
 

 
 

Given the fact that this is a recent search and the companies involved have well known, highly publicized 

reputations, I have taken precautionary measures to insure this candidate’s confidentiality.  As such, we have 

used a simple coding for the name and company in order to maintain the confidentiality of candidate, while 

providing for a more readable redacted conversation. 

 

 

TRANSCRIPTION OF NOTES OF CONVERSATION 

BETWEEN 

TIM PENDERGAST 

AND 

Joe B. 

RE:  COMMUNITY BANK  PRESIDENT / REGIONAL PRESIDENT 
 

 

 

Pendergast: The Colorado Springs market has earned a reputation for not being very receptive 

to out of area banks or bankers.  How did you overcome those challenges? 

 

Joe B.: That is true for the most part. An out of town banker is going to struggle because 

he knows nothing about this community.  He’s an outsider.  I came from the 

Denver bank in ’95 and it took me a couple years.  The first thing that people 

would say to you is, “Where are you from?”  You say, “Denver,” and they kind of 

go, “Oh.”  But after a few years of proving yourself they let you in.  And you’re 

not going to compete in this town by dragging somebody in from East Texas or 

Oklahoma.  You’re going to set yourself behind a couple of more years if you do. 

 

Pendergast: Talk to me about your team and what do you consider your strengths to be?  

 

Joe B.: There are 19 bankers who report to me.  Seven of those bankers on my 

commercial lending team handle more sophisticated, complex, larger kinds of 

deals and fairly significant credits.  We’ve got loans up to $25 million. Our 

regional banking office hates us sometimes because we don’t give them deals but 

people here don’t want to do business with bankers in Denver, so we just do them.  

I spent a long time up in the Denver bank in the real estate group so I understand 

the real estate side very well.   

 

Pendergast: What is your reaction to the position specs we sent you on Community Bank?                           

Why would this situation appeal to you?   

 



Conversation with Mr. Joe B. 

May 4, 2015 

Page 2 of 6 

 

Joe B.: What I’d like to do, if I had my wish list, is to dive into an opportunity like 

Community Bank, build the team and take this deal to the next level and beyond. 

Maybe I could bring some of these folks here, I don’t know.  It’s hard to pull 

people out of my bank,  but I’d build a team of really good bankers and grow this 

bank and another bank or two for them.  

 

Pendergast: How do you keep these guys motivated in a down market? 

 

Joe B.: I think a lot of them are the same way I was 20 years ago.  You see a lot of your 

peers going out and benefiting by making strategic career moves. You don’t make 

much money in banking, particularly early on in your career.  Most of the folks 

who work for us are sales folks only to a degree.  They’re an interesting blend 

because they like credit and they like sales.  Our industry is the only industry in 

the world that we have to qualify our sales leads.  It seems like everybody else 

can sell to pretty much anyone.  In banking, you go out and find ten prospects and 

you turn nine of them down.  The people that are here are intrigued by the world 

of banking and finance, and the reason we stay here is we brought them up fairly 

quickly and we’ve intrigued them with some financial rewards because we get a 

40% ICP opportunity now. 

 

Pendergast: What other groups or lines-of-business do you oversee?  

 

Joe B.: We’ve got a private banking group and then I’ve got a small business group, and 

then the senior relationship managers.  The business banking group—the 

downtown group—manages credits in excess of $750,000 and customers with 

revenues in excess of $5 million.  That’s the downtown business-banking group.  

The small business group is really any business typically with revenues above 

$1 million to $5 million but they will do some smaller deals under a million 

dollars in loan size. 

 

Pendergast: How many people do you have in those respective groups? 

 

Joe B.: There’s a manager and seven bankers in the downtown business-banking group, 

which is the larger one.  There are four bankers and a manager in the north small 

business-banking group.  There’s a manager and three bankers in my private 

banking group.  And then I’ve got a business development officer here. 

 

Pendergast: Do you have your own treasury management people down there? 

 

Joe B.: We did but our treasury management rep. just went over and became a sales 

trainer.  We’re looking to replace her so for now we’re being serviced out of 

Denver. 
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Pendergast: What kinds of Treasury Management products do you think Community Bank 

will need to compete at a very high level in the Springs?   

 

Joe B.: For this market you don’t need all that much, just good online banking where you 

can do the basic stop payment, transfers, ACH debits.  For the niche they’re 

looking for that’s primarily what they need.  The Young Lifes, the Focus—the 

huge organizations—that’s not going to be the niche for Community Bank, at 

least not initially.  So if you just had a good, solid, reasonably priced cash 

management products, that’s what you need—and “reasonably priced” is the key 

issue.  I don’t think you need a lot of bells and whistles to compete for the market 

niche that Community Bank could be successful in. 

 

Pendergast: What is your philosophy of how a community bank can compete and do can you 

really see yourself making a move to such an early stage community bank? Here 

we are talking about jumping from xxxx into a footprint that includes one bank 

and a mortgage company and you’re starting from scratch. Your priorities are 

going to be, “Where do I put the next two banks and the ATMs?  You will need to 

build a best in class advisory board and, oh, by the way, how many people and 

customers can you bring with you?. What are your thoughts on making that big a 

transition? 

 

Joe B.: It would be a big transition.  The gist of it is you’ve got to find your customer 

niche and you’ve got to deliver what they want.  There are a lot of customers who 

are Xxxxx customers on the business banking side that Community Bank is not 

going to compete for but if we identify the niche and execute you can be 

successful.   

 

Pendergast: For example? 

 

Joe B.: Colorado College is one of our good customers.  Community Bank is not going to 

be able to provide the depth of products across the spectrum they require. They 

just can’t compete on the product side. 

 

Pendergast: So where does a top Community Bank compete?  

 

Joe B.: We know where the strengths are of Xxxxx and it’s our broad, strong product 

line, our seasoned bankers—but we’re not the most agile bank. I hear the 

complaints about what we do wrong.  I could make a commercial about what 

Xxxxx does wrong; we are not as agile, we’re not as receptive, we’re not that 

customer-friendly, we’re not the old style bank that so many people in this town 

want.   
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The majority of those folks are about deposits and loans.  They may want a little 

treasury management.  I looked at Community Bank’s treasury management piece 

and it does the basics.  Customers here want service, they want people who they 

know from the community, they want to walk in the bank and be known.   

 

 The niche for Community Bank isn’t going to be with our top 25 or 50 customers 

here.  They’re not going to be a target for Community Bank because they won’t 

go, but there’s a whole bunch in the $10 million in revenues and under that you 

can be the end-all, get to know them, “Hi, how are you?” old-school kind of bank 

when people walk in the lobby.  They could do that.  We’ve done that very 

effectively in our private banking group, but to deliver that across 13 locations in 

Colorado Springs is tough.  I think I know where the weak points are and I know 

how people like to do banking in Colorado Springs.  They like to sit across the 

desk.  They don’t like 1-800 numbers.  They like the relationship-banking thing 

that we all talk about in banking all our lives and that’s what customers really do 

want.  

 

Pendergast: Why can’t you get those 13 banks to be a little more customer-centric? 

 

Joe B.: You can, but you can’t do it in the same way you can in a smaller bank with two 

locations.  It’s all about the people, and just making sure you ride herd on the 

people and making sure they’re delivering top-notch service all the time, that 

they’re building the relationships, that you stay in front of your customers.  We 

just did three calling blitzes in a row, and we’ve got one more coming up.  We 

took our 20 business bankers and 20 of our partners (as we call them) and we just 

did calling blitzes in town.  We took a quarter of the town and called on 350 

prospects the first time, and about that much the second and third time.  The 

reality of it is that, as competitive as this banking environment has gotten in 

Colorado Springs, the only way you’re going to be successful is being out in front 

of people all the time, customers and prospects alike.  It’s a people business.  We 

tell our customers all the time, “We’re better, we do this, we do that,” but the 

bottom line is that about 75% of them really only care about merchant card, 

deposit, and loans, and so those folks are susceptible to the small bank approach. 

 

Pendergast: Back to you and that big transition question again.  Can you get excited about 

picturing yourself going back to the basics of a truly roll-up-the-sleeves 

environment?  Having to do a lot of stuff that Xxxxx has whole departments 

dedicated for?   

 

Joe B.: Yes, but my caveat is I’ve got to have some latitude in how I do it.  Frankly, that 

back to basics roll-up-the sleeves environment is one of the things that is most 

appealing—I want to have some latitude and participate in that process and guide 

the thing.  I know how to do banking in Colorado Springs.  I think I’ve proven it.  
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I can do it and attract the kind of people who want to do it with me, and I can 

attract quality customers.   

 

Pendergast: If I were to call a cross section of your customers and your team members, how 

would they describe your overall style?  

 

Joe B.: One of the things that people have always said about me is I’m a quiet guy, soft-

spoken, easygoing—which I am.  So people ask, “He’s a top business developer?”  

I am because people trust me and they respect me.  I’ve been in this market nine 

years building that reputation and I’ve got a great network.  

 

Pendergast: How do you define your “network”?  

 

Joe B.: If you call the people in this community—at least I’m pretty sure of this—in the 

financial businesses, the CPAs, the referral network and ask them about me, 

you’re going to get a positive answer.  That’s the way you’ll be successful in this 

community.   

 

Pendergast: Hypothetically, if I were to talk to a couple of your lenders and managers how 

would they describe your management style?   

 

Joe B.: They would say I lead by example, I work hard, I know my products, I know the 

business.  I create a calling ethic by doing it, by being out there calling.  I think 

they would describe me as a really outstanding manager.  I’m not a one-man 

show.  I don’t get out there and try to be Mr. Public for the community but I try to 

build depth within our entire group so I leverage myself by having everyone in 

my group be visible and do it effectively.  If I were going to describe myself, 

leveraging my staff is probably my greatest strength because I pick good people, I 

train them, and I let them do their thing. 

 

Pendergast: How many of the lenders on your team have you personally hired? 

 

Joe B.: Probably about half. We’ve got some folks who have been here forever, and who 

were here when I came here.  We’ve got some really good, strong young bankers 

with five to seven years who I think are going to be the players in this community.  

We’ve got, by far, the best stable of bankers in town.  Obviously everybody 

would tell you that they do too, but there’s no doubt in my mind that we do.  

They’re well trained, they’ve got good backgrounds, they understand credit, they 

understand the products, and they know how to call.   

 

Pendergast: Is this the first opportunity you have considered outside of your current bank?  
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Joe B.: No, but nothing serious.  In my mind I knew if the perfect situation came along I 

would be ready to move. I know what I’ve done in this community and I know 

what my reputation is so I have been confident that I could make a move and be 

successful.   

 

 

Pendergast: I would like to do a couple of very confidential reference checks on you if your 

meeting with Mr. Morgan goes as expected.  Who in town knows you well 

enough to comment on your reputation and abilities but can do so confidentially?    

 

Joe B.: I’m sure Mr. Morgan knows me by reputation. I can certainly give you some folks 

that I’ve done business with over time, the partners at XXX would be a good 

place to start.  

 

Pendergast: What is XXX? 

 

Joe B.: They’re probably the biggest CPA firm in Colorado Springs now.  BKD has 

almost as many accountants and they are part of my network.  XXX has about 35 

or 40 CPAs and Mr. Morgan is a good customer of mine.   

 

Pendergast: Joe B., thank you for your time and I look forward to having you meet with 

Community Bank.  

 

***** 

 

 

 NOTE:   Although this is an actual interview and a byproduct of a recent search for a 

Bank President, we have not provided the complete document, which is over 14 pages in 

length.  Excerpts of the complete document are presented here as an illustration of our 

process.  We provide such documentation to our clients as a means with which to paint 

a thorough and in-depth picture of a candidate’s abilities and professional demeanor.  

We tailor each interview to specifically address the key issues, challenges and objectives 

for the client position.  

 

 


