‘ The Deposit Dilemma



Your ldeas

Do you believe general
uncertainty may be
Impacting your bank’s ability

Discussion
to grow?

Topic

If yes, how?




The More Things Change -
The Current Environment



Today’s Reality = Uncertainty

The Issues of the Day

1. Netinterest 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



The More They Stay the Same -
Blocking and Tackling



Understand what it will take to
grow your bank and succeed at
Purpose the highest level regardless of
the pandemic, economic,
political, or rate environment.
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What is the Impact?
Strategic Customer Growth and Overall Performance

1. $2.3B with 26 locations (originally 8),

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

Bank

3. Implemented a customer growth
strategy in 2003.




Case Study Bank
Average Checking Customers Per Branch

Community Banks Case Study Bank
average average

1,300 2,830

customers per branch customers per branch




Case Study Bank

Checking Portfolio Trends
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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  1/1/2026
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 1/1/2026
H Business 4,605 4,778 4,999 5,249 5,595 5,819 6,344 7,192 7,534 7,922 8,399 10,526 12,655 13,258 14,031 14,734 15,272
M Retail 23,414 24,121 25,284 27,055 28,948 30,352 32,548 34,488 36,236 38,201 40,166 47,197 52,324 53,971 55,644 57,023 58,302

m Retail mBusiness



Case Study Bank

FDIC Trends - Core Deposits
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Case Study Bank vs. The Industry
Service Income per Branch
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Case Study Bank vs. The Industry

FDIC Trends: Cost of Funds

2.50%
2.00%
1.50%
1.00%
0.50%
0.37% — -
0.23%
0.17%
° 0.14% 0.12% 0.12% 0.15% 0.10%
. . 0.05%
0.00%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

mmm Client =@==Industry



Case Study Bank

Retail Checking Age Demographics

25.0%

20.0%

15.0%

10.0% -

5.0% -

0.0% -

85 and
over

1.5%
0.7%
2.9%

53.9% of openings in previous 12 months are under age 44.

m County Population
m Last 12 Month Openings
= Checking Portfolio

That compares to 38.8% of portfolio and 50.3% of the county
population in that age segment.







Session Objectives

1. Engage in numerous discussions and idea exchanges

2. Use data to evaluate the impact of customer growth and
loyalty on deposit growth, composition, and overall
orofitability

3. Explore methods to increase core customer acquisition and
Increase relational intensity

4. ldentify additional opportunities to create engagement with
new and current customers
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We need to be converting as
many customers as possible to
Primary Financial Institution
(PFI) status.



How Do You Create a PFl Relationship?

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 PFlI
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!




Why Checking First?

Dﬁﬂ

67%

First consumer product
is checking

93%

First business productis
business checking

Source: 2025 Client Data

&
28%

First relationship ata
business household is
consumer checking



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.

$200? $300? $5007?



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



Your ldeas

Discussion

Topic

What’s been your single most
effective deposit growth
move in the past 12 months?

Where are you struggling
most right now with
deposits?



Clients vs. the Industry

Cost of Funds

20bp better

35bp better

National Clients Clients 10+ Years



Case Study Bank

Implemented a Deposit Strategy in 2008
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5.00%
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3.00%

Fed Funds Rate
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1.00%

0.00%

Effective Fed Funds Rate & Deposit Cost vs Peer

COF Advantage/ (Disadvantage) to Peer==Fed Funds Rate

== FQOMC Projection as of 3/18/2026

- Fed Funds Futures as of 3/25/2026

1.44%

1.60%

1.40%

1.20%
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0.80%
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0.00%

Client vs. Peer Comparison



Product

What needs to

happen 1o lead Promotion Policies
change and drive ‘
deposit growth?

Processes
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Your ldeas

Discussion

Topic

What do you think
constitutes good retail and
business checking products?

What changes, if any, have
you made to your checking
products in the past 24
months?



Keys to Good Product

Simple

One Pricing
Variable per
product

—easy to
understand,
easy to sell

&

Targeted

Accounts
designed to
meet the
needs of all
retail and
business
customer

types

N

Brand Name

Account
names that
identify the

target
audience and
describe the
account

4

N

Sales Process

Efficient and
simple
roadmap to
identify what
is best for the
consumer

Price
Indifference

Do what’s
right for the
individual and
the Fl will be
just fine—no
product-
pushing



Keys to Good Product

The best test for your products?

: Price
Simple
P ndifference
One Pricing Ask your frontline team Do what’s
Varla%le [ger rldghtdforlthed
roduc ndividual an
P ey to members. he Fl.will be
understand, just fine—no
easy to sell product-
customer account pushing

types



What Do Business Owners Want?

v @ [

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




Clients

Business Checking Stratification

84.2%

98% of businesses have fewer than
200 monthly transaction items

14.1%

- 1.5% 0'2%
|

0-50 51-200 201-500 500+
Average Number of Transactions



Clients

Business Checking Stratification

Net Interest

Average # of Average
Transactions Balance [EE
at 300 BPs
0-50 $28,746 $862
51-200 $74,262 $2,228
201 - 500 $250,109 $7,503

500+ $671,475 $20,144

Cross-Sell
Relationships

4.7

7.2

13.6



Case Study
Business Product Changes

* |n 2024, a of business customers decided
to with the goal of enhancing Treasury Management
product sales

* Priorto the product changes, the bank
; this

* Following the changes, new business checking openings
* Overall in the accounts than in the prior year

e Conclusion =
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Product with
a defined
customer
engagement

process
utilized by
your team.

Welcomel!

Every new personal checking account

includes:

FREE debit card « FREE online banking ¢ FREE bill pay ¢« FREE mobile banking with mobile deposit
FREE eStatements * FREE thank you gift « FREE gifts for referring others
Buy back of your debit cards and unused checks from another financial institution up to $10

Y

To earn a higher rate
of interest, will you always
keep more than $1,500 in yes P =

your checking-av

O/J\

Will there be anyone
50 years or better signing @)

on this acciu—m?/

Does anyone plan
to have direct deposit or e

an automatic payment
with this account?

MEMBER

4 ~

High Interest Checking
An account for those interested in higher interest!
« FREE standard checks
« Higher interest rate with a balance of
$1,500 or more
« Competitive interest if balance falls below $1,500
« Only $6 monthly charge if minimum balance falls
below $1,500
. _/

. A
50+ Interest Checking

A perfect account for customers 50 and better!
« FREE standard checks
« Competitive interest
« No minimum balance

» No monthly service charge
- /

s
Direct Interest Checking
Earn interest with the convenience of direct deposit
or any automatic payment!
« Competitive interest
» No minimum balance
« No monthly service charge
.

s
Totally Free Checking

A FREE account for everyone!
« No minimum balance

Save tirne and money
with/these great products
and services:

Savings plans

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

@ ----- » Additional checking account

@) Will you always keep more
than $2,500 in your savings
account?

@)- Money market account

« No monthly service charge
(N S

@) Savings account
\ J

O FREE debit card

O Direct deposit

O Automatic payments
O FREE online banking
O FREE bill pay

O FREE mobile banking
with mobile deposit

O FREE eStatements
O FREE business checking

about our oUlgtanding options for your business or organization.




Online vs. In-Branch Openings

Checking Account Openings

H In Branch m Online

3.0% 3.9%
9.8% 10.9% 10.1%

96.2% 96.4% 96.5% 97.0%
92.2% 92.4%

90.2% 89.1%

Historically, online openings
represented <4% of all openings.

Since the pandemic, online openings have
doubled but represent just 8-10%.

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



Checking Accounts

Online vs. In-Branch Openings

Checking Balance 67% Lower

41% Lower

Household Balances

101% Higher OD/NSF Frequency

10% Higher Debit Card Spend

Account Attrition

130% Higher



Your ldeas

How have you utilized
Interest rate offers to grow
deposits?

Discussion

Topic

At what point do you walk
away from high-cost
deposits?




Different 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.

alWO RI"JE RS
e Banik & Tru




Case Study One
Openings Trends

° Marketing dropped in Checking Openings and Balances by Month
November 2019 $3,500,000 300

$3,000,000 250

* Significant jumpin
balances for November —
February.

$2,500,000
200

$2,000,000

Opened Accounts

D $1,500,000

H
(9]
=]
Accounts Opened

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

$1,000,000

Balances

$500,000

S0

Open Year and Month

 Take-Away: A no strings
attached offer can drive
deposit growth.

mmm OpenedBalances e (Openings




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

3-months pre 662 $1,245,339 $1,881 31 $12,260 4.7%
3-months post 669 $7,359,581 $11,001 114 $54-772 17.0%

— —

% Change 1.1% 491.0% 484.8% C 267.7% 346.8% 263.9% 2

* 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
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.



Case Study Two

The Marketing Piece

1
A Season for Change

Simply Free Checking
A FREE accout for everyons!

= No mhimum balance FREE Dbt Card with scrsss to morwthan 30,000
= Mo manthly sarvica changa e b rpg-frass ATH ratio rrw .

Premium Interest Checking

An aocount for thoss inforastad i bighor dwdonds!
EEEEE persanalized chacks:

aaaaaaaaaaaaaaaaaaaaaaa
300 s s - P S

u
Lably &CriveTi D e rbThL oAy Lok ve-Thrn by Lokl ricars

Note the focus on

= Only 510 monthly chargs fminimumn balarce
falks balow 52,500
« &TM fe: rafunds ratlorwida up bo 510 per month

Business Checking
Parfect for mast businesses!
-UNLIHITE[-ITII‘IHHEFII‘EEHIHI‘IITE e [y
« Ha minimum balinca

« M monthly sarvica chargs

mmmmmmmmmmmmmmmmmm

°
Sirbarm Branch
llle Prel'llll"l ol bl . = 5413821735
Lably He Lol by B T OB P am—————
wri =
in

Interest Checking
account and the Leave checking w2 = FTRTERpE ] e

" strmmbar Plass s dlhvarby 1001002 limited-time
Cold PR ¢ Crmmme Account rate of 6.0% APY

special rate offer Z i
for new CDs. R———

of deposit of
£10,000 or more.

You're Getting Win and Stay
Warmer with Warm!

Truly Premium

YES, ENTER ME TO WIN!

this form and bring it o any branch starting
Octeber=th to ba anered for a chance towin a FREE

Checking

15" Sodo Stewe® Fire Pitl
. A_ f ‘—l r Addan,
MidOregon e ——— B ———




Case Study Two
Openings Trends

e Same-timeframe analysis Premium Interest Openings |Premium Interest Deposits
10/9/2023-12/3/2023 105| $ 729,717
shows a 8/14/2023-10/8/2023 22| S 214,057
and a Total Difference 83 515,661

in the Premium % Increase c 377% Z@D

Interest checking account.

N
Premium Interest households CD Openings after 10/9 in Premium Interest Accounts (10/9/23 - 12/31/23)

between 10/9 and 12/31. Of

these, 129 were opened in a In All Premium Interest Accounts 334 20,468,065.50
household where the Premium In Premium Interest Accounts Opened after 10/9 129  5,159,190.56

Interest account opened after
10/9.






Remove Barriers

* Do your policies create or remove barriers?

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



Account Screening

Comparison of Clients Screening vs. Not

Impact on Year One Openings:

* 56% better performance vs.
proforma projections

() 30% better to prOjeCted > Chance of Hitting Profitability Projections of Hitting Opening Projectio
Incremental accounts Performance vs. Proforma:

Non-Screening vs. Screening



Client Data
Account Screening vs. No Account Screening

OD/NSF Frequency
Principal Losses

$6.68 Screener Costs

Net Fee Revenue
(after losses/costs)

Account Openings
Per Branch Per Year

@ Screening
@ No Screening



Case Study: Policy Changes
Restrictive Policies Impact Growth

* Along-term, high performing client that
accelerated over a two-year and four-month period

* After two-years of trying to determine what was happening, it was discovered that

significant opening policy changes had been putin place by a small group of
people:



Case Study: Policy Changes
Retail Openings Year over Year
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Case Study: Policy Changes

Business Openings Year over Year
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Case Study: Policy Changes

What happened after fixing problems?

Openings:

* Retail — Reversed downward trend and ended 2025 up 4% from 2024.
 Business - Reversed downward trend and ended 2025 up 9% from 2024.
Closings (included retention specialist training in the branches):

* Retail - Ended 2025 down 18% from 2024.

* Business - Ended 2025 down 4% from 2024.

Referred Openings:

 Customer Referred Openings — Reversed downward trend and ended 2025 up 19% from 2024.
Portfolio:

* Retail Checking — Up 604 accounts in 2025, largest YoY increase since 2021.

* Business Checking —Up 71 accounts in 2025 after no growth in 2024.

Coaching Execution:

* Leader Execution of Activities — Activity completion rate up from 27% in 2024 to 79% in 2025.




Case Study: Policy Changes
Restrictive Policies Impact Growth

* Along-term, high performing client began to see declines in openings that
accelerated over a two-year and four-month period

* After two-years of trying to determine what was happening, it was discovered that
significant opening policy changes had been put in place by a small group of
people:

1. Account screening was turned back on
2. Proof of address began being required at account opening
3. Multiple IDs requested with preference given to IDs from specific states

* Conclusion = Polices matter - we must focus on removing barriers






As an
organization,
you must have
a strategy.




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




Culture eats
strategy for
JJIEINERL R

Peter Drucker




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



Before you can
have an effective
strategy, it must

first become
your culture.




Your ldeas

What businesses provide a
consistently incredible
customer experience? What
do they do differently?

Discussion

Topic




What Can We

Learn







Average Revenue Per Location

Chick-fil-A vs. The World

Average Unit Volume
($ in millions)

$9.3 Earn 41% more
revenue per
location than

the next
closest
competitor!




Managers are the key, but...

80%

Not equipped with the
skills to lead




Your ldeas

Discussion

Topic

How are you equipping and
motivating your frontline
teams to bring in deposits?

How alignhed is your
leadership team on
strategies to grow deposits?



High Payoff Activities

WEEKLY TEAM
MEETINGS

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

CHECKINS

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

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.

oF -

ONE-TO-ONE
COACHING

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



Case Study

Manager Impact on Customer Growth

44.6%
Increase

56.2%
Increase

24.9%
Increase

Branch 1 Branch 2 Branch 3

68



Promotion (aka, Marketing)
Considerations



Your ldeas

What marketing approaches
have you found to be
effective in growing
customers and deposits?

Discussion

Topic




The Pipeline

Business
as Usual

With a Growth
Strategy

Escaped!



No One Wants to Switch, BUT...

In a given year, about

8%-12%

of households and
businesses change banks.

Fixed Market Reality

Competitors
Lose Customers

M—

You Gain
Customers




Industry Marketing Spend

Infinite Budgets

w2022 m2024

$4.98B
+25%

$1.8B

S869M
e $503M
i e

CHASE © WELLS (Ebancorp BANK OF AMERICA %7
FARGO
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PFI Outreach

A Different Marketing Strategy

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

~

|: Will consider

0 more than two

< institutions

LL] Will consider

oc 65% only one or two
institutions

Source: The Financial Brand

AAILOVOdd



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!



Account Openings by Proximity
Convenience Is Important

30%
25%

20%

15%

10%

5%

0%
2-3 miles 3-4 miles 4-5 miles 5-6 miles 6-7 miles 7-8 miles 8-9 miles 9-10 miles




Chase - Marketing AND Adding Lotions

1O

NCH NEW BRANCH
Comng . &  Now
Soon — [ 4% f Hiring

Learn more at

chase.com/branch Learn more at

chase.com/careers

Lincoln, NE New York, NY



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
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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.

Mt DbilePredict



Driving More Traffic MPbilePredict
Predicted Convenience
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@ Convenient Locations E Showcase Technology

We're in your o

e — Convenient and Free |

at every location

(]
Summersuille .l.

. Castleton Lawrence

Local banking for where we Iive, *e L2 .Exk‘ev 8245 Allisonwille Road (Located within Major General
work, and pla & Piceon ®4” Richmond Indianapalis, IN 44250 Emmett J. Bean Building)

4 piay. $ i o » ATM: drive-up Grdrrstie i emer e "

* e » % Biackiburg . of operation due to COVID-19 In branch, online
*e Geist ATM: within the building or on your device!
s ° g ® Ervpoa 1715 Fox Road, Suite 100
O e n O U r a CCO u nt to d a I ®  ®NMount Alry Indianapolis, IN 46236 Kokomo 800.473.2328
p y y o Jonsan ciy . ATM: drive-up 1935 S. Dixon Road www.fcfcu.com

Kokome, IN 46902

- Greenwood

(800) 971-4671 20 N. Emerson Avenus Stop 11

Greenwood, IN 46143 1301 E. Stop 11 Read
@ FirstCommunityBank.com ATM: drive-up ;‘:;T;p_chs' ]

: drive-up

Lawrence
‘L Stop by your nearest branch today! 7101 E. 56th Street Park 100

Indianspolis, IN 46226 5501 W. 86th Street

M: walk-up Indianapolis, IN 46268 4 #
ATM: walk-up i

Search ‘Financial Center”

The South Shore’s Best

Does your bank...

Offera FREE checking accourt with no strings attached?

Great Products
& Better Pricing

If you answered NO to any of these questions, it's time to switch to Coastal Heritage Bank!




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

Financial Brand, June 2024



Omnichannel Marketing

Proactively Reaching Prospects

Every new checking account includes:

Borrowing is better at Anderson Brothers!
« FREE Debit Card « FREE Mobile Banking with Mobile Deposit Local I.em‘ling Process | Quick Solutions
« FREE Online Banking .« FREE eStatements with online check images . . N .
. FREEBill Pay Easy Fixed Payments | Low Credit Options Available
e Visit ABBank.com or TEXT APP

e —— S— +n 20780 ta annlv tadav

« Free 1*
+ No min

wm Your Personalized Banking

« Upto
fees per

: . &\ Proactive
- Experience Awaits 7, SN TR

o with Free Rewards Check

Open an account tod ) - 5 /o
to win a Collapsible %
"No purchase or account opening | \ - ! \f

will consider one or two
institutions




The Next Step — Persona Messaging

Member FDIC =Y{®NBER nvis# 216605

Freedom Checking Enjoy all the benefits of a
An account for customers 13 years and older! Freedom Checking account!

* No minimum balance ® No monthly maintenance fee
* FREE eStatements FREE Online Banking $ FREE Mobile Banking
with Bill Pay with Mobile Deposit

Business Freedom Checking A _
; FREE Debit Card or T
Perfect for most businesses! E Business Debit Card @And More!

* 1,000 FREE monthly transaction items
* No minimum balance ® No monthly maintenance fee OpEIl Online at FirstState.Bank or

® Up to $10,000 in cash & coin services included per month =g

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 fees sudh as non-suffident funds, overdraft, et may apply. Seefee schedule for details, Minimum opening deposit £ onby 550, Ask us for details, First State Bank rulesand requlations apply. Transaction items include all debits and credits, If the Business Freedom or Business Interest acaunt exceeds 1,000 free monthiy tnsactions, a fee of 535
per tem aver 1000 may be dia rged, If the Business Freedom or Business Interesta coount exceeds 510,000 in monthly aoin and cumen oy services, the account may be converted to another cheding produdt, Minor 13-17 Joint Ownership of parent or guardan required, Opening online available for personal accounts anly,




< Lifestage Groups

k 4

T ] A WF _NNTWW_W_T_SEWI W _ V.1 J EARAILN LIEE

Y3: Fiscal Fledglings MATURE YEARS

@ Financial Elite
The Wealth Market

Fiscal Fledglings contains mostly singles, some with children, living in urban 02 Business Class
neighborhoods. These segments stand in stark contrast to M1 - Financial Elite, in 03 Power Couples
that they can ill afford most financial products. Their financial holdings consist 04 _Golden Agers

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.

35 Striving & Thriving

[s Upscale Empty Nests

M2: Wealthy Achievers

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
l 60 Foundational Occupant

Low




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

Totally Free 50+ Interest Direct Interest
High Yield Checking Checking Checking Checking

A FREE account for everyone A perfect account for An interest-earning account
An account for those interested in higher interest © Mo minimum balance customers age 50 and better with the convenience of direct
* Unlimited FREE standard checks » " o ch « FREE standard checks - one deposi::ltor any automatic
= Higher interest rate with a balance of $1,500 or more © monthly service chargs box annually payme

= Competitive interest

= Competitive interest if balance falls below $1,500 » Competitive interest

* No minimum balance

» Only $10 monthly charge if minimum balanca falls * Mo minimum balance

l below $1,500

« No monthly service charge * No monthly service charge

EB Open a Checking
e Account Now

nIMUM CRaning depast 15 §50, Adk bankar for datalls, Eank rukas and ragulakiens apply. Dther fass sich 25 ren-sulficlant nc, ov ardraf, aft faas, G1T. May Ry, Saa tsa
datalls.




Informed Delivery

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

* Residential consumers receive an email
preview of incoming mail

* Enhanced through full-color images;
achieves priority positioning

2024 321,798 194,491 60.44%

>< mAIL

Expected Today

2025 181,435 109,618 60.42%

FROM:

Experience Awaits

with Free Rewards Checking
Open an account today and enter to

win a Collapsible Wagon Cart."
“No purchase or account openi ed for antr;

ANDERSON
BB | BROTHERS BANK

Fiic
00 | ABBank.com | 800-345-8081 ‘ TREATING YOU LIKE FAMILY SINCE 1933

Open Free Rewards
Checking Today!

JiN | ANDERSON
iy | BROTHERS BANK @

[Click here to learn more]

Mail piece
image

Ride along image
links to landing page




Digital Marketing

Animated Display

1| @® Kentucky Local News, W X | -~ - -
S @D | httpsy/www.wkyt.com,/ e = 7 @

&l — & Weather News kSports @ StillServing  BkWatch WKYT Now

Security
h Federal

SAVINGS BANK

State ™,
3 ]

& newportri.com

You may get

o Security
"= Federal

’ SAVINGS BANK

A truly local bank with
incredible checking
that’s actually free

GET STARTED OMNLINE

W,
"

AbSOIUtEIY Free No minimum balance
Checking: a FREE No monthly service charge
account for eve ryone ! FREE 1st pad of personalized wallet-style logo checks




Display Ad Types

Security
Federal
SAVINGS BANK

ABSOLUT

DRE.
STAF bonkc

~ for your
| best self

Member FDIC

Security
Federal
SAVINGS BANK

Open
online
today!

No calls
or visits
required

Member FDIC
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)



Omnichannel Marketing — Generative Engine Optimization (replacing SEO)

Reactively Reaching Prospects

Reactive

35%

Al Mode = All Images \Videos c o
ece e will consider

more than two
Best banks for checking in . . .
institutions

Oklahoma City

BPD 12 sites

The following institutions are among the
best options for checking accounts in
Oklahoma City as of early 2026,
categorized by their primary

strengths:

Best for Free Checking &
Local Accessibility

- Eamsmanieadt: Cears e B e B mes i



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
()] 0 501 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
QCJ 2 16,262 13,007 5,064 1,541 440 36,314
'E g 3 1,525 14,270 10,003 11,412 1,936 578 39,724
((b] 8 4 11,914 12,622 7,712 1,509 713 827 35,297
E E, 5 8,283 11,726 10,394 1,925 1,155 345 33,828
(@) % 6 5,836 10,661 12,556 1,332 1,060 98 31,543
o o 7 648 3,275 14,652 4,597 3,850 SI7/C) 2,239 568 710 304 484 32,306
© % 8 660 8,138 5,725 5,584 3,837 2,256 2,289 487 490 394 495 30,355
-3 3 9 711 5,326 7,779 6,633 3,055 1,178 2,577 890 443 591 425 29,608
.9 § 10 5,970 3,785 7,792 568 1,897 3,936 1,344 1,164 918 419 27,793
ge) 11 2,863 5,109 4,122 398 3,258 3,426 1,284 1,968 2,534 202 439 25,603
e 12 1,958 4,830 1,484 1,890 3,052 3,157 516 1,181 129 623 1,103 19,923
o 4,045 134,299 111,473 85,819 24,115 18,329 19,544 5,565 2,623 YRCK Y 82 420,922

Sample Client: 170,000+ Prospects in High-Performing Neighborhoods



Dynamic

B Demonstrated and Mobile
Predict™ Convenience

m Demonstrated Convenience

® Mobile Predict™ Convenience
Marketing Paused

Shift of Prospect Targets

W

Map Satellite

.

Tyler Pounds
Regianal
Airport

Pine Cova Towers!
‘Summer Camp |

< v )
|

Q

eedlove Nursery: Willow Brook
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PFI Outreach

A Different Marketing Strategy

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

~

|: Will consider

0 more than two

< institutions

LL] Will consider

oc 65% only one or two
institutions

Source: The Financial Brand

AAILOVOdd
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Case Study Bank

Checking Portfolio Trends

80,000
70,000
60,000
50,000
- I I l
30,000
2020 & 2021
Acquisition of New
20,000 Locations
- I I I
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  1/1/2026
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 1/1/2026
H Business 4,605 4,778 4,999 5,249 5,595 5,819 6,344 7,192 7,534 7,922 8,399 10,526 12,655 13,258 14,031 14,734 15,272
M Retail 23,414 24,121 25,284 27,055 28,948 30,352 32,548 34,488 36,236 38,201 40,166 47,197 52,324 53,971 55,644 57,023 58,302

m Retail mBusiness



Case Study: YOY Trending

Retail Checking Openings

ooooo

9,341

8,054
8,000

Average = 8,936

7,500

7,000
2020 2021 2022 2023 2024 2025



Case Study: Eight Original Branches

Retail Checking Openings

SOl Strategy Kickoff

June 2003
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Case Study: YOY Trending
Business Checking Openings

1,500

1,000 Average = 2,423

500

2020 2021 2022 2023 2024 2025



Case Study: Eight Original Branches
Business Checking Openings
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Your ldeas

What is one bold move you
Discussion are considering but haven’t
Topic acted upon yet?
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Product

You can lead change

and drive depOSit Promotion Policies
growth beginning ‘

today!

Processes




|l went on a diet, swore off
drinking and heavy eating

and in 14 days | had
lost two weeks.

Joe E. Lewis
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