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IRA Energy Tax 
Credits
In a declining market interest rate environment, 
financial institutions should monitor income 
models’ non-maturity deposit assumptions and 
thoroughly review the betas and lag factors 
assigned to each non-maturity deposit account. 
Otherwise, history suggests the model may be 
substantially inaccurate. 

Time deposits are way up 

Total time deposits as a percent of  total deposits nearly 
doubled from the second quarter of  2022 to the first 
quarter of  2024. Negotiable order of  withdrawal and 
other transaction accounts as a percent of  total deposits 
increased during 2022 but decreased in 2023 and 2024. 
Money market and savings accounts as a percent of  total 
deposits declined steadily from 2022 to the first quarter 
of  2024. 

This migration of  deposit balances out of  non-maturity 
deposits and into time deposits altered many banks’ 
repricing and cash flow characteristics. This alteration 
ultimately impacted the interest rate risk measurement. 

If  the interest rate risk model did not accommodate the 
shift in deposit balances, the model estimates did not 
fully account for that risk. 

Adjust income simulations if appropriate 

Institutions must now consider how a decrease in 
short-term interest rates will alter the mix of  their 
deposits. If  an institution is apt to cut offering rates on 
CDs in step with a reduction in market interest rates,
will CD balances leave the institution? If  so, how much
will they leave, and when will they leave? Conversely,
if  an institution maintains above-market rates on CDs, 
will there be a “surge” of  new deposits from other 
institutions? If  so, how much will CD balances increase, 
and how will that impact the net interest margin? 

We recommend thoroughly reviewing:  

• All CD accounts, particularly those accounts that are
new to the institution and where the depositor has no 
other relationship with the institution. 

• All deposit balances over the FDIC insurance limit of
$250,000. Those balances should be considered volatile 
and should be modeled separately. 

By John McQueen

& adjust models if needed for 
a declining rate environment

4 TRUTHS 
ABOUT YOUR BANK'S BRAND
Have you ever noticed that companies who 
prioritize design tend to be highly successful? 
These companies understand that almost 
every customer interaction originates with a 
visual presentation, and this presentation can 
be every bit as meaningful as the product or 
experience itself. 

They understand that a logo isn’t “just” a logo, 
a color isn’t “just” a color. Nothing is “just” 
anything. Thinking that way is a corner-cutting, 
compromising attitude that will ultimately affect 
the bottom line.
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TRUTHS 
ABOUT YOUR BANK'S BRAND

Books  
are  

judged by 
their covers

Many bankers don’t intentionally undervalue their brand, 
they just prefer to think about things they understand 
better – return on assets, loan volume, liquidity, capital 
adequacy…. But ignoring your brand just because 
you don’t understand branding is like not getting your 
vehicle serviced because you don’t understand the 
inner workings of  cars – if  you ignore your car, it will 
eventually stop working, make noises it isn’t supposed to 
make, and show signs of  age. 

Does Apple see their iPhone packaging as “just” boxes? 
Does Coca-Cola create cans that are “just” red? You 
might think these considerations are more appropriate 
for those companies because they are so large but 
consider that focusing on these details is a big part of  
how they got that way. Having a good product is only 
one part of  the equation — the other parts matter too. 

1. Books are judged by their covers

We’re told not to, but it’s too easy to make assumptions 
based on how things appear. Assuming a reader will 
overlook a boring cover and fall in love with the story 
inside is a risk you can’t afford to take! This is especially 
true when life’s distractions mean they might not even 
make it past the first chapter. Think how many books 
you have passed over because of  bad cover art – or books 
you HAVE picked up based solely because of  the image 
on the front!

Did you know most published authors don't have a say 
in the design of  their own book cover? Deeply invested in 
their books, authors are less likely to view things as their 
potential readers will. A different perspective is needed 
to understand  the psychology of  symbols and colors, 
and how the right blend can entice a person to pick up 
a book they might otherwise ignore. The element of  
“perception” is too powerful to ignore.

 

If  your company’s brand identity feels out-of-touch 
or dated, customers will assume your products or 
services are, too. Research has shown that these visual 
assumptions are made in less than two seconds. In a 
highly competitive economy, those crucial two seconds 
may have cost you the victory in a game you didn’t 
realize you were playing.

2. Addition happens by subtraction

There’s a great quote about sculpting an elephant. 
"You just take a hunk of  marble, then you chip away 
everything that doesn't look like an elephant." This is 
a great metaphor for the design process. By chipping 
away the unnecessary, you reveal the masterpiece within. 
What can be subtracted? Well, as a company evolves, 
so do the variations of  messages, processes and ideas. 
Even if  this growth is well-intentioned, over time the 
variations begin to blur the clarity of  your message and 
value propositions. 
Sharpening the focus onto your purpose helps teams 
be more efficient when creating customer-facing 
communications. Reducing the clutter and the noise 
within your own organization has a trickle-down effect 
that customers will appreciate, too.

3. Design indicates change

In Building Better Brands, branding guru Scott Lerman 
says “identity is often the most immediate and visible 
sign of  change.” People take notice when a brand 
changes its logo. Even small modifications become 
fodder for commentary and buzz. A change will 
definitely get noticed, but don’t think for a minute that 
it ends there. Your brand identity is your front door, 
but if  the experience doesn’t match the promise, the 
relationship crumbles.

Has anything significantly changed at your business over 
the past decade? Are you still using the old identity 
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to market a new reality? Do employees feel proud of  
your brand or decidedly “meh?” Don’t let a tired brand 
identity undermine the experience. If  your company is 
evolving, so should your brand.

4. Courage is contagious

Change can be difficult, even when it’s the right thing 
to do. The key to enacting a positive change is to look 
down the road, past the hard part and envision a new 
reality. Are you willing to take calculated risks to make 
this reality possible? The alternative is complacency, 
possibly stagnation. Do you want to encourage 
employee innovation and a solution-driven mindset? 
Then create an environment where this is encouraged. 
People are hard-wired to want to be a part of  something 
meaningful. Brands with a strong purpose and a clear 
identity can inspire people to be better versions of  
themselves, for the ultimate benefit of  your bank.

For many established banks, “messing with the brand” 
has become synonymous with “the nuclear option,” only 
to be considered when the bank is losing market share or 
is involved in an acquisition. That’s a shame, because a 
forward-thinking company recognizes that good design 
is deeply impactful, and branding is a strategic tool to be 
wielded wisely. 

It’s time to change the way you think about design – add 
it into your strategic toolbox – and reap the benefits of  a 
design-friendly culture: renewed focus and enthusiasm 
from your team, better quality in the services you deliver 
and more value for your bank. 

About the author: Kyle Floyd is Principal, Stature Branding + Design 

JOIN US. RSVP NOW.

The Rewind Hotel
6075 Mills Civic Pkwy
West Des Moines, IA 50266

Anniversary Celebration Tuesday, JUNE 10th AT 4 PM

Wednesday, June 11th FROM 9:30 am – 3:00 pm

CAN’T MISS SPEAKING SESSIONS:

TIM PRANGER
Founder & CEO, Appli, Inc.
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Trust in the Digital Age

CHRIS ZIEGLER
Chief Product Officer, Merchant’s PACT
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ROBB REMPEL
Executive VP, Haberfeld

The Prosperity Paradox: 
Banking’s Biggest Hurdle

PAUL COWLEY
VP of Technical Support, DBE

ATM Security: 
The Deep DiveTo RSVP + learn more, visit:   dbeinc.com/dbeforum




