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WE’LL NEVER
BE THE SAME.
As a strategic partner to more than 140 banks,
we never stop working to adapt to change,
quickly and efficiently.

www.srsnodgrass.com/banking
(833) 404-0344

As the world experiences unprecedented changes, history shows that change is more
often the rule than the exception. The same can be said for the world of banking. And when
it comes to changes in banking, you can rely on S.R. Snodgrass. As The Banking Experts,
we’ve worked only in banking, every hour of every day, every week of every month, for
more than 70 years. In fact, no other accounting and consulting firm possesses greater
knowledge of community banks’ needs, challenges, and opportunities than S.R.
Snodgrass. Which is why, in a world that continually changes, we’ll never be the same.
If you think our unrivaled banking expertise and personalized service could benefit your
bank, please allow us to introduce ourselves. We’d be delighted to meet you.
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A WORD FROM PACB’S CHAIRMAN
By Jon Conklin

A

hallmark of community banking has always been our ability to provide that
personal touch to our relationship-based approach to financial services. With
the onset of COVID-19, which severely hampered our ability to be able to
physically interact with our customers, finding new ways of maintaining that
personal connection to our customers was essential. As lobbies were largely closed to the
public and customers were living under state-mandated lock-down orders, the normal faceto-face meetings to discuss financial needs or visits to the local branch office to catch up
with the friendly staff were simply not possible. Community banks found themselves in a
position where one of our most significant fundamental advantages was being stifled due to
the realities of the pandemic response measures.
With every setback or negative situation, there always exists opportunities. One such
opportunity for community banks in the current environment relates to technology.
While technology cannot replace the impact that personal interactions have on the
development of those deep relationships that provide value to both community banks and
their customers, it can provide powerful tools that serve to strengthen those relationships.
It has been long perceived by many that while community banks may be able to excel
in personalized service, they simply lacked the resources to compete with their larger
competitors on the technology front.
The COVID-19 pandemic presented a perfect time to prove that despite a disadvantage
in resources, community banks have been able to keep up with customer expectations in
terms of the technologies being offered. Even though efforts had been made in the past to
promote the availability of certain technologies, some community banks found challenges
related to the customer awareness and adoption of those technologies. Out of necessity,
due to the limitations on the in-person avenues of transacting business, consumer and
commercial customers that had not been aware or who were hesitant to take the leap
found themselves taking advantage of technologies offered by their community banks to
perform the routine financial transactions previously done in person. Many customers
were surprised at the convenience and ease of use that these technologies provided and that
their community bank offered the same services that some mega-banks spent millions in
marketing dollars nationwide to tout as being unique to their institution.
Overall, while the COVID-19 pandemic has had a devastating impact economically and has
exacerbated certain societal divisions that had been percolating, it also seems to be one of those
disruptive events that have historically served as the catalyst for large-scale changes in how
society functions. The obvious changes could be expected in retail, education, travel, hospitality
and recreation, among others; however, there will be changes in behavior and consumer
expectations that will drive changes throughout all segments of society moving forward.
There is no doubt that community banks will continue to be nimble and agile as the industry
adapts to whatever changes may come our way. The resilience that the industry has shown
2 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

The resilience that the
industry has shown
during this pandemic and
economic crisis is not
something that is a recent
development.

during this pandemic and economic crisis is
not something that is a recent development.
The spirit of our industry has been forged
over many decades as we have served as that
symbol of stability for our customers and
communities while we rode together the
crests and troughs of the many waves that
have passed through. Certainly, this time will
be no different, and community banking will
continue to provide that personal touch no
matter how different things may look on the
other side of all this. It is and always will be
what defines us at our core.

JON CONKLIN IS
CHAIRMAN OF PACB
AND PRESIDENT/CEO OF
WOODLANDS BANK IN
WILLIAMSPORT, PA.

FROM THE PRESIDENT/CEO’S DESK
By Kevin L. Shivers, CAE

PACB LAUNCHES DIVERSITY AND INCLUSION TASK FORCE:
A MESSAGE FROM THE PACB PRESIDENT AND CEO

I

t’s hard to believe that the summer is
drawing to a close.

I have mentioned previously in this
publication that I grew up in a community
banking household. My mother spent 20
years in banking, predominantly with
two community banks in Connecticut.
Kathleen loved her banking career. Even in
the last few conversations that I shared with
her before her passing, we talked about how
proud she was of her accomplishments in
her profession and the lives she was able to
impact through her work.
As I begin my second year working directly
for the community banking industry, I
understand what Kathleen meant when
she spoke proudly about her work in the
community banking industry.
Don’t get me wrong. As one of the few
female bank executives nearly 40 years
ago, Kathleen’s career certainly was
replete with challenges and obstacles.
Being as competitive as she was, she never
complained about her disadvantages.
Kathleen simply overcame them by
working harder and longer than her peers.
Next month PACB will elect its first
female bank executive as its chair,
Lori Cestra, EVP and COO for
Enterprise Bank, near Pittsburgh.
Lori’s achievement is a milestone worth
celebrating. Lori becomes the first women
chair since PACB’s founding in 1992,
and the first in more than 140 years if

PACB is proud of its leadership role to help our
industry more fully promote diversity and inclusion
at senior levels, as a way to strengthen our future
in community banking.

you include the line of banking groups
preceding PACB’s creation.

prepare diverse populations of employees to
lead these institutions into the future.

Lori’s ascension as chair demonstrates how
far the association has come in creating
opportunities through professional
development and networking for women to
advance to senior levels within their banks
and the industry.

The economic case for diversity in the
workforce is powerful. Companies that
mirror the diversity of their customers in
their own workforce can better understand
and meet consumer needs.

But it also creates an opportunity for
our industry to recognize more must be
done to identify and break down barriers
for underrepresented groups to rise to
senior management positions, as well as
the economic and operational advantages
that come with developing a diverse and
inclusive workforce.

One study, for example, revealed 90% of
consumer spending is within the hands
of women. And according to last year’s
Multicultural Economy Report from
the University of Georgia, the combined
buying power of Blacks, Asian Americans
and Native Americans is estimated to
be $2.4 trillion. The nation’s Hispanics
command $1.5 trillion in spending power
— larger than the GDP of Australia.

One of the pillars of PACB’s strategic plan is
to develop a workforce strategy to ensure the
community banking industry can identify
and attract top talent and to train and

Diversity in the workforce is also good for
the bottom line. A 2019 Harvard Business
CONTINUED ON PAGE 4
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Review report on diversity policies found that “having a diverse
workforce helps companies acquire and retain the best talent,
build employee engagement, increase innovation, and improve
business performance.”
The consulting firm McKinsey and Company quantified this value
in 2015, revealing: “There is a linear relationship between racial and
ethnic diversity and better financial performance. That is, for every
10% increase in racial and ethnic diversity on the senior executive
team, earnings before interest and taxes (EBIT) rise 0.8%.”
McKinsey also reported, “More diverse companies, we believe,
are better able to win top talent and improve their customer
orientation, employee satisfaction, and decision making, and all
that leads to a virtuous cycle of increasing returns.”
A report last February by the Majority Staff of the Committee on
Financial Services of the U.S. House of Representatives found that
women made up over half (51%) of the workforce in the nation’s
largest banks. African Americans comprised 12%, and HispanicAmericans comprised 11%. Yet in senior-level positions within
these banks, women accounted for only 29% of positions, while
people of color comprised only 19% of these roles.
Earlier this month, PACB Chairman Jon Conklin announced
the creation of a task force comprised of CEOs, executive
management, board leaders, and executive recruiters. They
are beginning a conversation about what’s needed to achieve
more diverse leadership within community banks and how
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the association can help ensure that its institutional members
are fostering equitable hiring and advancement opportunities
throughout the industry.
Many community banks have developed policies promoting their
commitment to equality. Some institutions are hiring diversity
and inclusion officers and conducting board and staff training.
But what are the next steps for enduring change?
We are all now in these efforts together. PACB is proud of its
leadership role to help our industry more fully promote diversity
and inclusion at senior levels, as a way to strengthen our future in
community banking.
If you would like to join this initiative and serve on this diversity
and inclusion task force, or if you would like to recommend a board
leader or senior management level volunteer, please contact me at
kevin@pacb.org.
See you at the virtual annual meeting on September 25th!

KEVIN SHIVERS IS PRESIDENT/CEO OF PENNSYLVANIA
ASSOCIATION OF COMMUNITY BANKERS.

2020 ANNUAL
MEMBERSHIP
VIRTUAL MEETING

IN THE INTERESTS OF SAFEGUARDING THE HEALTH AND WELL-BEING OF OUR VALUED
MEMBERS AND IN FOLLOWING THE BEST GUIDANCE OF THE U.S. CENTERS FOR DISEASE
CONTROL (CDC) REGARDING COVID-19, THE 2020 ANNUAL MEMBERSHIP MEETING WILL
BE HELD VIRTUALLY FROM 10:15 A.M. UNTIL APPROXIMATELY 1:00 P.M. ON FRIDAY,
SEPTEMBER 25, 2020. MEETING DETAILS AND AN AGENDA WERE DISTRIBUTED TO
MEMBERS BEGINNING AUGUST 10.
FROM 10:15 A.M. TO APPROXIMATELY 1:00 P.M., VIA ZOOM.
THE CONNECTION DETAILS ARE FORTH-COMING VIA EMAIL INVITATION AND
WILL ALSO BE POSTED AT WWW.PACB.ORG.
ADDITIONAL DETAILS TO FOLLOW.
SHOULD YOU HAVE ANY QUESTIONS CONCERNING OUR 2020 ANNUAL MEMBERSHIP
MEETING, PLEASE DO NOT HESITATE TO CONTACT US AT PACB
(717) 231-7447, OR BY EMAIL AT PACB@PACB.ORG.
HOMETOWN BANKER | HOMETOWNBANKER.ORG | 5

HOMETOWN CHAMPIONS:
my department does is very important in
the community at large. Financial crimes
are an issue everywhere. Helping to keep
our community members educated and
protected from illicit activity and fraud is an
ongoing effort but is also rewarding at times.

C

ommunities across Pennsylvania
are growing and thriving
because their community
banks care. The service and
commitment demonstrated by community
bank employees keeps customers faithful,
and their sincerity keeps others hopeful.
It is because of these employees that
communities across the Commonwealth are
thriving and becoming better places to live
and work.
When it comes to community banking in
Pennsylvania, the uniqueness, talents and
attributes of the 14,000 individual community
bank employees combine to make the entire
industry greater than the sum of its parts.
As we travel across Pennsylvania, we meet
community bank employees from many
different backgrounds. Some are new to
the industry, others have worked their
entire careers in it. No matter how long
these employees have been involved in
banking, they all share a common thread
— a love for their community. They truly
are the ones responsible for bettering
their hometowns.
As part of an ongoing series, each month
we will be featuring interviews with
these community bank employees, these
“Hometown Champions.” Through these
interviews, we hope to gain some insight
into what makes the community banking
industry great in Pennsylvania.
This month, we chat with the hometown
champions from Somerset Trust Company,
a bank with an independent community
vision that still exists today. Now under
the leadership and guidance of the fifth
generation of the Scull family, the bank
has endeavored to enhance the traditional
qualities of community banking by effectively
using technology to support excellent service
to customers.
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Andrea Weimer
ANDREA WEIMER
BSA OFFICER

PACB: HOW DID YOU GET INTO
COMMUNITY BANKING?
ANDREA: If you had asked me at a younger
age what I wanted to be when I grew up, the
answer would have been a figure skater like
Michelle Kwan or a marine biologist working
with dolphins — not a banker. My path to
community banking was not a planned one;
it’s more like one of those life-just-happens
things. I started at Somerset Trust Company
in May of 2010 as a summer intern before
my senior year of college; I returned to the
bank to work over Christmas break for a few
weeks and then again after graduation as I
searched for my “career job.” My college degree
is in Accounting, with a minor in Business
Management. After applying for multiple
accounting positions in the Pittsburgh area and
hearing no responses except that one company
had decided to terminate the position and not
hire, I decided to stay in Somerset. I was able
to move into STC’s internal audit department
and learn about most of the different areas of
banking while in this role. At the beginning
of 2015, I was asked to join the bank’s Bank
Secrecy Act department as an analyst. This
checked the mathematical and analytical
boxes for me, as well as being interesting. I
am currently the BSA Officer for STC; the
majority of my time in community banking
has been in a compliance-related position.
PACB: WHAT IS THE MOST
REWARDING ASPECT OF WORKING IN
COMMUNITY BANKING?
ANDREA: Although I don’t work on the
front line here at the bank, I believe what

PACB: PEOPLE ALWAYS WANT A
DEFINITION OF “COMMUNITY BANK”
— WHAT’S YOURS?
ANDREA: I think that Somerset Trust
embodies the true meaning of “community
bank." It's not just a word on our
advertisements. We strive to make each
community we enter a better place by
contributing to local festivals, volunteer fire
departments, other non-profits, etc.
PACB: TELL US SOMETHING ABOUT
YOURSELF THAT MOST PEOPLE
DON’T KNOW.
ANDREA: I really enjoy DIY projects,
especially those you can do around your
home cost-effectively to change the look and
feel of a space. Also, I’ve gone skydiving!
PACB: WHAT IS THE FIFTH PICTURE
IN YOUR CAMERA ROLL ON YOUR
PHONE, AND CAN YOU PLEASE
SHARE THE STORY BEHIND IT?
ANDREA: The fifth picture on my
camera roll is of our dog, Jake. He is
enjoying the snow! We love taking him
on hikes at local state parks or around
our families’ farms.

ADAM KOPP

DIXIE KELLY

CUSTOMER SERVICE
REPRESENTATIVE

MARKETING ASSISTANT
PACB: HOW DID YOU GET INTO
COMMUNITY BANKING?

Adam Kopp

ADAM: I got engaged to my
beautiful wife, Ashley, and I moved
to the area she called home. While
I was job searching, someone
recommended I look into Somerset
Trust Company.

PACB: WHAT IS THE MOST REWARDING ASPECT OF
WORKING IN COMMUNITY BANKING?
ADAM: You get to see the fruits of your labors reflected in your
community, in your customers, and in your fellow employees.
PACB: PEOPLE ALWAYS WANT A DEFINITION OF
“COMMUNITY BANK” — WHAT’S YOURS?
ADAM: It is right in the name — “community” first, “bank”
second. People often forget that banks were originally established
to help the communities they were in; we need to get back to that
way of thinking.
PACB: TELL US SOMETHING ABOUT YOURSELF THAT
MOST PEOPLE DON’T KNOW.
ADAM: I like to play acoustic and electric guitar!
PACB: WHAT IS THE FIFTH PICTURE IN YOUR CAMERA
ROLL ON YOUR PHONE, AND CAN YOU PLEASE SHARE THE
STORY BEHIND IT?
ADAM: The fifth picture in my camera roll is a picture of my wife,
Ashley; our cat, Charlie; and our dog, Callie. When we both have
a day off, we enjoy spending time downstairs next to the warm
woodstove watching TV with our pets.

PACB: HOW DID YOU GET INTO
COMMUNITY BANKING?
DIXIE: I am a longtime employee
of Somerset Trust Company
with over 30 years of service,
and I anticipate retirement by
the end of this year. My previous
employer of nine years offered the
American Institute of Banking classes in the Somerset area. One
of my teachers was the Human Resource Director of Somerset
Trust Company. In the fall of 1988, she called and said there were
five positions open at STC and she thought the customer service
position would be a good fit for me. I initially turned it down due
to my children being very small. She called me back in the spring
of 1989 and, with great anticipation, I accepted the position as a
customer service representative. By far, this was the best decision I
made for my banking career. I've shadowed different jobs over the
years but found this position was and still is the perfect fit for me.

Dixie Kelly

PACB: WHAT IS THE MOST REWARDING ASPECT OF
WORKING IN COMMUNITY BANKING?
DIXIE: As a community bank, one of the most rewarding aspects is
being able to give the utmost attention to your customers with the
freedom to make certain judicious decisions.
Each and every customer should be treated how you would like
to be treated. Serving customers to the best of my ability is my
pleasure each and every day. It has been a blessing to have worked
for this local bank. When I started, we were opening our fourth
branch, and now we are getting ready to open our 40th.
PACB: PEOPLE ALWAYS WANT A DEFINITION OF
“COMMUNITY BANK” — WHAT’S YOURS?
DIXIE: A community bank is an independently owned bank that
treats and serves its customers like family. They are very generous
in putting money back into the community they serve.
PACB: TELL US SOMETHING ABOUT YOURSELF THAT
MOST PEOPLE DON’T KNOW.
DIXIE: I was raised in a Christian home. My father was a great
example for us three girls.
His motto was: work hard, pray hard and trust God.
PACB: WHAT IS THE FIFTH PICTURE IN YOUR CAMERA
ROLL ON YOUR PHONE, AND CAN YOU PLEASE SHARE THE
STORY BEHIND IT?
DIXIE: The fifth picture in my gallery is a picture of myself and a
very handsome man whom I met four months ago. I am a widow
and he is a widower. We both lost our spouses in the last two years,
after over 40 years of marriage. We found each other on a dating
website. My husband had just retired from the Department of
CONTINUED ON PAGE 8
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Corrections with 25 years of service. On the first day of the hunting
season, he passed away with a massive heart attack. The widower’s
wife also had a heart attack unexpectedly. With that said, we’re
trusting the Lord to guide us through this journey. If we could give
any words of advice, it would be treasure your family and friends
every single day, and put Christ first in your life.
(I'd be happy to share this picture. We went for a walk on the Allegheny
Bike Trail in Somerset County near Rockwood where I live).

THE ONLY POLITICAL ACTION COMMITTEE TO
ECLUSIVELY REPRESENT COMMUNITY BANKS IN
PENNSYLVANIA

FUNDED ENTIRELY BY PENNSYLVANIA
COMMUNITY BANK EMPLOYEES

YOUR ADVOCATE  VOICE FOR COMMUNITY
BANKING  THE FAMILIES  BUSINESSES YOU
SERVE

PROMOTING LEGISLATION  REGULATION THAT
SUPPORTS COMMUNITY BANKING PRINCIPLES 
FIGHTING AGAINST THOSE THAT DO HARM

BIPARTISAN SUPPORT FOR STATE LEGISLATORS 
CANDIDATES WHO PROMOTE COMMUNITY
BANKING PRINCIPLES

LEVELING THE PLAYING FIELD FOR THE
COMMUNITY BANKING INDUSTRY

TO CONTRIBUTE, GO TO WWW.PACB.ORG AND CLICK ON FIRSTPAC OR MAIL YOUR CHECK TO
FIRSTPAC- 3211 N. FRONT STREET, STE 102, HARRISBURG, PA 17110
FIRSTPAC CONTRIBUTIONS ARE NOT TAX DEDUCTIBLE AS CHARITABLE CONTRIBUTIONS FOR FEDERAL & STATE INCOME TAX PURPOSES. ALL CONTRIBUTIONS TO FIRSTPAC ARE
VOLUNTARY. YOU MAY REFUSE TO CONTRIBUTE WITHOUT REPRISAL. CORPORATE CONTRIBUTIONS ARE PROHIBITED.
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SUCCESSFULLY MANAGING A BRAND
REFRESH IN A PANDEMIC
PANDEMIC PIVOT FOR PEOPLESBANK
CONNECTIONS CENTER
By Diane M. Sweeney

W

ith high excitement and expectation, grand
opening ceremonies for the PeoplesBank
Lancaster City Connections Center were held
Friday, March 6, 2020.

The date was intentionally chosen to coincide with First Friday — a
big event in downtown Lancaster. Stores and galleries stay open
late, restaurants run specials and the city streets are filled with
people looking to relax and have a good time.
After state and local representatives helped with the ribbon-cutting,
the community was invited inside to view the branch. The feedback
was great. People of all ages and demographics stopped in and were
wowed by this new concept of a bank.
One week later, on March 13, Governor Wolf issued shut down
and shelter in place orders due to the spread of Coronavirus. The
10 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

Connections Center, open for only seven days, had to close its
doors to the public.

THE NEXT EVOLUTION IN BANKING
Located in a storefront in downtown Lancaster City, steps away
from the bustling Lancaster Central Market, the PeoplesBank
Connections Center is not your conventional bank branch.
In early 2019, the PeoplesBank management team met to
strategically discuss their mission of helping clients achieve their
dreams and live confidently and what it means for the next
generation of customers. The group agreed:
•
•

Simple transactions like deposits or withdrawals were no
longer conducted regularly at traditional branch offices.
There is a significant population of younger customers who have
never even “banked” at a bank — or stepped inside a branch office.

So how do you communicate with this population who are “app
oriented” and prefer to communicate digitally? Through research
and focus groups, they learned this generation of customers have:
• A perception of formality, anxiety and misunderstanding
about bankers and banking.
• Financial needs for which strong, community banks have the
resources and solutions to provide.

CONTINUING THE CONVERSATION

Conclusion: The need for banking services exists, but the perception
of how banks operate and what bankers offer needed to be changed.

Several local businesses had already committed to using the public use
space for demonstrations or displays on the upcoming First Fridays.

The discussions and research results were the genesis of the concept
and design of PeoplesBank’s first Connections Center — a handson, interactive banking experience.

Then Coronavirus struck and those in-person exchanges stopped
abruptly. However, the connectivity concept and technology at the
Connections Center allowed branch management to pivot quickly
and continue their conversations with prospects and clients.

Using a retail storefront model, this smaller sized banking center
is designed to promote comfortable interaction, conversation and
relationship building. There are no desks.
The Center was intentionally created as a versatile multipurpose
space to be used to hold financial literacy classes, host local artist
displays, offer conference rooms and videoconferencing capabilities
to local non-profits and so much more.
Booth seating, high-top tables and conversation-oriented spaces are
all moveable and portable. Although the space is smaller in square
footage than a traditional bank branch, it feels bigger and allows
an opportunity for more activity.
Upon entrance, a customer is greeted by a member of the concierge
team, many of whom were recruited from hospitality and
engagement-based industries. Initial conversations are focused on
the individual’s needs, dreams and goals.
First-time guests are led to a 91-inch touchscreen monitor where they
can create their vision board. On the screen are 60 different images from
which to choose. The individual slides 12 images over to their personal
board to reflect hopes and dreams for the future. Homes, vacations, and
financial security are just some of the types of images on the screen.
Next, the concierge will ask them to identify the top three most
important images and ask them to describe what it means to them
and their future.
This process allows the bank representative to go very deep, very
fast — and connect the customer to the right financial associate to
help them meet their goal.

“We received very positive feedback that first week regarding the
atmosphere and vision board. People told us the Center feels more
relaxed and comfortable than a traditional bank,” shares James
Kinney, Client and Community Ambassador and Manager of the
Connections Center.

“COVID-19 accelerated all we wanted to do,” shares Craig
Kauffman, President/CEO of PeoplesBank. “Our managers at the
Connections Center were already on track with outreach to new
clients. They continued business as usual.”
Without a drive-thru, the Lancaster City location did not have
to immediately adapt their way of doing in-person business to
accommodate safe practices as did other branches. Instead, they
used innovative technology already in place at their branch to
connect with their very new clients and prospects.
Kinney and one other manager were at the office every day through
the pandemic, touching base with clients and prospects.
“We used Zoom to meet with clients. We were able to share our
technology virtually. Without losing our momentum, we continued
to secure new relationships and support our clients despite the
unusual circumstances.”

A RESOURCE FOR THE COMMUNITY
PeoplesBank, A Codorus Valley Company, is a wholly-owned
subsidiary of Codorus Valley Bancorp, Inc., the largest
independent financial institution headquartered in York County.
For 155 years, they have served the financial needs of residents and
businesses in South Central Pennsylvania and Northern Maryland.
In 2016 they entered the Lancaster market with a Business
Banking Center, a full-service Financial Center, and now also have
CONTINUED ON PAGE 12
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a Connections Center and five Retirement Community banking
offices in the county. In total, they have 24 branches.
“We want to be seen as financial mentors,” says Kristen Heisey,
Director of Marketing & Client Experience. “Based on what a
client shares with us, we ask appropriate questions so we can guide
them to the right solution. We build confidence and trust to help
clients achieve their dreams. That did not stop with the pandemic.”
Lancaster City is not yet back to business as usual. Foot traffic is
light, and not all businesses have reopened. On June 15, under the
Yellow Phase of Pennsylvania Coronavirus guidelines, PeoplesBank
Connections Center once again welcomed people into their office.
“It feels good to be back,” shares Kinney. “It feels good to be with
clients and other staff members. Most of us in banking did not get
into this field because we like numbers. We are here because we
like people. We like connecting and supporting clients to build a
business or a life with financial confidence.”
Some of the new clients gained via phone or video call have
stopped in to meet in person. Others have come by because of
direct mail pieces that were sent with special offers and to satisfy
their curiosity about this new banking concept.
Looking ahead in this period of uncertainty regarding the virus,
the Connections Center is talking with local businesses and the
Lancaster Chamber of Commerce about a “virtual” First Friday.
“Our focus would be on education,” said Kinney. “Health and finance
are at the top of everyone’s mind. In any way we can — whether
managing safety protocols, mortgage refinances, debt consolidation —
whatever the need — we plan on being here to help.”
Kauffman adds, “It was always our plan to serve our clients while
also being a resource for the entire community. Coronavirus did
not change that goal.”
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The opening of the Connections Center was also PeoplesBank’s
introduction of a brand refresh. Their new logo represents the core
values and mission that have been the stronghold of their bank
since their beginning.

•
•
•

The center diamond signifies the client — always at the center.
The symbol to the left represents PeoplesBank — always
surrounding and supporting their customer.
The arrow to the right embodies the vision of always moving
forward toward the future.

“The new logo sums up our brand,” shares Heisey. “We are here to
give every person a distinctive client experience.”
The ability of the Connections Center to continue to operate —
and grow — under pandemic restrictions has proven the new
concept works. PeoplesBank is still looking ahead with plans
of implementing the Vision Board dreaming features of the
Connections Center at all locations as soon as possible.
“We are ready to bring banking to the next level,” says Kauffman.
“To change the conversation with our clients, to understand their
dreams and desires, to keep those dreams front and center, and to
make them become a reality.”

DIANE M. SWEENEY IS A PROFESSIONAL COPYWRITER
AND CONTENT STRATEGIST. AT HER DESK, OVERLOOKING
BEAVER CREEK IN CHESTER COUNTY, SHE ENJOYS
WRITING ARTICLES AND WEB CONTENT TO INFORM,
PERSUADE AND ENTERTAIN. HER WORK CAN BE FOUND AT
WWW.DIANEMSWEENEY.COM

PACB WELCOMES OUR

NEW ASSOCIATE
MEMBER
COST CONTROL ASSOCIATES, INC.

Since 1991, Cost Control Associates has helped clients across all
industry segments reduce and better manage expenses for energy,
waste removal, telecom and cellular services. We serve clients of all
types and sizes, including Fortune 500 companies, regional and
community banks and other multisite businesses. We also perform
our services for not-for-profit organizations, school districts and
educational institutions, governments and related agencies. Our
innovative programs include a thorough examination of utility
invoices to identify refunds and cost savings, invoice processing
and payment services, energy procurement, data analysis,
budgeting and forecasting, initiation and termination of utility
accounts, and other consulting services.

CONTACT INFO:
Jason Checkla
Regional Director
310 Bay Rd. Queensbury NY, 12804
518-798-4437
518-798-1735
jason.checkla@costcontrolassociates.com
www.costcontrolassociates.com
www.twitter.com/CostControl1991
www.facebook.com/CostControlAssociates/
www.linkedin.com/company/cost-control-associates-inc
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SEEING IS BELIEVING …

OR IS IT?
By Karen DiGioia, Mosteller

L

et’s start today with a short quiz. If you could take out a freshly sharpened No.
2 pencil, we can begin.

Q1: Employee A leaves Chicago at 8:00 a.m., heading west. Employee B is
wearing blue socks and leaves New York City at — Oops. I’m sorry, I took a
short diversion down the standardized testing lane. Let’s try that again.
Q1 (take two): Employee A comes in at the crack of dawn each day and doesn’t leave until
everyone else is gone. This employee never leaves early and hasn’t taken a sick day in five years.
Employee B works a modified schedule. This employee drops the kids off at day care in the
morning and picks them up at the end of the day. They are usually the last to arrive in
the morning and the first to leave. Some days, this employee leaves early to
attend a school function or a sports game. From time to time, this employee
works from home because one of the kids is sick.
Pencils down. Which is the better employee? Employee A or
Employee B? Employee A is there all the time, so Employee A must
be a better employee, right?
I’m guessing my little quiz here hasn’t really fooled you. The
answer to which employee is “better,” honestly, is “we can’t tell
from the information provided here.”
While “presence” at work is easy to see (and, if we’re not
careful, easy to believe), you don’t hire employees just to
“be there.” You hire them to serve your customers; to work
efficiently and accurately; to contribute and deliver results.
So, to truly measure how your employees are performing
and maximize results, you need to have clearly defined
position-appropriate performance indicators and
performance factors against which to gauge, you
guessed it, their performance. You need to
have a process to communicate expectations
and provide regular feedback regarding
performance in comparison to those defined
goals and expectations.
Common performance measures include
quality and quantity of work, job knowledge,
communication skills, interpersonal skills,
relationship building, sales, teamwork,
productivity, compliance, decision-making
and problem-solving skills.
But what about position-specific goals and
objectives? What should those look like? You
can figure that out by answering a couple of
key questions: Why does this role exist? And
what results and outcomes are expected?

14 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

While “presence” at work is easy to see (and, if
we’re not careful, easy to believe), you don’t hire
employees just to “be there.”

While position-specific goals will differ
depending on the area of focus, some
typical objectives include:
• Cross-sell ratio
• Number of referrals
• Loan or deposit growth
• Customer satisfaction score
Define the appropriate performance indicators
for each position and quantify the expected
results. Communicate goals to your employees
(usually at the beginning of a new performance
period), measure results and communicate
progress toward goals on a regular basis.
What’s regular? If you’ve set monthly goals,
“regular” should be defined as monthly. If
goals are quarterly, then communicate, at

least, on a quarterly basis. If an employee
appears to be “off track,” don’t wait to talk
with them. Do it right away. The sooner
you communicate, the less likely the “off
track” behaviors will become ingrained and
the sooner they will be back on track.
So why are we talking about this topic now?
Considering everything that’s going on
— COVID-19, remote work, civil unrest,
whatever else 2020 throws at us (alien
invasions?) and the challenges of managing
our banks to grow and thrive in the midst
of all these challenges, aren’t there more
critical topics to discuss?
From my perspective, the answer is “no.” By
focusing on strong performance management,

you can manage your employees whether they
are in the office, working remotely, or a little bit
of each. You don’t have to see your employees
to be able to measure their contribution and
performance and maximize results. You also
ensure that you view employee performance
in a manner that is equitable and free from
bias. Set and communicate expectations,
measure employee performance against those
expectations and provide regular feedback.
What could be simpler?
Not sure if it’ll help in the case of an alien
invasion, but it certainly can’t hurt.

KAREN DIGIOIA, SENIOR ASSOCIATE, MOSTELLER & ASSOCIATES
2433 MORGANTOWN ROAD; SUITE 100, READING, PA 19607
CELL: (610) 299-2781, PHONE: (610) 779-3870
FAX: 484-335-6074, WWW.MOSTELLERHR.COM
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ARE YOU PREPARED FOR THE
NEW NORMAL?
By Justin Miller, URL Insurance

A

re you, or your business clients that bank with you,
prepared for the “new normal”? Does anyone truly
know what the “new normal” is? Are you compliant
with the latest ever-changing regulations regarding
group benefits?
Happy employees are productive employees! Workplace surveys
have shown that employees often value additional benefits more
than extra vacation days or pay raises. When those benefits are
affordable, it makes you look even better. According to a recent
poll (NPR/PBS NewsHour/Marist Poll), one in five American
households has lost income due to the pandemic. Employees need
the help of their employers to access affordable group benefits.
That’s where external experts can assist. When working with
outsourced expertise, you and the clients that bank with you
can rest easy knowing that extensive research was conducted, all
16 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

available insurance carriers quoted, rates negotiated and presented,
delivering the best benefits package possible.
Returning employees to work has never been more difficult. Over
the past few months, we have helped banks and other businesses
navigate their individual challenges related to the benefits they offer
employees and COBRA related events to employees that have been
laid off or furloughed. We have helped them find alternate solutions
for their employees and the compliance that goes with it. We also
have a complimentary compliance assessment tool that helps a
business gauge how vulnerable they are to fines related to employee
benefits from EBSA and the DOL.
URL Insurance Group has been helping banks and other industries
deal with the complicated nature of COVID-19’s effect on their
specific businesses since the very start of the pandemic. PreCOVID-19, our focus remained the same — offer multifaceted

LIST OF PRODUCTS AND SERVICES OFFERED BY URL
INSURANCE GROUP:
1.

Employee/Employer Benefits
a. Group Health Insurance (Fully Insured and
Self-Funded)
b. Dental and Vision
c. Disability Income Protection (Short and Long-Term)
d. Gap Insurance
e. Life Insurance and Annuities
f. Voluntary Worksite Products

insurance products and services to business
owners and leaders, insurance agents and
professional advisors. We understand one
size does not fit all, and we specialize in
listening to your specific needs and pain
points to develop a custom benefit strategy
that not only makes sense from a plan
design standpoint but also falls within (or
under) budget as well!
We’ve helped employees and employers
understand their respective rights with
unemployment benefits and developed
best-case scenarios to avoid litigation for
both parties, stayed on top of the latest
technologies to ensure you and your clients
stay informed, and recently assisted a small

2.

3.
4.
5.

Executive Benefits
a. Business Overhead Expense
b. Buy/Sell Policies
c. Collateral Assignment
d. Individual Policies include Life, Disability, Annuities,
Senior Products, etc.
e. IRA
f. Key Person
Human Resources and Compliance Services
Benefit Administration Platform
Administrative and Enrollment Services

PA Community Bank with electronically
making midyear plan changes (only
allowed due to COVID-19) across their
nine different locations.
You have enough on your plate; let URL
Insurance Group help you navigate the
challenging road ahead. The leaders of
our Health Plan Options team are the
vice president and legislative chair for the
Central Pennsylvania Association of Health
Underwriters and serve on various advisory
boards. That means they are the first to know
about upcoming changes, as well as offering
their insights and ideas on how to improve
the industry for you and your clients. We look
forward to connecting with you.

JUSTIN MILLER, HEALTH PLAN OPTIONS, SALES SPECIALIST,
URL INSURANCE
DIRECT: 717.216.8081, PHONE: 717.540.5690 X128,
FAX: 717.540.5628, WEB: URLINSGROUP.COM,
ADDRESS: 500 NATIONWIDE DRIVE, HARRISBURG, PA 17110
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EXPENSE REDUCTION LEADS
TO SILVER-LINING RESULTS
UNCOVERING CONTRACT SAVINGS
CAN MITIGATE THE ECONOMIC IMPACT
OF COVID-19 AND IMPROVE SERVICES
By Kelly Flynn, National Director

B

y all accounts, the impact of
the Coronavirus has created
more of a shift in business
operations, economic certainty
and consumer behavior than any other
challenges faced by the financial services
industry since the turn of the century.
Since the beginning of the pandemic,
earnings have taken a hit, interest rates have
remained low and non-interest income is on
the decline. On the other side of the coin,
expenses have increased — due in part to the
additional costs required to allow employees
to work effectively from home and to
maintain the proper PPE, cleaning supplies
and social distancing materials to keep staff
and account holders safe in facilities that
have remained open. And while the outlook
for how long an economic recovery will take
remains uncertain, you can make a positive
impact on your bank’s immediate and longterm performance by trimming the costs of
the services you use every day.

PROACTIVE CONTRACT REVIEW CAN
NET SIGNIFICANT SAVINGS
Even during normal circumstances,
negotiating service contracts can be timeconsuming and intimidating if you don’t have
expertise in that area. Now, given the increased
demands on your time and added concerns
about how to safely provide the services your
customers desperately need, it can be easy to
let contracts auto-renew, thinking that next
time one comes due, you will have more of an
opportunity to deal with it appropriately.
But by accepting a vendor’s initial renewal
offering, without reviewing the contents
and fine print, you could be missing out on
substantial savings and improved contract
terms. What’s more, possible signing incentives
could provide the extra funds you need to
help offset the added expenses caused by
the pandemic and fund initiatives that will
improve your service delivery for years to come.
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WHAT YOU SHOULD KNOW ABOUT
YOUR CURRENT VENDOR
CONTRACT DETAILS
While you may have become comfortable with
the services or products you have purchased to
maintain your operations and service delivery,
how certain are you about whether they offer
the most value for your bank? Have you ever
wondered how they compare to other providers
in the marketplace?
A professional review of your service
contracts can uncover the smallest details
in the vendor agreements and provide you
with critical information on things such as:
• Are you getting the best rates available?
• Are there additional savings
opportunities beyond the vendor’s
standard pricing package?
• Are you paying for services you
don’t use or need, or unknowingly
duplicating services?
• How much could you be saving by
bundling services?
• Are your vendors innovating their
products to provide consistent service
in the future?
• Do your providers have your bank’s
best interests at heart?
• How much could you save or improve
your agreement terms by negotiating
the contract instead of simply
accepting a vendor’s initial offer?

When you partner with a contract
negotiations expert, you gain the advantage
of having someone on your side who has
specialized experience and knowledge about
what other institutions are paying for specific
services, what types of signing bonuses
are currently being offered on contract
agreements, as well as which providers will
likely meet your specific needs and service
expectations — both now and in the future.
Just make sure you choose a contract
professional who knows what to ask for on your
behalf and who has a track record of negotiating
five, six and even seven-figure savings for the
types of contracts that are being reviewed. This
will allow you to take advantage of effective
negotiation skills that can significantly reduce
your costs without adding to your workload or
taking you out of your comfort zone.

NOW IS A GREAT TIME TO RENEGOTIATE
If you have contracts that will expire in
the next 18-24 months, now is the time to
begin the review process. And while it may
seem like trying to negotiate contract terms
during a pandemic might not be successful,
the truth is vendors are especially focused
on maintaining business relationships right
now. So, it’s really a great time to let your
vendors prove their commitment to keeping
you as a satisfied customer.
If you’re not entirely convinced, learn how
Washington Savings Bank discovered that you
don’t have to be a large account for a vendor to
leverage significant savings on service contracts.
As a result of its first-ever contract review, the
bank was able to uncover a silver lining in the
form of cost reductions and a signing bonus
that helped to offset the cost of new services for
customers. And with the help of professional
consultants, it didn’t take any time away from
bank business to negotiate complex contract
terms with vendors.

EXPERT ADVICE ADDS INSIGHT AND
LEVERAGE TO YOUR CONTRACT
NEGOTIATIONS
Going through your current contracts line
item by line item to determine areas where
you can negotiate better terms can be
overwhelming. And if you aren’t familiar
with all of the available options, how do
you even know what to ask for or how to
state your case for renegotiating contract
costs or terms?

ABOUT JMFA
JMFA IS ONE OF THE MOST TRUSTED NAMES IN THE INDUSTRY.
WHETHER IT’S RECOVERING LOST REVENUE, UNCOVERING
NEW SAVINGS WITH VENDOR CONTRACT NEGOTIATIONS,
CREATING MORE VALUE, SERVING CUSTOMERS BETTER OR
DELIVERING A 100% COMPLIANT OVERDRAFT SERVICE —
JMFA CAN HELP YOU DELIVER MEASURABLE RESULTS WITH
PROVEN SOLUTIONS. TO LEARN MORE, PLEASE CONTACT YOUR
LOCAL REPRESENTATIVE OR CALL US AT (800) 809-2307.

PACB HUMAN RESOURCES CONFERENCE

Thursday, October 1 – Login Begins 8:50 a.m. – Adjournment 3:00 p.m.
Friday, October 2 – Login Begins 8:15 a.m. – Adjournment 11:45 a.m.
CONTINUING EDUCATION CREDITS: This program will be submitted to HRCI. It may also be self-submitted to
SHRM for credit. CPE will be offered through the State Board of Accountancy.

ASSET LIABILITY VIRTUAL SEMINAR
WITH CLARKE CONSULTING

October 7, 2020
Login Begins at 8:20 a.m.
Session Delivered 8:30 a.m. – 12:30 p.m.
Adjournment: 12:30 p.m.
CPE: This program qualifies for four (4) hours of CPE credit. PACB is designated as an
approved provider by the State Board of Accountancy for this study program.

FDIC DIRECTORS AND TRUSTEES COLLEGE 2020
November 10
Login Begins at 8:40 a.m.
9:00 a.m. to 12:30 p.m. Session Delivered
12:30 p.m. Adjournment

This program will be delivered in conjunction with the FDIC and the PaBankers Association.
CPE: This program qualifies for three (3) hours of CPE credit. PACB is designated as an
approved provider by the State Board of Accountancy for this study program.
For specific details and to register for these and all training program, please
Visit: pacb.org - Education

CFSBANK WELCOMES PACB VETERAN
JOHN GILL AS PRESIDENT AND CEO
are a perfect fit for cfsbank and its customers,”
Bert Cherry, cfsbank’s interim president, said in
a release.
Gill has more than 40 years of experience in
financial services, primarily in community
banks. Most recently, he was chief operating and
risk officer at Somerset Trust Co.

In the photo above cfsbank donates $900 to the Rostraver Central Fire Department, towards purchase of a
roof saw. From left to right are: Vincent Campbell, Rostraver Central Fire Department Chief; Bernadette
Zunic, cfsbank Branch Manager (Rostraver Branch); Devin Derienzo, Rostraver Central Fire Department
Captain, and John Gill, cfsbank President/CEO.

C

harleroi-based cfsbank recently welcomed John Gill as its new president
and CEO.

“John’s experience with and commitment to the development and delivery
of exceptional banking services, with an emphasis on customers and the community,

“I look forward to working with the
professionals at cfsbank to improve and expand
our products and services for our community,
as well as further improving the bank’s
customer experience through digital technology,
increasing accessibility to financial tools,” Gill
said in a prepared statement.
Ranked No. 21 by deposit market share among
the banks serving Pittsburgh, cfsbank has 10
branches in the 10-county metro, according to
the Federal Deposit Insurance Corp.
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RESULTS FOR YOU
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Focused on what really matters:
real results for today’s community banks.
At RKL, you may know us for the services we provide the financial
services industry – but a list of services doesn’t embody what we
truly deliver. Tangible outcomes. Trusted advice. Solutions that
prepare your community bank for real, sustained growth.

Are you ready for real results?
Contact us today to learn more.

RKLcpa.com
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Allow your team’s humanity to show.
Give your employees a way to express
themselves, such as virtual hangouts
or sharing of family pictures online.
Encourage employees to contact each other
to stay more cohesive. Sharing experiences
makes staff feel a sense of community and
provides a social outlet. It could also give
them an ear to bend, especially if employees
live alone. Last but not least, it could help
with productivity too, as people share
remote working tips and tricks.
Encourage creativity and fun. We have
heard of some bankers that have initiated
games of bingo for staff still on-site in
the drive-up windows. They have also
provided snacks or meals to employees
on-site to make things a bit easier and
make them feel appreciated. For remote
workers, some institutions have spirit days
where they allow employees to dress up in
their favorite sports team or college gear
and share pictures, and still, others have
remote employees take pictures of their pets
and then try to match them up with the
employees. Having fun and light ways to
socialize is important as the stress levels can
easily rise during today’s coronavirus crisis.

MORALE-BUILDING
DURING COVID-19

We know you and your employees will find
creative ways to boost morale and keep
everyone connected. If you have unique best
practices you want to share, we would love to
hear. Stay healthy and engaged!

By Mike Foreman, SVP, Regional Manager

T

his crisis has been tough on everyone, including our employees.
As this crisis continues, it is more
important than ever to keep up
morale among your teams. It is complicated
with a spread-out workforce. But, it is crucial
because employees may feel isolated and
disjointed from the rest of their team.
Not only that, Smarp.com, an employee
communications platform, found
that companies having high employee
engagement are 21% more profitable and
generate four times higher revenue growth.
While you may still be in survival and
stabilization mode, the day will come
when you will hit growth mode again. You
will want to be ready with some moraleboosting practices in place. So, here are
some ideas to help raise the spirits of your

employees today and in the future to keep
productivity going.
Leaders and managers should be seen
and heard. Providing regular updates
and even individual “check-ins” can
really help keep employees feel connected
and valuable. Talking about the industry,
your institution, and then providing
thanks and kudos to your employees for
rising to the occasion will give them a
nice virtual pat on the back. This also
makes employees feel more confident
about their position in the company
and their future. Making a quick 30-60
second video (on your phone, posting to
your company account on YouTube and
providing the link) is an unconventional
but fun way to let your employees know
you care.

FOR MORE INFORMATION OR TO CONTINUE THIS
DISCUSSION, CONTACT MIKE FOREMAN.
MIKE FOREMAN
SVP, REGIONAL MANAGER
(717) 580-9714
MFOREMAN@PCBB.COM
PCBB.COM
DEDICATED TO SERVING THE NEEDS OF COMMUNITY
BANKS, PCBB’S COMPREHENSIVE AND ROBUST
SET OF SOLUTIONS INCLUDES CASH MANAGEMENT,
INTERNATIONAL SERVICES, LENDING SOLUTIONS, AND
RISK MANAGEMENT ADVISORY SERVICES.
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FINANCIAL INSTITUTIONS:
MANAGING COSTS IN A TIME OF CRISIS

By Bryan T. Di Lella, Senior Vice President at ICI Consulting

I

n this time of great challenges caused by a worldwide
pandemic brought on by the rapid spread of the coronavirus, financial institutions are a crucial conduit to facilitate
stimulus aimed at aiding widespread economic recovery.
Government orders and voluntary initiatives to close businesses
nationwide to control the spread of COVID-19, have delivered
negative economic and societal impacts that must be addressed in
the foreseeable future.
With the Global Financial Crisis in recent memory, we recall a
time when governments and businesses worked together under dire
circumstances to plan and execute a path forward to new prosperity.
We will repeat that process to chart a new course out of this health
and financial crisis and return to economic growth once again.
Financial institutions will play an important role in recovery.
For example, financial institutions are working diligently to
continue serving customers under constrained operating conditions
while processing record volumes in SBA Paycheck Protection
Program (PPP) loans. The SBA stated that it had processed more
than 100,000 PPP loans through more than 4,000 lenders by
Monday, April 27, 2020. In the first phase of the program, the SBA
Administrator reported that the administration processed 14 years
worth of loans in 14 days — an unprecedented volume.
There are many stress points evident in the first quarter of 2020
financial reports. Like many businesses, financial institutions
were operating efficiently prior to closures and stay-at-home orders
introduced because of the COVID-19 crisis. A concern is negative
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results emerging in reports when more than half the quarter took
place under relatively normal business conditions. Now financial
institutions are executing business continuity plans and new
workplace rules to address the challenges of serving customers
during the current crisis and beyond.
Despite the temporary increase in fee income from the SBA PPP,
financial institutions must anticipate the likely challenges ahead
and develop a plan to weather a downturn. Institutions should
be looking for ways to cut costs amid the probable revenue and
earnings impact from the post-pandemic loan portfolio quality and
margin compression.
With few exceptions, data processing expenses are among the top
three expenditures, along with salary and benefits and premises and
fixed assets that a financial institution incurs on an ongoing basis.
Data processing expenses, which include an institution’s spending
on core processing and ancillary systems, are easily addressable
cost-reduction targets if the timing is right.
So-called ancillary systems are key applications that surround and
interact with the core system. They include important services
like ATM/EFT, credit card, online banking, mobile banking,
loan origination and servicing, payments, wire transfer, cash
management, document management, BSA/AML, IT security,
and check processing, among others. With the trend toward
outsourcing, IT managed services has also taken on greater
importance as a key service and expense for financial institutions.
These ancillary systems are as important as the core system because

Financial Institutions will do a great service to their customers and shareholders
by closely examining and monitoring data processing costs.

they not only support the key business functions of the institution
but also serve as touchpoints for customers.
We also see financial institutions aggressively pursuing new
strategies to expand and emphasize digital channels — many that
shrewdly started such projects prior to the onset of the pandemic.
In modernizing their digital channels, banks are not only reaching
more customers, they are doing so with more innovative and
integrated applications while potentially reducing Data processing
spend. Furthermore, they are making a sound investment in what
will become a vital channel through which customers will be
served in a post-pandemic business environment.
Financial institutions are also making changes to the digital
channel to address a shifting mix of commercial or consumer
business, integration to the core system and even because of
variable vendor product and support plans. When reviewing data
processing systems contracts, grouping ancillary products that
serve the digital channel with other important applications and
especially the core system, will naturally increase the purchasing
power and thus negotiation leverage for the financial institution.
We commonly recommend this holistic approach to our clients as
it tends to yield the best results.
Financial institutions will do a great service for their customers and
shareholders by closely examining and monitoring data processing
costs. There is a wide range of pricing models in the industry. The
best way to gain insight into comparable market prices is to conduct
a competitive evaluation of alternatives. The financial institutions

that take the time to do so and start the process 24-30 months
prior to contract expiration will see the best outcome — in terms
of finding solutions that effectively serve customers and address the
institution’s business requirements at the best price and terms.
This goal can be primarily achieved by either negotiating new
technology contracts or renegotiating existing technology
contracts. While some executives deem the technology review
process painful, it nevertheless remains an important part of
appropriate due diligence by the institution in a key area that is
the foundation of efficient and cost-effective operations. Unless
the financial institution enjoys annual contracts, most banks
maintain multiyear contracts with the vendors of core processing
and ancillary systems. With the opportunity to review alternative
solutions and/or address costs only every 5, 7 or 10 years, it is wise
to take advantage of the typical contract cycle to carefully review
these business-critical applications. If not now, then when?

BRYAN T. DI LELLA, SENIOR VICE PRESIDENT AT ICI
CONSULTING
SINCE 1994, ICI CONSULTING HAS BEEN A LEADING BANK
ADVISOR NATIONWIDE. ICI IS A CONSULTING FIRM THAT
SUPPORTS FINANCIAL INSTITUTIONS BY PROVIDING CORE
PROCESSING ASSESSMENTS, GAP ANALYSES, VENDOR
EVALUATIONS, CONTRACT NEGOTIATION AND CONVERSION
SERVICES. ICI CONSULTING IS WELL KNOWN FOR SAVING
CLIENTS TIME AND MONEY DURING CORE PROCESSING &
ANCILLARY SYSTEMS EVALUATIONS AND NEGOTIATIONS
WITH THE PROVIDERS OF THESE BUSINESS-CRITICAL
SOLUTIONS. HTTP://ICI-CONSULTING.COM/
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MARKET SEGMENTATION:

MEET ‘EM, GET ‘EM, ROCK & ROLL
By Michael C. Keenan, President, Keenan-Nagle Advertising, Inc.
It has long been apparent in my marketing
mind that Sam was singing to all of us
about market segmentation. Obviously.
How could it be otherwise? After all,
market segmentation is all about meeting
‘em (specific target audiences) so you can
get ‘em (sell your bank’s products/services/
brand experience.)
We all know market segmentation
is the first chapter in Advertising
Strategies 101 for all media choices,
both traditional and digital. But because
digital technologies enable so many more
ways to slice and dice today’s target
markets, they are extraordinarily essential
in enabling savvy marketing professionals
(and their employers and clients) to cash
in on the two-pronged value proposition
of digital marketing:
1. More value and less waste.
2. More accountability for each
advertising investment (ROI).

D

eep within the vaults of the Rock & Roll Hall of Fame in Cleveland — and
alive in the memory banks of every red-blooded American Boomer — lurks
one of the key secrets to success in digital marketing.

It is encrypted in three lyrical lines of the popular classic “Another Saturday Night,” a bouncy
1963 lament about a young guy who has a job and money, but no girl to enjoy his time with.
It was penned and sung by the immortal Sam Cooke, an R&B artist and early civil rights
activist so formative to the American music scene during the 1960s that he was inducted into
the inaugural class of the Rock & Roll Hall of Fame when it first opened in 1986. And that
was just one of the many ways Sam Cooke was first in class throughout his life.

THOSE THREE LINES ARE:
IF I COULD MEET ‘EM I COULD GET ‘EM
BUT AS YET I HAVEN’T MET ‘EM
THAT’S WHY I’M IN THE SHAPE I’M IN.
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Here’s a quick overview of the most
common market segmentation alchemies
that we use at Keenan-Nagle. Where
applicable, elements of each can be
formulated into a single targeting strategy
tailored to zero in on audience targets
most likely to say “tell me more” about
your offering.

DEMOGRAPHIC SEGMENTATION:
The trusty stalwart of all marketing,
demographics remains a reliable vehicle
to get you into the general neighborhood.
Target audiences are identified by any or
all of their most measurable characteristics;
the main ones include gender, age, income,
geographic residence, education, marital
status, race and household size.

BEHAVIORAL SEGMENTATION:
A more-focused breed of market
segmentation, this groups consumers based
on specific consumption patterns that they
have demonstrated in their website-visiting

history. Most behavioral targeting is based on two criteria for
each individual:
1. Past purchasing history, and
2. Website browsing history

PSYCHOGRAPHIC SEGMENTATION:
Sort of the “smarter, more sensitive sister” to demographic and
behavioral approaches, psychographics zero in on personal values,
affinities and motivations as a targeting goal. Psychographics use
social analysis tools to search follower traits for attributes, which
can then be used to create messages that appeal to their lifestyles,
priorities, attitudes and aspirations.
A good example of psychographic targeting that comes to my mind
is the recent “Love” campaign by Subaru, which tapped into the
socially responsible inclinations of this targeted audience. In effect,
using warm human feelings to sell cold steel.

a moment of wistful want, have you ever visited the Maserati
website? Or Ferrari? Or Aston-Martin? I have. (Any readers
lacking the curse of chronic auto envy can fill in your own
ridiculously impractical and totally unattainable fantasy brands
here.) And the retargeting ads have followed me with loser scorn
ever since.

THIRD PARTY DATA SEGMENTATION:
Third party data is data purchased from vendors that did not
collect the original information, but have aggregated it from a
variety of sources. It is abundant, constantly growing, increasingly
granular and powerful. When used effectively, it helps ensure that
your community bank’s ads are truly getting in front of the right
people. When using third party data, there are a lot of vendors to
choose from and a lot of data outlets they can pull from. Before
choosing any vendor or particular set of data to use, confirm their
sources. Your results will only be as good as the quality of the
information you use.

DAYPARTING:
Another timely tool, dayparting targets users that are most active
on the web at particular times of the day. Think Scrabble With
Friends from 8 p.m. to 10 p.m. Mondays and Wednesdays.

MICHAEL C. KEENAN IS THE PRESIDENT AND CEO OF
KEENAN-NAGLE ADVERTISING, INC.; BASED IN ALLENTOWN,
PA WITH A FULL-SERVICE TEAM OF 12 PROFESSIONALS,
THE KEENAN-NAGLE FIRM HAS SPECIALIZED IN
COMMUNITY BANK MARKETING FOR MORE THAN
THREE DECADES. FOR ADDITIONAL FACTS, VISIT
WWW.KEENANNAGLE.COM/BANKS OR CALL 610-797-7100.

RETARGETING:
This tool has been around since the beginning of digital
advertising and is still very effective. It serves up ad content
to a very important segment — people who have visited your
website and already shown interest in what you are offering. In
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COLONEL MUSTARD.
IN THE BOARD ROOM.
WITH THE GOLD PEN.

At Pillar+Aught, we understand the art of penning deals. Keen insight, extreme responsiveness, and deep expertise
explain how Pillar+Aught has raised the bar. Learn how we can impact your business and how we've transformed the
legal services experience.

pillaraught.com

