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Some Background for Context
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35YEARS

Helping FIs grow
profitably for over

7.5MILLION
new core
relationships

largest FI in America

EMPLOYEE
OWNED INTENSIVE 

TRAININGDATA DRIVEN
RESULTS

Over 15MM products and 
services analyzed monthly

2,500+
Marketing campaigns for our clients
annually

4th
• Corbin, KY
• 7 locations
• $291M Assets
• Founded in April 2000
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Profitability Challenges Ahead
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Cost of Funds – Haberfeld Clients vs The Industry

10bp better

24bp better

37bp better
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Cost of Funds – Hometown Bank vs. Peers

On $250M in deposits, it’s a
c. $1.3M interest expense impact
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Service Charge Income Per Branch Trends
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Service Charge Income Per Branch

Haberfeld Industry



A C C E L E R A T I N G   G R O W T H

PURPOSE
Understand what it will take to grow core deposits 

in a challenging rate environment.
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We need as many 
Primary Financial Institution (PFI) 

customers as possible.

A Core Belief
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Realities of Community Banking

BANK

Excess Capacity in 
Your Branches

Checking Account = 
Primary Financial 

Institution (PFI) Status
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Why Checking First?

If you get the checking account, you get 
right of first refusal on everything else
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Realities of Community Banking

BANK

Excess Capacity in 
Your Branches

Checking Account = 
Primary Financial 

Institution (PFI) Status

COST

REVENUE

Marginal Revenues 
Exceed Marginal 

Costs
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Profitable Customers

$150 - $250 Amount our average client invests 
to acquire the next core customer

Amount that customer generates 
in revenue per year$300 - $500

10+ years Average number of years a new 
customer stays with our clients

$4,800+ Net Present Value of 
your next Retail C ustomer

$16,000+ Net Present Value of your 
next Business C ustomer
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How Do You Significantly Increase Core
Customer and Deposit Acquisition?

Marketing Product & 
Process Execution
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How Do You Significantly Increase Core
Customer and Deposit Acquisition?

Marketing



16A C C E L E R A T I N G   G R O W T H

The Market . . . conventional wisdom
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No One Wants To Switch, BUT…

In a given year, about

8% - 12% 
of the households and 

businesses 
“change banks.”

Competitors Lose 
Customers

You Gain 
Customers

Net Zero System
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There is an infinite
“pipeline” of opportunity!

The Good News!

Business as usual

With a strategy

Escaped!
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Convenience is Important
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How Haberfeld Defines Convenience
Demonstrated Convenience

• They are the neighbors of the 
customers you already have

• They live around your branches

Customer NeighborNeighbor

Demonstrated Convenience
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Driving More Traffic: Demonstrated Convenience
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How Haberfeld Defines Convenience
Demonstrated Convenience

• They are the neighbors of the 
customers/members you already have

• They live around your branches

Predicted Convenience

• They work around your branches
• They walk, shop or eat near your 

branches with regularity
• They drive by your branches

Customer NeighborNeighbor

Demonstrated Convenience
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Driving More Traffic: Predicted Convenience
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Dynamic Scoring Prospect Targets

Stack Rank Every Household & Business In Your Markets 

0 1 2 3 4 5 6 7 8 9 10 11 12 Total

0 37,751 2,176 1,441 553 99 67 564 226 142 443 51 43,513
1 42,215 8,889 131 51,235
2 31,721 8,908 1,535 663 911 43,738
3 29,295 9,236 3,125 522 388 138 42,704
4 21,989 6,868 6,541 4,005 1,633 931 477 42,444
5 14,275 12,003 7,370 5,495 1,518 161 40,822
6 11,293 8,293 10,005 4,195 5,162 182 562 1,434 836 369 42,331
7 7,726 6,837 8,159 9,279 1,517 3,250 1,956 1,921 1,360 266 42,271
8 6,479 8,771 9,004 6,045 5,088 694 2,003 1,059 1,753 511 41,407
9 600 5,721 2,388 7,050 4,536 4,478 4,417 2,330 1,794 5,950 459 471 40,194

10 560 2,476 4,981 7,177 7,663 3,939 1,391 2,974 2,008 3,081 1,116 89 37,455
11 3,925 8,322 7,757 3,101 6,379 512 1,506 851 4,811 372 96 37,632
12 526 2,170 3,411 7,678 4,277 2,849 2,033 572 732 3,960 1,073 271 168 29,720

Total 1,686 217,036 91,083 76,842 50,334 31,564 15,938 12,585 10,363 22,138 3,673 1,909 315 535,466
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Opening Activity Score
Demonstrated Convenience
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Branch 1

Branch 2
Branch 3

Dynamic Shift of Prospect Targets
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PFI Outreach – A Different Marketing Strategy

Re
ac

ti
ve

Proactive65%

35%

Two-thirds of consumers will only look at
one or two checking account providers 

Will consider 
only one or two 

institutions 

Will consider 
more than two 

institutions 

Source: The Financial Brand
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INFORMED
DELIVERY
EMAIL

DIGITAL SEARCH

BRANCH
COLLATERAL

DIRECT MAIL

Always-On Omnichannel Marketing

DIGITAL DISPLAY

REFERRALS

Average 12 Marketing Contacts Per Prospect Household Per Campaign
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Digital Metrics
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How Do You Significantly Increase Core
Customer and Deposit Acquisition?

Product & 
Process
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Simple

One Pricing 
Variable per 

product
—easy to 

understand, 
easy to sell

Brand Name

Account 
names that 
identify the 

target 
audience and 
describe the 

account

Targeted

Accounts 
designed to 
meet the 

needs of all 
customer 

types

Price 
Indifference

Do what’s 
right for the 
customer and 
the bank will 
be just fine—
no product-

pushing

Sales Process

Efficient and 
simple 

roadmap to 
identify what 
is best for the 

customer

Keys to Good Product
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Simple

One Pricing 
Variable per 

product
—easy to 

understand, 
easy to sell

Brand Name

Account 
names that 
identify the 

target 
audience and 
describe the 

account

Targeted

Accounts 
designed to 
meet the 

needs of all 
customer 

types

Price 
Indifference

Do what’s 
right for the 
customer and 
the bank will 
be just fine—
no product-

pushing

Sales Process

Efficient and 
simple 

roadmap to 
identify what 
is best for the 

customer

Keys to Good Product

The best test for your products?

Go home and ask your front-line 
team members
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Do your Operations and 
Compliance rules help you get 
more customers or repel them?

Do your written rules match your 
frontline practices?

Operations & Compliance
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How easy is it to become your customer?

• How many and what forms of ID?
• What if the second signer isn’t present?
• Proof of address?
• Credit score?
• Business documentation?

Operations & Compliance
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Risk Management or Profit Prevention?

Account Screening
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A Recent Client Experience

* Before the cost savings from not screening

Account Screening
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How Do You Significantly Increase Core
Customer and Deposit Acquisition?

Execution
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Create & Respond to Opportunities

Create

Generate 
opportunities

Respond

Handle the 
opportunities



38A C C E L E R A T I N G   G R O W T H

Creating Opportunities

Typical

“That’s Marketing’s 
Job”

Extraordinary

This is everyone’s 
job!
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Respond to Opportunities

Y OUR  TITLE

Y OUR  TITLE
Private equity has 

successfully attracted 

the best and brightest 

in corporate America,.

Y OUR  TITLE

Pride in 
Company

Pride in 
Product

Keys to an 
effective response
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Respond to Opportunities

Y OUR  TITLE

Y OUR  TITLE
Private equity has 

successfully attracted 

the best and brightest 

in corporate America,.

Y OUR  TITLE

Pride in 
Company

Pride in 
Product

Culture of 
doing right by 
the customer

Keys to an 
effective response
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Respond to Opportunities

Y OUR  TITLE

Y OUR  TITLE
Private equity has 

successfully attracted 

the best and brightest 

in corporate America,.

Y OUR  TITLE

Pride in 
Company

Pride in 
Product

Culture of doing 
right by the 
customer/ 
member

Keys to an 
effective response
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The Service Experience—as good 
as we think?

• We have to share bad news
• Our branches have been understaffed—if not in 

reality, then in perception
• We’ve been pushing people toward digital 

channels
• Lingering frustrations over past “wrongs”
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The Human Touch

SOURCE: Efma/Synechron, The Financial Brand
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Traditional Approach

• Customer service 
policies

• Training sessions
• Rules…

Alternate Approach

Culture of 
Valuing People

Service
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“Culture eats strategy 
for breakfast.”

Peter Drucker
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Conclusions
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Growing core customers 
is the key to growing 

core deposits. You need 
more core customers!

More customers = more 
options and more 

opportunities.
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COVID Trends

Parting Questions

Are your marketing 
resources being 
deployed 
strategically?
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COVID Trends

Parting Questions

Are your products 
and processes truly 
designed so 
everyone wins?

Pro tip:
ask your employees
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COVID Trends

Parting Questions
Are your people and 
culture equipped to 
execute at the 
highest level?
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Cost of Funds – Hometown Bank vs. Peers
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