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F&M Bank’s GoldCrest Customer Program is an
imaginative, measurable and sustainable program
developed to recognize, reward and retain the bank'’s
most profitable customers. The program also attracts
customers with move-up potential. To be recognized
as “GoldCrest,” the customer must have a personal
checking account and combined deposit balances of
$75,000 - OR - combined deposit and loan balances
of $100,000.

The central Tennessee-based bank has approximately
$700 million in assets and 13 full-service banking
offices. The GoldCrest Customer Program has been
highly successful in its first three years, with the
following key accomplishments:

The number of customers who qualify
for GoldCrest more than doubled.

GoldCrest Customers are only 8% of all
personal banking customers, yet they
represent almost half of all personal
deposits and loan balances at the bank.

GoldCrest personal deposits more than
doubled - an increase of over $111 million.
GoldCrest personal loans increased by

$29 million.

Cross-sell ratios improve because bank
personnel are empowered and
motivated to do more for their very best
customers; accounts per GoldCrest
Customer increased from 4.13 to 4.42.
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GoldCrest Results After 36 Months
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GoldCrest Customer Program Progress

Launch 12 24 36

months months months

Satercusones| 566 | 668 | 753 | 1,338
Total Personal

Deposits of $85M $108M $130M $197M

GoldCrest Customers
GoldCrest Share of

Bank Personal 25.9%  30.2% 34.7% 45.9%

Deposits
Total Personal

Loansof Goldcrest | $38M | $48M | $58M | $67M

Customers
GoldCrest Share

of Bank 29.0%  35.3% 43.8% 52.4%

Personal Loans

haountsPer 0 413 | 4.01 | 435 | 4.42
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The Platinum Customer Program gives
= you the ability to recognize, reward and
| = retain your bank’s very best customers.
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Marquee Offer
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g vis4) Don't Let Uncle Sam SHOWER You With
Extra Tax Payments.

Your MONEY. SMART CHOICE!

Personalized
Punch-Out
Benefits Card
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Use your personalized (0017740 card to get special F&M Bank privileges.
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Coupon Offers
Variable data printing allows

the bank to tailor offers to targeted
demographic groups - or even to
an individual customer —on a
single digital press run.

ut A SPRING In Your s G
S\ |lh A GaIdCrestSTEP* JPICD=

orlonger. ] Put A SPRING In Your STEP
to the higher rate! | With A LOW INTEREST
mESE. = Home Equity Line of Credit

Spruce up while rates are LOW ... and
pay no closing costs.

Offer expires May 30, 2009.
See back of coupon for offer details.




Platinum Customer Program

Get The New Citizens Bank Platinum Credit Card
And Earn Even More ScoreCard Rewards

A Citinents Bask Platirmntt Crodit Cand ghves your
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Use Your Personalized Card to Get Special

Enjoy your Platimnm benefits!

The bank’s top tier
customers receive a
customized, high-quality
: mailer every 3-4 months
FOR PLATINUM CUSTOM EgE S, = ' o ...with new coupons

TWO TICKETS T0 /7~ OFF TN g e, featuring great incentives,
JUILTAY LS BT «Wortgage ™ : discounts and gifts.
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Retiremieat Plan into an [RA with
Citizens Wvestment Sérvices
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Qﬁnﬂw EnterTo WIN A Trip For 2 With The Rockers
Opryland Hotel

Country Christmas
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Offer expires on September 10, 2007
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Expect A Difference!
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USE YOUR PERSOMALIZED FIRST RATE REWARDS CUSTOMER CJ ECIAL FNE PRIVILEGES,

FIRST RATE REWARDS COUFONS

5,000 Scorecard | Absolutely
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Open Any \‘ mw,. Credit Cand account i on any new Home ﬁlﬂ!ru!- of Credit |
DEPOSIT ACCOUNT | & . e
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In addition to F&M Bank’s GoldCrest Customer Program,
other banks have implemented similar programs.
Designed with plenty of flexibility for each bank, some
banks use the name “Platinum” for their program ... others
develop their own program name and brand.
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For Information:

STUDY

Develop an ongoing relationship and loyalty program to recognize, reward and retain profitable
clients who keep high deposit and/or loan balances with the bank. The purpose of the program is
to deepen total banking relationships with the bank’s most highly desired clients ... and attract
customers with “move-up” potential.

Upon initial implementation of the program, the bank had 566 customers who met GoldCrest
requirements: A personal checking account and $75,000 in combined deposits or $100,000 in
combined deposits and loans.

This group constituted $85 million in deposits or 25.9% of all deposits for the bank.
GoldCrest customers initially held an average of 4.13 accounts.

BLF Marketing partnered with the F&M Bank marketing team and played a leadership role in
developing the overall program strategy, which included:

Identification of GoldCrest Customers and responsibility for list management/updating.
Coordination of employee training curriculum and program launch.
Development of a personalized, high-end mailer with customized offers and benefits.

Keeping program on track by recommending special offers, coordinating personnel training
and overseeing mailer production and distribution.

Periodic analysis and reporting of results.

Personalized GoldCrest mailers are dropped three times per year featuring five customized
coupon offers and 10-12 “boiler plate” benefits.

Employed variable data printing technology to customize coupon offers based on geographic
markets, key demographic segments and/or individual customer criteria.

Concerted sales training is geared to cross-sell services to existing GoldCrest customers and
attract “move-up” customers.

12 Months After Launch — 688 GoldCrest customers representing $108 million in deposits or
30.2% of all bank personal deposits; 4.01 accounts per customer.

24 Months After Launch — 753 GoldCrest customers representing $130 million in deposits or
34.7% of all bank personal deposits; 4.35 accounts per customer.

36 Months After Launch — 1,338 GoldCrest customers representing $197 million in deposits
or 45.9% of all bank personal deposits; 4.42 accounts per customer.

Jeff Bibb, Partner
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