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EDITORS’ NOTE Joseph Ficalora 
is also a director of New York 
Community Bancorp, Inc. He joined 
New York Community Bank in 
1965 and has held positions of 
increasing responsibility across all 
lines of operations. Named President 
and Chief Operating Offi cer in 1989, 
he spearheaded the establishment of 
New York Community Bancorp 
four years later and has served as 
its President and Chief Executive 
Officer since its inception. From 
January 2007 through December 
2010, Ficalora also served as Chairman of the 
company, a position he had held previously. A 
graduate of Pace University with a degree in busi-
ness and fi nance, Ficalora serves as a Member 
Director of the Federal Home Loan Bank of 
New York, having previously served as its Vice 
Chairman. He is a former member of the Board 
of Directors of the American Bankers Association 
(ABA) and is currently a member of the ABA’s 
Government Relations Council Administrative 
Committee, as well as a director of the New 
York Bankers Association (NYBA), serving as 
Chairman of its Metropolitan Area Division. He is 
a member of the Boards of Directors of Pentegra 
Retirement Trust and Pentegra Services, Inc.

COMPANY BRIEF New York Community 
Bancorp, Inc. (mynycb.com) is the 20th larg-
est bank holding company in the nation with 
assets of $52.8 billion, and is the parent com-
pany of New York Community Bank. NYCB has 
evolved from a mutual savings bank with seven 
branches in Queens and Nassau Counties to a 
publicly-traded multi-bank holding company 
with over 230 branch offi ces serving consumers 
and businesses throughout Metro New York, New 
Jersey, Florida, Ohio and Arizona. 

Will you highlight the history and heritage 
of New York Community Bancorp?

The company became a public company in 
1993. Over the course of time, we have split our 
stock around nine times and our total return to 
our shareholders dramatically exceeds the total 
returns of others within the banking sector. The 
general return was around 600 percent for that 
25-year period; for us it’s more than 3,700 per-
cent. Depositors, who we have encouraged to 
buy our stock and hold on to it, have seen a 
great return.

We have been a very conservative 
bank going back to 1859 and we have 
remained true to this as a public com-
pany. Our lending model didn’t change 
at all after we went public. 

We’ve created value by buying 
banks under circumstances that were 
highly benefi cial to our proforma com-
pany and to our shareholders. Every deal 
that we have ever done has brought the 
stock price up dramatically.

As NYCB has grown, how 
critical has it been to maintain its 
culture?

We are a bank with nearly $53 billion in assets, 
but our culture is not one that you would fi nd in a 
big bank. Our culture remains more like the small 
bank that we were, rather than the big bank that 
we are. Our culture is such that we operate like a 
stable, very consistent community bank that is 
customer orientated. 

We try to maintain the local identity of the 
bank in each market that we operate in. So, while 
the name of the holding company is New York 
Community Bancorp, in our individual markets 
we are the local bank. In Queens, we’re known as 
the Queens County Savings Bank. In Ohio, we’re 
the Ohio Savings Bank. On Long Island, we’re the 
Roslyn Savings Bank. The word “community” is in 
our name and we try to keep our local identity in 
each community. NYCB could actually be known 
as “Now Your Community Bank,” because we 
are in so many markets outside of New York and 
always work to maintain that local community feel. 

How do you balance the need for technol-
ogy from younger customers while still pro-
viding older customers with the human touch?

There is a big distinction between how the 
young and the old do their banking. Old deposi-
tors are people that have hundreds of thousands 
of dollars, even millions of dollars, in deposit with 
the bank and are very loyal. Young customers 
at the bank today are very fl uid; they don’t have 
the money to make large deposits and will leave 
quickly if their life circumstance changes.

But we still need to recognize that young peo-
ple represent a different kind of business model 
and we must have all the necessary bells and 
whistles for them. At the same time, we have to 
take care of the grandmother who has had a sav-
ings account with us for 40 years with no bells and 
whistles – just money. 

We appreciate the priorities and the goals 
and the resources of all of our customers and can 
accommodate those different needs to meet their 
expectations. 

NYCB has a diverse customer base. How 
important is it that your workforce mirrors 
that diversity?

We have human resource practices that 
enforce that all operating branches should refl ect 
the community they are in. We go out of our way 
to make our branches refl ective of the communities 
in which we operate.

Is corporate responsibility and commu-
nity engagement a responsibility of leading 
companies today and how important is this to 
NYCB?

I personally have the Ficalora Family 
Foundation. When we became a public company, 
I decided to allocate stock to my capacity to give to 
the community, so the Ficalora Family Foundation 
makes donations to the communities that we serve. 
We encourage all of our employees to be com-
munity participants. We like for our employees to 
participate in those repetitive, year-after-year events 
that occur in the community where their branch is 
located. Last year our employees put in more than 
3,000 hours into community events.

We have the ability as a company to give 
money to the communities we serve, and when 
you’re giving money you give it in many different 
ways. The bank also has several foundations such 
as the New York Community Bank Foundation, 
previously the Roslyn Savings Bank Foundation, 
and the Richmond County Savings Foundation, 
which give away millions of dollars to local worth-
while causes in communities every year.•
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EDITORS’ NOTE Pr ior  to  her 
current role, Lynn McMahon served 
Accenture as Communications - 
Industry Client Account Lead; 
C O O  -  Communica t ions  a n d 
H i g h  T e c h  -  N o r t h  A m e r i c a ; 
Communications,  Media and 
Entertainment and High Tech Sales 
Lead; and Accenture Innovation 
Center Lead. She serves on the 
Board of  Dir ectors  of  the New 
Jersey Ballet Company. McMahon 
received her bachelor’s degree in 
fi nance and M.B.A. from Florida 
State University.

COMPANY BRIEF Accenture (accenture.com) 
is a leading global professional services com-
pany providing a broad range of services and 
solutions in strategy, consulting, digital, tech-
nology and operations. Combining experi-
ence and specialized skills across more than 
40 industries and all business functions – 
underpinned by the world’s largest delivery 
network – Accenture works at the intersec-
tion of business and technology to help cli-
ents improve their performance and create 
sustainable value for their stakeholders. With 
482,000 people serving clients in more than 
120 countries, Accenture drives innovation to 
improve the way the world works and lives.

What are the keys to Accenture’s indus-
try leadership and how do you defi ne the 
Accenture difference?

I  fee l  l ike  we a re  a lways  look ing 
around the corner and reinventing ourselves 
for the next thing that our clients are going 
to need. We do not think as much around 
what’s here now or how we continue to 
evolve things as they are, we really look at 
what the next thing will be. Whether it is 
new technology or new business models or 
changes in industries and disruptive factors, 
we try to determine how it’s going to impact 
our clients and also how it could potentially 
disrupt us.

I think that visionary aspect – the fact 
that we are consultants and we turn that con-
sulting lens on ourselves a lot – is one of the 
things that leads to our sustainability and 
leadership as a company.

It also has to do with our core values, 
because creating client value defi nes who we 

are. We look at everything through 
the lens of a client. We think client 
outcomes fi rst. 

We have six core values. The 
one I think that really allows us to 
continue to create a new generation 
of leaders and a new generation of 
thought capital is our focus on integ-
rity. We’re always trying to do the 
right thing for our clients and for our 
people.

The other one that I would 
mention around core values is stew-
ardship. We have a very strong com-

mitment to creating the next generation of 
leaders. We need to constantly reinvest in our 
people. We put a tremendous amount of our 
company’s earnings back into the business 
in terms of developing new thought capital 
or developing new skills and training our 
people. 

You have spent your career at Accenture 
and have had many different roles. Does 
it feel as though you’ve been able to have 
a number of different careers within the 
same company? 

When I got out of school and I graduated 
with my M.B.A., I was trying to decide what to 
do. My concentration was in fi nance and I had 
opportunities in banking and capital markets.

The beauty of consulting is that I didn’t 
have to make that very linear choice about 
what I was going to do in my career. I like 
the versatility of being able to move around in 
different roles and certainly this fi rm provides 
that opportunity.

We have fi ve major industry groups and 
I have actually worked across all fi ve of those 
groups in my career.

Will you highlight the media and enter-
tainment industry group at Accenture?

Our media and entertainment practice 
in North America supports the work that 
we do with broadcasters, programmers and 
publishers. This industry is going through 
a tremendous amount of disruption and we 
are helping our clients think through these 
forces and adapt their businesses to be 
successful.

Will you discuss the mission of the 
Women’s Leadership Forum?

We have had the Women’s Leadership 
Forum for almost 20 years. Early in my career, 
I was one of the few women at the table. I 

was starting to see a few women clients at 
the table. However, everything we did from a 
marketing perspective or a client relationship 
building perspective tended to involve golf or 
a basketball game or a baseball game.

I realized that we had an underserved 
population here and went out and polled 
some of these women and asked what would 
be of value to them and heard back that they 
really didn’t value the type of pure social 
interaction we were doing. They had a dif-
ferent set of things that they wanted to get 
out of any type of event or interaction. They 
really wanted something that had more con-
tent related to it and that was fairly crisp so 
that it wasn’t a two-day, off-site seminar. 

We created something that was very 
bespoke. We bring our clients together around 
highlighting great women role models and 
strong women business leaders and then we 
give them a chance to get together and build 
a network of women that they know.

How critical is purpose for Accenture 
and to having a commitment to the com-
munities it serves? 

We really believe that, besides serving 
our clients and building our people, the third 
leg of the stool is about being a good cor-
porate citizen in all of the local communities 
where we work and where our clients reside.

I think the New York metro area is a 
great example. I’m really proud of what we 
do here. We have more than 5,000 people in 
the New York metro area and we realize how 
we can multiply our impact in a huge way by 
having that many people.

Also, this is really important to our peo-
ple. People want to work hard, but they also 
want to see how they are making an impact 
in the community. We have several dimen-
sions to this so that people can be involved 
in things that they care about.

For example, we had our day of service 
where our people volunteered across the New 
York metro area. Some were delivering meals 
to people that are homebound, some were 
revitalizing parks, some were mentoring in 
schools, and some were building houses.

Our people are also generous with their 
money and we have established a My Giving 
campaign to facilitate this. As importantly, we 
do pro bono work to help with special projects 
for many of the organizations we are involved 
with that support the local community.•

Lynn McMahon
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