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BIO: 

Raymond A. Nielsen is Chairman of 

the Board of Directors and CEO of 

Herald National Bank. Mr. Nielsen 

previously served the bank as Vice 

Chairman and has been a member of 

the Bank's Executive Committee 

since inception. Prior to joining Herald 

National Bank, Mr. Nielsen served as 

Lead Independent Director for North 

Fork Bancorporation Inc., which was 

acquired by Capital One Financial 

Corporation in December 2006. North 

Fork Bank had a $15 billion market 

capitalization and was one of the larg-

est banks in the New York metropoli-

tan area. 

 

Mr. Nielsen served as a member of 

North Fork’s Board of Directors and 

Executive Committee from 2000 to 

2006. During his time on the Board of 

North Fork, Mr. Nielsen served as the 

Chairman of the Compensation and 

Stock Committee and Chairman of 

the Audit Committee. He also served 

on the Strategic Planning Committee 

and the Investment Committee. 

 

Prior to joining North Fork’s Board in 

2000, Mr. Nielsen was President, 

Chief Executive Officer and Director 

of Reliance Bancorp, Inc. from 1994 

to 2000. Reliance Bancorp Inc. was 

acquired by North Fork Bancorpora-

tion in February 2000 for $352 million.  

 

Reliance Bancorp was the holding 

company for Reliance Federal Sav-

ings Bank, with a total asset value of 

$2.5 billion. Reliance Bancorp was 

organized in November 1993, and 

completed its initial stock offering on 

March 31, 1994. Reliance acquired 

Bank of Westbury in August 1995, 

Sunrise Bancorp Inc. in January 1996, 

and Continental Bank in October 

1997. Headquartered in Garden City, 

NY, Reliance Bancorp Inc. operated 

29 banking offices in Queens, Nassau 

and Suffolk counties. Reliance Fed-

eral was a community bank specializ-

ing in providing deposit and credit 

services for consumer and commer-

cial clients, and the real estate indus-

try. 

 

Mr. Nielsen attended C.W. Post Uni-

versity’s School of Business Admini-

stration, and New York Institute of 

Technology’s Architectural Design 

Program. He completed the U.S. 

League of Savings Institutions’ Lead-

ership School at the University of 

Connecticut, and the School for Ex-

ecutive Development at the Univer-

sity of Oklahoma. 

 

Company Profile: 

Herald National Bank is a relation-

ship-based banking institution dedi-

cated to serving the commercial and 

private banking needs of small to 

mid-size businesses, their owners, 

executives and senior managers, as 

well as high-net-worth individuals in 

the New York metropolitan area. Her-

ald National Bank presently has three 

offices located in Manhattan (623 

Fifth Avenue), Brooklyn (1333 60th 

Street), and Melville, Long Island (58 

South Service Road). 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Nielsen, would you tell 

us about Herald National Bank? 

Mr. Nielsen: Herald National Bank is 

a new, OCC-chartered commercial 

bank. Our focus is on the middle-

market business client. We provide 

365-degree service to small and mid-

sized companies and their executive 

and management teams, to help them 

grow their businesses and meet their 

personal banking needs. We are 

headquartered in Manhattan, New 

York City. We have branches in Mel-

ville, Long Island, and in Brooklyn, 

New York. We are coming up on the 

three-year anniversary of opening our 

doors, and have approximately $500 

million in assets. 

 



CEOCFO: Given the economic down-

turn of 2008 and 2009, what made 

this the right time for a new bank? 

Mr. Nielsen: We opened in Novem-

ber of 2008, but the concept for a re-

lationship-based middle market bank 

was being discussed before then. 

That was right as the economic world 

was starting to get rather complicated, 

but frankly, we recognized a gap in 

the marketplace for small to mid-size 

businesses in this area. There was - 

and still is - a proliferation of ex-

tremely large banks and a number of 

middle market players that either con-

solidated or moved out of the market-

place. So we felt there were an oppor-

tunity for a new bank in that arena to 

service the needs of those types of 

clients.  

 

In addition, we really felt that a lot had 

happened in the world of technology 

and in the world of bank systems and 

operations. That included the advent 

of remote capture, which 

allowed us to do some-

thing a little different than 

your traditional retail 

branch-based brick and 

mortar operation. We 

thought we could do 

something that took ad-

vantage of today’s sys-

tems and services to build 

a relationship-based model where we 

could really service customers well, 

by more or less bringing the bank to 

them rather than having to have a 

branch network in every geographic 

location to serve a variety of people. 

The technology allows us to compete 

in a model that is customer-driven 

and eliminates the overhead of a 

branch system. 

 

CEOCFO: Is there a typical customer 

other than size for you? 

Mr. Nielsen: Our typical customers 

are in the range of $10 to $50 million 

in annual revenues. We have a broad 

mix of clients. There isn’t one specific 

area that we are locked into, as we 

have some people that are in the 

health industries, and we do business 

with a lot of lawyers as well as ac-

countants. We also have people that 

are involved in the solar industry and 

all kinds of services. We have some 

commercial and some real estate 

lending, primarily existing buildings. 

We aren’t doing any new construction, 

but we do a lot of sub-commercial 

real estate within the parameters of 

our regulatory limitations and diversity 

requirements. 

 

CEOCFO: What sets Herald apart in 

how you connect with your custom-

ers? 

Mr. Nielsen: Our business is staffed 

by proven banking teams from some 

of the leading institutions in the field. 

What we look for is banking teams 

who have a name and a reputation in 

the marketplace; who have a history 

and a baseline book of clients that 

they have been servicing. Perhaps 

those clients are in some of the larger 

commercial banks where they repre-

sent a small piece of the pie but which 

are very important to the banking offi-

cer that they deal with.  

 

We provide a very close hands-on, 

touch-and-feel relationship between 

the borrower and the bank, which al-

lows us to really service them well. 

Our banking teams are the lead con-

tacts for whatever banking services 

our customers need, whether it be a 

loan service, deposit service, or cash 

management services. The team is 

the lead, but there is close continuity 

with the various lines of expertise in 

the bank. As a small bank, we can 

provide executive response time to 

meet our clients’ needs. I call it a re-

newed breed of banking because it is 

the way things used to be done. Peo-

ple have gotten away from the rela-

tionship aspect of banking, and that is 

the opportunity that Herald is capital-

izing on.  

 

CEOCFO: Do your clients take ad-

vantage of the consulting and advice 

that you provide, or do they need to 

be educated about how you can help? 

Mr. Nielsen: It works both ways and 

depends on the clients as well as on 

their needs. However, we have gone 

into a number of situations where we 

have been able to show them how we 

can be a partner to them for both fi-

nancial services and business-

building. We have a lot of convincing 

to do because we are the new kid on 

the block with a new idea about how 

banking should be done. We certainly 

don’t have the name recognition of 

some of the other banks. So we bring 

in our collective team of people, such 

as our credit people, cash manage-

ment people, or systems and ops 

people, and show them how we can 

make their banking relationship and 

their banking needs seamless. 

 

This approach allows them to focus 

on their business rather than on the 

day-to-day banking issues that can 

slow a company down. We build and 

develop a rapport over time. With 

each one of them, you start with one 

or two products or services and then 

you try to build on them, and build on 

them. It is about relationships. We 

don’t do a lot of one-off 

transactions; we are 

really interested in han-

dling, hopefully at some 

point, all of the banking 

needs of our clients, but 

we sure want at least a 

lion’s share. That is what 

we try to do. 

 

CEOCFO: Given the fragility of the 

economy, what do you look for in your 

new customers? 

Mr. Nielsen: We look at their lines of 

business, their track record and their 

history. We do all of the things that 

bankers used to do and are starting to 

do again, such as analyzing and 

studying their business to business 

trends, the industries they are in. We 

don’t want to mislead anybody and we 

are not interested in, as I said, one-off 

deals. So we really try to put together 

partnerships and relationships with 

people where we firmly believe that 

we can deliver a consistent long-term 

service for their needs. To do that, 

they have to get comfortable with us 

and we have to get comfortable with 

them. 

 

We fully disclose the kinds of things 

we are going to need to maintain on a 

periodic basis from a reporting stand-

point and a financial communications 

standpoint, so that there aren’t any 

“As a small bank, we can provide executive re-

sponse time to meet our clients’ needs. I call it a re-

newed breed of banking because it is the way 

things used to be done. People have gotten away 

from the relationship aspect of banking, and that is 

the opportunity that Herald is capitalizing on.” - 

Raymond A. Nielsen 



blips in the relationship down the 

road. It is a lot about open communi-

cation, getting in and understanding 

the customer’s business in a prag-

matic sense. The economic environ-

ment is very challenging today, and it 

is a lot easier to say no in this envi-

ronment. What we try to do is 

“maybe;” we can’t give a “yes” in a 

traditional way, but maybe there is 

another way to work the collateral, or 

work the transaction, or to handle 

something and try to still get a deal 

done that works for both sides. 

 

CEOCFO: What is an example of 

something you might have done that 

is a little bit outside of what we would 

normally see that shows the range of 

how you work? 

Mr. Nielsen: A little thing that we 

have done is that in our marketplace, 

a lot of people live in cooperative 

apartment buildings, and they have to 

be managed like businesses. Some of 

those buildings are a little old, and 

sometimes they need some invest-

ment in the infrastructure to maintain 

the value, so we have been able to 

provide financing for some of the co-

operative associations to maintain 

and protect their buildings. 

 

We have been able to collateralize it 

properly from the posture that we are 

in. In a couple of instances we have 

linked some of our clients together. 

For example, if we have a building 

that is trying to control their energy 

costs, and we have another client that 

is heavily involved in solar panel in-

stallation, we will try to introduce 

these customers to each other. So, 

we keep true to our relationship mis-

sion. 

 

CEOCFO: Do you see the need for 

additional offices? 

Mr. Nielsen: Right now, we are pretty 

well established between Manhattan, 

Melville and Brooklyn, but in time, we 

will probably add some additional lo-

cations. We have a national bank 

charter which allows us to do some 

things in some neighboring states. 

New York is New York, but we are 

bordered by New Jersey and Con-

necticut, in which there is a lot of in-

terplay. So in time I think there is go-

ing to be room for more expansion 

beyond just the three offices. 

 

However, you are going to see us 

opening up on every corner. If you 

look at our office structure right now, 

two of our branch locations, which we 

consider business development cen-

ters, are in office buildings. One is on 

the eleventh floor in midtown Manhat-

tan, and another one is in a very nice 

office building out in Melville, Long 

Island. So, they are not high visibility 

corner-type traditional banking loca-

tions and that is because we are not 

geared towards the retail side, where 

we would need that kind of exposure. 

 

With our systems, we try to bring our 

banking to the client. So we don’t 

need a lot of brick and mortar to exe-

cute on the plan that we have, but we 

will add more locations if we feel we 

can produce a lot of business in a 

specific marketplace. This is where 

we will want to get our business bank-

ing teams closer to their clients in 

some respects. So, yes, I can see 

over time we could have some more 

geography under our belt. 

 

CEOCFO: How is business? 

Mr. Nielsen: Business is good. I 

would say it is a challenging eco-

nomic environment and it is a chal-

lenging regulatory environment. Peo-

ple are being very cautious, and they 

are hoping there are better days 

ahead. However, I think everybody 

has learned a lot from the past two-

and-a-half to three years. People are 

not getting out in front of themselves; 

they want to be more sure of where 

our economy is going. As for us, we 

are a start-up, a small bank, and there 

is plenty of demand to enable us to hit 

the benchmarks and targets that we 

have in front of us for the next three 

years or so. 

 

CEOCFO: You did post profitable 

results! 

Mr. Nielsen: We did. We finished the 

year with two consecutive profitable 

quarters, and we think that is a turning 

of the tide here. We have gotten our 

expenses under control, and we have 

gotten some good assets on the 

books. In addition, we have a solid 

core deposit base, so we feel that we 

should be able to sustain and build on 

that momentum. 

 

CEOCFO: Do you do much investor 

outreach? 

Mr. Nielsen: We do some. When we 

went public, we picked up some fairly 

significant investors in the bank and 

in one of our capital-raising efforts we 

brought on some more. So we do 

some investor outreach. Let’s face it, 

we will get more proactive with that 

now that we are starting to have a 

story to tell, and we have hit our prof-

itability. We are talking about positive 

things instead of the early phases of a 

start up. So I expect you will see more 

of that growing. 

 

There are a couple of boutique bank-

ing investment banks that are starting 

to take a look at us and follow us a 

bit. We are known in the market place 

and there are people that are watch-

ing our performance. I think good 

things are starting to happen for us 

here at Herald. 

 

CEOCFO: In closing, why should po-

tential investors consider Herald Na-

tional Bank? 

Mr. Nielsen: Like a lot of bank stocks, 

Herald National Bank is a bit under-

valued. If you look at where we are 

trading at today and the liquidity, it is 

not hard to fathom where that trading 

price is relative to our book value and 

where our book value will be going. 

So I think we are a pretty attractive 

offering right now and the model is 

something that is a little different. So 

when you really get in and understand 

what we are trying to do, you have to 

look at it a little differently than you 

would at more traditional retail-based 

franchises. 
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