Charlotte Green and Eugenia 
P. Street from operations officers to 
assistant cashiers; John F. Lenney, 
Dwight Roberts, Barbara B. Rudd, 
Barry C. Thaxton and Margaret Jordan 
to assistant cashiers and Alvin H. 
Green and William W. Hall Jr. to as
sistant trust officers.

Louisiana

Raymond E . Kron Jr . has been 
elected vice president and head of the 
correspondent bank departm ent,

lllie make automated service easier for you
■ M  COMMERCIAL 

NATIONAL 
BANK

DAVE RANKIN
MAX DICKERSON

6th and Minnesota Ave. • Kansas City, Kansas 66101 • Member F.D.I.C,
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Fidelity National, Baton Rouge. He 
has been president, St. James Bank, 
Lutcher; First National, Eunice, and 
First State, Baker.

Mississippi

NEVILLE FUTVOYE

Alan F. Futvoye and John B. Neville 
have been promoted to vice presi
dents, Deposit Guaranty National, 
Jackson. Mr. Futvoye, with the bank 
since 1968, is in the systems area of 
data processing. Mr. Neville went to 
the bank last year and is in the real 
estate department.

Missouri

Stephan P. Blackburn has been pro
moted to senior vice president/ 
assistant manager, correspondent 
bank division, United Missouri, Kan
sas City. He was vice president and 
joined the bank in 1973. In other ac
tion, the bank promoted the following:

Michael T. Fleming, from senior vice 
president to executive vice president 
in charge of business development; 
Michael R. Hart, from vice president 
to senior vice president, business de
velopment; David D. Miller, from vice 
president/trust counsel to senior vice 
president/trust counsel, and Barbara 
A. Carlson, from vice president to 
senior vice president, investment divi
sion.

Bob Azelton Jr. has joined St. Joseph’s 
First Stock Yards Bank as agricultural 
representative. For the past 3% years, 
he has been farm service director, 
KFEQ Radio, St. Joseph. He also has 
been director, St. Joseph Livestock 
Market Foundation at the St. Joseph 
Livestock Market.

First National, St. C harles, has 
elected two new directors — Tom Bos- 
chert, executive vice president, and 
Mae Silverberg, vice president.

Fletch er E . W ells, senior vice 
president/cashier, St. Johns Bank, has 
been designated a certified business 
com m unicator by the National 
Business/Professional Advertising As
sociation. He is among the first group 
of professionals to receive this distinc
tion. St. Johns Bank has elected a new 
director, Darryl Slater, president, 
M. C. Slater, Inc., Granite City, 111.

William LeGrande Rives, vice presi
dent, First National, St. Louis, has 
been reelected president/chairman, 
M idAmerica Payments Exchange 
(MAPEX), the automated clearing
house association for the Eighth Fed
eral Reserve D istrict. Jerom e S. 
Goldstein, vice president, Mercantile 
Trust, St. Louis, was elected MAPEX 
vice president. Reelected to their 
posts were Law rence D. Abeln, 
secretary/treasurer, and Henry G. 
Stahl, assistant secretary/executive di
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rector. Mr. Abeln is senior vice 
president/com ptroller, St. Louis 
County Bank, Clayton

First National, St. Louis, has pro
moted Donald H. Nonnenkamp, 
Donald W. Williams and Joseph C. 
White to vice presidents and William 
H. Broderick III and Harold E. Mayse 
to assistant vice presidents.

Joseph W. Scallorns, senior loan offi
cer at Columbia’s First National since 
joining the bank in January, 1979, has 
been elected executive vice pres- 
ident/chief operating officer and a di
rector. Larry R. Niedergerke, execu
tive vice president/trust officer has 
been named vice chairman. Anthony
S. Marshall, senior vice president, has 
been elected senior administration of
ficer. James D. Stock, cashier, has 
been made vice president/senior cus
tomer and bank services officer.

Gerald Lewinski has joined St. Louis 
County Bank, Clayton, as assistant 
vice president/assistant personnel di
rector. He formerly was assistant vice 
president/personnel director, First 
National, Richmond, Ind., and assist
ant personnel director, FBT Bancorp, 
South Bend, Ind.

Thomas E. Bishop Jr. has been made 
vice president/loan administration de
partment, Commerce Bancshares, 
Kansas City. He had been an assistant 
vice president in charge of commercial 
lending, correspondent division, 
Commerce Bank, Kansas City.

William J. Groneck, J. Dennis Sherfy 
and John Q. Vye have been named
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assistant vice presidents, Mercantile 
Bancorp., St. Louis. All three recently 
joined the HC. Mr. Groneck was vice 
president/treasurer of another St. 
Louis-area bank. Mr. Sherfy had been 
with another bank HC as vice 
president/controller. Mr. Vye was 
market services manager/senior prod
uct manager, Nationwide Financial 
Services Corp. At Mercantile Trust, 
St. Louis, the HC’s principal sub
sidiary, Everett J. Kalkbrenner was 
elected assistant vice president and 
John W. North assistant trust officer.

MINEAR PETERS LARAMIE SCHOLL

Florissant Bank has promoted Roy 
Laramie from vice president/cashier to 
senior vice president; Richard G. 
Minear and Carl W. Peters from assist
ant vice presidents to vice presidents 
and Emma R. Scholl from senior vice 
president to senior vice president/ 
secretary to the board. Mr. Laramie 
also is manager, commercial lending, 
and Mr. Peters also was made cashier. 
In other action, the bank promoted 
Delores L. Biebel to assistant vice 
president. She is supervisor/new ac
counts and investment officer.

Quinton K eller, president/CEO, 
Lemay Bank, has been elected presi
dent, Bank Management Association 
of St. Louis. Other officers are: first 
vice president, Alfred Naunheim, 
chair man/president, Charter Bank, 
Jennings; second vice president, 
Gerald Schoor, president, Landmark 
Bank, Creve Coeur; treasurer, Robert 
Wolford, executive vice president, St. 
Louis County Bank, Clayton, and sec
retary, Robert Trautman, executive 
vice president, Southern Commercial 
Bank, St. Louis.

James R. Trigg, manager, cash man
agement departm ent, Com m erce- 
Manchester Bank, St. Louis, has been 
promoted from vice president to senior 
vice president.

Glenn R. Clemson has been promoted 
to vice president, CharterBank, Jen
nings, where he formerly was assistant

vice president. Ruth A. Bland has been 
advanced from facility operations offi
cer to assistant vice president.

Robert H. Stratton J r . ,  who was
executive vice president, Stadium 
Bank, Kansas City, has been elected 
president, replacing Jerry H. Green. 
Mr. Green retains the title of chair
man. Mr. Green also was elected 
chairman, Citizens Bank, Ava. He is 
vice chairman, Security Bank, Bran
son, and the same group of Kansas City 
investors who owns Security Bank has 
bought 94% of the stock of the bank in 
Ava. In other action at Stadium Bank, 
Stanley E. Smith moved up from 
senior vice president to executive vice 
president; Lisa Dawson advanced from 
assistant vice president to vice presi
dent; Laneita Elliott was promoted to 
assistant vice president/executive sec
retary and Marietta Wimmer assistant 
vice president/assistant cashier. New 
appointments are: vice president/ 
cashier, Elden A. Kimball; assistant 
vice president, Sue Hofmann, and as
sistant cashier, Inell Hunter.

Melvin Harter, with Joplin’s First Na
tional since 1974, has been elected as
sistant cashier.

New Mexico

Ernest Harrison, an FB I agent 30 
years, has joined Western Bank, Al
buquerque, as a vice president. He 
also is public service director, director 
of security and personnel director.

Robert J. Dyer has joined Security 
Bank, Ruidoso, as president, going 
from Security National, Roswell, 
where he was vice president/cashier. 
Joseph Skeen, a ranch operator at 
Picacho since 1954, is the Ruidoso 
bank’s new chairman. John Malone, 
who was president, continues to be as
sociated with the bank’s parent HC, 
Bank Securities, Inc., Albuquerque. 
Ralph F. Petty Sr., who was chairman, 
is active in his Ruidoso business inter
ests.

Oklahoma

First National, Oklahoma City, has 
elected Clint Burr and Louis E. Wil- 
ken vice presidents. Mr. Burr joined 
the regional lending department in 
January with nine years’ banking ex
perience. Mr. Wilken, who has 16 
years’ experience in personal lending, 
went to the bank in February and is 
responsible for the Arcade Bank. In 
other action, First National promoted

Johnson Hightower from banking offi
cer to assistant vice president; Debra 
Cooper from tax supervisor to trust of
ficer and Barbara Huffman to trust offi
cer.

Three new officers have been added to 
the staff of Bank of Oklahoma, Tulsa. 
Gary Reed and Mike Steinmetz are 
vice presidents, and Mike Nemec is a 
trust officer. Mr. Reed was a vice 
president, First Boston Corp., Atlanta; 
Mr. Steinmetz assistant vice presi
dent, Commerce Bank, Kansas City, 
and Mr. Nemec legal counsel, Ok
lahoma State University Foundation.

An investment group headed by 
George Nowotny and Larry J. Lanie 
has acquired controlling interest in 
Guaranty Bancorp., Tulsa, HC for the 
$64-million Guaranty National, Tulsa. 
Messrs. Nowotny and Lanie are prin
cipals in Tulsa Bancshares, Inc., and 
acquired ownership from Guaranty’s 
founders, L. K. Smith, John F. Y. 
Stambaugh and Irvin Frank. Mr. 
Smith is chairman, Security Bank and 
First Bank, Catoosa. Mr. Lanie re
mains Guaranty N ational’s p res
ident/CEO, while Mr. Nowotny is 
chairman.

Tennessee

Third National, Nashville, has an
nounced the promotions from vice 
presidents to senior vice presidents of 
James A. Ives and Ronald D. Robinson 
and the retirement of Executive Vice 
President John O. Ellis, who headed 
the trust division. Mr. Ives is director

ELLIS IVES ROBINSON

of data processing. Mr. Robinson 
heads bank operations. Mr. Ellis 
joined Third National’s trust depart
ment in 1946. For a time, he plans to 
serve as an intermediary between the 
bank’s trust staff and clients.

Charles W. (Jack) Holden has moved 
up from executive vice president to 
president, Murfreesboro Bank, which 
he joined in 1954. He became a direc
tor in 1972 and executive vice presi-

MID-CONTINENT BANKER for April, 1980128Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



-

Ik ' ** - ;

THE FIRST O V E R  $ 1 0 0 ,0 0 0 ,0 0 0  C A P I T A L  S T R U C T U R E  
M E M B E R  F . D . I . C . / A  S U B S I D I A R Y  O F  
F I R S T  O K L A H O M A  B A N C O R P O R A T I O N ,  I N C

THE FIRST NATIONAL BANK AND TRUST COMPANY OF OKLAHOMA CITY

MID-CONTINENT BANKER for April, 1980 129Digitized for FRASER 
https://fraser.stlouisfed.org 
Federal Reserve Bank of St. Louis



dent in 1973. He continues as the 
bank’s chief operating officer. Jack O. 
Weatherford is chairman/CEO. Mur
freesboro bank is observing its 75th 
anniversary this year.

J. Michael Woody has been elected 
president/CEO, F irst Tennessee 
Bank, Murfreesboro. He was execu
tive vice president, Commerce Union 
of Rutherford County, Murfreesboro.

Texas

James R. Perry, president, First Na
tional, Fort Worth, also was named 
CEO. Also at the bank, Paul Mason, 
chairman (as well as president, First 
United Bancorp.) has received the 
1979 Golden Deeds Award from the 
Fort Worth Exchange Club for having 
“admirably fulfilled the award’s major 
requirement, which is interest in the 
progress and development of Fort 
Worth.”

Harry A. Shuford retired March 1 as 
chairman of the executive committee 
and a director of First National, Dallas. 
Before joining the bank in 1966, 
Mr. Shuford was president of the St. 
Louis Fed. Before that, he had held 
various posts at the Dallas Fed and was 
a partner in a law firm.

M. D. Matthews and W. Wayne 
McDonald have been elected to the 
board of Bank of the Southwest, Hous
ton. Mr. Matthews is vice chairman/ 
chairman of the executive committee, 
Houston Natural Gas Corp. Mr. 
McDonald is executive vice president, 
Temple-EasTex, Inc., and chairman of 
the firm ’s mortgage banking sub
sidiary, Lum berm en’s Investm ent 
Corp.

Peter B. Bartholow has been pro
moted from vice president/treasurer, 
Mercantile Texas Corp., Dallas, to 
senior vice president/finance. Also at 
the HC, W. Mack Goforth was pro
moted from controller to vice 
president/controller. At the H C’s 
principal subsidiary, Mercantile Na
tional, Dallas, William O. Gilbert, cor
respondent banking, and Paul B. 
Reynolds Jr., real estate, were named 
vice presidents, and James Redman 
was elected  a director. He is 
chairman/president, Redman Indus
tries, Inc.

Frost National, San Antonio, has 
elected Jane Flato Smith and Curtis 
Vaughan Jr. to its board. Mrs. Smith is 
a third-generation Frost Bank director,
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her grandfather, L. A. Schreiner, and 
her father, Edward B. Carruth, having 
served in that capacity. She is presi
dent, Sheraton-Marina Inn and Flato 
B ros., In c ., Corpus C hristi. Mr. 
Vaughan is chairman/CEO, Vaughan 
& Sons, Inc., San Antonio.

Hot Springs
(Continued from  page 118)

vals and conventions from which Hot 
Springs reaps innumerable benefits,” 
Mr. Green stated.

“It was the need to impact certain 
times of the year with more tourist 
traffic that brought about the inception 
of the Annual Arkansas Fun Festival 
during the early part of June and the 
Annual Arkansas Oktoberfest,” said 
Mr. Green. “And these events have 
done just what they were intended to 
do, plus provide a heckuvalotta fun 
for thousands of visitors to Hot 
Springs.”

Hot Springs is also the site for the 
Annual Miss Arkansas Pageant and the 
Fall Arts and Crafts Fair.

Convention business has acceler
ated during the past decade. More 
than 103,000 delegates attended over 
600 meetings, conventions and semi
nars in 1979. This brought in an esti
mated 20 million “new dollars.”

“You know it would be pretty easy 
for someone hearing the story of our 
growth over the past 10 years to think 
of it as only some kind of PR-hype,” 
said Mr. Green. “But the fact of the 
matter is our growth has been deliber
ate and tangible. And it stems com
pletely from the fact that our area is 
blessed with a community that is not 
too proud to set goals, roll up its 
sleeves and work to meet those goals. 
A community working together. It 
sounds too good to be true, but in Hot 
Springs our growth during the ’70s is 
proof positive,” Mr. Green concluded.

FOR SALE (Reasonable)

One 11' x 26' double drive-in unit with walk in 
lobby (used only 18 months). Contact: R. J. 
Maze, Vice President & Cashier, First National 
Bank of Monroe, P. O. Box 30, Monroe, WI 
53566. Telephone 608-328-5100

FOR SALE
Bankcom automatic teller machine cash cart. 
Completely self-contained & mobile. Pur
chased new — Unused. Contact: Edwardsville 
National Bank & Trust Co., Edwardsville, IL 
62025. Phone (618) 656-4316
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Bart French. Senior Vice-President, First National Bank. 
Head of the Correspondent Banking and Real Estate 
Divisions. Born: St. Louis, Mo., 1932. Education: St. Louis 
University, 1955. Member, President’s Council of St. Louis University 
Recently reorganized the Correspondent Division to better meet 
operational and credit needs of customers. “In today’s environment 
it’s difficult for a bank to offer unique products or services for long. 
What sets us apart is an in-depth knowledge of our customer’s 
needs and a keen awareness of the importance of timely response.” 
At Firstbank. First National Bank in St. Louis. Where Firstperson 
performance means dedication to excellence in information 
and results.

Firstperson.

Firstbank.
First National Bank 
in St. Louis
A First Union Bank

510 Locust Street • St. Louis, Missouri 63101 (314) 342-6967 Member FDIC
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