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The thoughts and opinions expressed
by Dave Martin today are his and do
not necessarily represent the
thoughts and opinions of
Virginia Bankers Association,
the Belmond Charleston Place,

CC

C, NIH, FC

A, FBI, CIA or

Kiwanis Club of Charleston.

Equal Housing Lender, Member FDIC



Okay...

Here's the
obligatory pictures
of my dudes.
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(Another accidental
banker)




Financial Supermarkets, Inc.

\-"oume 1, Number 1

The above quotation sits just to the left of my
computer. When a new challenge appears, I put my
faith in the fact that old Albert was usually right,
except on his choice of barbers.

Financial Supermarkets, Inc. has asked me to
join their team as the Director of Marketing and
Training. I feel honored and humbled. Change can be
exciting and downright scary at the same time. It all
feels very familiar, however. The week leading up to
my supermarket branch opening was one of the most
exciting and frightening expeariences I can remember.
I'm sure most of you can relate to the thoughts that
crossed my mind: Am I ready for this? Is the
community ready for this? Do I know enough to
manage a supermarket branch? Will our marketing

y? Can I possibly avoid using the public
restroom? (You know you've thought that also.)

Supermarket banking’s role in transforming
the banking imdustry continues to evolve and expand.
However, the story was a little different in 1983.
When you get the opportunity, ask Mr. J. Alton
Wingate to share some of the comments he received
from colleagues and friends back in 1983 when he
decided a supermarket was where his bank needed to
be. There is a saying that “the pioneers take the
arrows,” and Mr. Wingate can tell you that a heck of
a lot of “arrows” were fired at him and his idea. Fast
forward twelve years and you find Financial
Supermarkets, Inc. member banks stretched out all

cross the United States. Those of you who are new

I am excited to have the opportunity of
working with other supermarket bankers every day.
Every day, we are leaming better ways of selling to,
servicing, and retaining customers. Every day, we
become more of a force in the banking industry
Every day, your competitors get a little more nervous.
With all due respect to our buddies in traditional
branches...this is where the future of banking is
taking shape!

You are a member of the FSI family network.
Together, we have a unique opportunity. Better ideas
are being bom every day. It’s part of my job to share
them with our network. We have many great banks
and talented people in our FSI family. We intend to
call upon the wisdom of 12 years of supermarket
banking, the best and latest industry advancements,
and the brilliance that lies in the imaginations of eac
of you

I look forward to visiting with you bi-monthly
through Tie Supermarket Bank Advaniage letter.
We’re going to have a lot of fim together! Until next
time, remember that YOU are Jhe Supermarker Bank
Ao'vantage of your bank!

Supermarket Bank Tip: Keep eye catching signs and
displays on and around your branch. A Supermarket
Bank Branch can act as a billboard for the entire bank.
Every day, step out into the store and look at your
branch from the perspective of 2 customer.

When oihing 'ms to ep_.d look at a

stonecutter hammering away at his rock perhaps a|

hundred times without as much as a crack

showing in it. Yet at the hundred and first blow it |
will split in two, and Iknow it was not that blow |
! that did it— but all that had gone before.
.. Jacob Riis Y

ep hammerng

Dave Martin is Director of Marketing and Training for Financial Supermarkets, Inc.
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First, can we
acknowledge something?

There are lots of folks
out there who hate
only two things:

1) Change

2) The way things are
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Okay, no one truly knows the future... but let’s ponder a few things.
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Evolution does not mean elimination.

Failing to evolve almost guarantees elimination.



Clinging too long to
the business models
that brought you past

success will almost

assuredly lead to your
demise.




| personally do not
believe that very many
banks AT ALL have
made structural changes
during the pandemic
that they weren't either
planning or were already
doing, anyway.




Some of these “experts”
have been telling us that
branches are going away
for...oh... 20+ years now.



Newsflash:

The future is...uh... a long
time.






Number of bank branches in the U.S. in 2001:
88,000

Number of bank branches in the U.S. in 2021:
102,000

Peak number of branches was in 2010 at 113,000
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In 2001 the US hosted 1 branch
for every 1,200 households.

In 2021 the US hosts 1 branch
for every 1,230 households.



According to the most recent Federal
Reserve Board’s Survey of Consumer
Finances, the #1 reason for
customers selecting their primary

Ch King 3 DUNT DIC N E
“location of branches”
at 43%.

(And second place is not even close.)




What do we consider
convenjerrt~nough?













Okay, these PhD’s call it “gravity fields”

Podcast A glimpse at the role of the bank
branch after the pandemic

Customers are willing to travel longer distances to the nearest branch of s s
their primary bank if it offers best-in-class digital capabilities in return ra ! ing Consultant

Willingness to travel longer distances translates to significant thinning of branch density in theory

Branch ‘gravity field’: Increase in travel time tolerance to home / work
How much busine thin X radius of a branch can oture locations as a result of best-in-class digital capabilities
Urban setting Suburban/rural setting
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Self-service was once perceived as something banks did TO customers.

Now, it is something banks do FOR customers.




“Digital first” does not mean
digital only.

It does, however, mean our
approach to the game must
change.

Talented bankers matter
more than ever.

Their day-to-day roles and
activities, however, are
evolving.




People do not visit
branches.

People visit bankers.



Our customer
contact personnel
are evolving into
the vital human
Interfaces of
Increasingly
on-line
operations.
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Are your lines worth waiting in?



“You have to help people learn. In our
world, we know that change itself hits
the same part of your brain as the
pain center.”

Tim Parsey




The following
statement shouldn't
be controversial.



"Sales” Is oxygen.



Every organization you
respect has a growth
culture.
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The 10 Word Philosophy For A
Successful Sales and Service
g Culture

"

Market Hard,
Sell Soft

Make A Friend,
Earn A Customer



What do
people like
talking about?

Themselves
Kids/GranhdKids

Pets

Hobbies/Sports Teams

Jobs




Most folks have never In their lives
been personally asked for their
business by a banker.

Most have a bank.
Most do not know a banker.
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Ask the Experts
INDUSTRY ISSUES EXPLAINED

Successful Salespeople Get
Rejected More than Others

| found myself in an impromptu

ssion with 12- and

me reflecting on chats | regularly
hav h (slightly older) branch
bankers. In this case

stand

(3) Comments

W Tweet < 22

450

outside of a gro

ges stay with us
and throughout our

careers

As | helped them set up a small card table, my
younger son wanted to move it as far back as
possible, against a display ns. | suggested
"We're not here to build a duck blind. The goal is for
people to actually see us ve had our posters
taped up and a big American flag propped behind us
we were ready for action

Or so | thought. As | prepared to step away. my older
son said, "Uh._.. | don' think | want to do this." The
younger quickly ith him. Truth be told, it was
nice to see them in total agreement on anything. But
this wasn' the kind of brotherly accord | was looking
for at that time

When | asked why, m
explained, "If we try t

unger Willy Loman

CONSUMER

FINANCE w TECHNOLOGY w

A Vantagescore

Women in Banking | FinTech 100

BANK BANKTHINK SPECIAL

REPORT!

RELATED

Use Your Branches' Empty Spaces to
Promote Small Businesses

Do Your Branches Drain or Recharge
Relationships?

Are Your Bank's Branches Billboards or
Backdrops?

The Time Has Come to Embrace Change at
Your Bank

To Succeed, Bank Managers Must Play a
Team Game

Is It Safe to Kill Fannie

i m and Freddie?

Niche Lending Gains
Allure

Are Banks Being
Scapegoated Over
Student Loans?

sell them things, we might bother people.”

h other all of the time. You're good at it." Both then admitted th

realiz

e rejection

5Nt nec

ssanly a

ign that they're bad at their job

ign that they are actually out there doing their job
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If you haven't
dealt with failure
or felt rejection in

some time...

\ yYou might not
really be in the
game.







Question:

Who in your market(s) puts more business
cards into circulation each month?
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Question:

What do your parking lots, landscaping, and
drive-up facilities look like right now?



Paying
Compliments



.« Aperson whom you pay a
Compllment to. |

A

...Is a person you will see
again. He or she will make
sure you have the
opportunity to do that again.

...Is a person who likes
the way you think and
absolutely wants to trust
your judgment.
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Don’t allow yourself
or your team to stall

Dealing with =
turbulence



Attention Leaders:
Never
underestimate the
importance of
thespian skills.

Also: Always
remember that lack
of communication
communicates
plenty.




Our direct supervisors provide
the prism through which we
tend to see our company and
our future with it.
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Everything is hard...




~__on the sidelines who

~ would trade places

-

Congratulations.

You’re in the game.
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(Good people win.”
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