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A
t the San Fernando Valley Business Journal, our ears are always to
the financial ground, and there are a number of questions that
we’ve been hearing repeatedly from readers navigating the banking
and financial landscapes. In order to answer those questions, we

have once again assembled four of the most knowledgeable banking profes-
sionals and financial experts in the region to participate in a Q&A-style round-
table.  We’re proud to present this open forum discussion featuring such some
of the finest experts on the subjects. Several questions were posed to this bank-
ing brain trust and what follows is a transcript of their responses.

➼
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◆ Still relatively early into 2014, how
does the current state of our economy
affect business banking strategies when
compared with this time last year?

GURNEY: The current state of our economy
reflects much higher confidence levels than it
did this time last year. With a more optimistic
outlook, business owners have developed a
healthier appetite for risk. As a result, business
banking strategies will continue to focus on
growth and expansion opportunities that will
allow business owners to take advantage of the
strengthening recovery. Strategies centered on
developing a deep understanding of client busi-
nesses allow bankers to function as an extension
of the business through taking a personal inter-
est in clients, providing them with expertise in
their area and working with them as a Trusted
Advisor to help them achieve greater success. 

ANEY: Our strategies are pegged to growth. What
we’re seeing now is increased hiring and
increased capital spending, evidence that busi-
nesses are more confident about growth –
including topline growth — than they were at
this point last year. Here in California, the econ-
omy has grown faster than the rest of the US
for two years running, with manufacturing and
professional services as the drivers. Exports
surged late last year, reflecting improved global
competitiveness. Locally, retail has stabilized
and distribution and professional services are
growing. We see 2014 as a good year for our
clients and for the bank.

MISCH: This has been another year of 2-3%
growth which, after a couple of those in a row,
adds some level of confidence to businesses
looking to make investments, expand, etc.

However, given the tepidness and the some-
what inconsistent nature of that growth, wit-
ness the GDP modification from 3.2% to 2.4%,
uncertainty in the global scene, witness the
Ukraine and China, and continued uncertainty
over the nature of the ACA, businesses are right-
fully cautious. 

◆ What should a business be looking for
in a banking relationship today?

MISCH: I don’t think it differs much from what
it has been. I have been in this business for over
thirty years and the best bank to utilize is one
that takes the time to know your business,
where you can get to know the people making
the decisions that impact your business and
where you have a single point of contact so that
you are treated as a “relationship.” What has
changed is the use of technology. Businesses
need to be with a bank that has the level of
technology that is appropriate for their needs.
Fortunately, most do. 

ANEY: The great value of a banking relationship
is access to knowledge and expertise. Find a
banker and a bank willing to take the time to
understand your business and be responsive to
your knowledge needs. More than that, find a
banker who is active, not passive. You don’t
want someone who sits back and waits for ques-
tions. Much better is a banker who takes your
interests to heart and who shows it by taking
the initiative and coming to you with ideas.
That’s how a real trusted advisor acts, and you
should expect nothing less.

CLEMOW: A business should be looking for a
long-term partner that takes the time to listen

and is willing to learn the business needs, chal-
lenges, and goals. At Wells Fargo, we believe
every conversation is important. Conversations
often lead to something more—a deeper rela-
tionship, a great idea, or a way to solve a prob-
lem. Relationships are a staple because they help
our customers succeed financially.

GURNEY: It’s interesting to see how the pendu-
lum swings from one extreme to the other. On
one hand, we’ve never been more connected to
the universe and each other thanks to the
Internet and social media. On the other hand,
experts point out that we are losing the social
connection of one-on-one communication. At
Mission Valley Bank we strive for balance. Our
small business owners are looking for a banking
relationship that will provide them with expert-
ise in their area and work with them hands on
as a Trusted Advisor to help them achieve
greater success.  This requires balancing the
deployment of technologies that drive efficiency
with face-to-face contact that demonstrates the
skill, knowledge and caring about a client’s suc-
cess that is a Trusted Advisor.

◆ How does what a business should seek
in a banking relationship differ from ten
years ago? 

CLEMOW: A long-term relationship with a bank
continues to be important. This gives the busi-
ness the opportunity to show how it manages its
finances, and the bank becomes more familiar
with the business owner, the business and its
financial needs. At Wells Fargo, we work with
you to get to know your day day-to-day chal-
lenges, banking needs, and goals to help you
reach the ultimate vision for your business. 

➼26
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‘Business banking strategies will
continue to focus on growth and
expansion opportunities that will allow
business owners to take advantage of
the strengthening recovery. Strategies
centered on developing a deep
understanding of client businesses
allow bankers to function as an
extension of the business.’
TAMARA GURNEY

‘The great value of a banking
relationship is access to knowledge
and expertise. Find a banker and a
bank willing to take the time to under-
stand your business and be responsive
to your knowledge needs. More than
that, find a banker who is active, not
passive. You don’t want someone who
sits back and waits for questions.’
SCOTT ANEY
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In the aerospace industry, there is no room 
for failure, so we need a very reliable bank.  

City National allowed us to grow and make the  
investments necessary to be competitive. They’re  
proactive and our banker is a member of our team. 
We use their full suite of online banking services  
and they provide our equipment financing and a  
strong line of credit.

City National is The way up® for our business.

Kellie Johnson
President, ACE Clearwater Enterprises

Hear Kellie’s complete story at cnb.com/Compete.

Experience the
City National Difference.SM

Call (866) 618-5196 or visit cnb.com  
to find a business banker near you.

“ City National helps
 us compete.”

City National Business Banking CNB MEMBER FDIC
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◆ In what ways are doing business and
banking in the Valley different from
other regions?

MISCH: It’s a great question because the diversity
in business climate between the Valley and other
areas is significant. For example, the ethnicities
and businesses in Glendale differ materially
from those in Ontario or Irvine. That is some-
thing a bank needs to take into account so it can
deliver the value proposition of knowing the
customer and his or her business. That impacts
staffing, what industries the bank needs to learn,
etc.  For example, if you don’t understand enter-
tainment banking, a staple of the Valley, it’s
tough for the Bank to deliver for those types of
clients. There are many other examples of that.

ANEY: To serve Valley clients well, a banker
needs to see the Valley as a distinct communi-
ty. True, there are several jurisdictions, not just
one, but community involves more than lines
on a map. Geography makes us a community
and so does our shared economic history –
aerospace and its ups and downs, the increas-
ing importance of services and distribution,
the innovation coming from the 101 Tech
Corridor. At City National, we’re very clear in
seeing the Valley as a community. That’s why
so many of our people are active in organiza-
tions that work to bring businesses together
and advance Valley interests. 

CLEMOW: Working with small business owners is
one of the most important things we do at Wells
Fargo. We know America needs small businesses
to grow, add jobs and prosper for our economy
to fully recover. We’re helping business owners
every day access the capital and financial servic-

es they need to operate their businesses and suc-
ceed. For the 2013 federal fiscal year, Wells Fargo
was the nation’s leading SBA lender in dollars,
extending 3,481 SBA 7(a) loans nationwide total-
ing more than $1.47 billion – a 9.6 percent
increase in units and an 18.3 percent increase in
dollars from a year ago.

◆ Are there any new trends in terms of
financial services products and programs
that have emerged over the last year or two?

GURNEY: We find more and more financially
sound small to mid-sized businesses “thinking
outside the cash box” and finding Accounts
Receivable (AR) Financing to be a great tool
because of the unique benefits this type of financ-
ing provides to help manage cash flow and grow
their business. Once thought to be a financial
tool for severely challenged businesses, receivable
financing programs have evolved to be more
mainstream and can actually provide greater
functionality and management capabilities to
business owners. After several years of decline,
SBA lending is another area trending upward that
has emerged as a financial tool for businesses
seeking to take advantage of the improving econ-
omy. Traditional bank financing remains available
for businesses that have a solid track record, while
SBA loans are suited for business owners looking
to expand operations and purchase a facility but
require higher loan to value programs due to dis-
tressed cash flow or cash reserves as a result of the
long economic downturn, SBA 7(a) loans can be
used by qualifying borrowers to purchase or reno-
vate or refinance real estate or to acquire fixed
assets, such as heavy machinery or other equip-
ment, restructuring current debt, working capital

and in some cases can even be used to fund the
acquisition of a new business. 

MISCH: Because the economy has been experi-
encing modest growth, one of the key trends is
that banks are fighting over the really good
clients. This means very favorable rates and
terms for the best relationships. The other trend
is that the Crisis of 2008 resulted in some signifi-
cant legislation, Dodd Frank, which impacts
banks that provide banking services for business
owners. The third trend I see is a significant
increase in the incidences of cyber-crime.
Finally, we have also seen alternatives to the tra-
ditional banking system try to exert greater
influence. They include specialties like Bitcoin,
credit unions and micro lenders. 

CLEMOW: SBA programs are as important today
as ever, and we continue to provide these loans
for thousands of small businesses in a variety of
industries, including retail, service, manufactur-
ing and medical. Through SBA lending, Wells
Fargo offers financing to a segment of creditwor-
thy small business owners who may not be able
to obtain a conventional loan or loan terms that
meet their business needs.

ANEY: The most noteworthy trend is how technol-
ogy is now central to bank-client interaction. A
corollary is the diminished utility of the tradition-
al branch office. City National’s “EASI Link” prod-
uct is a case in point. This service creates a secure
connection between the client’s general ledger
and the bank’s processing systems. Money move-
ment and information reporting are vastly simpli-
fied and time spent processing and reconciling
transactions are reduced. In effect, the client has a
window into the bank and book balance and

Continued from page 24
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‘I think we are going to continue to see
consolidation in the industry. Over the past
years, the number of banks in the U.S. has
shrunk from 15,000 to under 7,000. This
is the result of increasingly higher costs,
the need to provide more technology to run
a bank and meet clients’ needs and ... the
fact that economic growth makes it harder
to be a successful bank.’
DAVID MISCH

‘Working with small business owners
is one of the most important things
we do ... We know America needs
small businesses to grow, add jobs
and prosper for our economy to fully
recover. We’re helping business own-
ers every day access the capital and
financial services they need to operate
their businesses and succeed.’
MARLA CLEMOW

BANKING ROUNDTABLE
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Community Bank understands the unique challenges that face family-owned
businesses and today’s entrepreneurs, because it’s ingrained in our own history.

Charlie and Howard Cook established Community Bank with a mission to provide
quality financial services and a true sense of Partnership Banking® to our clients.
And for nearly 70 years, we’ve done just that.

Let us help your business grow and succeed today, so it can stay a family-owned
business for many years to come.

Families grow up, and so do 
family-owned businesses.

cbank.com
877.922.2653

SBA Preferred Lender | Member FDIC | Equal Housing Lender   
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Continued from page 26

bank balance stay in sync. And since it’s online,
branch visits are unnecessary.

◆ Looking to the future, what new bank-
ing trends do you think businesses
should expect in the coming years?

MISCH: I think we are going to continue to see
consolidation in the industry. Over the past
years, the number of banks in the U.S. has
shrunk from 15,000 to under 7,000. This is the
result of increasingly higher costs, the need to
provide more technology to run a bank and
meet clients’ needs and, recently, the fact that
economic growth makes it harder to be a suc-
cessful bank. I also think, if the trends that make
it difficult for banks to meet the needs of con-
sumers and small business continue, that the
trend towards alternative types of banking will
get more “legs.”

GURNEY: Technology will continue to make
financial services more accessible as information
gathering is enhanced and accelerated by the
ease and availability of web content, search
engines and mobile devices. That said, the
immediacy of information acquisition will be
tempered with shifts toward long-term invest-
ment strategies. With increased frequency, we
will see businesses turn to banks for equipment
financing, commercial real estate acquisitions,
capital improvements and cash flow manage-
ment. As both the economy and profits contin-
ue to grow, businesses will need to consider
upgrading outdated equipment, including soft-
ware and technology. Since the recession, busi-
nesses have gone without for so long. In the
past five years, businesses haven’t necessarily
had the financial resources to support required

improvements in equipment. It’s difficult to be a
growing, vibrant business with aging equipment
and technology. In the coming years, businesses
will be able to support and further stimulate
growth through new equipment purchases.

◆ What does your bank look for in an
emerging business to invest in?

ANEY: Business banking has special value for
closely held companies that have achieved early
success thanks to a primary owner, but are now
ready to take things to the next level. That usu-
ally means greater investment in people and
technology. What’s critical at this stage is to
understand that it’s not just sales and marketing
that need to be strengthened. You’ve also got to
increase your team’s financial expertise. New
people and technology investments have to
enhance your ability to assess and manage your
financial strength. That’s an indispensable sur-
vival skill for emerging companies of all kinds.

CLEMOW:We work closely with business owners
to help them access the capital and financial
services they need to operate and grow their
businesses. Before we extend credit, we are look-
ing for a business to show:
• It generates steady cash flow and has the
resources to repay new loans.
• Its current debt load is manageable with a strong
financial position to manage its debt payments
and the ability to take on additional debt. 
• It maintains a good payment history, which
gives us confidence our customer has the abil-
ity to repay. 
Responsible lenders only provide a loan when a
business shows the ability to repay. When a

business is not ready for a loan the best thing
Wells Fargo can do is provide guidance to the
owner on how to improve the financial condi-
tion of the business to get a “yes” on a credit
application at a later date.

◆ How does an effective bank differentiate
itself from the competition today?

CLEMOW: For us it all starts with delivering first
class service and sparking a thoughtful conversa-
tion. We are one of the nation’s largest financial
institutions, serving one in three U.S. households
and employing one in 500 working Americans.
As members of the same team, it doesn’t matter
what our respective responsibilities are, our levels
or titles, what businesses we’re part of, or where
we live and work. We have never lost sight of
putting our customers first and helping them
succeed financially. Our people, our customers
and the way we deliver on our mission and val-
ues is what helps set us apart. We also continue
to hire and invest in our communities with the
building of new stores to serve our customers. 

ANEY: In banking, it’s simple – this is a relation-
ship business and people make the difference.
You set yourself apart from the competition by
the people you select to play for your team. You
can have the best strategies and plans, but with-
out talent who can execute, you won’t get very
far. Another way to think of it is in terms of
service levels. We combine the capacity of a larg-
er bank with the service philosophy of a com-
munity bank. That means a ‘high-touch’
approach – timely, thoughtful, and thorough. If
you have people who can make that happen,
you build client loyalty.

‘We have never lost sight of putting
our customers first and helping
them succeed financially. Our peo-
ple, our customers and the way we
deliver on our mission and values
is what helps set us apart. We also
continue to hire and invest in our
communities with the building of
new stores to serve our customers.’
MARLA CLEMOW

In banking, it’s simple – this is a
relationship business and people
make the difference. You set
yourself apart from the competi-
tion by the people you select to
play for your team. You can have
the best strategies and plans, but
without talent who can execute,
you won’t get very far.
SCOTT ANEY

BANKING ROUNDTABLE
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Miss ionVa l l e yBank .com

We Want To Be YOUR Most Valued Bank

Offices located in: 
SUN VALLEY VALENCIA CENTRE POINTE 
9116 Sunland Blvd., Sun Valley 25060 W. Avenue Stanford, Valencia 26415 Carl Boyer Drive, Santa Clarita
818.394.2324 661.775.4112 661.753.5680

Call us today – let’s talk about how Mission Valley Bank 

can quickly assist you with the financing you want for the 

equipment you need. We are offering terrific rates and terms 

and will be happy to work with you to develop the right loan 

for you and your business. Interested? Give us a call to get 

started today. It’s that easy.  

Call us today 818.679.9463 or 661.312.8793

Need EQUIPMENT
Financing FAST?
We’ll Make it EASY as

One QUICK Application

Two Years Tax Returns*

Up to $300,000*
3 Year Term* @ 3.00% Rate*
4 Year Term* @ 4.00% Rate*

*Rates and terms advertised apply only to loans up to $300,000 for the purchase of new equipment. Two years business and personal tax returns, necessary entity formation documents and completed loan application
are required. All loans are subject to credit approval. Other rates, terms and loan amounts are available. Equipment Loan requests in excess of $300,000 and / or terms in excess of 4 years may require additional
supporting financial information. Rate is accurate as of 02/01/2014 and is subject to change without notice.

Keeping business humming.
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Please join us as we honor our 2014 Women in Business Nominees:
Amal Abdoul
Citiwide Realty

Lorraine Alderette
RNY Incorporated

Madelyn Alfano
Maria’s Italian Kitchen

Rose Alinaya
Mannkind Corporation

Lisa Allison
Lippe Hellie Hoffer & Allison LLP

Nazalie Andresian
XS Hair Salon and Spa

Laura Andrews-Clemens
Andrews-Van Lohn Insurance

Eliza Asatryan
JP Morgan Chase Bank

Sandi Atmore
Grief Unchained

Renee Bartlett
Moss Adams LLP

Ardis Bazyn
Bazyn Communications

Denise Bean-White
Consortium Media

Barbara Becnel
DKKD Staffing

Polina Bernstein
Bernstein & Friedland, P.C.

Jennifer Bet-David
PHP Agency LLP

Krisianna Bock
Kaiser Permanente

Leslie Brown
Health Net Inc.

Olivia Campos-Bergeron
CBS2/KCAL9

Nicole Carnation Grolman
M&A Capital

Lindsey Carnett
Marketing Maven Public Relations

Anne Cochran
Valley International Prep

Grace Conte-Hutchison
The Travelers Companies Inc.

Adrianna Cruz-Ocampo
U-Frame-It

Jennifer deSpain
Canyon Oak Financial

Estee Diamond
Estee Diamond MS, MFT

Lynette Diaz
Moss Adams LLP

Lisa Dixon
JP Morgan Chase Bank

Linda Dolson
Safe Passage

Desiree Doubrox
An Empowered Woman

Andrea Dundas
Walt Disney

Tyrrell Dupey
Richard Ross Associates

Erin Dyer
Accurate Dial & Nameplate

Lisa Elkan
Lisa PR

Pam Elyea
History for Hire

Lindsay Fontaine
InterMedia Advertising

Diana Friedland
Bernstein & Friedland, P.C.

Susan Fries
Ecola Services Inc.

Karen Gabler
LightGabler LLP

Elissa Glickman
Glendale Arts

Lidia Gorko
ALPHA Aviation Components Inc.

Cindy Gray
Moss & Company

Robin Greenberg
Berkshire Hathaway Home

Services CA Properties

Sofi a Gresen
City National Bank

Jeannie Gu
Frontier Electronics

Tamara Gurney
Mission Valley Bank

Lisa Haisha
SoulBlazing Sanctuary

Mitra Hosseini
Ask Mitra

Rachel Howitt
NAI Capital Inc.

Sherrie Jan
Infi nity Group

Seta Javor
Woodbury University

Lisa Kantor
Kantor & Kantor LLP

Lousine Karibian
The World Networks Inc.

Stephanie Keairns
Vaco Los Angeles

Lisa Kodimer
Good Deeds in Motion

Diane Krehbiel
DKKD Staffing

Nancy Lazkani
Icon Media Direct

Marie Y. Lemelle
Platinum Star PR

Robin Levitt
4D Executive Search

Paola Macchiavello
So Cal CDC

Evelin Martinez
Wells Fargo

Elizabeth Maxim
Marketing Maven Public Relations

Sheryl Mazirow
Mazirow Commercial Inc.

Cyndi McAuley
Therapeutic Living

Centers of the Blind

Helen McDonagh
Massage Envy

Laura McHolm
NorthStar Moving Company

Robyn McKibbin
Stone Cha & Dean LLP

Stephanie Mclaren
Fontaine Mclaren

Mindy McLees
Moss Adams LLP

Jill Mellady
Mellady Direct Marketing

Kristina Meyer
Moss Adams LLP

Katherine Miller
Conrad N. Hilton Foundation

Stacy Miller
Stacy Miller Public Affairs

Kat Morse
Moss Adams LLP

 Cher Munoz
Zephyr Investment Management

Azita Naghavician
Moss Adams LLP

Rochelle Nakajima
gish SEIDEN

Carrie Nebens
Equis Staffing

Faye Nesheiwat
JP Morgan Chase Bank

Carrie Nicoletti
Los Angeles World Airports:

Van Nuys Airport
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Luncheon & Awards Ceremony
Tuesday, April 15, 2014

Sheraton Universal • 11:00am – 1:30pm
333 Universal Hollywood Dr.

Universal City, CA 91608

Individual Seats: $75  |  Corporate Tables of 10: $650

To register to attend this event, go to www.sfvbj.com/bizevents
or contact Mary Kaminski at 323.549.5225 ext. 213

or mkaminski@socalbusinessjournals.com

Please join the San Fernando Valley Business Journal as we host the
13th annual Women in Business Awards! Don’t miss this opportunity

to meet, mix, and mingle with the most influential women in the
San Fernando Valley. This event has become one of the Valley’s

largest and most anticipated networking opportunities of the year.

PRESENTING SPONSORS:

GOLD 
SPONSORS:

An Empowered Woman
Bessolo Haworth & Vogel LLP
BlackLine Systems
California State University Northridge
Citi Commercial Bank

Frontier Electronics Systems
Mission Valley Bank
Montage Insurance Solutions
Moss Adams LLP
The Travelers Companies, Inc.

PLATINUM 
SPONSORS:

Erica Nord
Anheuser-Busch Company

Linda Northrup
Northrup Schlueter, A

Professional Law Corporation

Cynthia Ordyke
Hilton Los Angeles/

Universal City

Jenny Paige
Media Well Done Inc.

Linda Pei
Moss Adams LLP

Sarah Powers-Gross
Ocean Grown Clothing

Sharyn Quinn
L/B/W/ Insurance &

Financial Services Inc.

Bonnie Quintanilla
Corridor Communications Inc.

Julia Reniger
Moss Adams LLP

Susan Reynolds
NewMarket Careers LLC

Melissa Salamoff
Salamoff Design Studio

Judy Santos
Offi ce Slice

Karina Sarkissian
Citiwide Realty

Wendy Saunders
Mid Valley Family YMCA

Geraldine Schiebel
JP Morgan Chase Bank

Kim Scolari
Jet Productions Worldwide Inc.

Katherine Selengia
UCP Wheels for Humanity

Deborah Shapiro
Perfecto Staffing/Alpha
Omega Professionals

Anita Shelley
Vaco Los Angeles

Jenny Shrive
DKKD Staffing

Danone Simpson
Montage Insurance Solutions

Stephanie Skrbin
Lee & Associates-
LA North/Ventura

Dina Snow
Rosenheim & Associates Inc.

Jan Sobel
Boys & Girls Club
of the West Valley

Diana B. Sparagna
Law Offices of Sparagna &

Sparagna

Trish Steele
Women Crowned In Glory Inc./

Safe Passage

Carol Suruki
Moss Adams LLP

Deborah Sweeney
MyCorporation.com

Sona A. Tatiyants
Tatiyants Law P.C.

Shala Tavakoli
The Travelers Companies Inc.

Sarah Tilly
Walt Disney

Emilee Todhunter
RxF Media

Therese Tucker
BlackLine Systems

Stephanie Wagner
Wagner Engineering

& Survey Inc.

Haley Warden
Wells Fargo

Marsel Watts
The Travelers Companies Inc.

Kristi Wawro
Walt Disney

Trixy Weiss
Genesis Auctions

Jane Wibowo
First Way Insurance

Paula Wilson
Valley Community Clinic

Lisa Young
The Rescue Train
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MISCH: An effective bank, just like a business we
might lend to, needs to know who it is, develop
a strategy and play to its strengths. For the com-
munity banks like us, it is foolish to think we
are going to compete in the same space as Wells,
for example. As a result, all of us, to be success-
ful, need to carve out a niche. For Community,
that is to be a traditional community bank. For
another, it might be being a maker of auto
loans. For another, it might be focus strictly on
businesses. Either way, each institution has to
find a niche. The key to being successful at the
given niche is execution. That’s management
and that’s where a lot of banks fall down. 

◆ What are the pros and cons of charita-
ble giving for businesses today?

MISCH: I don’t see any downside to charitable
giving at all. The only limitation is that, having
shareholders, we have an obligation to achieve a
certain return for them or we aren’t going to be
around long. That said, the communities we live
and work in are super-important to our institu-
tions and support for the charities that help
folks out in those communities warrant and
deserve both financial and volunteer support.
Not giving back is not an option. 

CLEMOW: At Wells Fargo, giving back to the
community is ingrained in our culture and we
proactively encourage team members to support
a local nonprofit. We believe that we are only as
strong as the communities we serve and we live
that through our volunteerism and our philan-
thropy. We are the largest corporate philan-
thropist in Los Angeles, having contributed
more than $24 million in 2013 to support local
nonprofits, educational programs and the cultur-
al arts. Wells Fargo team members also volun-
teered 26,000 hours to support local charities
while raising more than $9.1 million in LA
through the company’s annual Community
Support Campaign. It is difficult to identify a
con when it comes to charitable giving. Some
good advice is to support a nonprofit that you
are familiar with. Set aside time to visit the non-
profit’s facility, volunteer, get know the staff and
ask to see their financials. 

◆ Do you feel the economy has started to
fully bounce back? If so, how are you
positioning your clients for an improved
financial landscape?

ANEY: We see 2014 positively. California is grow-
ing faster than the US as a whole, with manufac-
turing (especially tech) and professional services
as the drivers. With opportunity expanding, the
main task is to take things to the next level.  My
bywords for doing this are ‘develop’ and ‘diversi-
fy.’ Develop the infrastructure that will support
growth — build your team, talent and expertise.
Also diversify externally — broaden your range
of vendors and diversify your clientele. A good

bank can help you here by introducing you to a
wider network of potential advisors, including
CPAs, attorneys and insurance professionals. 

MISCH: I wouldn’t say “bounced.” Be nice if it
would. You have to understand how we got to
this place…through a major meltdown in the
economy and financial markets primarily because
the growth was built on debt rather than funda-
mental factors. That was a long time in the mak-
ing and it is going to take a long-time in the
unwinding of it. So, I’d say we are “creeping”
back. Not bouncing back. Slow but steady and
that’s good. Given a “creep” versus a “bounce,”
Community Bank is trying to make an extra
effort to stay in touch with clients and help them
negotiate these uncertainties. We are also trying
to be understanding because most companies had
issues post 2008, that might have caused a “blip”
to the numbers, of what otherwise is a good busi-
ness managed by good people. 

GURNEY: Mission Valley Bank was a sponsor at
the recent Santa Clarita Valley Economic
Outlook conference where experts gave their
“best guess,” cautiously optimistic forecasts on
the national, regional and local economies. We
know many clients continue to do more with
less, and work harder for less return. Although
recovery is not as robust as anyone would hope,
we strive to develop programs to help our busi-
ness clients grow and operate more efficiently.
The equipment finance market is at the highest
confidence level in two years, according to the
January 2014 Monthly Confidence Index for the
Equipment Finance Industry. Seven out of 10
businesses are predicted to use some form of
financing to acquire equipment this year. These

projected increases in equipment acquisitions
mean businesses have a growing need for imme-
diate, expedient equipment financing. In
response, Mission Valley Bank developed a fast
and convenient Equipment Financing program
to help businesses acquire necessary equipment.

◆ What are some of your clients’ biggest
financial concerns and how are you help-
ing them to address these concerns?

GURNEY: Cash flow remains one of our clients’
biggest financial concerns. Client businesses
continue to look for help improving and manag-
ing cash flow. Accounts receivable financing
helps address those concerns. Gaining populari-
ty during the economic downturn, clients have
become comfortable with this type of lending
and the broader understanding of how it influ-
ences cash flow. 

◆ Which industries and markets seem to
be showing the most promise today?

ANEY: Our view for 2014 is that exports and
tourism will drive manufacturing, particularly in
tech. The same factors are positive for wholesale,
retail and leisure. We also expect growth in
healthcare, given population growth and a new
group of insured individuals. Finally, professional
services will continue to grow and move the
economy forward. Here in the Valley we’ve seen a
bottoming out and the beginning of an upward
trend for businesses that support the construction
industry. It’s nowhere near pre-recession levels, of
course, but I expect steady improvement.

Continued from page 28
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We know many clients continue to do more
with less, and work harder for less return.
Although recovery is not as robust as
anyone would hope, we strive to develop
programs to help our business clients grow
and operate more efficiently. ... Seven out of
10 businesses are predicted to use some
form of financing to acquire equipment this
year. These projected increases in equipment
acquisitions mean businesses have a
growing need for immediate, expedient
equipment financing.
TAMARA GURNEY
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GURNEY: In Southern California, digital media
and entertainment, manufacturing, and profes-
sional services to support these industries will
continue to expand. The region Mission Valley
Bank serves is already home to a growing cluster
of over 250 digital media and entertainment
firms. In fiscal year 2012-2013 the film industry
accounted for a calculated economic impact of
$60.6 million to the local Santa Clarita Valley
business community. That number is projected
to increase, as the film-friendly San Fernando
and Santa Clarita Valleys continue to attract a
highly qualified workforce and aggressively
implement film incentive programs. 

◆ Do businesses have more or less bank-
ing strategy options today than they did
ten years ago? Why?

MISCH: The good businesses have more
options. The weak ones have less. That’s too
bad because some of the weak ones might have
a decent team and a decent idea. It is just
tough to bank them post 2008. In general,
though, banks are tripping over themselves to
bank the good companies and people. The rea-
son for this is that banks need to grow, they
want to do so with good credit clients and
there are fewer of those these days. Also, given
the low rate environment, it’s tough to make
money on the banks’ investment portfolio. So,
you have to look to loans. 

GURNEY: Businesses operate in a 24/7, highly
connected world where relevance, engagement
and content are key characteristics everyone is
searching to find. Today’s banker must be tech-
no-savvy, client focused, community minded,
and relationship driven. At least that’s the pro-
file of the professional and dedicated staff at
Mission Valley Bank. Any street corner bank –
big or small – can handle the transactional side
of banking, but it takes a team of Trusted
Advisors who understand your business to devel-
op programs to meet your exact needs. It is that
aspect that gives community banks a distinct
advantage over the larger institutional banks
that often gain new customers with teaser rates
and short-lived promotions but don’t deliver
long-term results. We focus on creating the most
value for our clients, while being relevant,
engaging and delivering solutions.

◆ How serious a threat to businesses is
cyber-crime? Are banks seeing more or
less of this activity?

GURNEY: Mission Valley Bank takes the threat of
cyber-crime very seriously and helps educate
clients to help ensure that fund transfers, payroll
requests and withdrawals are legitimate and
accurate. Cybercriminals target small businesses
with ever-increasingly sophisticated attacks.

Spoofed emails, malicious software and online
social networks to obtain login credentials to
businesses’ accounts, transfer funds from the
accounts and steal private information are on
the rise. Corporate account takeovers – a type of
fraud where thieves gain access to a business’
finances to make unauthorized transactions –
creates havoc and loss as funds may be trans-
ferred from the company, new fake employees
created and added to payroll, and sensitive cus-
tomer information that may not be recoverable
stolen. Combating account takeover is a shared
responsibility between businesses and financial
institutions. At Mission Valley Bank, we work
with clients to establish and explain safeguards
small businesses need to protect themselves with
online activity. 

MISCH: In my opinion, this is the biggest risk
faced by businesses and banks today. The hack-
ers are good, motivated and highly paid. Small
businesses and banks also do not always have
the awareness and resources to combat these
criminals. The attacks are increasing in num-
ber and are more sophisticated. This is an area
where the banks, the government and the
clients are all working together to try and
solve the constantly changing threat. It bene-
fits no one to have a client or a bank “lose” to
these guys. For our part, Community Bank is
doing a number of things including product
enhancements and training to help our cus-
tomers fight this battle. Fortunately, we are big
enough to do that.  

◆ What do most Valley businesses need to
succeed and what are some common
obstacles getting in their way? 

CLEMOW: Business will always have its ups and
downs. At Wells Faro, we’re committed to being
our customers’ bank for the long term. We’ve
worked with business owners for generations.
You’ll find our bankers ready to help with
knowledge and resources. And we have many
resources designed to help entrepreneurs that are
free of charge, such as our online business
insight resource center or a fantastic program
called Wells at Work that allows businesses to
provide enhanced banking solutions to their
team members, and our free, non-commercial
financial literacy curriculum, available in person
or online.

GURNEY: Valley businesses need long-term bank-
ing relationships with trusted advisors who
demonstrate expertise, experience and dedica-
tion to their success. One of the most prevalent
obstacles hindering this long-term path to suc-
cess is the presence of non-traditional financial
service providers entering the banking space and
offering traditional banking products. These
alternative financial service providers are gener-
ally transactional, compete on price, and while
low-cost providers and special one-off promo-
tions may seem appealing initially and save
some quick cash, there is no long-term value
generated for the business. 
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‘Hackers are good, motivated and highly paid.
Small businesses and banks also do not
always have the awareness and resources to
combat these criminals. The attacks are
increasing in number and are more sophisti-
cated. This is an area where the banks, the
government and the clients are all working
together to try and solve the constantly
changing threat. It benefits no one to have a
client or a bank “lose” to these guys.’
DAVID MISCH
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