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A WORD FROM PACB’S CHAIR
By Lori Cestra

W

hat a year!

I would like to start off by
saying that, like most of
you, I have experienced
every emotion imaginable during 2020:
excitement, fear, sadness, frustration,
enjoyment, pride … I could go on, but I
assume you get the picture. Through it all, I
have learned plenty about myself, my friends
and family, my coworkers, our industry, and
our country. One commonality is that we all
reached new heights as far as perseverance
goes. Everyone longed for strong leadership
this past year. In this era of uncertainty, such
leadership was vital inside our individual
banks and our overall industry, and I am
proud of how the community banks and
PACB not only rose to the challenge but
truly shined.
As a leader in my organization, it is hard
not to consider daily whether or not I am
making all of the right decisions. There
is always a struggle to balance what is
best for the clients, the shareholders, and
the staff, but this year, this challenge was
heightened. Banks are essential and thus
had to try to continue with “business as
usual” while simultaneously combatting all
of the uncertainties and this roller coaster
ride of emotions. Every decision we’ve
made, whether to close a branch, have
part of the staff work from home, or work
endless hours processing PPP loans, has had
an impact on us as individuals, businesses,
and the overall economy. While this
community we’ve created has undoubtedly
faced an array of ups and downs, one
2 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

While this community we’ve created has undoubtedly faced
an array of ups and downs, one thing I can say for certain
is that I never felt alone. We all have fought through this
pandemic together as one unit and in turn, have built
strong bonds with one another throughout this year.

thing I can say for certain is that I never
felt alone. We all have fought through this
pandemic together as one unit and in turn,
have built strong bonds with one another
throughout this year.
There is a reason I have started and plan on
ending my career in community banking:
we strengthen communities by cultivating
relationships. Whether it is the relationships
with the clients, our coworkers, our
congressmen, or the other industry leaders,
the “community” of community banking
runs strong. The relationships I have made
through PACB were vital in these trying
times. PACB has proven its worth to my
organization this past year. They kept us
as an industry connected and informed
while continuing to advocate for issues that
our members value. This year will be vital
in building new relationships with a new
federal administration, and PACB is well
equipped to do so.

In conclusion, every challenge brings
change, and change provides an opportunity.
This year gave us all an opportunity to grow
as leaders and overcome adversity while
solidifying relationships. There is a light
at the end of the tunnel. I want to thank
the PACB staff for providing well-needed
guidance and the community banks for
standing strong throughout this year.
I look forward to us all getting back
together in person and can’t wait to see you
all at the PACB convention in Scottsdale,
Arizona in 2021!

LORI CESTRA CHAIR OF PACB
EXECUTIVE VICE
PRESIDENT AND CHIEF
OPERATING OFFICER,
ENTERPRISE BANK

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

LEADING CHANGE IS WHAT COMMUNITY BANKS ARE ALL ABOUT

S

eason’s Greetings!

Growing up in a communitybanking household, a big part
of our holiday calendar was reserved
for volunteering with local groups and
supporting various local causes. The
holidays always were filled with family
and a time to reflect on relationships
with friends and neighbors and about the
activities and milestones reached over the
course of the previous year.
I have a couple of reflections and a few
thoughts to share about 2020, and the
direction of our industry in the new year
to come.
I recently came across an old social media
post from early March where a community
banker posted an image of a promotional
poster for the ICBA Capital Summit, which
was to be held during the last week of April.
The image was accompanied by a comment
from a community banker who was looking
forward to attending the Capital Summit
and urging others to join him. “Let’s invade
DC and share our stories of the people,
small businesses, and communities helped
by community banks,” wrote the author of
the social media post.
A few weeks later, a second author who
recently returned from the 2020 ICBA Live
event held in Orlando, FL, wrote, “who

would’ve thought that at the conclusion of
the ICBA Live event, we all would return
to a completely different world for the
banking industry.”
It’s true, a lot changed. One thing is
clear: community bankers demonstrated
their ability to adapt and lead through
adversity. On a call last month with
state DCED Secretary Dennis Davin,
he referred to community bankers as
the nation’s economic first responders.
Within days following the pandemic
reaching America’s shores, community
banks instituted new procedures to protect
employees and associates from harm.
Customers and associates alike appreciated
these swift actions.
While the pandemic prevented us from
gathering at the Capital Summit in
Washington, DC, the virus didn’t stop
PACB or its community bank members
from shaping our national recovery.
Instead, PACB hosted dozens of virtual
meetings for community bankers with
their federal and state regulators and
elected officials.
One of the most important of these
exchanges occurred shortly following the
release of preliminary PPP guidelines by
the US Treasury and the US Small Business
Administration. Within minutes following
their release, PACB staff coordinated a

conference call for bankers with federal
officials to urge more workable loan
terms to ensure community banks would
not be expected to extend credit at rates
below funding costs. Less than 24 hours
later, Treasury Secretary Steve Mnuchin
announced that the administration “heard
community bankers loud and clear.” Rates
were raised among other changes sought by
PACB members.
While community banks worked tirelessly
to process thousands of loans during the
first weeks, PACB worked tirelessly to help
dozens of community banks gain access to
the SBA E-Tran Portal to process smallbusiness loans for their customers.
Throughout the pandemic, PACB worked
closely with federal and state regulators,
as well as our financial industry allies
to keep community bankers connected
and apprised of the latest federal and
state news. This included weekly peer
exchanges, seminars and conference calls
with the FDIC, the Federal Reserve Banks
of Cleveland and Philadelphia, the OCC,
and the state Department of Banking and
Securities. Perhaps PACB’s finest work
occurred during the first hours following
the Governor’s announced businessclosure order, where PACB staff worked
closely with state officials to ensure that
banks could remain open and conduct
CONTINUED ON PAGE 4
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financial transactions, and meet their customers’ banking needs
during this unprecedented shut down.
As we look forward to 2021, let’s take advantage of our strengths.
First, the pandemic forced us to rediscover the value of
relationships. Community bankers know their customers better
than anyone. Community bank customers certainly noticed in
2020. As did numerous other small-business owners who opened
accounts for the first time with a community bank.
Second, the pandemic forced consumers to embrace technology
faster than many would have liked. Many community banks
built new systems virtually overnight and worked hard to make
sure customers were comfortable using the new technology.
Many customers have adapted. Let’s not throw technology
away when the crisis passes. This is an exciting opportunity for
community banks to reach new customers and help to level the
playing field.

The economic case for diversity in the workforce is powerful.
PACB created a task force to examine what’s needed to
achieve more diverse leadership within community banks
and how the association can help ensure that its members are
fostering equitable hiring and advancement opportunities. Our
communities are changing every day and thousands of talented
people are looking to be community bank customers, partners
and employees.
On behalf of the professional team at PACB, I want to extend to
you and your family the warmest wishes for a healthy and safe
holiday season, and the very best in the year ahead.
Sincerely,
Kevin L. Shivers, CAE
President and CEO

Third, we must expand our circle. Diversity, equality and
inclusiveness are the top workforce issues of our time. One of
the pillars of PACB’s strategic plan is to ensure the community
banking industry can identify and attract top talent and
prepare employees to lead these institutions into the future.

LAWYERS HELPING
BANKERS SUCCEED FOR
MORE THAN 55 YEARS

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

WE CAN HELP YOU THROUGH

BANK MERGERS AND ACQUISITIONS . BANKING AND MORTGAGE REGULATION/COMPLIANCE . SECURITIES
AND CAPITAL ENHANCEMENT . SECURITIES REGULATION . STRATEGIC PLANNING . CORPORATE GOVERNANCE
BANK AUDIT COMMITTEES . RESPONSES TO GRANISHMENTS AND SUBPOENAS . LITIGATION ARBITRATION
AND MEDITATION . RESIDENTIAL AND COMMERCIAL REAL ESTATE SETTLEMENTS . HUMAN RESOURCES
AND EMPLOYEE BENEFITS . EMPLOYMENT LAW AND EXECUTIVE COMPENSATION . TRADEMARK REGISTRATION
AND PROTECTION . ERISA MATTERS . LOAN WORKOUTS . GENERAL BANKING MATTERS .

Counsel to and Supporter of PACB since 1977
1-888-794-5542

www.shumakerwilliams.com
PENNSYLVANIA . NEW JERSEY . MARYLAND . NEW YORK . DISTRICT OF COLUMBIA
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•
•

Is your work environment welcoming to all?
Are employees provided with regular and safe opportunities to share
their views?

If the answer to any of these questions is “no,”
you have work to do to ensure that your bank
is one that is equitable, inclusive, welcoming,
and supportive for employees regardless of race,
gender, religion, sexuality, disability, or age.

UNINTENDED BIAS

2. Look at training and development
programs and ensure that you have a
meaningful and effective program in
place that focuses on recognizing bias
and understanding its impact on others.
3.

By Chester Mosteller and Karen DiGioia

F

rom birth, most of us are taught to
be fair, to be kind, and to be compassionate. We must learn these things
because, as newborns, we have only a
sense of self. Our own wants and needs are our
only concern. I’m hungry, feed me. I’m cranky,
comfort me. I’m tired, put me to bed.
As we grow, most of us also learn that we
are not the center of the universe. We learn
to be kind, to share, and to care about the
needs of others.
But that’s not all that we learn.
In those early years, we see things in a
simple way. We have little perception of
differences—skin color, age, race, culture,
and gender. Recognizing and caring about
these differences, developing prejudices and
bias, just like fairness and compassion, are
things that we learn as we grow up.
Our workplaces are filled with people –
people who have learned to care about others
but who also have deep-rooted learnings,
biases, and sometimes even fears about differences. While these biases help our brains
sort through an overwhelming amount of information each day, without our awareness,
they can impact our actions and decisions
and prevent us from creating a workplace
that is diverse, respectful, and fully engaged.
As an employer, you have a responsibility to
your employees and all stakeholders — customers, vendors, and our communities — to
ensure fair, equitable, consistent, and compassionate treatment for all. But, unless you
take intentional action, those early learnings
will get in the way of your organization’s

ability to create an inclusive and equitable
work environment. They will also limit your
ability to attract, hire, promote, motivate,
and support the very best employees.
If you’re like me, you’re thinking: “We are
an equal opportunity employer. We don’t
discriminate against anyone.” It is important
to recognize that “not discriminating” is not
synonymous with actively ensuring equitable
practices and an inclusive culture. Rare is the
organization that intends to pay men more
than women, promote whites more frequently than non-whites, or makes their LGBTQ
employees feel uncomfortable or unwelcome.
However, these unintended outcomes are
often reality because, without our awareness,
biases impact actions.
So, what can we do? We must actively
work to ensure the compassionate and
equitable treatment of employees, with a
particular focus on those who are most often marginalized: women, people of color,
LGBTQ individuals, older workers, and
those with disabilities.
While this is truly a matter of company culture and should be addressed in a holistic
manner, several key “first steps” can have a
significant impact.
1.

Take an honest look at your workforce
and search for signs of the impact of bias.
• Does the diversity of your workforce reflect the diversity of your
community?
• Does your leadership team look like
the rest of the bank?
• Do employees associate with other
employees who aren’t “like them”?

•
•
•
•

•
•

Conduct a comprehensive review of
employment and compensation practices for fairness and equity.
Do pay and employment practices
favor those in the “majority?”
Are hiring practices bringing you
diverse applicants?
Do you have a bias-neutral resume
screening process?
Do managers have appropriate
training regarding the interview and
hiring process to ensure the elimination of bias?
Are pay decisions made in a manner
that ensures equity?
Do employee pay rates reflect a fair
administration of compensation
across the bank?

Yes, 2020 has been a challenging year. Dealing
with COVID-19 while still delivering on strategic objectives has many leaders burned out.
But that is no excuse. There are no tomorrows
or back-burners for the issues of diversity,
inclusion, fairness, and equity. Organizations
that fail to respond will see an impact on their
ability to recruit and retain, on organizational
performance, and on their brand and perception in the marketplace. Don’t underestimate
the importance of taking positive action. Your
stakeholders — employees, customers, communities, and vendors—are all depending on
you to take appropriate action. The result will
be a true win-win-win for all.
CHESTER MOSTELLER IS THE FOUNDER AND PRESIDENT OF
MOSTELLER & ASSOCIATES.
KAREN DIGIOIA JOINED MOSTELLER & ASSOCIATES IN
2005. SHE SPECIALIZES IN COMPENSATION AND DESIGN
AND BENCHMARKING ORGANIZATIONAL DEVELOPMENT.
FIND OUT MORE: MOSTELLERHR.COM 610-779-3870
MOSTELLER & ASSOCIATES, PACB ASSOCIATE MEMBER
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OPENING THE DOOR TO OPPORTUNITY FOR ALL:

DIVERSITY AND INCLUSION IN THE BANKING INDUSTRY
By Diane M. Sweeney

O

ver the last century, the
necessity of diversity and
inclusion has woven its way
into our national dialogue,
our laws, and our workplaces. Beginning
with the first equal employment legislation
introduced in Congress in 1943 and
President Truman’s desegregation of the
armed forces in 1948, the conversation
has evolved as collectively we begin to
understand what diversity and inclusion
truly mean.

involved, and supported — a workplace where unique needs and perspectives are
discussed, welcomed, and recognized.
DIVERSITY IN THE FINANCIAL SERVICES INDUSTRY
The graphs below from the February 2020 U.S. House Committee on Financial Services
report “Diversity and Inclusion: Holding America’s Large Banks Accountable,” a study
of diversity in the top 44 largest banks in the nation, represents the workforce by race
and ethnicity.
Figure 1. Comparison of Banks’ Workforce Versus U.S. Employed Workforce by Race
and Ethnicity 2018

During the social and political changes
of the 1960s, affirmative action and civil
rights laws were enacted making it illegal to
practice discriminatory hiring. Groups were
established and meetings were facilitated to
help create understanding between different
individuals and groups.
The ‘Diversity Industry’ was born after
the release of then Secretary of Labor,
William Brock’s commissioned study of
economic and demographic trends that
became the renowned book, “Workforce
2000 – Work and Workers in the 21st
century.” The study showed that the
workforce was changing. For companies to
remain competitive and successful, changes
needed to be made not only in hiring but
in the flexibility of schedules, dress codes,
benefits, and career paths.
Twenty years later, we know that diversity
and inclusion are so much more than
policies, programs, and headcounts. A
diverse and inclusive workplace is one
where everyone feels equally respected,
6 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

Committee staff analysis revealed that although the workforce diversity demographics of the
nation’s largest banks appear to align with the composition of the U.S. labor force, bank
workforce diversity is more visible in entry-level rather than executive and senior-level positions.
A McKinsey report published in September 2020, confirms, “At the entry-level of U.S.
financial services firms, the proportion of people of color is in line with their representation
in society—around 40%. However, this share falls steadily along the corporate pipeline
until, by the C-suite, it has dropped by 75%.”
The McKinsey report continues, “A black person is 1.4 times more likely than a white
person to leave a financial services firm at entry-level. This has a disproportionate impact

•
•
•
•
•
•
•
•

on overall representation. A loss of 10% among a cohort of 2,000
people of color at entry-level makes a much bigger dent in total
numbers than does a 10% drop among a cohort of 200 senior
managers. At the vice president level, attrition rates flatten out
and are similar to those of white employees, except among Asian
employees, where attrition remains consistently higher.”
Equal Employment Opportunity Commission data reveals
that in the financial services industry, only 13.6% of minorities
hold senior official positions in the United States. In the state
of Pennsylvania, approximately 8% of minorities are part of the
senior team.
While much of the data is focused on race and gender, diversity
and inclusion discussion must also consider ethnic, cultural, and
socioeconomic backgrounds and lifestyles.
“At the heart of the matter, is equity,” shares Charlie Crawford,
chairperson and Hyperion Bank CEO in Philadelphia. “We need to
recognize that not everyone starts at the same place. To understand
what we need to do and implement, first we need to listen. We
need to keep adapting to make sure we are not only represented by
everyone but that each of those people has the same opportunities.”
BENEFITS OF A DIVERSE AND INCLUSIVE CULTURE
What does this mean for Pennsylvania’s community banks?
What needs to be done to create a successful, diverse, and inclusive
environment in the industry?
Studies have shown:
•
•

•

Diverse management teams in all types of companies result
in 19% higher revenues and 5.4% greater retention rates.
(Boston Consulting Group, 2018)
By breaking up workplace homogeneity, employees become
more aware of their own potential biases — entrenched ways
of thinking that can otherwise blind them to key information
and even lead to errors in decision-making processes.
(Harvard Business Review, 2016)
Racial diversity stimulates curiosity, and gender balance
facilitates conversational turn-taking. (Deloitte, 2018)

A survey of 300 HR executives conducted by Professor Roberson
at Cornell University found that best practices of diversity and
inclusion involve:
•
•

teamwork and collaboration
a focus on innovation and creativity
organizational flexibility, responsiveness and agility
conflict resolution processes that are collaborative
evidence of leadership’s commitment to diversity (e.g.,
appointing a Chief Diversity / Equality Officer)
representation of diversity at all levels of the organization
representation of diversity among internal and external
stakeholders
diversity education and training

Interesting to note is how practices such as a focus on innovation
and creativity – not directly related to diversity – are cited as being
a best practice for inclusion.
Ray Chung, Chief Culture Officer at LINKBANK based in
Camp Hill, believes considering others as equals does bring better
communication and innovation. “Talent and potential are equal
in many cases, opportunity is not,” says Chung. “Knowing other’s
strengths and working with them according to those strengths is
important. No one should be treated as ‘less than.’ When we treat
and value people as they are, the unconscious bias is diminished,
and avenues for growth and success are opened.”
PACB has established a Diversity and Inclusion Task Force to
elevate the discussion of this topic and to provide pertinent and
current information and data to our members.
PACB Chairwoman and EVP/COO at Enterprise Bank, Lori Cestra,
believes more inclusion in the banking industry can be developed.
“One of my desires would be to educate, the high school/college
level, about the vast majority of job opportunities in the banking
industry. If more young adults were informed about their options,
a wider variety of people would enter this business. We then have
a responsibility to mentor and provide positive experiences, so they
choose long term careers in the banking industry.”
The number of African American, Black, Latino, Asian, and
other marginalized groups a company employs is data, but the
experience they have at an organization is at the crux of the issue.
It is the culture that fosters inclusion, acceptance, and trust among
employees of all races, genders, lifestyles, and backgrounds that
will have the most success.
Opening up your organization to underrepresented groups, having
conversations to gain trust, and recognizing the strengths in one
another will help grow your institution. In turn, it will help us as a
community to engender a greater sense of inclusion.

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

fair treatment
equal access to opportunity
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THE IMPORTANCE OF DIVERSITY
IN FINANCIAL SERVICES
By Andrew P. Russell, MAJ (Ret.) President, Sound Payments Inc. and
Brian Rhonemus, CEO of Sanford Rose Associates Rhonemus Group

W

ith the recent chain of events across the country,
there is aa lot of talk about racial tension, the
economy and immigration. We have work
to do in each of these areas, and we can’t
afford to rely on political leaders to do the job for us — we all
play a role. All three issues touch our industry, so we have to push
forward to do our part in solving them.
The definition of diversity, according to Merriam-Webster,
is “the state of having people who are different races or who
have different cultures in a group or organization.”
The lack of diversity has been a challenge for the banking
industry. Attend an event or spend a few minutes considering
this matter in the industry, and you, too, will find that the industry
could benefit from additional diversity. Terry Gore, a correspondent
banker covering the Midwest, said it very clearly: “I have been in
banking since 2001, attending conferences across the country, and I
have not seen any other African Americans at these events or in senior
leadership roles.” That matches what we’ve seen, too.
Diversity is about learning from others who are not the same. It is
about dignity and respect for all. It is critical to create workplace
environments and practices that encourage learning from others
and help capture the advantage of diverse perspectives.
Corporate and organizational commitment to diversity is an
important business initiative and contributor to increased employee
engagement. By building a diverse workforce, you can better
serve diverse customers and communities, helping you grow the
company and create shareholder value.
Diversity is the key to your company’s sustainable future growth
and must be part of your company’s core values. As a leader, it is
imperative to value your employees’ diverse backgrounds, experience
and knowledge. They can provide perspective and develop innovative
solutions to drive the growth and success of your company.
Strive to offer a workplace reflective of your commitment to the
broad cultural, ethnic and lifestyle diversity of the markets where
your team members live, work and serve.
Why focus on diversity? Creating a stronger diversity culture will:
• Improve effectiveness in working with customers,
communities and peers.
• Encourage different viewpoints.
8 | HOMETOWN BANKER | HOMETOWNBANKER.ORG

Working together to foster innovation and increased employee
engagement will help you sustain growth in our current economic
and competitive environment.
Fostering an inclusive work environment will:
• Allow others to recognize our differences’ critical value and
our individual and collective strengths and skills.
• Leverage the broad cultural, ethnic and lifestyle diversity of
employees against an increasingly more diverse marketplace.
• Create better-engaged employees who can assess issues,
provide perspectives and develop innovative solutions.
Enhanced reputation as an employer and service provider will:
• Allow customers to see the commitment to diversity in
actions as well as words.
• Harness the energy of diversity and put it to work.
• Create diversity efforts that will continue to strengthen the
connection between values and business strategy.
• Reflect a commitment to employees by building a workplace that
respects the multitude of differences they bring to the workplace.

Each organization should focus on increasing diversity when
developing and retaining talent.

Diversity is about learning from others who are not
the same. It is about dignity and respect for all. It
is critical to create workplace environments and
practices that encourage learning from others and
help capture the advantage of diverse perspectives.

DEVELOPING TALENT
To ensure that diversity is considered when developing talent:
• List key positions. Which positions could best be created or
filled with more inclusive choices?
• Create a Strategic People Plan. How will the organization
implement changes in hiring decisions and promotions?
RETAINING TALENT
There should be an exit interview to identify problems and
unconscious bias anytime an employee resigns voluntarily. If
done correctly, questions asked during the exit interview can
identify areas of concern that cross both gender and race. Use
the information to determine possible corrective measures. That
process leverages weakness (bias) into strength.
•
•

Have a line of business leaders who conduct the exit interview
for the top three pay-grades. They should pay special attention
to interviews with women and people of color.
HR may conduct an exit interview for all other pay-grades.

EACH EXIT INTERVIEW HAS THE FOLLOWING GOALS:
• To discover the root cause of turnover
• To gain knowledge about pay, incentives, opportunities,
management, workplace practices, relationship with
supervisor, relationship with peers and workplace
environment
Conducting and learning from exit interviews will develop
employee awareness beyond political correctness and truly
make diversity a core value within the company’s framework.
To maximize the benefit from the exit interviews, create a
multicultural program and training that does the following:
•
•
•

Respond to the changing demographics in all communities
and customer base.

Companies that want to build a diversity strategy should consider
creating and sponsoring Employee Resource Groups (ERGs) to provide
input on recruitment that focuses on hiring a more diverse talent pool.
One approach would be to assign each ERG a recruiting point of contact
who could be a liaison between the ERG and diverse, underrepresented
groups within the company during the referral process.
The recruiting point of contact would attend monthly ERG
meetings and develop relationships.
Companies should also consider creating an Office of Diversity and
Inclusion with a chief diversity officer and a diversity liaison. Their
responsibilities would include:
• Creating individual development plans. They could work
with employees to develop these.
• Writing a succession plan. What career options are available
within the company? Is it possible to rise to the very top?

Deliver facilitated coaching sessions for all senior managers.
Sustainable change must start with the top of the house!
Deliver diversity awareness training and coaching to all
other managers, followed by all other employees.

CONCLUSION
Diversity should be a top priority, but success will only be achieved
if we inspire people to operate in an environment based on mutual
trust, respect, openness, candor, empowerment, teamwork,
innovation, risk-taking and integrity.
Please encourage and value diversity. We can begin by banding
together and talking collectively about diversity as banks,
associations, and partners to the banking industry.

ANDREW P. RUSSELL IS PRESIDENT OF SOUND PAYMENTS INC.
(HTTPS://WWW.SOUNDPAYMENTS.COM)
BRIAN RHONEMUS IS THE CEO OF SANFORD ROSE ASSOCIATES® – RHONEMUS GROUP.
SOUNDPAYMENTS.COM (844) 319-5635
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HOMETOWN CHAMPIONS:
ERIC GOLDEN
VP & CFO

PACB: HOW DID YOU GET INTO
COMMUNITY BANKING?

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, while 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 issue 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 Hometown Champions from
Iron Workers Bank, located in Delaware County.
Iron Workers Bank understands the importance of
loyalty in maintaining local business and local clients.
Founded in 1879 in Chester, PA, Iron Workers Bank
was the original peoples' bank. Named after the local
artisans' that built the ironclad ships in the local
shipyard, the name is derived from the people it served
in the early days, where principles of frugality, hard
work, and dedication were essential community values.
Iron Workers Bank still holds these values today. They
continue to strive to compete with banks in their area,
to provide its customers with the best rates, the best
service and the best products in Delaware County.
We are proud to introduce you to Iron Worker Bank's
Hometown Champions.
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ERIC: I’ve had an interest in finance and economics
since college, so banking was never that far of a
stretch from where I started. After college I was in
public accounting before banking, but early on I
had the opportunity to work on the audits of several
banking clients. A few years later, I switched over
from the audit side of banking to working for a
community bank when one of those clients decided they wanted to hire me as their
controller. Sixteen years later I’m still working for a community bank.

Eric Golden

PACB: WHAT IS THE MOST REWARDING ASPECT OF WORKING IN
COMMUNITY BANKING?
ERIC: The most rewarding part of working for a community bank is the
connection to the people and communities we serve. At a community bank you
have a chance to really make a difference in the lives of customers and to impact
the future of the entire community. Every day I drive by businesses and schools
that I know we’ve helped.
PACB: PEOPLE ALWAYS WANT A DEFINITION OF “COMMUNITY BANK.”
WHAT’S YOURS?
ERIC: A community bank is a bank that is part of the community from top to
bottom. In a large bank your branch people may know the community and the
customers, but the board and the president can be as far away as another state. In
a real community bank the president, senior management, and the board are part
of the community too. We all know the community and the customers, and the
bank’s mission is driven by that connection.
PACB: TELL US SOMETHING ABOUT YOURSELF THAT MOST PEOPLE
DON’T KNOW.
ERIC: I’m a certified scuba diver.
PACB: WHAT IS THE FIFTH PICTURE IN YOUR CAMERA ROLL ON YOUR
PHONE, AND CAN YOU PLEASE SHARE THE STORY BEHIND IT?
ERIC: The fifth picture in my
camera roll is of sunset over
the bay at Assateague Beach,
Virginia. We took a day trip
to the beach there when seeing
some family in the area. Since
we cancelled some other trips
this summer it was one of the
few times this year that my kids
could enjoy being someplace fun,
and we always stay at the beach
late enough for my wife and I to
watch the sunset together.

TIM D'IGNAZIO

VP, COMMERCIAL LENDING,
IRON WORKERS BANK
PACB: HOW DID YOU GET INTO
COMMUNITY BANKING?
TIM: It’s a little roundabout.
Out of business school at Duke
University, I was hired by The
Irving Trust Company in NYC.
I went through their training
program and was assigned to their
Empire State Building Mid-Town office, which served many businesses on Seventh Avenue in the Garment District of NYC. We
also served small-and medium-sized family businesses of all kinds
in the NYC five-borough region. I got a great deal of exposure
and experience dealing with different businesses and personalities
with various management and leadership styles. It was challenging and rewarding to learn how to best serve them from a cash
management and credit facility standpoint. Following my NYC
experiences, my wife and I moved back to PA to be closer to our
families and I worked in commercial lending for Continental
Bank in Philadelphia. Here again, Continental Bank had many
smaller, local businesses and entrepreneurs as customers and I
continued working with the individuals and management teams
driving these businesses. I wanted to make a go at working in my
family’s restaurant and banquet business and eventually joined it
and worked there in several different capacities, from the banquet
prep kitchen, to the pantry, to bartending to running the office,
to management. I have learned that one tends to wear a lot of
hats in small businesses. One day, a well-known acquaintance,
John Whitig, President of Iron Workers Bank, approached me
and asked me for some help in his commercial loan department,
and that’s how I got to Iron Workers Bank 10 years ago. Iron
Workers Bank is the quintessential community bank. I find it
very rewarding and satisfying to develop long-term relationships
with the local businesses and entrepreneurs of Delaware and
Chester counties.

Tim D'Ignazio

alive by offering great products
and service to everyone who
calls and does business with us.
We all live nearby and support
the schools, churches, charitable
organizations, and businesses in
the geographic areas around our
branch locations in Aston, Media,
and Chadds Ford.
PACB: TELL US SOMETHING
ABOUT YOURSELF THAT MOST
PEOPLE DON’T KNOW.
TIM: I am an avid naturalist, and I
love to study birds, trees and explore
different natural ecosystems.
PACB: WHAT IS THE FIFTH PICTURE IN YOUR CAMERA
ROLL ON YOUR PHONE, AND CAN YOU PLEASE SHARE THE
STORY BEHIND IT?
TIM: The picture is of two rescue dogs (Angus — puggle mix, Ula
— Pit Bull mystery mix) we “rescued” from an uncertain fate. My
wife and I have taken them in and cared for them in every way.
They have greatly enriched our lives.

PACB: WHAT IS THE MOST REWARDING ASPECT OF
WORKING IN COMMUNITY BANKING?
TIM: Iron Workers Bank is well managed and has an excellent
reputation in the community. From my experiences in NYC,
at Continental Bank, and my family’s landmark restaurant and
banquet business, I have the business skills and community
awareness and presence to provide real value to a wide variety of
local businesses. I genuinely enjoy meeting and getting to know
the individuals I have the opportunity to serve, and I am always
curious to learn how their businesses tick.
PACB: PEOPLE ALWAYS WANT A DEFINITION OF
“COMMUNITY BANK.” WHAT’S YOURS?
TIM: Iron Workers Bank was formed by the community of
shipbuilders, steelworkers and tradesmen looking for someplace to
bank and get a loan to buy a house in Chester, PA and Delaware
County. For 140 years, Iron Workers Bank has kept that spirit
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REAL
RESULTS FOR YOU
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COMPLI

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

BUSINE

GETTING TO KNOW JORDAN GRANT

PACB’S NEW DIRECTOR OF GOVERNMENT RELATIONS
By Jordan Grant

I

nspired in my early teens by the life of
former President George H. W. Bush,
I knew early on that public service and
involvement in the governing process
would play a large role in my career choice.
I graduated with a Political Science degree
from Drake University in Des Moines, Iowa,
in 2013. Shortly after graduation, I moved
to Pennsylvania and began working in the
Pennsylvania General Assembly.
I was initially hired to work as a Legislative
Aide; however, I was quickly promoted to
Legislative Director for State Representative
Seth Grove. As a Legislative Director, it

was my responsibility to research and draft
public policy solutions while advocating for
their passage into law.

forward to working with each of you to advance the priorities of community bankers
throughout the commonwealth.

During my seven years working for
Representative Grove, I played a key part in
the passage of several pieces of legislation. In
the most recent legislative session, four different bills that I drafted became law. The most
notable of these is Act 1 and Act 77 of 2020.

Building off our successes during the 20192020 legislative session, the association
will work to foster greater opportunities to
forge strong working partnerships between
our members and their elected officials.
Additionally, we will continue working
to pass critical legislation to protect the
Banking Fund from being raided by the Wolf
Administration and the General Assembly.

Act 1 of 2020, also known as the Buyer
Beware Act, addressed the problem of
Human Trafficking, which, simply put,
is modern-day slavery. Act 1 significantly
increased criminal penalties for individuals
caught trafficking another human or patronizing a victim of trafficking. This included
doubling prison time and increasing fines
from $500 to between $25,000 to $100,000.
Act 77 of 2020 was enacted into law when
Governor Wolf backed off his veto threat
and let Act 77 lapse into law after being
unanimously passed by the legislature.
Governor Wolf’s opposition to the bill was
due to the fact it would require the administration to release, upon request, all of the
data and models used for the decisions made
during the COVID-19 disaster declaration.
It is this approach of obtaining results that
I am excited to bring to PACB, and I look

At the same time, we are committed to
strengthening FirstPAC because of the
important role it plays in PACB’s advocacy
efforts throughout 2021. FirstPAC is the
only political action committee that serves
to promote the interest of the community
banks and helps to foster important legislative partnerships to ensure the industry remains independent, prosperous, and strong.
I look forward to meeting each of you in
person after the pandemic subsides, and I am
excited at the opportunity to join an incredible
team and work on behalf of our members, who
are the economic backbone of their communities. In the meantime, I encourage you to
reach out either by email at Jordan@pacb.org
or by phone at 717-231-7447 if you have any
regulatory or legislative concerns.
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ON THE MOVE
MID PENN BANK CONTRIBUTES
$75,000 FOR BREAST CANCER
RESEARCH AND PATIENT SUPPORT

Mid Penn Bank President & CEO, Rory G. Ritrievi (left) and PA Breast Cancer Coalition President &
Founder Pat Halpin-Murphy met on the east side of the PA State Capitol for a presentation of Mid
Penn Bank’s $75,000 contribution to PBCC’s efforts in the ongoing fight against breast cancer.

M

id Penn Bank announced it has contributed $75,000 to the Pennsylvania
Breast Cancer Coalition (PBCC). PBCC is a statewide nonprofit designed
to extend public awareness of breast cancer and encourage increased
public and private funding for research, legislative advocacy, high-quality
screening, diagnosis and treatment.
“Over 40,000 women lose their battle with breast cancer each year in the United
States,” said Mid Penn Bank President and CEO Rory G. Ritrievi. “On behalf of those
unfortunate mothers, sisters, friends and daughters, we are proud to raise money to
hopefully someday stop this horrible disease, so our daughters do not have to.”
“The PA Breast Cancer Coalition is extraordinarily grateful for the ongoing support of
Mid Penn Bank and amazed beyond words at this incredible donation,” said Pat HalpinMurphy, President & Founder, PA Breast Cancer Coalition. “Thank you, Rory and Mid
Penn Bank, for believing in our mission, thank you for supporting survivors and families
across PA and thank you for making a HUGE impact in the fight against breast cancer!”
In previous years, Mid Penn Bank has held its Celebrity Golf Tournament for Charity to
raise funds to support breast cancer research and patient support. This year, the event did
not occur in its normal form due to guidelines and recommendations for social gatherings
amid the COVID-19 pandemic.
“Through the generosity of our celebrity friends and wonderful sponsors, we have made
another meaningful dent in our goal of raising $1 million for breast cancer charities,”
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said Ritrievi. Since 2016, Mid Penn Bank
has raised $450,000 for breast cancer,
contributing to PBCC, the American
Cancer Society and the Breast Cancer
Research Foundation.
Mid Penn Bank is strongly committed to
supporting charitable organizations through
various means, including corporate donations,
employee volunteerism and fundraising.
An independent community bank since
1868, Mid Penn regularly contributes to
causes including health and human services,
community improvement and education.
ABOUT MID PENN BANCORP, INC.
Mid Penn Bancorp Inc. (NASDAQ: MPB),
headquartered in Millersburg, Pennsylvania, has
been serving the community since 1868. Mid
Penn has 39 retail locations in Pennsylvania and
total assets of more than $2 billion. Its footprint
includes Berks, Bucks, Chester, Cumberland,
Dauphin, Fayette, Lancaster, Luzerne,
Montgomery, Northumberland, Schuylkill
and Westmoreland counties. The bank offers a
comprehensive portfolio of products and services
to meet the banking needs of the communities
it serves. To learn more about Mid Penn Bank,
visit www.midpennbank.com.
ABOUT PA BREAST CANCER COALITION
The PA Breast Cancer Coalition is a 501(c)3
organization that represents, supports
and serves breast cancer survivors and
their families in Pennsylvania through
educational programming, legislative
advocacy and breast cancer research
grants. The PBCC is a statewide nonprofit
organization dedicated to finding a cure now
… so our daughters don’t have to. For more
information, please call 800-377-8828 or
visit www.PABreastCancer.org.

PEOPLESBANK NAMES ERNIE S. IRWIN,
CFP®, CSRIC™ VP, WEALTH MANAGEMENT
PORTFOLIO MANAGER

P

eoplesBank,
A Codorus
Valley Company, is pleased to
announce that Ernie S. Irwin, CFP®, CSRIC™, has
joined the company as vice
president and portfolio
manager for PeoplesBank
Wealth Management. Mr.
Irwin has over 13 years
of financial planning and
investment experience and
will be primarily based out
of Camp Hill.

Ernie is a graduate of Liberty University with a Bachelor of Science
degree in Business Administration and Financial Planning. He also

obtained his Banking, Finance and Bank Marketing diplomas from
the American Institute of Banking. He is a certified financial planner
(CFP®) and a Chartered SRI counselor (CSRIC™).
Most recently, Ernie was employed by Wheatland Advisors as a
Portfolio Manager and Investment Strategist. Previously, he was
employed by PNC Wealth Management as an Investment Advisor and
served as a corporate subject matter expert on environmental, social
and governance (ESG) issues.
With assets in excess of $2 billion, PeoplesBank, A Codorus Valley
Company, is a wholly-owned subsidiary of Codorus Valley Bancorp,
Inc., the largest independent financial institution headquartered
in York County, Pennsylvania. PeoplesBank offers a full range of
consumer, business, wealth management, and mortgage services at
financial centers located in communities throughout South Central
Pennsylvania and Central Maryland.
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PACB HOSTS ITS FALL
2020 GOLF OUTING

ON THE FAMED EAST COURSE
OF HERSHEY COUNTRY CLUB

WE EXTEND OUR GRATITUDE
TO THE FOLLOWING
SPONSORS OF OUR FALL
2020 GOLF OUTING,
WITHOUT WHOSE GREAT
SUPPORT OUR EVENT
WOULD NOT HAVE BEEN AN
OUTSTANDING SUCCESS!
OUR MAIN SPONSORS:

ON FRIDAY, OCTOBER 16, THE PENNSYLVANIA
ASSOCIATION OF COMMUNITY BANKERS HOSTED ITS
FALL 2020 GOLF OUTING ON THE FAMED EAST COURSE
AT HERSHEY COUNTRY CLUB.

P

ACB’s October golf outing provided community bankers, and PACB Associate
members an opportunity to connect and enjoy golf and the fellowship shared
between colleagues and friends. As rain ended and the skies cleared, PACB
welcomed nearly 50 players who competed for team and individual prizes on
the beautiful Hershey CC East Course. The day concluded with a luncheon and prizes
presented by PACB’s CEO, Kevin Shivers.

— EVENT SPONSOR

— SKILLS PRIZES SPONSOR

Winners at the event included:

— CART SPONSOR

— BEVERAGE CART SPONSOR

— LUNCH SPONSOR

First Place Team — Edwin Wenner and Bob Brewington (First Columbia Bank & Trust Co.) is shown with
Kevin Shivers, president and CEO of PACB and Kody Sitch and Troy Peters (Jonestown Bank & Trust Co).
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— DRIVING RANGE SPONSOR

TEE & GREEN SPONSORS INCLUDED:
BYBEL RUTLEDGE LLP

NEWGROUND

F&M TRUST CO.

PILLAR + AUGHT

JIM THORPE
NEIGHBORHOOD BANK

PW CAMPBELL

LUSE GORMAN, PC

WOODLANDS BANK

SKILL PRIZE HOLE WINNERS INCLUDED:

At left, Keith Clark of Shumaker Williams PC, skills
prize sponsor, is shown with Kevin Shivers, president
and CEO of PACB, with shortest drive winner Glenn
Grau of PW Campbell

CLOSEST TO THE PIN ON #13 —
KENT KRUDYS (LUSE GORMAN, PC)

LONGEST DRIVE ON #6 —
BOB BREWINGTON (FIRST COLUMBIA BANK)
SHORTEST DRIVE ON #3 —
GLENN GRAU (PW CAMPBELL)
Kevin Shivers of PACB left, is shown with Lori Cestra
of Enterprise Bank, PACB's 2020-2021 Chair (at right),
presenting Jon Conklin the outgoing Board chairman,
with a plaque recognizing his past service to the Board
of Directors.

Second Place Team — Tom Kenvin and Linda Roehner (Hatboro Federal Savings) and Larry Spaccasi
(Luse Gorman, PC) and Joe Svetik (Jim Thorpe Neighborhood Bank) and Kevin Shivers of PACB.

Chuck Leyh, Enterprise Bank, left, with PACB’s Kevin Shivers and Lori Cestra,
Enterprise Bank, Chair for PACB’s board of directors.

Skills prize sponsor Keith Clark of Shumaker Williams
PC at left, and Kevin Shivers of PACB, right, are shown
with longest drive winner Bob Brewington of First
Columbia Bank & Trust Co.
HOMETOWN BANKER | HOMETOWNBANKER.ORG | 17

HOW TO GET NON-INTEREST INC
By Kasasa

TODAY’S RATE ENVIRONMENT IS
COMPRESSING NET INTEREST
MARGIN FOR COMMUNITY
FINANCIAL INSTITUTIONS. SO
GENERATING NON-INTEREST
INCOME IS MORE IMPORTANT
THAN EVER. BUT NOT JUST ANY
NON-INTEREST INCOME. DONE
RIGHT, THE REVENUE YOU DRIVE
CAN ADD VALUE TO CONSUMERS’
LIVES AND DEEPEN YOUR
RELATIONSHIPS WITH THEM.
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just how much. (See bottom of previous
page for results from a 2019 Kasasa
Consumer Study.)

payment services, it’s important to have
other sources of non-interest income that
your institution can rely on.

There’s also a concern for many community
financial institutions around remaining
competitive while charging fees. An
increasing number of institutions (onlineonly and traditional) are offering fee-free
checking accounts with no minimum balance
requirements. If your checking account comes
with a $5 monthly maintenance fee and the
other guy’s is free, it’s a no-brainer which
account consumers will choose.

VALUE-ADDED PRODUCTS DRIVE

There are some exceptions we’ve found to
consumers’ anti-fee attitudes. One is what
we call “consumer choice fees.” People tend
to feel better about fees that they feel they
have a choice in paying, i.e., fees that are
charged when they don’t perform a certain
activity — such as using their debit card or
opting into e-statements.
Another exception is offering more
value in exchange for the fee. A regular
checking account with a $5 fee doesn’t
offer much value in a consumer’s eyes
when they can get the same account for
free somewhere else. A checking account
that offers additional benefits, such
as a free safe deposit box or discounts
on other banking services, feels like
it’s “worth” $5, rather than like an
arbitrary way to squeeze money out of
the consumer.

OME NOW
NICKEL-AND-DIMING CONSUMERS IS
COUNTER-PRODUCTIVE.
According to the FDIC, the most common
drivers of non-interest income are:
1. Fee accounts and maintenance fees
2. ATM fees
3. Service charges and origination fees
4. Cross-sell of other products
With the top three drivers being fee-based,
it begs the question: how can fees be
the holy grail of non-interest income if
consumers hate them?
We all know that consumers despise fees.
At Kasasa, we perform yearly studies to see

If you’re charging fees that your
competitors don’t without adding extra
value, it’s only a matter of time before
your account holders take their dollars to
greener pastures.
YOU CAN’T RELY ON INTERCHANGE
FEES ALONE.
Last year, we talked about three ways you
can boost consumer-friendly non-interest
income, with number one being cashback
checking that encourages debit card use
and drives interchange fees.
Interchange fees are still an important
component of generating revenue for
community financial institutions. And the
stickiness created by repeated debit card
use is a great way to reduce account holder
attrition. But with federal regulations and
threats from fintechs and retailers like
Amazon and Walmart opening their own

NON-INTEREST INCOME — WITHOUT
DRIVING AWAY CONSUMERS.
Let’s go back to the FDIC’s list of common
drivers. Coming in fourth is the cross-sell
of other products. This not only adds the
value that consumers are seeking in their
relationships with their financial institutions,
but it also allows you to increase productsper-household and stake a stronger claim in a
consumer’s share of wallet.
Consumers need a lot more than checking,
savings and loans. Think about all the
products that could round out someone’s
experience with your institution:
investment services, vehicle warranties,
GAP insurance, debt protection, device
protection, identity fraud protection,
life and health insurance and discount
programs, just to name a few.
Adding any one of these offerings to your
product lineup would generate noninterest income for your institution while
deepening your consumer relationships.
If your front line sells them, that is.
Many financial institutions see front
line training as an obstacle to selling
new products or cross-selling in general.
The trick is to create a culture of
consumer-centric selling that’s based
on relationships. Once your front line
can get over this hump, they’ll be well
on their way to generating non-interest
income for your institution. But creating
that culture is easier said than done, and
it helps to have digital programs that can
automate or facilitate the selling process.
As the Fed rate continues to remain at zero
and margin compression increases for many
institutions, generating non-interest income
is going to be your best bet for weathering
the storm. Value-added products will not
only generate revenue for your institution;
they will increase product density and
attract and deepen relationships with
consumers — setting you up for success
now and well into the future.
FIND OUT MORE: WWW.KASASA.COM
(877) 342-2557
KASASA IS AN ASSOCIATE MEMBER OF PACB
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THINGS YOU NEVER
THOUGHT YOU’D SAY:
COVID-19 HAS CREATED A LOT OF
FIRST-EVER CONVERSATIONS.
By Jim Reber, President & CEO of ICBA Securities

I

t may be a gross oversimplification to say this, but in many ways,
community banks deal with their favorite broker the same way
you deal with your dry cleaner. For one thing, there’s repeat
business; we’re not a durable goods vendor that you visit every
three years. For another, fixed-income brokers sell a set of relatively
fungible products. For another, since there are plenty of us out there,
we’re obliged to stay pretty much on-market with our prices.
Over time, a business relationship develops, much of which is a matter of
convenience for the busy portfolio manager. And out of this relationship
comes dialogue. In 2020, the dialogue has gone places it had not yet
visited. So, as the year ends and hopefully the COVID-19-dominated
headlines begin to recede, I’d like to recount some questions and
comments we’ve heard for the first time this year.
“I NEED TO GET RID OF THIS CASH.”
To be sure, there has been an avalanche of liquidity that arrived on
the doorstep of virtually all community banks this year. We could
compose a Venn diagram using loan demand, Fed quantitative
easing, investor flight-to-quality and, of course, the Treasury’s
Paycheck Protection Program. All of these conspired to stuff banks
full of money, which yields next to nothing.
Bankers, in some cases, have concluded that no cash is better
than some cash—even those that have traditionally held more
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than an ample supply. This is not to say that they’ve been
successful, yet. As of Sept. 30, nearly 25% of all bank assets was
“liquidity,” meaning due from + unpledged securities + fed funds
sold. This is the highest level in about a decade and, in absolute
dollars, an all-time high.
“WHAT’S WRONG WITH 30-YEAR MORTGAGE PAPER?”
Portfolio managers have traditionally run, not walked, from the prospect
of buying a mortgage-backed security (MBS) that has a 30-year life.
In fact, by doing so, they are shunning around 88% of that market.
Usually, the reasons are sound; these long-stated final bonds produce
little current cash flow and have longer-than-preferred average lives.
In this market, however, the long maturities can in fact offer some
stability to cash flow that shorter maturities can’t. Attendant to
this is that many of the 30-year pools can be quite large, “TBAeligible” pools that the Fed is buying for its own balance sheet. So,
a suggestion can be made that Jay Powell and associates are pricesupporting this segment of the mortgage market.
“I THINK WE NEED TO DO AN INTEREST RATE SWAP.”
This is a perfect example of the unique challenges facing community
banks in this pandemic. Many thousands of balance sheets are now
staring down record low yields in which to invest or lend and net
interest margins (NIMs) that are narrow and narrowing. We can

In 2020, the dialogue has gone places it had not yet visited. So, as the year ends and hopefully the
COVID-19-dominated headlines begin to recede, I’d like to recount some questions and comments
we’ve heard for the first time this year.

demonstrate that margins can be improved or at least solidified by
executing interest rate swaps on either side of the ledger.
One example is a bank buying a long fixed-rate municipal bond and
instantly turning it into a floating rate instrument. Thanks to the
relatively flat yield curve, one can convert a 10-year duration into a
90-day duration and surrender today only about 50 basis points. In
turn, that could free up other opportunities to lock in some longer
fixed-rate assets to stanch the bleeding in NIM.
“REMIND ME WHY WE DON’T BUY REVENUE BONDS.”
Traditionally, portfolio managers have preferred general
obligation (GO) municipals over revenue bonds because GOs are
paid off through property taxes, and not a stream of dedicated
income from some type of activity. It’s been a good bet over the
years, as there have been virtually no defaults of muni issues that
are both rated and GO.
In a year like this, revenue bonds can be worth a look, if the
source of revenue is an essential service. Yields on “rev’s” are
usually higher than for a similarly rated GO, and we know that
incremental yield is a precious commodity today. So, ask your
broker to show you a revenue bond that is secured by water or
sewer fees, school building leases or utilities. You may like what
you see.

“IT’S TIME TO EXTEND MY PORTFOLIO.”
To most community bankers, short means good. This is a vestige
of their experience with a collection of bonds that are worth
93 cents on the dollar thanks to aggressive tightening by the
Fed (circa 2000) or furrowed brows from regulators concerning
extension risk and exposure to rising rates.
Not today: rate exposure has clearly flipped. Most banks need to
actively manage their maturities back to their intended objectives.
This can be done in several ways and most directly by buying
“out on the curve.” Certain high-quality products with sufficient
length can produce yields approaching 2%. Constant attention to
the maintenance of the community bank’s duration is yet more
dialogue that portfolio managers will be having with their dry
cleaners. Or, make that investment brokers.

JIM REBER (JREBER@ICBASECURITIES.COM) IS PRESIDENT
AND CEO OF ICBA SECURITIES, ICBA’S INSTITUTIONAL,
FIXED-INCOME BROKER-DEALER FOR COMMUNITY BANKS.
ICBA SECURITIES IS A PREFERRED PROVIDER OF PACB
SERVICES, INC.
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THE THREE-R APPROACH
By James G. Caliendo,
President and CEO, PW Campbell

W

ith the recent implications of COVID-19 still
lurking in the shadows, many branches are
facing quite the conundrum – Do we spend
money to upgrade outdated branches? If so, how
much can we spend? Or, do we hold off on the spend altogether
and hope it does not affect our ability to remain competitive?
On one hand, investing in the branch can be a little unsettling
as it means allocating money to an asset when times are tough,
business may be slow, and money may not be readily available;
but on the other hand, you’ve walked the lobby of your outdated
branch enough times to find the 20 year old coffee stain on your
plaid carpet floor in your sleep.
Renovating a branch can be a daunting task for many reasons.
Of course, everyone is aware of the financial impact on financial
sheets, but a major overhaul could also have implications on
branch operations and your ability to service your customers.
Renovating your branch is still the best option in the long run,
however it is a costly one at that. And truth be told, reimagining
your branch can get messy turning your experience centers into
hardhat areas and construction zones - and let’s be honest; no
one is in a position right now to remain closed any longer than
they have to be.
But another viable option exists. The good news is branches
do not need to undergo a major overhaul or be built from the
ground up and banks do not always need to invest millions
of dollars to improve their assets. Walls do not always need to
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be torn down; buildings often do not need to be gutted. Many
times, just a much-needed facelift is all the branch requires to
pull it out of the depths of the 1970s, and make it current, relevant, and sometimes even ahead of its competitive set.
SOUP TO NUTS BROKEN DOWN
Not every bank has the resources to build a Capital One Café
or completely overhaul every branch within their network soup
to nuts. Nor do they want to. But every bank needs to ensure
their branch network conveys the right messaging to its consumers and creates the appropriate culture for their employees.
If you have a color scheme from the 1970s, stained or worn-out
carpet, or outdated wall coverings, what is that saying to your
customers? What about your teller line – is it old-fashioned? Is
it inappropriately scaled to address the needs of the modern-day
consumer? The last message you want to send to your customers is that you don’t care about them, don’t want to spend the
resources to meet their dynamic needs, and don’t have a viable
business operating plan to keep you competitive. So how does
a branch reinvent themselves without a complete overhaul? By
implementing a Three-R approach.
THE THREE-R APPROACH
The Three-Rs are not uncommon when it comes to promoting
meaningful concepts in our society. We have heard it with the push
to go green with reduce, reuse and recycle; we were even taught

about it in school with reading, writing and arithmetic. Now, the
Three-Rs are changing the banking industry, proving a quick and
easy cost-effective solution to reimagining your branch. Believe it
or not, this process can completely transform your branch in as
little as 3-4 weeks, with incredibly low costs and minimal impact
to your operation.

areas and contemporary inf luences. Wall coverings finish out
the space, adding a multi-textural contrast against paint and
f loor to really make your once-outdated branch a dynamic
design experience. With much of the work being done after
hours, it lends minimal impact to your operation, with maximum returns in the eyes of your customers and employees.

STEP ONE: RENEW

STEP TWO: REDESIGN

When breaking down a branch reimagination, the most
sensible application with a minimal amount of impact to your
operation involves a “renewal” of your space. This soft renovation primarily consists of cosmetic changes affecting paint,
carpet, f loors and walls. Often, just a repaint from a more
modern color palette can instantly transform a branch and
bring it into the current era. In addition, incorporating new
f looring or replacing worn carpet can really transform and enhance retail space, providing a mix of traffic f low, transitional

You now have a beautifully renewed branch with textured wall
coverings and modern flooring, but there is a stark contrast
between this design-forward experience center and your teller
line circa 1976. This is where the redesign phase comes into play.
During the redesign, look at your case-goods, teller and millwork. The advantage here is that you can seamlessly integrate all
of the above at the blink of an eye. How is this possible? For one
thing, all build outs of case-goods and teller lines are normally
done off-site, then shipped to the property to install. This means
that while your branch is grinding out transactions, counseling
customers and opening accounts, there is an off-site team of
workers building out your new look and feel without a hint of inconvenience to you, your staff, or your customers. Once completed, these elements are then shipped to the site and installed in as
little as a weekend, leaving you to walk-in fresh Monday morning
to a brand-new branch.

CONTINUED ON PAGE 24
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STEP THREE: REIMAGINE
With Renew and Redesign completed, your branch
looks modern, updated, and relevant. It is warm and
engaging. You could spend hours ogling over the
brand-new floors and updated merchandising, but
something is missing. The walls while newly painted,
look a little bare; the lobby while recently refreshed, is
void of impactful marketing, branded messaging, and
relevant technology.
Branding and technology are the final pieces to
the puzzle, pulling everything together and creating an interactive experience that your consumers
will crave. They are often times the most affordable
enhancement as well. With branded elements, you
can further drive home your messaging throughout
the branch, thus leaving a lasting impression. With
branded elements in the form of decals, branded
walls, on-brand signage, and more, your beautiful
new space can really transform into an experience
representative of your brand. The addition of relevant technology within the space not only updates
the look and feel of the branch, but also provides a
convenience that is now expected from generations of
all ages. This technology can further drive branded
messaging, provide educational information, and
deliver upsell and cross-sell opportunities.
For example, digital signage drives a message retention rate of 83%, double that of traditional marketing methods. This means all those promotions that
your marketing team is spending time and money
on will not only have an increased chance of getting noticed, but also has a much greater chance of
being remembered and ultimately acted upon. iPad
integration also provides a means of familiarity to
modern-day consumers, boosting engagement at
the branch level and increasing education and retail
transactions. Lastly, the addition of conference room
technology allows you to finally connect to your
consumers virtually, which has become imperative in
the COVID-19 marketplace.
At the end of the day, the Three R Model can leave you
with a brand-new looking branch with leading edge
features that send a message to your customers that you
are willing to invest your resources to remain relevant
and competitive.
The cost savings obtained using this model to reimagine your retail space levels the playing field a bit;
allowing institutions with greater limitations the ability
to transform their branches with similar outcomes as
their much larger competitors in as little as three-tofour weeks.
It is time to say goodbye to the coffee stain. Your consumers are craving it, your employees need it, but most
of all, you and your branch deserve it.
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Promontory Interfinancial
Network has a new
name...

CDARS and ICS deposits have a new
name too...
®

®

And all of our funding products
are now called...

New name.
Same trusted partner.

IntraFi.com

IntraFi, IntraFi Network, Network Deposits, IntraFi Funding, and the
IntraFi Network logo are service marks, and CDARS and ICS are
registered services marks, of IntraFi Network LLC.

UNTAPPED OPPORTUNITY:

ONE WAY TO DRIVE INCOME AND DIVERSIFY
YOUR PORTFOLIO
By Kathleen Connellan, Bankers Healthcare Group

A

fter navigating many challenges
in the last six months, banks are
in a unique position to capitalize
on strategic opportunities that will
benefit them now–and in the long run.
Over the past months, the COVID-19
pandemic has caused a number of
challenges for banks across the country.
At the onset of the economic shutdown,
community banks became a lifeline for
small businesses, providing over half of all
PPP loans in the second round of funding.1
Banks also experienced an increase in the
number of current loan holders inquiring
about loan modifications or deferment
periods to keep more cash-on-hand, with
many agreeing to assist those in need. Just
as quickly, interest rates dropped, causing
the net interest margin to be the lowest ever
recorded by the FDIC2.
Anticipating a second wave of economic
impact due to the pandemic, the Federal
Reserve is expecting to keep interest rates
near zero, and consumers are saving more
than ever before—leading to a record $2.4
billion in deposits over the last six months.3
CREATING PARTNERSHIPS WITHIN
THE INDUSTRY
Low lending margins, paired with a surplus
of cash, have driven many banks to seek
out new income opportunities or try to
diversify their portfolio to drive their
bottom line. Treasury yields on federal
bonds are at an all-time low of 0.08% on
a one-month note, compared to 1.53% in
January.4 Combined with a lack of variety
in loan requests coming in, banks could be
at a disadvantage rounding out 2020.
One way to overcome this—and achieve
your revenue goals for the year—is to form
strategic relationships with credible partners
in the industry. Not only does this provide
you access to quality loans with high yields,
but it also allows you to quickly strengthen
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your loan portfolio to meet your bank’s
criteria. It also allows you to streamline the
underwriting process without having to hire
or reallocate resources within your bank.
While partnering with alternative lenders has
its advantages, it’s important to note that each
one will impact your business differently. To
choose the right partner for your bank, here
are the top qualities to vet for:
1. TRACK RECORD OF SUCCESS
You want a financial partner who can
endure changes in the market and can
originate quality loans for your portfolio
at any time. Put your mind at ease by
working with a lender who has a record
of successfully navigating economic
downturns and is agile enough to adjust
its business model to meet your needs year
after year without fail.
2. FOCUS ON QUANTITATIVE
ANALYTICS
Utilizing data to make lending decisions is
common practice today, but not every lender
has built proprietary quantitative analysis
models to uncover variables that predict
risk. A partner who dives deep into the
analytics can make better predictions when
originating loans, resulting in a stronger
return on the portfolio you purchase.
3. ORIGINATION EXPERTISE
Being well-known in the industry doesn’t
necessarily mean you’ll attract the highest
quality borrower – unless you serve a niche
industry and invest in marketing. Partners who
execute innovative, highly targeted campaigns
across every channel and are extremely selective
in who they lend to offer a unique advantage
in the marketplace. This ultimately creates a
better loan offering for your bank.
4. STREAMLINED PROCESS
Few things are as time-consuming as
evaluating credit files. Choose a financial
partner who offers consistent loan packages

so you can analyze files quickly and make
informed purchasing decisions with ease.
5. INNOVATIVE TECHNOLOGY; CONCIERGE SERVICE
Banks are synonymous with customer service.
The right partner brings innovative technology
to your institution but equally understands the
importance of having live financing specialists
available to help your borrowers.
Community banks were deeply impacted
by the pandemic and will likely continue
to be for months or even years to come.
Those who seek out partners to help offset
the challenges in the market and find new
growth opportunities, will see greater
success as we close out the year and start
planning for a prosperous 2021.
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NO-TRICKS OVERDRAFT STRATEGY
FIVE WAYS TO TREAT YOUR ACCOUNT HOLDERS WITH FINANCIAL PEACE OF MIND
By Cheryl Lawson, JMFA

A

fter living through the financial upheavals and a general sense of uncertainty over the past eight months,
consumers are feeling a bit of fright following Thanksgiving. Dealing with ongoing financial challenges is
scary for consumers who have lost their job, have seen their hours
decrease, or worry about what the upcoming months may bring as
they try to stay afloat financially.
As they look for resources and advice on how to pay their bills and
take care of their families, many consumers depend on overdraft
protection provided by their financial institution. But just like the
contrast between fresh caramel apples and last year’s trick-or-treat
candy when you remove the wrapper, not all overdraft programs
offer the same satisfying solution.
OFFER A MYSTERY-FREE, RELIABLE CHOICE
With nothing to hide, a fully transparent overdraft program based on
fixed limits provides your account holders with upfront disclosures
that describe how the program works and how much it costs to use
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the privilege. This allows an individual to make an informed choice
regarding whether or not to use the service when an unexpected
expense occurs that exceeds his or her account balance. At any time,
the account holder can opt-out of coverage, and best of all, there are no
shocking unknowns that could add to an already stressful situation.
Plus, by addressing all of the guidance and industry regulations
introduced since 2005, a fully disclosed program also provides you
with compliance, peace of mind and other advantages, such as:
• A 100% compliance guarantee and advice on best practices.
• Ongoing program monitoring, including quarterly reviews
and annual on-site visits.
• Extensive training to increase understanding of how the
program works and its value to account holders.
• In-depth account tracking, data analysis and reporting to
reduce charge-offs.
• Compliance-tested messaging to simplify the
communications process.
• Access to periodic program updates and analytics to improve program management.

WATCH OUT FOR SOLUTIONS THAT ARE FULL
OF TRICKS
On the other hand, overdraft programs that are matrix-based, with dynamic limits established using mysterious algorithms that change daily, do not provide ongoing
confidence or financial security for your account holders.
These programs can also put you at a potentially higher
compliance risk because important information isn’t disclosed, and the rules don’t apply to everyone equally.
And, because the program is secretive, other concerns
could haunt you and overshadow the quality of your
service delivery, including:
• Account holders don’t know their limit, or if they
even have one.
• They can’t rely on when an item will be paid and
when it will not.
• They can’t opt out because the program is
undisclosed.
• Employees can’t explain the program because
the information is confusing and inconsistent.
• You could be subject to increased scrutiny of discrimination or unfair practices if the program has a
disproportionate impact on some account holders.
BEWARE OF HAUNTING PRACTICES MONITORED
BY REGULATORS
With all of the unknowns you are dealing with amid
changes in how to effectively provide service during the
pandemic, it’s imperative that you maintain awareness
of the issues that remain on regulators’ radar. While no
new regulations on overdraft programs are currently in
play, issues related to Reg E and opt-in disclosures for
one-time ATM and debit transactions remain a focus.
When steps aren’t taken to ensure that program procedures follow best practices and are properly disclosed,
or financial institutions violate regulations on when
fees can be charged on electronic transactions, there is a
price to pay — through regulatory consent orders, fines
and potential class-action lawsuits. Not to mention the
reputational damage these actions can cause.
Additionally, it’s imperative not to take for granted that
your account holders are aware of your overdraft solution
or understand how your program works. They might be
wondering about it but forget to ask or feel too intimidated if they aren’t familiar with your frontline staff.
DON’T BE TRICKED BY “PLUG AND
PLAY” SOLUTIONS
As the number of unemployment claims continues to
be worrisome, some households are being impacted
economically much more than others. Consumers who
are facing these challenges continue to contend with
many unknowns. They need the option of an overdraft
solution that is easily understood and reliable — not a
non-disclosed product that sends chills up their spines.

Dealing with ongoing financial challenges is scary for
consumers who have lost their job, have seen their
hours decrease, or worry about what the upcoming
months may bring as they try to stay afloat financially.

Suppose you’re looking for a fully compliant — no hocus-pocus — approach to
helping your account holders safely cover their occasional financial shortfalls. In
that case, a transparent overdraft service will provide the most satisfactory results.
And a solution that offers contingency-based pricing prioritizes your success.
REMOVE THE MYSTERY FOR TOTAL SATISFACTION
Does your overdraft program offer your account holders a transparent option
when they need a financial safety net, or does it leave them in the dark?
When account holders are confident that they’re getting consistent information
about their account status — whether through electronic or face-to-face communication with frontline personnel — their confidence increases. When they know
they can rely on your support to get them through their short-term financial
needs, their satisfaction and loyalty will be revealed for all to see.
ABOUT JMFA
JMFA IS ONE OF THE MOST TRUSTED NAMES IN THE INDUSTRY. TO LEARN
MORE, PLEASE CONTACT YOUR LOCAL REPRESENTATIVE OR CALL US AT (800)
809-2307.
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TACTICS FOR NAVIGATING TECTONIC SHIFTS

IN LIQUIDITY
By Piper Sandler

T

his year has presented bank management teams with
many issues to juggle, many of which seemingly pull in
opposing directions and most of which were not firmly
on the radar to start the year. Such is life in 2020. Some
banks’ primary concerns stem from the fact that the industry has
seen a shift in liquidity. Balance sheets are awash with deposits
relative to recent periods while securities holdings have come down
relative to assets. The build-in balance sheet liquidity has come in
the form of cash, with an unusually high 7.6% of assets held in
cash and equivalents as of June 30.
This drastic change in the liquidity picture is best encapsulated by
the significant uptick in the Cash and Unencumbered Securitiesto-Assets Ratio. The ratio has surpassed the average over the past
fourteen years of 20.6%, steadily climbing toward the high of
24.7% last seen in 1Q13.

Source: S&P Financial, Banks and thrifts with assets between $250 million and $25 billion

While every institution is unique, many banks have responded to the
shift in liquidity by asking two questions: How does this affect the
asset side? What are the options on the liability side? On the asset
side, management teams wonder what to do with excess cash in a
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world where most bond yields are disappointingly low. Even though
liquidity profiles appear strong and are trending stronger, economic
uncertainty creates unpredictability in depositor behavior.
As such, some institutions feel more comfortable with investments
that maintain maximum flexibility in the future – sale-ability and
pledge-ability – with lower yield as a tradeoff. Other institutions
have looked to extend their investment portfolios further out on
the curve to increase yield while mitigating tail risk by match
funding with 5 + year structures at historically low rates. For
instance, banks have worked with some firms to utilize their
inexpensive, longer-dated funding mechanisms at attractive rates.
Many corners of the banking industry are concerned that low rates,
slower loan origination, and excess liquidity trends are here to stay for
the foreseeable future and have begun searching for loan surrogates.
Allowing these banks to extend their liability portfolio’s duration at
a scalable level opens the door to more asset purchase strategies. We
have seen two specific asset strategies gain momentum: exploring
community and regional bank subordinated debt as an investment
option and analyzing how to invest in municipals without ruining
their interest rate plan. As an alternative to extending the liability
portfolio, some institutions have swapped fixed rate municipals to
floating, thus obtaining an attractive yield with reduced duration
risk and protecting Tangible Common Equity. Exploring risk/reward
profiles of earning assets is nothing new to balance sheet managers, but
the environment has certainly evolved since the start of 2020.
Managing excess liquidity while planning for interest rate risk
management has also become slightly more complicated on the
liability side. How does a bank choose from the various funding
options and hedging strategies available? The decision-making
process must take into account balance sheet composition (i.e.,
the availability of liabilities to hedge), impact to earnings and
capital (in addition to liquidity) from the strategy, and practical
applications, such as hedge accounting.

How does a bank choose from the various funding options and hedging strategies available? The
decision-making process must take into account balance sheet composition (i.e., the availability of
liabilities to hedge), impact to earnings and capital (in addition to liquidity) from the strategy, and
practical applications, such as hedge accounting.

It’s generally recommended for accounting simplicity and hedging
flexibility first to evaluate liability hedges when attempting a shift in
interest rate risk profile. In fact, many institutions took advantage
of both spot-starting and forward-starting cash flow hedges over
the past year. Forward-starting swaps on forecasted borrowings
allow the bank to purchase longer duration assets today and know
they will maintain the attractive spread in the future. For example,
offerings like IntraFi Network’s (formerly Promontory Interfinancial
Network) IntraFi Network Deposits give banks the ability to launch
these funding contracts six months to one year in the future while
locking in their rate now to hedge against any increase in funding
costs prior to the launch date. This allows the bank maximum
flexibility in planning its liquidity now and well into the future.

paired with swaps, a strategy that many banks smartly continue to
explore. The strategy allows those banks to consider replacing the
existing funding with other sources for cheaper and more customizable
wholesale borrowings or even deposit products, without impacting hedge
accounting. These products allow a bank to replicate the details of the
previous funding instruments, but at a considerably discounted cost.
As a result of having written flexible hedge inception packages, banks
can change the hedged exposure from wholesale funding to deposits
without a re-designation event, allowing the bank to pay down wholesale
borrowings. For those banks that now have many more deposits than
when they first implemented the strategy, reducing their current need
for wholesale funding, this is a welcome change in a funding source that
maintains the interest rate protection they continue to need.

But what about banks flush with liquidity with no future funding
needs anticipated? Part of the answer arose from a surprising place:
dealing with yet another source of stress — the LIBOR transition.
The FASB released ASC 848 Reference Rate Reform in March 2020
to address potential concerns about the impact of the upcoming
LIBOR transition on hedge accounting. Although LIBOR fallback is
expected at year-end 2021, guidance is applicable immediately to help
users explore potential alternative contracts and rates. The guidance
allows for the swap to be amended, switching to a non-LIBOR
benchmark. When combined with broadly-written hedge designation
memos, banks can be proactive in dealing with LIBOR cessation and
potentially identify a new hedged exposure if the hedge documentation
allows it. The bank can then modify the hedge to match the new
(non-LIBOR) exposure, adjusting the fixed-rate, or adding a floating
rate spread to keep the transaction NPV-neutral. Finally, the bank can
amend their hedging memo to reflect the new exposure, and the hedge
relationship continues without de-designation.

This rule can be applied in a variety of different ways. Banks can make
changes to the interest rate index, the spread to that index, the reset
period, pay frequency, business day conventions, payment and reset
dates, the strike price of an existing option, the repricing calculation,
and may even add an interest rate cap or floor that is out-of-the-money
on a spot basis. On the other hand, some aspects of the hedge are
unrelated to the reference rate reform: an institution cannot effect a
change to the notional amount, maturity date, change from an interest
rate to a stated fixed rate, or add a variable unrelated to LIBOR.

There is a positive balance sheet strategy development that comes from
this combination. By allowing banks to consider a change to a nonLIBOR hedged item, the strategy essentially provides added flexibility
to banks that have implemented strategies using wholesale funding

Ultimately, none of these options singlehandedly solve the problem of
too much liquidity with too few safe places to deploy them while earning
an attractive yield and protecting against the eventuality of rising rates.
Similar to life in 2020, the key is to deploy a variety of creative tactics to
weather the storm and emerge a stronger institution.

RECENTLY, JANE GLADSTONE, OUR NEW PRESIDENT HERE AT INTRAFI NETWORK, WORKED WITH
SCOTT HILDEBRAND, MANAGING DIRECTOR AT PIPER SANDLER, TO PRODUCE AN ARTICLE ON
THE CURRENT LIQUIDITY ENVIRONMENT FOR BANKS. I HAVE ATTACHED THE ARTICLE ABOVE. WE
BELIEVE THIS IS VERY TIMELY, AS IT IS AN ORIGINAL THOUGHT PIECE ON MANAGING BOTH THE ASSET
AND LIABILITY SIDE OF THE BALANCE SHEET IN A PERIOD OF HIGH LIQUIDITY. IT IS A NEUTRAL, NONSALES ARTICLE THAT ALSO PROVIDES CONTEXT FOR LEVERAGING INTRAFI’S SERVICES.
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COATESVILLE SAVINGS
BANK CHANGES NAME
TO PROSPER BANK TO
REFLECT EXPANDED
REACH AND CUSTOMER
FOCUS OVER 100 YEARS
By Prosper Bank

C

oatesville, PA – Nov. 17, 2020
– Leadership of Coatesville
Savings Bank has announced a
name change to Prosper Bank
to reflect the bank’s growth and expanded
footprint to serve a wider community
throughout Chester, Lancaster, Lebanon,
Dauphin, and Cumberland counties.

according to Amin. “We analyzed how we
could do better. What emerged is a bank
that provides high care, high performance,
and high accountability. We believe it’s
our job to create convenient and affordable
banking for our individual and business
customers, without caveats or complexity.”

“As we introduce Prosper Bank in both
our existing and new markets with an
unwavering focus to become the most-loved
bank, we are pleased to confirm this change
is in name and brand only,” says Janak
M. Amin, President, and CEO of Prosper
Bank. “Our Prosper Bank headquarters
remains anchored in Coatesville, where
it has been for over 100 years, and our
commitment to support all of the existing
communities we serve remains intact. Our
new name is not a result of merging or
being acquired by another bank.”

In addition to new signage and investment
in facilities for enhanced infrastructure,
Prosper Bank is providing a wealth of new
and updated conveniences, including free
checking options for individuals, businesses,
nonprofit organizations, and municipalities.
Customers will have free ID theft protection
and access to ATMs worldwide fee-free with
Prosper Rewards checking, online banking
with bill pay, online account opening,
notary services, coin counting for customers,
instant-issue debit cards, e-statements and/
or paper statements, mobile banking with
mobile deposits and more.

The transition began 11 months ago
with a rigorous comparison among eight
competitors in the local marketplace,

In addition, Prosper Bank is announcing
a Home Equity Line of Credit with a
new low introductory rate. This allows
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homeowners to access money based on
the equity they’ve built in their homes
to fund renovations, debt consolidation,
college tuition, major purchases, emergency
expenses, and any other need.
“We never forget our roots and are proud
to have carried the Coatesville legacy
name for so long,” says Doug Byers, chief
banking officer at Prosper Bank. “Just
as the City of Coatesville is rising, so is
Prosper Bank. The name ‘Prosper’ was
used in the bank’s prior proclamation
documents and is clearly stated in our
purpose: to strive to be the most-loved
bank that allows our families, customers
and communities to prosper.”
The bank’s first branch expansion took place
43 years ago when service was extended into
New Holland, Lancaster County. Today
Prosper Bank serves customers online,
on mobile app, and in five branches in
Coatesville, Georgetown/Christiana, New
Holland, Oxford, and Quarryville.

Always locally managed, Coatesville Savings Bank was the
only bank to remain in the City of Coatesville after the closing
of Lukens Steel and is one of the few banks in the region that
remained open as an essential business provider throughout the
COVID-19 pandemic. “This year, Prosper Bank proactively
reached homebound customers, and invested over $35,000 in
community donations to support local residents, first responders
and local businesses in critical need,” says Larry Witt, Chief
Technology Officer, Prosper Bank.
“Prosper Bank is building upon its strong roots and rich
heritage,” says Amin. “At a time when other companies are
evaluating cost and personnel cuts, the Board of Prosper Bank
is investing in technology and people to create an excellent
customer experience. We have created eight (8) new positions in
Coatesville, adding revenue to the local tax base. We have built
a knowledgeable and diverse team where women comprise 60%
of management positions. Together we are creating an inclusive
and diverse culture that will provide the best possible experience
for our customers and our communities. We are committed to
staying and investing in the City of Coatesville and helping its
residents prosper.”
Many of Prosper Bank’s clients and staff members have been
with the bank for generations. Lifetime Coatesville resident
Doreen Broaddus became a teller at the bank in 1987, worked
her way up to lead teller, and serves as market manager at the
Oxford location. Through the bank’s strategic planning and
newly developed business products, her role is expanding again

to lead the bank’s Cash Management and Not-for-Profit division
as a newly defined role for the bank. “Pride in excellent customer
service is engrained in our culture,” she says. “I’ve built trusting
relationships with customers over three decades, and I think our
new name, new products, and vision will help us serve customers
even better. I’m excited that our management team leads by
example, and they challenge us to be innovative leaders with
100% focus on our customers.”
Chip Breuninger, principal and founder of Breuninger
Insurance in Coatesville, first learned about interest on money
as a child by opening his first savings account with Coatesville
Savings Bank. “Our family members have been personal and
business customers of the bank for four generations,” says
Breuninger. “They treat every individual as a valued customer,
they go above and beyond to meet your banking needs, and
if you have a problem, it’s never an inconvenience for them to
help you. They are the only bank that has really stuck by the
community, and that’s what we need.”

FOUNDED IN 1919, PROSPER BANK IS A STATE-CHARTERED FDIC BANK THAT PROVIDES THE MOST
UP-TO-DATE FINANCIAL PRODUCTS AND SERVICES THAT INDIVIDUALS, BUSINESSES, NONPROFIT
ORGANIZATIONS, AND MUNICIPALITIES CAN ACCESS AT ONE OF FIVE OFFICES IN CHESTER AND
LANCASTER COUNTIES, AS WELL AS ONLINE. WWW.PROSPERBANK.COM
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DEVELOPING A DIGITAL BANKING STRATEGY
TO SERVE CUSTOMERS AND MITIGATE RISK
By Steve Kent, CSI

O

ver the last several years, our world has been leaning
further into the digital realm, largely thanks to a
younger, more tech-dependent generation. To stay
competitive, community banks must digitize and
develop strategies for digital-first customers.
Though many institutions re-directed customers to online, mobile,
and call center channels in response to COVID-19 that tactical
pivot — though important — is not a digital banking strategy.
Smaller institutions have various reasons for not fully digitizing,
including fear of compliance or operational risk repercussions. Not
long ago, those excuses seemed valid. Today, however, they embody
community banks’ greatest risk.

CUSTOMERS EMBRACE DIGITAL BANKING
Online and mobile banking use has grown over the last few years
and the pandemic is accelerating its adoption even more. Consumers
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and businesses previously hesitant to rely on digital channels are now
enjoying the convenience, speed, and safety they afford.
With consumers fully on board and larger banks already operating
in a digital-first mode, community banks have no choice but to
adapt or risk being left behind. Here are the three big-picture
essentials for a true digital banking strategy:
Top-down digital mindset: Digital transformation starts with
the institution’s leadership, embracing the idea of enterprise-wide
digitization and investing in the human and technical resources
needed to serve customers through digital means.
2. CX focus: Digital strategies must work to continuously
improve the bank customer experience (CX). A bank’s
competitive advantage lies in a frictionless, personalized, and
secure experience no matter the transaction processed. This
requires rethinking all internal processes with the customer
perspective as the focal point.
1.

•

Even though customers demand digital
transformation, making it a reality comes
with inherent challenges and risks. The most
pressing digital banking risk management
issues break down into two categories and
should be addressed so that your institution
can move forward.

•

•

Promoting a more forward-thinking culture must be a topdown change.
Unwillingness to change: KPMG notes that “Current
executives and professionals will either become fast believers
or they will hold back your progress.” The imperative is to
identify the former category and empower them to lead your
digital transformation.
Lack of innovative thought leadership: It will take real
out-of-the-box thinking to digitally compete with the big
banks. If that kind of modern thinking doesn’t already exist
within your institution, invite it in.
Misguided beliefs: Squash any notions that a mobile
banking app is the only component of a digital strategy
or that digital-first means that personalization is no
longer needed. Back-end operations and internal
processes must fully support a digital environment that
effectively identifies and fulfills individual customer
needs based on their actions and behaviors.

REGULATORY RISKS:
•

•

•

Self-service and consultation: The final piece of the puzzle
is transitioning digital channels from self-service only
transactions to more offerings featuring a consultative layer.
Community banks need a digital strategy that provides
contextualized consultation around savings, investment, and
insurance products and services.

3.

RISK MANAGEMENT IN DIGITAL BANKING
Even though customers demand digital transformation, making
it a reality comes with inherent challenges and risks. The most
pressing digital banking risk management issues break down into
two categories and should be addressed so that your institution can
move forward.

Digital compliance and cybersecurity: Banks operating in a
digital environment must still comply with all applicable laws
and regulations. This includes paying particular attention
to uniquely digital processes that are covered under specific
rules, such as electronically signing documents per the
E-Sign Act. However, institutions can mitigate overall risk by
investing in technology designed to help banks comply with
the regulatory framework and strengthen cybersecurity.
Third-party risk management: Out of necessity, many
banks are outsourcing all or part of their digital strategy to
third-party vendors. Since institutions are still ultimately
responsible for all functions, a robust vendor management
program is key to ensuring that no unqualified thirdparty provider is hired. A provider must understand the
applicable regulatory requirements, be able to adhere to
them and guarantee compliance.
Fraud and identity theft: Community banks can meet
challenges of fraud and identify theft by reviewing
and strengthening their Bank Secrecy Act/anti-money
laundering (BSA/AML), Know Your Customer (KYC),
customer due diligence and other relevant compliance
programs. Fortunately, digitizing internal processes
yields more data and the ability to use AI to help monitor
customer behaviors and more quickly flag potential fraud.

There is no doubt that digitization can increase certain risks for
the community banks that do transform, and the answer to this
dilemma is enhanced digital banking risk management.

STEVE KENT IS SENIOR DIRECTOR, DIGITAL STRATEGY,
AT CSI.
FOR MORE INFO GO TO CSIWEB.COM

ORGANIZATIONAL CHALLENGES:
•

CSI IS A PREFERRED PROVIDER OF PACB SERVICES INC.

Outdated corporate culture: Entrenched processes and
perspectives can hold back your digital transformation.
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BANK DIGITAL MARKETING CAPABILITIES:

IN-HOUSE OR OUTSOURCE?
By Michael C. Keenan, President, Keenan-Nagle Advertising, Inc.

U

nless your bank still regards the marketing department as a glorified arts-and-crafts squad, you realize the importance of digital marketing in today’s
competitive environment. But should you build your
own in-house digital marketing department? Or contract with an
outside digital marketing agency?

IN-HOUSE OPTION: THE ROUGH MATH
For a community bank in the $700 million to $1.5 billion asset
range, structuring a robust in-house digital marketing department
typically requires three specialty hires at the following overhead
levels. (All compensation estimates are approximated based on
secondary MSAs.)
Digital Marketing Director—This is the head honcho for all
digital platforms—website, social media, email marketing, SEO/
SEM, online advertising. This person must interface well with all
department managers and directors, communicate on all projects,
effectively interpret analytics reports, strategize and direct/
redirect tactics on an ongoing basis and provide accountability for
results.Estimated annual salary/benefits………$76,000+ range.
2. Social Media Manager—This is a strategic thinker who
interacts consistently with your social media community,
working to build and engage your bank’s social media
population with the right mix of brand-driven offerings and
benefit-laden customer experiences. This position works
directly with the Digital Marketing Director to augment
campaigns and focus on goals within the context of social
media execution and performance.
Estimated annual salary/benefits……$43,000+ range.
3. Content Contributor/Manager—This person is responsible
for the messaging content your bank is sending out through
all the digital pipelines—social post copy and visuals, blog
posts, video scripts and visuals, website content, online
ad copy and graphics, etc. Content marketing strategy is
particularly important for community banks and getting it
right is critical. Your content manager must be creative yet
careful, possess high level communication skills and be able
(and always willing) to pivot as opportunities or challenges
present themselves.
Estimated annual salary/benefits………$52,000+ range.
1.

Along with the estimated $171,000 annually for these core performers,
ancillary considerations would be a marketing intern, digital
marketing programs and tech build-outs, training costs and episodic
out-of-bank contracting services. Keeping it simple, we’ll round the
in-house costs up to a conservative $200,000 per year. Naturally,
this does not include costs for initial website development or updates,
online display media costs, social media and other external costs.
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Among the “pros” of an in-house department are familiarity with
your bank’s culture and direct communication with all departments.
Also, a shorter learning curve and faster campaign ramp-ups.
Among the “cons” is the potential erosion of fresh thinking/ideas
through a natural tendency to follow corporate groupthink. Another
is the cost/time/morale challenge of rerouting should performance
levels flag. As the old HR lament goes: “Easy to hire, tough to fire.”

3.

OUTSIDE AGENCY OPTION: GET THE MILK, NOT THE COW
On the other side of this digital marketing decision are some solid
reasons to consider hiring an outside agency. Here are three of the
most compelling:
1.

2.

Task-Ready Talent, Tools and Technology
Experienced digital marketing firms hit the ground running
with trained professionals, current technology and a
performance-proven track record. Yes, this is what is baked
into those bills, but if their work is getting you from A to B on
a consistent basis, you are achieving your goals at a fraction of
the annual costs of an in-house team.
Broader Skillsets and Brainpower
Digital marketing requires a lot of different skillsets—from
content strategy, copywriting and graphic design, to web
development, email marketing, online media planning and
placement, social media output, analytics, data wrangling, etc.,
etc. Good agencies are one-stop-shops already equipped with
these areas of expertise. Great agencies have all these capabilities
PLUS the right people to inform your teams and leadership on
the most effective strategies and direct routes to your goals.

Willing to Work Fast and Effectively
Given the current curveballs of COVID-19, we’ve all seen how fast
things can change in the marketplace. Oftentimes, challenges must
be addressed on an ASAP basis…or faster. Marketing agencies are
by nature nimble and uniquely equipped to implement multicomponent campaigns quickly and efficiently. You’ll get upfront
cost and time parameters to get the job done. You won’t hear any
whining about how difficult the challenges are. And the people
at the agency you choose will be grateful for the opportunity to let
their talents shine on behalf of your bank and community.

The answer to the question of “to buy or not to buy”—in-house digital
marketing vs. outside services—is driven by multiple factors, chief
among them being your own marketing goals balanced against your
organization’s strengths and weaknesses. As always, every financial
institution’s marketing needs, culture and resources are unique. It
is often helpful to spend some time with experienced out-of-bank
marketing advisors to help determine the best route for your institution.
If we can help in this regard, please contact us.

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 FACTS, VISIT WWW.
KEENANNAGLE.COM/BANKS OR CALL 610-797-7100.

Pennsylvania’s Most Experienced
Community Bank Marketing Agency
www.KeenanNagle.com/Banks

Call us on it:

610-797-7100

Mike Keenan:
MKeenan@keenannagle.com
1301 South 12th Street

Allentown

Paul Leese:
PLeese@keenannagle.com

Pennsylvania 18103

Real. Fresh. Results. Since 1954.
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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

