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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
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156 STORES
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25 STORES
South East, FL

22 STORES

1995 2005 2006 2008
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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 – stock price



9

Members of the Forbes 20-20-20 Club are chief executives who’ve 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 Int’l.

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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• Britain’s first new High

Street bank in over 100 years

• Founded by Vernon W. Hill II, 

founder of Commerce Bancorp (CBH)

• 7-Day Store banking

• c. £10B in deposits

• Market cap £2.7B

• c. 1M customer accounts

• c. 150 store target in Metro London

metro bank
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• Totally new with no legacy reputation, regulatory, 

credit or funding issues

• Based on the Commerce Bank, retail model

The most successful in America

• Completely deposit funded: No wholesale funding

• New state of the art information technology

• Complete commercial bank

50% Consumer  50% Business

• c.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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• Growth retailers NOT bankers

• Unique deposit driven/retail focus

• Customers will trade lower 

rates for a better RETAIL EXPERIENCE

• Great business creates Fans Not Customers

• Growth is essential to success & value

• Become a power retailer

the metro bank model 
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• Create a culture to match your model

• Culture must be very clear & pervasive

“Buy in or opt out”

• Hire for attitude, train for skills

• Over-train

• Over-reinforce

• Make everyone an owner 

the metro bank culture 
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• Believe in your model

• Over-invest in facilities & people

• Demand 100% execution

• One person to say YES, 

two to say NO

• No 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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• £2.6T UK deposit market controlled by 5 legacy banks

• Exceptional convenience & service model

• 84% London brand awareness

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

• Funded with £1B in private offering

• 5 year annual compounded growth*:

deposits 102%    loans 143%

• 5% of UK deposit market - £100B/deposits

• Listed on the London Stock Exchange - MTRO  

the disruptor

* as of 31 December 2015
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join the revolution

• Best-in-class Commercial banking platform launched

• Apple Pay® and Android Pay™

• Redesigned website

• First UK challenger bank to join Faster Payments Scheme

• Upgraded 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.
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reading

18
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metro bank voted 

no.1 in customer service
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First Direct

Nationwide

Natwest

HSBC

Barclays

Lloyds TSB

Halifax

Santander

RBS

0% 20% 40% 60% 80% 100%

18.7

16.733.3

23.337.2

27.233.6

2636.3

27.338

28.838.4

3237.3

381.9 15.1

35.9

71.8

50

39.5

39.2

37.7

34.7

32.8

30.7

29.6 34.6

9.5

Responses

CompanyNPS

% Detractor

% Passive

% Promoter Metro Bank September 2014 SatMetrix Account Opening Survey

All competitors May 2013 - Dec 2013 Satmetrix 2012 European Consumer Benchmark Reports - Banking - UK

62.3

33.3

16.3

12.0

11.7

7.3

4.0

-1.3

-6.3

78.9

net promoter score
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awards

SEPTEMBER 2015 MARCH 2016 DECEMBER 2015 NOVEMBER 2015

JULY 2016
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assets, deposits & loan growth

Average 

annual 

increase

Assets

Deposits

Loans

+ 93%

+95%

+162%15

24

31

40

48

Assets £771M £1.9B £3.7B £10.1B

Deposits £576M £1.3B £2.9B

Loans £168M £751M £1.6B £5.9B

£6.1B

£5.1B

£3.5B

£8.0B
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• Stores open more 

than 1 year
safe deposit box income 

covers 81% of base 

store rent

• Stores open 6-12 

months
safe deposit box income 

covers 73% of base 

store rent

as of 30/06/16

safe deposit box income vs. store 

rent expense
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store profitability correlation 

by store opening date

Holborn Store excluded from analysis. 

R2 = 0.9926
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£7.50
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£34.37

£75M £142M
£284M

£757M

£1.6B

£2.86B

Mar 10 Dec 10 Jun 12 Jan 14 Mar 16 Mar 17

shareholder return

Market capitalization Share price

• MTRO listed March 2016

• 1 year shareholder return 72%

• 3/17 market value: £2.8B
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performance targets

31/12/20

Deposits

Market Share

Loans

Return on Equity

£27.5B

1.2%

£22B

18%

£8B

£5.9B

–

31/12/16
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Buy

Sector Perform

Outperform

Underweight

Sell/Neutral

analyst recommendations

Analyst Price Target

4,500p

3,750p

3,700p

2,600p

2,300p

Recommendation
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• Emotional brands create massive value

• Building                    not Customers creates great brands

• Your brand is:

• Every decision will strengthen or weaken your brand

• Always improve your model

• Great brands create great value in any market 

Who you are

What your are

What your Customers expect

summary

32
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Metro Bank PLC is registered in England and Wales, company number 6419578. Registered office: One Southampton Row, London WC1B 5HA. We’re authorised by the 

Prudential Regulation Authority and regulated by the Financial Conduct Authority and Prudential Regulation Authority to carry on deposit taking, lending and all other 

commercial banking activities. Metro Bank has not approved this document as a financial promotion for the purposes of section 21 of the Financial Services and Markets 

Act 2000. ‘Metrobank’ is the registered trade mark of Metro Bank PLC.

This document is not, and should not be construed as, a prospectus. This document does not constitute or form part of any offer or invitation to sell or issue, or solicitation 

to purchase or subscribe for, any securities in Metro Bank nor shall any part of it nor the fact of its distribution form part of or be relied on in connection with any contract or 

investment decision relating thereto, nor does it constitute a recommendation regarding the securities of Metro Bank. Nothing contained in this document shall be deemed 

to be binding against, or to create any obligations or commitment on the part of, any potential investor or Metro Bank.

This document does not constitute or form a part of, and should not be construed as, an offer or solicitation to purchase or subscribe for securities in the United States.  

Metro Bank’s securities have not been registered under the laws of any jurisdiction, including, but not limited to, the U.S. Securities Act of 1933, as amended (the 

"Securities Act"), the laws of any state of the United States of America or the laws of any non-U.S. jurisdiction (nor is such registration contemplated).  

No representation or warranty, express or implied, is given by or on behalf of Metro Bank or any of its members, affiliates, advisors, agents, directors, officers or employees 

or any other person as to the accuracy or completeness of the information or opinions contained in this document and no liability whatsoever is accepted by Metro Bank or 

any of its members, affiliates, advisors, agents, directors, officers or employees nor any other person for any loss howsoever arising, directly or indirectly, from any errors in 

or omission of information or use of such information or opinions or otherwise arising in connection therewith. Metro Bank is not obligated to correct any inaccuracies or 

omissions in this document. Without limiting the generality of the foregoing, any historical information or information based on past performance included herein is for 

informational purposes only, has inherent limitations and is not intended to be a representation, warranty or guarantee of future performance. Past performance is not 

indicative of future results. All of the information presented herein is subject to change without notice.

This document and its contents are confidential. The recipient agrees not to copy, distribute, discuss or otherwise disclose this document or the contents hereof or any 

other related information provided by Metro Bank or by its agents to any person other than employees or advisors of the recipient without the prior written consent of Metro 

Bank.

Certain statements, beliefs and opinions in this document are forward-looking, which reflect Metro Bank’s or, as appropriate, Metro Bank’s directors’ current expectations 

and projections about future events and financial projections each of which reflect various assumptions made by Metro Bank.  These assumptions may or may not prove to 

be correct and no representation, express or implied, is made as to the accuracy of such statements, estimates, predictions or projections or regarding the future 

performance or the expected returns of Metro Bank. The expected returns referred to in the financial projections are based on assumptions which may not be achievable or 

realised. The financial projections do not constitute a profit forecast and should not be interpreted to mean that earnings for any future financial period would necessarily 

match or be greater or less than those set out in this document. By their nature, forward-looking statements involve known and unknown risk and uncertainty because they 

relate to future events and circumstances.  These risks, uncertainties and assumptions could adversely affect the outcome and financial effects of the plans and events 

described herein. Metro Bank does not undertake any obligation to update or revise any forward-looking statements, whether as a result of new information, future events 

or otherwise.  You should not place undue reliance on forward-looking statements in this document, which speak only as of the date of this document

Metro Bank is not a “bank” as such term is defined for U.S. regulatory purposes, and is not, and will not be, regulated as a bank in the United States.

The information and opinions contained in this document are provided as at the date of this document and are subject to change without notice.

disclaimer


