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A Marketing directors
and staff

A Database marketers

A" Product managers

A Retail and branch
managers

A Anyone who wants an

in-depth understanding

of bank marketing and

management.

307-638-5008

www.wyomingbankers.com

The ABA School of Bank Marketing and Management offers highly valuable, long-term
benefits such as:

Delivering the skill set today s marketers need to compete

Teaching strategic thinking that helps marketing contribute to the bank s business goals
Developing talent and leadership skills

Providing immediate return on your educational investment

Highly rated instructors and programs

You Il be taught by industry experts and experienced instructors who are leaders in their fields.
Each course is evaluated annually by an advisory board of senior marketing professionals to
reflect changes in the industry. Individual attention from the instructors and ample opportunity
for group discussion provide a robust learning experience.

The curriculum is completed in two, one-week intensive sessions. Between Years One and
Two, you will complete a marketing plan that you will be able to implement within your own
organization.

Networking opportunities

The ABA School of Bank Marketing and Management arranges networking events

and encourages the establishment of peer networks to share ideas and solve problems.
Online social networking tools allow students to connect between Years One and Two.

Graduation requirements
To qualify for graduation, your work will be evaluated, and you must fulfill the following
requirements:

Attend all classes

Successfully complete all pre-session and on-site casework

Successfully complete all inter-session assignments.

Special awards and recognition are given to students who present exceptional work.

CFMP Exam Preparation

The Certified Financial Marketing Professional (CFMP) designation, offered by the ABA Institute
of Certified Bankers (ICB), is a well-respected benchmark of your experience and dedication

and distinguishes you in the financial services marketing profession. While the ABA School of
Bank Marketing and Management curriculum addresses critical knowledge areas assessed by
the CFMP examination, ABA and the ICB emphasize that completion of this coursework alone
does not guarantee success on the CFMP examination. Professional experience and practical
application are also important factors. For more information about the CFMP and to apply, please
call 1-800-BANKERS or visit www.aba.com/ich.



Marketing Planning

Learn how to develop a market-driven organization.

A |dentify and describe the core elements, including
situation analysis, competitive strategy and mar-
ket segmentation

Work through the steps to build a marketing plan
that generates revenue.

>

Marketing Research

Learn how to do research that leads to action and
gain a greater understanding of the relationship
between research and planning. You will learn:

A Reasons for doing marketing research

A Appropriate research methodologies, evaluating
proposals and sampling

Customer satisfaction research, market and
image studies, and mystery shopping

Data analysis.

>
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Marketing ROI

Examine effective strategies for evaluating

your marketing efforts and optimizing your ROI.
Understand and communicate the return on your
marketing investment

A Better evaluate which programs are effective and
which need to be modified or eliminated

A Acquire the resources you need

A Communicate effectively with colleagues and
management about your marketing objectives
and budget.

Product and Customer Profitability

Your bank may sell or service hundreds of

products and services across many delivery
channels. All functions of the bank need to
collaborate to ensure success. You will learn about:
A Appropriate management information systems

A The importance of funds transfer pricing, cost
and capital assignment

Organizational, product and customer profitability
measurements and usage

The integration of performance data with MCIFs,
CRMs and the marketing function.

>
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Product Development

Learn the framework to implement an effective
product development and management process.
Explore three process models to help you develop,
manage and implement profitable products.

Sales Development

Selling is a critical skill focused on meeting

customer needs and increasing loyalty. In this

course, you will:

ADevelop a clear understanding of why sales are
critical to a bank s survival

ADescribe how the frontline customer contact
personnel fit into the overall bank sales program
ADevelop an understanding of performance-based

pay, and how it enhances sales performance
AlLearn which sales management techniques result
in increased sales.

Small Business Marketing
More than half of all small businesses now use

“Graduating from the ABA School of Bank
Marketing and Management was one of the proudest
moments of my career. The ability to interact
with my peers and study key marketing issues made me
a better bank marketer.”

non-banks for their financial needs, making it vital
that banks become smarter about marketing to this
segment. In this course, you will learn about:
Primary causes of customer defection

Industry trends in business banking

How customers view sales efforts

> >
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— Chris Delamater, CFMP
VP Marketing Director
Northeast Bank
Lewiston, ME

>

An effective sales leadership and management
system

Setting sales goals and measuring performance.

>



CURRICULUM

ABA School of Bank Marketing and Management | Year Two

Asset/Liability Management (ALM)

Building on the first-year coursework, you will discuss the
evolving role of ALM in the bank. You will also:

AlLearn to decipher and understand NII, NIM, ROE and ROA

ADefine and discuss interest rate risk and liquidity

AUnderstand how liquidity plays a key role in the financial
flexibility of the institution.

BankExec™

BankExec™ is the ABA s proprietary simulation of real banking
situations. Working with your classmates, you will integrate
marketing and management practices to learn:

A The real-life process of management decision-making
Practical aspects of loans, securities, investments,
deposits, funding sources and capital

How to compete with other institutions in your community

How your operations and decisions influence other bank
activities, and vice versa.

>

>

>
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Delivering the Brand Experience

Learn what it takes to install the brand, starting with self-

identification and concluding with ongoing measurement

and review. You will learn to:

A Coordinate the impact and cohesiveness of advertising,
marketing strategy, public relations and branding
organizationally to the marketplace

A Install a systematic process to ensure sustained delivery

A Measure and refine a quality brand experience.

Commercial Business Development
Developing commercial customers requires special strategies.
In this course, you will;

A Use the Sales Culture Pyramid to establish a vision
A See how to fit relationship management into your bank
A Coach commercial officers to make more effective calls

A Apply Relationship Action Plans to set portfolio goals
A Learn four sales secrets for commercial bankers.

Effective Marketing Leadership

Explore leadership qualities needed to maintain marketing s
critical role in the success of the organization. You will:
AParticipate in a self assessment exercise

A Learn how personal traits affect one s ability to lead
AUnderstand how to elevate the stature of marketing.

Idea Exchange

Have a program or product launch that brought your bank
success? Share your idea with fellow marketers. Ideas will be
viewed and judged by your peers. The fun includes a reception
and dinner with prize drawings.

Profitability and Strategic Issues

The ability to measure and manage people, locations, delivery
channels, products and markets is key to making informed
marketing decisions. You Il learn:

The types of information used and how to collect it

Six phases of a comprehensive strategic planning process
Critical measurements and metrics

The integration, connection and communication of
information, strategy and analysis with frontline staff.

>
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2009 ABA SCHOOL OF BANK MARKETING AND MANAGEMENT | YEAR TWO

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7
School Registration | Orientation BankExec Asset/Liability Effective Marketing | Delivering BankExec
and Welcome and Your Decision | Management IV Leadership Il the Brand Decision VI and
Reception Leadership Path o L Experience Presentations
Asset/Liability BankExec Profitability and
CFMP Examination | Asset/Liability Management |11 Decision Il Strategic Issues | BankExec Commercial
(optional) Management II ) . L Decision V Business
BankExec Effective Marketing | Profitability and Development
BankExec Decision Il Leadership Il Strategic Issues Il Best Practices and
Orientation ) ) ) Daily Discussion Graduation
Effective Marketing | Best Practicesand | BankExec Reception
Idea Ex_change and | Leadership| Daily Discussion Decision IV i) Bl
Reception
Idea Exchange
Awards Dinner

Schedule subject to change.
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APPLICATION

HOW TO APPLY
Mail:

ABA School of Bank Marketing Fax: 307-638-5013
and Management Phone: 307-638-5008
Wyoming Bankers Association
PO Box 2190

Cheyenne, WY 82001

If you have questions, please contact
Cheryl Johnston at

cheryl@wyomingbankers.com
TUITION FEES
C ABABank Member. ... ...t $2,845
C ABA Marketing Network Member. ... $2,845
Member #
C Non-Member . . ... o $3,845

Tuition fee includes instructional materials and some meals. Hotel accommodations

May 12-19, 2009

are an additional $109 per night/single, and $119 per night/double.

Note: ABA Marketing Network Membership is issued to individual professional
members. Membership must be in applicant’s name to register at ABA Marketing
Network Member rate.

PAYMENT
C VISA C American Express  C Diners Club  C Discover
C MasterCard € Optima C Check

C Send invoice upon acceptance

Check or credit card will not be processed until the application has been accepted.
Make check payable to ABA for tuition fees only.

Please attach a copy of the application form to the check.

CARD# EXP. DATE

SIGNATURE
Note: | agree to pay the above total amount according to the card issuer agreement.

PERSONAL INFORMATION

Name

Title

Financial Institution/Company

Business Address

City State ZIP Country

Business Telephone Fax

Email Address (All confirmations will be made via email.)

Nickname for Badge

Attendance Limitations and Liability

Attendance at all ABA programs will be considered ona rstcome, rst
served basis. If this conference is cancelled, ABA liability is limited to the
registration fee.

Southern Methodist University | Dallas, TX

ABA SCHOOL OF BANK MARKETING AND MANAGEMENT

PROMOTION CODE [IvIAVAY

EMERGENCY CONTACT INFORMATION

Name Telephone

Email Address

BANK’S TOTAL ASSETS (not holding company)
$

BILLIONS

C Non-Bank

MILLIONS
Check if:

HOW MANY YEARS OF EXPERIENCE DO YOU HAVE IN THE
BANK MARKETING AREA?
100 C Lessthan5years

102 €5 10years

PLEASE INDICATE YOUR PRIMARY RESPONSIBILITIES.

If you check more than one response, please circle your primary responsibility.
100 C Advertising 101 C Business Dev.
102 C Corp. Comm./PR 103 C Mktg. Dept. Head
104 C Officer Calls 105 C Operations

106 C Pricing 107 C Product Dev.

108 C Research 109 C Sales Dev.

110 C Sales Mgt. 111 C Sales Training
112 C Strategic Planning 115 C Brand Manager
71 G Training and Education 999 C Other

APPLICATION APPROVAL
This application must be approved by the nominating officer authorized by your
bank/organization.

C Holding Company

101 € 11 15years
103 C Over 15 years

Nominating Officer

Title

Address

City State ZIP Country
Telephone Fax

Email Address

C If you have special needs that may affect your participation in this event,
please check here. We will contact you to discuss accommodations.

The American Bankers Association reaffirms its standing policy of non-
discrimination in employment and in all programs and activities with respect to
race, creed, gender, age, religion, disability or national origin. In addition, the
ABA Schools operate on the basic principle of respectful treatment for all
persons and, accordingly, are firmly committed to ensuring a harassment-free,
positive learning environment for all students.
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