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F R O M  S T R A T E G Y  T O  B U D G E T  

Bulletproof Planning



29 INSTITUTIONS 
ACROSS 

30 STATES



32 EMPLOYEES, 
HEADQUARTERED 
IN TUPELO, MS

TUPELO, MS



1. Budget


2. Projects


3. Creative

3 parts of your strategic plan:
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Budgeting doesn’t have to be scary.



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3

There is no 
magic number. 
There is no 
mystical 
formula.
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Your budget is 
what you can 
afford.
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T H I S  I M A G E  I S  N OT  TO  S C A L E

A N D  T H E R E ’ S  A  R E A S O N  T H I S  T E X T  I S  B I G
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10’

50’
40’



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3



V I R G I N I A  B A N K E R S  A S S O C I A T I O N      |         C O N N E C T | P R O T E C T  C O N F E R E N C E M A R C H  2 0 2 3

Your strategy is 
the initiatives of 
the bank, in 
order of 
importance.
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Leader

Goals

Line of Business

Goals

Projects

Budget
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Your strategy is 
the initiatives of 
the bank, in order 
of importance



Your strategy is 
the initiatives of 
the bank, in order 
of importance
that fit into your 
budget.
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Internal discovery 
drives strategy


Strategy drives projects


Projects drive creative/
media needs
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Virginia Beach Norfolk Richmond Total

Population 457,672 235,089 226,604 919,365

Percentage 49.78% 25.57% 24.65% 100.00%

Gross Budget/Mkt $248,907 $127,854 $123,239 $500,000

Brand (35%) $87,117 $44,749 $43,134 $175,000

Commercial (45%) $112,008 $57,534 $55,458 $225,000

Retail (15%) $37,336 $19,178 $18,486 $75,000

Mortgage (5%) $12,445 $6,393 $6,162 $25,000

D I S T R I B U T I N G  YO U R  B U D G E T
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Keep 
everyone
happy.
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Keep 
everyone
on the same 
page.
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Creative Planning



B R A N D



T R A N S I T I O N A L



P R O D U C T
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Write ads for folks 
who are ready to 
switch banks.
T H E  S E C R E T  O F  G R E AT  B A N K  A D S



• Intent


• Key Benefit


• Reason Why


• Tone


• Personality


• Audience

Brand Messaging Strategy



A bank on 
your side.
A banker 
by your side.
We love learning how our partners work. 
It helps us identify challenges and realize 
opportunities. By understanding the 
unique demands of your business, we’re 
better able to help you succeed.

We’re ready to roll up our sleeves and get to work. 
Visit bankingfirst.com/slow-rise   |   Call  (254) 772-9330

SLOW RISE SLICE HOUSE  | WACO, TX
It turns out, Chris Elliott is better at 
banking than baking. That didn’t stop 
Brett Swartz from teaching him the 
secrets of making great pizza.
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