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Foreword 

 

“The secret for harvesting from existence the greatest fruitfulness and the 

greatest enjoyment is—to live dangerously!” 

—Walter Kaufmann, The Accidental City, by Lawrence N. Powell. 

 

 “The man who does not read has no advantage over the man who cannot read.”  

—Mark Twain 

 

Writing this book became a necessity for me, not so much to make money from 

sales, gain a reputation as a topic authority, or from the idea of getting my name 

in print (though all of those things sound fine, to be sure). I mainly wanted to 

provide guidance to those types of lenders and borrowers which I know will need 

it most, and for the sake of helping the scrappy and innovative young companies 

with sound potential to understand the process, how to recognize and articulate 

their own innate potential and find the right loan opportunity to take their 

businesses (on either side of the table) to the next level.   

Today’s lending environment is not always fair, and does not always have the 

clarity vision to see the potential lurking in the shadows of a hastily-scrawled 

business plan backed by invisible genius waiting in the wings. The most 

innovative or sound business does not always get the loan, due to how they 

appear on paper. There are legitimate reasons for this, however, as we shall see 

later in this book.  

My aim, then, in relation to the loan applicant, as well as the lender, is to guide 

him or her through the proverbial dark wood, up to the safe entry point by which 

to enter the labyrinth of sound loans. There are perils awaiting the unwary, and 

hopefully you will reach for this book as a trusted guide through such winding and 

dark wooded paths. I urge you not to succumb blindly to fear. The paths 

generally do converge ahead as clarity and insight into the lending process and 



rationale is attained. And so those many, divergent paths all lead, not only to 

premature surrender in the face of confusion, but to a single converging road, 

into a clearing, and thus to all the potential ingredients for your best success. 

The creative nerve is perhaps no more important (or tested) than in the founding 

of a business, or its rise toward the well-capitalized heights of productivity after a 

long healthy proving period. This book can act as the humble honing stone 

against which your lending instincts can be sharpened, so that you can learn the 

difference between a company owner grown cocky from too narrow a range of 

business experience and the kind of seasoned company that is a spring awaiting 

to leap into its full productive powers. The loan cases contained herein reflect 

long experience in the lending industry from behind the lender’s side of the desk. 

The scattered chestnuts that adorn these in various corners of this book are 

there to help bring out the full value of these cases as meditations on the 

essential, yet hard-to-define nature of the bankable loan case. 

I recommend a delicious cup of hot coffee when reading this book, seated in a 

comfortable chair, in a quiet room (I can imagine a gently crackling fireplace or a 

sleeping pet nearby), and a lack of distractions as you plot the course of your 

Odyssey into what should properly be—by all rights—a thoroughly sober, but 

thoroughly enjoyable business adventure.   

 

  



Dedication 

 

This book is dedicated to my mother, Maude Rozas Veillon, and to my brother, V. 

Bradley Veillon. 

  



 



R. Randy Veillon: A Short Biography 

 

R. Randy Veillon, a native of Ville Platte, Louisiana served as the Program 

Manager of the Small Business Loan Program of the Louisiana Economic 

Development Corporation (LEDC), the agency that provides guaranties on 

commercial loans to banks.  He has over 19 years’ experience working for LEDC. 

He also assisted in the evaluation of new programs, while assisting with 

numerous LEDC incentive programs.  Prior to LEDC, Randy worked in 

commercial banking for over 11 years. He is a graduate of the University of 

Louisiana in Lafayette, the LSU School of Banking of the South, and the 

Commercial Lending Graduate School at the University of Oklahoma with 

distinction. He is also a certified Economic Development Finance Professional 

(EDFP). 

Randy is a commercial loan broker, and owns Veillon Business Consulting, LLC, 

(VBC) which he started in 2012. 
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Introduction 

 

Business banking is about building solid relationships. Lenders want to help 

clients with viable businesses to succeed. Whether a client is buying a piece of 

equipment, real estate, or simply needs capital to grow, bankers want to help 

their customers finance their dreams.  Their main requirement is that the loan 

makes sense on paper.  

This book is not a technical credit analysis review. It is a basic, no-nonsense look 

at the way that I have reviewed loan requests for my own valued clients; using 

the all-important Five C’s of Credit: Capacity, Capital, Collateral, Character and 

Conditions.  

This book is intended as a primer for any new commercial lender or branch 

manager and as a brush-up review for the more experienced lender. The case 

studies cited have been written in a simplified format for ease of understanding 

the loan requests presented. 

Some basic principles: 

What are loan officers looking for when approached about a loan? Here are 

some basic assumptions that an individual or business might be expected to 

provide a lender:  

The business owner must have: 

 

 sufficient assets,  

 cash reserves, and 

 personal collateral to weather both ups and downs. 

An existing business owner must prove at least three years of positive cash flow 

to repay the loan request. A start-up business will need an SBA Guaranty or 

other credit worth guarantor to get the loan approved. Any new business, in fact, 

needs to show it has a track record of profitability and success in its business 

sector. 



Initially, a commercial loan officer needs to know which financial statements are 

important. 

  

Some basic terms: 

Balance Sheet - This statement shows the financial conditions of the business at 

a point in time. 

Statement of Operations (Profit and Loss Statement) - This statement shows 

whether the business has made a profit during a specific period of time. 

Cash Flow Statement - This document shows what happened to the cash 

position during a specific period of time. 

Cash Flow Projection – This is a crucial financial management tool that must be 

developed with very realistic expectations. Sufficient cash is critical for a 

business to pay its expenses and to enable it to expand. 

RLOC – An acronym for “Revolving Line of Credit” (such as a personal or 

business credit card). Also another name for an accounts receivable business 

line of credit.  

 

 

 

 



What to expect from this book 

 

While this book does not aspire to the literary heights, it does aim to arm the 

average lender or loan applicant with the benefit of the lessons and insights of 

many years of brass tacks experience, provided in a simple and straight-forward 

style. I hope the reader can not only appreciate the experience of reading this 

little book, but will take full advantage of the tips and insights gleaned from my 

own hard-won experience in the lending industry. Comments are welcomed in 

the form of your honest reviews. 

 

 

 

 

  



“Good people do not need laws to tell them to act responsibly, while bad people 

will find a way around the laws.”  

--Plato 



A Brief and Entirely Arbitrary History of US Lending 

 

If money is indeed the root of all evil, perhaps it is at least in part because to not 

have it (in a society that demands money as the accepted form of exchange) is 

not exactly a good omen for starting a business. Growth-friendly businesses are 

capital-thirsty, no matter how many good things they may do for a local 

community or for the world at large. Borrowing is a necessary step for all 

businesses launched by aspiring new entrepreneurs who don’t have wealth of 

their own to use, or who by some outlandish streak of caution, prefer not to. 

Since the dawn of the first depository notes used in the Bronze Age, humankind 

has had some relationship to money and thus to borrowing and lending money. 

With the founding of the colonies, all the way through abolition, banking, whether 

via state banks or the evolving national bank (The Federal Reserve Bank), and 

throughout the fluctuating hodge-podge of disparate currencies that led up to the 

current US dollar, lending and borrowing has always been essential to both 

companies and economies, from the national level down to the small backwoods 

community. 

In 1929, market instabilities erupted, followed by the Great Depression of the 

30’s. Family household heads lacked jobs, because companies folded left and 

right. Banks had runs that morphed into house foreclosures. Not some, but most 

suffered from the devastation. The federal government instituted banking reforms, 

along with public spending and safety net programs, and the economy limped 

along into World War II where, ironically enough, business opportunities and 

financial leverage lurked just around D-Day, on the beaches of Normandy in 

June of 1944. The air of optimism that erupted from the successful end of the war 

created an unstoppable market boom and capital flowed once again into the 

1970’s, until mishaps and squabbles over geopolitics and resources threatened 

to hamper the general national economic outlook. In the 80’s, pro-business 

moves led to another market rally, which emboldened lenders throughout the 

00’s and right into the mirages of subprime lending and the monumental popping 

of the over-inflated housing super-bubble. 



Today, at this writing (December 2015), the economy has for all intents and 

purposes appeared to have recovered much of its vigor, but with a newly 

heightened sense of caution. Along the way to this stage in lending history, many 

lessons have been registered and a price has been paid by the lender and 

borrower, alike. The banking environment of the United States today is highly 

regulated by the FDIC and the Comptroller of the Currency, making it more 

difficult for a small business to get started without guaranty assistance from the 

SBA or USDA or a wealthy guarantor.  

??The previous “100%” loans are no longer available, nowadays. We are back to 

lending basics, with guidelines like cash flow positive at 1:25 to 1, and then there 

is the “75 to 80% loan to value” (LTV) rule on collateral. There is also the matter 

of the consideration of whether the loan request appeals to basic common sense 

(is it a crazy idea in unchartered territory…or a brilliant expansion upon proven 

principles in a hot new niche that is perfectly ripened for a wind-fall)? Lending 

has become more scrutinizing, and risks are ultimately not rewarded as readily. 

Angel investors and crowd-funding are new routes that have emerged in this 

climate. But both are often insufficient and take too long, as well as subjecting 

the business to what may be termed the “sexiness” test of the business idea, 

which in itself can be the least relevant thing to profitability or a sound business 

model. 

The number of deals that banks go after today is getting smaller every year due 

to what many in the lending industry would call over-regulation. Regulations 

decrease the number of businesses they may legally lend to according to criteria 

that are increasingly defined and expanded upon by the federal government, to 

prevent such catastrophes as the 2007-2008 US recession.  

After this most recent recession, the banking industry has seemingly come full 

circle. We are back to a situation where the perceived threats of lending are at 

something near the highest ebb (as the threat of a market crash is an unthinkable 

outcome) and the likelihood of getting a loan is at the lowest ebb perhaps in 

decades. 



Now let’s look at the chart 

displaying the rise and fall 

of commercial lending by 

the end of 2009, well after 

the recent 2007-2008 

recession had done its 

damage. 

See that sharp drop? It has recovered a little since then, but that initial peak 

before the drop marks the cycle high point since before 1974, letting you know 

that things were both at an all-time-high and at an all-time-risk. 

Banks now typically demand that the business have three years of consistent 

positive cash flows to get a business loan deal approved, which does take into 

account measures of stability, but not of the fleeting nature of emerging 

opportunity. Banks are motivated to give priority towards the larger deals (with 

biggest profits) which they like better in terms of security factors and easy 

likelihood of success. The trend is more non-banks giving the loans that banks 

used to issue. That is the reality because of the stringent standards now in place. 

This train of events is exactly why the new or less experienced lender or 

borrower may need a guide in the rocky waters of the new lending environment. 

You’ll need to know how lenders now measure a fresh new business plan. 

Borrowers will need a truly compelling case for their loan request. That may 

require learning how to balance the scales of current business risks and profit 

potential for the lender. Is the business overhead-heavy? Does it need critical 

equipment updates or expertise injections? Are there opportunities overlooked in 

the business plan’s current trajectory that really should be part of the argument 

for the loan? Using this book will hopefully jar many such realizations for the 

borrower and lender alike. In the end, this book is about helping good business 

loans to happen, for the sake of both. 



As the second chart 

shows, however, 

there is probably 

more hope ahead. 

And thus more 

reasons to try to 

squeeze that well-

deserved loan in. 

You’ll need to make 

sure it meets all the 

criteria laid out ahead. 

First, we’ll start with 

marketing. 

 



Marketing  

 

Overcoming buying habits is difficult. However, once you realize that the majority 

of people locate any new product or service based on personal 

recommendations, not advertising, you have at least half the battle won. To win 

the other half, you must make your loyal customers, employees, suppliers and 

friends an integral part of your marketing plan so that your business will be 

recommended enthusiastically and often. 

 

[Marketing Without Advertising –- Michael Phillips and Salli Rasberry, Chapter 2, 

p. 5] 

 

 

 



Advertising 

 

Advertising can remind customers and prospects about the benefits of your 

product or service. You have to identify what is unique about your business and 

how that uniqueness will benefit the customer. This theme or image for your 

product or service will carry though all of your advertising and promotion. It is 

what sets you apart from the competition and it is what will attract the customer. 

Consumers are attracted by benefits. 

Advertising allows you to have complete control. Unlike publicity, you have the 

final word in determining where, when and how often your message will appear, 

how it will look and what it will say. 

 

[Target Marketing, Third Edition, Chapter 10, page 26, by Linda Pinson and Jerry 

Jinett] 

 

 

 



What Management Is 

 

How should companies organize? Where the lines should be drawn? 

Bigger or smaller? The design of an organization is implicit in its 

strategy, so much so that it sometimes hard to tell where strategy 

leaves off and organization begins. Because strategy is dynamic, 

organizations must be flexible. Drawing the lines of organization is an 

ongoing struggle to say relevant, not a job done once and for all. 

More than anything else, where the lines are drawn depends on what 

the organization is trying to accomplish, on how it is trying to do better 

by being different. A clear strategy thus becomes a kind of blueprint 

for an organization’s design, shaping the most basic decisions about 

its scope, its scale, and its structure. 

  

[What Management Is, Joan Magretta, Chapter 4, p. 96] 

 

 



Marketing to the Customer  

 

A customer orientation is where staff has a real concern for the customer and 

where all business decisions are made with a view to improving customer service. 

To orientate business activities successfully towards its customers, both staff and 

managers must: 

 Listen closely to customer feedback. 

 Understand and use customer needs, wishes and expectations as a basis 

for their activities. 

 Understand the logic of the customer’s business. 

 Have insight into the customer’s assessment criteria and act on them. 

 Know and understand how and why the customer gives priority to a certain 

supplier. 

Customer orientating a business means wearing customer spectacles and seeing 

with the customer eyes. It’s a matter of listening actively both to what the 

customer says and to what he or she does not say. 

 

[Quality of Service, by Bo Edvardson, Chapter 5, pp. 118-119] 



Networking: A World of Unlimited Resources 

 

A network is built on a foundation of mutual trust and support among members. 

Participants come together because of common interests and objectives, and 

they voluntarily give of themselves, because they know that by helping others 

they will eventually end up helping themselves. 

 

[Marketing To Win, by Frank K. Sonnenberg – Chapter 6, pp. 75-77] 

 



Boldly Marketing the Brand 

 

Visibility pays because visibility has a halo effect. If a company or product is 

visible and well-known we tend to think it is better than that is not well 

known...think about it. When we buy something in a new category, we’re likely to 

choose a brand we are familiar with. 

 

[Breakthrough Branding, by Catherine Kaputa, Chapter 7, p. 135] 

   



Survival of the Fittest 

 

Open your eyes – the world around you is changing at an unprecedented rate. 

The globalization of products and services and the deregulation of markets are 

altering the very nature of competition. Either you recognize these dramatic 

changes and adapt or forget about competing successfully in the new marketing 

era. 

 

[Marketing to Win, by Frank K. Sonnenberg, Chapter 1, pp. 1-2] 

 

 

  



“Most of the energy of political work is devoted to correcting the effects of 

mismanagement of government.” 

--Milton Friedman 
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