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Typical Variance in Branch Level Year Over Year Sal es
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Variable Range

Demographic Variable Low Z> ‘ Z> Z> High

Household/Worker/ Business

) All Products
Density
Transaction
Household Growth Products Mortgage
) Transaction Investment
Median Household Income
Products Products
Ade Time/IRA Investment
9 Products Products

Transaction

Home Ownership Products

Home Equity Mortgage




" # Based Goal Setting - Competitive Intensity






| 1 # $ + * 1 _
$ $# | $
Distance In FDIC
Bank/Branch Miles Deposits Branch Type | Platform | Tellers |Drive Lanes| ATMs Sat/Sun Hrs | Open Sun| Tot Hrs

CASTLE BANK

BRIDGE ST/LEXINGTON AVE 1.4 $ 18.2 In-Store 1 3 0 1 Y Y 54

CARPENTER AVE/MARNE AVE 1.85 $ 25.2 Storefront 4 4 0 1 Y N 40

LEONARD ST/WALKER AVE 0.29 $ 38.7  Freestanding 4 5 3 1 N N 40
FIRST CROSSINGS

MAPLE na $ 35.6 Freestanding 4 4 3 1 Y N 42
GULFSHORE BANK

PETTIBONE AVE/FREEMONT AVE 1.18 $ 29.4  Freestanding 4 4 2 1 N N 48
HARBOR NATIONAL BANK

LAKE MICHIGAN/COVELL AVE 1.23 $ 16.3  Freestanding 3 4 5 1 N N 44

LEONARD ST/JENNETTE AVE 0.65 $ 11.3 In-Store 1 2 0 1 Y N 44
FIRST CREDIT UNION

MAIN 0.31 $ 18.5 Freestanding 9 7 3 1 N N 35
SANDPIPER BANK

BRIDGE SR/GOLD AVE 1.36 $ 219 Storefront 3 7 0 1 N N 40

COVELL RD/LAKE MICHIGAN 1.25 $ 56.6  Freestanding 4 6 2 1 N N 40

LEONARD ST/ALPINE AVE 0.74 $ 56.4 Office Bldg. 7 5 0 1 N N 40
UNITED SHORES S&L

LAKE MICHIGAN/MARNE AVE 1.93 $ 52.0 Freestanding 3 4 3 2 N N 47
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Percent of Maturity
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Consumer Deposit and Loan Balance Maturity
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Maximum Attainable Potential

Active Sales

Passive Sales

Capacity
Constrained

Sales FTE
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« Separates external factors _ from the performance
of your people

« Benchmarks branch sales performance against
actual sales of other bank branches

« Assessment of true attainable potential

« Rational allocation of sales goals based on equal attainment risk

« Align Marketing Resources _ with market opportunity
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Market Segment Branches Facility Segment Branches
Older heads of households, moderate income 40 Older branches, shorter lobby hours, lower service capability 54
Young heads of households, moderate income, home owners 28 Older branches, longer lobby hours, higher service capability 39
Young heads of households, moderate income, renters 27 Younger branches, shorter lobby hours, lower service capability 32
Younger-middle aged heads of households, moderate income, rural area 25 Older branches, shorter lobby hours, higher service capability 30
Mature heads of households, seniors, moderate income 21 Younger branches, shorter lobby hours, higher service 24
Younger-middle aged heads of households, moderate income, suburban 21 Medium city downtown branches 24
Middle-aged heads of households, moderate income 20 Older branches, longer lobby hours, lower service capability 23
Young heads of households, high income, renters 14 Younger branches, longer lobby hours, lower service capability 19
Younger-middle aged heads of households, low income, low ethnic pop. 12 Younger branches, longer lobby hours, higher service 18
Older heads of households, low income 11 Major city downtown branches 7
Younger-middle aged heads of households, high income 10 In or near a mall 3
Young heads of households, low income 9 In-store branches 1
Middle-aged heads of households, high income 7
Middle-aged heads of households, low income 7 Competitive Segment Branches
Young heads of households, high income, home owners 7 High competition, high # of tracts in trade area 99
Mature heads of households, seniors, high income 4 Moderate competition, low # of tracts in trade area 82
Mature heads of households, seniors, low income 4 Moderate competition, high # of tracts in trade area 75
Older heads of households, high income 3 Low competition, low # of tracts in trade area 17
Younger-middle aged heads of households, low income, high ethnic pop. 2 High competition, low # of tracts in trade area 1
Younger-middle aged heads of households, moderate income, urban area 2 Low competition, high # of tracts in trade area 0
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A More Sophisticated Approach — Determining Performa  nce Baselines



Difficulty Depends on Starting Point

2:# 0




Path of Least Resistance

80
Units

50
Units

20
Units

100 Unit Total Goal

0A + 100B
100A + oB
50A + 50B
40A + 60B

100
Units

70
Units

40
Units

Odds of Success

1in5

1in8

1in 2 for A but 2 of 3 for B
3in 5 for A and B (best)



Benefits of Opportunity Based Goal Setting

« Assessment of true attainable potential by branch by product

- Benchmarks branch sales performance against actual sales of
other branches in national database

- Separates external factors from the performance of your people
- Rational allocation of sales goals based on equal attainment
risk
« Objective and defensible goal-setting system

« A sophisticated method for setting goals and increasing sales.



THANK YOUI!

Bill Simmons
919.676.2500 ext. 21



