
 

 

 

  

 
 
Summary and Forward - 
 
This EBook contains three lengthy and insightful 
research and consulting projects I have done within the 
Saint Mary’s University of Minnesota MBA program 
with the advisement of many executives in financial 
services.  These projects are backed up by my six plus 
years of experience in the financial services sector.  
This book also contains a sales script and print ad I 
created.  Individually these projects and their 
implications are noteworthy considering the current 
status of the world’s financial sectors - retail, banking, 
real estate, and general business.  Thus, it is my hope 
that like a vault this analysis will have value for 
decades. 
 
Modestly, 
      
Jeremy Swenson (02/23/2009) (Edited 08/08/2009) 
      
[All rights reserved 2007, 2008, 2009, and thereafter ©] 
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Dedication 

 

 

With a mighty love in my heart I dedicate this work to my grandfather, Howard 

Swenson, whose concern for safety and straight talk helped shape my character via my father 

and others.  It was and is Grandpa Swenson’s zeal for conservatism and calm in life’s storms 

that in part, inspired this work.  There is no time for leaders to be flustered with anger and 

spite.  If tomorrow comes, love and hope with hold your family steady. Please know you are 

eternally loved, and each one of your grandkids have always been grateful for your extra kind 

and understanding attitude.  Without all the little things you did we would not be the 

successes we are today - we know you are proud of us all. 
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Author Background 

 
 

Jeremy Swenson has worked for many financial firms over the past seven years. The 

firms include American Summit Mortgage, State Farm Insurance, First American Financial 

Services, Inc., ING, two small mortgage brokerages, U.S. Bank, NA, and Wells Fargo Home 

Mortgage.  At these firms Mr. Swenson has held various roles including, Marketer, Inside Sales 

Manager, Mortgage Consultant, Billing Administrator with audit duties, Business Analysis 

Consultant, and Internet Banker.  At all of these firms Jeremy has done much more than is 

required in regard to sales results, marketing efforts, training, payroll, management, and even 

persuasive communication consulting.   

 

However, Mr. Swenson’s experience is not limited to financial services, in that he is well-

rounded with verifiable federal experience as a U.S. Postal Carrier and U.S. Census Enumerator 

(U.S. Dept. of Commerce), and even as a part-time wedding DJ.  Mr. Swenson also holds a BA in 

legal studies with 27 extra credits from UWEC, which gives him solid legal research and 

reasoning skills.  Mr. Swenson has also developed strong interpersonal and computer skills.  

Moreover, he is passionate about leadership and communication, both written and spoken.   

It follows that Mr. Swenson is closely involved with two international communication 

organizations, The International Association of Business Communicators (IABC) and 

Toastmasters International.  He also sits on the Marketing Communications/Social Media 

Committee at the Minnesota chapter of the American Marketing Association (MNAMA).   

 

“Jeremy has a passion for best practices in business. He is intelligent, well-read, 
focused on research-based decisions, and a strong communicator. He studies current 
industry trends and quickly assesses their impact in terms of business success. I've 
seen evidence of this through our association in Toastmasters International. In today's 
often tenuous business and financial climate where interpersonal relationships with 
clients and the community are essential, a company would do well to have proactive, 
enthusiastic employees such as Jeremy who can be counted on to do stellar work and 
be a positive influence in the community on behalf of the company.” December 8, 2008  
 
- Keith Hardy, Project Coordinator at Target Corp. and St. Paul School Bd. 
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Portfolio Goals 

Mr. Swenson has a sizeable network in the Twin Cities’ business, legal, communication, 

and academic communities.  It is within this network, that this project and others, and with fair 

consideration at a financial firm, that Mr. Swenson seeks a leadership or consulting role shortly.  

Of course this assumes exceptional achievement by Mr. Swenson for others, including 

institutions; this book is an example of that and more.  Like many, Mr. Swenson wants to 

achieve, but he is not selfish; he just achieves more than some others by learning from his 

mistakes. 

Furthermore, it is Mr. Swenson’s belief that ethical conduct and well-reasoned financial 

decision making will help the nation out of recession – observe the first two of these projects.  

It is also Mr. Swenson’s goal to develop himself so he can support his future family and help his 

community - observing Mr. Swenson has never been wealthy and abhors greed.  This sets a 

good example for employees and others within the community.  Mr. Swenson also has a strong 

desire to serve his professors and past and present colleagues who have in a small way shaped 

this and other projects. 

 

Respectfully submitted, 08-08-09 

Jeremy Swenson 
 Cell phone: 651-492-4058 

E-mail: jer.swenson@live.com  

 

 

 

 

 

 

 

 

“Always recognize that 
human individuals are ends, 
and do not use them as 
means to your end.” 

 
— Immanuel Kant 
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Abstract: 

 

 This paper attempts to research the subprime mortgage growth as it led up to, and into 

the current subprime mortgage fallout; including increasing lending company bankruptcies, 

hedge fund profit declines, and many home owner foreclosures – bearing in mind the housing 

rise and market decline. After a literature and data review we conclude that many subprime 

lenders are too young to be as aggressively managed as they are; that their executives are paid 

too liberally; that they are great marketers; and that they are not actual lenders, but are formed 

as REITs (Real Estate and Investment Trusts) - so they can easily sell their loans. Additionally, 

many of them encourage poor financial management among the middle and lower classes, 

which has forced tighter legislation on subprime lending. Only the best near subprime lenders 

are here to stay, but so is the need thereof, as homeownership has grown into a near right in 

America. 
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 This paper is a short attempt to explore some of the factors that created significant 

subprime mortgage growth over the last ten years; but more importantly, the recent subprime 

mortgage fallout. Areas of research and discussion include: an overview of the subprime 

mortgage market, info on exotic mortgage loans, the recent housing market decline, hedge fund 

issues with subprime lenders; management issues at subprime lenders; and lastly, executive 

compensation at subprime lenders - bearing in mind ethics and long-term investor and client 

benefits. 

 The primary research of this project is based on articles from respected newspapers like 

The Wall Street Journal, and respected business journals like The Economist. Other parts of this 

paper are based on information from the 2005 Accredited Home Lenders Annual Report, the 

2006 Wells Fargo Annual Report, as well as mortgage data from other sources. Our analysis is 

based on our own experience and reasoning abilities as MBA students and as critical financial 

professionals. 

 A subprime mortgage is a loan written for those with bad or very bad credit, little or no 

income history, a past bankruptcy, and most of the time very little or no down payment. The 

target market of the subprime mortgage is middle and lower class people who are turned away 

from prime mortgage financing. The subprime market is a fairly blue-collar market, but it has 

broadened to include those from all walks of life - the appeal of an easy mortgage loan approval 

is powerful in the United States. This is basically the same target market that credit card 

companies have gone after for decades – those willing to put up with high costs for easy access 

to financing.  
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The subprime mortgage industry puts forth the ideas that nearly all people should be 

able to qualify for a modest mortgage loan despite higher closing costs, higher interest rates, 

variable interest rates, and risky negative amortization and no-doc loan products. It is these four 

categories that have caused much pain for subprime mortgage holders, individual investors, 

parts of the economy, and hedge fund firms over the last twenty months.  

 These loans also spurred exaggerated home appraisals, therefore putting forward a false 

sense of equity and further deepening the pain from the recent housing market decline. This 

recent decline is clearly understood by way of a quote from respected mortgage trader Robert 

Craig-Stephenson, “the years 2002-2006 were the best housing market in US history” (pg.1). 

Bearing this in mind, some observers might argue that subprime lenders were the victims of this 

fast housing market peak and dive.  

Our research agrees partly with this notion in that there were hard working, qualified, 

and ethical lending firms strikingly harmed by the subprime fallout. But those are likely the 

subprime lenders who have not and will not fold with rest of the pack – most likely they are 

older and more diversified lending firms. Market disruption like this weeds out the market.  

There is still a need for some subprime home lending, and it likely won't go away – as it 

is tied in with our needs and right to shelter. There are many decent subprime lenders and loan 

products out there. Countrywide and SunTrust have many good risk loan products, and they 

have helped thousands realize the dream of owning a home without much default. However, 

lately the media and people in this industry have been focusing on the worst of the worst. Yet 

the worst of the worst only means there is a best and decent. 

Moving on, the underwriting and regulatory requirements in the subprime market need 

to be stricter due to the recent high amount of defaults in conjunction with the public’s lack of 
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mortgage finance knowledge – it hurts the economy and individual borrower too much. 

According to one subprime mortgage holder, his no-doc loan application was not checked 

thoroughly enough to catch the fact that he exaggerated his income to get a number of 

mortgage loans, all of which eventually went into default at 2.2 million dollars (The Economist, 

Mar, 2007, p 1). This person was a middle income 24 year old. He or she represents one of the 

many thousands of Americans who wanted to live the American dream of owning a nice home 

easily. However, the reality is that the American dream requires that people work harder, saving 

more money before they buy a house.  

Yet the creative marketing people at the nation’s top subprime lenders have dissuaded 

the risks associated with these loans, and have embedded the notions of:  “no money down”, 

“no equity needed”, “negative amortization or interest only”, “option arms – 2/1, 7/1, 3/1”, “40 

year mortgages”, and “self-employed people who show little to no-profit/income can get 

mortgage loans nearly overnight” – into things that are perceived as less risky and socially 

acceptable to prospect borrowers.  

However, these notions are false because they carry significant risk that requires 

informed financial management, and because it is not socially acceptable to have a foreclosure 

or bankruptcy, even though owning a house has its social appeal. It is these exotic loans and 

marketing notions that have increased subprime loan applications and the mortgage loan 

products thereof over the past ten years. Yet these notions have also helped spur mass 

foreclosures and bankruptcies in the United States. According to the Mortgage Bankers 

Association, “13% of subprime mortgage borrowers were behind on their payments” 

(Economist, Mar, 2007, pg. 1).  
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Another type of exotic loan is a negative amortization or interest only mortgage loan. It 

allows the borrower to pay less than the full amount of interest per month or just interest with 

no principal payment, so their payment is very low but their loan balance may actually grow. 

The balance will grow with a negative amortization loan. However, many states, including 

Minnesota, have outlawed such loans or are in the process thereof. And most ethical loan 

officers do not even recommend such loans, expect in rare circumstances.  

The only way the borrower wins with a negative amortization loan is if the borrower 

gets very wealthy out of the blue, or the housing market skyrockets. It is sort of like gambling, 

but let’s face it, if you are the kind of person considering a negative amortization loan, you are 

the kind of person that always loses at gambling - and gambling is a loser’s game. 

Most large and older banks offer few if any subprime loan products, and especially not 

the exotic ones mentioned above. Lender Wells Fargo is significantly opposed to having a large 

stake of its loan portfolio in the subprime market, and they are even more opposed to any type 

of exotic loan product as the following quote from their 2006 Annual Report asserts, “We do not 

offer option adjustable-rate mortgage products, nor do we offer variable-rate mortgage 

products with fixed payment amounts, commonly referred to within the financial services 

industry as negative amortizing mortgage loans” (Wells Fargo, 2006, pg. 50). Obviously Wells 

Fargo’s stock is more conservatively stable, but it is not as high gain in the short term as many 

subprime lending stocks have been over the past few years, omitting the last six months. Yet 

Wells Fargo has had write minor but noteworthy write offs in its prime and less than prime 

mortgage portfolios.  

A 2/1 or 3/1 arm is a mortgage loan that is very easy to get approved for. The 1 or 3 

means that the borrower will have a fairly good fixed rate for 1 or 3 year(s), but it could be high 
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or moderately high depending on the applicant’s credit and financial history. However, this 1 or 

3 year rate is always lower than what the borrower could get on any other mortgage loan. That 

is its initial appeal, as is its initial low payment. But after the 1-year or 3-year mark is up, the rate 

goes up a large percentage based on the federally set prime rate (WSJ), and the terms of the 

loan – stuff few people read in detail. 

Often times you see an eight percent rate go up to eleven percent. This brings the 

payment up, which puts the borrower under more financial stress, so they often make late 

payments and incur the charges there from. At this point their credit goes down and they often 

near or enter into foreclosure. These loans are usually sold on the idea that the borrower should 

refinance before the one or three year mark is up, so they can get into a fixed twenty or thirty 

year term – escaping the rate and payment increase. It is similar to a mortgage with a balloon 

payment. 

 A tradition mortgage loan is 30 years long (360 months), and most of the time it 

requires at least a 4-12 percent in down payment. Such loans are called “prime” or “A paper” 

loans. They have much lower rates, and better payment terms than subprime mortgages. But 

such loans are much harder to get than subprime loans. In fact, the average subprime mortgage 

company markets itself directly to those who are upset with mortgage turndowns at retail banks 

and prime mortgage broker shops.  

 The reason a prime mortgage lender is a prime mortgage lender is that they are much 

older and have a more diversified financial portfolio than the average subprime mortgage 

lender. If a subprime lender could be like a prime lender in a short time they would. However, 

they cannot make up the decades and decades of lending relationships and loan closings that a 

prime lender normally has. Prime lender profit models are also much different than those of the 



Swenson:  Financial Services Marketing, Risk, & Innovation 

Page 13 

 

subprime lender. Prime lenders offer many insurance types and other consumer lending 

products, while a subprime lender just offers subprime loans in an effort to make money on 

managing the best of them, and selling the worst of them – most of them.  

A subprime mortgage lender never plans to make income by way of capitalizing on the 

whole loan term, rather they sell most of their loans as real estate backed securities (REITs), or 

they sell the loan servicing rights to other subprime lenders and/or loan servicing companies – 

mostly lenders who are more subprime than them. 

Conversely, Wells Fargo or TCF Bank, who are for the most part prime mortgage lenders, 

will hold most of their mortgage loan portfolio for the full term. They are directly making money 

on the loans for the long run. Prime lenders do this in part because they most often have the 

assets in on their books to write their own loans based on deposits; while a subprime lender 

mostly uses large wholesale loans to generate lending capital. These are known as hedge funds 

or investment capital. 

Hedge funds, according to invesopedia.com(an on-line investment library), are 

aggressively managed risk investments that use advance investment strategies such as leverage, 

long, short, and derivative positions seeking high returns. Many hedge funds have sought 

opportunities in the real estate mortgage market. Hedge funds are allocated by way of private 

financial agreements. 

Moving along, the 9/11 terrorist attacks on the World Trade Center led to a short-term 

downturn in the American economy. In response to this downturn, the Federal Reserve lowered 

the prime interest rate (fed. funds rate, etc.) many times to stimulate the economy, thereby 

lowering the cost of loans. This all-time low cost of borrowing increased home ownership and 

refinancing in America around that time, and well into 2005. In fact this moving relationship is 
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highlighted in New Century’s 2005 Annual Report, as it listed 14.2 billion in mortgage loan 

production for 2002, with 42.2 and 56.1 billion for 2004 and 2005 respectively (New Century, 

2006, p 9). However, in early 2007 they filed for bankruptcy as a large part of the subprime 

fallout. 

Even though this lending growth increased the market for subprime mortgage loans, it also 

encouraged people to take out loans they could not afford. Such lending would be exactly like 

the many exotic loans described above. Many borrowers in this class defaulted on their loans in 

conjunction with rate increases and the poor U.S. housing market. This thereby caused and is 

still causing many subprime lenders to go out of business or make nearly no profit. One 

commentator put it this way, “More than 50 lenders – many in the subprime arena have had to 

close their doors” (White, 2007, p 19). Without surprise, hedge funds were of no exception in 

this fallout – Bear Stearns. 

There were funds that were particularly fueling companies like New Century and other 

mortgage lenders. But the hedge lenders began to sense the danger in the market, as one chief 

executive officer puts it, “they kept pointing to the juicy yield, but our guys soon saw the paper 

for what it was, nuclear” (Economist, 2007, June, p 1).  

 Since the subprime growth started, Bear Stearns was and still remains one of the largest 

securities banks offering securities backed by subprime (low quality) mortgage loans. According 

to The Economist (2007) June edition, Bear Stearns had two hedged funds that were highly 

leveraged into the subprime market. They were namely, the High – Grade Structured Credit 

Strategies Enhanced Leverage Funds, and The High Grade Structure Credit Strategies Funds. 

These two funds raise concerns over their investments in to this low quality grade mortgage 

portfolio. 
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According to (Reuters) June 22 news wire, the hedge funds meltdown was due to U.S. 

Subprime mortgage defaults which depressed prices of CDOs (collateralized debt obligations), 

which are essentially repackaged portfolios of these subprime home loans - they were among 

the fund’s biggest investments. These funds controlled more than $20 billion dollars in assets 

over previous years. The bailout by Bears Stearns was seen as one of the largest since The Wall 

Street 1998 rescue of Long-Term Capital management. 

     According to BusinessWeek.com, other hedge funds affected by this meltdown are 

Carrington Capital (https://www.carringtoncap.com/secure/login.php) and Green light Capital 

(http://www.greenlightcapital.com/), which may have lost about $700 million and $1.3 billion 

dollars, respectively. These losses are believed to be due to their dealings with New Century, 

which filed bankruptcy earlier this year.  

This section offers subprime lending company management analysis with criticism and 

suggestions for better management. There are several methodologies to reduce the risks and 

help lenders estimate their future risks. These include: 

Additional segmentation by key risk drivers and new product types; a "reset analysis" to 

determine mortgage borrowers' capacity to pay when adjustable-rate mortgages (ARMs) reset; 

"early stage" performance reporting to identify adverse trends in new vintages; and external 

benchmarks to assess performance of new products (White, 2007, p 2). Other areas include: 

hiring only highly experienced employees, being extra regulatory cautious, and having a 

willingness to work with quality business consulting firms. 
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Moreover, proactive management is needed to analyze risk or worst-case type situations 

that might come up, and to take an action and deal with something before the company goes 

into failure or goes bankrupt. Proactive management should be required and effective for 

organizations to minimize unsafe or dishonest business practices. These companies must make 

useful documentation for regulations, standards, and exemptions by which their employees can 

be regulated. The documentation must be available for all employees, and the proactive 

manager(s) must educate them thoroughly. Once the proactive management is successfully 

installed in the firm, the organization would have a proactive culture. The managers have a 

responsibility to the safety of the firm and its clients - this is a powerful proactive risk 

management tool. 

Having a diversified loan portfolio reduces the subprime lenders risk. But again, subprime 

lenders sell most of their loans, so the key is how they manage them in the first one to twenty 

months that they often have them for. Yet fewer organizations are willing to buy them now. 

However, these lending companies do hold some loans in their portfolios longer to avoid risks, 

such as business slowdowns, economic recession, and/or natural disasters. Such diversification 

takes "early stage" performance reporting into consideration. This is a statistical method of 

maintaining loan quality control. However, this can cut into the lenders short-term profits if it 

embraces the ethics of making sure borrowers can afford their loans.  A "reset analysis" is used 

here to determine a mortgage borrowers' capacity to pay when an adjustable-rate mortgage 

(ARMs) expires. This is something subprime lenders are only now moving toward. But this is key 

to a long life as a subprime lender, and even more key to growing into a more diversified 

financial services company. 
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Page 36 of Accredited Home Lenders’ 2005 Annual report states, “ When we originate 

mortgage loans, we rely heavily upon information supplied by third parties, including the 

information contained in the loan application, property appraisal, title information, and 

employment and income documentation.” From a management perspective, subprime loan 

executives should be very aware that such information may be misrepresented and/or 

unreliable. These companies must control and identify any faults there from, including the 

company being a passive enabler. Fraudulent information, such as a credit history, results in 

non-payable mortgage loans. Thus, this is undesirable for shareholders and the U.S. economy as 

a whole – as future months will show. 

In addition, as the loan production and employees increase, it becomes difficult to have 

clear communications and to identify the fraud. These newer lending companies must construct 

some systems or tools for employees to share information correctly and timely – bearing in 

mind that only specially trained employees or a third-party reviewing company can easily 

identify such misrepresentations. 

As these businesses grow and expand, they have needs for more employees. Companies in 

this growth stage often try to save money by bringing on brand new or inexperienced 

employees. Such companies also rely on new and less formal training programs within their firm 

to save money. As a result of these two factors, their business performance may be harmed and 

significantly uncontrolled.  

It is very important that these companies obtain excellent professional managers for each of 

their departments: finance, accounting, marketing, regulatory compliance, sales, and so on. It is 

worth the higher costs. The misassumption, misconduct, or miscalculation of a risk and/or 

interest rate in the loan business may lead to a loss of a large amount of expected cash; such 
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actions are also often harped on by the opposing lenders’ public relations departments and the 

like. These negative factors most often outweigh the savings of bringing on new or 

inexperienced people, and having poor in house training. It also warrants the expense of 

bringing on quality consultancy firms to help recruit top talent and build a strong corporate 

training and management program. 

Lending companies must comply with laws and regulations. However, as business 

operations increase, it becomes more difficult to make all employees understand many and all 

complex regulations and procedures – bearing in mind, new laws must be reconstructed, and 

that the laws and regulations of each jurisdiction are complex and different – lenders should act 

overly cautious. Most of the lenders at issue here have businesses in many states. Therefore, 

they cannot be managed on an overly national level. Each state and regional office needs a fair 

amount of autonomy.  

But worse yet, there are many pressures to sell these products, and the competition is only 

increasing. “77 percent of those surveyed said they review fair-lending compliance in their 

subprime portfolios at least annually, and 43 percent do so at least every six months. However, 

23 percent said they do not do this at all” (White, 2007, p 22). In such a case, the employees 

may misconduct business operations and the company may lose its assets/liabilities, status, and 

profits as a law-offender. It will also burn its relationships with accounting firms, appraisal firms, 

and incur hundreds of thousands of dollars if not millions of dollars in legal fees. In sum, good 

management expects only practically large returns, not the returns of the Enron era. Something 

does not come out of nothing – there needs to be a unique consumer value to the loan product. 

Employees, management, and investors should never forget this. 
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    The meltdown in the subprime lending market yielded significant gains for some of the 

executives of these mortgage firms. One particular firm whose executives had an extra 

significant splash was New Century Financial. The New Century mortgage firm gained 

prominence when they specialized in the issuance of subprime mortgages back in the early 90s. 

This market was very lucrative then in that New Century’s loan origination jumped from  $6.3 

billion to $59.8 billion within five years, according to the WSJ, March 12 edition. Prior to their 

bankruptcy, the company was structured as a REIT (Real Estate Investment and Trust). 

In 1995, according to The Wall Street Journal (March 12 edition), Edward Gotschall, Brad 

Morris, and Robert K. Cole, organized and formed New Century with 3 million dollars of venture 

capital funding. During the real estate boom, the company earned so much that staffers were 

taken on a cruise in the Bahamas. The company also sent top producing employees to a Porsche 

driving school, while they continued to push mostly high interest rate option arm loans, thus 

driving foreclosures. 

Another division of New Century under one of their top executives, Patrick Flanagan, 

sponsored a NASCAR race car. Mr. Flanagan also gave about $500,000 to private schools that his 

children attended. Flanagan also went on a leave of absence for six months and was paid 

$76,000 thousand dollars per month while he was on leave, purportedly exploring “new 

opportunities”.  

Bear Stearns, one of the companies to bail out its hedge funds – other funds losing money 

on subprime investments - paid its chief executive officer the amount of $30.3 million dollars in 

2005, which was one of the most successful years in the home lending business. Also, he was 

paid $14.8 million dollars in bonuses during last year (2006). 
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In sum, this entire scenario is an indication that these executives were over compensating 

themselves and not caring for their shareholders or long-term business growth goals. All of 

these funds could have been utilized as a reserve to strategically position the firm to offset any 

eventualities. They all need a lesson in economics and conservatism. They were poisoned by 

their own egos and initial luck. Additionally, they could have foreseen the housing market 

decline in that housing growth was at an all-time high – what goes up must come down. 

The average subprime loan holder has little to no financial knowledge and makes an average 

or below average income. They are payment-to-payment people. They have good reason to be 

upset when they hear of such high executive pay at the very firms that wrote their high interest 

loans, or invested in them - in conjunction with the explosion of many such lenders going 

bankrupt. At the same time however, American homeowners need to read up on mortgage 

finance, and spend more time thinking for the long term over the short-term appeal of fast 

credit. Irresponsible borrowers are significantly to blame for their own foreclosures and this 

fallout. 
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“It's better to hang out 
with people better than 
you. Pick out associates 
whose behavior is better 
than yours and you'll drift 
in that direction.” 
 

- Warren Buffett 
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Abstract 

 

 

This paper is a first year MBA level data and literature review of the paradox of 

community banking growth in the greater Twin Cities amid strong competition from many 

Minnesota-based national banks, and other national banks. Research indicates community 

banking is on a decline nationwide. However, MN is on the higher end of this due to a large 

number of quality universities, and a large pool of experienced financial professionals from past 

bank buyouts and mergers. A community bank by definition cannot exceed one billion in assets, 

and it rarely can service business loans more than 25 million dollars. Community banks make the 

bulk of their money writing loans many national banks pass on due to risk concerns and a lack of 

community business promise insight.  
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Intro 

 

If you have driven through various parts of the Twin Cities over the last one to four years 

you have likely noticed many new or newer community banks popping up. Consistent with this, 

most local papers and journals have a fair amount of community bank advertising. Specifically, 

the November 2006 issue of Minnesota Business bears nine community bank ads, most of which 

are full page. That is more than twelve percent of the 70-page journal. Compare that to the only 

three law firm ads in the journal, and to the fact that Wells Fargo, TCF Bank, and U.S. Bank 

appear nowhere in the entire journal. 

If this perceived growth is real, how can it be sustained considering the Twin Cities is home 

to several large bank chains and insurance companies, specifically TCF Bank, Bremer Bank (more 

regional), and U.S. Bank – all of which who are getting more locally aggressive with their 

marketing efforts. Additionally, many mid-size and small banks of the Twin Cities have been 

bought out or have merged with Wells Fargo, U.S. Bank, Associated Bank, and other banks in 

prior years. Additionally, some smaller banks have avoided opening up in the highly competitive 

Twin Cities banking market, or they have avoided offering banking products in favor of insurance 

and investment products through franchises like Edward Jones and State Farm. What makes the 

Twin Cities' banking/financial community and clientele so unique? 

De-novo community banking has grown steadily in the broader Twin Cities area over the last 

four years with only a slight decline recently, despite significant and sustained expansion from 
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big box retail banks like Wells Fargo, M&I Bank, and U.S. Bank. Yet even with this decline, there 

still is growth among the most aggressive and qualified banking entrepreneurs.  

My research provides a journalistic type literature review of this paradox in conjunction with 

a data analysis of FDIC banking data for the state of Minnesota. It also focuses on the banking 

needs of small and middle-sized businesses, and on the banking demands of middle and upper 

class banking customers. Community and national bank marketing issues are presented and 

compared. An overview of the basic regulatory challenges and capital raising requirements of 

establishing a bank holding company is also addressed, focusing on bank boards. Then, 

speculation on what makes this particular to the Twin Cities follows in more detail. And lastly, 

predications follow as to what economic and business conditions will allow such growth to be 

sustained or not. 

 

Thesis 

 

Community bank growth and national bank competition in the greater Twin Cities is due to 

two things. One, many people are not pleased with the often stale, impersonal, timely, and 

overly big-box style large bank chains. Conversely, smaller de-novo community banks offer an at 

home feel with personal, classy, “we know your name” type customer service. Secondly, the 

Twin Cities is home to a great number of good and very good universities. This taken in 

conjunction with the areas high amount of financial companies produces the talented financial 

business people that run these community banks successfully. Such growth will likely continue, 

bearing in mind buyouts and mergers. This is very unique to the Twin Cities.  
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Method  

 

A review of all local business journals and many newspapers is conducted. Specifically, 

“Minnesota Business”, “Twin Cities Business”, “Minneapolis-St. Paul Business Journal”, and even 

some banking periodicals. Annual reports for some of the area banks under study are also 

reviewed to find location count, executive biographies, bank history, etc. However, most of 

these banks keep annual reports confidential due to the fact that they are privately held and/or 

relatively young. Some FDIC documents are reviewed as well. Lastly, some credible de-novo and 

community bank industry web-sites are cited. 

 

Body 

 

According to Dan Emerson’s 2005 article, “Minnesota has one of the most competitive 

banking markets in the nation, with over 500 banks serving the state” (pg. 22). This is very 

interesting to my paper, educational goals, and banking needs. Particular to my paper, a de-

novo community bank is a finely decorated, small, roughly one to twelve branch bank(s). These 

banks operate primarily on personalized relationship building with middle class and high net-

worth customers, as well as small and mid-size business owners. A de-novo bank is defined by 

the FDIC Banking Review as a bank less than five years old (Critchfield, Tim; Tyler Davis; et. Al. 

2004, pg. 2).  
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A community bank is limited to a small geographic area around its location(s). Such 

banks build their businesses based on relationships with businesses and people in these 

communities, as well as referrals there from. According to the FDIC Banking Review, “a 

community bank technically has less than one billion in assets” (Critchfield, Tim; Tyler Davis; et. 

Al. 2004, pg. 1). As one might expect, community banks are unable to write the larger loans that 

many mid and large scale businesses require. Any business with over 25 million in revenue or 

reason to think they will hit that level may want to consider working with a national bank 

(Emerson, Nov. 2006, pg. 27). However, this is ok to the community bank as such large loans are 

not part of the typical community bank target market. Yet community banks may occasionally 

work together to fund a large loan for an established client (Emerson, Feb. 2005, pg. 22).  

 One of the biggest banking buyouts in all of history took place in Minnesota. The Wells 

Fargo Norwest merger. I remember when this happened because I was in high school at the 

time, and my mother and I banked at Norwest, as did many people in Minnesota. At the time 

Wells Fargo was a no-name bank to most people in Minnesota, though widely known, in other 

states. Now they have naming rights for many St. Paul and Minneapolis sky scrapers, in what 

many observers would view as community marketing.  

Norwest’s marketing slogan was, “to the nth degree” – in regard to customer service. It 

was and still is a great slogan. In a way, I sort of miss Norwest. They were a finely run Minnesota 

based bank that was significantly larger than a community bank, but not as big box as Wells 

Fargo is today. According to Cnnmoney.com, “the Wells Fargo and Norwest merger was valued 

at 34 billion dollars” (Cnnmoney.com, 1998). But what makes the Wells Fargo deal so unique to 

the Twin Cities is the fact that the then Norwest CEO Richard Kovacevich went on to be CEO of 
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Wells Fargo up until about a month ago, when another Minnesota banking native took over the 

CEO role. This person is John G. Stumpf, a former Norwest executive. 

According to the 1998 Cnnmoney.com article, Norwest’s management was better than 

Wells Fargo’s at the time, in that Well Fargo’s stock had taken a big dive in the aftermath of a 

messy attempt to buy out First Interstate Bancorp for 13.5 billion dollars; this resulted in some 

layoffs for Wells Fargo (Cnnmoney.com, 1998). For the past seven to eight years Wells Fargo has 

been so stable it is hard to imagine these layoffs.  

Since the merger, their stock and business model has been top notch. As a Wells Fargo 

customer, I would also say their customer service and community presence has gotten better in 

the Twin Cities. They know they are competing with many fine and qualified community banks 

that offer name brand coffee, top-notch service, and sound financial advice. Therefore, 

community banks do make a dent in the national banks growth plans. 

It is big mergers and corporate changes like this that leave some Twin Cities bankers and 

banking executives out of a job, and that therefore motivates them to form their own bank. 

Scott Hutton is a perfect example. After 20 years with US Bancorp, Hutton left to form Drake 

Bank in May of 2002, since then his bank has grown steadily and has even opened a second St. 

Paul location (Emerson, 2006, Feb, pg. 28). Banks like this can really bill themselves not as 

businesspeople looking to ride the community-banking wave, but as experienced bankers 

retooling bank operations as they see they should be retooled for the community bank client. 

Hutton was likely unable to make such changes at his former employers’ bank, US Bancorp.  

Often times an experienced banker or banking executive will take his/her old banking 

clientele with him/her as they move to or open up a community bank, as happened in the cases 

of the many new Twin Cities area community banks.  
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An example of this is John Schreier who worked for one of the Twin Cities’ most 

successful community banks, Signal Bank, which got bought out by Milwaukee based Associated 

Bank. According to a November 2004 Minnesota Business article, the buyout prompted Schreier 

to open Gateway Bank. “About 75 percent of the new bank’s customers “followed” Schreier and 

Downey to Gateway from the previous Banks, Schreier notes” (Emerson, 2004 Nov, pg. 28). 

These consumers appreciate the community banks high level of customer service and 

fast response times on loan approvals and the like. They happily sign up for a community banks 

services. Specifically, those who trust the community banks management in part because of 

their community and business connections – they may be on business boards or the local city 

council. Additionally, those fed up with national chain banks often switch to community banks; 

so to do small and mid-size business owners, who are often times put off by commercial loan 

officers at bigger banks due to their lengthy and strict underwriting requirements.  

Community banks often times have a caring and curious approach to reviewing new 

business loan applications. Often times they go the extra mile to scout out the new business 

locations or equipment being financed to get a feel for the clients understanding of a solid profit 

making method, and to assess the softer aspects of the application. 

Specifically and with importance, community bank officers often offer business 

advice/consultation to small and mid-size business owners and managers. Vice President and 

Manager of SBA lending at Anchor Bank of Minnesota, Melissa Kraemer, put it this way, 

“Bankers also play a key role in advising their small business customers. A company’s banker, 

along with its accountant and attorney play a key role in advising a small business owner…You 

need to have a banker who is willing to spend the time to listen to you, visit your site and really 

understand your business” (Emerson, Nov, 2006, pg. 24). In rural communities such financing 
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and business consultation is often for farm or landscaping related equipment. In metro areas it 

may be for a new venture business, or an established technology firm needing a capital boasting 

loan for expansion plans.  

The underlying theme here is that the community banker is a community banker 

specifically to not be a national chain banker, and this means they take more chances on 

business loans. And they get to know their client’s businesses so they can assess if a big bank 

turn down missed some positive aspects of a loan applicant’s business promise. As a result of 

this, community banks often times reap huge rewards when a small or mid-size business does 

well with such financing. Relationships can be built that last decades and generations – not all 

community banks are de-novo. 

These rewards come in the form of referrals and future business loans. Which often 

afford the bank an opportunity to add a second, third, or eighth branch. Thus, further growing 

their community customer base. A community bank may even give out a business loan to a small 

business that shows little to no promise due to tough times, if the banker has a strong 

relationship with the client and believes with some reason that the business will ride out the 

bad times. This is a key distinction between community banks and national chain banks. 

The founding of a community bank is not easy. It takes lots of research and requires 

many highly experienced banking professionals. Describing how they help a community bank 

take-off, a 25-year-old consulting firm said, “The firm performs a comprehensive feasibility 

study, starting by developing a socioeconomic profile of the target market and looking at such 

characteristics as population growth, age distribution, income and housing trends, and the 

business environment” (Milligan, 2003, pg. 2). After an initial study like this, the entrepreneurs 

involved have to attain the funding for a significant part of their startup costs to get their full 
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start up loan. This is done either by private investors, a hedge fund firm, and/or some other type 

of business loan where after they have to present their full funding and business plan to the 

FDIC to attain regulatory approval to form a bank holding company. FDIC approval guarantees 

that deposits are insured up to one hundred thousand dollars.  

The success of all this depends largely on the experience, connections, and educational 

credentials of those on the banks initial board. Personality is key here as well, especially in 

regard to ridding out the often tough first few years of forming a bank holding company. 

According to TCF Bank’s 2006 Annual report, “New branches typically produce net losses during 

the first two to three years of operations before they become profitable” (2006, pg. 11). Thus, 

forming a bank is not all money and glory. Remember most large national banks have over one-

hundred years of history. This is what a startup bank is competing with, even though they have a 

different target market. Thus, a startup bank may need more than three years to become 

profitable. 

It is the board members who will bring on the majority of the banks first clients (Keenan, 

2007 pg. 1-4). The initial board will also pick the banks location, layout, new hires, and it will 

likely coordinate the banks initial marketing plan, and short and long-term revenue growth 

plans. It is the quality of a bank holding company’s initial board that can make or break its 

existence. These board members are paid quite handsomely for their services, but not all 

members are expected to stay on past the initial 3-5 years that it may take for a bank to take off. 

Sadly, if a prominent board member leaves, all of his/her contacts and clients do as well – some 

of the time.  

These boards are largely irrelevant from the opening of a new Wells Fargo branch or the 

like, which will have no such board, as all such plans and decisions are laid out for that specific 
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Wells Fargo branch by the corporation and its regional executive officers. Its initial managers 

and bankers are often new hires and Wells Fargo employees transferred from other area 

branches. They are responsible for introducing the bank to the community and for holding the 

bank’s open house. (Keenan, 2007 pg. 1-4). Even though Wells Fargo is not a community bank, it 

does not want to lose a community bank type customer. In fact the print edition of Wells Fargo’s 

2006 Annual Report states, “As the United States no. 1 lender to small businesses, Wells Fargo 

has loaned $33 billion to women and minority-owned businesses in the past 12 years” (p. 25). 

National banks like Wells Fargo and U.S. Bank have less freedom in their managerial 

branch office decision-making. This is because banks like Wells Fargo and U.S. Bank have 

perfected a well working retail banking model. Their managers and bankers are for the most 

part sales/relationship building people who rely on the corporation’s marketing, employee help 

lines, and of course template like banking product movement procedures. At this level, this is 

mostly a good thing because it saves time and streamlines bank productivity.  

Community banks and national chain banks are very different. National chain banks 

have centralized and streamlined loan and deposit product processing that can be timely, 

specifically for non-traditional loans; but fast for typical loans and many deposit products. 

Conversely, community banks have much more personalized loan and deposit product 

processing, so much in fact that often times the client meets with the person who will approve 

his/her loan or manage his/her deposit product(s). At a national chain bank you most often do 

not have access to the person or department that will approve or decline your loan application. 

Yet some third party processing is done at both bank types, especially after rate changes. 

At a bank like Wells Fargo or Bank of America, each individual processor or funder is 

assigned an area of branch banks that they will process for. They do this in a cubicle far away 
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from the branch offices. This method has the benefits of assuring loan quality and approval 

neutrality – something that become of more concern in the wake of the Enron era accounting 

scandals and the subprime fallout of 2007-2008.  

Community banks rarely have processing departments because their philosophy in 

general is to make sure each client's financial needs are fully handled by their contact person at 

the bank, who is often times the CEO or vice president of the bank. This is something you will 

not get at a national bank - and they market themselves consistent with this. Conversely, 

national banks seem to spend more time targeting those seeking checking and savings accounts 

with little or no cost – something most community banks cannot afford to offer. 

Typically fees for deposit products are higher at community banks, as are minimum 

balance requirements, because community banks need to have more deposited money to make 

money. But if you have a business loan with a community bank, you will likely have your other 

accounts there anyway, even if it means you pay more in check and ATM fees. 

Observing Minnesota, it is important to keep in mind that all of the national banks in the 

Twin Cities are very successful in all other regions they exist in. They are some of the best of the 

best national banks. Because of this, and the fact that they are traded publicly, they cannot be 

as flexible in approving loans as community banks can be – community banks are most often 

privately held. Increasingly, big bank marketing has become more aggressive and over-the-top in 

the greater Twin Cities over the last few years. Apparently this is an effort to make themselves 

stand out among all the banking competition – newer community banks, credit unions, and 

older national banks alike.  

Specifically, in recent months, TCF Bank pledged thirty-five million dollars over twenty-

five years to name the new U of M stadium, “TCF Bank Stadium”. TCF has also secured the rights 
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to the U of M i.d. card, which can be linked to a TCF bank account (Korstange, 2007, July 11, pg. 

1). I wonder if U.S. Bank Stadium has a better ring to it. Well there is another new stadium going 

up in town... The point here is that TCF wants to align itself with Minnesotan’s, as Minnesota’s 

bank. At the same time however, TCF wants to distance itself from being perceived as a big box 

national bank like Wells Fargo, yet still be perceived as large. They do this by focusing on good 

service and extreme convenience by being open 7 days a week, and on most holidays (TCF 

Financial Corporation, 2006, pg. 10). This is something traditional big banks never do, yet TCF’s 

growth may bring copycats. 

The national banks in the Twin Cities: TCF Bank, Wells Fargo, U.S. Bank, M&I Bank, and 

Associated Bank, all have many investors and banking analysts watching their every move. A 

change or loosening in their small to mid-size business loan underwriting procedures could 

lower their Morgan Stanley or UBS analyst rating and the like. And what would that mean? It 

would likely mean that prospect investors and day traders would avoid their stock and retail 

services out of decline fears in favor of one of the areas other highly regarded national banks. 

Therefore, most national banks will not risk their stock stability and loan portfolio quality on the 

chance that they will attain more business by loosening their business loan underwriting 

guidelines. They have a method that works well, and change is only risk to them. They rarely risk 

what took them one-hundred or so years to perfect.  

One nice thing about national banks like Wells Fargo and U.S. Bank is their availability 

across the nation. As a Wells Fargo or U.S. Bank customer, you can find a branch office in most 

parts of the country. But an even better benefit of a national bank is their ownership and/or 

management of a large amount of ATM machines across the country. Even more impressive yet, 

are their strategic alliances as to where such ATMs are located. For example, all Super America 
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station stores have Wells Fargo ATMs. This is one reason I think many people may have both a 

community bank account and a national bank account. I do for example. 

Data from the FDIC banking review indicates that community banks have been on the 

decline in the US since 1985 (Critchfield, Tim; Tyler Davis; et. Al. 2004, pg. 1). So my thesis is 

somewhat wrong, but Minnesota is still a high growth banking area. This national decline is 

likely due to buyouts, high operation costs, lack of large loan community banking leverage, poor 

loan underwriting, and in some cases failure to be FDIC compliant. However, the Twin Cites is 

very unique. An article in the Minneapolis-St. Paul Business Journal mentioned 2005 as a top 

year for de-novo bank growth, citing six start up banks that year – all reporting impressive 

profits (Garrison, N, 2006, pg. 1).  

Some of this growth continued into 2006 and 2007, but overall such growth has 

declined. According to the FDIC fact sheet profile for Minnesota there were 466 community 

banks in the state in 2005, followed by 462 in the fourth quarter of 2006, and by the first 

quarter of 2007 there were 448 (see appendix A). Wells Fargo added a few or more new offices 

in 2006, so that likely accounts for some of the decline via buyouts – I know because I applied 

and learned a lot about them while I considered working at some of their new branches in 2006. 

Nicole Garrison-Sprenger of the Minneapolis/St. Paul Business Journal backs up my general 

claim in an article titled, “Wells Fargo Executive leading aggressive Minnesota growth”. 

Garrison-Sprenger states, “While Wells Fargo has consistently added branches in years past -- it 

opened one new Twin Cities location in 2003 and one in 2004 -- Paterson's push is more 

aggressive. Her plan calls for three to four new branches each year. In 2005, the company 

opened stores in Savage, Shakopee, Buffalo and Minneapolis' Dinkytown” (Garrison-Sprenger, 
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2007, pg. 1). Accounting for more of this decline and bank consolidation, Excel Bank sold its four 

branches to M&I Bank in early 2007 (Sandin, 2007). 

Some of the decline in community banking could also be due to the poor housing and 

subprime mortgage market that boiled over in early 2007. If newer community banks are not 

writing as many mortgage loans, or housing development business loans, that hurts their 

business a lot. A quick glance at the FDIC’s Minnesota State Profile fact sheet shows that, the 

first quarter of 2007 holds the highest percentage of past due and Nonaccrual loans since 2005 -

- 2.35 percent and 1.46 percent respectively. According to the same fact sheet, single-family 

home permits has gone from a decline of 3.8 percent in 2005, to a decline of 45.4 percent in the 

first quarter of 2007. Therefore, the subprime fallout and housing market decline has had a toll 

on community banking growth. 

 

Conclusion/Implications 

 

 Being home to Securian, Federated Insurance, Travelers, Bremer Bank, TCF Bank, U.S. 

Bank, Ameriprise Financial, Allianz Life, ING (Netherlands Based), Anchor Bank, Affinity Plus 

Federal Credit Union, and many other financial firms makes the Twin Cities full of financial and 

business talent compared to other similar sized metropolitan areas. That taken in conjunction 

with the areas conglomerate of quality universities like St. Mary’s, Hamline, St. Thomas, 

Augsburg, the U of MN, St. Kates, and many others makes the areas business talent that much 

more capable. With about seven MBA programs the regions per MBA count must be high. 
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Furthermore, it is unlikely that a top banking executive is not college educated, and it is even 

more unlikely that he or she has no connection to at least one of the area universities.  

Qualified financial professionals find such growth rewarding in that they are offered many 

jobs and can find the right company culture for their values. The growth of Wells Fargo, U.S. 

Bank, and M&I Bank allow for considerable job opportunities, even for fairly inexperienced 

college graduates - sometimes. Community banks usually hire people away from their larger 

counter parts, i.e. – U.S. Bank. Such a move is usually based on managerial, office pace, and 

value differences. However, underfunded community banks often times cannot offer the 

competitive pay and benefits that their larger counter parts offer. 

It is hard to say whether such rapid growth can be sustained. Inevitably, some of these 

newer community banks will be bought out, just like Excel and others were. However, this 

growth does provide great customer service and competitive consumer loan rates for all types 

of bank customers. However, small to mid-size business owners are treated better at 

community banks, and their loans are more likely accepted at community banks vs. national 

chain banks - whose underwriting procedure is timely and impersonal. According to Bob Weiss, 

CEO of Beacon Bank, “The community bank plays the role of a partner with their business 

customers” (Emerson, 2005, pg. 22).  

However, bigger businesses often cannot attain loans through smaller community banks, as 

they have federal limits on what they can lend. They often have no choice but to turn to a nation 

bank chain that has access to loans in the high multimillion-dollar range. “Typically, any business 

with over 25 million in revenue (or with reasonable possibility of growing to that level) may 

want to consider working with a large bank” (Emerson, Nov. 2006, pg. 27).  
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The multitude of national and community banks in the Twin Cities requires that each banker 

thereof must work harder and harder as the growth continues. The free market concept will 

weed out many, as will economic swing. National banks are here to stay due to the regions high 

number of large businesses and universities, who often rely on big bank services – using political 

and business leverage. Community banks cannot compete at this level, and they really don’t 

even try.   

 

  

  

 

 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

"Effective leadership is the 
only competitive advantage 

that will endure. That's 
because leadership has two 

sides - what a person is 
(character) and what a 

person does (competence)." 
  

- Stephen Covey 
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Executive Summary 
 

     This paper is written for a first year MBA marketing course.  It attempts to  

analyze and criticize Anchor Bank, one of the Twin Cities best community business 

banks.  With twenty-seven pages and several sections, we believe it is thorough and 

well-informed.  The paper was written and researched with respect for both the 

academics of marketing and Anchor Bank itself. 

     After reviewing Anchor’s growth data, press releases, marketing actions, locations, 

and the Twin Cities banking market, this paper recommends Anchor open a Minneapolis 

branch to infill a lack of presence in that area and to create an urban banking marketing 

buzz.  They have locations all around Minneapolis, but not in it and it’s the biggest city 

in MN.  This buzz will in part throttle Anchor’s customer count and growth inside and 

outside of the Twin Cities, if its brand awareness efforts are solid.  Outer Twin Cities 

growth will take place in two phases over the next 3-4 years after ample market and 

economic research.   

This paper provides some of this research in the form of census data analysis indicating 

high growth cities, income per city, and average educational credentials per city.  We 

recommend expanding into Fargo North Dakota and Sioux Falls South Dakota – they 

have low operational costs and a fair amount of new movers - new movers should be 

targeted with fliers – direct marketing. 
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     The paper also recommends targeting families with high school age children, as 

they have many banking needs as they grow.  We then address marketing to 

religiously- affiliated colleges/universities for student i.d. cards that can be linked to an 

Anchor Bank account.  Our last target market is community members who live near 

Anchor’s locations, but who have bank accounts with bigger banks like U.S. Bank and 

Associated.  We are recommending extra community involvement in these cities - free 

items at fair booths, and portable free use ATMs; as well as extra advertising that 

focuses on being a one-stop bank with very experienced bankers – put local business in 

the ads.  Moreover, we recommend door-to-door gift giving to area businesses as a 

marketing tool for future business loans and banking services.   

     We also strongly recommend Anchor focus more on being more than just a 

business bank – expanding their target market.  We also strongly recommend that 

Anchor let down their ego and overly traditional bank environment so as to welcome 

more low and middle-income clients – culture is an issue here (mission statement 

implications). 

 

Introduction and Background 
 

Anchor Bank has been in existence since 1963, with its only presence in and 

around the greater Twin Cities.  Anchor Bank is slightly bigger than a community bank 

with 1.2 billion dollars in assets and 400 employees.  However, it is set up having four 

separate banking charters, perhaps in an effort to keep its community bank status.  

Today Anchor boasts seventeen locations, all of which are finely decorated and 

intelligently laid out.  
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Product Description 

The 17 locations throughout the Twin Cities offer the following products to our 

customers:  personal banking products, investment and trust services, mortgage and 

consumer lending services, and small and mid-size business lending.  These products 

are ideal for our market segments.  Interestingly, Anchor has no Minneapolis locations, 

as observed on the map below.                                                 

 

Anchor Bank Location Map, (AnchorLink.com) 

 

 

Anchor’s business services products include SBA loans, business credit cards and 

debit cards, and business checking accounts. Additionally, Anchor offers wire transfers, 
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check images on CD-ROM, positive pay, card services, and lockbox services – all cash 

management services.  Like other banks, they offer personal banking services including 

savings accounts, certificates of deposit, credit cards, Anchor Bank Check Cards, and 

AnchorLink Internet Banking.  Moreover, they offer their own specialized Anchor Wealth 

Management Services, something many smaller banks do not offer.  This includes 

Investment/Portfolio Management Strategies, Business Succession Planning, Profit 

Sharing Plans, Cash Balance Plans, and a few other related services.  Lastly, all of 

these products and services are attained primarily via a product/service differentiation 

amounting to exceptional personalized service - bankers who listen to and get to know 

their clients and their businesses, and a staff of very experienced bankers who often 

bring their prior firm’s clients and banking contacts with them. 

 

Competition  

Over the last four years, the greater Twin Cities has been an arena of noteworthy 

banking growth.  Many community banks, mid-size bank chains, and national chain 

bank branches have opened one or more locations in an expansion or new business 

venture, thus taking potential market share away from Anchor Bank.  Consistent with 

this, many local papers and journals have and seemingly continue to have growing and 

significant amounts of aggressive community bank advertising enmeshed in them.  See 

the two ads below. 
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This advertising appears to be pursuing Anchor’s core target market, small and mid-

size business owners.  Specifically, the November 2006 issue of Minnesota Business 

bears nine community bank ads, most of which are a full or half page.  This is more 

than twelve percent of the entire 70-page journal.  Compare that to the only three law 

firm ads in the journal, and to the fact that Wells Fargo, TCF Bank, and U.S. Bank 

appear nowhere in this entire journal.  Yet they do appear in a few spots in other similar 

journals. Thus larger banks seem to utilize other larger marketing channels, seemingly 

for a broader demographic.  Particularly, billboard ads (though Anchor uses them), radio 

and TV ads, and stadium sponsorships are used by them; as well as by mid-sized bank 

chains.  
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Buyout Threat and Defensive Growth Potential 

Also, many mid-size and small banks of the Twin Cities have been bought out or 

have merged with Wells Fargo, U.S. Bank, and other banks in prior years.  Of note is 

M&I Bank’s recent buyout of Excel Bank (Sandin, p. 1, 2007).  The sale was only four 

branches large, but that was all of Excel Bank.  Such a takeover could easily happen to 

a bank of Anchor’s size, plausibly if their marketing goals go significantly unmet.  But 

better yet, with good positioning and market scanning, Anchor could potentially take over 

a bank the size of Excel or one a little bit bigger.  

To continue, some smaller banks have avoided opening up in the highly competitive 

Twin Cities banking market; or they have avoided offering banking products in favor of 

insurance and investment products through franchises like Edward Jones and State 

Farm Insurance.  This threat is lessened when Anchor maintains a full array of financial 

products. 

 

Situational Analysis - Market Strategy (Related to Competition) 

If this perceived growth is real, how can Anchor Bank compete?  We must consider 

that the Twin Cities is home to several large bank chains, wealth management firms, and 

many insurance companies who offer banking products.  Specifically: TCF Bank, 

Bremer Bank, U.S. Bank, Securian, and Travelers Insurance.  All of these firms are 

perceivably becoming more locally aggressive, or are maintaining their already 

aggressive marketing efforts. 

Specifically, in recent months, TCF Bank pledged thirty-five million dollars over 

twenty -five years to name the new University of Minnesota stadium, “TCF Bank 
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Stadium”.  TCF has also secured the rights to the U of M student i.d. card, which can be 

linked to a TCF bank account (Korstange, 2007, July 11, p. 1).  The point here is that 

TCF wants to align itself with Minnesotans to grow its MN customer base.  At the same 

time however, TCF wants to distance itself from being perceived as an overly big box 

national bank like Wells Fargo, but still be perceived as large enough to offer out of state 

locations and a smorgasbord of loan and deposit products.  Yet they will never be as far 

away from big box banking as Anchor is, which is part of its competitive advantage. 

A bank like Anchor can hardly afford something like this, but they don’t need it 

anyway. However, in a candid interview, Eric J. Britt, one of Anchor’s branch presidents, 

informed me that Anchor had advertising agreements via a noteworthy sponsorship of 

the St. Paul Saint’s at Midway Stadium.  He described this as more affordable than 

larger venue sponsorships.  A great method of brand awareness, and something we 

recommend retaining.  

These ads and marketing tactics can and should be examined to identify each bank’s 

target market, and their marketing segmentation.  Anchor Bank needs to know the ins 

and outs of its competitors’ marketing, as recommended in Gerald Michaelson’s, “Sun 

Tzu: Strategies for Marketing: 12 Essential Principals for winning the war for customers”.  

This principal is articulated in his second chapter, Organization of Intelligence, “know 

your market as well as you know yourself” (p. vii, 2004).  The book, also points out by 

way of an entire chapter, the importance of a marketing defensive stance.  In the Twin 

Cities’ banking community such a stance is of extra importance because of the sheer 

number of banks (448 According to the 2007 FDIC datasheet).  However, an overly 

defensive stance is evasive to causal market growth and it should therefore be avoided.  

With that said, Anchor Bank has a lot to gain, but even more to lose – specifically, all 

that they have built up as their product/service differentiation. 
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Intro to 2008 Marketing Plan For Product(s) 

This marketing plan attempts to address all these issues, threats, challenges, and 

more, in a reasoned attempt to sustain and more favorably grow Anchor Bank’s revenue 

base in the greater Twin Cities, and also into rural Minnesota, Minneapolis, and growing 

neighboring states. 

 

Gaining Market Share (recent) 

Anchor Bank has had steady growth over the last four years, and their marketing 

seems above-average based on our research.  Consistent with this, Anchor Bank has 

been a part of this growth and competition by way of adding two new branches in prior 

months.  In fact, one of their most high profile bank constructions has been completed 

this June at the intersection of Snelling Avenue and Interstate 94, in the Midway area of 

St. Paul.  Also, two months prior to that they opened a new branch in Burnsville.  Thus 

they are growing at a healthy pace. 

 

Market Environment (Situational Analysis) 

 The market environment as it stands currently, could pose some future 

challenges.  The first challenge is the increasingly difficult mortgage market.  With 

predatory lending and a record number of foreclosures in Minnesota this past year, 

lenders are becoming extremely selective in whom they give mortgages to, and this 

could influence our market environment.  Our residential customer base who want to be 
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able to rely on us for all of their personal banking needs may find that we can’t give them 

the mortgage they need due to the stringent stipulations lenders and legislation are 

imposing, as well as our own strict in residential loan requirements.  Even though this is 

a serious market environment threat, it has never been a huge area of a community 

bank’s expertise.  For the most part banks like Anchor hold their own loans, which 

means they do not seek to make money selling them to other investors.  Thus, they do 

not want to hold many if any risky subprime loans.  Additionally, the demographic of 

those types of loans is very contradictory to the typical business bank demographic.  

Another market environment challenge for Anchor is rates as set by the federal 

government.  For example, after 9/11 the Federal Government lowered the prime 

interest rate a few times.  This spurred mortgage and bank company growth.  Simply 

put, more people took out loans.  Yet when the Federal Government raises the prime 

rate, it can slow a community banks mortgage loan business, as well as their personal 

loan and business loan volume.  This has been and will always be a threat to Anchor 

Bank, who should focus on comprehensive financial services in such a tough rate 

environment. 

Price (Marketing Plan) 

Another challenge is an economic and competitiveness challenge regarding 

interest rates.  Often times Anchor cannot compete with the low interest rates offered by 

larger banks during their best promotions.  This is because of the volume of loans that 

big banks like Wells Fargo and U.S. Bank write, they are able to offer lower interest rates 

and less in total fees.  However, most would agree that Anchor’s (a community banks) 

customer service and wait times are better.  Yet there will be business Anchor will lose 

on the extreme price shopper market.  However, monthly rate promotions, business 
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consultation for business clients, and cross-selling will help Anchor attract and retain 

many of these types of customers.  Yet for the most part Anchor Bank is not a bank to 

be the cheapest bank out there.  

 

Market Segments with Growth Potential (Situational Analysis) 

Our 17 locations throughout the Twin Cities offer the following products to our 

customers:  personal banking products, investment and trust services, mortgage and 

consumer lending services, and small and mid-size business lending.  These products 

are ideal for our market segments.   

Our four main segments comprise the following:  Families with high school and 

college age children, college students at smaller, private, religiously-affiliated 

colleges/universities, and community members who live near Anchor Bank branch 

locations.  Lastly, in regard to place and distribution, we’re targeting growing resort 

cities in greater MN and growing cities in neighboring states to open two-three new 

branches over the coming months and years.  We’re targeting these market segments 

because of their marketable attributes based on our experienced reasoning and market 

research as outlined below.  

Families with high school and college age children have nearly a plethora of 

banking needs.  These families need checking accounts, savings accounts, retirement 

plans, investments, home loans, car loans, credit cards, lines of credit, etc.  Their 

parents most likely have a home mortgage and possibly a mortgage on a cabin.  They 

would typically have at least one car loan if not multiple car loans.  Along with car loans 

and mortgages, these parents will probably have multiple accounts with a bank including 
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checking and savings.  They will likely need credit cards, debit cards, retirement 

planning, and much more.   

Aside from the banking needs of the parents, there are the children’s banking 

needs.  The children when they are teenagers will need a checking and savings 

account, debit cards, and maybe a car loan. Then as they move to be college-aged, they 

will likely need student loans, credit cards, and increasingly auto loans.  If you consider 

the amount of banking needs a typical family has, it really adds up!  The point here is 

that we are suggesting Anchor focus more on targeting the U.S. Bank and Wells Fargo 

target market – the subset there from as described above.  A big part of the big bank 

target market includes growing middle class families who prefer branded banking and 

value banking.  This is something Anchor has spent little to no effort going after 

specifically, as their bread and butter has been business loans for years and years.  

Another market segment we are considering is religiously affiliated colleges and 

universities.  We see this as a market with a wealth of potential that hasn’t been tapped 

into by many area banks.  We see religiously affiliated colleges as somewhat smaller 

and close knit.  Many such schools emphasize ethics, conservatism, and community – 

all things that are a part of Anchor Bank’s core values and mission.  This target 

marketing effort is similar to that of Thrivent Financial, who targets Lutherans – the 

largest religious demographic in the state.  

With an estimated 30,000 students on all Twin Cities based religiously affiliated 

colleges, and an estimated 160,000-250,000 family members thereof, this market is 

attractively large and prime for banking growth.  We would like to tap into the reliability 

of a market like this by contracting with these schools to offer student identification cards 

that will link the student’s school account with an Anchor Bank checking or savings 
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account - giving the student a free, easily accessible way to manage their school and 

personal bank accounts.  We see this population as a great opportunity to build a 

positive relationship with schools in the future; they can continue our projected cycle of 

having their own family bank with Anchor Bank.   

Anchor Bank would have one satellite location on the biggest schools campus, 

partially run by trained students.  A couple of the bigger schools would have Anchor 

ATMs located on campus.  These two points are dependent on cost and management 

risk projections.  Observe the three card examples shown below. 

 

Community members who live near Anchor Bank branches are our third market 

segment.  Anchor Bank is community minded and we want to convey that in our 

marketing strategy.  Although we specialize in serving small to medium sized 

businesses, we also serve the community, and we value this.  We get involved in the 

communities where our banks are located and we value serving those community 

members.  In fact, according to the AnchorLink web-site, Anchor Bank is involved with 

the Farmington Education Foundation and the Indianhead Boy Scouts Foundation 

(www.anchorlink.com).  Positively, we hope that our relationship with our local 

communities is reciprocal.   
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Although many of our branch locations are not in small towns, we want 

community members to get a small town feel when they walk into an Anchor Bank.  We 

want to know them by name, and we want them to feel as invested in us as we are in 

them.  Thus, we feel as though targeting people who live in the communities around our 

branches is a win-win situation because they will have a bank that they can rely on and 

trust in while we get to continue to give back to the community by serving them.  The 

challenge of this market is the fact that these community members are likely with other 

banks.  

 

Place – Distribution 

 

We will also be expanding our branch locations to better serve the vast needs of 

our clients, and to expand our small business base in Minnesota’s growing and 

emerging communities, resort cities, and the Minneapolis area.  This is a serious 

expansion that we project will be executed in two phases over the next three - four 

years.  After analyzing documents from the U.S. Census Bureau, Population Division 

2006, and calculating which Minnesota counties have had significant growth rates in the 

past five years, we have chosen to further research the following Minnesota counties for 

possible branch expansion: Chisago, Isanti, Stearns, and Wright.  The city of 

Minneapolis will also be looked at because we have locations all around it, and many 

clients who live there.  Yet we have no branch there and it’s the biggest city in 

Minnesota, with a huge amount of human volume per day.  Even one branch in that 

area would give us urban clout and exposure.  We would like to open a branch there as 

soon as the market allows us to, bearing in mind the costs.  
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We also believe that our product will do very well in some emerging communities 

in surrounding states, specifically growing resort and vacation areas – often frequented 

by Twin Cities residents.  After scanning the market and researching data from the U.S. 

Census Bureau, Population Division 2006, in an effort to locate out-state communities to 

expand in, we have chosen the following:  Sioux Falls, South Dakota, Fargo, North 

Dakota, and Gurnee, Illinois.  The expansion process will be slow and deliberate, but 

we strongly feel as though our product will be very successful in these relatively un-

tapped markets. 

Product Organizational Strategy (Adoption and Life Cycles) 

 Our product is in the Early Majority part of the adoption cycle.  This means that 

our product adaptors come roughly in the early majority, many by way of informal social 

contacts (Kerin, Hartley, et. Al. 2006 p. 295).  However, as our two new branches open 

up and attain clients, those branches are more so in the early adopters category.  This 

means that these potential customers join our new branch right away for reasons such 

as: maybe they are fed up with bigger banks, or want more personalized service and a 

nicer bank environment, or perhaps they want to check out all the buzz from the new 

bank in town.  This profile of a product adaptor is that of social leader, with a slightly 

above average education, according to the marketing text, “Marketing 8th Edition” by 

Roger A Kerin, Steven W. Hartley, Eric N. Berkowitz, and William Rudelius; published in 

2006 via McGraw-Hill Irwin of New York, NY.  Specifically, this applies to our new 

banks, and slightly at all our banks when we talk in the context of taking on the Wells 

Fargo and U.S. Bank target market or new movers. 

 Our product is in the growth part of our life cycle therefore enabling and 

prompting us to pursue market development, diversification, and market penetration.  
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The first strategy we will discuss is market penetration or better developing our current 

markets.  We will focus on keeping our current clients by making our presence known in 

the communities surrounding our branch locations.  After scanning the market, we will 

support local high school sports programs by sponsoring the actual program, the school 

or a field.  Anchor Bank banners will be placed at these fields and/or schools.  We are 

also considering sponsoring college scholarships to some of the colleges we will be 

partnering with for student identification cards. 

 

Product Positioning into Growth 

Our activities in pursuing market penetration also tie into market development 

because while we are penetrating our current market we will also be developing our new 

targeted markets:  families with high school and college age children and local 

community members who live near an Anchor Bank branch.  Aside from developing the 

above listed markets, we will also be focusing on developing the market of college 

students.  We will be developing this market with our presence on campuses at local, 

religiously-affiliated, private colleges and universities where the students will have their 

student identification card tied to an Anchor Bank debit or credit card and potentially 

Anchor bank account(s).  We will also develop the college student market through our 

ongoing relationship with their parents – current clients and target market.   

 In addressing diversification, we are pursuing adding a few new products.  One 

is the portable “Anchor” ATM that will be present at community events, free-of-charge, 

and accompanied by Anchor Bank employees.  Another product we are pursuing is the 

student identification card that can be linked to an Anchor Bank account or credit card 
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for students at private religiously affiliated colleges and universities that we are 

partnering and contracting with.  The last product we are adding is the Anchor satellite 

location on the campus of the largest college we are contracting with for the student 

identification cards.  This will be a smaller, modified version of our branches, but will 

provide the students with the same at -home, personal feeling that we strive to offer.   

The colleges/universities that we are targeting for student identification card 

diversification are:  St. Mary’s University, Augsburg College, Hamline University, Saint 

Catherine’s College, Saint Olaf College, Concordia University, Luther Seminary, and 

Bethel College.  The student identification cards that will be given to the students at 

these schools will be school specific with a picture of the school mascot or the campus 

along with the Anchor Bank logo.  We will also be adding a “Student Spot” feature to our 

Anchor Link web-site.  Lastly, we have no relevant marketing need for a consolidation 

strategy. 

 

Growth Potential (More on Cycles) 

 Over the last four years Anchor Bank has had impressive growth for being in 

such a competitive banking market.  In fact according to the Federal Deposit Insurance 

Corporation’s 2007 fact sheet for MN, Anchor had $470,000 dollars of growth in 2004 

followed by $550,000 in 2005, where after their growth jumped to $919,000 for 2006; 

and thus far this year Anchor has accumulated $931,000 (10.6%), in growth.  With 

these impressive figures it is obvious Anchor is doing something right.  Our challenge 

as marketing professionals is to ensure Anchor sustains this growth, and exceeds it- in 

both the short and long term.  Good marketing can always be better.  As we discussed 

in class, the right marketing mix for the right growth stage is critical to business growth.  
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Observing the above mentioned growth amounts for Anchor in conjunction with the 

fact that they have about 1.2 billion in assets as the seventh largest bank holding 

company in Minnesota, Anchor is in the competitive growth part of the product life cycle 

(Minnesota Business/FDIC, Feb 2006).  However, they may be nearing the maturity 

point, dependent on the market.  And also because they have only penetrated the Twin 

Cities market since 1963 – not that long compared to most big banks. 

 After interviewing the president of Anchor Bank’s Snelling Branch, we were 

advised that Anchor Bank has considered opening a branch in Minneapolis, an area they 

have no branches in or relatively near.  The President of Anchor’s Snelling Branch, Eric 

J. Britt, described it as a potential convenience to their already existing customer base, 

and as a draw to those changing banks or new to the area.  However, he seemed more 

skeptical when we suggested Anchor consider opening branches in growing greater MN 

resort areas (as mentioned in the Place-Distribution section above), and cities in 

neighboring states like North Dakota and South Dakota.   
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        Graph used under the Fair Use for Education Doctrine, Published by University of 

Baltimore. 

 

Interestingly, population growth rates have had an effect on Anchor’s success. 

According to the Metropolitan Council, who used US Census data, “6.4% population 

growth figure for the Twin Cities from April 2000 to April 2005” (Metropolitan Council, 

2006; p. 1).  People often move into the Twin Cities for family or career reasons.  Since 

the bulk of Anchor’s target market are those in business, those moving into the hot 

Fortune 500 company laden Twin Cities is a reasonably attainable client/market for 

Anchor Bank.  

However, more specific data from the same source indicates that the Twin Cities has 

a highly educated population with noteworthy earning power. “The Twin Cities ranks 4th 
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most educated among the 25 largest metro statistical areas” (Census Bureau, American 

Community Survey). Minnesota’s per capital income also provides a qualified and 

sizable target market at $42,000 in 2005 (U.S. DOC/BEA, Regional Economic 

Accounts).  

Yet, with 17 locations and a history starting in 1963, Anchor Bank could achieve 

more market share by stepping into greater Minnesota, and some nearby states. As a 

matter of market research, population growth rate, average income, and educational 

statistics could be looked at to assess a community’s ability to sustain and prosper with 

a new Anchor Bank, as mentioned above. 
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Distribution/Collateral Support Materials 
 

To further our market penetration we will have an obvious presence at local 

community events such as county fairs, parades, and celebration days.  Furthermore, 

we will bring a portable Anchor ATM that will have no fees attached for anyone who uses 

it at these events.  We will also have representatives there in person able to help 

community members with opening accounts, obtaining information on Anchor Bank 

services, and giving out free Anchor bank items.  Specifically, we will give out Anchor 

Bank blue rope, coffee mugs, and nice pens.  Anchor will also give out t-shirts to those 

who fill out a quick loan or credit card application.  

 

Public Relations 
 
 An aggressive public relations campaign will be executed for each new branch 

location opening.  A public relations firm will be hired to develop the details of the 

campaign and also to train Anchor Bank staff.  The public relations campaign for each 

grand opening will employ the following themes:  “Come in a stranger, leave a friend” 

and “Anchor Bank: Anchoring the Community.”  In this campaign there will be early 

releases in newspaper ads announcing the grand opening of the bank two months 

before the branch opens.  As the grand opening of each branch location nears, we will 

release press releases and also have a media pre-opening where we invite the local 

media to join us at the new branch and speak with the bank president and see the facility 

before the public does.  On the actual grand opening day, we will have free food and 

events at the bank with Anchor gear given out to the public that day.  We will also invite 

area representatives of community organizations that which Anchor supports, or whom 
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are seeking the support thereof.  Such groups may include the Lupus Foundation, the 

United Way, and the American Red Cross.  The goal of the public relations campaign 

will be to show the community that we are invested in them and that we center ourselves 

as being community oriented.  

Advertising 
 
 We will place articles in business journals, local newspapers and local business 

magazines to target business owners/executives.  We will try to take on our 

competitor’s ads as cited in the pages above.  Anchor really needs to be more 

aggressive in print advertising, even though they have done a good job of having regular 

press about their banking business in such publications.  Additionally, if Anchor has had 

prior instances of a particular journal ad working poorly or not at all, the ad or ads should 

be redesigned or placed in a different publication.  There is no point in Anchor wasting 

money on useless or overly common magazine ads.  However, a complete or near 

absence of these types of print ads would be foolish for Anchor. 

 

Direct Marketing 
 
 Post cards will be sent to residents within thirty miles of new locations, inviting 

them to Anchor’s open house.  Post cards will also be sent to parents of high school 

seniors about school loans.  Having interviewed the President of Anchor’s new Snelling 

Branch, Eric J. Britt, we recommend door-to-door gift giving to area businesses at least 

once every two years.  The Snelling branch has recently done this as a part of its brand 

awareness efforts in the Midway area of St. Paul.  
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 We will also use direct marketing by tapping into our database of students that 

which we have supplied college i.d. cards for, assuming they have not opted out of such 

marketing when they signed up for the card.  Specifically, we will mail out these 

students information on auto loans via Anchor Bank.  Additionally, we will mail them 

graduation cards based on the college’s records.  Lastly, Anchor Bank has no plans to 

market or advertise in trade shows because it is not really consistent with our growth 

plans and/or target market.  It would likely be a waste of our marketing dollars.  

 

Sales Promotions 
 
 Business people who generate loans through Anchor Bank will receive a 

promotional business kit from us.  This consists of a leather bag/briefcase containing an 

Anchor Bank mouse pad with a calculator build in, an Anchor Bank blue pen, a leather 

Anchor Bank legal pad holder, and a booklet highlighting the benefits of doing business 

with us.  This will also include information on the webcasts and other tools they can use 

to grow their business.  Moving along, sales people within Anchor Bank should be 

recognized via extra compensation and a sales achievement plaque.  This is only for 

the top fifteen percent of sales people within Anchor Bank.  Assuming Anchor’s prior 

commission rate was only for the top twelve percent (no plaque); we feel this is a 

positive change.  More specifically, we feel it will drive sales up and give Anchor’s sales 

force a sense of pride and sales incentive.  For the rest of Anchor’s sales force, the 

compensation structure will stay the same, as the big sales dogs produce the most loan 

closes. 
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Electronic Marketing 
 

Electronic marketing is going to be an integral part of this plan.  We will hire an 

IT consulting firm to help with this aspect of the plan.  After researching and scanning 

the market, we have identified one issue for the IT consulting firm, and one issue for our 

in house marketing department.  The first issue that will be dealt with through the 

outside consulting firm will be differentiating Anchor Bank based in Minnesota from other 

Anchor Banks on the internet.  If one is to search “Anchor Bank” on Google or Yahoo, 

Anchor Bank Minnesota comes up as the third search result or lower.  We would like to 

differentiate ourselves enough so that we will come up as the first search result, so 

people know that we are the Anchor Bank based in MN.  People who are not that 

internet savvy may confuse us with the three or more other Anchor Banks out there, or 

they might give up on using our web-site or bank. We do not want this. 

Our second issue deals with marketing and our web presence in conjunction with 

disassociating the IT department with the development and maintenance thereof. 

Specifically, research has indicated that if we rely on an IT firm for the design and 

maintenance of our web-site, our marketing department will be held at the whim of the IT 

department inside or outside of Anchor Bank.  Therefore, content and layout of our web-

site should and will be the sole responsibility of the marketing department within Anchor.  

Additionally, our marketing department will create a monthly webcast for our 

business clients and their staff who have business loans through Anchor Bank.  These 

webcasts will cover specialized topics by month, facilitated by well-known people in the 

business community.  These webcasts will be completely free of charge; our business 

clients can use them for their own staff development.  
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Recommendations 
 

Even though Anchor Bank has done a great job tending to and growing its 

business banking customer base in the Twin Cities, we feel Anchor should consider 

breaking this status quo.  With a steady growth rate (10.6% currently), 17 locations, and 

1.2 billion in assets, Anchor Bank has the growth potential to take on bigger banks and 

move into the Fargo/Moorhead area, Minneapolis, and other areas mentioned above.  If 

Anchor Bank stays in its safety net of the Twin Cities, it will likely lose out on growth 

opportunities outside of the metro and into bordering states (even in business banking), 

and it will never become a noteworthy threat to bigger banks like M&I and Associated.  

We recommend Anchor raise its brand awareness for these potential expansions by 

having a bigger presence at county fairs and community events via banner ads, Anchor 

info tables, and a fee free portable Anchor ATM for everyone attending these events 

(goes to some events not all for cost reasons).  Additionally, we recommend more and 

better business journal ads – use your best clients in them as observed in the ads 

above. 

Moreover, by maintaining strong business connections in all Anchors’ markets, 

and by being an active member of area chambers of commerce and charitable 

foundations, Anchor can grow its Twin Cities revenue.  Positively, Anchor is doing much 

of this already.  But the key is to do it with more heart and business savvy than the 

competition.  This may mean revaluating who Anchor has assigned to be a 

representative for these organizations.  What does Anchor really bring to the chamber 

or a business relationship more so than their competitor? 

Anchor needs to scan the market more closely, always looking for obscure 

growth opportunities in conjunction with their learning from other bank’s marketing and 
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business missteps.  Why didn’t Anchor buy out Excel Bank?  Was the price really too 

high?  Excel was significantly a business bank with a strong Minneapolis presence - 

something Anchor is still lacking.   

There will be business Anchor will lose to the extreme price-shopper market.  

However, monthly rate promotions, business consultation for business clients, and cross 

selling will help Anchor attract and retain many of these types of customers.   

Anchor should come up with a monthly business education seminar for its 

business customers and their staff development.  Anchor should also hire an IT 

consulting firm to ensure AnchorLink.com is ranked higher (first) by search engines to 

avoid confusion and customer anger from those who are not so internet savvy.  

Additionally, Anchor should never let an internal or external IT firm control the content, 

updates, and layout of its web-site.  This should be the sole responsibility of Anchor’s in 

house marketing department.  

We also recommend Anchor target religiously-affiliated colleges/universities in the 

Twin Cities for a student i.d. cards provided by Anchor (maybe co-sponsored by another 

company to lower costs if it is a huge issue) that would link the student’s school 

accounts, and potentially a bank account with Anchor.  Two or three colleges would be 

fine, four to seven would be better.  These student databases will then be sent 

graduation cards with info on Anchor auto and personal loans, so as to secure them as 

future clients.   

Anchor will also target more aggressively the communities its locations reside in, 

particularly those currently with bigger banks.  The key here is to give back to these 

communities and create brand awareness (see prior pages) and trust, so that many will 

turn away from Wells Fargo or U.S. Bank.  A big part of this has to do with Anchor 
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prompting itself as a one-stop shop at 

community events, offering scholarships, 

and hosting an open house at its new or 

redone locations.  So people know 

they are polished, high tech, and full of 

very experienced bankers from big 

banks.   Additionally, anytime a big 

bank makes a mistake noted by the press, 

Anchor should double its ads in and around each 

community its branches reside in.  

Moving along, Anchor needs to let down and reasonably change its perceived ego 

and overly traditional and upscale banking environment, so as to invite lower income 

clients, more middle income clients, and importantly those from many minority groups – 

must be a bigger number.  Anchor has moved in this direction somewhat- by hiring a 

female CEO, but there are those who don’t feel welcome in a bank atmosphere like 

Anchor’s.  As such Anchor needs to display signs of cultural acceptance and awareness 

in its bank and bank advertising.  It also needs to consider compromising its ultra-posh 

environment with a culturally comfortable environment – like Wells Fargo does. 

 

 
 
 

 

 

 

“If your actions inspire 
others to dream more, 

learn more, do more and 
become more, you are a 

leader.”  

- John Quincy Adams  
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Financial Telesales Script © (Originally written on 04-16-03, updated 08-08-09).  

 

01) I am not interested / hesitant to listen. 

A) I understand that, but hang on a min. and let’s see if we can put you in a 

better financial situation. You like to win at financial poker right (optional)? 

B) Hang on a min. ______. I’m not trying to twist your arm into buying a vacuum 

cleaner (ha. ha). I am trying to help you save money. 

C) ______ what makes you think we can’t save you money. We work with over 70 

of the nation’s premier lenders on the wholesale market to make sure we get you 

the best value. Recently we saved the Olson family $200 a month and lowered 

their interest rate (use other similar testimonials). You might be eligible like they 

were. 

 

02) What about your company? 

A) I work at 123 Mortgage. Were licensed, insured, and listed with the BBB. Here 

at 123 Mortgage we are dedicated to putting you in a better financial position, 

whether we lower your rate and term, or get you some needed cash out. 

B) 123 Mortgage is one of MN’s most successful mortgage firms because of our 

highly experienced staff and great customer service. We would enjoy trying to 

save you money. 

C) Well, ______ were not like a retail bank (Wells Fargo), (U.S. Bank). Those banks 

do retail lending mainly in the conforming market. They turn down more people 

than they accept. We accept you for who you are and go the extra mile to close 

your loan, now or in the future. Our clients really appreciate that. 
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03) I tried to refinance before / I have bad credit / bankruptcy. 

A) Ok_____, that’s not the end of the world. We work with people like you every 

day. Just last week we saved a family from foreclosure. Don’t be surprised if we 

can do the same for you. Let’s get you started with a financial checkup now. 

B) Our staff is committed to helping people rebuild their credit. I am positive one 

of our many programs will surly put you in a better financial position. We have 

programs that take all kinds of credit scores, and if you get turned down we will 

coach you to meet your financial goals, starting with asset protection. What are 

your insurance limits? 

 

04) What about rates? 

A) Rates are determined by loan to value, debt to income ratio, and your credit 

score. We only offer very good rates and we have top tier customer service to 

back them up. Your interest in rate meets my interest to get you the best deal!  

B) I’m glad you’re interested in a rate. Rates change every day, the best thing I 

can do for you is to have one of my best loan officers call you back or I can 

conference them in right now. That way he/she can answer your questions 

directly. 

C) Your interest in rate meets my interest to get you the best deal … then move 

on to the factual sales pitch. As a bank we look at your application holistically to 

make sure you get the best chance at the lowest rate possible.  It truly makes 

my day when I get a customer a better rate, but if the rate was ok; having a big 

picture financial advisor can save you more in other areas. Correct? 
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05) Why do I get so many fees from your bank? 

A) At 123 Bank it is in our interest to make sure you have the right products for 

your financial goals.  Often times an unexpected fee is an indication that you 

don’t have our best credit products, like a line of credit or credit card as overdraft 

protection.  These products can be attained over the phone in merely 2 to 4 

minutes.  Mr/Mrs. ____ I have personally witnessed hundreds of families 

reduce their bank fees with these great products, saving hundreds of dollars, and 

these products can even be used to advance cash into your checking account.  

Let’s walk through the application together so tomorrow will have fewer fees 

than today, meaning you get the money and service you need.  
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Creative Bank Print Ad  
© 2009 Jeremy Swenson 
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(M&I Bank Logo used under the Fair Use for Education Doctrine.) 
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