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How do you build a
growth company in a
slow growth world?
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Basic Brands
(Brand Promise)

Emotional Brands
(Feelings)

Legendary Brands
(Experiences)

building the brand
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building the brand

Model

+ Culture

+ Execution

Value Differentiating

Unique

Fanatical

=
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commerce bank growth model
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New York

270 STORES

Philadelphia

156 STORES

Washington D.C.

25 STORES
South East, FL

22 STORES

1995 2005 2006 2008

95

373

428

500

commerce bank store growth
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10 Year Annual Growth

Deposits 29%

Stock Price 23%

$5.43

$42.50

Commerce Bank - (CBH)

commerce bank deposits ðstock price
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Members of the Forbes 20-20-20 Club are chief executives whoôve held the top job for 20 

years at a company with publicly traded shares for at least 20 years, who have presided 

over at least a 20% annual return since the company went public.

Source: Forbes.com, May 2007 - Andrea D. Murphy

Annualized 

Total Return 

During Tenure

Chief Executive 

Officer
Company

Tenure

As Chief
(years)

Lawrence J. Ellison

Howard Solomon

Warren E. Buffett

Vernon W. Hill II

Harold M Messmer Jr.

Alan I Kirshner

Leslie H. Wexner

Oracle

Forest Labs

Berkshire Hathaway

Commerce Bancorp

Robert Half Intôl.

Markel

Limited Brands

30

30

37

34

21

21

44

31%

29

27

23

23

22

21

chiefs in the 20 -20 -20 club
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ÅBritainôs first new High

Street bank in over 100 years

ÅFounded by Vernon W. Hill II, 

founder of Commerce Bancorp (CBH)

Å7-Day Store banking

Åc. £10B in deposits

ÅMarket cap £2.7B

Åc. 1M customer accounts

Åc. 150 store target in Metro London

metro bank
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ÅTotally new with no legacy reputation, regulatory, 

credit or funding issues

ÅBased on the Commerce Bank, retail model

The most successful in America

ÅCompletely deposit funded: No wholesale funding

ÅNew state of the art information technology

ÅComplete commercial bank

50% Consumer  50% Business

Åc.1,000,000 accounts

a revolution in british banking 
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Model

+ Culture

+ Execution

building a brand

Value Differentiating

Unique

Fanatical

=
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ÅGrowth retailers NOT bankers

ÅUnique deposit driven/retail focus

ÅCustomers will trade lower 

rates for a better RETAIL EXPERIENCE

ÅGreat business creates Fans Not Customers

ÅGrowth is essential to success & value

ÅBecome a power retailer

the metro bank model 
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ÅCreate a culture to match your model

ÅCulture must be very clear & pervasive

ñBuy in or opt outò

ÅHire for attitude, train for skills

ÅOver-train

ÅOver-reinforce

ÅMake everyone an owner 

the metro bank culture 
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ÅBelieve in your model

ÅOver-invest in facilities & people

ÅDemand 100% execution

ÅOne person to say YES, 

two to say NO

ÅNo stupid bank rules

fanatical execution
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7 Day Store Banking Free Coin Counting

Free Pens

Safe Deposit Boxes

kill a stupid rule
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Å£2.6T UK deposit market controlled by 5 legacy banks

ÅExceptional convenience & service model

Å 84% London brand awareness

Å 58 stores by Dec 2017, c.110 stores by 2020

ÅFunded with £1B in private offering

Å 5 year annual compounded growth*:

deposits 102%    loans 143%

Å5% of UK deposit market - £100B/deposits

ÅListed on the London Stock Exchange - MTRO  

the disruptor

* as of 31 December 2015
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join the revolution

ÅBest-in-class Commercial banking platform launched

ÅApple Pay® and Android PayÊ

ÅRedesigned website

ÅFirst UK challenger bank to join Faster Payments Scheme

ÅUpgraded mobile app - Personal and Small Business Customers

Note: Metro Bank is an authorised Apple Pay® issuer and Apple Pay® is a trade mark of Apple Inc

The best of every channel.


