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Jackie: 
This is the BankBeat Community Banking Podcast and I’m Jackie Hilgert, editor-in-chief. 

Today I’m with Matt Middendorp, nationally acclaimed speaker and banking sales coach. Matt 
has 20 years of experience converting connections into customers. In 2013, Matt founded Sales 
Math Consulting and debuted his Formula for Success sales training system to bankers across 
the country. Matt’s core philosophy of Learn Together, Grow Together, are taught through 
one-on-one in-person coaching and online as the Cool Bankers Academy and through the Cool 
Bankers Club on LinkedIn, a LinkedIn group. Matt’s clients are achieving their goals through 
these programs by learning how to be more than just another banker throughout the 
communities they serve. 

I really like the name Cool Bankers Academy, Matt. Who are the cool bankers? 
 
Matt: 
 
First, thank you, Jackie, for letting me be a part of the podcast for BankBeatGroups. I’m 

glad you like “Cool Bankers”. I’m not going to lie, there was a lot of trepidation when I first wrote 
that out because bankers aren’t necessarily known for being cool, right? And I didn’t want 
people to think that when they signed up to work with me and learn my system that they 
automatically got a pair of sunglasses or something like that. The Cool Bankers Name came 
from back in my banker days; I did 10 years in the industry and there was a day when I was 
sitting down with a team member who was really struggling. And we started to lay out a plan for 
her to recover. She had been successful for a long time, but for some reason that year was not 
her year. It was early in the year and we had a chance to recover so we put together a plan and 
part of her plan was her to do some public speaking. She was very passionate about very 
specific topic and she was going to go out and spread that message to build some awareness of 
her and her banking career. 

To make a short story long, you put that together about half way through, we were 
talking about the different types of speeches she was going to give and brainstorming about 
different topics and she said, if I get one of these, I’m going to be the coolest banker in the town. 
And it stuck. All the other people who worked in my office wanted to be a cool banker too and 
were looking for different ways to get out in the communities we serve and build their own 
personal brands. It became a badge of honor to be a cool banker. 

 
Jackie: 
 
What I like about your company is that you’re calling it Sales Math Consulting. That 

makes sense form the banking perspective, but you’ve also got this really neat formula that 
you’ve created. Could you talk a little about that? 

 



Matt: 
 
The formula comes directly from my banking days, as well. I worked for a large, regional 

bank and they had great trainers -- degrees in communication, letters after their names; they 
were really good. So I would send my teams off and they would get training based on what I 
thought they needed to learn. When they came back I would ask every single one of them what 
they learned, and they could tell me, because the trainers were great, right? They knew what 
was in the binder that they had. But they struggled to tell me how they were going to use it in 
their day to day. 

I had to create a bridge. I had to create a way so that when they sat down and worked 
with a customer or a prospect, that they knew what worked and understood why it worked that 
time so that the next time that they were in that situation they knew what to do again. I also had 
to create a framework for when it wasn’t working so that they could figure out why and then 
what was in those cool binders that they had from the trainers that helped them in that moment 
to recover so they could bring that training forward.  

I then created the formula and called it the Formula for Success. I was trying to capture 
what I thought were the essential elements of sales.  

The following is what I came up with: Sales = Expertise. Expertise, not just what 
products are, but how they change the lives of the people you serve. I thought that was 
important not just to know what they are but how they will affect the people you are serving. I 
also believe it’s important to be an expert on your competition -- what do they do well and tell 
me more about their products. There’s nothing more satisfying than sitting down with a prospect 
and knowing the institutions they’re at and knowing their account better than they do, the 
features, limits, thresholds.  

Expertise + Relationships. I don’t think anyone listening to this podcast is going to argue 
the value of relationships in banking; it’s the cornerstone of any successful banker being able to 
build and develop relationships. It’s about 80 percent of what I teach. If you don’t know how to 
build relationships, you’re going to have to learn.  

Expertise + Relationships + Value. Value is the hardest thing for bankers to pick up 
because it’s a different language. We don’t typically speak in terms of our value and what we’re 
doing for people. But there’s that whole 80-20 thing: 80 percent of the deals are done by 20 
percent of the bankers. That 20 percent gets how to communicate their value, and that’s the 
differentiator that really helps the best of the best be successful, they know how to take those 
relationships and convert them into something that means something to everybody. 

So that’s the main part of the formula: Expertise + Relationships + Value. But there’s 
another piece and it’s an exponential piece outside of those main parts and it’s passion. It’s a 
passion for what you do and communicating that. I find that good bankers ooze the fact that 
they love helping people and taking care of their customers better than anybody else. Their 
customers know they have a passion for learning about them and where they’re at and where 
they’ve been and how the banker plays a part in that growth.  

I also believe that successful bankers are good at pointing out passion in their prospects 
and customers as well. They’ll allow them to get excited about their businesses and that passion 
allows them to ascend the transaction itself. The formula really plays in perfectly with the Cool 



Banker piece, because you’ve got the essential elements of sales, a mindset and filter to run 
your interactions through to make sure you’re doing the best you can with that customer or 
prospect in front of you. When you take that in the context of the Cool Banker piece, a cool 
banker is a banker who flat out refuses to sell those plain old banking products that everybody 
else is selling, the same boring way as their competitors. And when you do that, you become 
more than just a rate to your prospects, you become something that transcends that transaction 
and means so much more to the community you serve. That’s really the definition of a cool 
banker: they look for different ways to bring that message out. 

 
Jackie: 
 
The P stands for passion, but it certainly could stand for partnership, too, because the 

banker is in partnership with the customer in their success. 
 
Matt: 
 
That’s a great point. Those listening to this that are successful know that it really is a 

partnership, absolutely. 
 
Jackie: 
 
In these days, social media is huge -- it’s how people connect, learn, etc. Talk about how 

social media has changed the sales process for better or worse. Also how a banker can tap into 
social media to differentiate. 

 
Matt: 
 
Right, it’s hard. Especially in a world that’s as heavily regulated and tracked as banking. 

I’ve found there are three different ways to take advantage of social media and for those who 
aren’t active on LinkedIn or social media -- it is a tool unlike any other tool we’ve had available 
to us in the banking world. In the sales world in general. How in our history have we, as sales 
people, going out building relationships with prospects, been able to do that without being in 
direct contact with them? 

I personally have found three different ways to use social media to drive that idea home 
and use it as more than just a way to snoop on people or brag about what you’re doing. To use 
it in a way to bring about business and cement customer prospects and turn them into 
customers. I call them the 3 Rs of social media. 

The first R is relationships. You can absolutely use social media to build relationships. 
You can use it to communicate, to share information. I guarantee that I would have someone 
reaching out to me on social media asking me a question. I also find information when I have a 
conversation with a banker who is struggling with a certain topic. I find information and I send it 
to them. That’s the relationship piece of this. 



The second R is research. You can learn a lot about someone from their profile. I have 
had a lot of neat conversations with people based on various elements that show up on their 
LinkedIn profile.  

The third R is relevance. Nothing speaks to a prospect or customer about your 
significance in their lives, about the quality of the role you can play, by showing your expertise. 
You can write articles, create films where you’re speaking on a certain topic and other things to 
show people that you're doing these things. This can include information sourced from other 
people, too. You can be the source of relevance for people to show that you’re an expert, too. 

 
Jackie: 
 
Matt just did a webinar for us on BankBeatGroups and you can find the link to the 

webinar on this podcast description page.  
During the webinar you gave a list of maybe 12-15 follow up techniques. The obvious 

ones: phone calls and emails and the less obvious ones, too.  
You mentioned something called Mastermind, something I look for personally in my line 

of work. Could you unpack that concept a little for us? 
 
Matt: 
 
I personally have been apart of a Mastermind for five years now, with the same three 

people.  Me and two other professional business owners. We all bring something different to the 
table, a different area of expertise. What we do is we get together every Friday morning at a 
coffee shop, so this costs me nothing more than a cup of coffee. There are some people that 
pay tens of thousands of dollars a year to be part of a peer group like this. Ours is free, we get 
together and we basically do two things: 1) We share a win. Each of us goes around and shares 
a win. There’s significance in that, because if they’re doing something that’s working, I could 
learn from that and probably make it work for me, too. I’d rather learn from what is working for 
others than the opposite. It made me more reflective on my wins which helps keep my passion 
high. I need to make sure I’m being reflective on what has worked for me, too. Usually when I’m 
done with a Mastermind I’m slingshot into the weekend. Usually things are winding down but for 
me I get hyped up and want to get things done and accomplished. 2) We also bring a challenge 
or problem we are having, along with ideas we would like to brainstorm. We have talked about 
everything. We know each other very intimately, we’re very comfortable sharing these ideas with 
each other. There isn’t a topic we haven't uncovered during our time together. We help each 
other.  

When I thought about building the Cool Bankers Academy I brought it to my team and 
we had deep conversations about the pros and cons of it and they helped brainstorm on how to 
bring it about effectively. That’s the value of those groups. 

If you have an opportunity with no more than three people you trust on a weekly or 
bi-weekly basis, weekly works very well, I highly recommend doing it. Especially if you’re trying 
to develop centers of influence. So if you can get together an accountant, a business attorney, a 
commercial real estate agent and you guys sit and talk about matters that matter to each of you 



guys every week and you build that trust and that inner circle, the sky's the limit on what you can 
accomplish together, which is really a neat thought.  

 
Jackie: 
 
Then you talked about mini master groups or events where you could pull three or four 

prospects together for an hour or two and help them create this Mastermind. 
 
Matt: 
 
I’ve had some success, for example, I had a banking customer who was looking for a 

way to really work with a prospect of hers. I mentioned the tax law that had just passed and that 
this client had mentioned in her notes that the prospect had been asking about it, and I said, do 
this: do you have any other customers that are talking about this? She had a couple, it turns out. 
I told her to call them and an accountant she could trust, and the four of them to sit down to 
coffee or lunch and have a nice open discussion about it. 

They get a chance to pick the tax expert’s brain, a chance to share their concerns, she 
was facilitating a connection, showing direct value to people and that is the kind of interaction 
that you cannot create inorganically. It’s just destined to be a conversation. And I know as 
bankers we tend to go towards having seminars and bringing large groups of people together; 
try those micro-conversations with three to four people and I think you’ll find you get a lot more 
traction out of them from an authority perspective, reciprocity perspective, they feel like they 
owe you something from that, and that trust grows in you in that moment. 

Banking is a competitive industry with competitors in every direction, and if you’re not 
being creative and finding original ways to present yourself and be valuable to the people you 
serve, you’re going to be left behind. 

 
 

You can contact Matt directly: 
 
715-897-0879 
matt@sales-math.com 
Sales-math.com 
 
This transcript has been lightly edited for clarity. 
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