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Although A Young Bank, Sierra Vista Bank Is In A Very Solid Community In 

Northern California, With Experienced Bankers And Leadership That Understands 

How To Succeed, Even During The Current Economic Downturn 
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BIO: 

Greg Patton is a resident of Carmi-

chael and serves as President & 

Chief Executive Officer and on the 

Board of Directors. Mr. Patton has 

been in banking and financial ser-

vices in the greater Sacramento & 

El Dorado County area for the past 

26 years. Starting as a teller, he has 

worked for the past decade as a sen-

ior officer and in executive man-

agement in other local community 

banks before being named to this 

position at the end of 2007. 

 

Mr. Patton holds undergraduate degrees 

from Black Hills State University (BS-

Education), and University of San Fran-

cisco (BA-Economics), and completed 

Pacific Coast Banking School in 2002. 

Mr. Patton is active in the community, 

serving as his Rotary Club’s past presi-

dent, Greater Sacramento YMCA Board 

of Directors, Developmental Disabilities 

Service Organization Foundation Treas-

urer and as an officer for The Masters of 

Giving, a local charitable foundation. 

 

Company Profile: 

Sierra Vista Bank is a locally owned 

community bank headquartered at 1710 

Prairie City Road in Folsom, California 

since March 2007, and a branch located 

in the Sam's Town Center in Cameron 

Park. The Bank prides itself on serving 

the financial needs of small businesses 

and professionals in Folsom and through-

out the Highway 50 Corridor and is 

committed to community philanthropy. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Patton, it has been a cou-

ple of years now that you have been CEO, 

how has the vision changed if at all? 

Mr. Patton: “I don’t know that the gen-

eral vision has changed as much as the 

economy has shifted our tactical approach 

to the vision. When the bank opened and 

wanted to be a good solid regional player, 

it grew from nothing to something. So I 

don’t think that the actual overriding 

vision of the original board has changed 

drastically but certainly the timeline has 

changed because of the time.” 

 

CEOCFO: Would you tell us a little 

about the area that you serve? 

Mr. Patton: “Folsom is suburban Sacra-

mento. Sacramento is the capitol of Cali-

fornia and depending on who you listen 

to, the fifth, sixth or seventh largest eco-

nomic power in the universe. Folsom is a 

mid to upper class bedroom community, 

although Intel has a very large facility 

here, The Department of Corrections has 

a very large and old prison here, and the 

first power house that created a power 

grid in the United States is centered right 

underneath Folsom Dam. So it is a very 

diverse kind of a community from an 

economic standpoint.” 

 

CEOCFO: How is the community faring 

these days? 

Mr. Patton: “Our community has done 

fairly well here primarily because this 

town went through its growth spurt after 

being a little wide spot in the road for 100 

years. It went through its growth spurt 

during the last economic upturn and kind 

of built out during the 1980’s and 1990’s. 

So there wasn’t a lot of tract home pro-

duction, which has been one of the rea-

sons why the northern California econ-

omy has suffered in some regions more 

than others because of that residential 

construction; we didn’t have that this 

time. Having said that, the retail section 

of the town has probably suffered more 

than anything. There is a new mall that is 

under development, but has not opened 

yet even though it has been under con-

struction for almost three years now. That 

is primarily because there are no anchor 

tenants that have been willing to sign on 

yet. The retail that directly surrounds the 

bank within a two-mile radius has very 

high vacancy rate because it was all es-

sentially built new during the last two to 

five years. Intel downsized their facility 

here in Folsom, so there was a fair num-

ber of jobs lost. There are other call cen-

ters or technology-driven companies in 

the general area that have downsized 

during this cycle as well, so that has had 

an impact. In addition, our housing prices 

in the immediate area have gone down 

some, but not as drastically as other areas 

in northern California. Overall we are 

faring in a fair to partly cloudy sort of 

way.” 

 

CEOCFO: How do you break down be-

tween commercial and retail and would 

you like to see the mix change? 

Mr. Patton: “I would like to have a bit 

more consumer-driven business. The two 

branches we have are in areas that con-



sumers could utilize our services. We 

don’t do as much advertising as the big 

boys and obviously being new, it is harder 

to attract the consumer-type client. Hav-

ing said that, our business mix is primar-

ily small to medium sized businesses, and 

the consumer portion we have today are 

generally the owners of these small busi-

nesses and their employees. We have a 

little bit of walk-in traffic from our 

neighborhood and from our static news-

paper advertising. What I like to see the 

mix change? Not drastically, although I 

think we have good products and good 

services for especially a consumer that 

appreciates a little higher-touch environ-

ment or is not quite as technology-driven. 

We have good technology, but the bigger 

players can always put more 

sizzle into this thing.” 

 

CEOCFO: Being different is 

always very important at Sierra 

Vista; would you tell us how 

you are different? 

Mr. Patton: “I look across our 

staffing, I don’t think I have a 

teller that has less than ten 

years experience. Our lending 

staff, the youngest guy on the 

team has fifteen years of actual 

in the field lending directly to 

small and medium sized busi-

nesses. The CFO, this is the 

second bank that she has grown 

from start-up through a thriv-

ing organization. My experi-

ence has been community bank-

ing directly, a lender or banker 

to the community. So when we 

talk about differentiation, it is 

that most of the people in this organiza-

tion have been in this game for a long 

time. They understand what banks do and 

how to get the job done. They are primar-

ily really good problem solvers. When 

somebody sits down with somebody from 

our organizations, they can actually have 

a meaningful conversation about how 

banks work, and what might or might not 

be the best thing for this client. Our 

product mix is much more plain vanilla. 

What do you need? Do you need a CD 

seven and a half months long? Ok we will 

write it for seven and a half months. Do 

you need an account that doesn’t have too 

many drafts? Ok we will use an account 

that doesn’t have too many drafts or we 

will use a different piece of equipment to 

accomplish your needs. Nobody is stuck 

in a ‘this is our product and this is all it 

does.’ So we have a highly flexible for-

mat. Everybody from the first person they 

meet when they walk in the door, they 

understand that culture and they try to 

apply that. What do you need and we will 

see if we can build it for you.” 

 

CEOCFO: How do you attract your new 

business? 

Mr. Patton: “Mostly word of mouth. I 

would say that an eighty percentile and 

up is a directly from doing business with 

someone who says that ‘one of my ven-

dors or one of my clients was whining 

about their bank. So we get a lot of direct 

introduction from our client base. We do 

a little bit of static advertising from print 

ads and that is probably the only mass 

advertising that we do. We do a little bit 

of strategic marketing in local not-for-

profit fundraising events and try to make 

ourselves look larger than we are. That is 

mostly how our clientele comes to us, a 

little bit through the broker community, 

and we are still making some loans. So 

we do have a fair number of people that 

will call us and say, ‘I have been talking 

to somebody about this kind of deal’, and 

it is a small business owner occupied real 

estate, so they will come through a third 

party, but mostly it is direct referral.” 

 

CEOCFO: What is the financial picture 

like for Sierra Vista Bank today? 

Mr. Patton: “It is good to be new, that is 

the best news that we have. We opened in 

March of 2007. Values had started to 

correct drastically and the bank didn’t get 

the opportunity to make what in 2001 to 

2005 were good loans, but now suddenly 

were at or near nothing. The economy 

has been beneficial to us in that we have 

acquired some talent that in normal mar-

kets that we have seen in the past. They 

might not have wanted to change jobs, 

they were perfectly happy where they 

were, but it was an opportunity where 

they saw several members of my staff, the 

chance to come to work and look for the 

long-range, the future, with options to be 

worth something. It is the concern on the 

depository side the concern that people 

have for their cash and their 

cash positions; we have had a 

lot of folks come in where five 

years ago the conversation 

would have started with 

‘what’s your rate?’ Now it 

starts with ‘is my money safe?’ 

and then somewhere down the 

line they want to talk about 

rates. I think that has allowed 

an experienced staff the oppor-

tunity to be able to talk about 

why the banking system in the 

US is as strong as it is with the 

backing of the FDIC and down 

the line here are the reasons 

why you should do business 

with a local community bank. 

So that has been very good for 

us.” 

 

CEOCFO: How do you reas-

sure people? 

Mr. Patton: “Well a lot of folks, what 

they really want to do is understand how 

the insurance system works, or acquire 

certain knowledge that they might not 

understand how does the FDIC works, 

who owns it, how are we protected and 

what happens when you get more than 

$250 thousand in an account, so on. A lot 

of what we do is pure education. It is 

merely helping people understand that we 

are a new institution, well-capitalized, 

without a lot of legacy issues to deal with. 

We are part of a very strong fabric and 

are backed by the full credit of the US 

government. We also have a product, the 

CDARS Program (Certificate of Deposit 

Account Registry Service), so that we can 

“The reason investors should pay attention to us 

is because even though we are young and still in 

the big scheme of things small, we have proven 

that we can make steps toward the goals that 

historically have created good value. We have a 

very solid community to build from, we have 

good financial backing, and we have good inter-

nal members and staff, as well as an aggressive 

look at the marketplace. We are in a place that 

if you are willing to grow into it, certainly has 

that potential. If you have to point to all of the 

positives that are here in northern California, 

especially the greater Sacramento area, a lot of 

the community banks that have traditionally 

been so successful were bought and they are 

gone. So there is a bit of a vacuum for a good 

emerging community bank environment and I 

think we can really help sell that!” - Greg Patton 



fully insure deposits over $250,000 by 

utilizing that service. It is education in 

how the banking system works. The big-

gest thing we bring to them is the knowl-

edge of how they can go home and feel 

safe.” 

 

CEOCFO: You have two branches; do 

you see more ahead or the need for more? 

Mr. Patton: “Yes. Our technology is very 

good and most of our business clients are 

remote capture deposit. We have a few 

clients that are armored services because 

they deal in cash. People don’t need a 

branch in a lot of situations, however I 

still think there is a mentality and cer-

tainly provide the people that we meet in 

this Folsom community and Cameron 

Park, which is about twelve miles east of 

us. They want their bankers to be local; 

they want to be able to go in and see peo-

ple and have that conversation. While I 

don’t, there would be very tall marble 

columns to the ceiling with a lot of inlaid 

gold anymore, but I think that part of the 

banking era is gone. Certainly there is a 

reason to believe that if you are going to 

make a penetration into a market area 

that having a branch presence lends cre-

dence and value to that objective. So yes 

we would like to see additional branch 

locations at some point in the future. It is 

probably delayed longer than what our 

original forecasts were, but the highway 

50 Corridor from midtown Sacramento to 

somewhere around Placerville is certainly 

a market area that we would like to have 

a stronger physical presence in over 

time.” 

 

CEOCFO: How do you differentiate Si-

erra Vista from other local community 

banks? 

Mr. Patton: “There are several. Our 

community has been blessed over time 

with some very good community banks. 

We did see the mergers and acquisitions 

activities of the early part of this decade 

take out some very good players. So this 

is where I think our board and some of 

the decisions that we have made us to be 

where we are, because very large money 

center banks bought very good and well-

operated community banks. There has 

been a new crop of community banks. 

Those that started before us by a few 

years are probably suffering this down-

turn in a harder way than we are, because 

if they were here in 2002-2004 and they 

made really good land loans at the time, 

those underlying values have come back 

to shrinking to nothing and the capital 

has been impacted to a degree. Our dif-

ferentiations started with actually chang-

ing the bank’s name after I got here, be-

cause our name sounded so much like 

everybody else’s name. However, we 

wanted something that could be branded, 

something that could be identified. So we 

made a strategic decision and actually 

changed the name of the organization. 

Again where we have tried to act like the 

animal kingdom and make ourselves look 

larger than we actually are when we go 

out and go to a community event. We try 

to take more people than you would nor-

mally take, fill up tables, when we go to a 

golf tournament we try to negotiate a lit-

tle bit bigger presence, whatever it takes 

to make our name present in the strategic 

areas we are choosing to market into. 

That is really how we have approached 

it.” 

 

CEOCFO: So a lot of creativity! 

Mr. Patton: “Yes we have a very creative 

force. We have a third party marketing 

firm that understands banks. They have 

worked with banks before and they bring 

a lot to the table internally. I have some 

really talented people that have good vi-

sion and good understanding of how to 

market as well as how to have impact. I 

think our website speaks of that, I point 

to people and say “go and check it out, 

you will find it fun and reflective of the 

kind of people that work with us.” Our 

board is supportive of it. There are not a 

lot of bankers on that board; most of them 

are entrepreneurs who grew and devel-

oped their own businesses for the most 

part. However, they have grasped the 

concept of taking financial services in a 

new way to the community, not the old 

stodgy your dad thing, but much more 

aggressive and fun.” 

 

CEOCFO: What is ahead? 

Mr. Patton: “I think we can stay on that 

path. There is a reason to be confident 

and optimistic about the next twelve to 

eighteen months. Most of the economists 

and government regulatory stuff that I 

have seen, point that maybe we are not 

rocketing uphill yet, but we do think we 

have come to where we will look back 

and say that is certainly the bottom and 

we have improved. Having said that, I 

still think there is pain and suffering that 

is going to occur, with some unemploy-

ment that is going to shake out, a bit of 

foreclosure activity going on in residen-

tial and commercial. Once that works its 

way through, there is certainly a lot of 

money piled up on the side lines that will 

come back and find value. This is north-

ern California; we are within 100 miles 

of the San Francisco Bay region and 100 

of Reno and the Sierras. We are the north 

south on the west coast, I-5 is right 

through downtown and it is the north 

south exchange. So we are in a place 

where when it comes back, it will come 

back and it will come back very strong. I 

will forecast that we will be looking for 

expansion opportunities both organic as 

well as when we emerge from economic 

cycle, there may be some partnership 

opportunities for some other organiza-

tions that are a little tired of what they 

are doing and they would rather partner 

with us than just flat-out sell. So I think 

there are going to be some doors that we 

can knock on in the next few years that 

could bring us that kind of activity. In the 

short-run we are going to continue to 

acquire really talented bankers with vi-

sion and people that will serve a client 

base that will appreciate what it means to 

bank at a community bank. I think that is 

what we can bring to our shareholders is 

that value that comes from building an 

organization over time that everybody 

knows and respects and know that they 

are going to have a fair shake.” 

 

CEOCFO: In closing, why should poten-

tial investors pay attention to Sierra Vista 

Bank? 

Mr. Patton: “The reason investors 

should pay attention to us is because even 

though we are young and still in the big 

scheme of things small, we have proven 

that we can make steps toward the goals 

that historically have created good value. 

We have a very solid community to build 

from, we have good financial backing, 

and we have good internal members and 

staff, as well as an aggressive look at the 

marketplace. We are in a place that if you 

are willing to grow into it, certainly has 

that potential. If you have to point to all 

of the positives that are here in northern 

California, especially the greater Sacra-



mento area, a lot of the community banks 

that have traditionally been so successful 

were bought and they are gone. So there 

is a bit of a vacuum for a good emerging 

community bank environment and I think 

we can really help sell that!” 
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