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Understand what it will take to
your bank and at
Purpose the highest level of
the political, economic, or
technological environment.
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Session Objectives

Session Objectives

1. Understand how to navigate economic, regulatory,
technological changes, and uncertainty

2. Explore strategies for aligning organizational structure and
cultural initiatives with organizational priorities

3. ldentify holistic approaches to building resilient, future-ready
institutions

4
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Some Beginning Wisdom

Itisn't what we don't
know that gives us
trouble...

it's what we think
we know that just

ain't so. ,
Will Rogers
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A Case Study

What is the Impact?
Strategic Customer Growth and Overall Performance

1. $2.1B with 25 locations (originally 8),

2. Mostly small cities and rural
Case Study communities in Georgia, and

Bank

3. Implemented a customer growth
strategy in 2003.

8
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Case Study Bank
Average Checking Customers Per Branch

Community Banks
average

Case Study Bank
averages

1,300

customers per branch

2,870

customers per branch

Case Study Bank
Check’ng Portfolio Trends
80,000
70,000
60,000
50,000
40,000
30,000
20,000 2020 & 2021
Acquisition of New
Locations
10,000
1/1/2010 1/1/2011 1/1/2012 1/1/2013 1/1/2014 1/1/2015 1/1/2016 1/1/2017 1/1/2018 1/1/2019 1/1/2020 1/1/2021 1/1/2022 1/1/2023 1/1/2024 1/1/2025
1/1/2010 1/1/2011 1/1/2012 1/1/2013 1/1/2014 1/1/2015 1/1/2016 1/1/2017 1/1/2018 1/1/2019 1/1/2020 1/1/2021 1/1/2022 1/1/2023 1/1/2024 1/1/2025
mBusiness Checking 4,605 4,778 4,999 5,249 5,595 5819 6,344 7,192 7,534 7,922 8,399 10,526 12,655 13,258 14,031 14,734
 Retail Checking 14,108 15,388 17,024 19,213 21,493 30,352 32,548 34,488 36,236 38,201 40,166 47,197 52,324 53,971 55,644 57,023
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Case Study Bank

FDIC Trends - Core Deposits

$2,000,000

$1,870,542
$1,827,631

$1,800,000 $1,785,828
$1,600,000
$1,443,868
$1,400,000
$1,286,207
$1,200,000 Six New Locations
Added since 2019
$1,000,000
$888,115
$815,734
$800,000 §730,225 $747,143
$600,000 §533.474 $581,484
462,424 $484,313 $485,681 9502636
$400,000
$200,000
$-

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
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Case Study Bank vs. The Industry
Service Income per Branch

$600
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i $541
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Case Study Bank vs. The Industry

FDIC Trends: Cost of Funds

2.50%

2.00%
1.50%
sz 1.14%

1.00%

0.63%

0.50%
0.37%

0.31%
omw 0.28%
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0.00% -
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2024
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Case Study Bank
Retail Checking Age Demographics
Age Demographic
25.0%
20.0%
15.0% -
10.0%
5.0% -
0.0% 65-74 75-84 |85 and over
= County Population 10.8% 18.9% 20.6% 20.1% 8.4% 6.7% 9.0% 4.0% 1.5%
= Last 12 Month Openings 12.3% 22.0% 20.3% 16.9% 8.0% 7.1% 8.2% 4.2% 1.1%
= Checking Portfolio 8.7% 15.4% 15.1% 15.7% 8.8% 9.3% 15.2% 8.8% 2.9%
54.6% of openings in previous 12 months are under age 44.
That compares to 39.2% of portfolio and 50.3% of the county
population in that age segment.
14
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. The More Things Change -

The Current Environment

Today’s Reality = Uncertainty

What is Most Pressing?

1. Net interest margin pressures and
deposit competition
2. Cybersecurity and fraud risk

3. Al and technology modernization
costs

4. Talent shortages
5. Regulatory and policy uncertainty

6. Digital currency expansion
(stablecoins/crypto)

Stablecoin

16
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The More They Stay the Same -
Blocking and Tackling

We need as many Primary
Financial Institution (PFI)
customers as possible.

18
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‘ When Do You Have a PFI Customer?

1

When
consumers give
your financial
institution’s
name to the

question:
“Where do you
bank?”

2

They are telling
you where they
have their
primary
operating
personal or
business
checking
account.

3

The primary
operating
checking

accountis the
gateway to PFI

status.

Most primary financial
institution relationships
still begin with a primary

operating checking
account.

Start with the
checking
account and
deepen

relationships
by providing other
products and services to
make people’s lives
better!

19

‘ Why Checking First?

l,/i

69%

First consumer product
is checking

92%

First business productis
business checking

Source: 2024 Client Data

&
28%

First relationship at a
business household is
consumer checking

20
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Clients vs. the Industry

Cost of Funds

18bp better

36bp better

National Clients Clients 10+ Years

21

Core Beliefs

Marginal
Costs

Comparison Capacity

We are in a business Modest marginal costs... High marginal revenues Tremendous excess
of high fixed costs... What does it cost you at the compared to marginal capacity.
Build expensive margin to service one more costs... Most branches could
“factories” that we call core customer? What does your average handle many more
branches. customer produce in customers with no
revenues peryear - problem.
$2007? $300? $5007?

22
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Total Net Present Value of the Relationship

Personal Checking Business Checking
9.71 years 9.43 years

$2,288 Checking $7,342 Checking

$2,676 Cross-Sale $11,925 Cross-Sale
$4,964 NPV $19,268 NPV

Source: Cross-Sellis Client Data—2024 reported in 2025

23

Product

What needs to
happen to lead

Promotion ‘ Policies

Processes

change and drive
growth?

24
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Product and Process

Considerations

Keys to Good Product

&

d
Simple Targeted Brand Name
One Pricing Accounts Account
Variable per designed to names that
product meet the identify the
—easy to needs of all target
understand retail and audience and
easy to sell business describe the
customer account
types

Sales Process Price
Indifference
Efficient and Do what’s
simple right for the
roadmap to individual and
identify what the FI will be
is best for the just fine—no
consumer product-
pushing

26
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Keys to Good Product

The best test for your products? -

Simple ndifference
Ask your frontline team Do what's
v onl A

members. Tt te

just fine—no

product-
pushing

One Pricing
Variable per
product
—easy to
understand
easy to sel(

customer account

types

27

| Save tifne and money
Welcomal with/these great products

angd services:

Every new personal checking account includes:
Savings plans

Will you make six or more withdrawals ‘
from your savings account each month?

Product with
a defined
customer
engagement

@....... Additional checking account

High Interest Checking
An ac:

for those interested in higher interest! @ -» Will you always keep more

than $2,500 in your savings
account?

@-----» Money market account
@....; Savings account

O FREE debit card

To eamn a higher rate
of interest, will you atways
keep more than $1,500 in

your checking v
ﬁjﬁ

50 years or better signing
on this a:ci"“’/

4
- S

to have direct deposit or yes o2
an automatic payment
with this account?

©

Q Direct deposit
O Automatic payments

process
utilized by
your team.

O FREE online banking
O FREE bill pay

O FREE mobile banking
with mobile deposit

Direct Interest Checking
Eam interest with the convenience of direct deposit
mant!

O FREE eStatements

O FREE business checking

Totally Free Checking
AFREE account for everyone!

oS

28
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Online vs. In-Branch Openings

Checking Account Openings

HInBranch m Online

Historically, online openings Since the pandemic, online openings have
represented <4% of all openings. doubled but represent just 8-10%.

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025H1

29

Digital vs. In-Branch Openings - Stats

Checking Balance 53% Lower
Household Balances 20% Lower
OD/NSF Frequency

Debit Card Spend 18% Higher

Account Attrition 3.0x as High

Source: Client Data

30
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Creative Approaches to Growth

Case Study One

The Marketing Piece - Interest Rate Strategy

This holiday season, we're putting your
money to work with Premium Interest
Checking. Giving you all the great
features and paying you a competitive
APY just because.

aTWO RIVERS
/——-.‘;-__--._/ Bank & Trust

32
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Case Study One

February.

* Take-Away:

* Marketing dropped in
November 2019.

for November —

* Openings for August -
October were essentially
equivalent to openings
from November — January.

Openings Trends

Balances - Opened Accounts

$3,500,000

$3,000,000

$2,500,000

52,000,000

$1,500,000

$1,000,000

$500,000

S0

Checking Openings and Balances by Month

Open Year and Month

mmm OpenedBalances e Openings

g

Accounts Opened

33

Case Study One
Openings Trends Continued

Time Frame Total Openings Total Balances Avg Balance High Interest Opens High Interest Avg Bal High Interest % of Opens

balances.

with more than

* Started lowering the rate in Q4 of 2020 - 92 of those accounts, representing $3.8
million in balances, were still open.

3-months pre 662 $1,245,339 $1,881 31 $12,260 4.7%
3-months post 669 57,359,581 $11,001 _ T 54,772 7.0%
% Change 1.1% 491.0% 484.8% | < 267.7% 346.8% 263.9%
* Pre = August, September, October
* Post = November, December, January
* Openings pre and post =
in and with the offer.

* High Interest Checking account: larger percentage of openings, much higher average

34
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Case Study Two

Note the focus on
the Premium
Interest Checking
account and the
special rate offer
for new CDs.

The Marketing Piece

Leave Checking
Fees outin the
Cold

P e
Openamy chackir 5
oy bty chaics
1@ win a FREE 16"
Solo Stove® Fire Pit!
“eranaaaen s

You're Getting
Warmer with
Truly Premium

A Season

Simply Frae Chacl
APREE ot o ooyt
s

o bk
“Haruantly v harga

Pramium Interest Chacking

for Change

king

Warm up to a Truly
Premium Checking E

Account

Warm!

Win and Stay

Checkin

35

Case Study Two

Openings Trends

* Same-timeframe analysis
shows a
and a
in the Premium
Interest checking account.

in
Premium Interest households
between 10/9 and 12/31. Of
these, 129 were opened in a
household where the Premium
Interest account opened after
10/9.

Premium Interest Openings |Premium Interest Deposits
10/9/2023-12/3/2023 105 $ 729,717
8/14/2023-10/8/2023 22| $ 214,057
Total Difference 83 $ 515,661
% Increase c 371% m>

iCD Openings after 10/9 in Premium Interest Accounts (10/9/23 - 12/31/23)

!In All Premium Interest Accounts
|In Premium Interest Accounts Opened after 10/9

334 20,468,065.50
129/ 9,159,190.56 ,

36
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What Do Business Owners Want?

¥ © [d

Simplicity Predictable, No nuisance or Recognition of
understandable unexplained their value as a
costs charges customer
37
Clients

Business Checking Stratification

84.2%

98% of businesses have fewer than
200 monthly transaction items

14.1%

- 1'5% 0'2%

51-200 201-500 500+
Average Number of Transactions

38
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Clients

Business Checking Stratification

Net Interest

Average # of Average Cross-Sell
Transactions Balance Income Relationships
at 300 BPs
0-50 $28,746 $862
51-200 $74,262 $2,228 4.7
201 - 500 $250,109 $7,503 7.2
500+ $671,475 $20,144 13.6
39
Case Study
Business Product Changes
* |n 2024, a of business customers decided
to with the goal of enhancing Treasury Management
product sales
* Prior to the product changes, the bank
; this
* Following the changes, new business checking openings
* Overall in the accounts than in the prior year
* Conclusion=

40
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Policy Considerations

Remove Barriers

* Do your policies create or remove barriers?
»“Does my spouse need to be here?”
»“What forms of ID do | need?”

* Do you pre-screen customers in order to qualify for an
account?

42
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ChexSystems

Comparison of Clients Screening vs. Not

Impact on Year One Openings:

* 56% better performance vs. 56%
proforma projections

[ ] 3 0 % b ette r to p roj e Cte d > Chance of Hitting Profitability Projections > Chance of Hitting Opening Projections
incremental accounts Performance vs. Proforma:

Non-Screening vs. Screening

43

Client Data
Account Screening vs. No Account Screening

o Net Fee Revenue $14.58
(after losses/costs)

Account Openings

+11
Per Branch Per Year

@ Screening N/A

@ No Screening

44
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People Considerations

As an
organization,
you must have
a strategy.

46
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BE
TEAMWORK

Culture eats
strategy for
breakfast.

Peter Drucker

48
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Strategy is what
we do—through
our marketing,
sales calls,
networking, and
referrals.

24



Before you can
have an effective
strategy, it must

first become
your culture.

50
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Culture is who
we are. ltis
woven into our
fabric by our
values, beliefs,
and standards.

25
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80%

Managers are the key, but...

Not equipped with the
skills to lead

51

WEEKLY TEAM
MEETINGS

Weekly meetings drive
Team Member
recognition, education,
communication and
motivation.

CHECK INS

10-15 minute monthly
meeting between Team
Leadersand Team
Members individual
meetings to enhance
Team Member’s growth,
relationships and
motivation.

High Payoff Activities

SALES
PRESENTATION
CERTIFICATION

Every month Team
Leaders provide
immediate feedback
and guidance regarding
sales presentations.

Coaching“in the
moment”is designed to
reinforce previous
training and refine skill
development of Team
Members.

&
D

ONE-TO-ONE
COACHING

Quarterly, planned
meetings between
Team Leaders and
Team Members
designed to focus on
growth opportunities
and uncovering
additional potential.

52
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Case Study
Manager Impact on Customer Growth
44.6%
Increase

56.2%

Increase 24.9%

Increase

Branch 1 Branch 2 Branch 3

53

53

54

Considerations

4
/

©2026, Haberfeld — sean@haberfeld.com

27



North Dakota Bankers Association
February 13, 2026

The Pipeline

Business
as Usual

With HPG™
Strategy

Escaped!

55

No One Wants to Switch, BUT...

Fixed Market Reality

In a given year, about

8%-12%

Competitors
Lose Customers

’—

of households and
businesses change banks.

You Gain
Customers

56
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Industry Marketing Spend

Infinite Budgets

m 2022 m2024

$4.9B
+25%

$1.8B
$869M
— $503M
—
CHASE © (Ebancorp BANK OF AMERICA 77

57

0 N YOURWALLET §
s accountthatean 8
e heights:

|OUALREADY NAVE QURC
he savings

Next,open 1

heiptakeyourfutureton
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PFI Outreach

A Different Marketing Strategy

Two-thirds of consumers will only look at
one or two checking account providers

Will consider
more than two
institutions

Will consider
only one or two
institutions

Source: The Financial Brand

59

Strategically Growing PFl Customers

Use the Use the Have the

Right Media Right Frequency Right Message

Print & Digital Every 6 -7 Weeks Your Offer

All of this is directed to the right audience!

60
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Account Openings by Proximity
Convenience Is Important

2-3miles 3-4 miles 4-5miles 5-6 miles 6-7 miles 7-8 miles 8-9 miles 9-10 miles

61

Chase - Marketing AND Adding Locations

=

-l

& e

= s

Lincoln, NE New York, NY

62
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Demonstrated Convenience

They are the neighbors or businesses next to the
customers who already bank with you.
They live around or have businesses near your branches.

Driving More Traffic

Demonstrated Convenience

9

64
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Predicted Convenience

Includes market penetration and competitor analysis plus
GPS data for people who work around, walk, shop, eat or

drive by your branches with regularity.

M" bilePredict

Driving More Traffic M¥@bilePredict
Predicted Convenience

66
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E Showcase Technology

We're in your
neighborhood.

Local banking for where we live,
work, and play.

Open your account today! = Erahn

(i]) Stop by your nearsst branch todayl

Convenient Locations

Convenient and Free

at every location

Does your bank...

[ R ——}

Great Products
& Better Pricing

Lawre:

67

Consumer Study:

72% regularly read or look at ads in the mail

Spend 1.6 minutes with direct mail ad vs 1.1 minutes for digital ad

58% find direct mail trustworthy; 67% in terms of privacy concerns

60% say direct mail is easy to remember when making a purchase

(vs. 44% for digital ads)

“What gives print ads their edge...is they are more
effective at leaving a lasting impression.”
Dr. Martin Block

68

©2026, Haberfeld — sean@haberfeld.com

Financial Brand, June 2024

34



North Dakota Bankers Association
February 13, 2026

Omnichannel Marketing

Borrowing is better at Anderson Brothers!
al Lending Process | Quick Solutions
Easy Pixed Payments | Low Credit Options Available

Proactively Reaching Prospects

Proactive

65%

will consider one or two
institutions

69

Member FDIC 1=r SR

NMLS# 4

Freedom Checking

* No minimum balance ® No monthly maintenance fee
* FREE eStatements

Business Freedom Checking
Perfect for most businesses!

* 1,000 FREE monthly transaction items

= No minimum balance = Mo monthly maintenance fee

* Up lo $10,000 in cash & coin services included per month

DUSINESS rreeuvin LIIecKIng
Perfect for most businesses!
* 1,000 FREE monthly transaction items

* No minimum balance ® No monthly maintenance fee

The Next Step - Persona Messaging

An account for customers 13 years and older!

Enjoy all the benefits of a
Freedom Checking account!

FREE Mobile Banking,

—
FREE Online Banking
with Bill Pay L= with Mobile Deposit
== [ ot e

Open Online al FirstState.Bank or

FREE Debit Card or
Business Debit Carcl

VIRl Wonnnw Mo el Do on oo le i

l FREE Debit Card or
And More!

Business Debit Card
Open Online at FirstState.Bank or

* Up to $10,000 in cash & coin services included per month

Visit Your Closest Branch at
400 W Oak St or 2430 W University Dr - Dento

State Bank. University Dr Open Saturdays, 9 to 1 p.m.
Other fess auch as non-suffident fund, overdraf, ete. may ap ply. detail depasit i anly 590. Ask us for detals. Fst State Ba rk dits, I v atcesds trnsdions, a fee of 535
peritem over 1,000 may be chaged. I the Business Fraedom or & ainand 5, theaccount may be converted to another checing produd. Minor 13- 17 Joint Cwnesship of parent or quardian required. Opening online available for persoral accaunts only.

70
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a0

Low

YOUNGER YEARS

Upwardly Mobile
McMansions & Merriment
New Money

Fiscal Rookies

‘Work Hard, Play Hard
Loan Rangers.

Metro Mainstream
ATM Nation

Daily Grinders

Online Living
Credit Country
Striving & Thriving

Lifestage Groups

FAMILY LIFE

Flourishing Families

MATURE YEARS

Financial Elite

Big Spenders The Wealth Market
School Daze 02 Business Class
Family Funding 03 Power Couples
Leveraged Life 04 Golden Agers

Upscale Earners
Value Seekers

Khakis & Credit

Rural Roots

Fiscally Fit Families

Mass Middle Class

New Tech Traders Upscale Empty Nests

Drive — Thru Debits. 09 Booming Nests

Fast Cash Families 16 Equity Earners

Cash Back Consumers 17 Leisure Land

Starter Homes 20 Home Sweet Equity
2 21 Comfortably Retired

Working-Class USA 22 Early-Bird Specials

Digital & Dollar Stores
Family Steals & Deals

I Midscale Matures

g i 25 Annuity Street
kel 26 Pensions & Ports
City Strivers 4 s
Minimum Way 33 Generation Save

Rocker & Recliner Retirees

Social Insecuri
Y ﬁ Nesters & Investors

Retirement Blues
46 Unwired Retired
47 Superstore Shoppers
49 Penny Pinchers
56 Fixed Finances
60 Foundational Occupant

71

-

1

Low

NI IR IS LI A A~

Y3: Fiscal Fledglings

Fiscal Fledglings contains mostly singles, some with children, living in urban
neighborhoods. These segments stand in stark contrast to M1 - Financial Elite, in
that they can ill afford most financial products. Their financial holdings consist
mainly of student loans and non-interest-bearing checking accounts. They also
are the least likely of all groups to have auto, life, or residential insurance. The
segments in this group are heavy users of text messaging and social networks
and often watch movies and television shows on their smartphones.

M2: Wealthy Achievers

Lifestage Groups >

MATURE YEARS

Financial Elite
The Wealth Market
02 Business Class
03 Power Couples
04 Golden Agers

(=N S VIIRVEN] o

Upscale Empty Nests

The segments in Wealthy Achievers exemplify stress-free living: mature couples
in luxury homes whose children have mostly left the parental nest. With lofty
incomes, they've amassed large portfolios filled with bonds, stocks, annuities, and
real estate. They also buy a lot of term life, residential, and auto insurance. They
indulge their philanthropic impulses, exhibiting high rates for donating to public
broadcasting and the arts. And these well-educated consumers gladly pay for
advice from financial professionals.

46 Unwired Retired

47 Superstore Shoppers
49 Penny Pinchers.

56 Fixed Finances

60 Foundational Occupant

72
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Leverage Big Data for Messaging

Persona Precision

Segment existing households to better understand what messaging will
resonate with prospects

= High Yield Checking = Wealthy Achiever

= Totally Free Checking = Fiscal Fledglings

CHECKING TO
FIT YOUR NEEDS

Direct Interest S0+ Interest High Yield Checking

Totally Free Checking Checking Checking An account for those interested
AR oot o raryore An Intorest.earming account A porect account for W higher intorset
« Unlimited FRE o
« No minimum balance of direct deposit - ika
« No monthly servics charge. Sutamatic paym box annually balanco 0f $1,500 or more
« Compatitiv intares
fterest * Compatitive interast + Compatitve intarast Ifbalance
o ek * No minimum balance + No minimum balance falls below $1,500
P S No manthly sérvica charge
. + No monthly service char « Only $10 monthly charge if
! Account Now nly ® inknien bafincy fals Bolave

) azme .

73

Leverage Big Data for Messaging
Persona Precision

Segment existing households to better understand what messaging will
resonate with prospects

= High Yield Checking = Wealthy Achiever

= Totally Free Checking = Fiscal Fledglings

11
H
CHECKING TO
Totally Free 50+ Interest Direct Interest
High Yield Checking Checking Checking Checking
ey caitad s M A FREE account for areryone A parfect account for An Interest-garring account
Ansegpi & Pl ot e bk customers age 50 and battar with the conveniance of dirsct
* Unlimited FREE standard chechs « FREE s — daposit or any sutomatic
« Highar intarest rats with a balancs of $1,500 o mate N3 monhly e vics chasze. box annually e
« Competitive interust if balance falls below $1,500 « Competitive krisrast * Competitive interest
» Only $10 monthly charge if minimum balance falls Wi ki baeEe « Mo minimum balance
S below $1.500 « N monthly ssivie chavie « No monthly servics charge
Open a Checking
Account Now

) smrs
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Informed Delivery

* Basic service provided by USPS with 53 mAIL
almost 75+ million users

FROM:

* Residential consumers receive an email
preview of incoming mail

* Enhanced through full-color images;

y S | Mail piece
achieves priority positioning < M image
A | ANDERSON = Z
BB ' | BROTHERS BANK
m Emails Opened Email Open Rate

0@ | ABBank.com

Open Free Rewards

2024 321,798 194,491 60.44% Checklus fodayl Ride along image
links to landing page
2025 181,435 109,618 60.42%
75
Digital Marketing

Animated Display

o FII @ Kentucky Local News, W | - = o X
& O hitps:/Pwwewkt.com, B S S T i Secul—itiy
a

— ®weather [ENews Sports @ still Serving Wk watch WKYT Now

g Security
s Federal

A truly local bank with

incredible checking
that's actually free

GETSTARTED ONUINE

Absolutely Free
Checking: a FREE

account for everyonel!

76
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Display Ad Types

# Securit = i
s Esgsgﬁ'_y s %gggtfétly

¥ SAVINGS BANK

ABSOLUT

Open
713 TESNN online
STAE bank  ETFY]

~ for your
| best self BN
or visits
required
Member FDIC Member FDIC

Equal Housing Lender

Equal Housing Lender

Product

Promote a specific compelling product
(e.g., Free Checking)

Brand

Build awareness and name recognition
(e.g., Serving your community for 80+ years)

Unique Selling Proposition
Highlight what makes you special
(e.g., Great mobile app)

77

google.com

= Google
., free checking account near me

Al Maps Videos Images News Shopping

® Results for Richmond, IN - Choose area

Sponsored

w Wayne Bankand Trust Co.
https://www.waynebankonline.com

Checking Account & A Free Gift

Open Your New Checking Account — Get A Gift When
You Open A Checking Account. Open In Minutes!
Member FDIC.

. Merchants Bank of Indiana
https://www.merchantsbankofindiana.com

Omnichannel Marketing - Search Ads

Reactively Reaching Prospects

Reactive

35%

will consider
more than two
institutions

78
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Stack Rank

Households and Businesses in Your Markets

Demonstrated Convenience
Opening Activity Score
0 1 2 3 4 5 6 7 8 9 10 11 12 Total
0 0 501 23,042 2,327 7,508 2,100 2,203 1,093 360 848 255 400 365 82 41,084
[&] 1 27,162 9,247 961 174 37,544
S 2 16,262 13,007 5,084 1;541 440 36,314
'E g 3 1,525 14,270 10,003 11,412 1,936 578 39,724
q, 8 4 11,914 12,622 7,712 1,509 713 827 35,297
E §4 5 8,283 11,726 10,394 1,925 1,155 345 33,828
o % 6 5,836 10,661 12,556 1,332 1,060 98 31,543
0 Q 7 648 3,275 14,652 55 3,850 979 2,259 568 710 304 484 32,306
© % 8 660 8,138 5,725 5,584 3,837 2,256 2,289 487 490 394 495 30,355
2 3 9 711 5,326 Tl 6,633 3,055 1,178 2577 890 443 591 425 29,608
.(_J § 10 5,970 3,785 o2 568 1897 3,936 1,344 1,164 918 419 27,793
e] 1 2,863 5,109 4,122 398 3,258 3,426 1,284 1,968 2,534 202 439 25,603
2 12 1,958 4,830 1,484 1,890 3 052 3157 516 1,181 129 623 1,103 19,923
n- 4,045 134,299 111,473 85,819 19,544 2,623 2,332 420,922
Sample Client: 170,000+ Prospects in High-Performing Neighborhoods

79

Dynamic Shift of Prospect Targets

m Demonstrated and Mobile
Predict™ Convenience
Demonstrated Convenience

= Mobile Predict™ Convenience
Marketing Paused

80
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PFI Outreach

A Different Marketing Strategy

Two-thirds of consumers will only look at
one or two checking account providers

Will consider
more than two
institutions

Will consider
only one or two
institutions

Source: The Financial Brand

81

Product

it's what we think we
know that just ain't so!

Promotion Policies

Processes

82

©2026, Haberfeld — sean@haberfeld.com 41



North Dakota Bankers Association
February 13, 2026

Put Today’s Session to Work

U Products & Processes

U Gather Frontline Feedback on product usability and customer
perception

U Consider Unique Product offerings to drive deposit growth
UPolicies
U Review CIP procedures to reduce friction You r 90'Day
U Evaluate Screening Denials to identify opportunities .
QPeople Action Plan

U Assess Organizational Alignment between team activities and
strategic goals

U Audit Management Effectiveness by measuring leadership
coaching frequency and quality

UPromotion
U Utilize Data Analytics to ensure targeting is precise and effective
U Test and Refine Messaging to confirm relevance and resonance

83

Sean C. Payant, Ph.D.

President

(402) 440-0947
sean@haberfeld.com
www.haberfeld.com
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